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mXECIYB UmMARY
 

AMC/USAID GIFT/HANDICRAFT PROJECT
 
in 

SIX CARIBBEAN BASIN COUNTRIES
 

PROJECT SCOPE
 

Conducted from January, 1984 - July, 1981, in six Caribbean Basin 
countries - Jamaica, Costa Ricd, 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.
 

PROJECT ACTIVITIs
 

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" hold in conjunction with National 
Gift Market
 
at the Atlanta Market Center, July 7-11, 
1984.
 

'rotal sales of participants amounted to approximately $270,162.
79 companies participated. 61 comoanies received orders for 
over

300 different product or product lines. 22Only had exported

to the U.S. previously. Development work was extensive; and well
 
received.
 

Countries would benefit from receiving further production and
design ass istance in order to properly ship orders taken at the 
July ,xhiblt on a timely bas:is. 

Needs also exist to develop further credibilJty in the market­
place, implement on-goir ; denign, modification, and production
ass i tance, toach mor ae rchandi sing and sale: tch l iq ue , , and
acqulre more ,xprionce in the export proce:s. 

Aa mon a: po:Ibl: , (January, 1 985) countrIen ,hould participate
in anothr Atlanta Market Center Show. Further participation
in a July, 191i5 .market is recomm ended. After July, 198'i, coun­
tr ie and/or companios :hould partIcipate in Atlanta nhows with 
no annntanoe. 
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I. INTRODUCTION
 

A. ORGANIZATION OF THE REPORT
 

This report is organized into 
five sections including an Annex.
 

ha.lt__1 provides appropriate background information on the Pro­
ject including overall objectives, goals, and limitations.
 

Sogt II recaps and describes the major activities of the Pro-

Ject. 

SectionIII summarizes overall 
results of the Projeut.
 

section T 
 delineates conclusions for 
the Project and includes
 
recommendations for subsequent marketing/product development 
ini­
tiatives in the Caribbean Basin.
 

Il is the Annex which 
includes exnibits and supplementary
 
material of the Report.
 

B. PROJECT BACKGROUND
 

1. The Atlanta Market Centcr
 

The Atlanta Market 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 products in the national and 
regional markets
 
of the United States. AMC provides product display space 
on a
 
permanent as well 
as a seasonal or temporary basis. In addition,

it annually organizes and 
promotes some 50 specialized markets
 
and trade anows to facilitate the buying and selling process.

Over the past four to five years, AMC has broadened its business
involvements to include major marketing activities in the inter­
national arena. Product development and/or promotional efforts
have been undertaken in cooperation with government and industry
leaders in the People'3 Republic of China, the Philippines, Ko­
rea, Malaynia, Singapore, Indondosia and througiout Europe. Afull time staff of more than 150 professional3 is equipped and 
organized to provide marketing, technical and product design as­
sistance in addition to the many services and activities needed
for the staging of market events and the operation of the whole­
sale facility. The 3.7 million square foot AMC complox annually

attracts some 300 ,000 retail buyers who generate an estimated 
eight oillion dollar:s of sal= . 

2. Atlania International 

Atlaaia International is an tlanta based trade and consulting
firm which works on a project basis in conjunction with the Atlan­
ta Market 
Center. Atlasia consultants have had oxtennive axpor­



iene in 
consumer product design and development in many areas..

and oountries of the world including the People's Republic of
China, Southeast Asia, 
and Central America. In addition Atlasia
 
has provided general business oonsulting to firms attempting to
export to the U.S. and to companies wishing to export from the
U.S. as well. 
 Further, Atlasia principals provide display and
design assistance to domestic and foreign firms partioipating

in U.S. 
consumer markets on both a temporary and permanent basis.
 

3. Preliminary Discussions and Agreements
 

Because of its central role in the wholesale marketing of oonsum­
er goods in the southeastern part of the United States and 
as
 a result of its unique experience in sucoessfully assisting inter­
national businesses and government agencies develop and introduce

produots into the U.S. marketplaoe, AHC was contacted to 
explore

ways in which market opportunities for Caribbean Basin gift/handi­craft products would be expanded. Preliminary discussions result­ed in an invitation by AHC to 
USAID Caribbean Basin Missions to
send a delegation of private and public sector representatives

on July 9-11, 1983, to 
tour AMC and discuss possible joint market­
ing efforts.
 

As a result of these disoussions, it was determined that 
an ini­
tial field survey be conducted to ascertain the 
feasibility of
 a Caribbean Basin exhibit of appropriate gift/handiraft products

at 
the AMC's July 1984 "Gift Show". Arrangements for such a sur­vey were 
Initiated with full support of both AID/Washington and

participating USAID Missions. 
The AMC survey team activity was
funded under the LAC/DR Private Sector Initiatives project

(598-0619). Consultants were selected 
to conduct the initial
 survey during August and September, 1983, in the following coun­
tries: Jamaica, Costa Rica, Haiti, 
Dominican Republic, Hondur­as, and Guatemala.
 

4. The Caribbean Field Survey
 

The survey team traveled to six countries in the Caribbean visit­ing company representatives and viewing products to evaluate
their attractiveness for the U.S. market. 
 They found a suffi­
cient number of products which had good U.3. market potential

with little or no modification. After reporting their findings

to AID officials in 
a written report (copies available upon re­quest) and in person at a debriefing meeting held at the Atlanta
Market Center in October 1983t it 
was decided that a Caribbean
exhibit at the AHCs July 1984 Gift Show was a feasible way to
 
introduce Caribbean handicraft/gift products into the 0.4. mar­
ket.
 

After the debriefing meeting, plane for Phase 11 of the project
were finalized and a proposal was 
submitted to AID for approval.
The formal contract for Phase II 
was 
signed In January, 198.
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C. 	 PROJECT OBJECTIVE
 

The primary purpose of the Phase II effort was to develop and

implement an etfeotive export promotion program for the sale and
promotion of Caribbean Basin gift and handicraft products in the
 
United States by July, 1984.
 

The opportunities which have evolved from the staging of a joint
Caribbean Gift/handicraft Show are significant for those produo­
ers seeking to gain a foothold in the U.S. market. Beyond the

obvious potential of generating direct sales, participants gain

firsthand knowledge of how the marketplace functions and what

the buyer needs and expects. The educational value of the exper­
ience cannot be overstated. In addition, contacts are made, the
possibility of successful agency relationships enhanced, and fu­
ture sales are facilitated by virtue of exposure 
to U.S. buyers.
 

D. 	 PROJECT GOALS, LIMITATIONS
 

Several important factors which are implicit in the development
of the Project need to be underscored at the outsets
 

1. 	 The effort was purposely designed with a short term
 
focus 
so that products which were ready or near-ready

for U.S. distribution could be accommodated and results
 
quickly realized and evaluated;
 

2. 	 The Project bad 
a purposely narrow fooui (gift/handi­
craft products which appeared to have immediate sales

potential, showcased within a major regional U.S. mar­
ket in July of 1984) to maximize exposure of tailor­
made and selected produots;
 

3. 	 The Project must be evaluated with a clear understand­
ing that it is just one part of a broader and much need­
ed marketing strategy which should include follow-up

sales and promotional efforts in Atlanta and other re­
gions of the U.S., further design and marketing assit­anoe for other products which have longer range U.S.
 
sales potential and an evaluation of product develop­
ment opportunities where existing raw material, pro­
ductiol equipment or technology problems exist;
 

4. 	 The results of the Prnject should not be measured sole­ly on the dollar amount of sales generated at the
 
Show. 
 The educational value of the undertakLngp the
 
heightened awareness of Caribbean produots, the number

and quality of contacts made and the future sales po­
tential of products displayed all need to be consider­
ed; and
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5. The strength and effectiveness of the effort was 
a
 
function of the commitment of key organizations and
 
individuals within 
each country. It was essential that
 
all appropriate organizations be fully appraised of 
plans and progress 30 that financi:l, 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 ovcpz the course
 
of the Project from:
 

All in-country USAID officials, government, and private sector 
coordinators whone work and support during the courn of the Pro­
ject made it feasible; 

Peter Bittnor, AID-Wanhington who provided critical Insight into

the organizational and procedural anpecto of this Project at its 
inception; and, 

Mike Deal, AID-Washington who supervised the Project from incep­
tion to conclusion and whose input and assstance were invalu­
able. 



II. PROJECT ACTIVITIES
 

The support activities determined to be necessary for the sucooess
of the Project were identified after the field survey debriefing

meeting. They were included in the Phase II proposal as 
Key

Tasks, Activities and Responsibilities and finalized in the con­
tract in Article Z 
C as Scope of Work (See Annex). A desorip­
tion of the activities undertaken by the Atlanta Market Center
to satisfy the requirements under the contract 
is provided below.
 

A. Field Work
 

The AHC initiated field work with Atlasia International in Janu­
ary, 1984. Atlasia development teams had extensive experience

consulting with foreign handicraft manufacturers on product modi­
fications tar the U.S. market.
 

The teams provided their services in a series of trips to each

of the countries. After studying photographs and information
 
on the products available after the Phase I field survey, the
 teams traveled to countries to meet with participating producers
and advise them on product modifioationsp merchandising plans,

and overall sales strategies. After allowing producers a reason­
able time to incorporate the modifications into products and pro­
duction processes, the teams returned to the countries to review

their work. Additional advice was 
then given and, itf it appeared

neoessary, a third trip was made to finalize the process. 
 Ouate­mala was the only country where a third trip was necessary.
 

In evaluating and selecting products Atlasia teamst 
in oonjuno­
tion with local ooordinators, made assessments of quality of work­
manship, suitability of design, oolor, texture, paokaging, and

pricing. When time and schedule permitted, results were support­ed by analyzing production oapaoity, quality control meohanisems,

and overall company marketing and business capability. Informa­tion on 
the producers visited and the product modifications sug­gested, appear in the exhibits of each country. A total of 139

man-days were spent in-country providing development assistance.
 

In addition to the visits by the consulting teams, trips were

made by the Atlanta Market Center project coordinator and offi­
cials of Atlasia International to assist the producers and ooordi­
nating organizations with logistical issues and to insure that
 
the project progressed smoothly.
 

By May 1984, the teams had Identified an adequate number of pro­ducts based on the criteria mentioned above from among those orig­
inally surveyed as ready for participation In the 'Caribbean
 



Collection* Oift Show. This special name 
was given to the Show
to ampl ift the o"ollect ion" aspe-tot at p odudta 1 th "-tr m r-egion6,I
thus enhancing the promotional campaign. The producers were then
* 
 notified to begin preparations for shipment of appropriate sam­
ples to Atlanta for the Show.
 

B. Sales Training
 

To prepare potential participants for the exporting and sales
* 
 processes involved in the Project in particular and in selling

to 
the U.S. market in general, and to promote the invovlement
 
of the country representatives in the coordination of the Pro­
ject, 
the Atlanta Market Center hosted a three-day sales seminar

in Atlanta during the March Gitt Showp March 17-19# 1984. 
 In

attendance were 
producers and other representatives from the six
participating countries (see Annex for list of names of partioi­
pants# a schedule of the seminar program, and copies of training

materials).
 

The Seminar program was designed to help the producers learn ways
to successtully enter the US. 
market with their produots. Pre­sentations were 
made on various aspects of transporting produits

to the Market Center tar the Show, on the importanoce of product

display, on the various sales techniques that are common to the
 
marketplaoe, and on the oharaoteristis and nature of the gift
Industry. In addition, considerable emphasis was placed on the
 
need to develop and maintain good buyer relationships In order
to initiate and expand business in the regional market. 
 Items

such as the Importance of timely delivery, quality oontrol, cost
 
control, produotion planning and pricing strategy were also dis­
cussed.
 

Experts were used 
to address subjects In detail. A representa­tive from an international bank made a presentation on the key

aspects of export finanoing and others disoussed the proces of
packaging and shipping of merchandise both to the Show and to
 
prospeotive buyers.
 

So that attendees could review and study the information which
 
was presented to them, AMC provided 
asoh with written materials
which supplemented the discussions. 
A list of pertinent publi­
cations available from the U.S. Government Printing Offtice 
was
 
provided with Instructions as to how the publications could be
 
obtained.
 

While the March gift market does not play as large a role in the

distribution of gift and handicraft products as 
the July market,
the visiting participants benefited substantially from the ex­
posure to 
a market. They viewed and evaluated large numbers of

products and gained valuable experience watohing the Interaction
 

0 



ot buyer and seller. The Importance o display design to overall

product apPeal and the importano ot competitive pricing was also

noted and 
was critical in the pro-show preparation process.
After the seminar a package of materials was assembled and mailed
 
to saah at the seminar participants. It contained a list of the
 
names and addresses at each of the seminar partioipants, a photo
oa the group, a personalized Certificate of Partioipation, a list
of the speakers at the seminar with their addreesse and a aopy
of the local news coverage of the event. 
 A list of the subsorip­
tiaon addresses of the major gift industry trade journals was 
in­eluded In response to requests from many of the participants who
wanted to know more about trade shows in the U.S., 
and a copy

oa a paper on Negotiating International Sales Contracts was in­cluded as 
a summary of many of the topics presented during the

seminar. Finally, a questionnaire was inoluded to give the par­tiaipants a chance to comment on the seminar (see Annex for copy

o questionnaire and summary of responses).
 

C. ADVERTISINO AND PROMOTION
 

1s Advertisements
 

Two separate advertisomentc were placed in Industry publications

to announce 
the Caribbean Collection. 
One of the ads was design­
ed especially for the Show and was placed In the Hay and June

issues of Gift & Deaorative Aaoegnaries and in the June Issue
of Giftvare Business. These are the two major national trade
magazines for the gitt industry. This four-color ad highlighted 
one of the products selected from among the six countries for

display with a colortul background to attract the reader's eye.
 

The second ad announoed the National Oft Market# with a special

reference to the Caribbean Show inoluded. 
Among the Items dis­played In the ad 
are two pieces selected from Caribbean produo­
ers. This ad 
ran in the Hay and June issues of Gift and Daoeaa­tive Aapsaories. giftware Bualnefs, 
and alfyars.1Nw. (Copies
of each of the advertisements can 
be found in the Annex.)
 

The AMC advertising department also produced a tour-color, four
page brochure to be used In a direct mail campaign and as 
on-site

promotional material. 
 The brochure was designed to highlight

each country#s involvement In the programp giving reference to
each countryfa history and culture, and showing photos of a vari­
ety of products.
 

To obtain photos of suitable quality for the brochure, several

samples of products were brought to Atlanta during the March ses­inar and photographed In a studio setting. 
 In addition a profes­sional photographer was 
 sent with a member of the AHC advertising

department to three countries to photograph additional selected

products on-site. 
 Resultant photos were then incorporated Into
 
the brochure (see Annex).
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2. Direct Hal Program
 

To further insure that qualitled buyers were made aware of the
 
program, a two-part dlreot mall campaign was undertaken. First,
the brochure produoed by the advertising department was 
mailed
to a selected buyer audience o 
20,000 whose names were 
included
in major Oltt industry mailing lists on tile at AHC. 
 Another
mailer, used to promote the overall National Gitt Market, made
special mention of the Caribbean Collection and was also sent
 
to this same list.
 

3. Directory 

To provide the buyer attending tho Caribbean Collection with a

complete list o participating exhibitors and the address at
which they could be contaoted after the Show, a Show directory

was prepared by the AHC advertising department. This consisted
 o 
an insert listing the information incorporated into 10,000
copies o 
the Caribbean Collection advertising brochure. These
 were distributed to buyers on-site as 
they registered for the
Gift Show. In addition, the regular directory for the National
Gitt Market included a listing ot the Caribbean manutacturers
 
and the products they had 
on display with a diagram o the exhi­
bit aroa.
 

4, Travel Promotion
 

To encourage buyers to come to Atlanta during the Oitt Show, AMC
 otters discount air tare and hotel rooms and assists buyers In

making reservations. 
This service was emphasized in all mater.
ials and activities used to promote the Caribbean Collection (see
the toll-tree number included in all advertisements and promotion­
al brochures).
 

5. Telemarketing
 

Prior to 
the Show, the AHC's buyer services department telephoned

prospective Show attendees. 
 The buyers were chosen from a list
of U.S. Importers. Over 450 
firms from 18 states were contacted
 
over a one month period and asked a serie, of questions about
the Show (see Annex for copy of script used by telemarketers).

They were given additional Information on the program and were
sent a brochure It they had not already received one. 
Thirdly,
they were given information about the diseounts available on air­tare and hotels for buyers coming to see the Caribbean Collect-
Ion.
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6. Media Promotion
 

The AHC's publio relations department kept the local and industry
media intormed about the Caribbean Colleotion through press re­
leases, phone calls, and personal visits. The results at their
efforts oan 
be seen In the press clipping booklet that aooompan­
ies this report where copies of all articles written on the Show 
can be tound. In addition, the clipping book has a schedule oftelevision coverage of the event and, briefly, a mudia equiva­lency report which toplaces a value on all the exposure given

the event.
 

Throughout the Oift Show a press 
room was made available where

members of local and industry press could go to obtain informa­
tion on Show developments. Representative from the AMC's Public
Relations department were available in this room to 
answer ques­
tions and provide special prese kits which focused on the Carib­
bean Collection.
 

7. Key Buyer Visits
 

Important buyers, those from department stores and major ohains,

commanded special attention from the AMC. 
 A representative tram
the Buyer Services Department with extensive experience in the
Oitt Industry spent two months before the Slow traveling through
six states to contact these buyers and stimulate interest in the
 
Caribbean Collection.
 

D. DISPLAY PREPARATION
 

The Caribbean Collection was 
held in the Atrium of the Atlanta

Apparel Mart, 
a separate facility connected by a bridge to the
Atlanta Merchandise Hart and 
one floor above the 80,000 square
feet of temporary gift show space where over 350 1Ox1O booths
 
are net up to display gift products. The seven story terraced

Atrium provides an excellent area in which to highlight a special
display, but the AMC and Atlasia faoed a dual challenge in the

design o 
the exhibit in which the Caribbean products were dis­played. The dual challenge wast 1) to oreata excitement and add
to Individual product appeal, 2) to give seal, country individual
identity while still taking full advantage of the combined
 
strength of the six countries.
 

To meet this dual challenge a special design was created which

made use of several display and promotional techniques.
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1. Design- Goals and Methods
 

Atlasia rnternational designers developed a Caribbean market mo.
tif for the exhibit area. 
 The 5,000 square feet area of the

Atrium tloor was divided into six sections, one for each partici­
pating country. 
 An entrance to sah ot the areas was construct­ed, consisting o 
two twelve toot pillars with an arch at the
top placed at 
both ends of the country's designated area. Panels
 
were connected to the outside edges o 
the pillars, with the name
at the country represented in the area attached In large white
letters. 
 Special lighting was used to highlight eacb entrance.

Different coloring was used to maintain continuity within each

country's area, and to ditfferentiate the countries. 
 Several dit­ferent types of plants were used to fill spaces and to make the
 
area more appealing (see Annex for photos of diplay).
The overall theme of the exhibit maintained continuity through

posters, pedestals, specially designed shelving 
 and display

units, and coordinateJ product arrangements, etc.
 

2. On-site promotion
 

Several methods were used to attract buyers registering for the
 
Oit Show and make them aware ot the Caribbean Collection and

its location in the facility.
 

When buyers arrived to register for the Show they were ,iven 
a
 copy of the broohure/direotory. 
 Buttons and "weepuls' announcing
the Show were worn by all registration and Market Center employ­
ees, and were 
given out at random to the buyers. Signs were

placed throughout the facility to help the buyers find their way
to the Caribbean Collection. Specially designed bags were pur­chased trom one of the participating producers which were given

away to buyers as they entered the Atrium area. 
The bags were
made o 
a burlap material with a colorful Caribbean Colleotion
 
logo imprinted on the side.
 

The Show opened with a great deal of fanfare by a six member
steel band which played Caribbean and other music in the Atrium.

The music could be heard throughout the building, and was very
eftective in attracting buyers. 
To reach people in other parts

at 
the AMC complex, the band would periodically stroll throughout

the market to play for the onjoyment of the buyers and to pass

out promotional material.
 

To maximize the number ot promotional events at the Show, each
country was enoouraged to organize their own activities, such
 
as give-away products or special trips. 
 Two at the countries
 
were able to put together trip packages to be given to a buyer
selected from among those who registered in their exhibit, while
others brought small items to give away to customers, including

coffee packets, small bottles o 
rum, pot holders, and cigars.
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A speoial reoeption was held on Saturday evening, July 71 
in or­der to highlight the Show to the press and to key buyers. 
 Over

800 speoal buyers, press representatives and dignitaries


___-invited to this event.-
were
 

Mayor Andrew Young"- -Atlanta'-andMr.

Viotor Revera from USAID/Washington partloipated in the welooming

ceremonies.
 

The reception was held in the exhibit area with the local steel

band providing entertainment. 
This gave the invitees and the
press an exceptional environment in which to view produots and
 
to discuss the Projeot with oountry representatives, USAID per­
sonnel, and others who had been involved with the program.
 

E. MISCELLANEOUS MARKET ARRANGEMENTS
 

Other arrangements were made to taoiliate and assist the buy/sell

prooess,
 

1. Trade Fair Status
 

To insure that all or the products sent to the Market Center tor
the exhibit were not delayed in passing through Customs, and to
avoid the possibility that some of the producers would have to
 pay duty on products before the Show, the AMC applied tor and

obtained Trade Fair Certitication from the U.S, Department of
Commerce. This Certitication allowed any products entering the

U.S. solely for the purposes ot display to enter duty tres. This

reduoed the amount of time required for the goods to olear Cus­toms, and prevented producers who displayed dutiable goods from
having to make payments that would have been required without
 
the Certiticate.
 

2. Freight Forwarding and Banking Assistance
 

It was anticipated that one o the reasons some buyers might be
reluctant to order products trom countries In the Caribbean was

that they would not know the cost and procedure Involved in ship­ping goods and arranging tor payment. To overcome this anticL­
pated problem, a representative trom a treight torwardLn#: company
and an InternationaL bank sat at designated tables In the sales
 area. 
 They were available at scheduled times "hroughout the Show
to 
answer any questions trom buyers or partiatponts tllemselves

oonoerning packaging, shipping costa 
delivery tiv|s, .. 4'rs
t oredit, tinanoing arrangements, etc.
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3. 8a5e Assistants
 

ktlazia international provided six experienced individuals (one
per country) to assist company representatives In transacting

orders. These individuals were on-site during the entire Show

and helped bridge informational gaps between buyers and sellers
 
and facilitated the buy/sell process. 
 Two of the individuals
 
were fluent in Spanish,
 

F, ATLANTA CARIBBEAN CONFERENCE
 

The AMC has an excellent working relationship with the City of
Atlanta. The City actively supported the Project, and held a
 
concurrent Caribbean Conference in order to attract businessmen
to Atlanta from the six participating countries who were involved
 
in a wide spectrum of Industries. 
 Over fifty people attended

the three days of seminars and meetings designed to show impor­
tant aspects of the U.S. 
 market and to make personal contacts

with businessmen In the region Interested in working with oompan­
ies in the Caribbean Basin.
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111. PROJECT RESULTS
 

A. SUMMARY
 

The overall 
suooess Of this Project and the value at similar fu­ture projects can 
be assessed relative to several different ori­teria. 
 This section will present information relative to those
 
criteria.
 

Obviously it is important to know how much each of the companies

and countries were able to sell at 
the Show. Also important is
why some companies and countries 
were more suocesful than
others, and whether the reasons 
for superior performance on be

duplicated by others in the future.
 

The first part of this section presents the data on the companies
and products which were 
surveyed and received design assistance
before the Show. 
The second part presents the sAles data gath­ered after the Show and relates it to annual company sales vol­ume, 
previous export experience, the number of'produots or pro­duct lines exhibited, the terms of sale offered by the company,

and the role played by the ooordinator/sales entity. Finally,
the responses of the participants themselves and the buyers who

attended the Show are presented.
 

B, SURVEY AND DEVELOPMENT RESULTS
 

To facilitate the process of evaluating the products surveyed

and to track modifications suggested, survey sheets were used
by Atlasia International to record the information considered
 
neoessary. A copy of the survey sheets can be found in the Annex,
along with information recorded over the 
term of the Project.

The Information used 
to make the charts and graphs In this 
sec­tion came from this collected data, and can be verified by refer­ence to the worksheets found in the Annex and at the end of this
section. 
The worksheets also list Information not included In
charts and graphs, such as individual product prices, the size
of the companies surveyed, annual sales volumes, and the level

of export experience attained by different companies.
 

As previously stated, the survey teams spent a total of 139 days
In-country looking at products and meeting with manufacturers
 
to assess their ability to participate in the Atlanta Market
Center 01ft Show. It was Important that products be suitable
for the U.S. market, or that proper modifications could be made
In time to make then suitable. It was also important that the
companies which sought to participate had adequate production
processes, facilities and experience to insure that they could
fill any 
orders that they might receive with quality products.
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The charts below summarize the companies and products surveyed,

by country. In total, the survuy 
team visited 113 companies and
 
gave assistance to 95 (84%) 
of them. 79 (70%) of the companies
 
surveyed participated in the Show.
 

COUNTRY COMPANIES 
SURVEYED 

COMPANIES 
ASSIFUTED 

NUMBER WHICH 
PARTICIPATED 

NMER WHICH SOLD 
PROCUCTS OR LINES 

C"1ta Rica 31 22 i8 17 

Dominican Republic 26 25 19 8 

uCuteula 18 15 12 10 

Haiti Ii 13 10 8 

Hordura 6 6 6 4 

Jamalca 1V) 14 4 14 

Totls 1 i1 79 61 

There are 
a number of different reasons 
why some of the companies

surveyed and given assistance did not 
finally participate Jin the

Show. Often they did not 
have suitable products, and though they

tried, Chey could not successfully modify them in time to join

the project. Others did not feel 
that they could successfully

enter the export market, or did not 
have adequate resources, ie.­
people, products, capital, 
to attempt participation. Atlasia
 
consultants in conj'irctlon w.ith 
in-country coordinators were re­
sponsible for the final (Iccision-n as to which companieos were
 
ready to participate.
 

As for products, the survey team viewed a total of 737 different
 
products or product lines 
and sugge:stod that modifications be
made to 602 (82%) of them 
 566 of t!je products were ultimately
exhibited at the Show. 
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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 $270,162. 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 market, promoting them

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 the following page provides a graphic sum­
mary of each country's and each company's sales 
results. The
 
information graphed includes: 
how many companies from each 
coun­
try participated, the annual sales 
volume of each of the partici­
pating conpanies, 
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 uhat 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 Luld/ 
the total
 
number exhibi'ed.
 

The cha-t below each 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 this Project.
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The following paragraphs provide a general analysis Ot some Ot
 
the pertinent evaluation criteria.
 

1. Annual Sales Volume
 

In the summary chart the oompanies tram eaoh-oountry are grouped

aaoording to their annual sales volume (see key). 
 The chart be­
low summarizes the sales pertormance of companies compared 
to
annual sales volume reported in the original survey. Companies

in the 0 group did not report their annual sales volume, those
in the 1 group reported $1-50,000 in annual sales, eta.
 

0 1 32 4Volume 
 no resort (SOK 50-100K 100-ROOK >k00K 

Number Companies 13 34 15 
 14 3

Show Sales $16,766 $128,031 $71,697 *46,124 $7581
at Total Companies 16 43% 19 
 17% 4
ot Total Show Sales 6$ 17% 26% 
 17 3$
 

There is no apparent oorrelation between the size at the company

in terms at annual sales volume and its reception by the buyers

at the Show. 
 None of the sales volume groups sold signifioantly

more or less than any of the other groups that participated.

Smaller aompanies (0*50,000 in annual volume) did receive 
a good

portion at the sales.
 

2. Export Experience
 

Participating companies whiah had exported to the U.S. prior to

the Show are Indicated as shaded boxes in the summary chart.

Of the 79 companies that participated in the Show, 22 (28$) had
previously sold In the U,. market. Total sales for this group

were $175,361, or 65% of the total for all 
o the companies.

This is a significant amount. 
 Even when the large saleb figure

of $58,297 trom one company from Costa Riea Is excluded, the re­
sult shows that 27$ of the companies were responsible for 43%

of the sales. This indicates that previous export experience

could be an important tactor for success.
 

3. Pricing Methods Used
 

It had been emphasized in all training sessions and materials
 
that buyers at the Show would be reluctant to make purchases un­
less they had a good idea what the products would cost at a final
destination. Nevertheless, as 
the chart shows, all of the coun­
tries except Costa Rica quoted their prices V,O.B. home port
(quoted price does not Include freight and Insurance). This
 
meant that the salespeople had the extra burden of explaining

and convincing buyers that the cost of shipping and Insuring the
 
goods would not be prohibitive.
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Surprisingly# however, the buyers did not 
seem too concerned a­bout purchasing F.O.B. foreign port. 
 (The exoeptional sales re­suits oF Costa Rioa are more 
in 1ine with thoe at the other ooun­tri es t suc
thesu'oo o 
one aompany is exoluded.) If more
C,I.F, 
 pricing (price includes insurance and Freight), results
 
may have been even more impressive.
 

There are 
several possible reasons For this unexpected willing­
ness oF the buyer to order F.O.B. priced products. First, they
could have felt that the prices were so favorable in the first

place that the addition oF shipping and insurance would not sig­nifioantly affect their final cost. 
 Secondp they might have had
enough experience themselves with importing to Feel comfortable

with F.O.B. terms. Third, the assistance provided by the freight

Forwarder on the floor oF the Show may have allayed any Fears,
 

A fourth and more likely reason Is 
that they were simply placing
test orders. Since most were 
dealing with new manufacturers from
 new countries, they had probably decided to place small orders
For attractive products to judge whether there might be any rea­
son to continue doing business with the companies on a larger
scale in the future. Buyers were 
taking a chance with a new com­
pany in the first place, the additional risk of buying F.0.B. was
not so significant an 
to change their mind about the purchase.
 

4. Coordination and Sales Entity Role
 

The coordinators In each oF the countries played crucial roles

For the success oF their country's participants. In some oases
they also performed or assisted in the sales process at the Show
(see summary chart). 
 This section will describe each country's

coordination and 
 sales activities individually (see Annex for

list of people who came to the Show to sell 
or assist the parti­
oipants).
 

COSTA RICA
 

The work of Danex Trading as Ln-country coordinator is to be com­mended. 
 yiven the difficult logistical problems of a projeot
of this type, a strong central coordination role Is very help­
ful. Further, having a designer on staff to follow up the work
oF outside consultants was very positive and bodes well for fu­
ture projects.
 

Although Danex Trading served a ooordination role In this Project
very well and should continue to do so 
in future projects, It

should be noted that there are drawbacks to having one private

sector company act as coordinator and sales agent at the early

stages of a Project such as thLs:
 

16 
 No other producers are able to participate In the sales
training seminars prior to the market and no producers
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are able to interact with the buyers at the markets
 
thus eliminating some at tho educational value at the
 

2. Having one sals 
agent tor producers trequently means
higher prices for products exhibited, since entities
 
performing services have to cover their own costs and
 
earn a profit.
 

These two drawbacks are mentioned as reference only and no way

reflect upon the work of Banex Trading.
 

Given the overall results o 
the Show and the strength of the
Banex organizationp the advantages to having 
a strong private

sector coordinator act as

drawbacks in Costa Rioa. 

a sales agent obviously outweighed the
However, before applying this model
 
to other countries in the Caribbean, it should be studied care­fully whether or not this sales agent designation should be made
at the outset. Factors such as the educational objectives of
the country, the strength of the private 
 sector organization

and the capabilities of the individual producer should be oonsid­
ered.
 

DOMINICAN REPUBLIC
 

The coordination role provided by Cedopex suffered somewhat oy
the late entry of the Dominican Republic In the Project. 
Given
the timing and oroumnstanoen 
Cedopex Is to be commended.
 

The Dominican Republic was the only country besides Haiti which
did not have the coordinator either acting as sales agent and/or
selling Its own products. 
 This proved to be effective for the
Dominloan Republio. 
The late start probably accounted for per­haps too many companies being represented at the Showp sine* At­
lasia and Cedopex scrambled to find participants In the early
trips. 
 More time would allow for the consultants, and oordinat­or, to be more selective In choosing products and participants

for future projects.
 

GUATEMALA
 

The in-o•untry logistical coordination and design follow-up pro­vided by CORYINA was 
 ffeotive and commendable. CORFINA was the
only example in the Project of a government organization acting
as a coordinator and having sales responsibility as well. This
can create a cumbersome situation for the coordinating unit; how­
everp it did not logistically appear 
to hamper CORFINA's ef­
forts.
 

CORYINA's potential as 
a marketing organization became evident

in this Projeot, and perhaps CORFINA would benefit from a full
time export manager. It should be noted that the pool of exper­
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lense and knowledge within CORFINA has been broadened trom its

participation. 
This should make future export projects involving


* COI vn moreva effective.-

HAITI
 

The coordination role provided by USAID Haiti was extremely bone­
fital to the success of Haitian participation in this Project.
* 	 Haiti was the only country where AID played such a pivotal role
in the overall coordination and the results were very effective.
 

Whereas in other countries a government organization or a private

sector company was entrusted with coordination and may have had
* 	 sales responsibility as well, the circumstances unique to Haiti
 
made AID's role all the more important. AID's assistanoe and

central support helped Haiti participate nore effectively then
 
other countries.
 

HONDURAS
 

0 	 The in-country logistical coordination and design follow-up pro­
vided by CDI was very good and commendable. CDI's connection
with producers made it a natural participant. In the Honduran
 
example, having selected a government entity as coordinator seem­
ed to be a good choice.
 

0 	 There did, however, appear to be confusion right up to and during

the Show as to who would be the selling agent for CDI's and other

participants# products. 
 This created an awkward situation for

CDX. Even 
 though it did not seen to impact the overall effort
 
and was perhaps unavoidable, major details such as 
these should
 
be finalized prior to a show to avoid confusion. 

JAMAICA
 

The work of Wisynoo as In-country coordinator was very eftective,
especially after its 
late entry Into the program. As stated,
given the difficult loSistioal problems of a project of this 
type, a strong coordination role Is very helpful. Further, hav-Ing a designer on staff as did Wisynoo to follow up the work of
outside consultants was very positive. 

However# having a private sector coordinator trying to serve as

coordinator and 
as sales agent 	can cause some conflict with ax­perlenoed companies or organizations, as was 
the case with Things

Jamaican. This Information Is mentioned as reference only and 
no way reflects upon the work of Visynoo. 

It should also 	be noted that Things Jamaican partioipation was

welcomed from 	the outset of the Frojeot, and should have come
such earlier. 
Despite the late deolsion to partiLipate, exper­
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lenos should be judged as suocessful and future projects will

benefit from the active support and involvement ot Things Jama,-


S. PARTICIPANT RESPONSE
 

An informal poll was taken of all participants on the last day

of the show. 
 All who exhibited expressed satisfaotion with the
• 	 outoome.Those companies most impressed with the Show results
 
were, not surprisingly, ones who had written the most orders for

their products. 
 They returned to their countries with a now
 
challenge of tilling export orders to the U.S.
 

Producers who sold little or no merchandise were also satisfied
* 
 with their participation, and expressed a desire to return for
 
another Show in the near future. 
 They came away 	with a new under­standing of the market place and the needs of the buyers, 
as

well as many new con teats. They saw many competitive products
and learned first-hand how they could make their products more

suitable for the U.S. market, either tbrou~h further modifiea­• 	 tions or through price adjustments. ESaoh was able to practice

and develop valuable sales skills. 
 Everyone was confident that
their experience would help them to 
better prepare 	themselves
 
for a return visit to a similar market event.
 

F. BUYER RESPONSE
 

Two registration booths were set up adjacent to the Caribbean

Collection exhibit areas. 
 Buyers were not required to register
at these booths, but those that did will be added to the AHC's

International nailing list. Approximately 15,000 buyers register­
ed for the overall market. 
2,000 of these 	also registered for

the Caribbean exhibit. 
More than 2,000 buyers attended the Show,
but as stated registration was not mandatory and given the open­
ness of the exhibit area It 
was not possible to monitor effective­
ly the number of buyers. A review of registration cards shows
that the people who took the time to register came from 34 dif­ferent states In the US., with the majority having come from
7 states In the Southeast. Foreign representatives regiseerod

from Bermuda, Canada, EnSland, the Orand Caymen Islands, Jamaia,

Mexico, Uruguay and the Virgin Islands.
 

Using these cards and the master registration list from the Na­tional Oift Market, AMC conduoted a telephone survey after the
Show to determine the buyer response to the Cfribbean Collection
(See Annex for 	Buyer Survey Outline). A totsA of 123 companies
 
were 
aaled, T8 of which were available to give Information *on­cerning their reactions to the Show. 
63 of these actually went
 
to the Caribbean Collection.
 

0 
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Of those who attended the Caribbean Collection, 55 said that they
. .	 werevery,impressed with the- overalIexhibit -and the producta.

displayed. 
 30 aotually purchased goods fram the exhibitors, with

18 saying that they had made contacts with producers from whom
 
they plan 	to 
buy in the future. All of those telephoned expres­sed interest in this type of show, and said that they would come
 
to future international shows and buy it they found product*

suitable for their company.
 

Responses 	to telephone calls indicate that buyers who did not
 
come to the Caribbean Show either did not have time to visit the

exhibit, or knew that the types o produots on display from the

Caribbean were 
not suitable for their store. Typically these

buyers come to Atlanta tor 1-2 days to visit particular permanent

exhibitors with whom they regularly do business. 
 They knew 	be­
tore they 	arrived who they wanted to see and what they wanted
 
to buy.
 

Other registrants expressed concern about Importing from the Ca­
ribbean, a concern which was exacerbated when salespeople quoted

prices FOB port of origin, and when shipping costs and procedures

were not properly explained to the buyer during discussions.
 
Some of the buyers found that there were not enough qualified

sales people available to discuds the products and the various
 
aspects of Importing, which again may have added to their uncer­
tainty and made them reluctant to purchase. Despite the amount

of training and education whioh took place over the course of

the Project, these buyer responses show that there are further
 
needs for sales and merchandising training sessions.
 

In summary, the buyers reacted to the Show much as 
expected for
 a ftrt time event. The majority liked the Show and were impres­sed by the produots, and they look forward to more shows In the
 
future. However, their own Inexperience and unoertainty with
 
Importing from the Caribbean, when combined with an apparent In­
experience on the part of the selling entity$ created too much
uncertainty for sone to take 
a chance on making a purchase. This
 
type of uncertainty can only be overcome over time by establish-Ing a credible ongoing market relationship. Those who did buy
viewed the attractive handicrafts and Sift Items as an opportu­
nity 
to brinS unique now products to their customers, but typL­
cally were willing only to place smaller test orders either due
 
to lack of producer capacity or in order to evaluate the produc­
ers's ability to meet their demand.
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COSTA RICA
 

*EXPORT~P-	 O LINKS- LINES- SOLD----
OOalPNY itfIVOL Tva S LINES SHOVX 0 1 2 11 1O SALEA

ALAR OLASOL I I N
ALICE QU 0S 0 11 	 0 0 .0 1 11 1 	 3243 
ARTS T TRANS- a I I 	 mmmmmim~m m. 
AITSANXIA CHILI 
 ...... 	 mm ',APRONAFLLS 0I 1 N 	 .......... 1 . m....
AURORA FALLAS 1 1 1 0 0 0 1 11856 
BARRY 313AZ 0 0 1 6 6 2 1 0 0 4 1525
 
CINAMICA 	BOILLA 0 0 1 3 3 0 0 2
1 2 	 79
 
CIIAMICA 	ORIOINAL 1 1 I 
CRIAMICA 	0S3INDACKI I 1 4 148 1 3 0 0 
 3 4418
CORDOBA, 	CZVXOS, 
 1 1 1m 
COUP AXTXSTICA 3 8 3 0 0 33 T 	 3 3 0 7151 
IMIALD HOUSE I I m

FABDXCA 01 URDLES 2 2 7 T 2 0 1 0 1
2 	 2 2661
 
FERNANDO 	JIMENEZ 
 I I I 	 m ..... mmm.mm....m.. 
GARCIA 2 N 	 5 1 2 1 1267
1 6 48 

oNATADORO N . .................. ......... . ..... 
XNCESA STANDARD 0 x 2 1 0 34231 	 2 0 1 2

JOSSM ANUL ALFARO 1 1 3 T 3 3 0 2 0 1 3 6018 
LA INUCA 0 1 N 3 3 0 3 0 0 3 236M ONZALEZ 0 N 	 2 1 00 2 1 0 1 805 
MARIO ?lA 0 0 ........... ... .
.lNEMl IlEll 1 	 S 6 3500 51 2 	 58,297
 
HULES OR CASTRO 3 2 1 mmmm~mmm...m.mmmmmm 

HOIDLIS ENIS I 1 I 
PACO 3 18 T 5 48 01 30 18 562SOL A SOL 3 2 a T 20 18 6 6 6 0 12 8974 
TAO 	 2 1 1 6 6 60 0 0 0 woo
 
TIERRA IXTIORIA I 1 10 -
UNOILLIS A FENO 0 0 3 -----------.. m..... ...........
 
VACARI 	 2 1 N 1 1 3100 1 712
 
VIL VNIng 	 o 1 	 0 
31 TOTAL 	 9 s0 21 31 13 526 76 	 5 99,867
 

SIZE a compamn also# 
0 a unreported a E 11-25 workers
 
I a (10 workers 3 a )25 vorkers
 

VOLOMI @ 	Annual Sales Volumes
 
0 a unreported
 

I+
$0 '000-00,0000
Ia ($5o0oo1000 oo
 
3 $100,000-4SOOOOL

4 )$5001O00
 

LIVES SOLD lumber Ordered of those exhibited#
 
0 8 no sales I ' 50-10 umits
 
1 a 1-50 units 3 m )150 *Its
 

COMPANIES MARKED VZTI --------- DZD NOT PAIRTIZPATE ZIn TE SNOW. 
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DOMIICAi REPIULIO
 

. . . . . . . .. .T. .RO. .LI.EN . . IO O L. .. ..
 
COHPANY BtY!! VOL YS as LINES BROVy 0 t 2 q TOT AL!Si 

AFDC DIOM 2 2 1 15 13 6 1 3 1 s ,656
ALIXNA ALDAVE DI I 1 Na .m
ARTESANIA BONSAI 3 3 1 1ARTEANrA DONMICANA 3 2 12 ................. ............. *.... 

0 
ARTESANZA LIME 3 0 ? 
 PRODUCTS BROKm IN TRtA;SZT -0-

ARTESAXIA 3TERLZNO 2 1 r mm..... ......... ....... 
 ..

SORDAD03 ARTESAXAL3 3 
 1 N0

CARIDEAN MARKETINO 0 0 1 mi.... -. ........ ........ 
 .........
 
CARLA 3 2 , I0- I0 00 0
CINADARTE 3 1 N , I 0 0 0 0 -0-C ETROLUXI 0...... ..... .. .... .... ..
CORPORACION TXCMICA 2 3 
 N 1 13 1 11 1 0 12 900
 
DLMURALCO 2 1
0 9 6 6 0 0 0 0 40O-
DONSCO 
 2 1 1 4 3 30 00 0 M0­
93TER PEREZ I I 2 2 0 1 1 0 2 250
FUNDACIOl DOM.D 
 3 3 1T 9 9 a 0 1 0 t 5000
OXIASOLES 1 0 1 
 3 3 3 0 0 0 0 .0-
I.fSTITUTO A01110 
 2 1 1 2 2 0 0 0 0 m0-
J.PACHECO 2 3 
 7 ?7 0 7 00 7 50
JOBEFIUA BAUER 1 1 0 01 1 1 0 1 1500
JOTAS CR1OLLAS 3 3 3 1
 
LA TIES 81MANAS 0 0 1 41 1 0 
0 0 0 w0-

LlUDAOO I I I
 
HULIBRU3 APLICADA8 3 1 

PROMOCIONESFAM 2 1 s3 0

0 
0
0 30 23 0 0 MOM
ROSA CAALLN O S 2 1 I 0 a0 0.

*26 TOTAL 7 144 106 74 22 5 
5 32 374310
 

SIZE a Company algal
 
0 a unreported
 
a <10 workers
 

* a.10-25
 
3 a)25 

VOLUME a Annual Soles Volumes
 
0 n unreported
 
1 (850,000
 
a $90,000-4100,000
 

* S0 O
3 4 $100,0004*500,0000tO000 


LINES SOLD a Number Ordered o those *1blbtedl
 
0 a no $als
 
I a 1-50 units
 
2 a 50-150 Units
 
3 a )190 units 

COMPANIES MARKED UITN -- ,..- DID NOT PARTICIPATI ZN TIE IOi.
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ODATINALA
 

EXPORT PROD LINES LINES SOLD 

ALIAUZA PARA 
SIMEANYSIZE VOL 

3 1 
YR 
N 

as LINE5 
9 

SHO'wN 
7 

0 
2 

1 
5 

2 
0 

1 
0 

TOT 
5 

:ALESt 
800 

ARTESA1! VILEHA I I N ..... 
BAZAR MONTUF'AH 2 3 3 Y 9 8 6 0 1 1 2 3100 
CENTRO NACIONAL DE 3 2 8 T 21 21 20 0 0 1 1 6000 
CERAHICA HONTIEL E 1 1 N 
COMEJICIALIZACION 1 1 N 13 13 13 0 0 0 0 -0-
CORFINA 3 2 1 T l 12 1 11 0 0 11 2742 
EL QUETZJ.L 1 1 3 T 14 13 A 8 1 0 9 3000 
GALEiIA LA MONTANA 0 0 N 2 2 0 1 1 0 2 2176 
LA Y.:1Zf IA 2 1 50 6 4 3 1 0 0 1 30 
MODIANE "!ED!JA." 3 3 10 4 2 0 1 1 0 2 2500 
NONA ' " 2 2 8 T 6 6 6 0 0 0 0 -o-
PALOPO 0 3 3 r-

ARTE2 A1A 0PAQUE -----------------------------------------------------------------------0 

POPOL VUll 0 0 U 
TIENDA POLOCHIC 0 0 7 y
UNICOHNIO 3 1 4 T 12 12 1 	 8 1 2 11 9000
 
Z.O 
 1 2 2 T 21 16 10 3 2 1 6 8900 
18 TOTAL 11 9 131 118 66 38 7 5 50 38,350 

SIZE a Company size: 
0 w unreported 
1 a <10 workers 
2 a 10-25 
3 a >25 

VOLtI:E i 	 Annual 'ales Volume: 
0 v unreported 

I w <$50,000 
2 m $O ,000-$100,000 
3 a 1100,000-$500,000 
4 a >50,O00 

LINES SOLD a humber Ordered of those ezbibltedt 
0 a no balen 
I a 1-50 unit. 
2 a 50-150 units 
3 a >150 units 

COHPANIES MARKED WTII --------- DID NOT PARTZCIPATE IN THE SHOW. 
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RAITI
 

EXPORT PROD LINES LINES SOLD 
COHPANY SIZE VOL RS 2S LINvJSHOWN 0 1 2 1 TOT JALES$ 

CARLOS 3 3 Y 14 13 0 7 6 0 13 5300 
COHAN 3 2 10 Y 6 4 0 4 0 O 4 1660 
DE VANDEGIES 1 1 N 11 11 1 10 0 0 10 4200 
FOREIGN ACCENTS 3 4 5 Y 12 9 9 0 0 0 0 -0-
OArRA POTTERY 3 2 1 T 11 7 1 2 1 3 6 14500 
GINGERBREAD 3 0 2 Y ............ 
HAITI HETAL 
NeRO 

3 
2 

4 
1 

10 
N 

y -
8 6 0 1 0 5 6 %500 

NAPEI, S.A. 3 4 42 1 ........ 
SOC:ETE D'ARTISANAT 3 2 3 1 II 2 9 0 0 9 3500 
OIIVA 3 4 d 

TAGCkitT 3 3 8 Y 4 2 2 0 0 0 0 -0-
ZIN D'ART 0 2 N 12 5 0 4 0 1 5 15000 
ZIN D'ART (HOUSSON) 0 0 N 5 3 Figures Included In Zin 

d'Art figure: (above) 
13 TOTAL 10 8 89 68 15 37 7 9 53 48,660 

SIZE a Company nize: 
0 a unreported 
I a (10 workers 
2 v 10-25 
3 w >25 

VOLUHE a 	Annual Salon Volime: 
0 a unreported 
1 <S50,000 
2 a $50 .000-$4100 ,000 
3 a $100,OOC-$500,000
 
A n >$",00,0O0
 

LINES SOLD v Number Ordered of thone *zhibited:
 
0 a no salen 
1 a 1-50 unit. 
2 a 50-150 units 
3 a >150 units 

COMPANIES HAR[ED WITH --------- DID NOT PARTXCIPATE IN THE SHOW.
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BODUR1S 

COMPANY SIZE VOL 
EXPORT 
YRS US 

PROD 
LINES 

LINES 
SHOWN 0 

LINES SOLD 
1 2 3 TOT SALES$ 

C.D.I. 0 0 N 46 46 24 17 4 1 22 9766 
KELLY TOYS 1 0 N 2 2 2 0 0 0 0 -0-
LESANDRA 1 2 2 N 13 13 5 8 0 0 8 2543 
PRODUCTOS ARTISTICOS 1 1 3 Y 5 5 3 2 0 0 2 2337 
TABOR INTERNATIONAL 
TALLORES LARDIZABAL 

0 
2 

0 
2 

N 
1 N 

6 
10 

6 
10 

3 
10 

3 
0 

0 
0 

0 
0 

3 
0 

1700 
-0­

6 TOTAL 3 1 82 82 47 30 1 35 16,350 

SIZE a Company size: 
0 a unreported
 

I a <10 workers
 
2 n 10-25
 
3 x >25
 

VOLUME • Annual Sale. Volume: 
0 a unreported 
1 a <50,000
 
2 a $50 ,000-$100 ,000
 
3 a $100,000-$500,000
 
4 a >$500,000
 

LINES SOLD 
a Number Ordored of those ezbibited:
 
0 i no On1os
 
1 1-50 units
 
2 a 50-150 units
 
3 * >150 units
 

COMPANIES MARKED WITH --------- DID NOT PARTICIPATE IN THE SHOW.
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JAMAICA 

EXPORT PROD LINES LINES SOLD
 
COMPANY SIZE YRS US SHOWN 0 TOT
VOL LINES 	 1 ,2 1 SALESI
 

ACE WOODWORK 0 1 N 12 12 
 0 a 4 	0 12 2733
 
ALLSIDES 3 4 	 18 14 0 13793 	 20 4 0 121 
CRAFT COTTAGE I I N 
 7 2 0 1 1 0 2 103
 
CRAFT HARKET 0 1 --.....
 
FAIRWAY FURNITURE 0 2 8 8 2 2 0 6
4 	 4563
 
J.A.M.H.C. 	 0 1 N 11 11 1 7 2 1 10 2291 
MAGIC hOHE/HAGIC 2 5 14 0 2 10
3 1 10 8 0 2265
 
ROPER CRAFTS CENTER 0 1 N 2 2 1 1 0 0 1 34
 
THINGS JAHAICAN 3 3 N 13 11 6 	3 2 0 5 6673 
WICKER WONDLRLAIID 3 5 16 	 0 6 153 T 	 15 8 1 5974 
WISYNCO 	 0 4 N 24 15 21 9 2 0 11 1909 
WISYNCO (ALVIR) 0 1 N 
WTSTNCO dBELL,ND) 0 1 N 1 1 0 1 0 0 1 58 
WISYNCO rdibI) 0 1 N 1 1 0 0 1 0 1 66 
WISYNCO (IIELICO1.CL) 0 1 N 
WISY'CO (HUBERT) 0 1 N ...... 
WISYNCO (HI"3I' E.) 0 1 N .................... 
WISYNCO (HONE' 0 v 1 0 0 3851 1 0 1 1 

WOLEGG TJ._j 
 2 , I Y q 9 0 9 0 a 1282 
19 TOTAL 5 3 139 116 18 	 73 23 2 98 29,725 

3IZE x Company size:
 
0 a unreported
 
I w <10 jorkorc
 
2 a 10-25
 
3 a >25 

VOLUME a 	Annual Zalea Volume: 
0 x utirtported 
1 a <$50,000 
2 a $50 ,000-4100,000 
3 a $100.,O O-$500,000 
21 >$500,000 

LINE.1 SOLD N
fumbnr Ordered of those exhibited:
 
O ano 3alon
 
1 s 1-50 uniLt
 
2 a 50-150 unita
 
3 v >150 unit,
 

COMPANIES HARKED WITH --------- DID NOT PARTICIPATE IN THE SHOW.
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IV. 
 CONCLUSIONS AND PR3LIMZIARY NRCOINUNDATIONS FOR 8UBSQUBXT
.ARIBTITXEG/. PRODUCT-DEVLOPNIT 
ZUTITVES-IN -THE-CARIBDBAI-BASIN
 

A. CONCLUSIONS
 

As reterenoed previously, a number of benetits tangible and in­struotive accrued to each participating country and manutaotur­or. The most significant result is 
the enhanced ability over
time *f each participating producer to effectively and indepen­dently participate in the U.S. marketplace. The program's spe­cifti tocus on individualized design and marketing assistance

is critically important. Other beneftits include:
 

Speoitic product design assistance tar both short and
long-term sales efforts.
 

Improved awareness o 
U.S. sales and marketing prac­
tices,
 
Heightened buyer awareness o 
Caribbean Basin products
 
and capabilities.
 

Business contacts tar 
future sales.
 

Possibility o development o 
U.S. sales representa­
tion.
 

Cost effeotive entry Into an established U.S. market­
place.
 

Investment in a technique which can be used to 
expand

market penetration beyond the Southeast.
 

It should be noted that while the volume 
o on-site sales can
be signiticant and is certainly an Important barometer o 
ss, the alse o 
suc-


Immediate sales should not be over-emphasized.
A great number ot variables such as economic conditions, the
strength ot the dollar, product quality, prloe points o 
prod­uots, buyer reaction, and regulatory issues aftect total sales.
 
The Impact o participation In the Project 
can be judged In many
ways. 
 Promotion, display, organization# design development work,
and on-site salesmanship are all just a tew o 
the factors which
oontributed to the success, or lack thereot, o 
participants.
 
Overall, pricing policies which made It easier tar buyers to pur­chase merchandise and theretore be more assured o 
final landed
prices proved to 
be more successful ftr most participants* In
addition, on-site selling tlexibility (price, quantity, etco)

aided everyone's eftorts,
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. .The
lP&Ot__ot..deslgn work can only. be-partially refleoted-in the
 
amount at products and companies assisted and the sales results
ot these products and companies. Of course$ other factors such
 
as pricing# logistics, experience at companies, quality, et. 
 al­
so impaot the relative appeal of Individual products.
 

In summary, the sales results show that the export experience

ot participants will considerably be eoranoed by this Project.
This is apparent In comparing the size of orders to the annual
 
sales volumes and export experience st individual companies (See

Chart).
 

The relative sae o 
orders may be small, but that Is due more
 
to buyers testing credibility o product and producers in a first
time market event. 
 Market buying Is seasonal, cyclical, and ever
 
changing. 
 Buyers will be waiting to see if producers will be

shipping good quality products on a timely basis betore large
orders will be placed. 
 Building eftective market credibility

is the key success factor.
 

As important as credibility Is, so too Is the educational aspect

ot the Project. Participants In this first-time program were

exposed to many new concepts and Ideas In a very short period

of time. This education process, learning how to export$ needs
to be continued and reinforced. Much was accomplished In this
 
area, and participants now have a good toundation$ but further
work In product development, morohandsLing, and overall salesman­
ship needs to be done. There Is no substitute for bringing well­
prepared, energlzed participants to a Show to experience the dy­
namlos ot the marketplace and to Interact with buyers.
 

The ultimate success of a project such as this can only be judgedwhen participants 1) roeognize what they X=a. 
to do to export

effectively to the U.S. market and 2) then carry out their export
plans. The first objective will only be accomplished over timsIn the appropriate forum and with the proper experionoes. Thesecond objective# Involves creating the proper opportunities for
companies In the developing countries to pursue markets
would otherwise be outside their reach. 

that 

It Is recommended below that all countries participate In futureshows In the AMC. This will allow for the continued establishment
 
ot these companies and countries as reputable suppliers i the
 
eyes of the U.S. buyers, eventually reaching a self-sustaining
stage where assistance from AID, the AMC and Atlasla Internation­el Is no longor necessary. Contacts must be pursued and credibi­
lity established effectively In the gift Industry over a proper
period of time. Time will allow for new companies and products

to be tested In the marketplace. Prom all Indications# partial­
pation in this project was a sucoesse It should be built upon

In the future.
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Given the above conclusions, all six countries should participate

together in a January, 1985 Girt Show in the Atlanta Market Cen­
ter. This will allow producers to establish further oredibility

in the marketplace quickly and also allow for ongoing production

and design assistanoe on orders recently taken at the July, 1984

Show and on prospective products for future shows. 
At this writ­oing it Is felt that this January, 1985 effort should Involve
 
the same six Caribbean Basin countries*
 

In addition# all countries should participate in the July, 1985

nift Show. Participation would not necessarily be 
a part of a 
six country effort, unless a January, 1985 collective effort Is 
not possible. 

Further, after July, 1984 all countries should continue to parti­
opate In Atlanta shows but not necessarily as part of a six
 
country effort.
 

It is further recommended that the AMC, Atlasia International,

USAID and proper officials In each country explore similar types

of projects for other Industries.
 

The approximate cost of the recomended program would depend on

the level of support from USAID Washington and participation from

the six countries.
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AMC/USAID CONTRACT
 

ARTICLE I -STATEMENT OF WORK
 

A. Backaround:
 

The Atlanta Market Center performed a survey of 106
 
tiftware and handicraft product categories eroducer by six

Caribbean Basin countries for the purpose of promoting the
 
export of such products to United States markets, under
 
Contract No. 598-0169-C-OO-3071-O0, August t5, 1983.
 

B. Purpose:
 

_ The objective of this contract is to promote the export of
 
Caribbean Bsin tiftware and handicraft products to the United
 
States at the Atlanta Market Center annual Sift show.
 

C" Scope of Work
 

In fulfillment of thm above objective, the Contractor shall
 
provide technical assistance and facilities to promote Siftware
 
and handicraft products from Caribbean Basin countries;

specifically Costa Rica, Honduras, Jamaica the Dominican
 
Republic, and Haiti; ina "Caribbean Show" inconnection with
 
the annual N~ational Gift Market Show held by the Contractor in

Atlanta, GA in July, 1984.
 

The Contractor shall field a design team in each of the
 
above countries to advise manufacturers of those products

identified in the above survey which would benefit from some
 
design modification prior to the export to U.S. markets.
 
Follow-up field trips shall be made as required, to provide

additional assistanc4 to manufacturers, as needed, and to
 
review design modifications made, make final product selection
 
and advise on product shipping and logistical issues.
 

The Contractor shall a ksl aminas in Its
 
Atlanta, GA facilities to prepuithe producers and brief host
 
country re resentatives for sales activities at the National
 
Gift Harkeo Shows The participants shall be liven on intensive
 
review of sales, export, display, and distrib tion issues
 
relevant to participating in the show.
 

As part of a pre-market promotion campaign, the Contractor 
shall UJ.undertake two major direct mail efforts directed 
towards a 20 000 buyer audience; prepare a four color show 
prospectus; @gmail speciat nv at ons to key buyers; ..4J
undertake two Wnthsrof direct calls to buyers in the
 
Southeastern U.S.; LLundertake a one month teolmarketing

campain; and j() provide related public relations support,

includIng press feleases, press kits, press receptions, a visit
 
to Now York City industry publication editors, local media
 
contacts and cLip books.
 



During the July Gift Market Show itself, the Contractor
 
shatl 4 id p to.L5 AX 1&0~. dju1apis .P 'Ia,aprofess -ed-RCatibbean Show" which shall-respect
individual country identities. The Contractor's support for
the "Caribbean Sho" shall ' U but not be limiead to, thefollowing: p4ss out materia banners; directory;
-s;isignage;

lighting; refreshments; furnishings; product preview for

dignitarLes and key buyers; key buyer orientation/reception;
five on-site sales coordinators to assist in order taking and

the facilitating of buyer contact; press conference and press

room; computerized buyer registration; 24-hour security;

set-up/tear-down of display; packing and unpacking of
materials; house-keeping and clean-up; and other on-site labor

(electrician, material runner, etc.) as needed.
 

The AID Missions inCosta Rica Haiti, the Dominican
 
Republic, Jamisca and Honduras wiltl be responsible for
developing the local organizetLonal structure and providing the
 
necessary support to plan, Implement ad coordinate the local

activities required to comply with the time frame set by the
Contractor. PartLcLpating manufacturers and country sales

representatives wilt be required to Invest the necessary time

and resources to develop sampte products for the July Gift

Market and they will be expected to attend the Contractor

sponsored marketing seminar and Gift Market Shov Itself In

Atlanta at their own expense. Participatin.g manufacturers will

also be required to invest the necessary time and resources to,

develop the appropriate quantity and quality production

capacity needed to respond promptly to anticipated orders from
 
the Gift Market Show.
 

D. Reports
 

A' taxt shall be submitted by September 30, 1984
(fifteen cop e4ahall be sent to each of the RarticLpating

coutnries and 30 copies should be sent to AZD/fashington). The
 
report shall include a shall review and evaluation of projectactivities and results as they retate to the stated purpose and 
terms of resference, including: copies of all training and
promotion materiaLs, the press clip book and a complete buyer

registration printout (to be made available under separateo
cover as soon as possible to each participating manufacturer);
The final report shall also Include the results of a Contractor 
survey of buyers attending the Caribbean Show to ascertain
 
interest, awareness and future Intent* Finally, the report

shallrecommend a tan of action for expanded sales effort by

participating manufacturers.
 



Atlanta 

Center 

ApparelMad 


ItAKl 

AlHote 

Merchandise Mald 

Atlants Oeco e 

AM Coner 


Greetings and Welcome to Atlanta
 

We have organized what we fel will be an informative and
enjoyable three day program tL' help familiarize you with 
the Atlanta Market Center and the procedures for selling
through the Gift show. It Isour hope that by the end of 
the program everyone will know exactly what they must do over the next few months to insure that the activities in
July will be a great success.
 

In this Information packet you will find:
 

Two Brochures describing the Atlanta Market Center;
 

A mn ofdthe city and the downtown area, with the
and the Market Center highlighted in yellow; 

Aschedule of activities for the program; 

A directory for the gift show and the temporary exhibits
similar, though much smaller, than the one to be produced

in July. Please note that inside the directory Is a

floor plan of each of the floors where Sifts are displayed 
as well as of the ANparea the Caribbean exhibitMrt where 
will be set up inJly,
 

A program of activities which the Market Center sponsors

for bu era attending the 41ft Show, which you may attend
where it does not conflict with our program;
 

A timetable fov the individual consultations;
 

A list of inforustion booklets on aspects of exporting

which may be reviewed and ordered during the individual
 
consultations Sunday afternoon and Monday mornlngl
 

A listing of the types of products included in the Sift
 
industry;
 

We will be preparing a list of participants and speakers

to be distributed during the show. To help compile this 
list please bring one of your busines.s cards to the first 
.etinr of the seminar on Saturday mor~ing. Also, It youhave btought any samples of your products please bring

then along to this meeting. Itwould be helpful if you

attached a business card to each sample you have.
 

bite luO t@ mOaeSwet. W At0anta. OetO242 4041 UH44 
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I am the project coordinator for the Atlanta Market Center. If you
 
have any questions or problems, please do not hesitate to ask.
 

Edwin Lochridge. 
Director of International Development
 



* SCHEDULE 

ANC/US-AID MARKETING SEMINAR 

March, 1984 

DATE A TIME ACTIVITY PLACE 

FRIDAY, MARCH 16 Participants check in, Peachtree Plaza 
Hotel. Review information package re­
ceived on arrival. 

SATURDAY, MARCH 17 

8:30 a.m. Meet Edwin Lochridge at Hotel Registration
Desk on the Sth floor for walk to meeting 
room. 

9:00 a.m. Welcome, introduction of speakers and 
articipants. 

Review of seminar schedule. 

Bordeaux Room,22 
floor - Atlanta 
Merchandise Mart 

* 

9:15 a.m. What is the ANC/AID Project? 

Review of the project from its Incep­
tion. We will discuss the goals of the 
pro ect and the benefits that we feel 
will result to those involved. Then we 
will review the three phases of the 
project, and discuss atheprogress we've 
made to now. 

9:4S a.m. What is the Atlanta Market Center? 

Here we will outline the function of
the tlanta Nhrket Center and discussits structure, including the types of 
products sold through the Center and 
the types of services provided to both 
buyers and sellers by the Center's 
Management. 

10:05 a.m. Break 

10:20 a.m. The Gift Industry. 

* 

0 

A discussion of the gift industry in 
the U.S., including the typs of pro­
ducts typically sold as gifts, the 
size of the market, the cycles and 
seasons in which most of the gifts are 
purchased, and the ways that gifts are 
presented to the buyer. This discus­
sion is to prepare the participants for 
a tour of the Market Center. 
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Schedule
 

DATE 4 TIME 


11:00 a.m. 


* 


* 


12 noon 


1:30 p.m. 


1:35 p.m.

* 


1:45 p.m. 


3:00 p.m. 


3:15 p.m. 


* 


4:15 p.m. 


S:00 p.m. 


6:00 p.m. 


SUNDAY, MARCH 16 


6:00 a.m. 


ACTIVITY PLACE
 

Tour.
 

This will include alook at a typical

furniture display floor and a typical
 
floor covering display floor before

proceeding through the gift flooriand
 
exhibits of the Gift show in progress.

We will finish with a tour of the area
 
in the Apparel Mart where the Carib­
bean gifts will be displayed at the
 
show in July.
 

Lunch. 
 Jonathans
 
22 floor A404
 

Key Issue Review.
 

We will review relevant Sales, Export,

Distribution and Display issues to
 
prepare for the show inJuly.
 

Production - Edwin Lochridge will re­
view the need foreproduction consis­
tancy and cost analysis.
 

Financing - Ms. Barbara Kennedy of Bordeaux Room
 
Manufacturers Hanover will discuss the

methods exporters use to finance their
sales transactions.
 

Break.
 

Transportation Mr. Carlos Martel of Bordeaux Room
 
The Multi-source Groups will discuss
 
the issuesinvolved in transporting

the finished product from your facil­
ity to the buyers door, and how tho
 
costs must be incorporated when cal­
culating sales price.
 

Review.
 

Reception, World Trade Club 
 World Trade Club
 

AdJourn.
 

Concentration on Sales Strategy issues
 
relating to the July Show specifically.
 

Breakfast on your own,
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Schedule 

* DATE A TIME 


9:00 a.m. 


* 


9:45 a.m. 


* 


10:30 a.m. 


* 10:45 a.m. 


11:45 a.m 


• 12:45 p.m 


* MONDAY, MARCH 19
 

9:00 a.m. 


10:30 a.m. 

* 


11:00 am. 


* 1:30 aum. 


ACTIVITY PLACE
 

The Buyers.
 

A description of the different cate­
gories of buyers - who they repre­
sent, what type of order they will 
place, and what they expect from you,

the seller.
 

Sales Strategy. Bordeaux Room
 

Details about the transaction with
 
buyer - Terms and conditions, delivery

expectations, purchase forms, credit,
 
etcetra.
 

Break.
 

Checklist for Phase II. 
 Bordeaux Room
 

We will outline the tasks we all face
 
in preparation for the July Show.
 

Lunch - on your own.
 

We will spend the afternoon in individ­
ual consultations with each individual
 
group to discussproblems or questions

relating to the project. While not in
 
consultation the groups should tour the
 
on-going gift showtolearr as much as
 
possible about product presentation and
 
buyer/seller interaction. It would
 
also be helpful to tour some of the
 
local retail establishments to see how
 
the product reaches the final consumer.
 

Continue consultations and facility
 
tours,
 

Mike Deal, Project Coordinator, USAID1 Bordeaux Room

Washington, r, 


Plans for Caribbean Week.
 
Richard Stogner, Chief, Economic
 
Development, City of Atlnta,.
 

Hoet the Press.
 
News and Trade Press will meet with
 
Saprticipants and hear presentations by

.i.e Deal, Richard Stogner, and San
 
Williams.
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INDIVIDUAL CONSULTATIONS 

SUNDAY, MARCH 18 

1:30 All Project Coordinators 

2:00 Honduras 

2:45 Dominican Republic 

3:30 Haiti 

4:15 Guatemala 

MONDAY, MARCH 19 

9:00 Jamaica 

9:45 Costa Rica 



Caribbean arketing Sminar 

List of Particitents 

March 1984 

HODIAS DWWINICAN R BIC 

Jose Arturo Ziniga Z. Ada Balcacer

Cntro Do Desarrollo Indastrial President
 
Boulevard S*Mijeres Aplicadas a Is Industria MHPITegucigalpa, D.C. Av. mirador del Sur
P.O. Box 703 
 Bidf. Cavo, Apto. 491
 

durm, CA.-
 sj nontoin publics Dodnicans)*
Telex: 1410 CX-HO Telepone: 38M
Telephone: 32-6083 

32-4050 
 Jose Rma CerdaDmeco Dminican eort CO.
Sonla IRey" Nayola P.H. lrmm No.,82 Apto. 203Gerente General Sento Dingo. Repulics DomicanaHondursn.Mrican Chmber of Cimerce Telex: .35,10S
Seccion Comrcial, Telephme: 809-688-9636
Hote ysApartado Postal 1838 Aquiles Parias Here

Tr gl 9g Honras Industrial I Claft
TOlex: I14S YAYMqOT+HWPmto 
Telephone: 32-3101x t. 1056 ploicu Th.ports P&m otion Center 

P.O. Sox W9-2Carmen Alicia Ames Ntmros Sntm Domingo, inican Repibic ...Tind do Artesans Cmenoej 

P.O. kx 703 Head of the Divldion of Prootionl
Hondurns EmuntsTelephone: 32-6023 Centro Dminicano de P& cIon de 

,CWAPleA 
 I&lt&"~f-
Santo 0oRepinblics DnicuawmO a Na De G1on Telmx 346531

lox 566 Contro Colic Telepo et 56641311007 son Jose costa Rica Cable: M0 PC
Telex: 3477 S -C.R.
Telehne: 25-03-1S
 
Office: 33-04.51 J"-ICA
 

Phrisol Wesson A. Christine Asde 
Jl5tern~t I NartintIZ manaer DirectorI&. TIzIng $*A* Te craft Cottage
P Bhe llage PlazaSan Jose Costa Rica 24..C .. t ARda0 Telex: 1733 Dentra C.R. KiJWpten 10 - alilcsTelepone: 23-90-22 Telephone: 609.25.8895 

http:33-04.51
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JAMAICA 

Roberts, tthies 
Project Officer 

Office of Private Enterprise Dev. 

tBAID/Jamaica
2 Oxford Rd. 
Kingston S.Jamaica 
Telephone: 809-929-4850 

M4onica A. Potts-Lawrence 

Allsides 
Jamaica Women's League 
22 	Parkington Plaza 

Jamica W.I. Kingston 10 
Telephone: 92-68963 

Mriano Contreras 
GCro _port Manger
West I s Srpthtics LTD. 
Twickenm Park. P.O. Box 69 
Spanih Town, Jmmica, W.. 

8Telex:ISPREB JA470 
Telephone: 984-3081-4 -lamr 
Cable: *'VISYNOV7 

S.S 


S~aleormiManYmao 
mm's Cermlc Accossories 
34 CaJl 9-20, Zaia 11 
Oantmia City, uatmmla 
Tolephn:a citry: 76-090.8 

* b rot: 68-3128 

AlawdAm Allen do Rndrigue:
Disnaora Do Inte,r4*re 
Traductmr Iftlsp.- ing12 	Calls 9-97a UsM 1412Am lls 99,Societe 

a , atma, C.A. 
Telephone: 680773 Y682770 

Lic. JO Mario Arriaza pat
Jese DiYion*dJe mio e 

*C~rwAm 	 Mhmipi 
I 	 . Av. 10-43g Zan& 1 

tamala, uAtemlat C.A 

GLIATBLA (Wat.) 

Tom Lent 
Representante Rsidente 
A Postal 2903 
3&Calle 7-28, ZA 10 
OatmlS, Qtemale 
Telephon: 315723. 67775 
Telex: $674 AMIC GJ 

Magdalena Avila 
rpaad Postal 2903 

U Call, 7-28. Zone 10 
OustmlGa, Qiatmla 
Telephon: 315723 67775 
Telex: $674 A i GU 

Alibm ... 
Aprtado Postal 2903 

Celled 7-28, Zn 10 
i 0UMl 

Telephon_: 315723, 6777S 
Telex: 5674 AMAXI GU 

AMvarUao 
Aperado Postal 2903 
N&Calle 7-28, Zom, 10 
Qut ala, Oati 8.e 
Telephon 315723 6,775
Telex: 5$674 AIJ CU 

rig Mart Sdmosntdt 
Ditector 
Zoo Oatials 
la. Avmdda 12-16, Zon 10 
onAtmli, Bntmla 
Teleym: 31285 

JtHAM 

r/IMnaielresidte-Dir ctrics CanaraleD'Artisamt Mtien (MOCM 

U A.. J om...P06.x1 335 Mob"n)
Part-hAuPdic Hiti 
Tephe 248u 
Tela: 20301 

Seenci 
JMsson HMwe oods 
P.O. km 2314 

Telephone 8331.7 	 -- tf muft*jAc tj, W.I. 

0oq 	 w. 55 
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*%:/o 	 CaY poteri.
Dls 11 
Port-au-Prince, Haiti 
Telepho: 	 509-1-61827 

509-1-76121 
S091-61827 

*elissa W.Col1ins 
MUAD/aiti 	AC Proect )Nmeger
WAID/Portzu-Prhce
Depsrmt 	of State 
W daltou, D.C. :0520 

Gemlus Cadet 
Ass. Directaw-GsAnLI 
St. Jm Dos 
Ave. Jn. J. Dessallss 
B.P. 368 
Port-au-w i Haiti* Telphne 2-453 
Home: 2-$713 

i kuthiUliew 
Zin d$Art 
86, Aver Johm Drmm (a lintedw)

aort-su-Prdnce Haiti 
Telephon 2.5617 

2:5743. 

A1.xwAdro Girin 
kawg 

Cite Do LbpositiUn
Port-su-Prince, Haiti 

Philipp
 

91 aieUr
 
Cite Do L'3qmiutim 



* 	 SPEAKERS
 

Jack H. Chalden 
 Merv White-epunner
Vice President 
 Assistant Vice President

Atlanta Market Center 
 Manufacturers Hanover

240 Peachtree St., 14 International Banking Corp.

Suite 2200 
 Suite 1800

Atlanta, Ga. 	30043 
 230 Peachtree 	St., NW
Atlanta, Ga. 	30303
 
phone: 
 (404) 658-5663
 
telex: 4611135 Ati. 
Mart 	 phone: (404) 223-5400
 

telex: 804697
Edwin Lochridge

Director of International Development
 
Atlanta Market Center

240 Peachtree 	St., V 
 Carlos Martel
 
Suite 2200 c r s idnt
* Atlanta, Ga. 30043 
 Vioe Prsident
 

The Multisource Group, Inc.
 
phone: (404) 658-5828 2207 Harris Tower
 
telex: 4611135 Atl. Mart 233 Peachtree St., NE
 

Atlanta, Ga. 	 30303
 
A.J. Robinson
Executive Director 
 phone: (404) 5241-065
 
Atlsa International, Inc. telex: 810-751-026?
 
225 Peachtree St., NE
8uite'201 	 Richard X~ohslek
Atleta, Ga. 	30303 
 Buyer Services Representative
 

Atlata, Indstry
a. 3303Gift 

phone: (404) 522-0955 Atlanta Market Center
 
telex: 54-2786 JP&U Atl. 240 Peachtree St., NW
 

0 	 suite 2200
 
Terrie Traynor 	 Atlanta, Ga. 30043
 

J r 
Leasing Manager-Gift 5
 
& Decorative Accessories phone: (404) 66-562
.AtlantaMarket Center 
 telex: 4611135 AtI Mart
240 Peachtree 	St., W Mike* Deal
Suite 2200 Private Sector Officer

Atlanta, Ga. 30043 	 LAC/DR Room 2252 
phone: (404) 	858-5613 +AID


6Washington, D.C. 
20523
 
Barbara X. Kennedy

Vice President & Deputy Manager phone: (202) 632-9164 
Manufacturers Hanover International 
Banking Corporation 
Suite 1800 Richard 8togner 
230 Peachtree St .,X Chief, oonogic DevelopmentAtlanta, Oa. 30303 
 city of Atlanta 

555 N t Omui international
phone: (404) 	223-5400 Atlanta, Ga. 
30203

telex: 80469? 

phonet (404) 650-4567 
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PROUCTCATEES COONTTE 

UNITED STATES OUT INDUSTRY 

1. 	 Wall Decor - tlis category Includes items used In 
a

bone for decorative purposes that would adorn a wall.

By price or size some items in this category would beconsidered gifts and some items woUld be considered
 
the furniture Industry.
 

. pictures
 
, baskets
 
. wall sculpture
*'wall 
 hangings/textiles
 

2. 	 - this category Is defined as gifts whe price,
tyHUng, or function separates lighting from the furniture 
industry or the office supply industry. 

3. 	 Olassware - almost any item made from glass can be a gift
items The category would "overlap" or duplicate many of
the following categories. 

art (a specific and precise form ofartistry most closely associated with the 1880­1920 period, recently revived, and identified 
with the original Lalique and Tiffany family
artisans).
* 	 (those collectible and artistic endeavors
 

utilitarian function and whose crafts­
mnship transcends the commomplaoe)

h osewares (glassware of low quality and costwhichisusually used In kitchen and/or food 
purposes, i*#e: cannisters, glass dinnerware,
inexpensive stenmare, etc.). 

4 -barwa (stemware specifically designed forcocktil purposes rather than dining purposes).Ihs
* _zt (obleys wine glasses, etc. for use 
on the 	table), 

4. 	 CoLlectIbles/Statuar/flgr nes - that merchandise which har
 
no functional purposes and is purchased for aesthetl 
appeal
and/or 	resole value. Most merchandise within this categorywould to glass, ceraics/china/poroelain, and metal scu:.Ptures. 

5. 	 N0U@W NjO - that merchandise that is used for :'oodproparatnonoodservici, or actual specialty foods. 
 .tIs
not a gift item ifit is strictly utilitarian. It Is not a
gift if 	ti is an appliance. It must beof high style and/or
adornment and/or quality to be part of the gift industry and
removed from the basiohousewares industry. 

* mj.lgy (knives, etc. used for food preparation) 

~5 _ _ _ 
0 
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Page-	 2-
Product --Categories 	 -----
Gift Industry
 

• 	 tdgets (all kitchen non-appliance food 
preparation utensils)

• 	 wodenware (cannisters, salad bowls, wooden
 spoons, cutting boards, recipe boxes, etc.).

ote• kwa re
 

* 	 Ipeclalt !-fLc (there is specific division
bewe te-- --t -- stry and the fancy food
 
industry. Gift industry foods are usually

marketed under known designer labels or other
 
bigh-visibility names).

barware/ice buckets
 

6. 	 Handicrafts
 

7. 	 Fashion Accssories - a category that overlaps the apparel 
industry and could be considered either gifts or apparel. 

• 	 totebags

• 	 briefcases/attaches
 
• 	 umbrellas
 
* key chains 
. costume jewelry
• 	 leather goods (wallets, cigarette cases, key 

cases, eyeglass Cases etc.) 

8. 	 Metalware
 

•* hardware,rasqware (which could include better brass 

.,
• 	 (almost anything made in copper would
bsait item). 
* 	 silver/silverplate (all items)
*• 	 pewter (all items)
 

9. 	 Floral 1! - those items used regularly by florists for
rosale sting states or for use in combination with 
other 	items to make floral arrangements.
 

dried plants and fl*wers
 
.	 fabric flowers
 
* 	 cache pots
•~jardinleres

• 	 baskets 

* vases 
* 	 other containers 

10. 	 zm ttt-othe category of goods tabt involves specifically 
seasona merchandise both for use to decorate a Christmas 
tree and to decorate the home# 

Christmas tree ornaments 

i 



Pagi- 3 
Product Categories
 
G1ft Industry
 

* 	 1Cristmas tree lights

• 	 ,=utdoor lights

S)thor miscellaneous seasonal decorations
 

11. Stationery
 

* 	 everyday greeting cards/notes

* 	 Cbristmas greeting cards
 
* 	 gift wrap
 
• 	 ribbon
 
• 	 social stationery (that stationery which Is 

intended for personal use rather than that 
which Is intended for business purposes) 

* 	 oandles 
* 	 candle accessories (wik-trimmirst snuftfrs, 

bobeches, etc.)
souvenir/resort/novelty merchardise
 

12. eobbies/Toys/00iee
 

13. 	 everything that goes on top of tte table for 
e*9 ng purposes) 

stwwarl (glasswre which Is ubed for drinkii. 

) (ceramic, stoneware, ironstone, c)
AM use11, hollowai -uitand porcelain dishe and 
oflarne (silver, silverplatedo pewter, and 

ftilia s stoeel eating utensilso other than 
cutlery). 
table 	lineLn (placemats, napkias, and runner., 

14. Bod/Bath/Linen - a category of goods that cii be gifts,
furniture, or textiles depending upon the fuinotion, styliL,
price, exclusivity, etc. 

* house $centsIpotpourripomanders (the containers for potpourri)
fingertip/guest towels 
dish towels 
soaps
 
so p dishes 
totltries 

** 	 vanity trays/plateaus 
, 	 wicker Item (other than furnisure, spoolfila,

for the bathroom or dressing ares) 

I 
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Product Cate~gories 
Gift Indutntry 
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METHODS OF PAYMENT
 

RISK FACTORS 
RISK MATi IX 

I. CASI IN AI)VANCE 
I I. 1,E'I'E:I:; OF CRELDIT 
I II. DOCUMENTARY COLLECTIONS 
IV. OPEN ACCOUNT 



BUYER 
 SELLER
 

Every transaction involves a buyet and a seller. a suitable
 

product, credit oc payment tecms and shipping details.
 

Aspects to be considered when choosing a method of payment:
 

f
N4MERCIAL RISK: 	 B~fl risk o individual, corporation, or 
Institution (Bank).
 

POLITICAL RISK: 	Exchange control, Restrictive Policies.
 
Expropriation. "ar. Riots. Civil Commotions
 
(Currency: Licensing. Dollac Reseves
 
Convertability of Currency. Fluctuation
 
of Exchange Rates)
 

WHEN DOES THE SELLER OET PAID? 

WHEN DOES THE BUYER TAKE POSSESSION OF GOODS?
 

WHAT RISKS DO THE SELLER AND BUYER TAKE?
 

0 ! ,i. . . 
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------ IN AD A C .--. ,CASH 

USUAL PAYMENT TIME: 
 BEFORE SHIPMENT
 

SGOODS AVAILALE TO BUYER: 	 ATR PAYMENT 

RISK TO SELLER: 	 COMERCIAL: NONE
 
POLITICAL: NONE
 

UISK TO BUYER 	 CONMERCIAL: MUST RELY
 
* 
 ON SELLER 	TO SHIP AS
 

ARRANGED 
POLITICAL: COUNTRY FROM 
WHICH SHIPeENT 1 BEING 
MADE.

S 	 S
 

I CASH IN ADVANCE 

* 	 From the sellers point of view, Cash in advance is by fat the
 
best and safest method of payment it the buyer's credit is
 
doubtful. It the Seller Is havlng to 	fabricate a product especially

for the buyer and ronut end costs are 	to be incurred, cash in
 
advance Is the best neans of,payment. Payments may be staggered

(Progress 	payments) in time with the development of the product.


* 	 This way the buyer has an "tnvestmento in the product.
 

Also, cash in advance may be the only suitable means tot the
 
buyer If a strong aseller's marketo exists. The traditional law of
 
supply and demand puts the exporter In a favorable position.

However, with todayse competition, this for of payment is generally


• 	 impractical.
 

From the buyece point of view. cash In advance ts the riskiest
 
method of payment. Once payment has been made he takes the risk

that the seller does not ship the goods ordered, or it prohibited by

government re roictioni, is not allowed to Ship the goods.
 

Cash in advance IS usually In the torm of a flXDRFT or a
 
CAILE/WIge #~ASFU
 

(SUGGESTION: MINE TRANSFERS SHOULD BE USED FOR LARGE AMOUNTS,
* 	 KEEPING IN MIND CABLE XPINSBS. DMTRXIN FOR WHOSE ACCOUNT THES 

CHARGES ARE IN THE SALES CONTRACT). 



LETERS OF 

CONFIRMED BY BANK
 

* USUAL PAYMENT TIME: 


OODS AVAILAILE TO BUYER: 


RISK TO SELLER: 


* RISK TO BUYER: 


USUAL PAYMENT TIME: 

*TO 

000 0 AVAILABLE TO BUYER: 

RISK TO SEf.LRR: 


RISK TO BUYlR 

CREDIT
 

AFTER SHIPMENT. UPON
 
PRESENTATION OF DOCUMENTS
 
TO PAYING AANK
 

AFTER PAYMENT, UPON RECEIPT OF
 
DOCUMENTS
 

CO4M1RCIAL: MINIMAL. DEPENDS ON 
CONFIRMING BANK 

POLITICAL: COUNTRY OF CONFIRMING 
BANK 

COIMERCIAL:ASSURBS SHIPMENT IS 
MADE BUT RELIES ON INTEGRITY 
OF SELLER FOR GOODS SHIPPED 

POLITICAL: NONE
 

AnmR SHIPMENT, UPON
 
PRESENTATION OF DOCUMENTS
 

aK
 

ATER PAYMENT, UPON RECEIPT OF 

CWHERCIAL: DEPENDS ON
 
OPENING BANK
 

POLITICAL: COUNTRY OF 
OPENING SANK 

COMMERCIAL: ASSURES SHIPHENT IS 
MADN BUT RELIES ON INTEGRITY OF 
*SLLr2 FOR GOODS SHIPPBD 

POLITICALt NONE 



it LETTERS !F CBED!?
 

A Letter of credit is a letter from a bank addressed to a
 
seller on beo'!if of a buyer. The letter tells the soller
 

*O specific ciSintions with which he must conform in order to be
 
paid. In a nutshell, the bank to substituting its credit­
wgetin M for the buyers creditworthiness.
 

A Letter of credit IsNo a blanket guarantee of payment.

A Letter of credit IsZNOT a specific amount of money


* 	 set aside to pay the buyer.

A Letter of credit isNO solely subject to the seller's
 

compliance with terms and
 
conditions of the fais
 

* 	 most Letters of credit are available on a sight draft
 
basis. With a sight draft the seller would get paid as soon as
 
documents are presented in order to the paying bank. (Oiving

the bank a resonable'period of time to examine the documents.)

Credits can be available on a time basis, usually by means of a
 
time draft. Nost time drafts are for terms of 30. 60. 90, 120
 
or 180 days. If documents are presented in order, the draft
 
would be accepted by the bank to mature on a fixed maturity

date. At 	maturity the bank would remit funds to the eller
 

With an unconfirmed letter of credit the seller can look
 
only to the opening bank for payment. There t no obligation
 
on the part of any advising bank to make payment to the seller.
 

* 	 The only responsibility the advising bank has to the seller is
 
to take reasonable care inverifying the authenticity of the
 
credit which-it advises.
 

Under an unconfirmed letter of credit, the seller looks
 
solely to the opening bank for payment, therefore the political

risk to be considered ts 'that of the country of tfo'dpcning'
 
bank. Until the opening bank accepts the documents and payment

is made by them there Is always a risk that the opening bank
 
will not, or may not,be able to, honor the draft.
 

,Undit Vfitter of crealt conftritd by a bank in th. quntzy 
• 	 6f thaot seler, he has the'additional ,ncaaMent o, the'
 

ponfidiingrbank to make payment. The exporter|must ons[d4
 
the strength and capability of the confirming bank andT
 
eddttibnaly' the political risk of the country of he
 

0onfi:ming bank.
 

0 : ...
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From a Banker's standpoint the most important thing parties 
to a letter of credit need to know is that BANKS DEAL ONLY IN 
2M3M .NIk Lg.do not Comply..In other words, if gjumeg.n with the
 
terms and conditions of the credit. then the drawing will not 
be honored. - Even when the correct merchandise has been shipped
and all the terms and conditions of the SALES CO=ZRACT have 
been net, if the dogjjmj do not evidence compliance with the 
LETTER OF CREDIT, the drawing Will not be honored. 

(SUGGESTION TO EXPORTERS: ALWAYS READ A LETTER OF CREDIT 
THOROUGHLY TO MAKE SURE THAT IT IS COMPATIBLE WITH THE SALES 
CONTRACT. IF IT IS NOT. THEN REQUEST THAT THE BUYER HAVE THE 
CREDIT AMEhDED. REMEMBER. YOU DO NOT HAVE TO SHIP UNDER A 
LETTER OF CREDIT IF IT IS NOT TO YOUR SATISFACTION. IF THE 
BUYER WANTS THE MERCHANDISE, HE WILL AMEND THE CREDIT. ALSO, IF 
YOU CANNOT COMPLY WITH THE 13R.LZ TERMS. HAVE THE CREDIT 
AMENDED BF EKJSHIPMENT IS MADE. DO NOT RELY ON THE BUYER TO 
WAIVE THE DISCREPANCY(IES) AFTER DOCUMENTS HAVE BEEN PRESENTED 
TO THE BANK. AT THAT POINT IN TIME, THE BUYER MIGHT NOT BE 
CONTROLLING THE SITUATION. THE OPENING OR CONFIRMING BANK (IF
ANY) MAY HAVE HE FINAL SAY AS TO WHAT AMENDMETS ARE ALLOWED. 
REMEMBER THE LETTER OF CREDIT IS AN AGREEMENT BETWEEN BANK (OR 
BANKS) AND BENEFICIARY.) 

When documents are presented that are not in compliance 
with the terms end conditions of the credit they are 
DISCREPANT. If documents Contain a discrepancy, the credit IS, 
in effect, imvlLdasz. NO PAYMENT OR ACCEPTANCE has to be 
made. Documents can be returned for correction (if the 
discrepancy i correetable): sent on approval to the opening 
bank: or the negotiating/paying bank can cable the opening bank 
for authocitf to pay/accept the documents. Remember, once a 
discrepancy exists the seller looks to the buyer, opening bank 
and conicning bank (if applicable) to approve the 
discrepancy(ies). 'All parties must agree to any deviation from

4the credit terms.* 


Having a letter of credit does not preclude the need for 
b h buyew nd.seller ibjk o qrt ustomer. Is ,lo qtsRLON 
honetue-nd-Of'soondo. V'A2ilnciple? Don't ~ 

b hl4inv'ilbttitrof brhat tbeeOler does not fg #to4 
'oncened abbut the honeity'ind 'integrity of the b-iet. I 
Dfic epant domehth at& &Abe06A96n'fhannot, so the seller is 
ldok-ihg ti tftbutetf or hOth~ke#e&y4ent a major aRogtqn At 
t$.L Ieide ,MT Saftbh tlk,.k8jd JTUT tKNOW THE BUYRU 

0 



Also, the buye must know the seller. Banks ar not liable

for form, accuracy, or genuineness of documents. Nor ate they

responsible for quantity and quality of merchandise. The buyer

must rely on the integrity of the seller to ship tn accoddne
 
with the contract. THE BUYER MUST KNOW THE 
8ELL=I1.
 

(SUGGESTION TO BUYER: IT IS VERY IMPORTANT TO E41JURE THAT THE
 
LITTER OF CREDIT 1S OPENED PROPERLY, REOUESTING OUMBZUL THAT

EVIDENCE COMPLIANCE WITH THE SALES CONTRACT. IF THERE is A

SPECIFIC CONDITION WITH WHICH YOU WANT COMPLIANCE, ASK FOR A

0 MU WHICH WILL EVIDENCE THIS COMPLIANCE.1)
 

In order to buy and sell under letters of credit without
 
complications both buyer and seller need to famillacite
 
themselves With the 'Uniform Customs and Practiees 1974
 
Revisions ICC Publication 290. These are the oustoms and

practices to which most banks make their ctedits subject. It Is
 
important for all parties to a letter of 
cedit transaction to
 
be knowledgable of these regulations.
 

*Note: In October 1914 UCP 290 will be replaced by the now
 
Uniform Customs and Practice for Documentagy Cceditse. (1964

Revision) ICC Pub. 400.
 



A. TYPES OE S=RI 

2 IRRRVOCABLE LETTER O! CIRDI?
 
An irrevocable undertaking of the opening bank to the 
beneficiacy, pcoviding that the beneficiazy meets all 
stipulations of the credit. The credit cannot be modified or 
cancelled without the express permission of the boneficiacy.
opening bank. and the confirming bank (ifapplicable). 

2. REVCABLE LETTER OF C EDIT 
A revocable undertaking that can be modified or cancelled
 
withthout notice to, or approval of, beneficiary. The
 
essential charactecistic of a letter of credit, the
 
substitution of a bank's name for that of amerchant's is
 
absent with a revocable credit. The *ain purpose of a
 
revocable credit is to provide the seller with guidelines for
 
shipment.
 

(NOTE: ARTICLI 2 O UCP 290 STATES THAT TUB ISUING BANK IS 
BOUND TO RRIMIURSE A BRANCH OR OTHER BANK WHICH HAS MADE 
PAYMENT, ACCEPTANCE OR NEGOTIATION COMPLYING WITH THE TEUNS OF 
TECREDIT. IF THE ACTION WAS TAKEN PRIOR TO RBCBIPT BY THE 
BANK OF NOTICE OF AMEI--EN OR CANCELLATION.) 

3, ITId8HT LmTER Or C3RDI? 
A Straight Letter of Credit Is when the engagement of the 
opening and/or confirming bank extends QMi to the 
beneficiary. Other banks and financial-astitutions may elect 
to negotiate (buy) the beneficlary's draft. HoWevec, the 
letter of credit conveys no legal undertaking to protect such 
intermediaries. Thb negotiating bank acts at its owDrisk '
 
relying on possible resourcse to the beneficiary In case payment

is refused by the paying ot opening bank.
 

4. NEGOTIATION LEER OP CUtD!?
 
A Negotiation credit aMsutoo anyone Who negotiates under theb,

L/C that the negotli&tion will be honored by the o0ening bank
 
provided all terms hay9 been complied with. The beneficisty of
 

' S10totlia sy i b ntIedit ,ep iate the drafts witlt 
ulflbe m'Qeticft bat - Wsnn0 nMnteabby the credit, an" a 

* bastrke 4 i e0 M~ n tjhe draft from 
b~ei~a7toPyn) tsley
ar become a old% ide
 

courhg.' A he n ecoute to any previous
endorser(s). 

6V6 o0 GutAVlo(S1k'bt RItlSoIN0 DAN (BtANKf):PS00
* :V*W-VC6sJ5Z TO THE ,0ENUCIAIY,) 
/i0
 



S. WNCONEIiU D LZ WEl 8 OF CREDIT 

An irrevocable 16nf one9iLetter of Credit is in which the
 
advising bank acts merely as an intermediary and assumes
 
EIHERf obligation nor responsibility to pay. The only bank
 
which has an obligation to pay is the opening bank.
 

6CON!! R) LIMBE OE CRIP)T 
A Confirmed Letter of Credit represents not only the 
undertaking of the opening bank but an additional undertaking 
ot a bank usually in the exporter's locality who has added its 
obligation to the credit. 

7.NMOHL gRO CRED11it e 

shipments. Instead of several credits, only one credit is
 
issued with a fixed amount being available for a specified
 
calendar period. After a drawing is made the amount will
 
become available fot the next drawing. Revolving credits may

be cumulative or non-cumulative. when a credit Is stated as
 
being cumulative, any unused portion of a particular calendar
 
period may be used in a subsequent period.
 

A Rvo - on which facilitates continuous
 



UIGHT DRAFT (DOCUMENTS AGAINST PAYMENT. CAD)
 

USUAL PAYMENT TIME: ON PRESENTATION OF DRAFT/
 
DOCUMENTS TO BUYER.
 

GOODS AVAILABLE TO BUYER: AFTER PAYMENT TO PRESENTING BANK
 

* RISK TO SELLER: COMMERCIAL: DEPRNDENT ON BUYER
 
TO PAY 

POLITICAL: COUNTRY OF BUYER 

RISK TO BUYER: COO4ERCIALl ASSURES SHIPMENT IS 
MADE BUT RELIES ON INTEGRITY OF 

* 
 SELLER FOR GOODS SHIPPED. UNLESS
 
BUYER CAN INSPECT GOODS BEFORE 
TAKIW UP DOCUMENTS 

POLITICAL: NONE 

TInE DRAFT f2222= AOAINST ACCPTANCE, D/Al 

USUAL PAYMENT TIME: AT IMATURITY OF DRAFT
 

GOODS AVAILABLE TO BUYER: AFTER ACCEPTANCE OF DRAFT 
BUT BEFORE PAYMZNT 

RISK TO SELLER: COMMERCIAL: DEPENDENT ON BUYER 
TO HONOR DRAFT 

POLITICAL: COUNTRY OF BUYER 

RISK TO BUYER: COMERCIAL: ASSURES SHIPMENT IS 
MADE BUT RELIES ON INTORITY OF 
SELLER FOR GOODS SHIPPED. UNLESS 
BUYER CAN INSPECT GOODS BEFORE 
TAKING UP DOCUWNTS 

POLITICAL: NONE
 

, 

_____ _____ ____L 
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Probably the most commonly used method of payment in
 
International Connece is the documentary Collection. The
 
documentaty collection is usually a dcaft accompanied bt a
 
collection letter (letter of instruetton .othe collect 0g
 
bank) aud shipping documents.
 

Documents are tutned over to the buyet either against 
payment of a sight draft drawn on his by the *oller (DOCU4ENTS 
AGAINSTPAYMENT) or against his acceptance of i%time draft 
dcawn on his by the seller (DOCUMNTS AGAINST ACCEPTANCS). 
Acceptances &te for a stipulated time period such as 30, 60. 
90. 120. ot 160 days.
 

The IleL Involved with a DOCUMENTARY COLLECTION are: 

TO TiH SELLER
 
*The buyer may -A PT TH,-:!RCII-- , At this
 

point, the merchandise ia on the high seas or in a foreign port

and will have to be retutned (which usually means ADDITIONAL
 
FREIGHT CAARS). or sold to a new buyer for, nore than likely,
 
a reduced prise, or a new price negotiated with the original
 
buyer.
 

*With 4n acceptance transaction the ellec is looking at the 
additional risk that after the draft has been accepted and 
nerchandise released to the buyer, he might not honor the draft 
at matutity. (RID00R YOU ARB NOT DEALING WITH A BANKRS 
ACCEPTANCE,(I.e. payment guaranteed by a bank.) BUTA 29AM
M2a5(dots on the buyer). IF THE BUYER CANNOT OR WILL 
NOT HONOR T DRAFT AT MATURITY, LEGAL ACTION MIGHT BE 
NECBIARY.)
 

TO TiE BUYmR
 
*Unless the buyet can Inspect the merchandise before payment
 

ot acceptance (which Is not a common practice). he must rely on
 
the sellet to ship the correct metchandise, quantity and
 
quality.
 



USUAL PAYMENT TIME: AS AGREED BETW EN BUYZR/ 

SELLER- USUALLY BY INVOICE
 

OOODS AVAILAIBLE TO BUYER: BEFORE PAYMENT
 

RISK TO SELLER: COIKERCIAL: DEPENDENT ON BUYER
 
TO PAY HIS ACCOUNT
 

POLITICAL: COUNTRY OF BUYER
 

RISK TO BUYER NONE
 

IV VEJLACCOUNT 

Open account is a common method of payment and the least 
cumbersome . The ptoducts are shipped to the buyer. The 
seller sends his the title documents and an Invoice which 
stipulates whe' payment is to be made. 

Before shipping on open account the seller must determine 
the integrity and honesty ot the buyer. Usually open account 
terms are granted to a subsidiary, branch, or custoSr Whose 
All= to pay is beyond question. 

0The seller must also de4termine that no political or
 
economic condition exists which Could prevent payment. (We are
 
now experiencing costl foreign exchange delays in payments
 
Coming from Latin Amrtees)
 

The buyer has a risk free method With open account. He can
 
delay payment until after toeeipt-ot goods. Depending on the
 
terms aranged by the buyer and seller, the buyet could even
 
introduce the products into the arke*t and collect his
 
receivables before having to Make payment to the seller.
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• aMO Federal Reg ter / VoL 40. No. 3 1 Thursday, January 5. 134 / Rules and Regulations 

(3)Mhere amaterial Isprovided to 
Jae mamsfecturer without charge, or at
to" tn fair market valve. Its ct or
value shall be determind by computin 

mI '-P ,,, icurred the 
V,4wth. PWtuIn. ormnufacture of 
-lsteIao for prfalt, O.Onx'iJprpoph
il An h.Jalfurnc. a d 

all othe pacsInuredtrt.,,andf.in...odter costa iur i.....tIn 
the material to the manufactur-es plant. 
1f the p tinent Information needed to 
compute the cost of amaterial 
Isnot available. the appraising oicer 
may ascertain or estimate thA value 
thereof usin - ...all restonable ways. 
means at hi disposal. 
I tO.t57 Oret sts ots ocessin-
OPrans perfmivd ha yfbefte 

S eoenuyorWutees. 
(a)Items IpWud /Ahe dma coast 

;fO lm4 emiolws. As used in 
1.1 the words "direr110405 1 U m1. 

costs of procasin Oerelons" meaamoi 
to costs either directly Incurred Ir. ork 

which can be remnably allocated to. _ _.___,
 

• the pouction, manufactum:9owth er 

assembly of the specific merchandise 

under consWerstion. Such costs inAcld,

but anot limited to. the flowin to
the extent dat they are includable inIe(
appraised value of the imported Adres _41_aWler 

merchandise: 	 lips""on
(1)All actual labor costs Involved in jtws

* the grwt. rouciomanufcue ordo eey/urooassembly of 	 omrrphs e. t"soenif c m 	 ye 
Wnlding frnge WNes. onthe-job
tmnn and die cost of ain, , 

supervsor d-tsIlrup Y.quality conroL 
personsIk 	 . 

(2)Die. molds. tooling, and 000
depreciation on mchny and (
equipment which are allocable the' .,
Specific iarchandisi . 

(3)Research. developmenldlesin 
engAieeng and blue It cossn ar 
as they are allocable to the specing
merchne aIn

(41 Coas of Inspecting and tidng the 
* Specific merchandise. 

(b)iltos net I n MuddLA.directdiiNms5 
"Its ofo 	 Ol"allsWpreaiert Tos,
Items which are not Included within the 
mning of the words "direct osts of 
processlfn opertions * thos which 
are not 'AJreclyaltribuuabla to the
merchandis undr consideration or aren 
not coSi" of manufacturing the
product, h includ,.but are not 
limited t N 


1I) Pra 

(I esiral expenses of doing

Wsileso which are either not allocable 
to e spetlfic metchandise t ar not 
related is t owth, prodwuiO
manufacture, o assembly of uee 
mtelandise, Such as admilnislive 

salarie saualty and liability
insurwA advertising and samna 
salaries cOnmlI1ona or expenses.
l ,te uvjwenee.sntyet.ltit

(a)Sipmate eterd bY afnnl 
only-o)DecIa.olloof m'iwUactlur 

tax?) of thi seion. the 
mporter or consignee of a shipment of 

4WrchWNdse Covered by aformal entrfor which treatment under the DIvI
claimed Shall all with the district 
director with the entry Summary a 

exporter InSubstantially the fol oforna 
ar.ie of Manufacm or 

re i1
that the a odesrtl below An 
Identlledby the letter P are wholly the 

. 

"' 

. ,,ph ( of thismentMUu" "Cooror ofOulgag of ashipment- -hj 
a n endorsen n--o l " 
the fno" W fan 

20_.iiWof we e/ 
, Ito MInaIM-

ao$16Ie0 tewta ddedratism.ow am 
s ie u le umlld hr wi 
othe4v1 eromresd esmnsiilk Ik 
i fty .lo4thre hibs 

wtIe__as sei ie 

Date " _'_ 

- . 
" 

3)VdA oeadd Ine PAto NMc Ina 

~ ~ 


'ivligmtrasiuroae in.&amount drdwidevr 1113.14 of this 
or pr"".sl operations pa formed on. 
an rtle In ih Comimow 1lth of 
Pueeo Rio afterf nal enpo fatlon of the
article fomreabneficlary country, a' 
s.epre. declration an endoirmnt 
prepared by the propt partie
She 11be fled with entry mm 
set foth all details conceriW the 

alt. eaand coal o valve o srA 
mlerials and proUelai operations, 

growth. product, or manufature of 
- (cogst )and/of (2)that The 

articles descl below und Identified
by thelette lo a)were produced or 
manufactured Im----- (cutr by 
mean$ Onoc la operations 

liow and were also Subjected to 
o 81lJopratlons In the other 

bsliefclary cuntry or countries(tnduding the Commonwealth of Puerto
Ia*and the United States Virgin 

Island) .. @Iforth below and (b)
knorporstotovmaterials produced in the 
country named above or Inany otherbeneficiary country or countries 
(ilding the Commonwealth of Puerto
Rico and the United Slates Virgin 
Islands) or In the United States (other
then the Commonwealth of Puerto RIco)
as set forth below; 

- , 

*wm , e 
a-, 

room f 
,,,,v am W %*a 

- -

I_ In	the a nt of the "s. 
teetntofdcarIono. 

Disk or detruction of a dacirltno 
ndreet h district director shall

accept Incotehection with the entry 
suW r a u0ct declarstion or 

-n ied by the
A- k 
d"upldie t he 

!iate i ann mardakdwtwith the 
o top theme. The 

duplicate al bear the date of Ism of
the oilinaldeclaration or edorseme 

wianllbeeffecle from that dat. 
() PIl akof uder bauu4 If the alred 

dclaration orendorsement proj y
eompleed, or adplicalte drof as 

, doclbed insunbpergrsph (4)of this 
paragr IphsotIn witedwithe entry 
sumary. the entry summery oha be 
s'inscejIed sublect to compliance with the 

resets #0squse forth Ia 10.133 
t h , only If the Importer oda SW110 

c ives abond on Customs
 
on ?11. 1153, or 7 for the 

p 1rodution of the declarltion o 
en oemt The bond shal be Inthe 

chapter. wihn~dys after fIlnte 
entry s mar or Such additional * 
ped as Ow d itrict dirnctor may allow 
"fogd e em thelmporter W 
conillee shall dUver to the distrct 
director h declretll or endrsemL. 
If she dlcratlen or endoremet Isnot 
delivered to te dlstrd direciof within 
so days of the date of fllng the entry
Summary or sch additional period as 

i1l
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TITLE PRICE 

Business Basics (The Profit Plan) $ 4.S0 
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! * "i u st 1901'	 Summary 

The International marketplace Is
potICA1ally very profitable for exporters; but 
because of the comnplex nature of language,Negotiating Jdons spat nW mony matters
kleldental to,Internationa busessm, your potential 

profil could quickly become a loss. Don'tiinternationamsunderstandthe terms and conditions of doingI 	 business with foreign customers. How-well you
prosper depends greally upon the contract thatS a eou the seller, make With Your customer, theter This AID Introduces you to certain 
sgnlficanl factors Involved In the drafting and 
negotiation of internatlonal sales contracts.Conditions for profitable exporting are now 
promising for small firma because of the current

by 0. Mark Baker and Glade F. Flake favorable exchange rates, but do not Ignore orGlade F.Flake AAssociate$. P.A. underestilmate the difficulties and complexillies
Attorneys &Counselors at Law 	 Involved Inexporting. This warning Is perhapsWashington. DC 	 most Important to remember when you put abusiness deal togetMer-whon you negotiate a

sales contract for exporting goods. 

Introduction 
Billions Of d4librs Inexport trade transoctions re exchanged

each year between United States sellers and foreign buyers. Obviously. thesmail ousineu owner/manager is interested in entering Into contracts in the
potentially lucrative International marketplace. However, to the small
businessman, the unknown and seemingly unknowable aspects of
transacting Inlernational business present barriers that can best be overcome by practical and useful Information on how to become a 
participant in the International marketplace.

The siall business operalot (seller) Interested Inobtalinn 
foreign contracts must first identify the most desirable market for the
products or services Inquestion. After Identifying potential buyers, the small
business operator should concentrate on preparing a proposA that wil:effectively describe the products or services being offered as well as the 
proposed lerms of sale. Next. the seller should develop terms of sale that 
can serve to meet the objectives of the foreign buyer, while aequately
protecting the selles Interests, The type of agreement the seller proposesto the foreign buyer and the particularlerms and 	 ondIllions of "Il that are
negotiated and finaled must rcognize the realities of doing business Inthe inemllatul varkelpiace, This management aid willdscemi the most 
significanl fat.on that the maill buslnes wnr/manager it" uld be
sensitiv to It co Wiucting International but nesw activities, 

Identification of Foreign Markets 
How. can the smll business opertor broeden the market forhis goods and servioes rim that of hi Immedial e geograph"Il region to

the huncreds and thousands of buyers Inthe Internatom l community? Here 
I 



ire some suggestions on how to obtain valuable Information About potential
foreign tmketa for your business. 

* Contact the trade assocation for the product-or service you sill 
and inquire as to information pertaining to foreign markets. 

*contact yourrlocal and state Chaimbers of Commerce to gather
Information regarding foreign buyers aclive In*your area. Also, Indicate your 
interest In participating In local trade fairs and expositions that are 
conducted for foreign commercial and government buying activities. 

* Contact local export/import companies and inquire about 
persons who are knowledgeable In your produclor service and are acting as 
commissioned "asrepresentatives or Independent distributors In foreign 
countries. 

* Communicate with the consular or bosiness section 
representing foreign governments in their Washington. D.C.. embassies and 
request to have future solicitations forwarded to your firm,

e: Local, state and federal government agencies have ongoing 
programs to assist In informing the. small bunelms owner/manager
 
concerning international commercial activities. Contact your local 8BA
 
office for details.
 

'Preparation of Proposals 
Stle: To avoid possible communications problems, it is best to 

describe your product or service using direct and concil language. If 
possible, the use of technological or trade jargon should be limited. unless 
you have provided a glossary of terms with your proposal CareulWly review 
your proposal to assure tha a potential buyer will have a clar and precise 
undustanding of what it Is that you are offering. Thae is much risk involved 
In overselling your capabilities In yout proposal to a foreign buyer. The 
foreign concern Is oftn not in a poMt to Lindependently verify your
performance capacities. The buyer's expectations of what the seller will 
provide Is based op what has been described In the proposal, as well as the 
descripltion of the goods inthe contract. Therefore, to minimize the 
possibility of an unhappy foreign cuslomer, concrete claidly In your sales 
documents Is necessary. A listing of what you, as the seller, will provide
unde any reulting contract and the buyer's coesponding responsiblItes, 
Isa good method to use to establish a clear understanding of the nature of 
what It is you am offering. 

Types 61 Contracts 
What types of legally enforebe agrmeots will assist the 

sall business owner/operator In his quest to mlmizne prOfi while 
mInlzmlsing s kt the International merketplace? Geneally In Memto 
sales, fixed price owdracts ae used, In a fixed prce contracl the patis 
s.ree at the time of enterh.g Intoe conact upcn t price of me goods
C- s ecs to be rendered, regardless of wha aet stathe seller may
Itur in plrforming te contralAo. we e ce"n wellealblshed 
designations for the shipping lem of ontw ts that a used extensively in
foreign a&" Many tines quoftion to potmtil forein - swt be 
*I wfftMe o of sat, b wIllo adetailed set of Wm Wnd 
merelinae the offred pri *M one of th follow1ng Idtified terms
*WMc desebes, In hortan form. certain fundamnental povisions of the 



F.O.B.(Fr on Board) Factory These terms have been 
accepledln International commercial contract practice to mein that the 

etleWs-deIver obligationis to tender dellvery to the buyer by notifying th 
buyer, or his designated freight forwarder, that the goods are packaged, 
packed and ready for shipment from. the seller's facility. Generally, In this 
type of an arrangement, the buyey hs the burden for all cols and risks 
Involved In transporting the goods a soon as the buyer or the freight 
forwarder takes control of the goods at the sllers facility. This type of 
contract represents an approach that allows the seller to avoid the risks and 
costs Involved In shipping and the uncertainty of fluctuating shipping 

*charges. 
F.0.B.Nend Destination: This term means that the seller must 

&this risk (insurance) and cost (transportation) deliver the goods to the 
named destination, such as an airport. shipyard or the buyers facility, i the 
named destination of the F.O.9. term Is an airport or shipyard, the buyer is 
responsible for the goods until they are loaded on the vessel designated by 
the buyer to transport them. The seller s to bear the costs of all tlxes and 
charges Incurred until the Identified F.0.8. destination point is reached. 

FA. (Free Aongsde) Named Destination; This provision 
means that the seller Is to pay for the costs and assumes all risks In 
transporting the contracted Items to a position alongsie .the veMl or plane 
the buyer has identified to transport the goods, Notice that In this shipping 
rrnement, the Iseller Isonly responsible to deliver the goods to a 

doignatod loading area: and the uyer Is responsible from that point. In 
both F.O.9.and FPA*. triasactoios. the seler must provide the buyer with 
the requlre shipping documents. Thes documents may Include bills of 
lading, commercial invoices, export licenses, packing lisl, and Insurance 
rerflicates. These shipping documents often serve as payment documents 
for the seller to submit to abank, or to the buyer. as evidnce of 
performance under the contract and entitlement to payment for the 
delivered goods. It should be noted that FPO... and F.A.S. transactions that 
errto named U.8. destinations, where e fc'eign buyer then assumes 
responsiblilly for the goods, Isthe lowest risk approach for the small 
business operator to uti . Otherwise. the complex problems of 
International freight chares, Insurance obligations, and foreign duty 
ciargesprenl potential pitfalls to achieving the goal of mnwimizing profits 
oaminima ris 

CJAP. ad C &Pt The term CI.P. moses that the quoted price 
Mcludes th prc of the goods and te insurance and freight to the nai'.$ 
destination. The term C & FIndIcates that the price Includes the price of the 
goods and freight charges, without any costs for transit Insurance coverage. 
These types of arrangem tsire preferred by many foreign buyers because 
thy place t1 seller In a position of not only being responsible for the 
manufacture of goods. but also arranging for th shipment of the goods. 
The sller must rat only absorb the costs of transportation n a CJ.F. 
contract. but muas' also purchase Insurance in te name of the buyer for the 
goods wile thy ae Intransit. The dsk of loss of the contracted goods 
passes t e buyr as son as the goods are loaded on avessel at the 
shlpmen point. T sere1f, the osamliat pcm r relaing to C.I.F. type 
contat IsnM ted to the poler Vlt iablPly for damaged or destroyed 
goods, but the pobkm In estimating accurate cost figures at the tim of 
your proposal for freight and suumane harges. Motlr problem to be 

lgnled In these tranfsfactis Is te occsinall difficulty In procuring 
reasonably priced Inmance. especially If te at of the world you are to 
Ship eg sto ise nINgqMIl disoeders. You should consult and 
staclish a raetionship with a local agent of a able freight forwarder, 



-~ -exporting Company or Shipping line prior to Issuing C.I.F. or Ca F 

Terms of Contract 

* 

* 

* 

* 

* 

* 

0l 

PaymenL inpursuit of the OaW Of maximizing your reurnulting from enteft nto an internatinal sales contra. crtain importantfatots concerning payment ahould be considered. You, athe seller of900ds, need to estalish with your foMetgn buyer ameanI to ssure that thebuyer does have to finaci01 assetS to Pay f1 your goods Also, some
orderly payment armmn nt should be outlined so there are no questionsas to the actik1r that must take plate to entitle the Seler jo payment by thebuyer. The conflmed Itvocable letter of credit (ILOC) is the tool that wllass8st you In ecudng the flnanca secuity to minImit therk,of most
International ales transactions. 

Sorrecable Lettes of Credit (ILOC); You as aUnited State"eller should require Inyour poos terms Of sle that All payments made
under the sales agreement will be In U,, cwncy. Further, you shouldobliple the buyer to establish an ILOC. confirm by a local United Statesbank of your choie (o mutually agree upon), that il allow for pymentbased upon your pentation of certa specified shipping documents. Infact. to enhance your security, you can establish as a precondition of alegally blndlng contract the Confirmation bya United States bank of receipt

of the buyer ILOC. What you have achieve Inobtaining a local banksconfirmation ist knowledge that th confirminglocal bank wit make
payment to you upon fulfillment o ft Payment tms Inthe ILOC. By useof the ILC. you can avo tbe v Impr( lo and rlskarfld altasve of

~rolying upon t pmnt Capability of t foreign buye. You shouldconslt4 with your l0a ban or attorny ragarding LOMC,
S1adb)' Leto of CrAt and -uarnesThe practice of some

forignyr especiPallw oermns Isto r. 3ly provide for paymnent toUnited Stas sellers byy of ILOC, Wut to ,ok WosMe kind of
guaritee of promneIn retun. The selleAs rturn guarantee of
perormance can take the form of a lette of credit, bank lette of guarantee,or te wit1hling of aCanM percetage of the contrat price until thebuyer is certain the i goods conform with the contract. Theseguarantees operate to allow the buye to ollWet money he ctaims he Is

entitled to as aresul of goo ~el~ faiur 
 to property pefomithe contract,
if Possible, tw seo maoany draw or colltn against Pis

guarante of pormancee dpendnt pon t datermnaon by an
independn thir1Vd party such 89 apanel of indepnden arbitrators, that the
wil has or has not aeuty nwl a ta a requireme nts,

CM eof Law Thm no univera1 Ot of law regulatinginternational trade and commerc todY.1 is, therelore very Important for you to specify Inyou onrac t govening1 lato I* applie Inconstruing the*rights and obllgatin of the pre" vou #ho"l selec yourf 
Own StatS law st oontoANn law to be applie to your agement.because you Should draf the ontrac ot eoj, are eas of the Unifor nComera code prerequisites9 for an enforc eablonc Inyour sta.You should be aware 9ha tee isan lntemafts. Cmberw Of Comwmctht has Sought to achiev grete unfomtyinitentional trade practceby esta01100"ti1011,1ng1dewiin 0fortem fretyu sevInworl trade, In1W,fte ECC leaved the lest rev11110o0s o Itmf fteanal Chambe ofCommerve Term) tht has hbecome awidely reognizd sourc of toumdesribngte variu type of shipin araM ents and t defiiton Of 

S7 



-- ~---
the buyer's,and "elies responslblllies. YouD shouldoterm!be familaroo notwithhavthistheiforat nHOevrt shoul dln s 

force and effec of law anywhere Inthe world, but represent acorm,#Jent 
gkwmwy of terms that re~e wet-estaWblished commerca practice. 

Abitratlom The Incoterms cont'in a recommendation tt all 
aprovision calling for the settlement ofcontracts for foreign trade includ 

all disputes under the Rule of Conciliation and Arbitratlon of the 
International Chamber of Commce. You would be wls to Include mc i 
clais Inyour contracts. Arbitration has for the most part proven Itself to 

be the most economical and efficient means of resolvn differences arising 
between the aristanntntonlsales contraict. However, your 
arbitratlon clause should Include language allwing for the entry and 
enforcement of the arbilrloes final Judgment Inany court navino 

npecto and Mceptnc .It Isbest for the seler to imit, as 
much as IspossIble and reasona" the circumstances. th buyers 
rights of Inspection end acceptance after goods have been snipped from 

the selles facility.This approach recognites the very practical 
consideration of the high and une"in costs Involved Inconducting 
extensive Inspection and acceptance test procedures at any location other 
than the sellers facilty.What Issometi es offered Inle of conducting a 
final acceptance of the goods at th buys or sellers place of buWss Is 
acertific te of conformace supplied by the sWer, which epesents that 
the deliverd goods are Inconforman with contract and specification 
Mquirements,

TaXOe It1i Important to clearly state Inyour contract who will 
absob the costs of all applica tames. Normaly. the expo sellr is 
responsible for the payment of all taes. ustoms. and duties vi Inhis 
contry, n O buyerImporter Issimilarly obligated to pay al 

reled to the contract., Inclimstancesovermentally Imposed chas 
where you are sendlr. you employee to a wforig country for any 
extended period of time. you should become familiar with tha governments 
personal and corpoatome tax law. Youw firm may be subjec to tan for 
monies rceived under the contract, pnd your employees may be subjectto 
personal income tam. 

General Conolderallons 
Iapor ss You, as ase of a commodity that Isdesired 

I t internw tional marepm,lace.$muay thes responsible Us. 
Im you wish to slIl Isicensatle ndor the*Govenent agecespthat the 

lMws and regulato that establish the eprt licen lsflatIon 
aSo beapliabeto your produc an the Importn natOn. YOU shoul 

aware that transmitlting cetinM tpe of Wehnica data abroa reqire 
an onseurIg tM appmal t federal gt Fu 

ti subject can be obtained from theAL*Commerc Department and for 
e UA MuntioM ContMro Bard. U.S. Deparment ofdefense pmduftState. 

federa Law WAn Ther arm mmiy federal lawsRegulation
to your emprt sUe transctin. Annd r1t.1tion0 that ca dil ppl 

eXAmple of one narrow am o1 de invention is se forh in the 
ofO nd the Inernal0eveue ernce NPA0uguionsDepament 

t of U mpanesin Inrnatnal trade*b the istrequestd to provid acertifcat reltin to 
dicrmnaoy ine=t knlboycots, such as fte Arab boycott of la60,34. 
you anW your frm MY be subjec to civ amd criminal penlis Clos 

6T 



review of shipping documents and coract provisions required by certain 
--SWM'CM~t ~ re'qUir MIiso InOM tosatisfyte reotand

compliance requIrements Pertaining to Vat~ Government regulation of
boycott practices,Consultation with an attorney or the Department of 
commerce isrd In this area 

lon W Sales AgeemenL Always attempt to secure a
written acceptance of your offered terms of sale that does not modify or 
change any of the tWms. Problems can readily develop Ifte foreign buyer
Indcats Acceptance of your offer'and then proceeds to condition his
acceplance to his terms of sale. To attempt to avoid this conflict, you
should state In your propo tl. "this offer expressly limits aceplance to 
the exact terms of is of e Thereafter, Ifthe buyer attempts to accept 
your offer by signing the,conract. which he ht modified to Incorporate his 
terms n sale, there is no fiWl sreemet as to the terms, under U.S.
commercial law. What the buyer has done isto effectively relect your offer 
And make acounter-offer that you can accept or reject. It IsImportant to

take prompt action to provide written notice to the buyer regarding your

acceptance or rejcton of the counerof far. You may want to make another
offer. AMitisat this point Mat negotiations may be Instituted. When you
and t buyer have agred Mhe final term of sae, It Is Important that 
you know wheftr or not the rpresntatIve of the buyer who is signing the 
contraIc has authOrity to et Into such an oreement Ityou are uncertainabout this, request acelticat from the governing board of the foreign
entity Mn forghthe person's authority to enter Into sat agreements. it
should be recognized that the unique facts and circumstances srrounding 
any Particular contract prpos and th subsequent discueslom of various 
tms of sale may vary the approachyou should use. If you ha ve any
quesltons, t Is sIrongly advised tat you consull with your attorney.

Expert Advle DUe to the complex nature of certiln areas of 
International trade, you should not heolale to develop rellable and 
competent sources of expert advice Inthe divereubect discussed In this 
management aid. 

Conclusion 
Having revie the rsk d ptntial invol In doing

busIness In the Intemnonl arena, and armed with a better understanding
uf how to mintmie t risks through "Vn business pracM es, It Is nu* 
possible for you 10 noe Carefully cOnider te global marketpla that
exists for your company' good am serves, 

S .. . 
"AO
 



• 
 QUESTIONNAIR
 

Dear Seminar Participant:
 

The staff at the Atlanta Market Center is working hard to made the
* Caribbean Oift Show a great success, 
We are also interested in
sponsoring similar projects in the future.
 
We feel that the training seminar is an Important part of the process
of bringing Caribbean manufacturers into the U.S. market, but wewould like to know how you, the participants, feel.* Your response
to the following questionnaire will help us to make future semlnars
and projects better suited to the needs of your fellow exporters.
Your frank and detailed answers will be greatly appreciated.
 

1. Overall, how would you rate the March Marketing seminar in terms of: 
* Seminar content 

S 

poor 
22 

Please explain your answer:_ 

3 

Reference materials 

poor
1 2 

Please explain your answer:__ 

3 

Choice of speakers 

poor 
1 2 

Please explain your annwr: 

3 

Format 

poor
1 2 

Please explain your answer: 

3 

excellent
 
4 

excellent
 
4
 

excellent
 
4 

excellent
 
4 

[ I I "
 
0& 
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Page - 2 
March Marketing Seminar
 

Were the speaker4 presentations clear, concise and understandable?
 

Y" -
 NO 
Please explain your answer:
 

SJ 

I. Please rate the following individual sections of the March Seminar.
 

The Project Overview 
poor 


excellent

1 2 3 4 

Please explain your answer:_ 
_ 
 _ 
 _ 
 _ 
 _ 
 _ 
 _ 
 _ 
 _
 

The AtJnta Market Center
 

poor 
 excellent
 
1 2 3 4 

Please explain your answer:__
 

The Gift industry 

poor 
 excellent
1 2 3 
 4
 
Please explain your answer:_____
 

Financing 

poor 
 excel lent
1 2 3 4 
* Pleas explain your answer:__ _ _ _ _ _ _ _ 

Transportation
 
poor 


excel lent
1 2 4
Please explain your answr:____________________ 

0 I I, .. 
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-arch .MarketIng Seminar
 

The Buyers.and their expectations
 

poor 
 excellent

1 
 2 	 3 
 4
 

* 
 Please explain your answer:
 

Sales Strategy
 

* 	 poor 
 excellent

1 
 2 	 3 
 4
 

Please explain your answer:
 

111. 	Did the individual consultations meet your needs?
 

YF __NO
 

Please explain your answer:_ 

IV. 	 Do you have any additional questions about the role of a market center
 

in U.S. distribution --
or of the Atlanta Market Center specifically?
 

YES ,__ N______O 
Please explain your answer:_
 

V. 
 In your opinion, what would you like to have seen presented more in
depth during the March Sominar?
 
-
 Please explain your answer:_ 

S
 

S .IIIHI i 
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March Marketing Seminar 

* VI. Other comments: 

0 

0 

Thank you. 

0 

RETURN TO: Edwin P. Lochridge
Project Coordinator
Atlanta Market Center 
240 Peachtree at.,
Suite 2200
Atlantn, Georgia 

NI 

30043 

* telephone
telex #: 

#: (404) 658-5628
4611135 ATL. MART 



MARCH MARKETING SEMINAR qUESTIONNAIRE
 

RESPONSES
 

Poor 
 Excellent
Question 
 Rating: 1 3
2 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 about marketing 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.
 
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 T think we end-up (sic) with too much material, with no
 
coordination in between.
 

The material is very important.
 

Choice of speakers 

3 6
 

Comments: 
 They where 	(sic) specialized 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 ideas viewed.
 

Format 

1 7 

Comments: 	 An needed.
 

It wan well balanced.
 

We had enough of everything, well balanced.
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Question Rating: 
Poor 
1 2 3 

Excellent 
4 

Were the speakers presentations clear, concise and 
understandable? 

Yes 9 No -

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

His manner of speech was understandable to all participants.
 
Even with poor understanding of English. (presentation clear).
 

II. Pleasr 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
 
:his 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 5 

Comments: It 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 
 1 2 2 4
 

Comments: 	 It was good for technicians, but a little too technical for 
producers and/or exporters who participated.
 

Clear and concise.
 

We did not rt-celve any financ ln; on 
 behalf of Atlanta Market. We 
paid a fee including whole charges. 

A]I charge'; on us. 

It w;Is morv thaii iexclIlent. 

Transportat itn 1 3 5 

Cotlmeot 11: 	 Loli, walt Intg I illtE . 

roc:, vedW. oul y wi tirantipor tatlon from airport to hotel and had to 
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Question 	 Poor Excellent
 
Rating: 
 1 2 3 4
 

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
 
speaker to cover shipping documents, keeping Mr. Martel. 
Martel
 
was very good! 

The Buyers and their expectations 
 1 4 4
 

Comments: Good for 
the audience.
 

Our country was 
looking more to obtain a market for our products.
 

To (sic) many expectations.
 

Sales Strategy 

1 4 4
 

Comments: 
 Clear and utile.
 

Very well prepared.
 

Good for the audience.
 

Not too clear.
 

III. 
 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. 
lie answered all our inquiries about the saling (sic) of products.
 

Very interesting.
 

But, so~ne of tile participant;-
 at tile show floor were somehow
evasive but that Is understandable! AMC staff was always helpful. 
No fault of the consultant, Just 	 the group not really knowing what 
they 	 are about exactly. 

IV. 	 Do you have any additional questions about the role 
of a market center In U.S. distributJon - or of the 
Atlanta Market Center specifically? 

Yes I No 8 

Comments: I think it is very clear, if you understand what a market center is.
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Poor 	 Excellent
Question 
 Rating: 	 1 2 3 4
 

V. 	In your opinion, 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 seeing 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 iin 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.
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Script for Telemarketing Campaign
 

(Mr,/Mrs.) _ _ my name is _ 
 _ _ callingirom-the
 

Atlanta Market Center.
 

(If buyer attended Shanghai Discovery Show):
 
We see that you attended our July National Gift Market last year.


(Pause for response). 
 We also see that you attended our special gift
 
show, the Shanghai Discovery Show, which was held in the Atrium of our
 
Apparel Hart. 
Thinking back, what were your impressions of that show?
 
(These answers were useful but the question was used to introduce the
 
topic of import gift 	shows).
 

(If contacting gift importer selected from U.S. Directory of Importers)
 
'Weare contacting the major giftware and accessory impo:ters in the
 

Southeast to let them know about an Important importing event that we
 
have planned during our National Gift Market July 7-11.
 

Are you planning to attend our upcoming Sift market?
 

* 
 (If answered yes) Great! We wanted to give you a call ard let you
 
know about something 	special that we have planned during our market.
 

(If answered no) 
Ila sorry about thatf The purpose of my call was to let
* 
 you know about something special that we have planned during our market.
 
Have you beard about the Caribbean Gift Show that is to be featured
 

at the market?
 

0 	 (If yes) 
How did you hear about it? Please let me tell you more about it.
 

(If no) You haven't? Please let m tell you all a~out It. 

* 	 (Description of Show) 

Thk Atlanta Market Center for the past year has been working with 
the U.S. Agency for International Development In planning for and
sponsoring the 1964 Caribbean Collection Gift Show. Over 85 different

* manufacturers from six countries will be travelling to Atlanta and 

0 



2
 

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-,z:Ized buyers to purchase amount,; 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 order.-;. The location of the 
Import Collection will be the Atrium theatre area of the Apparel Mart 
which is right next door to the MercLandise Krt. 

Would you be interested in attending the show? 

(If answered yes,) Great ! ! You might need our roll-free hotel and airline 
discount resiervation numbers. (I might give them). Do you have any 
more ques iitons about the Caribbean Collection, the Market Center or ycur trip 
to Atlanta that I can answer for you? (I might an:;wer additiornal quest ions). 
Mr./Mrs . . thanks for your time. We art 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 import gift sihows ;tlong withi our National Markets so we 
would always like to keep you informed. Mr./Mrs. , thanks for 

your rime.
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COMPANY PROFILE
 

tV) where appropriate
 

1. 	Contact 
 _ 

2. 	Company Name 
 Address 

Phone
 

3. 	Primary Product Line/st
 

4, 	Export Experience:t 
 Yes 
 No
 

5. 
If Yes 	above# 
 Number of years
 
Product
 

major customers
 

Countries
 

6. 	Company Size#
 
._ 10 workers ­ 10-25 workers 
 ) 25 workers
 

7. 	Company Type,
 

Producer 
 _.. 	Distributor 
 Trader 
 __Other (Please describe)
 

S. 	AnnualSalesVolume, 111$
 

-	 ($50,000 _.. $50,000 - $100,000 ... $100,000 - $500,000 )$S00,000
 

9 	 CustomaryMethods ofPsymente

0 Credit Accounts Letters ef Credit
_ 
 ..
 Cash on 	Delivery
 

10. ProductsPrim4rilysold thrul
 
- Company sales Staff _ 
 Trading 	company -. ovt agency - Other 	(Please describe)
 

1I, 	 Metfhod ofProductTrnsportAtion' nCountryl
 

_ Truck . ain . Air .
 Other 	(Please describe 
 )
 

12. 	Met"odofProduct r-.nportAtiOn Outside Country
 
Truck 
 Train 
 'Air Other (Pleae describe
 

13. 	ErelehtForrding Aen",
 
Nlme 6 Address_
 

* 	 14, Other ¢Ommentol _ _ _ _ _ _ _ _ _ _ _ _ 

i 0 
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Aaron William 

Carios Torres 

Luis Escalante 

M/M Jaime Pfaeffle 

Marisol Wesson 

Eduardo Faith 

Ms. A. Dengo 

Maria Quirce 

Fiory Roldan 

Alcides Lopez 


Mario Rodriguez 

Dario Arias 

Maria Ossaye

•JTuan Guzman 

Manuel Coradin 

Carmen Camejo

Carmen Rosa Soto 

Aquilles Farias 

Jorge Bett 

Ads Balcader 

Pedro Parra 

Bernando Piccardo 

Rosa Maldonado 

Apolinar Fernandez 

D. Jorge 

Otto nawer 

Josefina Bawer 

M/M J.M. Pacheco 

Estela Perez 


Molissa Brinkerhoff 
Murial Hollant 

Myriame Victor 

Alexandra Guerin 

N/N Phillipe Petit 

Monique Boutillier 

M/M J, Pierre Mangones
Simon Taylor 
Hugo Ravine 
gorge Gay
M/M J.C. Devandegis

*Germilius Cadet 
aincilus laintlot 

Daniel Taggart
Edouard Mangonev 

... ,
*~ 

GgI1LB1~S 

AID
 
AID
 
Coordinating Committee
 
BANEX Trading Co.
 
BANEX Trading Co.
 
BANEX Trading Co.
 
BANEX Trading Co.
 
BANEX Trading Cos
 
BANhX Trading Co.
 
Coordinating Committee
 

Foreign Ministers Office, D.R,
 
OSSE
 
OBSE 
OSBE
 
OBSE
 
CEDOPEX
 
CEDOPEX
 
CEDIOEX
 
DOMECO
 
MAX
 
C¢mercializadora fominicana
 
Comercializadora Dominican&
 
Manteleria irasoles
 
AFDC Cesign
 
AFDC Cwsign
 
LOA
 
LOA
 
J.M. Pacheco
 
Artessa
 

AID
 
AID
 
BOCART
 
Carolo
 
Zin D'Art
 
Zin D'Art
 
Zin D'Art
 
Zin D'Art 
Gayra Pottery

Gayva Pottery
 
Dvarnegis

CONAN 
COWA 
Taggart
 
Foreign Accents
 



M/M Na ry Barjum 
Jose Zuniga

Armando Busmail 


.
 Carmen Alicia Funes 

Leonardo Casco 

Ernesto Matamoros 

Joseph Detacourt 

Douglas Lardizabal 

Ms. Marvin Brant 

M
Marvin Brant 

Roberto Alvarado 


Alexandra de Rodriguez
SEdmundo 
 Ruiz 

Elmer Alvarado 

Hector Zacnrisson 

Gerardo Tol-Ren 

Pedro Garcia 

Ana Miriam Garcia
* 
 Amparo Montiel 

Dirk Fischer-Albrand 

Imogen Sieveking 

Antonio Montenegro 

Maria Marta Scoenstedt 

Enrique Bchoenstedt 


Robert& Matthies 

Sam Mahfood 

Leighton Reynolds 

Lfon Mitchel
Karen Pollack 


Rhena Williams 

Totlyn Faloon 

Stephanie Odegard

Sonia Taylor 

Lorrie Alexander


* 
 Monica Lawrence 

Cecile Escoffery 


Productos Artistico, on Madera
 
CDI
 
CDI
 
CDI
 
Honduras Trading
 
Del Bosque

Tegucigalpa Chamber of Commerce
 
Industrias Kelly

Lesanodra
 
AID
 

Foreign 7rade Office, honour&s
 

Corfina
 
Corfina
 
Alianza para &I Desarrollo Juvenil
 
baxar Montufar
 
Centro Nacional de Textiles
 
El Ouetzal
 
El Quetzal
 
Modiane Nebaj
 
Modiane Nebaj

Nonaes Ceramics
 
Unicornio Internacional
 
Zoo Design Center
 
Zoo Design Center
 

AID
 
WISYNCO
 
WISYNCO
 
WIBYNCO
 
WISYNCO
 
Things Jamaican
 
Things Jamaican
 
Things Jamaican
 
Things Jamaican
 
Wicker Wonderland
 
Allsides
 
ACE Woodwork
 



Buyer Survey Outline
 

Store or Shop Called
 

-- ~Person Contacted____________________ 

Hello 1 MY nae is , calling from the Atlanta Market Center. 
We
 
noticed that you attended our recent National Gift Market held earlier
 
this month. (pause) We were vondering If you would mind answering a few 
questions regarding the Caribbean Collection exhibited in the Atrium of 
the Apparel Mart during the Show? 
1. Did you go to see the Caribbean Collection? 

Had you heard about the Caribbean Collection prior to your visit? 
Advrtisments Media 
Brochure 
 Other 

(if no) Is there any particular reason why you didn't attend? 

2. 
 What was your overall impression of the show, positive or negative?
 
Please explain. 

3. Did you purchase any of the products for your shop or store?
(if not) Why Not? "---­

4. Are you Interested n seeing more products from this Caribbean legion? 
. Are there any particular products that you would like to 

see? ________________________________ 

s. 
 Would you buy n an international gift show held In Atlanta in thefuture? __ What regions of the world would you like to see re­
presented?
 

6. Finally, Mr./Hrs/Mls. _._.91 is there anything that we can do forour future shows to make them better and easier for you? 

Thank you for your time today, and we look forward to seeing you at our 
futute gLft markets. 

AV
 


