


TABLE OF CONTENTS 
Introduction......................................................................................................... 1 - 4 

1 Structure of US Retail Market........................................................................... 5 - 9 

2 Distribution Channels..................................................................................... 11 - 15 

3 Global Opportunies & Trends for Handmade................................................ 17 - 21 

4 Product Development & Design.................................................................... 23 - 28 

5 Color & Trends............................................................................................... 29 - 35 

6 Green and Sustainibility................................................................................. 37 - 42 

7 Internet & Marketing..................................................................................... 43 - 51 

8 Costing & Pricing............................................................................................ 53 - 63 

9 Building Buyer Relationships......................................................................... 65 - 69 

10 Production & Quality Control...................................................................... 71 - 90 

Glossary........................................................................................................... 91 - 100 

Resources ...................................................................................................... 102 - 114 



For more than three decades, Aid to Artisans 
(ATA) has offered practical assistance to artisan 
groups world-wide, working to foster artistic 
traditions, cultural vitality, improved livelihoods 
and community wellbeing. Since 1993, our Market 
Readiness Program™ (MRP) trained over 500 men 
and women from more than 45 countries in Latin 
America, Africa, Europe, Middle East, Southeast 
Asia, and the US. These individuals come from 
all parts of the craft sector: from rural artisans to 
international development professionals, from craft 
entrepreneurs to university students majoring in 
design. 

Before participating in the Market Readiness 
Program™ these men and women voiced such 
questions as: How do I find a US buyer? How do I 
connect to the market? How do I export my product? 

How do I know this design will please the buyer? How do I reach artisans to develop my designs? 
The MRP students knew they needed answers to these and related questions but did not know 
where to find those answers. 
 
ATA’s new Market Readiness Program™ Manual gathers those answers into an easily accessible 
source. The Manual will be useful to anyone who seeks to understand the craft sector, 
especially those who want to export to the US market. Each module provides the key points and 
terminology craft entrepreneurs need to expand their knowledge and grow their businesses. 

I would like to thank the contributors, editors and chapter authors whose effort and expertise 
have made this Manual possible. I hope and believe that the Manual will give artisan 
entrepreneurs information and insight that will improve their understanding, practices, and 
methods that will lead to their success in the craft sector. 

William J. Kruvant, 
President
Creative Learning, Inc. 

LETTER FROM THE PRESIDENT
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Focusing on communities with pressing human needs, 
Creative Learning enhances the capacity of local organizations 
around the world to improve the lives of people in their 
communities. Through the creation of people-to-people 
partnerships, we are especially dedicated to protecting 
human rights, supporting social and economic development 
and building peace.

Both at home and 
abroad, Creative 
Learning views social 
change as an opportunity 
for communities to 
improve life for all of 
their members. We 
work with schools, 
teachers, governments 
and private companies 
to bring the best 
available resources to 
advance the cause of 
empowering people.

ABOUT CREATIVE LEARNING

Creative Learning invests in small-scale projects that 
have measurable results by promoting youth programs, 
artisan commnities,  school and classroom improvements, 
grassroots community organizations and entrepreneurship.

Creative Learning is a non-profit 501(c) 3 organization based 
in Washington, DC.
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Aid to Artisans (ATA) offers practical assistance to artisan 
groups worldwide, working in partnerships to foster 
artistic traditions, cultural vitality, improved livelihoods and 
community wellbeing. Through collaborations in product 
development, business skills training and the development 
of new markets, Aid to Artisans fosters sustainable economic 
and social benefits for craftspeople in an environmentally 
sensitive and culturally respectful manner.

ATA has spent 35 years improving the lives of over 100,000 
artisans in more than 110 remote countries where their 
livelihoods, communities and craft traditions are at risk. Over 
the past 10 years, ATA’s efforts have leveraged nearly $245 
million in retail sales. This income has empowered 125,000 
artisans in 41 emerging regions of the world to improve their 
own lives, the lives of their families and their communities. 
Over 70% of the artisans ATA works with are women.

ATA became a division of Creative Learning in October 2012, 
with plans to strengthen and expand its ability to implement 
artisan development initiatives worldwide.

Aid to Artisans fosters 
sustainable economic 
and social benefits 
for craftspeople in an 
environmentally sensitive 
and culturally respectful 
manner.

“

”

ABOUT AID TO ARTISANS
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MARKET READINESS PROGRAM OBJECTIVESTM

The Market Readiness Program™ (MRP) is an annual four 
and one-half day training event that combines interactive 
seminars on topics related to exporting, including visits to 
NY NOW ©, the largest “home and lifestyle” trade show in 
the U.S. The training is designed for anyone interested in 
entering the U.S. market for gifts and decorative accessories 
as well as for members of supporting agencies or groups 
looking to enter the US market. It is held every year in August 
in conjunction with NY NOW ©, which is held twice a year.

The goal of the MRP is to provide members of the 
international artisan sector a firsthand opportunity to 
explore and evaluate the characteristics and demands of the 
U.S. retail market. This is done through training, mentoring 
and networking, and strengthening skills essential to the 
continued development of sustainable artisan enterprises.

The Learning Objectives of the MRP are as follows:

• To develop an understanding of the structure, characteristics 
and segmentation within the US retail market.

• To understand the sequence of the export distribution 
channel, including roles and responsibilities of key players 
in the channel.

• To identify the opportunities and constraints for global 
handmade goods in the U.S. retail market.

• To recognize the major roles of product development, 
design, and color in gaining entry to the U.S. retail market.

• To gain a basic understanding of marketing principles, 
including the significant influence of effective websites and 
social networking strategies.

• To identify the key components of the costing and pricing 
process, and the impact this process has on marketing 
strategies.

• To learn the fundamental details of production planning 
for efficiency and quality control.  

• To understand the universal basis of U.S. buyers’ 
expectations for products, pricing, quality, delivery, 
communications and service.

• To benefit from the shared experience of fellow participants 
and solving the challenges of artisan enterprises through 
case study exercises.
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Structure of the US Retail Market 2014

“A studied 

understanding of the US 

retail market will 

significantly improve an 

exporter’s opportunity to 

develop business 

relationship with importers 

and direct-import retailers. 

11
“





The US retail market is one of the top industries in the country. It is a large, segmented market in which all 
retail sales totaled an estimated $5.1 trillion in 2013 (NRF). For those seeking to enter this demanding and 
competitive market, it is essential to first understand the structure of the market and the factors that 
influence continued shifts.

In the most general sense, we look at the US retail market as a triangle divided into three distinct sections as 
shown in Figure 1. This is a simplified model but one that graphically demonstrates the cost and market size 
differences in each of the three tiers.  Starting with a broad base, representing the larger size of this 
segment, the relationship of market size to price shifts as the market diminishes and price increases. 

Mass Market: The mass market is price driven. Buyers aggressively seek the lowest price from their suppli-
ers. Buyers purchase in large quantities in anticipation of high volume sales.  Although there may be excep-
tions, generally, quality and style are less important to the consumer than price. In order of sales volume, 
examples of mass market retailers are Wal-Mart, Target and Kmart. These are the so-called “Big Box” retail-
ers, characterized by self-service, affordable products and low style value.   

As an example of mass market saturation, Wal-Mart is the largest retailer in the world. With over 4,000 
locations throughout the United States, their total US sales for 2013 were over $466 billion dollars. Addition-
ally, Wal-Mart has international locations in 27 other countries. Whereas Wal-Mart is an unlikely retailer for 
artisan-made products, Target has occasionally featured small artisan-made collections as part of their social 
responsibility program. Generally, the mass market is an unlikely target market for artisan-made products.

Middle Market: The mainstream market represents a balance between attractive pricing and a fashion 
forward design value.  In this market consumers will pay more with the expectation of better quality and 
more on-trend design components than are found in the mass market. Examples of mainstream markert 
retailers are Macy’s, Pottery Barn, Crate & Barrel and Anthropologie. Volumes are large to moderate for 
these retailers, who have locations in and around major cities throughout the country.
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Included in the mainstream market are catalogs such as Sundance and Garnet Hill as well as many thousands 
of independent retailers who may only have one location and/or online marketplace. While the major retail-
ers do purchase fair trade and artisan-made products, artisan-made products are of special interest to 
specialty catalogs and independent retailers. 

Luxury Market: The luxury market is driven by high design, premier quality and exclusivity. Consumers in this 
market are especially interested in the newest, most innovative styles and are prepared to pay premium 
prices for designer brands. Volumes in this market are small and styles turn quickly. Examples of large luxury 
market retailers include Neiman Marcus, Saks Fifth Avenue and Barney’s.  Among independent retailers, there 
are many luxury retailers with only one location; they are especially found in major cities and luxury resort 
areas.

Market Segmenta on: Know your market. Clearly the US retail market is vast. There are not many companies 
that are big enough to sell to the entire US market. As a potential exporter, you can begin to define and 
identify the target market for your product by understanding market segments. Market segments occur when 
a large, generally similar group of consumers is divided into more specifically defined groups of consumers 
who share very specific needs and interests.  For example, there are mass-produced table cloths and bed 
linens readily available to everyone at modest prices. But there are also more refined, premium, handspun 
linen table cloths and bedding with limited production and high prices. If you were producing table and bed 
linens, which segment of the market would you target? Your choice would depend upon how you have 
defined your target market.

A target market is generally defined in terms of demographic, geographic and lifestyle characteristics. For 
example, artisan-made products are particularly attractive to consumers who are well educated and have 
travelled internationally and live near urban centers.  A target market can also be determined by specific 
spending patterns such as holiday shopping and gift giving. The 2012 winter holiday sales exceeded $602 
billion (Figure 2).  Many retailers do most of their business in the last quarter of the year due to holiday sales. 
Also, consider that your product may be appropriate for more than one target market, perhaps baskets for 
the food industry as well as for the home accessories market. Time and effort spent researching your target 
market will help you purposefully plan your export strategy. 
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Trends:  A trend is a gradual movement or shift in events, activities, interests or public opinion.  Consumers 
are interested in retail trends as they make decisions on what to purchase and how to allocate their re-
sources. Retailers explore trends in great detail as a means of predicting, anticipating and/or influencing 
consumer purchasing habits. Trends are influenced by 
social change, politics, world events, demographic 
changes and innovation. The impact of technology on the 
retail industry is not merely trend-setting, it is what we 
call a “game changer.” 

A Rapidly Changing Marketplace: If there is one word to 
characterize the current US retail market, it is change. 
Empowered by rapidly expanding technology, the 
consumer is king, driving retailers to incorporate innova-
tion wherever possible. Consumers are demanding high quality, competitive prices and immediate access to a 
product. Retailers are striving to create a seamless shopping experience, incorporating digital technology to 
tie together the online and in-store retail experience. 

Online, mobile and social media offer both challenges and opportunities for retailers. Online shopping is the 
fastest growing segment in the retail industry. This growth is especially driven by the so-called Millennial 
generation, those born between 1980 and 2000, who are the largest generation of shoppers. Based on data 
collection, retailers are now able to market directly to the individual consumer based on specific needs and 
personal demand. “Growth of sales via smartphones and tablets has been significant, with store-based 
retailers reporting an average 135 percent year-over-year growth in sales from smartphones, and 86 percent 
from tablets” (NRF). But while consumer confidence is the highest it has been in seven years, retailers are 
divided over the state of the economic recovery. Sixty-one percent see an uneven recovery that favors the 
well-to-do more than middle and lower income consumers (Forbes Insight, Oct 2013).

The rapid change taking place in the retail industry puts significant pressure on the aspiring exporter. More 
than ever, the US retail market is demanding and competitive. Nonetheless, there are universal marketplace 
demands that remain unchanged and must be met in order for any exporter to be successful in the US retail 
market.
 
 Product Line:  A well-made product that meets the needs and expectations of the target market
 Price: Realistic prices that reflect an understanding of the competition
 Service: Good service is key to developing long-term buyer relationships
 On- me delivery: Buyers are not obliges to accept late deliveries 
 Quality: Poor quality is subject to refusal by buyer 

A studied understanding of the US retail market will significantly improve an exporter’s opportunity to devel-
op business relationship with importers and direct-import retailers. 
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Understanding Export Distribution Channels

“In planning to export, the 

artisan-based enterprise 

must first research the 

potential market to 

determine if there is a 

market for their product.  

“

22ution Channels





Selecting a distribution channel for your product is closely connected with your marketing strategy. Once your 
target market has been identified and defined, you will then need to determine how to get your product to 
that target market or end user. The movement of your product to the end user is called distribution. The 
distribution channel consists of a series of unrelated intermediaries or middlemen that have a role in moving 
your product from the production site or workshop to the final consumer. You may or may not have contact 
with any of these intermediaries, but each time your product passes through an intermediary, costs are 
incurred. These accumulated costs will be included in the final price the end user will pay for your product. 

In the traditional distribution channel model for artisan-made products, each of the key players in the process 
have defined roles and related responsibilities. In this model, there are three intermediaries between the 
finished product and the end user.

Ar san/Producer: The artisan or producer is responsible for all aspects of production, quality control and 
on-time delivery of orders. Buyers also look to artisans/producers for product development, including the 
application of new materials and unique skills.

Exporter:  The exporter must have deep understanding of export/import regulations and requirements. The 
exporter is responsible for seeking new buyers, maintaining timely communications with buyers, negotiating 
orders, managing all necessary export documentation, packing, labeling, and delivery of goods to the port of 
departure as well as managing timely payments from buyers. The exporter may also need to participate in 
financing the artisan/producer’s production.
  
Importer/Wholesaler: The importer/wholesaler is responsible for freight costs and the oversight and payment 
of all importing activities, including customs clearance, import duties and delivery to a warehouse. Additionally, 
the importer/wholesaler is responsible for maintaining inventory for all sales and marketing activities directed 
to the target market, including trade shows, showrooms, catalog and delivery of products to retailer. The 
importer/wholesaler will usually have to include a deposit with each purchase order.
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Retailer: The retailer is responsible for payment of goods to the wholesaler, including shipping from the 
wholesaler’s warehouse; for maintaining one or more retail store locations and/or an online store, or a mail 
order or online catalog; as well as attracting customers and providing customer service.

Consumer/End user: The consumer’s responsibility is to enjoy and use the product.

The advantage of the traditional distribution channel is that the key players are specialists in their area.
The producer need only focus on the product and is completely free of any costs or responsibilities related to 
selling the products. Meanwhile, the importer/wholesaler is well-informed about current retail industry 
trends and the needs and demands of their target market. They are able to create demand across the market 
for products through active marketing and selling at trade shows, employing sales representatives and having 
an online presence. The importer/wholesaler is also able to sell products in different quantities, making it 
easy for retailers of all sizes to include a product in their retail offerings. 

While the traditional distribution channel continues to be effective, a flatter distribution 
channel has evolved, eliminating one or more of the key players from the traditional 
distribution channel. Both the expansion of large mass market retailers such as TJMaxx 
and Target, and the drive for lower prices, have favored the flatter distribution model.  
Large national retailers have dedicated import departments managing the logistics of 
importing in-house, eliminating the need for independent importers. Meanwhile, with 
today’s ready access to market information, exporters have a more sophisticated under-
standing of market demands, thus enabling them to more effectively meet the needs of 
direct importer-retailers. It is no longer unusual for exporters to participate in internation-
al trade shows, seeking to attract these direct-import retailers.

Over time, rapid advances in internet activity, social media, international transportation choices and shipping 
alternatives, such as FedEx and DHL, have also led to expanded opportunities for smaller retailers to import 
directly. In the flattened distribution channel model, there is only one intermediary between the finished 
product and the end user as the responsibilities of the importer/wholesaler are redistributed between the 
producer/exporter and the direct importer-retailer. The importer/wholesaler has been eliminated in this 
distribution model. 

While the distribution channel may have flattened, the detailed activities of exporting and importing remain 
unchanged. In order to make the shorter distribution channel function productively, all the necessary activi-
ties and responsibilities have been redistributed. 
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Producer/Exporter: In this flattened distribution model, more responsibilities are assigned to the producer/ex-
porter. Traditionally responsible for all aspects of production, quality control and product development, the 
producer/exporter must also promote and market through tradeshows, manage sales and buyer relationships, 
as well as manage packing, export requirements and all shipping activities related to export.

Direct-Import Retailer: The direct-import retailer is responsible for all importing logistics and the costs related 
to shipping, customs clearance, import duties and inventory distribution. They are also responsible for mainte-
nance of retail venues or any combination of retail venues (e.g., brick and mortar, online store or mail-order), 
marketing and sales, and customer service to the end user.

The advantages of the flattened or shorter distribution model are largely enjoyed by the direct-import retailer. 
By eliminating the importer-wholesaler, there are direct savings to the retailer resulting in a larger profit 

margin. Additionally, the imported products are moved into the market faster, potentially creating more 
demand. Despite considerable additional responsibilities and costs for the producer/exporter, the potential for 
increased profitability is greater through efficiencies made possible in the production of large orders. This 
increase in profits, however, is dependent on the producer/exporter’s access to financial resources to fund the 
cost of increased production and staff, because the direct-import retailer generally does not include a deposit 
with a purchase order.

The direct-import model may be more challenging for smaller retailers. There are minimum charges in the 
export/import process, regardless of the size of an order. As a percentage of the total value of an order, 
shipping costs and/or duty fees for small orders may be disproportionate and therefore are often not 
cost-effective because the retailer cannot price the product competitively. However, it may work in the 
higher-end retail market because end-users are prepared to pay higher prices for high quality and distinctive 
artisan-made products.

Another possible distribution model is one which there is no intermediary;  the artisan/producer sells and 
ships directly to the end-user or perhaps a small retailer, having first met the potential buyer through the 
artisan/producer’s website. Often employed for unique and/or expensive products, this model is the least 
popular because the producer/exporter is often faced with payment, language and/or logistics challenges. The 
model is not recommended without a third party e-commerce platform, one that offers some level of protec-
tion for both seller and buyer.

In planning to export, the artisan-based enterprise must first research the potential market to determine if 
there is a market for their product. In doing so, the choice of an appropriate distribution channel becomes part 
of the marketing strategy. After a realistic analysis of their resources and capacity, and an understanding of the 
selected international market, the artisan-based enterprise should then carefully consider the most appropri-
ate distribution channel to best match the product to the desired target market. 

In order to build a stable and successful export business, it is important and necessary to answer the following 
questions in detail before starting any export activities. Doing so is an investment of time and effort that will 
bring long-term dividends for any artisan-based enterprise.   
  
  What are the related costs? 
  What is the potential sales volume? 
  What are the expected profits? 
  Is there more than one suitable distribution channel model?  
  What terms of sale are associated with each distribution channel model?
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Global Opportunities & Trends 
for Handmade Products

“Demand for handmade 

products, and specifically 

products made by 

overseas artisan enterprises 

and organizations, is at an 

all-time high.    

“

33





 
This section examines how U.S. demand for global handmade and artisan products is growing by discussing 
three topics:

  Consumer trends in the U.S. market today;
  U.S. consumer perception of handmade and global artisan products; and 
  Examples of global handmade products in the U.S. market today.

 
 
 Demand for handmade products, and specifically products made by overseas artisan enterprises and 
 organizations, is at an all-time high.  Interest from consumers and buyers is stronger today than it has 
 been in 20+ years (or as long as ByHand Consulting has been working in this field).  

What market trends are influencing consumers’ and buyers’ interest in handmade and global artisan products?

 Consumers are looking for ways to express their individuality.  They want to be different. This is the 
 “anti-trend trend.”  Consumers don’t want to appear to be following trends.  They want to differen-
 tiate themselves from the mainstream by seeking out products that are not widely available in the 
 market, and products that are unique or limited edition.  In this case, different and unique is “trendy. ” 

 Retailers are not just selling a product, they are also selling information about the product.  Consumers 
 want to be engaged with information about products when they are shopping.  They want to know the 
 stories behind the products.  Why is the product so interesting and unusual?  Additionally, retailers are 
 looking for ways to keep consumers engaged in their stores or on their websites; they want them to 
 spend more time browsing and/or shopping.  Information about products keeps the consumer’s 
 attention longer, whether it’s print materials, displays in stores, videos on websites, or through social 
 media. 

  Because of smartphones and other devices, consumers have immediate access to information – no 
 matter where they are.  Consumers will cross-reference information about products on their phones  
 and devices while they are in a store.  They will read reviews, get notices through social media, and 
 investigate through independent sources before making a purchase.  This means that a consumer may 
 look at your Facebook page or your website (from a hangtag on your product) while they are shopping 
 in a store and looking at your product.  This mobility of information provides you with additional oppor
 tunities to tell your story.

Demand for handmade products, and specifically products made by overseas artisan enterprises and
organizations, is at an all-time high.  Interest from consumers and buyers is stronger today than it has 
been in 20+ years (or as long as ByHand Consulting has been working in this field).  
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 After the tragic events in the Bangladesh garment factory in early 2013, U.S. consumers increasingly 
 want to know where their products were made, who made them and whether they were made in a 
 safe environment.  They are demanding transparency; they are demanding that retailers tell them 
 where products are made.  This is a big change for retailers who have historically tried to hide their 
 production sources in fear of being copied.  This transparency provides new opportunities for your 
 company to be profiled and seen by the consumer as an enterprise that employs good business  
 practices.

 A growing portion of U.S. consumers are making purchasing decisions based on the perceived social 
 impact of products.  A recent study showed that 69% of consumers are more likely to buy from a 
 brand that promotes itself as socially responsible.  Another 2013 study reported that nearly 30% of 
 consumers say that they expect to increase the amount of goods and services they buy from socially 
 responsible companies, up from 18% in 2012.  Products that “do good” are being noticed.  

“Handmade & Ar san” Defined

How do handmade and artisan products fit into these trends?  How do these trends create new opportunities 
for overseas artisans interested in entering or expanding their presence in the U.S. market?  

First, we need to look at how the U.S. market defines handmade and artisan products.  What does handmade 
and artisan mean?

 Handmade & Ar san = Provenance.  Handmade and artisan products are marketed to highlight the 
 origin of the products – what country they are from and knowing who made them.  This could be as 
 simple as saying, “made by a women’s cooperative in Guatemala.”  The consumer immediately 
 understands where a product came from and may be inspired to learn more.   This communicates 
 content and transparency. 

 Handmade & Ar san = Not mass-produced.  Handmade products are not made in large quantities.  
 Artisan products are quality products.  Because they are quality products made in small quantities or 
 have limited production, they are seen as exclusive.  This exclusivity appeals to consumers’ desire to 
 have a product that is unique, that no one else has, and that expresses the consumers’ individuality.  

 Handmade & Ar san = Preserving Culture and Suppor ng Communi es.  When handmade products 
 are marketed with information about the origin of the materials, and the techniques and motifs used, 
 consumers see how the product is preserving the unique culture of its makers.  Preserving culture has 
 become a key buzzword in the design community.  Designers worry about a move towards 
 homogeneity in the market place are particularly drawn to artisan products. 

 Handmade & Ar san = Impact.  Handmade products are perceived as being eco-friendly or environ-
 mentally friendly.  The handmade product industry can also provide economic opportunities for 
 women, and help generate income for rural communities. People do not perceive handmade produ- 
 ction the same way they perceive factory production. Artisan and handmade products can make an 
 impact in local communities worldwide.
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Global Handmade Product in the U.S. Market

Demand for handmade and artisan products has increased, and the buyers and companies working with 
artisan producers have become more diverse. 

  Major retailers promoting handmade and artisan products – and their producers.
  Designers and brands collaborating with artisan producers in co-branded product lines.
  New online marketplaces that are capitalizing on the popularity and value of handmade and 
  artisan products.
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Product Development and Design

“Good design and 

product development is the 

most important way to 

differentiate ourselves from 

our competitors.    

“

44





Good design  and product development is the most important way to differentiate ourselves from our competi-
tors.

Product Development and Design is that competitive advantage that sets a company apart in the global 
market. Within the global economy, the highest performing companies see design as a strategic asset. It 
becomes the core to their businesses. For those companies, design is more than aesthetics-it’s competitive 
intellectual property.

Product Development and Design is the process of bringing a product to market. Product Development   
and Design is key to maintaining and growing a successful business. You cannot rely on past successes for 
future sales, because buyers are always looking for something new. By providing continual updates, you can 
stay current with buyers’ needs and market trends. 

The purpose of product development is ultimately to increase sales for your business. As well, it is an opportu-
nity to shape your identity in an increasing global market.

This chapter will help you understand:
 The importance of product development for your business; 
 The essential components of a product line;
 The steps in the product development process; and
 The timeline for a product introduction.

 
 Innova ons Sells
 
 All products have a lifecycle. Some products may sell well for a few months. Others will have a long  
 life span and last for years. The market demands new products and artisans have a competitive advan-
 tage in creativity.
  
 Innovative Products and/or Design: 
  
  Maintain the interest of your customers
  Keep you sensitive to your customers‘ needs
  Increase sales and expands your markets
  Help you penetrate new markets
  Keep your identity fresh and moving forward

 

Product Development and Design     I    25 

PRODUCT DEVELOPMENT AND DESIGN

DEVELOP KEY LEARNING POINTS

1.



 

 Components of a Successful Product Line
 A product line is a selection of 5-25 products, usually within one product category, with complemen-
 tary elements. A good way for a company to try to expand its business is by developing a new product 
 line or adding to its existing product line. A product line gives the buyer, retailer, and/or consumer 
 more choices. Successful product lines share a number of common elements, and they are: 

  Form and Function
  Color
  Pattern
  Texture
  Size
  Mixed Materials
  Price
  Packaging

 The Product Development Process
 The most effective product development involves all of the stakeholders-designers, artisans, ex-
 porters, importers, retailers. Working in collaboration towards the same goals, and understanding 
 the needs of everyone involved in the value chain or larger context, ensures the chances of a success-
 ful market entry. When developing your product development strategy, you must:
  
  Identify your target market and customer.
  Research the lifestyle trends of your target customer.
  Ask your customers about best sellers and expand upon them.
  Look for inspiration.
  Research your competition.
  Develop concept boards.
  Develop sketches and prototypes.
  Analyze production, materials, and costs - make adjustments!
  Develop complete samples sets and counter samples.
  Create marketing materials.
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 Product Development for the Tourist Market
 When developing your product for the tourist market, you must consider the following characteristics: 

  Uniqueness
  Reflection of culture and place
  Telling of a story; reminds customers of travels
  Smallness so it fits in a suitcase
 

 Calculate costs 
 The Ex Works Price is the first level of pricing in artisan/producer and exporter/buyer relationships. 
 The Ex Work Price or EXW requires the artisan/producer to deliver goods at his or her own place of 
 business. All other transportation costs and risks are assumed by the buyer. Figure 2 illustrates how to 
 arrive at the Ex Works Price. For a detailed explanation on the other terms used in this calculation, 
 please refer to Section 8: Costing and Pricing for Profit.

 

 

 Important Considera ons in Crea ng a Product Development Strategy
 Having a clear understanding of variables in each project will help guide and determine your product 
 development strategy.
  
  Production Capacity - can your production support the demand?
  Skill Level - What are the artisans’ strengths and capabilities?
  Seasonality - In What season (weather and/or holiday) will your product be used?
  Raw Material Availability - What is available locally?
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Material costs 
(raw materials, labeling, and packing)

Direct labor costs

Overhead 
(rent, utilities, supplies, administration)

Profit margin

Careful consideration of 
what your buyer is willing to pay 

EX WORKS PRICE

+

+
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 Countdown to shows and Exhibi ons
  
  Six to Nine months prior to the show
   Design product
   Test product
   Create product samples
 
  Three months prior to the show
   Pricing product
   Coding product
   Shipping product
 
  Two months prior to the show
   Photograph product (for promotion)
 
  One month prior to the show
   Create price sheets
   Plan booth
 

Having a good product development strategy is essential to the long-term success of your business. One of 
the most important things to remember is that product development is in an ongoing process. If you want to 
be successful in the market, you have to design for the market.
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Trends in Color and Design 

“This season’s colors are 

deeply influenced by 

nature and its basic 

elements - Fire, Water, 

Earth, Air, and Sun.     

“

555





 

Forecasting trends and colors is a complex and important process that can take place more than two years in 
advance of the season in question. Forecasting is observational, the study of all things around us, sociological, 
political, economic conditions, art, travel etc. Manufacturers, designers, product developers depend on these 
forecasts, knowing that color can be a deciding factor in whether or not a product is successful. For example, 
the following trend forecast for Spring 2015 clearly represents our concerns for the environment, passion for 
adventure, multi-cultural influences in food and apparel as well as the pursuit of simplicity and peacefulness.

Consumer trends are, at their heart, an essential part of uncovering innovation opportunities. Otherwise, 
they’re just intellectual interests -  diverting, pleasant and entertaining but with little real purpose. Yet we 
frequently hear that “trends” feel mysterious and opaque. However, it doesn’t have to be that way.

If you can break down the information you are constantly gathering/absorbing from nature, culture, social 
mores, pop culture, market reviews, etc. into the following categories it will help you to identify trends that can 
impact your customer, your products and, therefore, your business.

 
 Analysis: 
  What are the needs/desires of your consumer and which of these needs does this trend 
  address?
  Why is this trend emerging now? What is changing?
  What new consumer needs, wants and expectations are created by the changes you have 
  identified? Where and how does the trend satisfy them? 
  How are my competition/other businesses applying the trend?
 
 Application:
  How or where can you apply the trend to your business or product?  
  To which consumers/products can you apply the trend? 
  What will you have to change/adapt to apply it?
 
 Begin your innova on! Use the information that you have acquired from your analysis and apply all 
 that you have learned to help you design/innovate your product.

When we delve deeper into the world, we look at life differently – our connection to others, our communities, 
our world, the nature, our health and wellbeing, as well as of those whom we love. When designers and 
creative people look deeper into their minds, they are exposed to things previously unseen; opportunities and 
possibilities become apparent. We see anew! We see new textures, colors and materials, as well as new 
realms, inspirations and interpretations.
 
When we delve deeper into our product and service offerings, we castoff products and services that no longer 
resonate to us and/or our consumers. As we enter unchartered territory, we boldly blaze new paths following 
our intuition and tapping into what is essential. As an example, there are health devices now available in the 
market that are worn like jewelry, blurring the lines between art and science & technology.
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DELVING DEEPER - MINING OUR MINDS



Color trends vary by season. This season’s colors are deeply influenced by nature and its basic elements - Fire, 
Water, Earth, Air, and Sun. We see fiery facades that are literally burned and burnished. We see watery 
influences in the proliferation of vivid blues as well as blurred and distorted patterning. We see earthy 
influences from harvested crops in neutrals induced from core grains, seeds, millet and wheat, and from 
mined minerals like marble and stone. We see airy swirls that draw our eyes upward searching deeper into 
the heavens. We see  saturated hues and blinding brights that are influenced by the sun’s color.

Described below are some popular colors this season and how they can be used in products.

Vegetal Green – Offering a taste of the tropics, these verdant, vegetal, leafy Greens inspire jungle vacations. 
This is a succulent shade of budding beauty. The color green has always focused on nature in some way. Now 
we look deeper into the jungle, where light play dances on the leaves and is absorbed. Greens 
continue to be used in combination, blurring into each other. Texture is key in every possible application. Like 
the jungle, one level is not enough.

Sultry Coral –  Sultry Corals and comely clays warm the palette this season. Note the reddened and warmed 
cast to these tones that keep the color lively. The heat of global warming reddens this side of the palette. The 
bright citrus orange of today will deepen and become more full. Taking its cues from current accessories, we 
see stools and accent tables that are leather-bound and studded, and bold ceramics and glass that are vibrant 
and energized. 
 
Twilight Blue – Twilight Blue is a new and nuanced shade of blue. Truly a mid-tone with hints for red and gray, 
it remains as cool as a poolside breeze. While others spend time examining the reflective waters and offering 
up cooling tones from the ocean’s depth, we look to the skies where the blues are not only reflective, but also 
subtler, owing to the play of light in the atmosphere. Greyer, yet far from dull, this color draws from the final 
blushes of blue at day’s end. Materials offer light play and reflection alongside plush and saturated versions. 
Calm fills our souls and we sigh at twilight. Releasing it all to the new day. 

Sulfur Yellow – With a nod to science, sulfur sours into a whitened cast with a close-to-neon brightness. 
Warmed and unearthed chemical properties create this color naturally. We mine this mineral tone to add 
a bright burst and liveliness to the palette. 

Textured White - White is always popular at this time of year, but this has been a year of whites continuing 
straight thru from winter, so there are nuances that update white for this season. We see tactile, textural 
techniques of whitewashing that are not often seen. A peaceful harmonious palette of shade and shadowed 
whites offer us serenity, casting a web of intrigue and interest, hiding and covering. We are called to reach out 
and engage with these products. 
 
Peony Pink - The continuing importance and impact of women on everything from corporate culture 
and political influence, to popular pop princesses continue to propel the color pink. Like orange, 
it will ripen and deepen with red heat to shift it from fuchsia to a vibrant and warmed hue drawn 
from the petals of peonies. Again, patterns are blurred, faded and ombres are seen in new combinations - 
pretty and feminine. A bold and unmistakably passionate pink!
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Ashen Metallic - Gray Ash is burnt and smudged. This tone of metals goes deeper than pewter 
and is more saturated than silver. Textured and manipulated, it calls us to think differently about surfaces - 
Crinkled, wrinkled, mottled, and mosaic. Ashen metallic is used in sheen, high shine, polished and reflective 
surfaces.

Copper Tone Crush - Copper tones add sunny warmth to metals. They are glossy and gleaming and often 
worked with added texture including cracks or hammered and dented surfaces for tactile engagement. 
Mixed and manipulated materials recall desert surfaces or fiery molten lava, melting and modern. 

Peaceful Pastels – This color palette is made up of sweet shades of ethereal pales. It is a combination of color 
reflections that are barely there and fragile. The tints and tones of this palette with “pearlized” and iridescent 
finishes recall reflections and minimal movement on water. The delicate and oil-slicked surfaces invite a deeper 
look into our own reflections.
 
Ice Cream Mid-tones – This color palette is made up of nuanced mid-tones that are at vibrant and hazy. The 
beauty of this palette is that it sits perfectly in either a cool and creamy mindset or a warmed and 
sundrenched one, offering something for everyone.  
 
Moody Mid-tones – Lush and earthy mid-tones are intrinsically drawn from nature’s palette found in a desert 
sunset and naturally cut semiprecious stones. Tints drawn from vintage glazes and desert clay offer artistically 
inspired colored neutrals that allow for longevity. These colors make a statement that is lasting and can be 
used again and again. Melded, blurred and layered, these succulent tones reflect warmed earth and light play 
in the desert.
 
Boisterous Brights – Bold, beautiful, Boisterous Brights shout out loud “We are saturated and sunny!” This 
palette explodes into spring and clashes in riots of colors in combinations that often bleed into each other in 
fun and fabulous, playful and punchy interpretations.
 
Berrylicious Stains – This color palette depicts deliciously rich beets and berries, saturated and stained. Sump-
tuous and stunning, this palette works well together on a white or off white base. This color range is ideal for 
textiles, utilizing natural, eco, and organic dying techniques.
 
Beetle Wing Darks – Beetles produce gorgeous deep shades from nature’s palette on iridescent wings. Glass  is 
the medium to show off new finishes and techniques ranging from clear and colored to frosted and sparkling. 
Traditional use of wings is an ancient Asian craft technique practiced in Myanmar, India, China and Japan. They 
are used on clothing and décor.
 
Simple Stony Tones – Stony, concrete tones, with slight hints of color make for a subtle neutral palette with a 
ceramic heft. Organic and subdued this earthy palette is natural and simply sophisticated. It reminds us of core 
staple grains like wheat, millet and corn. It has a relaxed and soothing appeal that works well with almost any 
other color range.
 
Positive Negative - Black and white together continue in geometric patterns, clean lines, and architectural and 
symmetric patterns. The balance of color does not always have to be even, creating more visual interest and 
tension. Hard edges and straight lines lead the trend, but blurred versions are also apparent.
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Print, pattern and surface can add story, meaning and extra depth to your product. These are the trends this 
season:
 
Romantic Florals – This season, the focus is on foliage with stems still intact. We look deeper into the garden 
to see how it grows. We add leaves and buds for more detailed depictions. Feminine and pretty, with softly 
colored backgrounds, they work well on wallpaper and on everything from textiles to tabletop. They are 
sweetly surprising on furniture.
 
Complex Stripes – Bold, linear, multicolor arrays of stripes are playful and pack a powerful punch. They 
combine all the Spring and Summer hues, working well in small tight repeat, allovers, engineered, borders, or 
placed.
 
Simple Stripes – Clean stripes and crisp lines add a classic style to home décor and accessories.
 
Mad for Mandalas – Mandalas are geometric figures (symbolic wheels) that represent the universe in Hindu 
and Buddhist traditions. They replace last year’s medallions. Circular and complex, we see them as multicolor 
and madcap. Adorning all from textiles to ceramics, these decorative motifs represent our search for 
completeness and self-awareness.
 
Passion for Pachyderm – A pachyderm is a very large animal with thick skin, such as an elephant. These 
magnificent animals intrigue us and inspire us.  They are playful and colorful, patterned and pretty. As we 
delve deeper into the animal kingdom they are hard to miss. The playfulness of their  ‘trunk play’ influences 
design as either functional or ornamental.
 
Fractured Graphics – Pieced and placed, powerhouse precise graphics are armed with architectural influenc-
es. Often boldly colored, with sharp-edged shapes, they enliven any space by adding a dash of art-infused 
style.
 
Cut It Out – Laser Cut materials marry the marvels of beautiful pattern play with particularly intricate 
cutwork. Stack up the florals for fabulous texture or go wild for geometrics, the harmony of technology and 
creativity cannot be overstated. Either manually cut or machine made, the delicate final product never ceases 
to amaze.
 
Water Works – This pattern depict aquatic influences and blurred blue imagery. These inky indigo hues are 
showing up in stitched and blown in glass, inlaid in mixed materials, or in hand-dyed indigo-stained tiles, or 
even in water art.
 
Strata + Stone – When we look closely at a cut stone, we discover nature’s blurred and organic streaks and 
striping – imperfections and visual texture, cracks and crevices, earthiness and rawness. Comprised of the 
grays that continue to be an important neutral and white, this is a simple palette that has a high impact.
 
Light As Air – This pattern depicts smoky swirls dancing and spiraling upward. “Light as air,” they wind upward 
coaxing us to follow them to higher heights. Seeking solace, they lull us to into stress-free strata, feeling free 
and floating.
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Galaxia – This pattern evokes universal truths, starry nights, and celestial style. Far-flung galaxies and night sky 
stargazing inspire our imaginations and imagery.
 
Blackened + Burnt – Black continues to be a neutral of choice with deep, dark drama. Lava and stone that is 
naturally created in nature come to the fore as well. Fire transforms and informs the texture, the finish and the 
form. The charred and blackened, burnt and burnished look is chic.
 
Dip It – Clean, light-colored wood and simple forms delve into another level of design when dipped! Adding a 
splash of controlled, two-toned color causes creative combinations that are particularly playful.
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Green and Sustainable 

“Sustainability isn’t just a 

concept but a 

conversation. It’s an oppor-

tunity to give VOICE to 

what matters. It’s a charge 

and a mission to reduce a 

carbon footprint while en-

larging our personal im-

print.     

“

666
-Susan Aplin, Bambeco 

Co-Founder & CEO





 

The sustainability or green attributes of handmade products need to be stated. Their stories act as a form of 
branding for small companies with limited brand awareness. It can help the small company gain a competitive
advantage against larger, more established companies

What is a “Green” Product?
Green products promote environmental awareness, social awareness, are biodegradable and recyclable and 
can be made from natural, environmentally friendly or recycled materials. Green products are the result of 
incorporating the principle of sustainability into production.

What is “Sustainable” in the Handmade Market?
Sustainability can be described in many different ways depending on the context in which it is being consid-
ered. In relation to the handmade sector of the gifts and decorative accessories industry, some of the most 
important aspects to consider are as follows:

 Sustainability is a consumer-driven trend that is receiving lots of attention. With consumers thinking 
 more about what they purchase, how much they purchase, where they purchase and why they 
 purchase, a strategy of sustainability is essential.
 
 
 Sustainability is long-term in both outlook and application. Benefits can be immediate.
 
 
 
 Sustainability presents an opportunity for brands to develop positive SCA’s (Sustainable Competitive 
 Advantages) that benefit the business as well as improve society’s overall quality of life.
 
 
 Marketing is key to any successful business strategy. As a business strategy, sustainability requires that 
 we inform, educate, inspire, interact and engage with consumers to win their support.
 
 
 A key element of sustainability in the handmade sector involves strengthening the connections in the 
 supply chain to create a “connection” between producer and consumer.

Sustainability is a business strategy that drives long-term growth and profitability by manda ng the inclu-
sion of environmental and social issues in the business model. A strategy of sustainability requires a commit-
ment to continuous improvement through objective inquiry and a willingness to change. This chapter is 
intended to initiate an inquiry into the organization that you are committed to improve. The hardest questions 
to answer are key indicators of those areas needing most attention. It is as important to identify and acknowl-
edge those areas where you are experiencing success (strengths) as it is to focus on those areas needing 
improvement (weaknesses). You will examine 6 areas of your business to gain a deeper understanding of 
sustainability as it relates to your organization. You will then use the inquiry to do a Sustainability SWOT 
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(Strengths, Weaknesses, Opportunities, Threats) Analysis of your business/organization, as it exists today. The 
resulting analysis will be used to guide your organization to greater levels of success through improvements in 
creating a balanced, sustainable business model.

 Physical Resources – As producers of goods, the nature of business involves the consumption of 
 resources and materials. Understanding your sources of supply is important for implementing best 
 practices as well as for marketing.
  What types of materials are used? How are they sourced? From where? By whom?
  Is the business actively involved in or supporting the replenishment of resources at a rate 
  greater than or equal to that at which they are consumed?
  Does the business reuse, recycle, reprocess old materials in the production of its products? 
  Could it?
  Are toxic materials used in production? Can they be replaced with ecofriendly alternatives?
  How can valuable or scarce resources (e.g., water) be conserved throughout the production 
  cycle?
 
 Human Resources – Handmade products are a way of sharing the creative human spirit. When we 
 nurture and value this creative human spirit, people flourish in a cycle of giving and receiving.
  What investments are you making so that you can adequately meet the needs of your 
  stakeholders?
  What are the working conditions like for the people that produce the products you sell?
  What are you doing to nurture and build long-term relationships with your producers, 
  employees, suppliers and customers?
  Are you communicating, educating and involving stakeholders to make a sustainable 
  difference?
  How do you share the benefits of a sustainable business strategy?
 
 Produc on – Small-scale, handmade production can benefit greatly from simple principles of mass 
 production and from organizations or resources that enable producers to do what they do best. 
 Improving efficiency in production leads to improvements in sustainability.
  How can design be used to influence and improve sustainability?
  How can production processes be improved and made more efficient? What barriers stand in 
  the way of greater efficiency?
  Are producers supported in ways that allow them to focus on doing what they do best?
  Where can support be offered to help increase productivity and reduce production 
  expenses?
  How is the product packaged?
 
 Logis cs – In the production of global handmade goods, transportation often represents a significant 
 portion of the total cost of the product. There are large profit implications for small businesses with 
 respect to logistics costs. The goal is to maximize profit while minimizing the impact of CO² 
 emissions.  
  How much lead-time is needed to minimize the logistics costs associated with fulfilling 
  an order?
  Will a customer pay more for a product if total logistics costs can be lowered?
  What are the finance and capital investment implications of lowering total logistics costs?
  When is air freight the better option?
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Airfreight is far quicker and safer and less likely to be delayed than sea freight. It is also, on average, 7 times 
more expensive than sea freight and emits approximately 30 times more CO². The following table shows the 
amount of CO² (in grams) emitted per metric ton of freight and per km of transportation: 

Total logis cs cost is the sum of transporta on cost plus the inventory holding cost.  

 Marke ng – As stated in the beginning of this chapter, the sustainability or green attributes of hand-
 made products need to be told by creating emotional connections with consumers, and helping them 
 understand how their purchases make a difference.
  What sustainability attributes does your company/products have?
  How does what you do make a difference?
  How does your sustainability story make your product unique?
  How are you labeling your product to communicate the positive impact you are having on 
  the world?
  How does your story add value for the consumer?
 
 Profitability – Without a profitable business model, no business is sustainable. Small enterprises lack 
 the economies of scale needed to take advantage of global production and distribution systems. Profit 
 is probably the most important sustainability consideration for small businesses.
  At what level of profit is your business sustainable?
  What level of profit allows for you to invest in growing your business?
  What growth rate is sustainable?
  What amount of profit will allow you to achieve your economic goals?
  How does operating a business and employing a strategy of sustainability impact profit?

Taking your responses to these questions into consideration, use the box chart (Figure 2) to list the Strengths, 
Weaknesses, Opportunities and Threats as they relate to a strategy of sustainability for your business.
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Air plane (air cargo), average Cargo B747 

Modern train 

Modern ship (sea freight) 

Modern lorry or truck

Modern ship (sea freight) 

500 g

60 to 150 g

30 to 100 g

10 to 40 g

55 g
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Internet and Marketing 777
“A company website is a 

must-have for any 

company that is in 

business.    

“





By the turn of the century, internet marketing has become mainstream. That means, if you are in the business 
of selling anything – product or service – and want to compete with the rest of the world, it is a necessity, not 
an option, to venture outside the traditional marketing techniques such as television, radio and print. Internet 
marketing, also called internet marketing or online advertising, is any tool, strategy or method of getting your 
company name out to the public. No matter what method of marketing you are working on, it is important to 
have an overview of marketing, beginning with the Marketing Mix.

Marke ng Overview
The Marketing Mix is a business tool used in marketing and by marketers. The marketing mix is often crucial 
when determining a product or brand's offer, and is often associated with the four P's: 
 
 Price – The value that is put for a product.
 
 

 Product – The item actually being sold. 
 
 

 Place – What you want is Where your product is found; the location or by what means it is available.
 

 
 Promo on – Encompasses all of the methods of communication that a marketer may use to provide 
 information to different parties about the product, such as advertising, public relations,  
 word-of-mouth.
  
  Advertising covers any communication that is paid for, from cinema commercials, radio and 
  internet advertisements through print media and billboards.

  Public Relations is where the communication is not directly paid for and includes press 
  releases, sponsorship deals, exhibitions, conferences, seminars or trade fairs and events.
  
  Word-of-mouth is any apparently informal communication about the product by ordinary 
  individuals, satisfied customers or people specifically engaged to create word of mouth 
  momentum. Sales staff often play an important role in word-of-mouth and public relations.
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The Golden Circle is a marketing concept popularized by author Simon O. Sinek. According to TED (Technolo-
gy, Entertainment, Design), it is “a simple but powerful model for inspirational leadership all starting with a 
golden circle and the question; Why?"
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The 5 Whys is a repetitive question-asking technique used to get to the root cause of any problem.

The Internet & Mobile Marketplace in the Sharing Economy

The economy post digital considered a “Sharing Economy” which is a socio-economic system built around the 
sharing of human and physical assets. It includes the shared creation, production, distribution, trade and 
consumption of goods and services by different people and organizations.

The following are the top players in the US e-commerce market for sustainable & fair-trade artisan made 
products. Keep an eye on these sites – how they navigate, what they sell, when they sell, at what price point, 
what are their seasons, what is on sale, what is positioning, etc.

 www.serrv.org
 www.viaterra.com
 www.bambeco.com
 www.hipcycle.com
 www.greenheartshop.org
 www.tenthousandvillages.com
 www.novica.com
 www.westelm.com
 www.uncommongoods.com
 www.harabuhouse.com
 www.branchhome.com
 www.thegreatergood.org
 www.gaiam.com
 www.etsy.com 
 www.vinemarket.com
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Crea ng Your Company’s Website
A company website is a must-have for any company that is in business. Having World Wide Web presence 
means potential and current customers worldwide will have access to your products and services 24/7 at 
their own convenience. 
The more attractive your website, and the more accurate it can tell your story, the better impression it will 
make on new customers. Your website should give an idea of exactly:
 
 1. What kind of business you are in – products and/or services;
 2. What kind of products and/or services you are offering; and 
 3. To whom are you offering your products and/or services.

Follow these steps when creating your company website:
 
 Ask yourself what is the purpose of your website – 1) To promote your company; 2) to promote your
 products; and/or 3) to sell online? It could be one or two of three, or all three! Your answer to this 
 question will determine what type of website you will need for your company – 1) Online Brochure; 
 2) Online Catalogue; and/or 3) Online Store.
 
 Choose a web hosting company, such as 1and1 (or 1&). This service allows your company to make 
 your website accessible via the internet. If you are planning to sell online, make sure that the compa-
 ny you choose has the capability to process credit card transactions.

 Choose a web platform, the CMS (Content Management System) software used to create your 
 website. The most popular CMS is WordPress. 

 
 Build your website. To cut your costs, especially if you are just starting your business, you can do it  
 on your own by using the basic template usually provided by your hosting company. If you plan to 
 sell your products online, it is advisable to hire a web design expert, such ArtifexSolutions. Average 
 cost is about $500-$3,000. If there is a university or college nearby, you may want to explore offering 
 internship to a Communications student.

 Keep your website up-to-date! Update not only your products and prices but also your “look.”

Website Best Prac ces for B2B Small Businesses

You can have the best-looking website in the block but if 1) it is not user-friendly; 2) it does not show up in 
Google search; and/or 3) it is too slow, all the time and money spent on your website has come to naught. 
The following are a compilation of best practices on website usability, ranking and performance.

 Usability
  Know your audience
  The fewer the clicks the better (Get users the info quickly)
  A call to action on every page
  Built to scale
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  Stay fresh and be of value (cut the noise)
  Keep design simple and clean
  Skimmable text using spacing and bullets
  Speed of system and quick redirect when error messages occur
  Strong storytelling images and video

 Ranking – Paid versus Organic Searches: SEM (Search Engine Marketing)
 Paid Searches/Google Analytics utilizes Ad Words, PPC (pay-per-click) and key words.
  Must have an account and manage it regularly 
  Must imbed keywords into your pages (SERPS) Search Engine Results Pages
  Google offers video tutorials (www.google.com/analytics/) – Take them!

 Tips to increase organic search ranking: SEO (Search Engine Optimization):
  Pool your votes in Google (http:// vs. www.) with a permanent redirect (known as 301) from 
  one to the other (See article “10 Ways To Improve Your Google Rank” on www.forbes.com)
  Use Google Alerts so you are sure any mention of your site counts & links back
  Testimonials with links
  Photo Contests & Google reverse Image search
  Index Site: Tag each page with top key words for web crawlers (Alexa)

 Performance
  Speed: Be sure site and pages load fast
  Adapt to your data
  High-value content: Stay relevant to your core customer
  Keep up with trending topics, capitalize on what’s popular, participate in the conversation
   Minimize response time
  Target influencers who can spread your message
  Be selective about ads and promos

Social Media Marke ng Strategies

A small business needs to commit to 3-5yrs to see the results pay off with an average of 5-6hrs/week. It takes 
Commitment and Consistency…There is NO SILVER BULLET!
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With long-term view in mind, choose the social media platforms that best fit your brand and internal 
abilities. Keep in mind, too, that you are trying to build the voice and personality of your brand through social 
media. On average spend about 6hrs/week managing social media posts, responses and content develop-
ment.

Follow these five steps to achieve long-term success in social media:
 
 1. Frequency (Have a plan and calendar)
 2. Branding (Stay consistent)
 3. Message (Be simple and direct, with same voice)
 4. Engagement (Be interactive and playful; no monologue)
 5. Work and plan across platforms with your content (Developing your own content is important)

Keep these best practices in mind when managing social media: 

 Plan and have a brand strategy in place for the year. Look at the production seasons, sales season and 
 trade shows to plan your topics.
 Adapt to your data. LISTEN TO IT!
 Maintain high-value content. Stay relevant to your core customer.
 Keep up with trending topics and capitalize on what’s popular. Participate in the conversation and 
 make yourself relevant to your customer by fitting into his/her life and/or identifying with him/her.
 Minimize response time.
 Target influencers who can spread your message.
 Be selective about ads and promos.

If you are new to the game and do not have time or simply do not know how to manage your social media 
accounts, there are third-party service providers and platforms that assist your business to manage or track 
your accounts and performance. Some of the popular ones are Simply Measured, Hootsuite, Main Street Hub 
and Sprout Social.
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Affiliate Marke ng
 
Another online marketing strategy that is used by companies is affiliate and strategic partnership marketing. In 
this strategy, you pay a commission or sometimes a portion of your sales to affiliates or partners for advertis-
ing and/or selling your products or services. Affiliate marketing can also be done through membership – 
whether there is a membership fee or not; the organization’s website provide a link to your company’s website 
on the “Members or Partners List.” In addition, just by being involved in ATA’s Market Readiness Program, you, 
the artisan or small company, are benefiting from the “affiliation” or relationship with ATA by being featured in 
ATA’s website. Your feature story, for example, could include a link in your company’s website. The internet is 
full of information on affiliate marketing. A good article by about.com marketing consultant, Laura Lake, 
“Online Marketing A Necessity Not Just An Option,” not only talks about affiliate marketing, but also explores 
four additional popular online marketing methods discussed in this chapter such as website marketing, search 
engine marketing, social media marketing and content marketing.
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Costing and Pricing for Profit

“No matter how great 
the demand might be 

for a 
successful product, 

failure to manage the 
related 

financials will 
eventually result in 

losses.

88
“





One of the most important and basic requirements necessary for a successful business is the establishment 
and continued management of deliberate and accurate costing and pricing practices. The costing and pricing 
process should begin at the same time product development begins. Pricing your product too low will result 
in financial loss. Pricing your product too high may result in decreased sales.  As market conditions change 
over time, it is necessary to continuously monitor 
your costs and prices. Why are good costing and 
pricing practices important?

Costing and pricing are two important but sepa-
rate components necessary to determine at what 
price you will sell your product. Costing is the 
process of accurately calculating all of the expens-
es involved in making a product. In order to be 
able to calculate costs, you need to have complete and accurate records for both the amount and the cost of 
raw materials used to make your product, the cost of the related labor to complete production; and all 
overhead expenses. In the case of export; the cost of packing material also needs to be included.  

Pricing is the final price at which you sell your product.  While costing is a mathematical process, pricing is 
more strategic, taking into account variables that are not always easily measured. Depending on the target 
buyer, an organization may have more than one pricing model, perhaps one for the local market and another 
for the export market. Here we discuss the most common costing and pricing strategy known as Cost-Based 
Pricing, in which total costs are calculated and a simple mark-up is added for profit.  The mark-up or profit is 
usually a percentage of the cost. 

There is no absolute fixed formula for pricing as many unique variables come into play for each kind of 
product made. Many outside factors can influence pricing. For example, competition from a product similar 
to yours might result in setting a lower price. Conversely, if you were to have a limited production product 
for which there is high demand then it is reasonable to expect you could seek a high price, consequently a 
higher profit. 

Costing is mathematical.  It is a matter of determining exact amounts or units, whether by measuring, 
counting, weighing or timing. There are three main components to the cost of producing a product that 
must be added together to determine the cost of producing one unit of a product. 

 

Cost + Profit = Price

FIGURE 1

Direct material cost: The total cost for all the raw materials used to 
produce one unit of a product. It must be accurately measured and 
recorded.

Direct labor cost: The time required to complete production of one unit of 
a product, including the labor of different artisans with different skill levels. 
It must be accurately tracked and recorded.

Overhead cost: The total fixed costs for the day-to-day operation of the 
business. 
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To be profitable

To establish sound financial practices

To develop competitive marketing strategies

To prepare for future business decisions

To be successful

1.

2.

3.

COSTING AND PRICING PROFIT



Both the raw materials and labor needed to make a product are called direct costs as they are directly related 
to the production of a single item. The overhead cost is an indirect cost as there are no major changes as 
production increases or decreases. 

A. Calcula ng Material Cost: How much does it cost to make one item?

 List all materials required to complete one item, even if it is only a small amount. Every cost must to 
 be accounted for.  
 Determine how much of each material listed is needed to complete one unit. For example, if you are 
 measuring fabric for a pillow, what is the cost of one meter of fabric? How many pillows can be made 
 with one meter of fabric?  To determine the cost of fabric for one pillow, divide the cost of the one 
 meter of fabric by the number of pillows that can be made.

B. Calcula ng Labor Cost: How much me is required to produce one item? Ar sans can be 
 paid in one of two ways, on an hourly basis or a per piece basis. Determining which 
 method of payment is more appropriate is dependent on the structure of the produc on. 

 Formal production: Formal production takes place when multiple artisans work together in one  
 location, performing multiple tasks to complete production under the direction of a supervisor and 
 are paid an hourly rate.  Under these circumstances there may be more than one hourly rate related 
 to the skill and experience of the artisan.
 Informal production: An example of informal production is that of a woman artisan working at home 
 during those times she is not taking care of her family. In this case it is up to that artisan to set her 
 hours which will likely be varied. 
 Whether a product requires one skill or multiple skills, the me required for each skill must be 
 accurately measured, not es mated. 
 The best way to determine the actual amount of time required to complete one product is to make 
 three pieces of that product using three different artisans. Measure the time needed to make each 
 one of the samples. Add the total time for all three samples and divide by three for the average time 
 required to make one sample

C. Calcula ng Indirect Overhead Cost: Indirect cost usually include items such as rent, 
 u li es, office supplies, insurance, taxes and staff salaries. A por on of the overhead 
 must be applied or added to the cost of each item produced.  Using the records of 
 monthly overhead costs together with produc on totals, there is a simple way to deter
 mine the amount of overhead to include in the total cost of each item produced. 

 This model is based on the actual quantity of items produced in a month. The average monthly 
 overhead cost is divided by the average quantity produced each month resulting in the amount of 
 overhead to apply to each item produced.

  

FIGURE 2

Average monthly overhead cost  
Monthly Average number of items produced

Amount of overhead 
per item
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 When monthly averages are not available, use estimated figures until such time as a history of actual 
 costs can be recorded. While there are more complex ways of determining the amount of overhead 
 to apply to each item produced, their complexity requires the advice of an experienced accountant. 

D. Total Cost: The total cost of a product is the total sum of the material cost, labor cost and 
 overhead cost as outlined above in A, B and C.

E. Calcula ng Profit:  In addi on to direct and indirect costs, the final selling price of a product 
 must include an amount for profit. The important ques on is: How much profit is appropri-
 ate? The answer may depend on what your profit goals are.  Do you need to invest in new 
 equipment or hire more staff?  Is your product unique or scarce? These kinds of ques ons  
 will help you determine the appropriate amount of profit. It is not absolute, but in the cra  
 industry 10 to 15% of the total amount of direct (materials and labor) plus indirect costs is 
 considered reasonable profit.

 Remember, profit is what remains after all other costs have been accounted for, including wages and 
 salaries. Too often new businesses fail to include owner’s salaries in the overhead costs.

F. Selling Price: The selling price may be as simple as the total cost of material, labor and overhead 
 combined with profit. That final figure can be adjusted up or down depending on market condi-
 tions. If the selling price is too high, adjustments may need to be made in the profit margin or  in a 
 reduction in design components or efficiencies made in production. 

WHAT CAN INFLUENCE COSTING? 

Many variables can influence costing. Through planning and experience, a business owner can manage 
internal activities that could affect costing.  However, external circumstances, those things outside the 
business, are beyond a business’ control.  Therefore, it’s important for a business owner to keep current with 
market conditions in order to anticipate what might be disruptive external circumstances.  Following are two 
examples each of internal and external influences: 

INTERNAL

 Produc on efficiencies: Start planning for efficiencies as soon as production planning begins. Even 
 simple changes in the physical arrangements for production can create cost saving efficiencies. Small 
 changes in design can also produce efficiencies.
 Volume purchasing: When a first sample is produced, it is not unusual that the raw materials to 
 make the sample are purchased in the local retail market.  However, when production is planned for 
 larger quantities, negotiating lower prices for larger quantities of raw materials with the supplier can 
 result in significant cost reductions.
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Selling Price 
of Product

FIGURE 3

Direct Material Cost 

Direct Labor Cost

Indirect Overhead Cost 

Cost of Product Profit+ + ==



EXTERNAL

 Availability of raw materials: Unanticipated market demand for essential raw materials can drive up 
 production costs or reduce production capacity.  
 Shi s in exchange rates:  US buyers will expect an exporter to quote prices in US dollars 
 while the exporter is working in the local currency. The exporter will have to track historic exchange 
 rates and select a six month average that can coordinate with the period that the exporter guaran
 tees prices to the buyer. 

WHAT CAN INFLUENCE PRICING? 
 
 Profit goal: One size does not fit all. Depending on market demand, design or production capacity, 
 different products may have different profit margins.
 Compe on: When products similar to yours are on the market, you may have to increase the 
 perceived value, meet the competition price or withdraw the product from the market.
 Perceived value: A product with unique or intrinsic characteristics can command a price higher than 
 its actual or real value
 Trends and fashion: New and emerging designs and colors can command higher profit margins.
 Reputa on:  Your reputation is one of your most valuable assets. Buyers seek out exporters who 
 have a reputation for high quality and reliable business practices. 

MOST COMMON PRICING TERMS

The ex-factory price is the first price the exporter determines. This is the price of the packed goods to be 
picked up at the factory or location where the goods are completely finished and ready to be sold. There are 
other pricing levels based on the terms of the sale. The pricing most frequently used is FOB.

               FOB Price: This price level includes the cost of the documentation, local duties or valued added 
 tax (VAT), export license fees and transportation to the port of departure.  The FOB price is the 
 price most commonly quoted to buyers.  Depending on the local economy and the distance from the 
 production center to the port of departure, these costs can be approximately an additional 10 to  
 20%.

 
 CIF Price: Cost, Insurance and Freight: This price level includes the sale price of the goods, all export 
 documentation, transportation to the port of departure and freight costs to the port of destination as 
 well as the cost of cargo insurance.  This pricing in not recommended for the inexperienced exporter 
 as there is more risk involved. Due to fuel costs, shipping rates can be unpredictable and the exporter 
 may have greater shipping costs than included in the negotiated price. Additionally, the CIF term may 
 be interpreted differently in different countries. 

Overall, costing and pricing must be an on-going process. Over time, as an exporter gains more knowledge of 
the US retail market, arriving at export pricing will become less challenging. Nonetheless, as market condi-
tions are always fluid, the process of costing and pricing must remain a priority within the product develop-
ment process while the pricing for current products needs to be reviewed on a regular schedule. 

58     I    Market Readiness Program 2014 

1.
2.

3.
4.
5.

FOB Price = Ex-Factory Price + 10% or more

FIGURE 4



Cos ng and Pricing Worksheet Exercise: The following is an example of the process costing and deter-
mining a FOB (Free on Board) price for a woman’s raffia tote bag, 17” x 13”, lined in cotton, with interior 
zippered pocket and finished with leather handles and decorative pom-poms. First, all the necessary direct 
material and labor costs required to produce and finish the pillow must be listed. 

 Direct Material Costs    
  Sustainable raffia 
  Sewing thread
  Leather straps   
  Zipper- 1 piece 10” plastic zipper
  Hang Tags – 1 piece 1.5” hang tag
  Plastic bag – 1 18” square plastic bag
  Shipping carton
 Direct Labor Costs
  Crocheting
  Cutting
  Sewing
  Subcontractor (as needed for a specific task/skill)
  Finishing & Quality Control
  Packaging
  Packing
 Indirect Overhead Cost: Depending upon the nature of the organizations, overhead costs can vary 
 greatly, but the following generic costs are ones that almost every business will incur.  Consider what 
 other costs might be particular to your organization. 
  Rent        
  Utilities: heat, lighting, water                                                                
  Communications: telephone, fax, cell phone, internet                    
  Salaries and wages 
  Insurance
  Samples
  Transportation
  Postage and courier services and courier service

Overhead costs are calculated using monthly figures. When a history of monthly costs are not available use 
estimates. The following exercise is an example of the basic calculations used in the costing and pricing 
process for a woman’s raffia tote. 
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Failure to successfully 
manage costs 

will result in losses.
-Carol MacNulty

Crocheted Raffia Bags

A.

B.

C.



COSTING & PRICING EXERCISE 

  
 Calcula ng Direct Material Costs for a Raffia Tote Bag

  Every component or material required to complete one item must be itemized by weight and 
  measurement or by estimated use in production.  
  Materials used in very small quantities may be included in overhead costs.
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A.

Item Materials Cost per Tote Bag
1 300 grams raffia required: 

    1 kilo equals 1000 grams and costs 2.79
    1 gram = 2.79 ÷ 1000 = 
    300 grams cost  =                             

2 1 meter cotton lining:  one 25 meter bolt costs 65.25
    65.25 ÷ 25 meters = 2.61 per meter
    1 meter can make 3 linings
    1 Lining = 2.61 ÷ 3 =                             

3 Fittings and Supplies (a, b & c)
3a     Zippers: 100 piece minimum order @ 30.00

    1 zipper = 30.00 ÷ 100 =                             

3b     Leather straps: minimum order: 50 sets @ 115.50
    1 set leather straps = 115.5 ÷ 50 =                             

3c     Logo & Country of Origin label, woven
    Minimum order 1500 pcs costs 255.00
    255.00 ÷ 1500 =                             

5 Supply transportation costs (estimated) =                             

6 Packaging Materials per Tote Bag
    Hang tag: 200 pieces @ $8.00 =                             
    Individual pastic bags: 300 @ 10.50 =                             

7 Shipping Carton: 48 pieces per carton
    1 Carton costs 4.32 
    Cost of carton per tote bag = 4.32 ÷ 48 =                             

8 Total Direct Material Cost per Tote Bag                             



 Calcula ng Direct Labor Costs for a Raffia Tote Bag
 
 Based on skill levels and responsibilities, there may be different hourly rates for different stages of the 
 production. The crochet work is done by women in village homes while the assembly and quality 
 control takes place in a small production center. 
 Payroll taxes are generally added as a percentage of the total per item labor cost.
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B.

1 Artisan crochets 1 bag in 18 hours @ .26 per hour
18 hours x .26 per hour                                

2 Apprentice makes 6 pom-poms per hour @ .15 per hour
1 pom-pom = .15 ÷ 6 = ?
3 pom-poms required =                                

3 Attach Leather straps: subcontracted @ .20 per hour
 one half hour per bag = .20 ÷ 2                                

4 Cutting,pressing 4 linings & pockets per hour @ .20 per hour
1 lining  = .20 ÷ 4 =                                

5 Sew lining pieces together with zipper @  .22 per hour
2 completed linings per hour = .22 ÷ 2 =                                

6 Sew in Lining @ 1.5 hours each bag @ .20 per hour
1.5 hrs x .20 per hour =                                

7 Finishing and Quality Control @ .28 per hour
45 minutes per bag:  .75 X .28 =                                

8 Packaging & sealing per bag: 12 per hour @ .16 per hour
.16 ÷ .12 =                                

9 Packing & Marking 24 pieces per carton @ .24 per hour                                

10 Direct Labor Cost per Tote Bag                                

11 Payroll Taxes as percentage of Direct Labor Cost
5.69% x  Dirct Labor Cost =                                

12 Total Direct Labor costs including payroll taxes                                



 Calcula ng Monthly Indirect Cost  for a Raffia Tote Bag

 Calculated on a monthly basis, indirect costs are usually fixed costs. That is, the amount does not 
 change from month to month. The following categories are examples of some basic costs associated 
 with operating a business. 
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C.

Item  Monthly Cost  

Rent  (or percentage of household costs)  

Utilities: phone, heat, electricity, water  

Phone/Fax  

Internet  

Office Supplies  

Postage   

Salary & wages  

Taxes   

Loans  

Insurance  

Marketing  

Transportation: public and/or private  

Business travel (annual cost ÷ 12 )  

Maintenance/replacements (annual cost ÷ 12 )  

Total Monthly Overhead Costs  

Number of pieces produces each month = 156  

Overhead Cost  per each Tote Bag = 382.13 ÷ 156 =  
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 Calcula ng Total Costs  for a Raffia Tote Bag
 The total cost of producing one Raffia Tote Bag is the sum of the previous 3 totals.

 Calcula ng Ex-Works Price

 The Ex-Works price of a product is the combination of material cost, labor cost and indirect cost plus 
 profit. 
 Profit is measured as a percentage of the total product costs.  As a rule of thumb, profits generally 
 range between 10 and 20%.  

 Calcula ng FOB  Price
 Costs associated with transportation to the port of departure and other export costs will vary greatly 
 by location and country; but consider the following possible cost.

D.

E.

F.

Item Calculating Total Cost for 1 piece Raffia Tote Bag      Cost per Bag
1 Direct Material Costs per bag

2 Direct labor Costs per bag

3 Indirect Cost (overhead) per bag

4 Total Cost per Bag

Item Calculating Total Profit for 1 piece Raffia Tote Bag
 

1 Total Cost of 1 piece Raffia Bag 

2 15%  x  Total Cost 

3 Final Ex-Works Price  (Line 1 + Line 2)

Item Calculating FOB Price for 1 piece Raffia Tote Bag
 

1 Ex-Works price of 1 piece Raffia Tote Bag
2 Transportation to Port of Departure
3 Documentation Services
4 Export fees

5 FOB price of 1 Raffia Tote Bag 





Building Buyer Relationships That Last

“Be passionate and 

knowledgeable about your 

products and competitors.      

“

99t9by Megan David   





 

As producer/exporter or vendor, your relationship with your buyer could be a major factor in the success (or 
failure) of your company. This Chapter will discuss key elements that you can adopt and develop in your own 
business practices, to help foster positive, long-term, mutually beneficial and ultimately profitable vendor/buy-
er relationships of your own.

What can you do to encourage a healthy and las ng buyer/vendor rela onship?

 Be passionate and knowledgeable about your products and competitors. 
 Have open and frequent communication.
 Possess an understanding of the retailer’s aesthetic and mission.
 Offer professional and reliable service.
 Present realistic and accessible pricing.

While buyers usually have the “final say” in what he/she buys for the store, he/she still needs to make the 
executives/managers of the store happy. In other words, they need to be convinced that bringing your product 
into the store is a good business decision. From the initial meeting with the buyer, you need to be prepared to 
“state your case.” The first line of a short story should “hook” you to continue reading on. You, as a vendor, 
need to do the same – engage the buyer to want to know more about your product.

Here are some key elements that will help you foster a successful vendor/buyer relationship.

Knowledge
 Know what you are offering – how it’s made, what materials are used, what inspired it, and show that 
 you are passionate about it, believe in it and understand its value. 
 Research. Investigate similar products out on the market. Find out how they’re priced; to whom they 
 are being sold; and how are they marketed. 
 Consider what you do differently and set your product(s) apart. 

Communica on
 Communicate openly and often. 
 Always follow up, even if it’s a one liner. There are now a myriad of ways to communicate via email, 
 Skype or telephone; however, sometimes face-to-face is necessary. Time is valuable, so be a proactive 
 communicator. Prompt responsiveness shows you value the relationship.
 “Bullet point” key issues or concerns. 
 Tackle problems, such as inventory, quality or shipping issues, early and as a team.

Research & Explore
 Do your homework and know who you are selling to. What is their overall aesthetic style and core 
 visions or beliefs? What kind of pricing do they offer? Are they high end, moderate or all across the 
 spectrum? Cater your offering to suit their needs. 
 Try to accommodate the retailer’s needs. Ask what’s important to them, what’s missing from their 
 assortment. Collaborate. 
 Fill a void and offer something they haven’t seen before, at an accessible price.
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Pricing
 Consider all of your costs, including anticipated shipping and customs fees. You’ll be steps ahead if 
 you already have factored in these variable costs. You and the buyer will have to determine whether 
 or not your prices are realistic and accessible for the target customer. 
 High shipping costs can sometimes make a product too expensive to market. Be proactive and see if 
 you and the buyer can work together to keep costs down.
 Try to be consistent with your pricing, and be flexible. See where you can reduce your expenses or 
 even alter a design component, to cut down costs and lower your prices. 

Service
 Consistent with communicating in an open and frequent manner, offer reliable and professional 
 service. Don’t promise what you can’t deliver and be flexible when things don’t progress as planned.
 Create a simple online catalog to make it easy for the buyer to see your products, prices and scope of 
 your offering. It doesn’t have to be fancy, but it has to be functional. Ultimately, the buyer should be 
 able to order and reorder from it.
 Anticipate. Put systems in place to handle damages in shipping, returns and purchase orders. Again, 
 make it easy for the buyer to manage your line.
 Evolve with the market’s needs. Look at your offering and see what’s working and what is not. Offer 
 specials and promotional packages on slow moving and discontinued items, as well as samples.

A Successful Buyer-Vendor Rela onship: 
Personal Experience of Brand & Marke ng Consultant, Megan David

As a lead buyer for NYC-based ABC Carpet & Home, a large carpet/furniture/home accessories store, I bought 
upholstered collections that were mostly fashion forward lines that would come and go. Exclusivity, story, 
mission and beauty were essential elements that I considered in everything that I bought for ABC. Artists and 
vendors who approached me needed to know the store and its priorities.

I joined ABC’s buying team at the onset of owner Paulette Cole's "retail paradigm shift.” Her vision was to 
transform the store into a sustainable and transparent one without compromising beauty. That inspired me to 
buy and introduce a line called Bokja. 

Bokja was the creation of two sophisticated and determined women from Beruit, Lebanon, who found and 
repurposed vintage Suzanis (needlework) and other textiles primarily from Uzbekistan. They refurbished 
these exquisite and exotic textiles onto old and new frames. The Bokja collection became one of the signature 
upholstery lines at ABC and remains in the store today. 

What made the relationship between Bokja and myself a successful one was that the owners, Hoda and 
Maria, had done their homework. Before meeting with me, they knew ABC and its vision. They offered 
exclusivity to ABC because, after doing some investigating into the store, they felt that their aesthetics and 
missions harmonized. They knew that they wanted their collection to be represented at ABC and were willing 
to do whatever it took to make the collaboration work. 

Bokja came prepared. In our first meeting, Bokja had a variety of shapes and styles to show me, including 
products that were ready to ship in half or full container load. They had a broad spectrum of pricing – 
ottomans, floor cushions, chaises, chairs, and sofas – and were flexible and willing to negotiate on price and 
design. Most importantly, they knew and could help me retell their unique and inspiring story. Suzanis are
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works of craft and history, often dowry gifts, they hold great value and each is special. The “recycled” story was 
an essential one. By finding a new use for these textiles, they gave new life to them, adorned on chairs, sofas 
and benches. 

The Bokja relationship lasted because they, the vendor, also evolved with the needs of ABC and its customers. 
They communicated effectively and often with me, were open to feedback and thought creatively and collabo-
ratively so we could make the changes together. They thought about and offered specials as well as ways to 
change up their selection. They adjusted frames that were not up to quality standards. They delivered in a 
timely manner to meet inventory and other goals. 

The buyer/vendor relationship I developed with Bokja was a true partnership. We both benefited and appreci-
ated what the other brought to the table. I valued them for their craft, history and openness to change, and 
they supported me by communicating and ultimately selling their story and pieces to the stakeholders – ABC, 
their salespeople and their customers. 
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Planning for Production and 
Quality Control 10100

“

“You must have Adequate 

Skilled Labor, otherwise the 

whole production process 

can be delayed or halted, 

causing you to lose your 

order and/or tarnish your 

reputation with your 

customers.      





 

Planning for production and quality control is critical to the success of your business. Detailed and comprehen-
sive planning will form the basis of efficient, safe and profitable production. In this Chapter we will discuss key 
topics to consider when planning for production and quality control:
 
 Evaluating the Current Production System
 Elements Required to Fill an Order
 Planning & Scheduling Production
 Tracking Production
 Raw Materials Requirement
 Adequate Skilled Labor
 Work & Storage Space
 Inventory Control
 Cash Flow
 Quality Control 
 Labeling, Packaging, Packing & Documentation
 Customer Communications
 Bottlenecks
 Dealing with Disaster

The steps involved in Evalua ng the Current Produc on System are:
 Identify all the steps required to make the product, the order in which the steps need to be performed, 
 and how long each step takes.

 Identify all the items necessary to make the product – raw materials, tools, equipment, space, labor, 
 etc.
 
 
 Identify quality control issues and bottlenecks, and determine if the product needs improvement and, 
 if so, can it be improved.

The Elements Required to Fill an Order are:
 
Production plan and schedule, and tracking systems
 Raw material supply
 Adequate skilled labor
 Equipment
 Work & storage space
 Inventory control
 Cash flow
 Quality control
 Labeling, packaging and packing
 Documentation
 Customer communications
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1.

2.

3.



Three things to remember when Planning & Scheduling Produc on:

 Make a list of every step involved in producing the order.

 
 Estimate how long each step will take to make the full order.

 
 Make a calendar indicating dates of the above stages of production.

Tracking Produc on can be tedious but it must be done! To successfully track production you need to create 
a separate sheet for each product and record the following:

 Product name/description
 Style code
 Color/s
 Size/weight/dimensions/measurements
 Raw materials content and quantity, including wastage
 List of production processes and how much time each process takes
 Breakdown of costs
 Any other information needed to make the product

Production of a simple order is sometimes tracked directly on the planning calendar or chart. To make the 
process easier for everyone involved, the chart should be drawn on large chalk or marker board that can be 
accessed by anyone who needs to add or review information.

Graphic arts and printing businesses use a job ticket (also called a production envelope) to keep all details of 
the order in one place. A loose-leaf notebook would work as well. Large scale factories use customized 
software on networked computers.

Raw Materials Management helps to determine how far in advance raw materials must be ordered. The 
following factors need to be considered:

 Materials processing. Do any of your raw materials need to be processed before you can use them in 
 your products? (For example, do you need to dye wool and spin it into yarn?) How long does it take?
 Seasonal availability. If materials are only available on a seasonal basis, anticipate your future needs 
 and order enough to last until they become available again.
 Useful lifespan (obsolescence and spoilage). Do any of your materials become unusable over time? 
 Do any become outdated? If so, order only what can be used in their useable lifespan. 
 Storage facili es. Do you have adequate storage facilities, including space and proper conditions, to 
 keep raw materials in good condition until you need them?
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 Financing raw materials. You will need cash flow, discussed below, to pay for raw materials while you 
 wait to be paid for products. Ordering in bulk can be expensive but you usually can get a volume 
 discount. When you are ready to order, calculate the amount of raw materials needed and add some 
 extra to cover any damage or waste during production.

You must have Adequate Skilled Labor, otherwise the whole production process can be delayed or halted, 
causing you to lose your order and/or tarnish your reputation with your customers. Analyze your workforce by 
asking yourself these questions: 
 
 What skills are needed to produce your products?
 Who is involved in the production process?
 Are your artisans adequately trained? Who needs more training?
 How are production steps divided among workers?
 Can the same workers perform more than one task?
 Are they flexible and able to quickly “switch gears” and perform another job if needed?
 How much supervision do your workers need?
 Who decides how to solve an unexpected problem? Are others capable of making decisions?
 Is someone trained to fix machinery? Are they always available?
 When do you need workers for each step – fulltime, part-time or seasonal?
 Does your workforce meet your current needs? Can production  be expanded with your current 
 workforce? Do you need to hire and train more artisans?

Work & Storage Space
 
 Separate storage and work areas for raw materials, each stage of production, finished products and 
 packing materials.
 Provide duplicates of tools (scissors, hammers, measuring tapes, etc.) used in more than one produc-
 tion stage so that each work area has all the required tools.
 Create aisles wide enough so workers don’t bump into equipment or each other. Be extra careful when 
 carrying things.
 Arrange sufficient, uncrowded, logically organized and well-labeled storage spaces so it is easy to find 
 everything.
 Store raw materials in a space near their entry point.
 Pack orders near the exiting door.
 Maintain optimum climate control (temperature, moisture, light, dirt, etc.) to maximize useful lifespan 
 of materials.
 Plan well-lit, well-ventilated, climate-controlled and easy-to-clean space for the comfort and safety of  
 all workers.

Inventory Control
Inventory is everything you own that will ultimately become a product to be sold:

 Raw materials
 Work in process
 Finished goods
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You can track the inventories in a loose-leaf notebook using a separate page for each item. Divide the page 
into four columns:

   

Whenever your workshop adds or removes things, list the quantity under the appropriate column and enter 
the new amount in the last column (Balance). If you do this religiously, it will be easy to see:
 
 How much of each raw material you have, how fast you are using it and when you need to order 
 more;
 How much product is in each stage of production, and where the bottlenecks are in the system;
 How much of an order is finished; and
 How much extra stock you have on hand, how fast each item is selling and what you need to discon-
 tinue.

Sometimes this method of tracking inventory is recorded directly on each item, instead of a notebook. For 
example, a tag pinned to a bolt of fabric where workers write down how much fabric they cut from the bolt, 
or a note card encased in protective plastic attached to the clay bin.

Cash flow is simply the manner in which cash comes in and goes out. Knowing how fast your raw materials 
and finished products move helps you plan your cash flow. Recording and properly managing your cash flow 
will keep you out of financial trouble by: 

 Knowing what you must spend each month, and when you need to spend it;
 Making sure you have enough cash on hand to pay bills when they are due;
 Planning for future expenses by knowing ahead of time what your cash needs will be; and
 Knowing when money comes in.

Track your cash flow on a chart showing the amount of each expense and when it is payable. Understanding 
and managing your cash flow is especially important if you have seasonal sales or times when money comes 
in slowly, but expenses continue at their usual rate.

It is also important to plan ahead for growth-related expenses such as printing a new brochure, attending a 
new trade show, buying new equipment, hiring more artisans or moving to a larger space. Future increased 
production due to a growing business will also affect your raw material expenses, among others. Some 
growth-related expenses require a bank loan, but others can be financed by regularly setting aside some of 
your incoming cash. Careful cash flow planning will help you affordably manage growth.
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Quality Control ensures that your products are of consistent quality and meet or exceed the standards that 
have been set by your customers. These include all specifications:
 Price
 Craftsmanship
 Materials
 Design
 Color
 Size
 Style
 Texture
 Weight
 Finish
 Labeling
 Packaging
 Packing
 Shipping method

Make and keep a duplicate of any sample you send out to a buyer to insure that you have an approved sample 
to compare with your production at every stage. A buyer has the right to return, at your expense, any product 
that does not match the details of the sample approved by that buyer.

Quality control needs to take place at several stages of production, starting with your raw materials. Continu-
ous quality control will also prevent you from ruining good work at the final stages of production. Quality 
control also helps ensure production proceeds efficiently.

To ensure quality, you need a workable system. Create a detailed checklist and identify the individual or 
individuals who are responsible for inspecting and filling in the Quality Control Form.

Labeling, Packaging, Packing & Documenta on
A product's labeling and packaging serve many functions. Government and import regulations must be met, 
your buyer may use special numbers or codes to identify and track products and the label may contain 
required instructions about product care. Make sure the label is placed in the right location. Does it go on the 
packaging or directly on the product? Is it glued, sewn, tied or pinned on? Each of these options has impor-
tance to your buyer. For example, if the label is placed inside the box when the buyer needs it on the outside, 
the boxes will have to be unpacked to read the label, and then repackaged with a new label (made at the 
buyer's expense) on the outside. It may then be too late to get your products to the market on time. 

Packaging is foremost functional but can be decorative and informative as well. Your buyer may specify his or 
her packaging requirements. If your buyer is coordinating packaging for all their different vendors to represent 
the retailer’s image, he/she may provide you with packaging for his/her order.

If you are developing your own packaging, make sure it is sturdy enough to completely protect the product in 
transit. Sometimes plastic sleeves are enough, for example, for a fabric bag.  But if the product is very fragile, 
you may be required to pack it in need a sturdy wooden box.

More product is damaged, and customer goodwill lost, through inadequate packing for shipment than in any 
other production step. The American Cra  Council’s Guide to Packing and Shipping explains,
“Since shipments are inevitably subjected to shock and stress, the main concern is to pack in such a way that 
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the container, rather than the object, will absorb the shocks inherent in transit. If the object inside the 
container moves, if the inner cushioning material shifts and the object hits the side of the container, or if one 
object hits another, shocks and damage result.”

Breakage is not the only concern. Some products may need protection from moisture and/or temperature 
extremes. Further, the construction of the outermost package should pertain to the weight of its contents, so 
heavy products should not be shipped in lightweight, flimsy boxes. You must also make sure your goods are 
packed together as ordered, such as in matching sets of the same size, in a succession of sizes, in mixed 
assortments, or individually. 

Every shipment should contain a packing slip. This is usually a copy of the invoice, with the prices blocked out. 
The packing slip is placed in an envelope clearly marked “Packing Slip Enclosed,” attached to the outside of 
the shipment’s lead carton. All cartons are to be marked sequentially: 1 of 10, 2 of 10, 3 of 10 etc.  All other 
required documentation must be filled out correctly to prevent delay by customs of the country to where you 
are shipping. Paperwork will vary depending on the country and the product. Double-check to make sure you 
have properly completed all of it. Always ship your goods as specified, by sea or air, or ask the buyer first if 
another method is acceptable. Timing, too, is critical. If the products arrive too early, the importer may have 
no place to store them until they're needed. If they arrive too late, you will have missed the selling season 
and the importer will return the goods to you at your cost.

Customer Communica ons
There is almost no such thing as too much communication with your customer. If you have bad news, you 
need to be careful in delivering it as you might scare your customer away. Give yourself a day for coming up 
with plausible solutions before you alert your customer to seriously bad news. Appropriate communications 
include:

 Confirming a signed purchase order;
 Asking for any clarifications about product specifications or raw material substitutions;
 Sending a weekly or bi-weekly Open Order Report to keep buyer informed, particularly if you are 
 tracking multiple purchase orders;
 Requesting payment via pro forma invoice;
 Informing them about a production delay;
 Notifying buyer that goods are ready to ship;
 Sending buyer Bill of Lading (BL) or Air Way Bill (AWB) numbers; and
 Sending buyer final commercial invoice and other documents.

Bo lenecks are conditions or situations that slow or stop movement or progress. Imagine trying to quickly 
pour water out of a fat bottle with a narrow neck. The water flows smoothly up to the narrow bottleneck, 
where it slows, holding back all the water that is behind it. Production bottlenecks mostly come from a weak 
link in the production process, staffing issues or uncontrollable externals events like weather or natural 
disasters.

Production will slow down if: 
 Your tools and equipment are not up to the task at hand or need maintenance;
 Management or supervisors are unavailable and no one else can make decisions or handle problems;
 The calendar is filled with holidays or other non-work days;
 Workers have other pressing responsibilities, including agricultural tasks; and/or
 Workers are worried about their safety and are, therefore, more cautious and move slower.
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Production will come to a standstill if:
 You don’t have all your raw materials available in sufficient quantity when you need them;
 You don’t have the artisans or they don’t have the skills your product requires when needed;
 You don’t have available cash flow or financing to pay for materials or workers; and/or
 There is a natural disaster or political situation that prevents your workshop from operating.

Dealing with Disaster
Even the best production system sometimes need to adapt to unexpected events or disasters. For example, 
you may have delivered your products to the shipping company on time, only to find the vessel is sailing late. 
You may have had a flood, or some of your raw materials may be unavailable from any supplier. While you 
can’t plan for every possible scenario, determine backup plans for every key production step such as:
 Have more than one raw material supplier;
 Keep slightly more raw materials in stock than required, even above wastage (but not so much that 
 you tie up too much cash flow in excess raw material inventory);
 Train artisans in more than one task;
 Keep  spare parts for machinery;
 Plan for backup power sources;
 Identify sources for potential financing; and
 Schedule regular communications with buyers.

Disaster affects both you and your customer. Whatever the problem, immediately notify your buyer.  Your 
buyer will respect your professionalism, honesty and promptness in communicating.  Often a solution can be 
found and the order saved. If an order can't be saved, you will still maintain the buyer relationship and will 
likely get another order in the future. If a buyer's request is difficult for you to meet or you have another 
suggestion, again, contact your buyer and ask. Don’t make a decision or change on behalf of your buyer as you 
may not know the reason for or importance of the request. You may be able to work out another option 
acceptable to both of you. If not, at least you can turn down the order before investing time and money in 
something unworkable. This also allows time for your buyer to procure another product. 

If something unexpected happens and you cannot make the delivery date, you still have an opportunity to 
save the order. Determine if additional costs are worth incurring if your reputation for being a reliable and 
professional vendor is on the line, affecting future business with your customer. Contact your buyer in a timely 
manner and try to keep the order by offering to do something such as:
 Substituting air freight for ocean at your expense;
 Lowering the price in exchange for accepting late delivery; and/or
 Splitting the order into two or three shipments.
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P.O. NO.

DATE

QTY ITEM # UNIT PRICE LINE TOTAL

SUBTOTAL

SALES TAX

TOTAL

Date

SHIPPING METHOD SHIPPING TERMS DELIVERY DATE

DESCRIPTION

PURCHASE ORDER 
[Your Company Name] 
[Your Company Slogan] 

1. Please send two copies of your invoice. 
 

2. Enter this order in accordance with the prices, terms, delivery method, and 
specifications listed above. 
 

3. Please notifiy us immediately if you are unable to ship as specified. 
 

4. Send all correspondence to: 
 

[Name] 
[Street Address] 
[City, ST ZIP Code] 
[Phone] 
[Fax] 

 

YOUR LOGO
HERE
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P R O D U C T  S P E C  S H E E T

CUSTOMER: Date:
Product Description: Code:
Category: Producer:
Collection: Target FOB Price:
Season: Drawing # By:
Colors:
Materials: Sizes:
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      E Q U I P M E N T   &   T O O L S  R E Q U I R E D
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W O R K  S P A C E  L A Y O U T
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QUALITY CONTROL CHECKLIST 
 

 
 COLOR:  Do the colors match the colors requested in the order?  Do they match 

the sample?   Is the color consistent in all products?  Do the dyes crack, rub off 
or fade? 

 MATERIALS:  Are the quality of the materials identical to the sample?  Is the 
quality consistent in all the products produced for the purchase order?  

 ODORS:  Does your product smell of stain, paint, fumigants, textile ink, soil, 
repellents, mold or cigarette smoke?  Chances are your buyers will notice these 
orders and complain.  Be sure to air products adequately before packing for 
shipment. 

 SIZE AND DIMENSIONS:  Are the products the same size as the original sample 
or order request?  Are the dimensions accurately duplicated in production?  Is 
the weight of the finished product the same as the original sample? 

 FINISHES:  Have the requested finishes been added, such as linings, closures, 
hooks, stands, etc.?  Are they exactly like those on the counter sample and 
purchase order? 

 CONSTRUCTION:  Are you using trained, skilled artisans and appropriate tools 
and technology to deliver a quality product? 

 STORAGE:  Is the climate in the storage area controlled?  Is there mold?  
Insects?  Is the moisture level adequate? 

 PACKING:  Is the quality of the label, tags, and poly bag as requested? 

 RUSH ORDERS:  If you are working against a deadline, has the rush 
compromised the quality of the quality of the product? 

 PACKING:  Are the packing materials in good condition?  Are the boxes strong 
enough to withstand rough handling?  Are the contents safe from the effects of 
water? 

 
 
 
 
 
 
 
Source: Aid to Artisans Export Manual, 2005  
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MRP GLOSSARY

Agent:  A person or business authorized to act on another‘s behalf, to buy, sell or perform any function on 
which both parties have agreed. 

Ar san:  “Artisanal products are those produced by artisans, either completely by hand, or with the help of 
hand tools or even mechanical means, as long as the direct manual contribution of the artisan remains the 
most substantial component of the finished product.”π UNESCO

B2B: Business to business. Commerce transactions between businesses, such as between a manufacturer and 
a wholesaler, or between a wholesaler and a retailer

B2C: Business to consumer where a business sells directly to the end-user or consumer.

Biodegradable: Something that decomposes naturally.

Bo leneck:  Bottlenecks are conditions or situations that slow or stop movement or progress.

Brand: A name or a symbol that distinguishes the product of one company.  Example: the easily recognizable 
Nike logo.

Brick and Mortar retailer: A retail business that operates from a physical storefront location.

Business model: The rationale of how an organization creates, delivers, and captures value, in economic, 
social, cultural or other contexts.

Buyer:  An individual who buys products for commercial purposes, for a retail store, special events or 
a wholesale/distribution business.  

Cash flow:  The manner in which cash comes in and goes out of a business.

Category killer: A large retail chain store that dominates in its product category. Example: Best Buy selling a 
wide range of electronics at attractive prices.

Commercial Invoice:  An invoice required by customs indicating true value of imported goods, used to deter-
mine related duties and taxes.

Consumer: The  final consumer  or end user, who purchases the product for their personal use.  

Con nuous improvement:  An ongoing effort to improve products, services or processes.

Cos ng:  The process of accurately calculating all expenses related to the production of one item, including 
cost of labor, materials and overhead.

Cost of Goods Sold (CGS):  The total price paid to produce or to purchase a product to subsequently sell to a 
buyer, including shipping and handling. 
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Cost, insurance, freight (C.I.F): Terms of sale signifying that the price invoiced or quoted by a seller includes 
insurance and all other charges, including freight, to buyer’s named port.

Counter sample: A sample against which production units are compared to assure uniformity in production 
and quality control.  The producer and the buyer must have a counter sample for each product to be 
produced.

Country of Origin label: An indelible label stating the country in which a product was produced.  US Customs 
requires a country of origin label on every product entering the US.  For all textiles, the Country of Origin 
label must be sewn in.

Customer service:  Providing good service to a buyer before, during and after an order has been shipped, 
leaving the buyer totally satisfied will all parts of the buying experience

Customs: The official government department authorized to collect duties and taxes levied by a country on 
imports and exports. For U. S. Customs, see www.customs.gov

Cyber Monday: A marketing term for the Monday after Thanksgiving in the United States. The term "Cyber 
Monday" was created by marketing companies to persuade people to shop online.

Design: Design is primarily concerned with solving problems. A design, a good design, is a solution to a 
particular problem within a set of constraints. The ideal design is the best available solution to the particular 
problem within the constraints of the project. Design is a plan for arranging elements in such a way as best to 
accomplish a particular purpose. Design is the search for a balance between business and art; art and craft; 
intuition and reason; concept and detail; playfulness and formality; client and designer; designer and public.

Design trend:  The styling, colors, patterns, materials and shapes of a particular season that has a long-term 
influence on the market.

Direct Cost: Any cost specifically related to the production of a final product. Direct costs always include 
direct labor and direct material.

Direct Labor: All and any labor costs, in house and/or subcontracted, associated with the production of a 
finished piece of a product
     
Direct Materials: All those materials necessary to complete production of a product.

Distribu on channel: The chain or series of businesses or intermediaries involved in moving a finished 
product from the producer to the end user or consumer. 

Duty:  A tax imposed on imports by the customs authority of a country.  Duties are generally based on the 
value of the goods. 

Economies of scale:  The cost advantages that enterprises obtain due to size, output, or scale of operation, 
with cost per unit of output generally decreasing with increasing scale as fixed costs are spread out over more 
units of output.

End user: The final consumer who buys a product for his or her own use.
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E-tailing: The short form for Electronic Retailing, this is the practice of selling products only on the Internet

Ex-Factory (Also Ex-Works): Term of sale indicating the price when the ownership of the goods changes to 
the buyer at the seller’s place of business.

Export broker: An individual or firm that brings together buyers and sellers for a fee but is not part of the 
actual sales transaction.

Exporter:  A company or individual that ships products from one country to another in the course of conduct-
ing business.  

Fad:  A temporary fashion, notion, manner of conduct, etc., especially one followed enthusiastically by a 
particular group, for instance teenagers.
Fashion:  A prevailing custom or style of dress, etiquette, socializing, etc. or conformity to it. 
Final consumer: See end user.

Fixed Costs:  Expenses that remain unchanged, regardless of the quantity of product produced. Example: rent 

F.O.B. (Free on board):  A term of sale signifying the price invoiced or quoted by a seller includes all charges, 
including packing and transportation to the port of departure specified by the buyer

Freight forwarder:  A firm specializing in arranging storage and shipping of merchandise on behalf of its 
shippers.

Gan  chart: A bar chart or line chart that is useful for visualizing how production will proceed.

Handmade:  A product that is made partially or entirely by hand. 

Hang tag: A small tag attached to a product to provide additional information.

Human Resources:  The set of individuals who make up the workforce of an organization, business sector, or 
economy

Importer: A company that brings products into its country from another country.

Incoterms: Commonly used legal terms to designate the payments and responsibilities in international trade 
and are internationally recognized by governments and legal authorities. (www.iccwbo.org)

Independent Retailer: A retail store that is privately owned, often doing business in one location only.

Indirect costs: Those costs not directly related to the production of a product, but which are necessary to 
operate a business, such as rent, utilities, maintenance, or repairs.  (see Overhead)

Inner Carton: Carton containing specific number of products, later to be packed into a master carton. 
Example: Master carton holds 12 inner cartons of candles.

Inventory: Refers to everything you own that will ultimately become a salable product.



JIT (just-in- me): Management philosophy that strives to eliminate sources of manufacturing waste by 
producing the right part in the right place at the right time. JIT systems increase  profits by reducing invento-
ry levels, improving product quality, reducing production and delivery lead times, and reducing other costs.

Labor cost: The cost of wages paid to a worker to produce a product.

Landed cost: The full cost of a product as it arrives at the importer’s warehouse, including freight, duty, 
import broker charges, and transportation to warehouse.

Lead- me: The period of time between the initial phase of a process and the emergence of results, as 
between the planning and completed manufacture of a product.

Logis cs:  The management of the flow of goods between the point of origin and the point of consumption.  
The logistics of physical items usually involves the integration of information flow, material handling, produc-
tion, packaging, inventory, transportation, warehousing, and often security.  The minimization of the use of 
resources is a common motivation in logistics for import and export.

Luxury retail market: Also called the high-end market, this smaller market is associated with affluence, 
unique premium priced products that are limited, specialized, trend and design driven. 

Mainstream retail market: The broad middle range of the retail market characterized by a balance between 
price and fashion or style characterized by better quality and more design elements than found in the mass 
market.

Market segmenta on:  Defining and subdividing a broad group of consumers into clearly identifiable 
segments having similar needs and interests. 

Marke ng: The process of communicating the value of a product or service to customers, for the purpose of 
selling that product or service and satisfying a customer need. 

Margin:  In commerce, the margin is the difference between the price an item is sold for and all costs neces-
sary to produce that item. 

Mass market: An un-segmented market in which affordable products with broad appeal are readily available.  
Prices are low and volume is great.

Mass market retailer: A company that sells affordable products that appeal to a wide range of consumers. 
These “big box” stores can be found near major retail locations throughout the country. 

Mul -channel retailer: A retailer offering consumers a variety of ways to purchase: from store, from a 
website, by mail order, or by catalog order or by phone order. 

Niche retailer:  A retailer selling only a particular category of product to a very specific market segment. For 
example, a stationary store.

Omni-channel retailer: A retailer offering consumers a menu of interchangeable channels and platforms to 
make purchases 
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Organic Search Results:  are listings on search engine results pages that appear because of their relevance to 
the search terms, as opposed to their being advertisements. In contrast, non-organic search results may 
include pay per click advertising.

Original Content: Media you make yourself, a story you wrote, or video you produced…

Outsource: to purchase or subcontract services from an outside supplier or source.

Outer carton:  Alternative term for packing carton.

Overhead:  Alternative term for Indirect Costs.

Packaging: The protective and decorative wrapping or boxing of a product that will enhance the value of a 
product.

Packing: Wrapping finished product protectively for maximum protection from damage from point of origin to 
the final destination.

Perceived value:  The evaluation of a product unrelated to its actual cost.

PPC: Pay Per Click, a method of charging for advertising on the Internet

Pres ge pricing: A pricing strategy in which products are assigned high prices as a means of conveying exclu-
sivity, luxury and high quality.

Price point: An average price that represents an amount that the target customer is accustomed to paying for 
the product.

Pricing: The process of determining the amount of money for which a product will sell, based on the costs of 
producing and marketing your product, balanced against what the market is willing to pay.

Private label: Products that are generally produces or provided by one supplier under another company's 
brand.

Product Collec on: A selection of 2 or more product lines, often representing different product categories 
within one product category, with complementary elements. A company (export or import) may have one or 
more collections.

Product development: The on-going process of market research, design, planning and production, resulting in 
new, unique products appealing to a target market, intended to attract buyers and increase sales.

Product line: A selection of 5-25 products, usually within one product category, with complementary elements 
(function, color, pattern and texture, size, price).

Produc on: All the steps involved in making a product, from the first contact with the raw materials to the 
finished product ready for packing and shipping.
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Profit: The balance remaining from the sale of a product after all related direct and indirect costs have been 
accounted for.  

Profit margin: A ratio of profitability calculated as earnings divided by revenues. It measures how much out 
of every dollar of sales a retail business actually keeps in earnings.

Profitability: The ratio of return on the investment in a proposed project

Pro Forma Invoice: An estimated invoice sent by a seller to a buyer in advance of a shipment or delivery of 
good, specifying the kind and quantity of goods, their value, weight and transportations charges 

Purchasing agent: One given authority to buy for another, based on an agreement between the two parties.   

Purchase order: A detailed finalized order submitted by the buyer after negotiating the prices and approving 
the samples. It specifies descriptions, quantities, prices, discounts, payment terms, date of delivery. When 
accepted by the seller, a purchase order becomes a legally binding document.

Pull system: Quickly and efficiently produce products only when they are ordered.

Push system: Making product in advance in anticipation of sales and stocking them in inventory.

Quality control: Process to endure finished products are uniform and meet or exceed the standards that 
have been set. This included all specifications, such as style, materials, color, size, texture, design, weight, 
craftsmanship, finish, labeling, packaging, etc.

Raw material: The basic ingredients that make up your product.

Recyclable: To put or pass through a cycle again, to reuse, to reprocess,  adapting  to a new use or function.

Retailer:  A company that buys products in large quantities to sell to final consumers in small quantities. 

Re-shoring: Manufacturers bringing production back to the US from overseas production

ROI: Return on Investment

Season:  A period of the calendar year when something is at its best or available. There are 2 main selling 
seasons per year; Spring/Summer (April-October) and Autumn/Winter (November-March). Each is usually 
purchased from the wholesaler approximately 3-6 months in advance of the selling time, depending on the 
retailer and the producer’s lead-time. 

SEM:  Search Engine Marketing, promoting websites by increasing their visibility in search engine results.

SEO:  Search Engine Optimization

SERPS:  Acronym for Search Engine Results Pages, or where your page ranks in the results displayed by the 
search engine.  



Glossary     I    99 
 

Sharing Economy: Also known as collaborative consumption or as a peer-to-peer economy, is a trending 
business model that focuses on individuals and/or organizations that rent or borrow goods rather than buy 
them. 

SMM: Social Media Marketing, gaining website traffic or attention through social media sites.
Socially conscious brands: Giving back is the core mission.  Example: Tom’s One for One

Social Impact: This is an increasingly popular term in the US market for both consumer trends and invest-
ment trends.  Social impact defines the benefit a company brings onto the people who make and use the 
product, and on the communities where the products are made and used. 

Social Media: Websites and other online means of communication used by individual, organizations and 
businesses to share and exchange information for personal and commercial purposes.

Social Media Pla orm:  An is generally an interactive site or website host

Strategy:  A plan of action or policy designed to achieve a major or overall aim.

Streamline: To make simpler more efficient.

Subcontract: To engage independent artisans or workshops outside your business to produce for you. They 
can produce a portion of production, or finished product.

Substandard: Of inferior quality.

Supply chain: A system of organizations, people, activities, information, and resources involved in moving a 
product or service from supplier to customer. (see Distribution Channel)

SCA (Sustainable Compe ve Advantage): A long-term competitive advantage that is not easily duplicable 
or surpassed by the competitors.  This occurs when an organization develops an attribute or combination of 
attributes that allows it to outperform its competitors. (i.e. Apple)

Stakeholders: A party that has an interest in an enterprise or project. The primary stakeholders in a typical 
corporation are its investors, employees, customers and suppliers.

Sustainable design: Design plays a crucial role in the environmental aspect of products throughout their life 
cycles. From choosing the right materials and planning effective processes to creating new product concepts, 
design helps transform the challenge of sustainability into an asset and opportunity for businesses to increase 
their profit and create new markets while generating value and quality for people and the planet.

SWOT Analysis:  A structured planning method used to evaluate the strengths, weaknesses, opportunities, 
and threats involved in a project or in a business venture.

 Strengths: characteristics of the business or project that give it an advantage over others.
 Weaknesses: characteristics placing  the business or project at a disadvantage relative to others
 Opportunities: elements that the project could exploit to its advantage
 Threats: elements in the environment that could cause trouble for the business or project
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Target market: The group of consumers identified as most likely to want to buy your product. A target market 
is usually defined in terms of geographic, demographic and behavioral characteristics.

Target price: The level at which the producer and/or buyer would like a product to be priced, usually deter-
mined in the product development stage.

Terms of Sale: The delivery and payment terms agreed on between buyer and seller. In international trade 
the terms of sale also specifies the obligations of each party with regard to transport and insurance of goods.  
(See Incoterms)

Total logis cs cost: Total logistics costs consider the whole range of costs associated with logistics, which 
includes transport and warehousing costs, but also inventory carrying, administration and order processing 
costs. Administration and order processing costs are relative to the total volume being handled.

Trend:  The general direction in which something is developing or changing.

Trending Topics: A word, phrase or topic that is tagged at a greater rate than other tags is said to be a "trend-
ing topic". Trending topics become popular either through a concerted effort by users, or because of an event 
that prompts people to talk about a specific topic. 

Uniform: Of consistent quality.

Value Proposi on: In marketing, an innovation, service, or feature intended to make a company or product 
attractive to potential customers.

Volume purchasing: Purchasing goods in large quantities in order to realize lower costs.

Wastage: Material that can’t be used, such as fabric left over from cutting out a pattern, material that is 
damaged or expired.

Wholesale price:  The price at which a product is sold to the retailer for resale to the consumer.

Wholesaler: A company that sells products in quantity to retailers for resale purposes.  

Zine:  A self-published volume with limited circulation, written in variety of formats, available in print and/or 
on line.
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RESOURCES

Researching

US Retail Industry

www.nrf.com/resources/retail-library: National Retail Federation, industry statistics and reports.
http://www.investopedia.com/features/industryhandbook/retail.asp: Retail Industry Handbook
www.vendhq.com/retail-dictionary: Dictionary of common retail terms.
http://en.wikipedia.org/wiki/US_standard_clothing_size: US Standard Clothing sizes 

Trend and Color

http://www.colorassociation.com: The Color Association of the United States creates and delivers global color 
intelligence across industries. 
www.colormarketing.org: Color Marketing Group forecasts the director of color and design
www.pantone.com:  Pantone Colors – Pantone is a standardized color matching system, utilizing the Pantone 
numbering system for identifying and matching colors
www.trendcurve.com: The Trend Curve tracks trend and color in home furnishing
www.benjaminmoore.com: Major paint manufacture with trend color idea for homes

Retail and Independent Websites for Design and Color Inspiration

 http://www.pinterest.com: Pinterest
http://www.anthropologie.com: Anthropologie, fashion and decorative accessories 
http://www.ballarddesigns.com: Home furnishings and accessories
http://www.crateandbarrel.com: Crate and Barrel – Home furnishings and accessories
www.garnethill.com: Women’s apparel and bed and bath textiles
http://www.potterybarn.com: Pottery Barn - Home furnishings and accessories
http://www.sundancecatalog.com:  Women’s fashion and home decor   
www.westelm.com: West Elm – Home furnishings with particular commitment to artisan made goods
http://www.wisteria.com:  Home furnishings and decorative accessories 

Import-Export

http://www.unzco.com/basicguide/index.html: A basic guide to exporting published by the US Department of 
Commerce. Though written for US based businesses, it contains good information for any enterprise seeking to 
export.

www.cbp.gov/trade/basic-import-export: Basic import-export information from US Customs and Border Patrol 
regarding requirements for exporting goods into the United States

www.cbp.gov/linkhandler/cgov/newsroom/publications/trade/iius.ctt/iius.pdf: U.S. Customs and Border 
Protection, (CBP) guide for commercial importers.

www.intracen.org: International Trade Centre: Joint agency of the World Trade Organization and the United 
Nations, acting as the development partner for small business export success. Includes market analysis tools. 
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www.sba.gov: US Small Business Administration, a vast website filled with information to assist small 
businesses.  Good resource for a small business no matter where the business is located.

www.usitc.gov/tariff_affairs/about_hts.htm: Harmonized Tariff Schedule

www.airschott.com/intlterm.html: Glossary of international trade terms

www.artisanwork.org: Excellent website sponsored by SERRV, specifically designed to provide learning 
materials and current market information for artisans. 

http://www.fairtradefederation.org/: The Fair Trade Federation (FTF) is the trade association that strengthens 
and promotes North American organizations fully committed to fair trade.

US Trade Shows

New York International Gift Fair: Largest gift show in the US. 
New York, NY
www.nyigf.com

Atlanta International Gift Fair: Second largest gift show in the US
Atlanta, Georgia
www.americasmart.com

San Francisco International Gift Fair: Largely a West Coast show that draws buyers from across the US
San Francisco, CA 
www.sfigf.com

California Gift Show: Largely a West Coast show that draws buyers from across the US
Los Angles, CA 
www.californiagiftshow.com

Dallas Market Center
Dallas, TX
www.dallasmarketcenter.com

International Contemporary Furniture Fair
New Your City
www.ICFF.com

Las Vegas Market – Home furnishings
Las Vegas, NV
www.lasvegasmarket.com

Market Square High Point (Home furnishings)
Suites A market Square
High Point, NC
www.merchandisemart.com
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International Home Furnishing Market
High Point, North Carolina
www.ihfc.com

 Museum Store Association
41 Mississippi Avenue
Denver, CO 80246-3055
www.museumdistrict.com

Accessories the Show - Fashion
New York City & Las Vegas
www.accessoriestheshow.com

Designers & Agents- Fashion
New York City
www.designersandagents.com

Information for Trade Show Participation

www.glmshows.com/press/display.htm: Helpful discussion of trade show booth planning and display from 
George Little Management (GLM), American’s premier trade show organization.

www.trade-show-advisor.com: One-stop trade show knowledge base designed to help exhibitors successfully 
leverage all aspects of trade show experience.

www.tradeshowmarketingadvice.org: ITSME provides free trade show marketing advice, ideas, information, 
suggestions, help, and tips

Websites for trend and references:

 1. www.Crateandbarrel.com
 2. www.cb2.com
 3. www.westelm.com
 4. www.canvas.com
 5. www.vivaterra.com
 6. www.pier1.com
 7. www.tenthousandvillages.org
 8. www.servv.org
 9. www.Swahili-imports.com
 10. www.bamboula.com
 11. www.sundance.com
 12. www.abc
 13. www.globalgoodspartners.org
 12. www.globalgirlfriend.com
 13. www.melangecollection.com



GREEN HANDOUT
Common Definitions of Green Products (Short)

 Green products include one or more of the following:
 Are energy efficient
 Use environmentally-responsible packaging
 Have minimal environmental impact during the manufacturing process (low carbon footprint)
 Are efficiently packed and transported 
 Are produced locally
 Contain recycled materials
 Are made with reusable & durable materials 
 Have reduced toxicity levels
 Contain sustainably-sourced organic & natural materials 
 Use certified wood

Comprehensive Definition (Long)

 Green products include one or more of the following:
 Reduced energy in the manufacturing process by using renewable energy such as water, wind or solar 
 power 
 Require less transport to reduce fuel consumption
 Use less energy throughout the manufacturing process and storage
 Conserve water
 Reduced materials and energy needed to do a function 
 Use ONLY those organic and/or natural materials that are sustainably harvested
 Contain recycled materials in product and/or packaging
 Reduced packaging
 Are non-toxic - reducing toxicity to zero
 Are durable, reusable and recyclable; to be fed back into the resource loop (Cradle to Cradle) with a 
 minimum of 30% post consumer recycled content
 Recycled products that are recovered and enforces a reclamation policy
 re derived from plants that are grown organically, have high crop yields using no  herbicides, pesti
 cides or bleach
 Use sustainably-harvested organic and natural ingredients in foods, body care products and cleaning 
 products , etc.
 Utilize wood from sustainable forests, rediscovered wood, or Forest Stewardship Council (FSC) 
 certified woods
 Are locally produced
 Do not participate in animal testing 
 Are free of genetically modified organisms (GMO’s)
 Are certified by a regional, national or international organization such as Forest Stewardship Council 
 (FSC), Green Seal, Global Ecolabelling Network, Rainforest Alliance and/or TransFair Certification
 Are fair trade produced by local artisans in developing countries, specifically intended to promote 
 economic opportunities and sustainable trade in their communities.
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(Taken from George Li le Management’s Sustainability exhibit)



108     I    Market Readiness Program 2014 



Resources     I    109 
 



110     I    Market Readiness Program 2014  



Resources       I    111 

Standard US Sizes for Textiles & Small Accessories  

 
Bedspreads    Inches (US)      Centimeters 

Twin 80 x 108  203 x 274  
Full 96 x 108  244 x 274  
Queen 102 x 118  259 x 300  
King 118 x 118  300 x 300 
 
Quilts    Inches (US)      Centimeters 

Twin 65 x 85  165  x 216  
Full/Queen 85 x 95  216  x 241  
King 105 x 95   267  x 241  
 
Duvet Covers   Inches (US)      Centimeters 

Twin 66 x 86 168 x 218.5 
Full/Queen 86 x 86   218.5 x 218.5 
King 102 x 86 259 x 218.5 
 
Pillow Shams   Inches (US)      Centimeters 

Standard 21 x 26 53.5  x  66 
European 26 x 26 66  x  66 
 
Pillow Cases   Inches (US)      Centimeters 

Standard 20 x 26 51  x  66  
Queen 20 x 30 51 x 76 
King 20 x 36 51 x 91.5 
European 26 x 26 66 x 66 
Neck Roll  12 L x 5 diameter  
 
Sheets    Inches (US)      Centimeters 

Twin (flat) 72 x 108 183 x 274 
Twin (fi ed) 39 x 76 99 x 193 
Full (flat) 80 x 108  203 x 274 
Full (fi ed 54 x 76  137 x 193 
Queen (flat) 90 x 110 229 x 279.5 
Queen (fi ed) 60 x 80 152.5 x 203 
King (flat) 108 x 115 274 x 292 
King (fi ed) 70 x 80  178 x 203 
 
Blankets   Inches (US)      Centimeters   

Twin 66 x 96 168 x 244 
Full 80 x 96 203 x 244 
Queen 90 x 96 229 x 244 
King 108 x 96 274 x 244 
 

Throw Blankets   Inches      Centimeters 

 50 x 70 127 x 178 
 60 x 80 152.5 x 203 
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Shower Curtain   Inches (US)    Centimeters 

 72 x 72 183 x 183 
 
Towels    Inches (US)    Centimeters 

Wash cloth 13 x 13 33 x 33 
Hand towel 16 x 34 41 x 86.5 
Bath towel 35 x 60 89 x 152.5 
Bath sheet 40 x 76 101.5 x 193 
Tub mat 22 x 34 56 x 86.5 
 
Bath Rugs   Inches (US)      Centimeters 

Small 17 x 24 43.18 x 61 
Large 21 x 36 53.5 x 91.5 
 
Table  cloths   Inches (US)      Centimeters 

Square 52 x 52 132 x 132 
Oblong / Oval 52 x 70 132 x 178 
Oblong / Oval 60 x 86 152.5 x 218.5 
Oblong / Oval 60 x 104 152.5 x 264 
Round  60 diameter 152.5 diameter 
Oblong / Oval 68 x 86 173 x 218.5 
Oval 68 x 104 173 x 264 
Round  68 diameter 173 diameter 

Toppers    Inches (US)      Centimeters 

Small  36 x 36 91.5 x 91.5 
Medium 45 x 45 114 x 114 
Large 48 x 48 122 x 122 
 
Table skirt (round)   Inches (US)      Centimeters 

36 diam. table x 29 drop 94 diameter skirt 239 diameter 
   
 
Table runners   Inches (US)      Centimeters 

 16 x 36 41 x 91.5 
 16 x 54 41 x 137 
 16 x 72 41 x 183 
 
Placemats   Inches (US)      Cen meters 
 13 x 18 33 x 46 
 14 x 18 35.5 x 46 
 14 x 20 35.5 x 51 
 
Napkins    Inches (US)      Centimeters  

Buffet 24 x 24 61 x 61 
Luncheon 20 x 20 51 x 51 
Cocktail 6 x 8  15 x 20 
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Christmas decorations 

Stockings average between 19” to 21” long 48.3 cm to 53.3cm 
Tree skirts average 42” round 106.5 cm 
Door wreaths average 10” to 24” diameter 25.3cm to 61cm 

Garland averages 9’feet to 12’feet 
274.5cm to 366cm 

 

Picture frames - photo sizes 

2” x 3” 5cm x 7.6cm 
3 1/2” X 5” 8.8cm x 12.7cm 
4” X 6” 10.1cm x 15.2cm 
5” X 7” 12.7cm x 17.7cm 
8” X 10” 20.2cm x 25.3cm 
Panoramic (new size) 4” x 11 1/2” 10.1cm x 29.1cm 
 

Outdoor  mats  - for average door width 32” to 34” (81.1cm to 86.2cm)  

18” x 30” 45.7cm x 76.1 
24” x 36” 25.3 cm x 91.3cm 
36” x 48” 91.3cm x 121.8cm 
  

Liquid capacity for drinking glasses 

Water glass  - 18 ounces 532 ml  
Coffee mug  - 12 ounces 355 ml 
Wine glass  - 10 ounces 296 ml 
Double old fashioned -  10 ounces 296 ml 
Average glass -  8 ounces 236.6 ml 
Juice glass -  6 ounces 177.4 ml 
 

Fireplace screen - 3 panel 

42” wide x 30” high 106.6cm x 76.1cm 
45” wide x 33” high 114.3cm x 83.8cm 
54” wide x 33” high 137cm x 83.8cm 
         

Fireplace screen – single panel 

44” wide x 30” high 111.5cm x 76.1cm 
39” wide x 31” high 99cm x 78.6cm) 
 

Fireplace log holders 

24” long 25.3cm 
28” long 71cm 
  

Bath towel racks for the wall  

18” long 45.6cm 
24” long 25.3cm 
30” long 76.1cm 
 

Paper products 

Paper towel width 11” 28cm 
Toilet paper width 4 1/2” 11.4cm 
Wri ng paper 8 1/2” x 11” 21.5cm x 27.9cm 
Wri ng paper 8 1/2” x 14” 21.5cm x 35.5cm 
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Dog accessories 

 36” bed round 91.3cm 
 42” bed round 106.5cm 
 50” bed round 126.9cm 
Feeding/water sta on height  
6” 15.2cm 
9” 22.8cm 
12” 30.5cm 

Accent furniture  

Bedside table 24” to 30” high 25.3cm to 76.1cm 
Cocktail table 18” to 27” high 45.6cm to 68.5cm 
Side table 20” to 30” high 50.6cm to 76.1cm 
Dining table 30” high 76.1cm 
Chair 18” high (seat to floor) 45.6cm 
Desk 29” high 73.6cm 
 

Taper candles 

9” high x 7/8” base diameter 22.8cm x 2.2cm 
12” high x 7/8” base diameter 30.5cm x 2.2cm 
18” high x 7/8” base diameter 45.6cm x 2.2cm 
 

Round floating candles 

3” diameter 7.6cm 
 

Pillar candles 

3” high x 3” base diameter 7.6cm x 7.6cm 
6” high x 3” base diameter 15.2cm x 7.6cm 
9” high x 3” base diameter 22.8cm x 7.6cm 
12” high x 3 “ base diameter 30.5cm x 7.6cm 
 

Square pillar candles 

3” high x 3” square 7.6cm x 7.6cm square 
6” high x 3” square 15.2cm x 7.6cm square 
9” high x 3” square 22.8cm x 7.6cm square 
  

Tea lights  

Large -  3/4” high x 2 1/4” diameter 1.9cm x 5.7cm 
Small -  3/4” high x 1 1/2” diameter 1.9cm x 3.8cm 
1 3/4” high x 1 3/4” VOTIVE diameter 7cm x 7cm 
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