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THE CONCEPT OF SUPPLY AND DEMAND SURVEYS

A. OBJECTIVES

The sPnultaneous undertaking of supply and demand surveys in a selected group of countries for
a particular product or product group serves two basic objectives:

• To assist countries in generating and expanding trade flows between themselves, and in
laying the basis for further product development and diversification.

• To assist governments and private sector agencies in making investment decisions and
identifying possibilities for joint ventures and other forms ofbusiness cooperation between
enterprises in different countries.

TWQ important steps precede this market research component.

B. TRADE FLOW ANALYSIS

Thelfirst step is to identify the productsthat, in theory, couldbe traded among countries in a given
region. Such a product inventory serves as a basis for planning further trade promotion action.
It iSI also essential for demonstrating in particular to the private sector that quantifiable trade
potential exists and that efforts for intra-regional trade promotion are justified.

An effective way of identifying such products is through a trade flow analysis, scanning the
importand export trade between a group ofcountries and the rest of the world, or between the
group and a set of its most significant trading partners, to determine the composition of their
trade.

The! assessment of trade potential is based on the assumption that if a set of countries within the
group successfully exports a particular product under competitive conditions to the rest of the
world and ifa different set of countries within the group imports the same product from the rest
of the world, then there is supply and demand complementarity. The main output of such an
analysis is, therefore, a list of"matching" products. It should however be noted that statistical
datil referto trade classification headings and not to products in the commercial sense. Hence the
need for detailed supply and demand surveys to confirmthis potential for specifictraded items.

C. PRODUCf SELECfION WORKSHOP

However, before any further action is taken to promote intra-regional trade in "matching"
products, governments and businessorganizations of the participating countries need to review
th~ results ofthe trade flow analysis and shortlist those products (both import and export) that
are relevant to their overall national economic development priorities.



Page 2

The second step is therefore the organization of a product selection workshop. At the
workshop, participating countries express either an import or export interest in one or more of
the selected products and agree on the division oflabour and cooperation arrangements for the
undertaking ofsupply and/or demand surveys.

III" Preference should be maintained where possible for value-added products that are
produced by small and medium enterprises.

The workshop also offers an opportunity to train staffof trade organizations in the methodology
for the undertaking ofthese surveys. The following chapters provide guidelines for this purpose.
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II
SUPPLY SURVEYS· OBJECTIVES AND METHODOLOGY

A. OBJECTIVES

The main purpose of supply surveys is to provide information in the form ofprofiles on the
sel9ed product available for export and the enterprises engaged in manufacturing or trading it.
Thes~ profiles should provide pertinent information on the company and the product, including
its description, technical features, packaging, export availability, prices, commercial conditions 
in essence, the informationthat is most likely to be ofinterest to potential buyers.

The supply surveys also aim at:

• Describing the characteristics and structure ofthe sector / industry.
• Identifying obstacles to exports of that product.
• Assessing the potential for increasing supply capacity and for new investment opportunities

in the product line.
• Determining specific technical support requirements at the enterprise-level in product

development, packaging, sales promotion, joint export marketing, costing and pricing,
training in marketing techniques, etc.

Sup~ly surveys can be broken down into two parts. The first part contains information for' the
benefit of the potential buyer and comprises both company-specific information and product
information covering the products or productgroups that the company can supply for export; the
resu'ts are summarized in a company/product profile. The second part is designed to enable
national cooperatinginstitutions to survey, in a structured and uniform manner, the problem areas
related to the development of export trade, at both enterprise and national levels, and take
appropriate follow-up measures.

The! guiding factor is the assessment of trade expansion opportunities among participating
countries, In this respect, supply surveys serve an immediatepractical purpose.

B. METHODOLOGY

To collectand analyze information, both desk and field research are carried out. The information
obtained forms the basis of the report which will be used for identifying required follow-up
activities,

• Desk research includesthe preparationofquestionnairesand the selection of enterprises.
• Field research includes various pre-survey measures and the actual survey, followed by

post-survey measures.

Thq report will include an overall analysis of the sector and its problems or advantages, and
incorporate the company and product profiles.
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1. Selection of enterprises

Criteria for the selection ofenterprises include:

•

•
•

Immediate and short-term supply capacity - enterprises already established in the trade
and who together account for at least 75% ofthe country's exports of the product and thus
are representative of the sector concerned.
Size - focus should be on small and medium enterprises.
Existing production base but limited or no prior intra-regional export experience in
the particular product - manufacturers, public sector companies, trading houses, etc.

.

The number of enterprises to be covered will depend on the size and structure of the product
sector and their geographical distribution. Where the number ofenterprises are limited, it will be
possibleto cover a wider area. If the sector consists of a large number of enterprises distributed
over a wide geographical area, the objective should be to cover those enterprises that are more
likely to contribute positively to exports in the immediate term to obtain positive results. These
should then be disseminated to a wider business audience, thus encouraging enterprises to
participate in intra-regionaltrade promotion effortsand increasing the impact of the exercise. This
is particularly important in the next phase where suppliers' and buyers' interests are matched and
the companies are brought together in a buyers/sellers meeting.

2. Collection of data

(a) The questionnaire

The questionnaire is separated into two parts; a standard format developed by ITC is presented
in the annex of which both parts are used for supply surveys and only the first part for demand
surveys.

The first part of the questionnaire comprises information on the company and the product it
exports and represents the core activity ofa supply survey. The second part is designed to assess
the needs of the business community by collecting information on the problems they encounter
in their business development efforts. If required and according to the features of the export
sector, the questions in the supplementary questionnaire may be modified.

Experience has shown that certain types of information may be difficult to obtain (e.g. sales
figures, capital, export performance, etc.), particularly from small-scale enterprises and
unorganized sectors ofthe industry. In such cases the best approach is not to insist but leave it
to the companies to decide what, if any, information they are prepared to disclose to the
interviewers. This information should be sought from alternative sources, such as business or
professional associations, chambers of commerce, etc.

The terms used in the questionnaires should be fully defined to avoid ambiguity in their
interpretation by the field investigators. Pre-testing of the questionnaires is recommended.
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(b) Field research

This activity is one of the key elements of the supply survey and requires thorough preparation,
including:

• a field staff deployment plan,
• a schedule for enterprise-level interviews
• a system to ensure the timely return ofquestionnaires for analysis and for spot-checking the

accuracy of information provided,
• availability of sufficient copies of the questionnaire.

Gairang the confidence ofthe companies to be interviewed is essential to the success of the supply
surveys. The following combination of pre- and post-survey measures can contribute to ensuring
their!cooperation.

(i) Pre-survey measures

• Publicity through mass media (specialized trade media if available);
• Letters of introduction to the companies to be interviewed;
• Obtaining cooperation of top management of companies in association with business

organizations, both public and private, including chambers of commerce, trade associations,
etc.

• Emphasizing the benefits that the companies could receive by various uses of collected
information such as:
(> Publication of a comprehensive exporters' directory and its dissemination among

target users;
o Participation in international trade fairs (selection of the right exhibitors);
o Participation in trade missions (selection of the right members);
o Identification ofjoint venture partners;
c Participation in joint marketing efforts;
o Assistance in the formulation ofappropriate policies by the Government based on the

analysis of problems the companies may be facing and the assistance required for
export development.

(ii) Post-survey measures

• Send letters thanking the companies for their cooperation;
• Disseminate the information to as many companies as possible in the sector;
• Hold product-specific seminars with technical resource persons;
• Pursue follow-up activities as an ongoing programme.

(c) The report

The:standard ITC format ofa supply survey and an annotated guide to what it should contain are
presented below.
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o Product description

This section defines the scope ofthe survey and should include the SITe or HS product coders)
and description(s), nature and use of the product(s), and any relevant features and/or
specifications. In order to avoid ambiguity about the validity of the information provided,
particularly statistical data, it is important to ensure that the product description and
corresponding trade classification or tariff code used are correct. In addition, it should indicate
the significance of the product to the economy and foreign trade sector of the country.

o Objectives and methodology

This section should describe the objectives of the survey and provide an account of the
methodology or approach used, such as the number and size of companies interviewed, how
representative they are of the sector, prior export experience, etc.

• STRUCTURE OF THE INDUSTRY

In this chapter, information should be provided on the range of products covered by the sector
and its main characteristics. In addition, the company composition of the sector· that is the
numberofenterprisesmanufacturing the product(s), their size, etc.• should be given or estimated
if official figures are not adequate.
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o Capacity and production

Define your tenus or use an official definition. Provide data on the total capacity and output (1-2
3 shitts) of the industry in quantity and value terms during the last five years. If the capacity is
under-utilized, explainthe reasons and indicate measures needed for fuller utilization of capacity.
Ifthe capacity is a constraint,describeprospects for expansion ofcapacity through: (i) improving
the productivity by modernization, (ii) expansion ofcapacity of existing units, and/or (iii) creation
of new capacity. Also give an indication of investments required for expanding the capacity in
terms of internal and foreign exchange resources.

o Production inputs

List, both local and imported raw materials, machinery, human resources, etc., required for
production. On the availability oflocal and imported raw materials, indicate the quantities and
qua$ty required, their prices and whether inputs are available on time, and evaluate the impact of
the prices ofthe raw materials on the ex-factory value of the finished product. Describe the policy
oft~e Government on imports ofraw materials and whether special incentives or schemes for the
supply of raw materials exists, such as (i) special allocation for export production, (ii) supply at
international prices, (iii) tax/duty exemptions, (iv) others. Briefly review the availability of
indjgenous and imported machinery and components, packaging materials, power and labour
(skjlled). If raw materials and other production inputs are a major constraint for export
development, substantiate with typical illustrative examples.

o Quality standards

Indicate what are the quality standards and specifications used by the industry (national and/or
international standards); quality control facilities available; and pre-shipment inspection and
quality control certification.

o Research & development

Comment on the state oftechnology and technical know-how in the industry, and on the research
& ~evelopment facilities available in the country in terms of (i) technology, (ii) product design,
(iii] raw materials, (iv) quality standards and testing, and (v) packaging.

o Domestic demand

Compare the relative shares of domestic and export demand for the product(s), assess the "pull"
of domestic demand and its impact on the supply availability for exports. Also comment on
Govemment policy on export supplies vis-a-vis domestic requirements.
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• EXPORT PROFILE OF THE SECTOR

This chapter analyses the export performance ofthe sector.

CJ Volume and direction of exports

Year 1 Year 2 Year 3 Year 4 YearS UnnValue

a v a v a v a v a v via
Product 1

Product 2

Source:

This section should provide statistical data for the latest five-year period, and analyze export
trends in quantity and value terms by major export market, give reasons for fluctuations, and
indicate current export prices. It should also comment on export performance vis-a-vis developing
countries; and give possible export targets for the next three years in relation to regional markets,
other developing country markets, and world markets.

CJ Export policies and incentives

Describe the regulatory environment (policies, regulations, procedures) governing exports, and
comment on export incentives provided by the Government. Examine the effectiveness of these
interventions.

CJ Export channels

This section describes how the export sector is organized and the channels employed for
exporting the product as well as gives indications on the scope for improvement. Additional
discussion points include (i) involvement of manufacturers in direct exports, (ii) role of merchant
exporters (trading companies) in the sector, and (iii) prospects of bringing together smaller
companies into export marketing groups.

CJ Shipping

Describe the major transport modes (road, rail, air, water) available, their frequency and costs for
shipping to regional markets.

CJ Packaging

Packaging is a key element in exporting successfully. This section should provide details on the
methods ofpackaging employed, and on the types ofpackaging materials used, their availability,
quality and cost, taking into account whether they are locally procured or imported as this will
have an impact on production costs and export prices.



Page 9

o Export credit and finance

Review export credit and finance facilities available, indicate whether there are any special
constraints with respect to the product(s) under study and possible areas for improvement.

o Trade promotion

Comment on the types of export services provided by the Government and trade promotion
agen¢ies and their effectiveness. Describe whether any trade promotion activities are or have been
undertaken by the Government and trade promotion organizations in relation to the products
under study, including (i) promotional advertising abroad, (ii) buyers/sellers meetings, (iii) trade
fairs Within the country and abroad, (iv) seminars, training events, etc.

o Conclusions and recommendations

Against the background ofthe prospects and problems identified during the survey, describe the
measures needed to achieve the envisaged export targets. Among others, these measures should
cover:

• Product mix for export development.
• Expansion of capacity.
• Supply inputs.
• Quality improvement and control.
• Export marketing methods.
• Streamlining export incentives and procedures.
• Requirements for technical assistance in:

(> Product adaptation,
(> Technology and technical know-how,
(> Packaging,
(> Market research,
(> Market promotion,
(> Export management training,
(> Selling missions,
(> Strengthening institutional framework,
(> Others (specify).

In making recommendations, it is essential to bear in mind the costs and feasibility of
implementing them; a sequential plan of action to carry out the various measures should also be
provided.
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o Exporters' profiles

The completed company/product profiles should be appended to the report, constituting a de
facto company register for dissemination to potential importers.

• Exact name ofthe enterprise, complete address, and telephone and telefax numbers.
• Type ofbusiness (i.e. exporter, manufacturer, wholesaler, or other, to be specified exactly).
• Year the enterprise was established.
• Number ofpersons employed by the enterprise.
• Paid-up capital.
• Average annual exports of the product(s) in quantity.
• Bank references.
• Main export markets.
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III
DEMAND SURVEYS - OBJECTIVES AND METHODOLOGY

A. OBJECTIVES

Thepurpose ofa demand survey is to provide comprehensive information on the conditions for
market entryandtrends ineachof the potential importing countries. This complements the supply
surveys which are simultaneously carried out in the potential exporting countries.

Demand surveys also aim at:

• Describing the characteristics and structure ofthe market, including the identification and
details concerning individual importers/end-users.

• Assessing the potential for augmenting demand and/or changing to new sources of supply.
• Identifying impediments affecting imports.
• Determining areas in which specific enterprise-level assistance may be requested, i.e. with

reference to duties, licensing or other controls, customs duties, taxes, qualitycontrol, other
rules and regulations affecting imports.

Thedemand surveys can be brokendown intwo parts. The first part contains information for the
benefit of the potential exporter and comprises both companyspecific information and product
information covering the product or product groups required for import; the results are
sunjrnarized in a company/product profile. The second part is designedto identify areas where
measures are required to facilitate imports from diversified sources of supply.

B.METHODOLOGY

As lin the case of supply surveys, the information compiled and presented in the final report is
obtainedthrough both desk and field research.

• Desk research provides the bulkof statistical data, companylists and information on import
regulations and policy.

• Field research is essential for verifying company data, obtaining information regarding
consumer demand, local production, trade channels, product specifications, prices and
competition, as well as overall prospects for the sector.

The final report provides an analysis of the demand trends and market conditions, and includes
profiles of importers.

I. Selection of enterprises

In general, as comprehensive a list of importers should be provided. However, to increase the
im~act of the exercise, efforts shouldbe madeto identify importerswith an expressed interest in
developing intra-regional business opportunities as well as the major importers in the sector
concerned. This will be an important element in the next phase where suppliers' and buyers'
interests are matched and the companies are brought together in a buyers/sellers meeting.
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2. Collection of data

A work plan should be established at the outset, specifying the main sources of information to be
consulted for the survey. Regulatory information and statistical data are obtained through customs
offices, national statistical offices, etc.

For company information, once a list of potential importers has been compiled through desk
research, the first part ofthe questionnaire developed by ITC (see annex) should be disseminated
to them for completion. This will produce the "directory" of importers at the end ofthe survey.

The field research component verifies and updates the information obtained above. It serves also
to interview trade associations, a representative sample ofimporting enterprises and other sources
to get the pulse ofthe market - future demand prospects, competition, etc.

This activity requires thorough preparation, including:

• a field staff deployment plan,
• a schedule for enterprise-level interviews
• a system to ensure the timely return of questionnaires for analysis and for spot-checking the

accuracy of information provided,
• availability of sufficient copies of the questionnaire.

The key element is to effectively demonstrate to importers the benefits to be derived from
participating in the demand survey. A combinationofthe following pre- and post-survey measures
can contribute to ensuring their cooperation.

(a) Pre-survey measures

• Publicity through mass media (specialized trade media if available);
• Obtaining cooperation of top management of companies in association with business

organizations, public and private, including chambers of commerce, trade associations, etc.
• Emphasizing the benefits that the companies could receive by various uses of collected

information such as:
o Participation in buyers/sellers meetings;
(> Diversification and improvement of supply sources;
(> Business development.

(b) Post-survey measures

• Send letters thanking the companies for their cooperation;
• Disseminate the information to as many companies as possible in the sector;
• Pursue follow-up activities, such as buyers/sellers meetings, as an ongoing programme.
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3. The report

The standard ITC format of a demand survey and an annotated guide to what it should contain
are presented below.

Standard report layout for a demand survey

Introduction
A. Product description
B. Objectivesand methodology

,:;-:::",:',',-.',--,-, ,:

II. Summary of conclusions and recommendations

III. , Import profile of the sector
A. Marketsize
B. Marketcharacteristics
C. Import policy and procedures
D. Import channels
E. Competition

A nex: Importers' profiles

o Product description

It i~ important to clearly define the products covered by the survey. The product description
should include the SITC or HS code and description, nature and use of the product, and any
relevant features and/or specifications. In order to avoid ambiguity about the validity of the
information provided, particularly statistical data, it is important to ensure that the product
description and corresponding trade classification (e.g. SITe or HS), or tariff code used are
correct. It is recommended to provide both the code of the product in question and the
corresponding description. Other descriptive data corresponding to products currently being
imported into the country should also be collected

• IMPORT PROFILE OF THE SECTOR

Thls chapter analyses the structure of imports and demand prospects of the sector.

o Market size

Statistics on domestic production and imports will provide an overall picture of the size of the
market. It is important to indicate whether there is local production of the product and if this is
incjreasing or decreasing to determine both the current and future role and share of imports in local
consumption patterns. A list of the main local producers is also useful as foreign exporters could
explore the possibilities ofentering into a business arrangement with them (e.g. joint ventures).
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If exports playa considerable role in the product sector, these should also be analyzed in order
to arrive at a figure ofapparent consumptionfor the item. Only the use of the same or compatible
trade classification systems for production and trade statistics allows the calculation of apparent
consumption:

(production + Imports) - Exports = Apparent Consumption

The result is simply an indicator of the size of a market and should not in itself be the basis for
formulating a marketing strategy or for decision-making. The import potential of a developing
market, for example, is determined more by existing market access conditions (tariffs and other
trade control measures) than by the current volume of imports.

When recorded/published statistical data are incompleteor unsatisfactory, estimates of market size
should be provided by trade associations and by the enterprises operating in the sector, and by
end-users. These are to be obtained during field research and used for cross reference and, in
some cases, for updating existing data.

Thus, determining market size will include:

I. A review ofthe domestic industry, covering:

• Present production in quantity and value.
• Present production capacity.
• Production costs.
• Share of internal supply which is covered by imports.
• Factors governing import demand.
• Plans for expansion of capacity and future requirements.

2. A review of imports covering:

• An analysis of imports over the last five years, by volume, value and growth rates,
obtained in detail from national statistics or other published data.

• Sources of imports to reflect the nature of competition in the market - the analysis
should be broken down into:

Imports from the participating countries or region,
Imports from other countries.

• Importance of imports to the economy of the country.
• Import prospects over the next five years.

3. A review ofexports (ifany), following the procedure used for imports through an analysis
of statistics and countries of destination.

4. An estimation of apparent consumption over the statistical period covered by local
production, imports and exports, and future projections.

..
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o 'Market characteristics

This section should contain a brief description of the qualitative aspects of demand in the market
and, as far as possible, of the following market characteristics:

1. Information on consumer preferences in terms of tastes, attitudes and expectations. This
includes information on varieties, colours, styles, quality range, technical aspects, and other
distinctive features of the product.

2. The market segment (e.g. upmarket, middle market, mass market, intermediaries) to be
targeted determines price/quality relationships. To be taken into account are purchasing
power of consumers, seasonal trends and features, etc.

3. Importers' requirements and conditions of acceptance of the product; as well as materials
and technical specifications most in demand.

4. Information on the competition from both local and foreign suppliers, and on the market's
"leaders"; as well as competition from similar items and substitutes.

5. Demand trends over the latest five year period, depending on the availability of data,
providing information on retail sales, consumer expenditure, etc.

o Import policy and procedures

This! section describes the national policy affecting imports of the selected products, prevailing
rules and regulations, duties and other levies, import procedures and documentation as well as
other requirements for import.

The information required includes the following:

1. Rules and regulations on imports

• Categories of importers and eligibility criteria for the issuance of import licenses.
• Quantitative/value restrictions on imports, including criteria for allocation (quotas)

and basis of administration.
• Licensing for imports from specific/preferred sources, including requirements and

procedures for obtaining licenses.
• Import licenses for public sector/government undertakings.
• Transfer of import licenses and premiums.

2. Import duties and non-tariff barriers

Description ofclassification, basis ofassessment and amount ofduty (either calculated ad valorem
or either basis for calculation), whether applicable rates are:

• General,
• Most Favoured Nation (MFN),



Page 16

• Preferential.
• Other charges on imports (surtax, etc, non-tariff barriers) which affect the importer.
• Customs valuation

Basis ofvaluation
Procedure

• Non-tariffbarriers

3. Documentation requirements for imports

• Bill oflading
• Shipping lists
• Commercial invoice
• Certificate of origin
• Pre-shipment certificate

etc.

4. Financial aspects and other special import features

• Foreign exchange control and payments
• Drawback schemes
• Free trade zones
• Bonded warehouses

5. Import policy and procedures

• How import policy is determined, including a statement of trade policy
considerations.

• Anticipated developments that may affect imports.
• Sources of information on import policy and procedures.

6. Government procurement: nature, method and process of imports by Government and
public sector corporations, including:

• Tender notification,
• Role of local agents,
• Commissions, advance deposits, quotations,
• Procedure for award ofcontracts/orders,
• Payments, delivery schedule,
• Required documentation.

o Import channels

This section briefly describes how the product makes its way from the producer to the end
user/consumer. In the event that several different distribution channels exist within a market, this
section should recommend the best one. In addition, mention should be made of distribution
methods as well as ofthe proportion of sales accounted for by the various categories of retailers,
such as specialized stores, supermarkets, mail-order houses, etc.
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The channels of imports and their relative importance to the product under consideration must
be carefully analyzed and should cover importers, agents, distributors, end-users, state
corporations and/or departments. For each of these the following characteristics should be
included:

• Their buying methods, terms and conditions ofimports.
• Structure of distribution.
• Mark-up and cost of distribution.

o Competition

Reference should be made to the main competitors, both local and foreign and their strength in
terms of:

• Quality
• Price
• Delivery
• Marketing methods
• Promotion
• Existence in the market (how long?)

o Packaging

The type of packaging required for a specific product may vary considerably from one country
to another. The current awareness of environmental issues, such as the use of non-recyclable
packaging materials as well as progress made in solid waste management should be signaled.

This section should briefly describe standard packaging used in the import market, as well as
indicate ifany international regulations or standards exist on packaging of the product in question.
A clear distinction should be made between packaging for shipping purposes and for retail sales.
Details should also be provided on labelirlg regulations such as technical description of product,
languages to be used, etc.

o Prices

Price information has a relatively short life span depending on the product. It is, however, a very
important indicator ofmarket trends (price elasticities which are based on demand or supply). In
addition, it helps exporters see if their prices are competitive, as well as to realign export prices
to 'market conditions and negotiate contracts.

Unit prices for the locally-produced and for the imported product should be obtained to determine
the indicative price of different product grades and to assess price trends. These should cover,
if possible, a period from three to five years.



Page 18

ClF prices quoted by the competition constitute extremely valuable information if they can be
obtained. The retail price spread ofconsumer goods is also useful as the CIF or FOB price level
can be estimated on the basis of the retail price if the intermediary's ('middleman') standard profit
margins ('markup') are known. This type of information is relatively confidential and can usually
be obtained only through field research. Where possible, elements which determine price should
be specified such as country of origin, brand, material, technical performance, quality, etc.

Prevailing import prices should be obtainedduring consultationswith importers in the trade. Data
on the cost/price structure oflocally manufactured products may be obtained during consultations
with end-users.

o Commercial practices

The standard commercialpractices of the target market should be described in a concise manner
and should include information on contractual terms, including:

• Standard ordering procedure (e.g. on the basis of samples or catalogues, visits to the
producer, according to the importer's specifications, etc.);

• Customary method of payment and conditions (e.g. by Letter of Credit 30/60/90 days
irrevocable);

• Recommended mode of transport (e.g. airfreight) and delivery.

o Sales promotion

The major means by which products are promoted in the target import market should be
summarized. These include participating or visiting specialized trade fairs, advertising in trade
journal or using other media (television, radio) for promotional purposes.

This section should also indicate which fairs and media carry the most weight in their respective
fields of specialization. Contact information on fairs and media could be listed either under this
section.

o Market prospects

A comprehensive evaluation of the future growth prospects of the target import market should
be provided, taking into consideration the following points:

c Current and future market trends (short and medium term forecasts);
(> Competitors in the market and prospects for new suppliers;
c Consumer preferences and consumption patterns;
c Potential market segments to be exploited.

Recommendations should also be made on the market segments and distribution channels which
offer the best business prospects in the short and medium terms.

•.
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In addition, this section should:

,

C>

C>
C>
C>
C>

C>

Specifycharacteristicsof the product which has the greater possibilities in the introductory
stage.
Indicate which commercial conditions wiIl give new suppliers a competitive edge.
Describe the recommended channels for entering the market.
Describe the type of promotional activities are the most suitable for the market.
Indicate whether areas ofpreferential access exist for the participating countries, and offer
specific suggestions where action by them may assist expansion of trade.
Indicate where joint venture possibilities are promising and provide justification with
supporting information.

o Importers' profiles

A list of importers along with a brief profile of major importers should be prepared in the form
of ali annex. These profiles should include:

• Exact name of the enterprise, complete address, and telephone and telefax numbers.
• Type of business (i.e. importer, agent, distributor or other, to be specified exactly).
• Year the enterprise was established.
• Number of persons employed by the enterprise.
• Paid-up capital.
• Average annual imports of the product(s) in quantity.
• Bank references.
• Main sources of supply.

Trade associations, entities associated with the import trade of the product, Government
organizations and other useful addresses should also be listed with their addresses in full.
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IV
THE RESEARCH TEAM

The research team consists of a team leader and a supporting staff of research investigators.
Tearn members should have some experience in field survey methods and familiarize themselves
with the product before going into the field. The number of investigators for supply surveys may
be determined on the basis that the minimum an investigator should cover is two enterprises per
day; it is advisable for the researchers to visit one or two manufacturing enterprises prior to
formallyundertaking the survey to familiarize themselves with the technical aspects of the sector.
For demand surveys, the researchers should visit a sample selection of importers/end-users and
distributors to familiarize themselves with market requirements; comprehensive information on
importers is obtained through the commercial register, trade promotion organizations, trade
associations, and chambers of commerce.

The success of the survey will depend upon the initiative and professional ability of the team
leader. S/he is responsible for planning and executing all facets of the survey. These include, the
selection of the enterprises, finalization of the questionnaire, briefing of the research staff,
organization and supervisionofthe field survey, analysis of completed questionnaires, processing
of field data and drafting of the report. S/he is also responsible for collecting supplementary
information from the Government and business sectors, and ensures the availability of technical
information regarding problems of production, product design and/or modification, quality
control, research and development, etc., in order to provide technical orientation to the research
investigators.

Working at the grassroots level, the research investigators have a key role to play in the survey.
They should have a professional attitude towards the survey work and be adept in the art of
interviewing. As the survey requires exercising judgement on various factors governing the
operation ofthe enterprises and an understanding of the problems and prospects of the industry,
it is desirable to include or recruit research staff with some previous professional experience and
proven ability.

Gaining the confidence of the companies to be interviewed is essential to the success of both
supply and demand surveys, and support is sought from professional associations, chambers of
commerce and other institutions. In addition to obtaining letters of recommendation and support
from the above, emphasis on certain benefits which may result from the survey should be made,
such as the identificationofnew sources ofsupply, identification ofjoint venture partners and the
identification of problems which may assist in the formulation of appropriate policies by the
Government concerning imports from other developing countries. At the end of the survey, letters
should be sent to all the companies visited to thank them for their cooperation.
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•

•

•

.... COMPANY PROFILE
.

...
• •••••

Company name

Comact (Mr/Ms)

teu
MaMing address

Street address

Cif)1 Country

Telephone Telefax

Type ofbusiness ( ) Exporter ( ) Manufacturer ( ) Retailer
( ) Importer ( ) Wholesaler ( ) Agent

Year ofestablishment Number ofemployees

Bank reference

PRODUcr PROFILE .:

A. Detailed product description (including specifications and grading):

..........................................__ ............................................................. -_ .....................................-----_ ..........

................................................................................................................................................................

................................................................................................................................................................

B. Brand name (if any): .....................................................................................................................

C. Tariffnumber: .....................................................................................................................

D. Production data (if applicable):

Annual capacity (Unit:-l Annual output (Unit: -l
...................................................... ......................................................

E. Exports OR Imports of products listed under A, during last 5 years.: (Volume unit:--Value unit:~

Year Volume Value Main countries of destination I origin

................ ...................... ...................... ..........................................................................

................ ...................... ...................... ..........................................................................

................ ...................... ...................... . .........................................................................

................ ...................... ...................... ..........................................................................

................ ...................... ...................... ..........................................................................
F. Quantities available for export OR required for import (Volume unit: -l:

Minimum per order Maximum per order Per year

................................. ................................ ................................ ,

G. Description ofpackaging .....................................................................................................................

................................................................................................................................................................

................................................................................................................................................................

H. Delivery period (from date of order): ...............................................................................................

I. Terms of shipment: ...............................................................................................................................

Terms ofpayment: ...............................................................................................................................

> For exporters - sales aids available: ( ) samples, ( ) pnce lists, ( ) catalogues. ( ) photographs ( ) other

Dale: Company seal and signature:
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I ASSESSMENT OF NEEDS

A. Production

I. Ifproduction capacity is under-utilized, please indicate 5 reasons why.
(rank I =most important, 5=least important)

( )
( )
( )
( )

Insufficient domestic demand
Shortage of raw materials
Lack ofworking capital
Other (please specify):

( )
( )
( )

Insufficient regional OR international demand
Lack of skilled labour
Lack ofunskilled labour

•

•

Are you planning to expand production? () Yes () No
Ifyes, what additional quantity will be available? .

2. List the main local and imported raw materials which have a bearing on the level ofproduction
and the quality of products.

i)
ii)
iii)
iv)
v)

Local raw materials Imported raw materials

3. Is supply of raw materials satisfactory? If not, please indicate the 5 major problems.
(rank I=most important, 5=least important)

Local raw materials

() Irregular availability
() Fluctuating prices
() High cost
() Quality not conform to specifications
() Quality inferior to imported materials
() Procurement procedures
() Other (please specify)

4. Packaging and quality control.

Imported raw materials

() Restriction on imports
() Fluctuating prices
() High prices
() High import duties
() Long delivery time
() Import procedures and regulations
() Other (please specify)

i) List the most important packaging materials used:

ii) Are there any problems related to their availability? () Yes () No
Ifyes, please specify: __ _.. .

iii) Do problems existregarding quality control? () Yes () No
Ifyes, please specify: _ .
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•

•

•

B. Marketing

1. What are the 5 major constraints affecting your exports?
(rank I=most important, 5=least important)

( :; Lack of market information ( ) Restrictive import regulations
( > Lack of market demand ( ) Lengthy export procedures
( ) Lack of trade contacts ( ) Heavy duties
( ) Low prices ( ) Non-tariff barriers
( ) Inadequate shipping services ( ) Payment problems
( I High shipping costs ( ) High quality requirements
( I Other (please specify) .............................................................................-..-.-........-.....................

.............-.........................................-..-..........................................................................................-......

2. Please specify 5 areas in which you would require assistance to improve export performance.
(rank I=most important, 5=least important)

( ) Market information ( ) Product improvement / adaptation
( ) Market studies ( ) Product design
( ) Export incentives ( ) Quality control
( ) Export fmance ( ) Trade contacts
( ) Procurement of raw materials ( ) Marketing missions
( ) Packaging ( ) Export management training
( ) Other (please specify) ...................................................................--.............-........--_....-........... _--

............................................................................................................................................................

3. Are you interested in joint venture agreements? ( ) Yes ( ) No
Ifyes, please indicate in which area:

( ) Management ( ) Finance ( ) Marketing ( ) Technology

4. Are you planning to diversify your export markets? ( ) Yes ( ) No

I
Ifyes, please indicate which countries.

............................................................................................................................................................
i

FinanceC.

1. Are you in need of fmancing? ( ) Yes ( ) No
Ifyes, please indicate 3 areas in order of importance:

( ) Raw materials fmancing ( ) Export packing credit
( !) Machinery financing ( ) Additional operating capital
( ) Joint venture financing ( ) Expansion fmancing
( ) Other (please specify) .................................................................................................................

............................................................................................................................................................

Additional comments: ............................................................................................................................

... ,...................................................................................................................................................................

...,...................................................................................................................................................................

...,...................................................................................................................................................................

...,...................................................................................................................................................................

Dille: Company sealandsignature:




