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MARKETING STRATEGIES

Anisul Hug Chowdhury .
Vice Chairman, EPB -

1.1 Hanaicra’l enterprises

[oster development in both
rural and u areas and,
been
export-oriented, they have
been major sources of
income and a spur to

modernization.

1.2 The potential of the
handicraft sector for
contributing to the

expansion of exports and,
therefore, to economic
growth s Immense,
although it is yet to be fully
exploited. What is required
is more deliberate attention
to, and awareness of, the
expert marketing issues

involved and co-ordinated .

implementation of active
su measures.

. With a betler
nﬁpreclallnn of the
challenges handicrafis
encounter in export market
development, more
informed policles and
appropriate strategies can
be designed and imple-
menled. While the
attractiveness of export
markets for crafts continues
to improve, actual export
Ecrfnrmance is obstructed
y poor marketing
orientation. Shifting
consumer demands, the
changing economic and
regulatory environments in
export markets, rapidly
changing technologies and
intensified competition-all
call for an Iinformed
approach to export

marketlné.

DEFINITION AND

2.1 Handicraft industries
are small manufacturing
units, mostly in rural areas,
ngtral:d by the owners
themselves, with the
assistance of family
members and a maximum of
10 paild workers, making

ucts with or without the
use of lools or simple
Iinstruments operated
mainly by hand or fool.
These enlerprises use
traditional techniques lo
I:)roducc goods partly for
ocal consumption and
partly for regional, national

or international markets.
Artistic crallsmen produce
articles of creative art
representative of the
national culture-generally
for the lourist and export
trade.

2.2 Perhaps the most
redominanl feature of
andicrafts is the extensive
use they make of individual
skills. It is these skills,
artistic and traditional,
which make handicrafi
products unique and
distinclive,

2.3 Handicraflts are

popularly perceived mainly
as ethnic productis with
little utilitarian value. They
are categorized as curlos,
tourist souvenirs or as items
of artistic iInterest, but
seldom as items of daily use.
When handicrafts are
marketed as items with
functional uses, fitting into
eople's life-styles- at
ome, at work, at leisure
etc., their narrow restricted
image immediately dis-
appears.
2.4 While attention has
frequently been given to the
development
handic¢rafts in local areas,
an Integrated approach has

generally nolt been
alltempted In . many
- developing countries. The
reason s the implicit

assumplion that the sector's
Fntenlfl for growth Is
imited

2.5 In the past two decades
or so, many developing
countries placed heavy
emphasis on strengthening
production capacities in the
industrial sector. While
coltage Industries also
received some atlention,
they were generally not

percelved Lo have
substantial exporl
polential. The output of

these Industfies was
generally concelved to be of
low quality and attractive
only to a highly localized
segment .of the domestic
markel and 1o tourists.

2.6 However, certlain
developing counitries .
particularly in Asia and
Latin America, have
developed a significant
exporl trade im handicrafts
and have made enormous
gains in tzrms of export
earnings.

3. EXPORT MARKETING
STRATEGIES
[ - of

3.1 Importanc 0 {
andicraft trade, it would be
reasonable to assume that
marketing issues and
strategies have generally
been overlooked, ile the
handicraft market s
expanding continuously,
intense competition amnn;}
an Increasing number o
developing countries
suggesits that markfrtm;i
superiorily can creale rea
advantages in the trade

Marketing encompasses all

activities leading to and
including mutually
beneficial exchanges be

tween buyers and sellers. As

markels become more
complex and maore
competitive, marketing

activities such as product

of specific:

- dare

planning, packaging and
physical dlslﬂb%ltlnn
assume greater importance,
Enterprises excelling In
these activities have an edge
over their competitors,
rovided the business
unctions of production,
financing and management
performed satis-
factorily. In intensely
competitive markets,
efficlent marketing activi-
ties are indispensable. The
professionalism with which
enterprises carry out the
marketing activities of
obtaining and assessin

customer feedback an

adapling - production,
packaging and physical
distribution to cuslomer
requirements will
determine Lheir compet-

itlveness [n export markets.
s w e
: 11 Is essentia

to understand how
customiers view handicrafts.
Awareness of a customer's
perception of handicrafts |s

a prere?ulsue for develo
ping effective marketing
strategles,

The following statement can
he offered as a customer-:
oriented definition:

Handicrafts are artistic,
creative expressions of a
group of with

arts and skills who apply
their talents to the
production of material
goods which reflect their
culture and heritage.

In the marketing context,
these are some of the
characteristics to be
highlighted among consu-
mers. These products should
not Gniﬁ display these
unique characteristics, but
they - should also be
marketed as expressions of
particular cultures.
promotional literature
should convey the “story
behind the handicraft” and
emphasize its uniqueness.’

to consumers: Ha-ndlcraﬂs

are allractive Lo customers
for two basic reasons. The
first is their uniqueness.
The second Is their utllity to
the consumer in terms of
meeting his/her needs or
complementing his or her
life-style.

Most handicraft items have
both these characteristics,
but (o varying degrees. The
more the handicraft Item
incorporates both
characteristics, the more
attractive L wlill be to
consumers. By contrast, the
less it has of these
characteristics, the weaker
Is its appeal to consumers.
A handicraft producl posse-

The

on a

The -

developin

distinctive. A
product that is different will
often command premium

ssing neither characteristic

to a significant degree may
ncl have much export
potential.
above conce-
tualization should be
1elpful |, in developing
marketing strategies for
handicrafts. The decision
product’'s marketing
image should be based on an

analysis of its strengths:
1 Producls which are weak

on both the above counts
neither respond to any
needs, nor offer distinct
or novelly feature,
Enterprises seekin

export markets wil
obtain hardly any return
from such products. The
only option open to them
is Lo explore whether the

i:lrud cls can be
ransformed iInto fune-

tional or novelty items.

[ There are proaucls which
are strong on the novelty
aspect but weak from the

oint of view of utility.
reativity is required to
refashion the
into one that will fit the
prospective buyer’s life-
style. :

| ain, there are products
which combine a strong
utilitarian alapeal with a
weak novelly [eature,
Here, the markeling
manger's task is (o
enhance the unique
features of the handicraft
and Identify it with the
artisans or with their
life-styles. While Iits
functional aspects alone
should sell the product,
betler returns can be
expected if {its novel
features are brought to
the fore. :

A But the products which
are likely to make the
strongest impression on
the consumer are those
which are both novel and

utilitarian. Here, the
marketing task |Is
relatively simple-essen-

tially one of reminding
the consumer ol these
special features.

: One of the
major challenges f[acing
handicraft exporters from
countries is how
to embellish a product’'s
hysical and symbolic
eatures and thus to make it
utilit

prices,

The challenge iIs to project a

“product-plus” Image rather
than that of a “me-too”
roduct. Me-too™ products

ack features that
distinguish them frem
competing producls. An

it- . m with a “product-plus”
limage is one thal customers

roduct -
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preler over others and
which they seek out.
Improving the following

‘fealures or aspects of a

product will make it more
attractive to consumers:

* Quality characteristics

* Novelty and/or utility

* Creativity of design

* Packaging

* Informational inserts,
labels

* Brand or trade mark

* Warranty

* Harmony with a current
trend or fashlon
A product with a “product-
plus® Image is likely to
avold price competition.
The consumer will buy it
because of its distinctive
features rather than because
it Is cheaper than similar
roducts.
n addition, handicraft
roducers offering the
ollowing conditions of sale
are more likely to do
business with importers and
distributors than those who
fall o do so:
* Consistent quality
* Minimum handling requi-
rements
* Timely delivery
* Provision ol ready-to-use
sales promotion materials
* Conslgnment sales .
* Exclusivity, elc.

€ sequernce
of value-adding activities
begins with the identifi-
cation of markelin
portunities and ends wltﬁ
the provision of after-sales
services to the customer. In
between is a complex set of
entrepreneurial, manage-

rial-
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and . technical
functions. A business gains
competitive edge to the
extent that It can perform
this chain of functions
smoothly and competently.
It is often not possible for
the handicraft sector iIn
developing countries to
erform all the complex
unctions efficiently. This Is
precisely why partnership
arrangemenits are often
proposed for successful

‘marketing. Under such

arrangements, responsibi-
lities are shared among four
principle partners: the
artisans, intermediaries,
exporters and government
agencies. Each party brin

its unique strengths to the
partnership, creating
synergy. For example, the
artisans and master
craftsmen facilitate product

adapttion. The Inter-
mediaries, gather the
required Iinputs. The

exporters handle packagin
arrangements. Handicra
agencies promote the
establishment of common
facility centres. Once the
alllance has been set up and
is operational, the mutual
economic Interests of the

pariners will hold it
together.
3.7 Deve

* The w
market for handicraft
l]t'ﬂdut_‘l:'.- is becoming

- Increasingly competitive,.

Today more than a handful
of developing counlries are
attempting to market their
goods in Western Europe,

See Page 2




