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Outline

This program provides participants with opportunity to acquire skills on market-oriented export promotion of locally made
unique products. With the idea of "make what can sell", participants will learn practical knowledge of marketing and export
promotion, including understanding of customers in developed countries, effective product development, branding, effective

design and usage of promotional tools.

Objective/Outcome

Target Organization / Group

Objective
Participants acquire market-oriented approach of export promotion to export local
products to developed countries,based on the partnership between public and private
organization .

Outcome
1. Participants clarify the strength and characteristics of industries of their

country and plan their export promotion strategy which will lead to development of

domestic industry.

2. Participants can explain the essence of market oriented approach in terms of
product development and branding, with clear understanding of the strength/value
of their local products.

3. Participants can explain how to create/use promotional tools (brochure, websites,
publicity and exhibition).

4. Participants understand the market needs by using appropriate market researching
methods(test marketing, questionnaire etc.) and review their products and export
strategy.

group.

Target Organization
Two participants should be selected
from each country:one from public
organization and another from private
organization such as CCl,producers”®

Target Group
1. Public organization:More than 3
years" experience of export
promotion
2. Private organization: More than 3
years" experience in the field.
3. Managers who have authority of
decision making are preferable.
4. Counterpart of JICA project is

5. Participants make an Action plan to improve their products and export promotion preferable.
strategy based on the results of market research.
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Making and presenting Action Plan
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After coming back to the home country
1. Action plan will be implemented by participants
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