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§1. Introduction
§ 1.1 Nabuur

Yoshinkhel is a backward community in the city of Bhaktapur in Nepal. It is a community that is rich in culture, art and religion but suffers greatly from poverty. The people of Yoshinkhel live under extremely poor circumstances and have little opportunity to improve their situation. Work is rare, wages are low and education is unaffordable for most of the people. Therefore, the online voluntary community of Nabuur.com has started to offer help to improve the living conditions in Yoshinkhel. 

Together with SACDS - Social Action for Community Development Society – (a non-governmental, non-profit organization), the volunteers of Nabuur.com have been setting up a childcare and adult learning centre for the people at Yoshinkhel. The concept of this centre was built around the need for child day care, as well as pre- and after school childcare and a skills-training programme for adults. By means of this skills training programme, the women the child care and adult learning centre have learned to knit several different garments, varying from socks to jumpers to gloves to mufflers. 

Via Worldschool, an organisation that provides an international classroom in order to immerse secondary students in the environment of sustainable development, our group of eight students was assigned to this project in order to address several issues of the people at Yoshinkhel and weave our findings in our final paper for the Dutch VWO.

In a group of five people we are going to address several issues that the people at Yoshinkhel have regarding the sales of their knitted goods. The people at the centre are looking for a market and a target group for their knitted goods, as well as a way to promote their goods in order to increase the sales. These issues will be addressed in the paper of Ilona Jankovits, Tim van der Weert and Leonie Goettsch. In order to transport the knitted goods from Yoshinkhel to the consumer, Harm van Leeuwen and Tim Stemkens are going to investigate the transport possibilities. Although the two papers are separated due to the VWO final paper regulations, both papers were made in close relation to each other and should be seen as a totality.  
§ 1.2 Marketing Plan 
Our initiative is to create a marketing plan for the knitted goods made by the women of Yoshinkhel. First you have to define your marketing plan our group (Ilona, Leonie and Tim) did this by posting on the website and the forum of Nabuur, to see what we should do. We had contact with Sabina Matangi (the local representative) and Angelika (the facilitator from Austria). We had a look what everyone already had done and what there suggestions were, so that we saw what we were supposed to do. We decided that we are going to make a as detailed as possible marketing plan with almost everything included such as target group, market research etc. We based our structure on a theory called the marketing mix. This theory consists of the four P’s: Product, Price, Place and Promotion. According to this theory a good and proper marketing plan should include these four things. We included more things like market research, target group; we mailed some organisations for a better look and the market etc. Our results can be found in our paper.
§2. Investigation of the area
The day care where the women produce their knitted goods is situated in Yoshinkhel, which is located in the city of Bhaktapur. Bhaktapur lies close to Kathmandu, which is the capital of Nepal. In order to find markets for the products, detailed information about the place of origin is needed. The economical, geographical and cultural aspects of Nepal, Yoshinkhel and Bhaktapur in particular, play a vital role in the formation of a marketing plan. The economical aspects such as currency and exchange rates influence the position of the goods on the market and geographical information is needed to form the logistic plan. The culture of the country creates the atmosphere in which the products are manufactured and therefore is very important for the marketing strategy. Furthermore, the facilities and services that are present in Nepal are important as well. The number of airports and postal services are examples of important factors which should be included in the plan for transporting the goods. Therefore all the aforementioned aspects have been researched thoroughly. 


§ 2.1 Economical aspects of Nepal
Nepal is considered to be one of the poorest and least developed nations in the world. Almost a third of the Nepalese population lives below the poverty line. Most of the income of the country is generated by means of agriculture. It provides three-fourths of the population with a livelihood and therefore the majority lives in rural areas. Agriculture accounts for 38% of the Gross Domestic Product
. Only a small percentage op the population works in the industrial sector. Most of the industrial activity consists of the processing of agricultural produce. Because the country relies on agriculture, bad weather and the annual monsoon influence the GDP severely. 

Nepal is landlocked and therefore it is difficult and expensive to transport goods to other countries. $822 million is the estimated worth of all the exported goods of Nepal in 2005
. This figure does not include unrecorded border trade with India. This sum is only a tiny percentage of the entire income of Nepal. India receives 67.9% of the Nepalese export. The most important export products are carpets, clothing, leather goods, jute goods and grain. 

The Nepalese government is encouraging import and export in order to promote business. The government hopes this encourages growth and thus will lead to a higher employment rate, which was only 58% in 2004, and a better standard of living for the Nepalese population. 

An important source of foreign exchange is tourism. Nepal’s mountains, including the renowned Mount Everest, attract hikers and mountaineers from all over the world. Unfortunately internal security and conflicts from Maoist rebels endanger the amount of tourism.   

Another possibility for Nepal to generate income is the potential exploitation of hydropower. This potential cannot be reached because of lack of funding, but the government is focusing to get other countries to invest in the development of hydropower in Nepal, since major investments are needed. At the moment only a single percent of the potential is used, but it could cater the Nepalese and a part of the Indian needs for power. 

Other sectors will remain to have poor prospects for foreign trade or investment because of the backward economy, its remoteness and lack of technological development.

The population of Nepal has a poor level of education. The workforce of Nepal suffers from a severe shortage in skilled labour and therefore technological development is hardly possible. In 2001, 57,1% of the population above the age of fifteen was analphabetic. 
The people in the country suffer form bad health, while there is only one doctor per 25.000 inhabitants.
 The population is poor and in 2006 the estimated GDP per capita was only $1,500. The distribution of wealth among the Nepali is no different than in other developing countries. The lowest 10% of the households only has 2,6% of the national wealth, while the highest 10% controls 39,1%.

The standard of living of the population is why Nepal receives a lot of foreign aid. Half of the development budget of Nepal consists of the financial aid coming from India, Japan, the United Kingdom, the United States, the European Union and other countries. In 2001 Nepal received 18,6 euros per inhabitant in the form of financial assistance.
 

As has been mentioned before, the government is taking a lot of steps to create a better economy for Nepal. They have created policies that free up trade and they have established a convertible currency. This currency is the Nepalese Rupee and it is tied to the Indian Rupee at an exchange rate of 1.6 for quite some time now. Inflation has dropped to 2.8% in 2001 and the exchange rates from the Central Bank can be read from the table below. The exchange rates are published in local English daily newspapers. 

	Foreign Exchange Rates - Nepal Central Bank 


	Currency
	Unit
	Buying
	Selling


	U.S. Dollar
	1
	63.05
	63.65


	Euro
	1
	91.19
	92.06


	Pound Sterling
	1
	131.11
	132.36


	Swiss Franc
	1
	54.32
	54.83


	Australian Dollar
	1
	58.69
	59.25


	Canadian Dollar
	1
	66.65
	67.28


	Singapore Dollar
	1
	43.53
	43.95


	Japanese Yen
	10
	5.46
	5.51


	Swedish Kroner
	1
	9.91
	


	Danish Kroner
	1
	12.23
	


	Hong Kong Dollar
	1
	8.13
	


	Saudi Arab Riyal
	1
	16.81
	


	Katari Riyal
	1
	17.33
	

	Exchange Rate as of 2007-11-02 



Even though the introduction of the convertible Nepales Rupee is a step in the right direction, the economy of Nepal will probably remain backwards. It still heavily relies on agriculture and will probably continue to do so regardless of the steps the government is taking. Tourism is threatened by lack of internal security because of the Maoist rebels and to reach the potential in hydropower, enormous investments are needed. The population of Nepal is badly educated, which will prevent technological development. The landlocked and remote geological position prevents the Nepalese export from flourishing and therefore the GDP is not likely to increase. The sum of all these aspects result in the conclusion that in the nearby future, Nepal will still be one of the poorest countries in the world.


§ 2.2 Geographical aspects of Nepal

Nepal is a country in Asia situated between China/Tibet and India. It has approximately a total surface of 147,181 square km with a population of almost 19 million people. Nepal has approximately 120 inhabitants per square kilometre; this is relatively not very much compared to other countries. Nepal is quite a small country for Asian standards. Surprisingly, Nepal has a diversity of landscapes for a small country. Of course, Nepal is known for its many mountains, including the highest mountain in the world, the Mount Everest. In fact, eight of the ten highest mountains in the world can be found in Nepal. However, this is not the only landscape in Nepal. Hills and valleys, and tropical jungles are also found in this small but diverse country in Asia.
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Not only the landscape is quite diverse, also many different climate zones can be found in Nepal. From a tropical and subtropical climate
, to an almost arctic and subarctic
 climate. These differences are due to the big differences in altitude within a very short north-south distance. The arctic climate can be found high in the mountains in the north while the tropical climate is found in the south of Nepal. Due to the tropical rainforest, Nepal can be a very rainy country. Generally, Nepal has two seasons: the dry season from October to May and the Monsoon
 (see Graph 1
) from June to September. The temperatures can differ very much from approximately 3 degrees Celsius during the winter to a height of 35 and sometimes even 40 degrees Celsius during the summer (see graph 1). 

The Terai, the lowland in the south near the border with India, is the most important region in Nepal. This is due to the fertile land, where most of Nepalese’s crops are grown. Sugar, rice, wheat and mustard to produce oil are the most common products which are grown over here. Therefore, due to the high agricultural activity in this area, there is also a lot of industry which is related to these products. For example, there are a lot of oil refineries found in Terai. You can see the importance of agriculture for the Nepali back in the number of people who work in this industry. Almost 90 % of the inhabitants have a job in the agricultural sector or a job related to it, and the income from these activities are almost 60 % of the total GDP
 from Nepal. This shows the importance of Terai to Nepal. Therefore, approximately 40 % of all the Nepali live in or around the region of Terai, while the rest of population is spread over other parts of Nepal. 

§ 2.2.1 Geographical aspects of Bhaktapur and Yoshinkhel
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[image: image8.emf]Bhaktapur is a village approximately twelve kilometres from the capital city of Nepal, Kathmandu. It is one of the bigger cities in Nepal. Bhaktapur is spread over an area of 6.88 square KM and it is 1,401 meters above sea level, it is therefore the smallest region in the country. Most of the land is used for agricultural activities (in fact 96 %
), this again a good reflection of the whole of Nepal. There is approximately a population of 225.000, 50.92 % is male and 49.08 % is female
. At this moment the population is growing with 2.71% every year. Every year there is a rainfall of approximately 56 millimetres. The city of Bhaktapur is divided in 24 localities, and Yoshinkhel is one of them. Yoshinkhel is in fact one of the poorest localities in Bhaktapur. Only 20 % of the population of Yoshinkhel can read, and only 5% are women. There is a total population of 610 people and 65 families belong to the lowest caste (this is almost the whole community).   


§ 2.3 Cultural aspects of Nepal

The culture of Nepal the rich cultural heritage of the Kingdom of Nepal, has evolved over centuries. This multidimensional cultural heritage encompasses within itself cultural diversities of various ethnic, tribal, and social groups, located at different altitudes, and is also manifested in various other forms, including music and dance; art and craft; folklores and folktales; languages and literature; philosophy and religion; festivals and celebrations; and foods and drinks.
For extra information about the caste system see the enclosed newspaper article. This article is about India, from an area roughly 1000 km from Bhaktapur, however we believe that the situation in Nepal is comparable. 
§ 2.3.1 Language and literature
As per 2001 census, at least 92 different living languages are spoken in Nepal, though other studies list 123 living languages. Nepal’s linguistic heritage has evolved from three major language groups, namely, Indo-Aryan, Tibeto-Burman, and indigenous. The major languages of Nepal (percent spoken as mother tongue) are Nepali (49%), Maithili (12%), Bhojpuri (8%), Tharu (6%), Tamang (5%), Newari/Nepal Bhasa (4%), Magar (3%), Awadhi (2%), Bantawa (2%), Limbu (1%), and Bajjika (1%). The remaining languages are each spoken as mother tongue by less than one percent of the population, for example Dura. Nepali, written in Devanagari script, is the official, national language and serves as lingua franca among Nepalese of different ethno linguistic groups. In the southern Terai Region (5 to 10 mile wide stretch of flat plains in the south which is a northern continuation of Gangetic plains of India), Hindi is also spoken.

Extinct languages of Nepal include Kusunda and Waling.

Among notable Nepalese writers is Parijat.

§ 2.3.2 Religions & philosophy

The 2001 census identified 80.6% of the population as Hindu and Buddhism was practiced by about 11% of the population (although many people labelled Hindu or Buddhist often practice a synergetic blend of Hinduism, Buddhism and/or animist traditions). About 4.2% of the population is Muslim and 3.6% of the population follows the indigenous Kirant religion. Christianity is practiced officially by less than 0.5% of the population.

Hindu and Buddhist traditions in Nepal go back to more than two millennia. In Lumbini, Buddha was born, and Pashupatinath temple, Kathamandu, is an old and famous Shiva temple. Nepal has several other temples and Buddhist monasteries, and also places of worship of other religious groups. Tantric traditions are also deep rooted in Nepal, including the practice of animal sacrifices. Five types of animals, always male, are acceptable for sacrifice: buffaloes, goats, sheep, chickens, and ducks.

With a multiplicity groups, Nepal has several cults, and gods and goddesses, which co-exist with the major religions. In its long cultural history, Nepal has always remained a land of religious harmony.

Traditionally Nepalese philosophical thoughts are ingrained with the Hindu and Buddhist philosophical lines. The philosophical traditions of Nepal include elements of Kashmir Shaivism, Nyingma school of Tibetan Buddhism, works of Karmacharyas of Bhaktapur, and a variety of tantric traditions.

§ 2.3.3 Festivals and celebrations

Several of the festivals of Nepal last from one day to several days. Dashain is the longest and the most important festival of Nepal. Generally Dashain falls in late September to mid October, right after the end of the monsoon season in Nepal. It is "a day of Victory over Demons". Tihar is another important festival of Nepal.

Other important festivals include Buddha Jayanti (the celebration of the birth of Buddha); Maha Shivaratri, a festival of Lord Shiva, and during Maha Shivaratri festivities, some people consume excessive drinks and smoke charas. Sherpas, mostly located at higher altitudes and in the Everest region, celebrate Mani Rimdu, for the good of the world. In most festivals dancing and music is had and all kinds of exotic foods.

§ 2.4.1 Road Facilities in Nepal:
[image: image9.emf]Nepal is a landlocked country, closed in between China in the North and India to the South. Due to its mainly mountainous landscape it is often difficult to travel from one place to another within the country, especially by road. Only 36% of the people has access to all weather roads, 60% of which are situated in lower, flatter areas. Nepal has the shortest road network and the lowest road density in the region. In total there is 17.000 km of public road of which the division can be seen in figure 4. The national highways (shown in figure 5) together with the major feeder roads (together 40,3%) form the Strategic Road Network and are suitable for the transportation of goods. The rest (60,7%) are local roads, which do provide proper connections and are not reliable enough for transport. The vast majority of roads (42,8%) are earthen roads. In addition, 26,7% of the roads are gravel roads and only 30,5% of the roads are actually paved. In addition, there are 11.000 km of village and agricultural roads present in Nepal that are not serviceable for transport. Furthermore, 22 out of the 75 administrative districts lack a proper connection with the national road network. 
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§ 2.4.2 Aviation Facilities in Nepal:
An easier way to get around in Nepal is by air. Aviation is a very important means of transport in Nepal in order to reach the remote communities and areas in the mountains that are inaccessible by road. Nepal counts 47 airports in total, 46 domestic airports and 1 international airport, Tribhuvan International Airport in Kathmandu. Only 10 of these airports have paved runways and only Tribhuvan International Airport can accommodate the somewhat bigger planes because it is the only airport that has a runway that is longer than 3047 metres. Although none of the domestic airports dispose over any modern facilities, air traffic is frequent and has a decent capacity, which is crucial to the development of remote communities.

Tribhuvan International Airport is situated 5,5 km from the Kathmandu city centre and is situated in the heart of the Kathmandu Valley, mainly serving the cities of Kathmandu, Patan and Bhaktapur. The airport disposes over one 3048 × 45,72 m runway and can handle nine medium or wide body aircraft, which can be used for international flights, or 15 small aircraft, which are mainly used for domestic aviation, at one time. Even though the airport does not dispose over a large array of facilities, there are plenty of facilities present inside the two terminals (a domestic and an international one) besides the crucial airport facilities.  These additional facilities include a currency exchange, a bank, an insurance counter, a Commercially Important Person (CIP) lounge, a souvenir shop, a duty free shop and telephone, fax and internet connections. The cargo facilities that are present include a brand new 10200 squared metres Air Cargo Complex which can accommodate 24000 tonnes of cargo for export and 12000 tonnes of cargo for import at one time. In figures 6 and 7 all airlines that offer scheduled flights to and from Tribhuvan International Airport are listed. 

	Figure 6: Tribhuvan International Airport, scheduled international destinations

	AIRLINE CARRIER :
	DESTINATION(S) :

	Air Arabia Fly Yeti 
	Kuala Lumpur,Sharjah,Abu Dhabi,(starting soon are Doha, Ryidah, Singapore, Seoul, New Delhi, Bangkok and Hong Kong)

	Biman Bangladesh Airlines
	Dhaka

	Air China
	Beijing,Chengdu, Lhasa

	China Southern Airlines
	Guangzhou

	Cosmic Air
	Delhi, Kolkata, Varanasi

	Cathay Pacific, carried out by Dragonair
	Hong Kong

	Druk Air
	Delhi, Kolkata, Paro

	Etihad Airways
	Abu Dhabi

	GMG Airlines
	Dhaka

	Gulf Air
	Bahrain,Muscat

	Hong Kong Express Airways
	Hong Kong

	Indian Airlines
	Delhi, Kolkata, Varanasi

	Jet Airways
	Delhi

	Jetlite
	Delhi, Hyderabad

	Korean Air
	Seoul-Incheon

	Nepal Airlines
	Bangalore, Bangkok-Suvarnabhumi, Delhi, Dubai, Hong Kong, Kuala Lumpur, Osaka-Kansai, Shanghai-Pudong

	Orient Thai Airlines
	Bangkok-Suvarnabhumi

	Pakistan International Airlines
	Karachi,Lahore

	Qatar Airways
	Doha

	Singapore Airlines, carried out by SilkAir 
	Singapore

	Thai Airways International
	Bangkok-Suvarnabhumi


	Figure 7: Tribhuvan International Airport, scheduled domestic destinations

	AIRLINE CARRIER :
	DESTINATION(S) :

	Agni Air
	Bhairahawa, Bharatpur, Biratnagar, Jumla, Nepalgunj

	Buddha Air 
	Bhadrapur, Bhairahawa, Bharatpur, Janakpur, Pokhara, Simara

	Cosmic Air
	Bhairawa, Bharatpur, Biratnagar, Nepalganj, Pokhara, Simara, Tumlingta

	Gorkha Airlines
	Bhairahawa, Bharatpur, Biratnagar, Jumla, Nepalgunj

	Nepal Airlines


	Bhadrapur, Bharatpur, Bhojpur, Biratnagar, Dhangadi, Lukla, Nepalgunj, Phaplu, Pokhara, Ramechhap, Rumjatar, Simara, Surkhet, Tumlingtar

	Yeti Airlines 


	Bhadrapur, Bhairawa, Bharatpur, Birantnagar, Lamidanda, Lukla, Meghauli, Nepalganj, Phaplu, Pokhara, Rumjatar, Simara
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§ 2.4.3 Ports and Waterways in Nepal:
Although Nepal is not situated near any seas or oceans, there are a few waterways present inside the country itself. Still, due to the rough landscape, waterways are barely used as a means of transportation within the country itself. Therefore, there are no ports present in the country itself, although there are two container depots near the Southern border with India in the towns of Birganj and Sirsiya. These two mainly function as a transit place for goods that come from or go to Indian seaports by train. However, delays and periods of non-use occur very frequently, mainly because of custom disputes with India. In figure 5, the most important rivers in Nepal are shown as blue lines. In figure 5, it can be seen that these waterways are not all interconnected, which makes waterway transportation within Nepal itself even less feasible.  
§3. Target group

Before a product can be developed, it first has to be determined for whom it is made in the first place. There is a possibility to try to sell it to the entire market or to specify on a certain segment of consumers and to focus all the aspects of the marketing plan on that group. In the case of Yoshinkhel Craft the product is already developed, but we can still determine who we want to reach with our four P’s.
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The knitted goods of Yohsinkhel Craft fall under the category of Fair Trade. The Fair Trade movement promotes international labour, environmental, economic and social standards for the production of goods. These goods are ranging from handcrafts to agricultural produce. The term is also used to refer to the work of networks such as IFAT, FLO, EFTA and News, the ATO’s (Alternative Trade Organizations) and Fair Trade federations. Our target group basically is the same as the segment of the market these organisations focus on.  

According to the report Fair Trade in Europe 2005
, the people who primarily bought Fair Trade products were socially-aware and middleclass Northern consumers. However, in the last years this traditional target group is changing. Fair Trade has become much more than a ‘niche market’ for only that small segment of the population. ‘It is expanding into mainstream distribution channels and is increasingly being recognised by consumers, public authorities and even private companies as an efficient tool for poverty eradication and sustainable development’. This means that Fair Trade products are reaching a larger target group then before. 
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From the annual reports of Fair Trade Original could be deducted that they try to sell their products by sending out the message that the consumer can change the world by simply consuming. They have introduced their products in the Albert Heijn (a supermarket chain in Holland), so that people can help to contribute to a better world while doing grocery shopping. They try to reach the ordinary shoppers by doing this.
The target group for Yoshinkhel Craft will be quite like the traditional Fair Trade consumer: Socially-aware and with a higher income. These people often do not mind paying a bit more if it means that they do something good for the less fortunate and therefore can feel good about themselves. The marketing mix will therefore focus more on the origin of the product instead of the price. 
§4. Market Research

You can not determine your marketing plan before you had a look at your competition. Are there enough potential clients, or are there already enough producers of knitted goods. When there are enough potential clients, then you always have to look at you rivals/competition. This is because you have to adjust for example your price and promotion strategy to your competition. Your price should not be higher then all the others, otherwise all the clients will buy their product from the competitors. Therefore, we will first have a look at the market of knitted goods that already exists and see what the prices are. We will make a division between non profit companies (companies who do not produce to make profit, but because of other reasons such as helping others) and profit companies (companies who do want to make profit).  
§ 4.1 Profit organisations 
The name says it already, profit organisations are organisations who want to make profit. Or as it is defined by the dictionary: A corporation or an association, that conducts business for the benefit of the shareholders, they return the shareholders with profit after all operating expenses have been met. The Yoshinkhel women who knit can be defined under this definition. They want to make profit to realise a better income for the women. We will have a look at several profit organisations who sell woollen goods. 
§ 4.1.1 New Zealand knitted Sweaters

	Kind of Knitted Good
	Price (in American dollars, exclusive shipping costs )

	Socks
	$ 26.00

	605 Koru Hat
	$ 36.00

	618 Houndstooth Hat
	$ 52.00

	Sweater
	$ 162.00

	617 Jacket
	$ 200.00

	644 Bobble Gloves
	$ 30.00


 “New Zealand Wool Sweaters are committed to bringing you the world's foremost quality wool sweaters that you will ever find. Born of the land, lambs wool has the qualities that need to make garments worthy of high standards - gentle and strong, hardy and resilient”.  
As can be seen, the prices are quite high, according to their website this is due to the high quality of the knitting and the wool.

This is an organisation that produces these goods as mass-production. The women cannot really compete with these companies. They are simply too large and produce products in much larger quantities, and sell them in large stores. Their products are of a much better quality; this is because they are produced by machines. Therefore it is better to look at small businesses comparable with Yoshinkhel, to see what kind of prices they are asking for their knitted goods. However, this is very difficult to investigate thoroughly. This is due to the fact that most of these organisations are individuals who sell their products on eBay or the Dutch website Marktplaats (marketplace). The market for these goods is not very transparent, this means that it is not exactly clear what the number of producers is and what their prices are. Therefore we only had a look at the website eBay. On Nabuur they already suggested to use eBay to sell their products, so it is a good idea to have a look at what is sold on eBay so as to investigate the immediate competition Yoshinkhel Craft would have when they offered their products there. 
§ 4.1.2 eBay

	Kind of Knitted Good
	Price (in American dollars, exclusive shipping costs )

	Hand Knit Unisex Setesdal Kofta Style Sweater [image: image1.png]



	$39.99

	Knit Hat Beige
	$ 7.95

	Knit hat unisex 
	$ 0.99

	Knitted scarf + hat
	$ 7.49

	100% Wool Multi Color Stripe Sweater 
[image: image2.png]



	$ 6.99

	Hand Knit Irish Aran Fisherman Wool Pullover Sweater [image: image3.png]



	$19.99

	Hand Knit socks
	$ 9.99

	Hand knit woollen slippers
	$ 26.99

	Hand knit woollen slippers/bed socks
	$ 9.99

	Women hand knit scarf
	$11.99


EBay is an online auction and shopping website in which people and businesses buy and sell goods and services worldwide. As we have mentioned before, we especially looked at products which could be compared to the products the women in Yoshinkel knit. However, there are so many knitted goods on eBay, that it was impossible to name them all. For that reason only a couple of them are mentioned here; the results can be viewed in the table. With the results it can be concluded that there is not really a single price on eBay. We found knitted good which were quite expensive and also goods which were very cheap. Therefore it is difficult to determine a price based on the market (in this case eBay) at which you are planning to sell. See our price strategy for more information on how we came up with a price for the knitted goods (see § 7).
§ 4.2 Non-Profit organisations
As the name states; non-profit organisations are organisations who do not want to make profit. Or as it is defined by the dictionary: A corporation or an association that conducts business for the benefit of the general public without shareholders and without a profit motive. There are almost no non-profit organisations who sell knitted goods, because there is almost always a motive of making profit behind it. We found an organisation called World Craft Nepal who sells knitted goods; they can be classified as a profit organisation. However, they operate with a non-profit organisation called Third World Craft Development Centre, therefore we put them in the non-profit organisation sector.
§ 4.2.1 Third World Craft 
	Kind of Knitted Good
	Price (in American dollars, exclusive shipping costs )

	Hand knitted sweater (blue/yellow)
	$ 17.65

	Hand knitted sweater (red/yellow)
	$ 17.15

	Woolen Cap
	$ 1.60

	Woolen gloves
	$ 1.40

	Rainbow woolen cap
	$ 2.95


The World Craft Nepal (The Artisan's marketplace) is a platform created to support the promotion of international marketing for the producers groups. It is operated under the Third World Craft Development Centre, the non-profit organization dedicated to help empower the artisans and disadvantaged women by equipping them with appropriate marketable skills as well as training on modern technologies such as Internet and website development. This could be a perfect place for the women of Yoshinkhel to sell their product, but on the other side the producers that sell on the website are also the ones who the Yoshinkhel women have to compete with. Therefore, it is good to investigate this website (See table)
What we can conclude is that there is a lot of competition on this market. However, we have to make a division with businesses which are similar to Yoshinkhel Craft, for example the website Third World Craft. Other businesses like New Zealand knitted Sweaters are not really in the market we are looking at. They do sell knitted goods, but the goods are of a much higher quality and therefore they are also very expensive. For that reason Yoshinkhel Craft is competing with the producers on eBay, which is also a perfect place for Yoshinkhel Craft to offer their goods. More about this can be found in the section Place. 
K

K

§5. Organisations and importers
It is always important to know how the market is currently working. How the importers import their products, what are their requirements etc. we did not have the knowledge and the contacts at that moment. We therefore e-mailed several organisations in Europe and in Holland who are involved in the import of goods from third world countries for more information on the market and the how it works. We also asked most of them if they were interested in buying the products from the women of Yoshinkhel, but we also told them that they did not have to feel obligated to do so. We contacted organisations in Holland as well as in Europe, this is due to the fact that we live in Holland, but also because we found this quote in the report of IFAT “The Netherlands has one of the most mature Fair Trade markets in Europe with a large number of importing organisations and a very dense network of Wereldwinkels”. Therefore, it is good to look at Holland, because the countries in Western Europe are quite similar, so it can represent the rest of these countries. The answer on why we need the importers/wholesalers and what the advantages and disadvantages are can be found underneath § 8.2 Distribution, which is in the section of Place. We have sent an e-mail to the following organisations:

· Association for Craft Producers

· Tilingo

· IFAT

· Oxfam
· NIVAH
· Fair Trade Original
For more information about the organisations, the replies of the organisations and our conclusions see §11. Below you will find the e-mail we send to the organisations, we wrote the e-mail in English as well as in Dutch.

	Dutch:
	English:

	Geachte Meneer/Mevrouw,

Wij zijn drie studenten van zeventien jaar en wij zijn bezig met een project. Hierin onderzoeken wij de mogelijkheden om handel te realiseren tussen organisaties en een opvangcentrum voor minderbedeelden in Nepal, waar vrouwen producten breien om zo een inkomen te vergaren. Onze taak is om een markt te vinden voor deze gebreide goederen en een marketingplan op te stellen. Zijn wij bij (instelling) aan het juiste adres om informatie te vergaren hierover, zodat wij ons doel kunnen realiseren? Dit is geen directe poging om de goederen aan de man te brengen, maar wij zouden graag een inzicht krijgen in de markt en de werking ervan. 

Wij zouden het erg op prijs stellen als u de tijd voor ons kan nemen.

Alvast bedankt.

Vriendelijke groeten,

Ilona Jankovits, Leonie Goettsch en Tim van der Weert
	Dear Sir/Madam, 

We are three Dutch students of seventeen years old, and we are working on a project for school. Part of our task is to investigate in the possibilities to realize trade between organizations and a daycare centre for less fortunates in Nepal, where women produce knitted goods to provide themselves with a basic income. We are to find a market for these knitted goods and are expected to design a marketing plan.

Are we with (intstelling) at the right address to inquire about the process of fair-trade and the possible markets for these goods? Our goal is to gather more information to help us to realize our goal. 

We would very much appreciate it if you could find the time for us. 

Kinds regards, 

Ilona Jankovits, Leonie Goettsch en Tim van der Weert




§6. Product
The first P of the marketing mix is[image: image16.png]an)
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 product. Before determining your marketing plan, naturally you first have to look at what you are planning to sell. Therefore you have to look at what the exact product is. In our case these are the knitted goods made by the women from Yoshinkhel. We will try to describe the product as detailed as possible. We will have a look at the features/characteristics of the knitted goods, and what the possibilities for the clients are. Besides this we planned to design a new catalogue, so that the products can be promoted as good as possible. In the end, we did not succeed with this plan; this is due to the fact that we did not receive any good pictures which were useful for us. 
§ 6.1 The Catalogue
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A catalogue can be a very important tool while promoting your product. It serves the purpose of promoting and selling your product. When it is constructed well, it can attract a lot of possible customers. One of the neighbours on Nabuur, Freddie Benjamin from the United States, created a catalogue. In our opinion, this catalogue was not really attractive and was probably put together in a short period of time. Therefore, we decided that we wanted to create a new one, which would appeal more to our target group. We asked the other neighbours and Sabina (the local representative) for some large sized and sharp pictures. We also asked them to take pictures with people modelling the knitted goods. No one from Nabuur responded and the pictures from the old catalogue were too small and unclear to put in the catalogue. Sabina said that it was difficult for her to upload pictures, because she has a slow internet connection. Because of that, we decided that for the time being we are not going to create a new catalogue. It is a possibility for the future after we have received proper pictures (For more information see §9 Promotion).
§ 6.2 Description of the product
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The centre the marketing plan evolves around is the product, in our case the knitted goods. For a detailed description of the product we e-mailed Sabina with some questions concerning the size, materials and colours of the product. Because of the lack of proper pictures, we added some of the existing ones to illustrate what the actual product is. Together with the descriptions it is still quite clear what we are trying to sell. Below you can see the results of her reply. 
§ 6.2.1 Details of products that are offered 
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The women of Yoshinkhel offer a variety of products; they are all handmade, mostly of wool. They offer woollen caps, gloves, mufflers (scarves), socks, slippers and sweaters. The wool that is used is pure and high quality wool from New Zealand (sheep wool) and from Tibet (Yak wool). This wool is directly imported by the women of Yoshinkhel; this can be done in very short period of time. They can receive materials any time they need it, and when a certain colour is not available then it takes approximately 1 day to dye the wool and then it can be send. 

The delivery time of the wool depends on how quickly the post office processes the wool. In countries like Nepal you cannot always depend on the postal services. Sometimes the women receive the wool within a few days and sometimes it will take them a week to receive it. However, it can still be stated that the materials can be received quite easily. This is and advantage for the process of manufacturing the knitted good, because it means that after the women receive an order, they can quickly start producing. There are currently 25 knitters who can individually knit two hats per day, two pair of gloves per day, two pair of socks per day or one sweater with a simple design per week. When the design is somewhat more complicated, it takes them one and a half to two weeks to knit a sweater. It is probably possible to send the finished knitted goods all over the world within a month after the order was received; this is under the condition that the quantity of the order is not too large,
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The women from Yoshinkel can offer the client several sizes (especially for the sweater) and colours. The knitters from Yoshinkel are primarily focused on adults; but they are also able to make things for children. This takes more time, since they have to use different patterns, which they sometimes do not have. Therefore, it is handy for the knitters to have a sample size, because then they have a good idea of what the size of the product should be. The client can order three sizes: small, medium and large. Almost every colour is available, but they mostly use white, black, gray, rainbow (that is a sort of wool with seven colours), maroon, blue, olive, lime, purple, sea green, purple, navy blue and royal blue. They have these colours in stock, so the product can be finished quite quickly if the client buys products with these colours. However, the client can order other colours. The wool is dyed before it is send to Yoshinkhel and it can be dyed a different colour, but it well take slightly longer before the product can be finished.
§ 6.3 Possibilities for custom made knitted goods 
When you are selling products, it is handy to be very flexible. This is because most of the time, the clients has his own suggestion and wants a special design. This is all possible according to the women of Yoshinkhel. Requests for different colours do not form a problem (see § 6.2.1). Other requirements, for example when the client wants a certain logo or picture on the knitted good, can also be made possible. A sample or a picture has to be sent, so the women know what to knit. Therefore, it can be stated that the women are very flexible, because a product can always be customized. This flexibility can attract a lot of clients. 
§ 6.4 Return to sender 

It can happen that a client is not satisfied with the result of the knitted good they receive. Hopefully this will not happen too often, but we have to take it into consideration. For that reason, we asked Sabina what their ideas were if the product has to be returned to them. Do they knit a new and hopefully better product? Will they give the client a refund? Sabina answered that they do not have any experience with the return of products, because they have not really exported any products so far. They have only sold it in local shops, and not to clients all over the world. Therefore, Sabina and Angelika (the facilitator for Nabuur) suggested that some kind of terms and conditions should be developed. This has resulted in the idea of creating a new task on Nabuur, where new terms and conditions will be discussed and hopefully realized. It will be much easier for both the clients and the women from Yoshinkhel, because they will only have to look at the terms and conditions to see what should happen when a product is not to the client’s wishes.
§7. Price strategy
The second P in the marketing mix is the P of price. For some products, the price can be the decisive factor. The product that is the cheapest is the product that is bought the most. In some rare cases, products become more popular because of their high prices. The high price adds status to the product. This is not the case with the products of Yoshinkhel Craft.

The price of a product has different objectives. First of all, the costs of production and sales are supposed to be earned back through means of the money that is received from a sold product. Next to that, the producers want to benefit from the sales. The price can also be a weapon to concur the market or a mean of competing with other businesses. The latter was mentioned before, since in most cases it is the rule that the lower the price, the more people buy the product and by asking a very low price, the producer can outmanoeuvre its competitors. 
The good Yoshinkhel Craft produces are not luxury goods, so a low price will benefit the number of sales. However, the main objective of Yoshinkhel Craft is to generate income for the women there, so a price that is very low and therefore has a very low profit margin is not desirable. The price definitely has to cover the costs of production, especially fair wages that provide the knitting women with a sufficient income, and has to include a profit margin that secures the future of the business. The price as a mean to concur the market will be difficult, since the market is not transparent. This means that the amount of suppliers and the prices they ask is not known. Furthermore, the market of fair trade goods is not as competitive as the market of the profit-sector, since the entire goal of non-profit goods is a fair income for the less fortunate producers. A vicious competition harms this goal, since producers often have to suppress the costs to keep the price low, which often means to lower wages and more work pressure for the women. 
There are two different ways to determine a price for a product. The first is to orientate on the demand of the product, which in short means the amount the potential client is willing to pay for it. The other is a calculation that is oriented on the costs of production raised with a profit margin. The first option is out of the question for Yoshinkhel Craft because of the market which is not transparent. We are unable to determine what the maximum price is that can be asked. In the section of market research we did try to gather as much information as possible about other suppliers. We can use some of the prices as guidelines for the prices of Yoshinkhel Craft, but the price calculation will be based on the costs of production. 
§ 7.1 Price Calculation

Yoshinkhel Craft produces 6 different products, as has been mentioned before. These products are caps, mufflers, gloves, long socks, slippers and sweaters. Before these products can be sold, they must have a price. The people in Yoshinkhel already had prices on the Nabuur site, which were in dollars. These prices consisted of the production costs and a nominal profit margin, but these prices did not include administration and shipping costs. Therefore, a new price was requested. The old prices were in dollars, but we decided to calculate the price in Euros, since this is our own currency and also the currency of the countries we are trying to target with this marketing plan. Furthermore, the Dollar is quite low in the exchange rates these days, so it would earn the women in Nepal less when the Dollars are converted into Nepalese Rupees. 

1 US Dollars (USD) = 0.69 Euro (EUR)

Prices they have now


Product

Price in dollars
Price in Euro

Cap


5


3.45

Muffler

6


4.14

Gloves


2


1.38

Long socks

4


2.76

Slippers

5


3.45

Sweater

20


13.80

Calculating the new price cannot be done in the usual fashion. Normally, prices are calculated using information about costs and production from previous years. Yoshinkhel Craft does not have this information, so the calculation of the prices will partly be based on assumptions. 

Yoshinkhel is an industrial business, which means that they produce the goods instead of only buying and selling them without doing anything with the product. This means that the price cannot be calculated by adding the purchase costs and other costs with the purchase price and raising that with a profit margin. The price will have to be calculated by adding the average variable costs per product with the average constant costs per product and raise that with a profit margin. This is called the cost plus pricing method. The profit margin can be adjusted to the competition of the market and the demand of the product, which means that the cost orientated price calculations, does include an aspect that is orientated on the demand.
§ 7.1.1 Variable Costs

The variable costs are bound to the produced amount of products. The variable costs of Yoshinkhel are proportional, which means that the costs per product remain constant. The variable costs consist of the costs for labour and for materials. The material costs are formed by the grams of wool that are used for each product and the cost for labour are the wages the women receive for knitting. These two together form the average variable costs per product, the AVC. The wages per hour were calculated by dividing the highest possible salary by the amount of hours it took to knit the product.

The currency in Nepal is the Nepalese Rupee (NPR) and that is the currency that was used for the calculations. 

Product        Grams of wool     Wool cost 
Salary
*
hours    Salary per hour             AVC** 

Cap:

100 gm 
    40 NPR       
25-35 NPR
2
 17.5 NPR
       75 NPR
Muffler:   
200 gm/pair
    80 NPR      
50-75 NPR
5
 15 NPR
       155 NPR
gloves 
    
100 gm/pair
    40 NPR       
30-40 NPR
3
 13.33 NPR
       80 NPR
long socks  
150 gm/pair
    60 NPR       
50-75 NPR
5
 15 NPR
       135 NPR
Slippers
100 gm/pair
    40 NPR       
25-35 NPR
2
 17.5 NPR
       75 NPR
Sweater
1000 gm/pc
    400 NPR      
250-300 NPR
15
 20 NPR
       700 NPR

* The salary is on a per piece basis. 

**The AVC is the highest salary plus the wool cost.

Wages

At the moment, knitting a sweater earns more per hour than knitting gloves. This is unfair. Therefore all the average hour salaries were added up and the average was calculated, which was 16.39. This number was increased slightly, since the goal of this project is to generate income for these women. A steady wage per hour is easier for the calculations and possible future calculations. It is merely a suggestion. Salary per finished piece will probably still be used in Yoshinkhel itself. The new AVC with the new wages can be found below. When it is decided that the original per piece salary is more suitable for calculation, these new numbers can be replaced by the old ones. 

Average Variable Costs:
Cap 

18*2+40=76 NPR





Muffler
18*5+80=170 NPR





Gloves

18*3+40=94 NPR





Long Sock
18*5+60=150 NPR





Slipper

18*2+40=76 NPR





Sweater
18*15+400=670 NPR

§ 7.1.2 Constant Costs

Together with the average variable cost per product, the average constant costs per product forms the cost price of each produced good. Constant Costs are bound to the production capacity, which is the possible production. There is a difference between the production capacity and the amount of products that is really produced. The capacity is the maximum number of goods that can be produced, but the real production can be lower. The percentage of capacity that is actually used is called the degree of occupation. Unfortunately, both the true capacity and the real production are unknown for Yoshinkhel Craft. The actual production and the estimated production are normally used to calculate what amount of the constant costs should be added to the AVC of each product. To calculate these prices, several hypothetical productions were used. 

Needles  

The women in Yoshinkhel use needles to knit the products. They have five different sizes and three different types. One complete set of needles therefore consists of fifteen needles. There are 25 women who are knitting, but each woman does not need a complete set of fifteen needles. Six sets of fifteen, which is 90 needles, should be sufficient. Each pair of Needles costs 60 NPR. 6*15*60=5400 NPR. These needles are purchased only once, so not the entire sum should be in the constant costs. There is a probability that after five years, the needles should be replaced because they are damaged or lost. 

5400

5 = 1080 NPR

This number is for the entire year and the rest of the costs are per month, so the costs for the needles should be divided by twelve.

1080

  12   = 90

The rest of the constant costs are formed by rent, electricity and the telephone bill.

Needles
90

Rent

1000

Electricity
500
Telephone
700
Total

2290 NPR per month

27480 NPR per year

At the moment, Yoshinkhel Craft sells its products by orders instead of producing a steady amount of goods that is sold. However, to calculate the constant costs per product, a monthly amount of production is needed. Therefore some hypothetical productions are used to see what effect it has on the costs per product. The prices are also based on the fact that the six different products are sold in equal numbers. For example, an order of 600 consists of 100 pieces of each products and the hypothetical monthly production also has this division.

Another question is how to divide the total constant costs over the six different kinds of products. A cap, for example, is cheaper in its average variable production costs than a sweater. If the constant costs per month would be divided equally per product, which would be 381.67 NPR, the production costs of a cap would raise more in terms of percentage than a sweater. Therefore the constant costs are distributed according to the percentage of average variable costs of a product in the whole. All the average variable costs were added together and the percentage the AVC of a product has in the total, is the percentage of the total constant costs that is added to the production costs of the good. Therefore the amount of costs which comes from the constant cost is the same for each product in terms of percentage. The percentages and costs per month are rounded off.

Product
AVC

% in total
CC per month

Cap

76 NPR
6.15%

140.84 NPR
Muffler
170 NPR
13.75%
314.88 NPR


Gloves

94 NPR
7.61%

174.27 NPR

Long socks’
150 NPR
12.14%
278.01 NPR


Slippers
76 NPR
6.15%

140.84 NPR

Sweater
670 NPR
54.21%
1241.41 NPR

Total

1236 NPR
100%

2290 NPR

§ 7.1.3 Total Costs

To calculate the total costs, the average variable costs and the average constant costs should be added together. The total costs depend on the production and the formulas to calculate the total costs can be drawn up by substituting the amount of production by x. To calculate the total costs coming from the production of the goods, the variable costs should be multiplied by x. The total constant costs remain the same. 

Formulas:

Product

    TVC

       TCC


TC



Cap:  


TVC: 76x  

TCC: 140.84     
TC 76x + 140.84


Muffler:

TVC: 170x

TCC: 314.88 

TC: 170x + 314.88


Gloves


TVC: 94x

TCC: 174.27

TC: 94x + 174.27


Long socks

TVC : 150x

TCC: 278.01

TC: 150x + 278.01


Slippers

TVC: 76x

TCC: 140.84

TC: 76x + 140.84


Sweater

TVC: 670x

TCC: 1241.41

TC: 670x + 1241.41


Three hypothetical productions are 100 pieces per product per month, 50 pieces per product per month and 10 pieces per product per month. In each case, the total costs would differ for the product. The total costs would be as followed:

Product

TC with 100p p/m
TC with 50p p/m
TC with 10p p/m

Cap 


7740.84 NPR

3940.84 NPR

900.84 NPR



Muffler

17314.88 NPR
8814.88 NPR

2014.88 NPR



Gloves


9574.27 NPR

4874.27 NPR

1114.27 NPR



Long socks

15278.01 NPR
7778.01 NPR

1778.01 NPR



Slippers

7740.84 NPR

3940.84 NPR

900.84 NPR



Sweater

68241.41 NPR
34741.41 NPR
7941.41 NPR

Total


125890.25 NPR
57090.25 NPR
14650.25 NPR

It can also be calculated, what the cost price of a single product is. The variable costs stay the same, but the amount of constant costs is spread over the produced amount of goods. Producing more means a lower cost price. These formulas show how this average cost price can be calculated; the amount of production is substituted by an x.


Formulas:

Product

    AVC
       ACC


AC



Cap:  


AVC: 76  
ACC: 140.84 : x    
AC 76 + 140.84 : x



Muffler:

AVC: 170
ACC: 314.88 : x
AC: 170 + 314.88 : x


Gloves


AVC: 94
ACC: 174.27 : x
AC: 94 + 174.27 : x


Long socks

AVC: 150
ACC: 278.01 : x
AC: 150 + 278.01 : x


Slippers

AVC: 76
ACC: 140.84 : x
AC: 76 + 140.84 : x


Sweater

AVC: 670
ACC: 1241.41 : x
AC: 670 + 1241.41 : x


The hypothetical productions of 100, 50 and 10 pieces per month can also be used in this case. It can be used to see the difference in the average cost of production of a product and how much the amount of production influences this cost price. 

Product

AC with 100p p/m
AC with 50p p/m
AC with 10p p/m

Cap 


77.41 NPR

78.82 NPR

90.08 NPR



Muffler

173.15 NPR

176.30 NPR

201.49 NPR



Gloves


95.74 NPR

97.49 NPR

111.43 NPR



Long socks

152.78 NPR

155.56 NPR

177.80 NPR



Slippers

77.41 NPR

78.82 NPR

90.08 NPR



Sweater

682.41 NPR

694.83 NPR

794.14 NPR

From this table, it can be deducted that the production does not have an immense influence on the average cost price. This means that the amount of variable costs plays a bigger role in the total average costs than the constant costs. When there are not a lot of products to spread the constant costs over, the cost price does not rise significantly. This is a positive thing, since it means that the costs Yoshinkhel Craft will have are mainly originating from costs that are linked to the amount of production, instead of the production capacity. Therefore they are not reliable on a large number of sales to become profitable. When they are unable to sell a lot of products and they decide to produce less, the total costs will also decrease a lot. If the constant costs had a larger part in the total costs, they would still have high costs when they decided to produce less. Since Yoshinkhel Craft is not likely to sell a lot of products, as has been mentioned before, this is quite good news. More about the possibility of selling the goods can be found earlier on in section three, concerning market research. 

§ 7.1.4 Possible Prices

As has been mentioned before, the prices for the products of Yoshinkhel Craft will be partly based on assumptions, since information about previous years of production is unavailable. Therefore there are multiple possibilities of price calculation. 

Possible Price A:

Since Yoshinkhel Craft is not likely to sell a lot of products, it would be best if they could earn back the costs they have made as soon as possible. In this case the business is still profitable, even if they sell a meagre amount of products. In this case, the absolute maximum price of a single product would be the average cost of a product added with the constant costs of a product. That would means that selling only one product would be sufficient to earn back all the made costs.
Product
Price in which 1 product
Price in EUR**
Break even-point***

includes all the CK*

Cap 

76+140.84=216.84 NPR
€ 2.38    
     Break even-point at 1 product
 Muffler
170+314.88=484.88 NPR
€ 5.32

     Break even-point at 1 product

Gloves

94+174.27=268.27 NPR
€ 2.94

     Break even-point at 1 product  

Long Socks
150+278.01=428.01 NPR
€ 4.70

     Break even-point at 1 product  

Slippers
76+140.84=216.84 NPR
€ 2.38    
     Break even point at 1 product  

Sweater
670+1241.41=1911.41 NPR
€ 20.97
     Break even-point at 1 product
  

* This price does not include transport costs

**100 Nepalese rupee= 1.097213078779899 Euro


*** The break even-point is the point in which the total costs and the total profit are equal. In this case it is the amount of production in which this is so.

However, this is a bit too extreme. It would make the products very expensive. Yoshinkhel Craft can be expected to sell more than only a single product of each kind per month. It would be convenient if all the costs would be earned back at a production of four products of each kind. This would mean that the break even-point would be four. The products will be less expensive, but the costs are still earned back quickly. Every product that is sold after those four does not have to cover the constant costs, so what is left from the selling price after subtraction of the variable costs is profit. The price that is needed to reach a break even-point of four can be calculated by solving a simple formula in which the price is substituted by an x. CC is the constant costs; AVC is the average variable costs.

   CC   

(x-AVC) = 4     





CC

This can be changed into
  4    = x-AVC






CC

Which in turn can be rewritten into
  4    + AVC= x

Product
Price in NPR*



Price in EUR**
Cap 

140.84 : 4+76=111.21 NPR

€ 1.22    
     
Muffler
314.88 : 4+170=248.72 NPR

€ 2.73

     

Gloves

174.27 : 4+94=137.57 NPR

€ 1.51

 

Long Socks
278.01 : 4+150=219.50 NPR

€ 2.41

     

Slippers
140.84 : 4+76=111.21 NPR

€ 1.22     
       

Sweater
1241.41 : 4+670=980.35 NPR
€ 10.75
     
* This price does not include transport costs

**100 Nepalese rupee= 1.097213078779899 Euro

The higher break even-point results in a price that is lower and therefore more suitable for the market. 

Possible Price B

The previous calculation was purely based on the amount of products that had to be sold in order to get out of debt. Another way of calculating a price is to raise the average costs per product with a profit margin, which is the classic cost plus pricing method. In order to calculate the average costs per product, an amount of production is need, as has been mentioned before. The formula to calculate the cost price is as follows:

Constant costs

Production
+ Average Variable Costs=Cost Price

The cost prices with different productions have been calculated earlier on in this section. To calculate this price, it was decided to use a production of ten pieces of each kind of product per month. This is quite a low amount of production, but to use this amount in the calculation gives the business more security. When they only sell a small amount, the constant costs are spread over only a few products and the cost price is higher than with a large amount of production. The calculated price takes into account that a meagre number of sales is a possibility. If this would not be the case and a higher amount of production would be used, the costs would rise if Yoshinkhel Craft would end up selling less than they had planned which would reduce their profit. By using a low production, the price will turn out slightly higher, but this results in more profit when they have higher sales than ten products per kind per month. Three different profit margins of respectably 20, 30 and 40 percent of the cost price are used to calculate three different prices. These prices do not include the costs of transportation. 

Cap

140.84

10       + 76=90.08 NPR

Profit Margin

Price in NPR


Price in EUR

20% 


90.08*1.2=108.10 NPR
€ 1.19

30% 


90.08*1.3=117.10 NPR
€ 1.28

40%


90.08*1.4=126.11 NPR
€ 1.38

Muffler

314.88

10       + 170=201.49

Profit Margin

Price in NPR


Price in EUR

20% 


201.49*1.2=241.79 NPR
€ 2.65

30% 


201.49*1.3=261.94 NPR
€ 2.87

40% 


201.49*1.4=282.09 NPR
€ 3.09

Gloves

174.27

10       + 94=111.43

Profit Margin

Price in NPR


Price in EUR

20% 


111.43*1.2=133.72 NPR
€ 1.47

30% 


111.43*1.3=144.86 NPR
€ 1.59

40% 


111.43*1.4=156.00 NPR
€ 1.71

Long socks

278.01

10       + 150=177.80

Profit Margin

Price in NPR


Price in EUR

20% 


177.80*1.2=213.36 NPR
€ 2.34

30% 


177.80*1.3=231.14 NPR
€ 2.54

40% 


177.80*1.4=248.92 NPR
€ 2.73

Slippers

140.84

10       + 76=90.08 NPR

Profit Margin

Price in NPR


Price in EUR

20% 


90.08*1.2=108.10 NPR
€ 1.19

30% 


90.08*1.3=117.10 NPR
€ 1.28

40%


90.08*1.4=126.11 NPR
€ 1.38

Sweater

1241.41

10       + 670=794.14 NPR

Profit Margin

Price in NPR


Price in EUR

10%


794.14*1.1=873.55

€ 9.58
20% 


794.14*1.2=952.97 NPR
€ 10.45

30% 


794.14*1.3=1032.38 NPR
€ 11.33

40%


794.14*1.4=1111.80 NPR
€ 12.20

§ 7.1.5 Chosen price
We decided to pick the prices calculated with the cost plus pricing method, which was possible price B. For the caps, mufflers, gloves, long socks and the slippers, the profit margin of 40 percent was used, since there is not a big difference between the prices and the entire goal of this business is to earn the women an income, so somewhat higher prices are welcome. For the sweater, however, we chose a profit margin of ten percent. The reason for this is the fact that we fear the sweaters will be hard to sell and more than half of the constant costs can be found in this product. A lower price will hopefully stimulate the sale, especially since the price is below ten euros now. Three numbers looks a lot cheaper than four. This falls under the category of psychological prices. An example of a psychological price is € 2,99. This looks cheaper than € 3, even though the difference is only a single cent. The prices are as followed, given in NPR, Euros and dollars. The new break-even points are also calculated, to see how much should be sold to earn back all the costs. The break-even point is when the costs are equal to the money that is gained by selling the products, so it can be calculated to solve the equation: 

Price – AVC = ACC

Cap

Profit Margin
Price in NPR
Price in EUR
     Price in USD
Break-even point
40%
126.11 NPR

€ 1.38

     $ 2.00

2.81 products
Muffler

Profit Margin
Price in NPR
Price in EUR
     Price in USD
Break-even point
40% 
282.09 NPR

€ 3.09

     $ 4.48

2.81 products
Gloves

Profit Margin
Price in NPR
Price in EUR
     Price in USD
Break-even point
40% 
156.00 NPR

€ 1.71

     $ 2.48

2.81 products
Long socks

Profit Margin
Price in NPR
Price in EUR
     Price in USD
Break-even point
40% 
248.92 NPR

€ 2.73

     $ 3.96

2.81 products
Slippers

Profit Margin
Price in NPR
Price in EUR
     Price in USD
Break-even point
40%
126.11 NPR

€ 1.38

     $ 2.00

2.81 products
Sweater

Profit Margin
Price in NPR
Price in EUR
     Price in USD
Break-even point
10%
873.55 NPR

€ 9.58

     $ 13.88

6.10 products
The sweater has a higher break-even point because the profit margin is lower. This means that more sweaters must be sold to earn back the costs that were made. This is a bit tricky, since we suspect that the sweaters will be hard to sell, but the other option was a lower break-even point with a higher price, but that may result in even lower sales. So that is why we decided to use the lower price instead. 

Looking back to the section of market research, these prices are a lot lower than the prices of comparable products offered on eBay. However, except for the sweater, all products are more expensive than the ones offered by World Craft Nepal. We can justify the difference on the base of the quality of the products. The client can pack any colour of wool and a pattern, which makes the product custom-made. Besides that, the wool is of a high quality. If we lower the prices, it will reduce the profit for Yoshinkhel Craft and it will probably means that the women will receive lower wages. Therefore we will stick to these prices. 
§ 7.1.6 Costs of transport

All of these prices do not include the costs of transport. These costs are calculated by the other group who deal with the logistics. The constant costs may be spread proportionally, because otherwise the sweater will be very expensive. However, they can also be spread like the constant costs, which means that the most expensive product will have higher transport costs. It is probably wise to keep the calculated prices and the costs of transport separate. In other words, in the catalogue and on the site, it will be said that the prices that were calculated here do not include forwarding-charges. The forwarding-charge will be listed separately. These costs will probably depend on the amount of products that are transported per time, but all these matters will be investigated by the other group. 
§ 7.2 Overview of costs and profit
These new prices and the calculated costs result in new amounts of profit. In the following graphs, all the costs and prices and the way they change when the production increases, are neatly reproduced. 
§ 7.2.1 Overview of average costs
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Overview of average Costs
Number of products per month





The hypothetical production was ten products, so that results in a total production of 60 products per month, since there are six different kinds of product. The average variable costs are 1236 NPR and the average constant costs are 2290 divided by the amount of products. The total average cost consists of the average constant costs and the average variable costs added together. 
§ 7.2.2 Overview average costs, price and profit per product
This section contains five overviews of the average costs, the prices and the profit per product. There are six different products, but the caps and the slippers are alike in every way, so those two were put in a single overview. The overviews are in the form of graphs and they show the course each aspect of the product takes. In each graph, the blue line is the formula for the average variable costs per product. The green line is the formula for the constant costs per product. The black line is the total amount of costs per product. The grey line is the price per product and the pink line portrays the amount of profit per product. The first four formulas can be found above. The formula for the profit per product can be found below. The numbers on the vertical axis indicate the amount in NPR. The numbers on the horizontal axis indicate the number of products per month. The break-even point is where the black line and the grey line intersect. 
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§ 7.2.3 Capacity and production 

Ten pieces per product is not the full capacity Yoshinkhel Craft can reach. The total amount of hours spent knitting this amount of produce is 320, which would result in 12.8 hours per woman if there are 25 of them. This is not a very long time for an entire month, but we are not sure if they will be able to sell more. 12.8 hours per month would result in an income of 230.40 NPR per month for each knitter if you use the wage based on hours instead of pieces. The women will probably continue knitting if they have reached the amount of ten pieces per product, but since the goods are sold in orders in stead of a regular monthly pattern, this is probably a wise decision. However, those matters are considered to be part of the logistical system, which is not part of this marketing plan. Furthermore, these calculations are all theoretical and only after they have been used for some time it can be determined whether the calculated prices were useful. If this is not the case, they can be altered for the time to come. 


 
§ 7.2.4 Profit 

The profit per product is what the business earns for each product that is sold. The women earn wages, but the profit is what the business earns and this money can be used to pay for future investments, it can be used for the children day care centre, it can be saved or it can be divided and given to the women who knit the goods. The amount of profit can be calculated by subtracting the total average costs from the price of the product. The total profit can be calculated by multiplying the profit per products with the amount of products. 
  

 




§8. Place
The third P of the marketing mix is Place. A product can be perfectly developed and have the perfect price, but those are not the only ingredients to successful sales. The clients need to be able to buy the products. Among the possibilities are a few exclusive stores or all the warehouses in the country. It can also be decided to deliver the product directly to the consumer or a short or a long logistic chain can be used to distribute the product. The third point that needs to be taken into account is whether the product will be sold through means of a push- or a pull-strategy. 
§ 8.1. Shops
The first point to decide is where to actually sell the goods. With Yoshinkhel Craft this is a very special point, since this marketing plan focuses on the possible west-European market, The Netherlands specifically. This was decided because we personally know more about this market. Yoshinkhel Craft also sells to consumers in Nepal itself, but since we do not have any expertise on this market, we left that aspect of the business to Yoshinkhel Craft itself and the people who do have the knowledge to come up with a proper plan. The place from which the goods must be sold should therefore be internationally accessible; since it has to make sure that the producer in Nepal can sell products to the consumer who lives on the other side of the world. 
§ 8.1.1 Literal Shops
Naturally, the knitted goods can be sold from literal shops. In this marketing plan, the meaning of a literal shop is an actual store. A building with walls from which the goods can be sold and which stands on an actual geographical spot. The ideal shops for the knitted goods from Yoshinkhel Craft would be existing shops with an assortment of products imported from other third world countries. This would mean that Yoshinkhel Craft is not required to set up an own shop, but can use an established store to connect to the consumer. This kind of shop would also make sure that the proper target group is reached, since it is sold together with other fair trade goods. The ‘Wereldwinkels’ in our country would be a perfect place to sell. These stores sell goods imported by Fair Trade Original. Another possibility is Solluna in Brummen, but we have not been in contact with this store yet. Each store that can be classified as a ‘Fair Trade’ shop would be suitable for the sale of Yoshinkhel Craft products. 
The only downside of the literal shops is that the products will no longer be custom-made for the client, which is the case when they are ordered through the website which will be discussed next. However, the client is more certain to actually receive the good, which might not be the case when it is ordered online.

§ 8.1.2 Web shops

A perfect way to sell internationally is a web shop. A web shop is an online store that sells products by using the internet. The idea is that the web shop is an internet site on which Yoshinkhel Craft displays its goods and people from other parts of the world view the site and order the products on the site as well. The possibilities for such a shop is to start an own web site or to create a page on a larger internet based marketplace. Such a marketplace is eBay or the Dutch Marktplaats. 
The option of eBay has already been discussed on the Nabuur project forum. The outcome was that Nepal is aloud to register with every eBay, since there is no eBay Nepal. We have decided to let the others at the forum deal with eBay, since they have already researched this possibility and so that we can focus on the other aspects of the marketing plan. This page can also be used for the Dutch Marktplaats. 
The other option was to create an own website to sell the products. We were planning to create one together with the other group, but thus far we have not been able to create an actual internet address to host the site on. We have contacted Mister Spek from our own school and he said it was a possibility to create a website through school which would cost us nothing. We can send him a mail with the address we want and then we would be able to create it. However, we also asked another Worldschool member to contact his facilitator and ask if we could host the site via Nabuur. He has been able to really ask him yet, since the facilitator has not responded to his previous mail yet. The website would look something like the trial image below. 

By clicking on the balls of wool, the visitor will be taken to the information it indicates. The catalogue will be found on the website. The site will serve the purpose of informing the possible clients and it might also be used to actually sell the products as well. The blue section in the example above is a link to the Nabuur forum. 
§ 8.2 Distribution
The second point is that the actual selling of the products can be done in three different ways. There is direct distribution, which means that the producer sells directly to the consumer. A web shop is and example of direct distribution. 
The other two possibilities are the Long Chain, also known as the Classic Chain, and the Short Chain. In the Long Chain, the producer sells its products to a wholesaler, who in turn sells the products to a retailer. An example of such a chain is Fair Trade Original, who buys products as a wholesaler and sells the products to the retailers in form of the ‘Wereldwinkels’ here in the Netherlands. The Short Chain leaves out the wholesaler. The producer sells the products to a retailer, who in turn sells to the consumer. 
There is a relation between the length of the chain and the price the producer gets for its products. Each link in the chain wants to make a profit so if there are more links, more businesses want to make a profit which will often be at the expense of the producer. In this case it will probably be a small difference, since the products fall under the category of Fair Trade products. This means that the importer will try to give the producer a fair price for the goods that are bought. 
The positive side of a long chain is that the producer does not have to worry about reaching the consumer as much. If an importer buys products at a steady rate, the producer will not have to worry about consumers actually buying the goods. They will not have unsold stocks building up and have to go through the trouble of shipping the goods in small packages as they will have to when they sell directly to the consumer. The latter forms the biggest reason to choose one of the two indirect chains. The costs of shipping are lower when big loads are shipped at once. Yoshinkhel Craft will have an easier job when a professional importer takes over the job of actually transporting the goods to the buyers in Europe. That is the reason why we have been trying to get an importer to take the products of Yoshinkhel Craft into stock. However, as has been mentioned before, we have not been able to realize that. More about the quest of finding an importer or an organisation can be found above in the section ‘Organisations’. 
The aspect of distribution and transportation is discussed more thoroughly in the final paper of Harm and Tim. They are concerned with the logistic system and have investigated the several possibilities mentioned above. 

§ 8.3 Push or Pull

The third point concerned with the P of Place is the dilemma of which strategy should be used. The two options are the push- en the pull-strategy. The push-strategy means that the product is ‘pushed’ to the clients. The products are basically lying in the display window of the store; the consumer sees it, goes inside and buys it. The sales of the product are stimulated by making the products easy to buy for the consumer. Placing the products in a prominent spot in the shop is an example of this. The alternative is the pull-strategy, which ‘pulls’ the consumer to the supplier to ask for the product. The basic principle of this strategy is to make sure that the consumer wants to buy the products. This can be done by elaborate advertising campaigns. The difference between the two strategies in short is that in the push-strategy is that the product is first supplied and then bought and in the pull-strategy the products is first asked by the consumer and then supplied by the producer. 
For Yoshinkhel Craft using the Push-strategy means getting the products into the stores, whether this is done by using an importer or not is not important. We suspect that when the products are pushed into the faces of the possible clients, they will be willing to buy the products. Sadly, as we have mentioned several times, we have not succeeded in doing this yet, but Yoshinkhel Craft may be able to realize a trade connection itself. 

The website is an example of the pull-strategy. Because of promotion the potential buyers will visit the site and might buy some products. In other words, Yoshinkhel Craft has made the consumer to want the product and then supplies the product when the consumer has bought it on the site. If this direct way of buying is a possibility we do not know yet. 
The pull-strategy is more risky than the push-strategy, since it makes use of the direct distribution instead of one of the chains. It is highly unlikely that the demand for the products of Yoshinkhel Craft will be so great that retailers will ask Yoshinkhel Craft if they can import some of their produce. On top of that we suspect that less products will be sold of the first move has to be made by the consumer. Buying a product in the store you visit is easier then ordering a product, which results in having to wait before it is actually shipped to you. However, if no importer can be found, the website is the best possibility to use. It will be difficult, since there appears to be almost no market for knitted goods, but with the right promotion it might work. An alternative might be to visit schools and elderly homes with catalogues and ask them to order some products. The orders will be passed on and then Yoshinkhel Craft can supply. This falls under the category of pull, since demand is created by advertising. This might be successful since it is quite direct and the possible clients can be convinced to do something good for others and we heard that people can always use an extra pair of warm socks. We have not been able to execute this plan, since we did not have the proper pictures for the catalogue yet. 
§9. Promotion
The fourth and final P is the P of promotion. When the product if ready to be sold the only task left is to promote it. The potential clients have to know about the product, if they are not aware of the fact that it is there, they will not buy it. If the pull-strategy is used, promotion is very important, but even with the push-strategy; promotion is an important part of the marketing mix. 
§ 9.1 Promotion project 
Besides promoting the product itself, the project of Nabuur can also be promoted. This might involve those who hear about the project to look up the products and to buy them. The promotion of the project tells the personal story behind it.

§ 9.1.1 Final paper presentations

At school we had to present our final paper to our fellow sixth year students, to the interested teachers and parents who came and to fifth year students who had to come too. We sat behind a table with a poster promoting our paper (the front of this marketing plan) and answered questions. We also wrote a small piece about it which was printed in the booklet containing information about all the final papers. This event took place on the 18th of February. The piece for the booklet was as follows. 
	Find a market for knitted goods from Yoshinkhel

Yoshinkhel is a neighbourhood in Nepal, where a number of women are knitting scarves and other goods, which is an initiative of Sabina Matangi. The project is one of the many small-scale projects for the less unfortunate which are represented by the community Nabuur. We decided to help these women with their project with our final paper. We are going to find a market for the knitted goods. We contact organizations in order to acquire information about the market of Fair Trade goods and we ask them if they are interested. A website with information about the project and the products is being developed and an extensive marketing plan is being written, which includes a new calculation of the prices. We are part of a larger group consisting of eight people. Three of them concern themselves with creating activities for young children and the other two are investigating the logistic system and the technical aspects of the website. At the moment, we are still very busy. This is due to the fact that it takes time for organizations to respond and we have to wait for permission from Sabina for certain aspects of our project. We hope to contribute to the quality of life of the women in Yoshinkhel.




§ 9.1.2 Cals Calling

At school we have a small sort op newspaper that is especially for the TTO department. This is called Cals Calling and it is read by all the TTO students, their parents and all the teachers. It has not been printed yet, but we have written an article for that too. 
	Yoshinkhel Craft

Helping less fortunate women in Yoshinkhel, Nepal is not exactly the usual topic for a final paper. Just like the group in the previous issue, we have a project from Nabuur because we decided to join The Worldschool Project. 

We are now officially volunteers of the Nabuur online community, including a profile with our information. This has led to a flood of requests from all over the world to join all sorts of projects. We did not have time to accept them because we are quite busy with our own project, but otherwise we would have been members of the ‘Congolese youth for peace and Development’ and a lot of other projects. 

Our own project is to create a marketing plan for knitted goods. 25 women are knitting sweaters, gloves and other products in Yoshinkhel, which is a part of the city of Bhaktapur. They form a small business called Yoshinkhel Craft, which is an initiative of Sabina Matangi. Our job is to find a market for their produce and to give them advice on the different aspects of trade with western countries. We have contacted several fair trade organisations for information and to see if they would be interested in selling the goods. Until now we have received quite some information, but we have not been able to realise a real trade connection between Yoshinkhel Craft and the importers. New prices have been calculated for the products and we are busy with creating a website and a catalogue for the knitted goods. We hope to be able to finish the marketing plan soon.

Working with people from all over the world to help others is an amazing experience. We cooperate with people form Nepal, Austria, Congo and a lot of other countries. The only downside is the time it takes to communicate with all of them. That is the reason we have not finished yet, but we are almost ready to hand the women of Yoshinkhel Craft a proper marketing plan. We hope it will contribute to their business. All in all it is wonderful to help these people from behind your computer and to see that these people are really thankful for your help. Maybe in a short time you will be able to buy Nepalese knitted goods that we helped to import.

Leonie Goettsch, Tim van der Weert and Ilona Jankovits.




9.1.3 Facebook

Facebook (www.facebook.com) is an online social utility that connects people with friends and others who work, study and live around them. Also, it provides the possibility to create groups. Groups allow users to express their support for a certain subject. Not only the creator of this group can be a member supporting a certain cause, other Facebook members can join this group and express their support. 

Inspired by groups for UNICEF, Pink Ribbon and other smaller projects the idea was born to create a Yoshinkhel group as well. Firstly this would be to raise awareness that this project exists, but secondly it would offer the chance for potential buyers and volunteers to get into contact with Sabina, the project leader. 

Users are able to invite their friends to become members of a group. Having this function it would be very easy to spread the awareness about our project in Yoshinkhel. Also, as groups gain more members their popularity increases as well and more and more users because group members, more and more of their friends will be alerted about this particular project. We could say that a kind of exponential growth is present. 

Even though Facebook is not very popular amongst Dutch people, it still holds a significant amount of members from all over the world. 

§ 9.1.4 Hyves

Like Facebook, Hyves (www.hyves.net) is an online social utility. Hyves is a Dutch initiative and has gained a surprising popularity amongst Dutch teenagers. However, also amongst people of younger and older ages Hyves has become a household name; it counts 6.225.148 members since 1 October 2004. 

Because of it is popularity Hyves would be a great place to advertise our project. Also here members have the opportunity to create groups, so called Hyves. The subject of these can vary; they do not need to be used to only raise awareness about a certain subject. However, this is done so a lot. 

Links and other helpful information can be provided in these groups, so that if members are interested in finding out more they will have the chance to do so.

§ 9.1.5 Worldschool

Mission statement

Worldschool is an international programme for secondary education. The programme offers quality education in an international context. The programme involves students to the challenge of sustainable development, both local and global. 

The Worldschool is also a platform for companies, ngo's and governments willing to invest in a sustainable world. One can start educational projects or give assignments to students. 

The Worldschool offers virtual classrooms for students from different countries at www.the-worldschool.com and www.worldschool.nl. Usually there also is 'real life' education at the local schools. 

The Worldschool looks at the world as a learning environment, where students of all nationalities can cooperate, work and learn as responsible world citizens. At the same time the Worldschool offers quality education and works with targets from almost all subject matters. 

We can also look what the current promotion of the products and project are. A good example is Worldschool, because if not for the initiative of Worldschool, none of us would have ever heard of the project. Therefore we believe that Worldschool and organizations alike can really make a chance in raising the awareness about this project, or any other. 

Our primary objective is to get people interested in Yoshinkhel and the story behind it, not so much in the goods itself as of yet. 

Also if other students like us get involved in the project, they in turn will be able to spread the awareness, just like we do. 
§ 9.1.7 Elder homes

Bearing in mind our target group, we assumed that of all people who would be interested in our knitted goods, we would have the most luck amongst elderly people. This would not so much be to raise awareness for the project itself, but more to find potential buyers. 

The idea was that we would go to an elder home and present the project. Afterwards we could hand out order forms that would give those who are interested the chance do buy a product or donate money to our cause. 

Even though our primary objective is not to provide the Nepalese women with a one-time order, it would be very helpful. In addition, mouth-to-mouth promotion might lead to interest of a broader public, next to the elders. 

§ 9.1.8 The catalogue

One of the volunteers of nabuur.com has already supplied a catalogue in order to spread the awareness about our project. The pamphlet includes pictures of the products that can be ordered and other information that might be useful for potential buyers. 

All of the nabuur.com volunteers have access to the digital version of the catalogue as well, so if necessary we are all able to print them ourselves. Because of the volunteers network that exists on nabuur.com, a global audience can be addressed if everyone would supply his or her surrounding with these pamphlets. 

Like presenting our ideas at the elderly homes, the catalogue is more of a tool to find potential buyers rather than finding volunteers interested in the project, or raising the general awareness of the existence of the project. So even though it might not be our main priority when it comes to promotion, it will be contribution to the development of the project. 

§10. Conclusion
Our objective was to write a marketing plan for the products of Yoshinkhel Craft. With our limited time and resources we have done our best to gather as much information as possible and to come up with a plan for the Nepalese women to sell as much goods as possible. 
Yoshinkhel Craft should target the socially-aware, middleclass consumer, who does not mind to pay more because he or she wants to help the less fortunate in the world. This is the traditional segment of the market that most Fair Trade producers target. This is also why the knitted goods should be compared with other Fair Trade producers, since it is no competition cost en quality wise with large profit businesses. The market for knitted third world goods is not transparent, since it is impossible to know how many producers there are and what prices they ask, but is appears to be a fairly crowded market with only a limited demand and the prices differ greatly. 

The products are knitted gloves, caps, mufflers, longs socks, slippers and sweaters, which are available in several colours, patterns and sizes. The products are custom-made to the clients wishes, they are handmade and of reasonable quality. 

We would like to find an organisation to import the products. In other words, we would like to distribute the goods trough the long chain, using a retailer and a wholesaler. This because the shipping costs of the products will be high and shipping larger quantities is cheaper per product. Furthermore, the people at Yoshinkhel Craft will not have to bother with logistic problems and they will not have leftover stocks because they do not have enough clients. Using the importers, the goods will probably end up in the ‘Wereldwinkels’ or other Fair Trade shops and the products will be brought to the customers via the Push-strategy, which will probably result in higher sales then when the Pull-strategy is used, because the consumer can just pick up the goods from the shop and does not have to wait until the product arrives and does not have the uncertainty of the good actually arriving. 

However, we have been unable to find an importer who is willing to buy the goods up until now. This means that other ways of reaching the market are needed. An alternative is using web shops instead of literal ones. The products can be offered through eBay or an online internet shop and with a lot of promotion, consumers will buy the products according to the Pull-strategy. This will involve a lot more work, it is more uncertain and will probably result in lower sales because of the crowded market, but it might be the only way.      

The price was determined through the cost plus pricing method, which means that the costs of making the product were raised with a profit margin. The prices are calculated in NPR, in Euros and in Dollars, but they are not including transportation costs, since that is Harm’s and Tim’s area of expertise. 

For promotional purposes we have written several articles and we have some other ideas, some partially or completely executed, some still purely ideas. Promotion is an important part of this marketing mix, since the product will mostly be sold because of the origin and the story behind instead of a low price or other reasons. Unfortunately we have not been able to do everything we wanted because of lack of time and resources. Cooperating with people from all over the world is amazing but also time-consuming. We did not receive proper pictures in time to create a catalogue and because of that we have not been able to try and sell products by showing it to fellow students, family and elderly people. 

We hope that even though we did not do everything we wanted and we did not succeed in everything, we did come up with proper ideas which will contribute to Yoshinkhel Craft and the lives of everyone involved. We hope that they will be able to use this information to their advantage and that it well help them to succeed in their goals. Even though we did not discuss the Nepalese market in our paper because we have no knowledge about it, Yoshinkhel Craft can still target those markets with their products. Most of the information in the paper is based on the West European Market, but maybe some of the information can still be useful. 
We also want to encourage them to continue contacting importers and we recommend them to become a member of the Fair Trade Group Nepal. Their site is www.fairtradegroupnepal.org and their contact information is:

Fair Trade Group Nepal
GPO Box: 13620, Kathmandu, Nepal.
Tel: 977-1-5549848/5542608
Fax: 977-1-5542608
Email: ftgnepal@info.com.np
We were told by an importer that they only imported from producers who were members from this organisations, because it would mean that the quality would be in order and monitored. For the importers that means less costs and trouble. 

For the readers from Yoshinkhel Craft, we wish you all the good fortune in the world and we hope we have been helpful. 
APPENDICES

§11. Organisations and importers
Organisation 

Association for Craft Producers
About
A non-profit Fair Trade Organization which provides professional services in technology, design, marketing, managerial skill for primarily female craft producers. Founded in 1984 and claims to be a socially orientated, commercially viable enterprise. They are members of the IFAT, the Asia Fair Trade forum (AFTF), Fair Trade Group Nepal (FTGN) and the Federation of Handicraft Association (FHAN). They sell winter knitwear amongst other things. 
Reply



None

Useful



According to the Nabuur forum, the ACP would place an order.

Site



www.acp.org.np
Organisation 

Tilingo

About
Tilingo-Nepra V.O.F. imports products from developing countries. They sell them on to Wereldwinkels and the products end up in Christmas gift packages too. They aim to help in the improvement of the producers. They pay a fair price for the products and guarantee to purchase regularly. They import from five different countries. 


Reply
Through our e-mail we got in touch with Marijke Visser, she is an employee of Tilingo and they have a lot of contact with Nepal. This is due to the fact that nine years ago she got in contact with someone from Germany, who already had contact with Nepal and he contacted Tilingo/Fair trade Holland (they are closely related) to see if they could take over his project because he was getting too old (he was 70 at the time). This is how he got into contact with Marijke and together they travelled to Nepal, where in the end Marijke decided to take his position. Therefore, from then on she travelled to Nepal every year for 2/3 weeks. They are now part of Fair Trade Nepal and IFAT and they import their goods through these importers. She told us a lot more about the market of goods from Nepal. Through all the importers in Nepal the goods go to one place, in this case Newsadle (this is the contact she got thanks to the German man). From there most of the goods will be shipped by boat, and then after six months it will arrive in Holland. It all will be brought to a centre in Culemborg, from where everything will be spread all over Holland for example to the Wereldwinkel shops. The price is decided together or by the producer himself. One of the requirements is that it has to make a good living for the employees of the local producer. She told us more about which products are popular at the moment (singing bowls, tea etc.) and what the costs are for bringing the products to Europe. Unfortunately Tilingo was not interested in the knitted goods made by the women from Yoshinkhel. This is due to the fact that they already have products like that and that it is not very popular at the moment, but she said she went to Nepal very soon and she would maybe go to Yoshinkhel and see them

Useful                                     The mail, the questions and answers offered us information on market research, the target group of Tilingo/Fair Trade Holland and the operation of Fair Trade in both Holland and Nepal. We now know how they get in contact with producers, how they decide to import a product and which products are popular etc.


We also learned that Yoshinkhel Craft should become a member of the Fair Trade Group Nepal, because Tilingo only imports from producers who are because of quality reasons. 

Site



www.tilingo.nl

 
Organisation 

IFAT
About
The International Federation of Alternative Trade. It is a global Fair Trade network of over 270 Fair Trade organisations in more than 60 countries. According to their website, IFAT’s mission is to enable producers to improve their livelihoods and communities through Fair Trade. IFAT will be the global network and advocate for Fair Trade, ensuring producer voices are heard.


Reply
Even though we mailed in English, we were replied in Dutch by Gerben Bossenbroek, who told us that market research and Fair Trade often do not mix. Often the organisations are not professional enough to do thorough research and larger organisations do not publish their information because of the competition. Parties like IFAT often do not have the money or find it more important to spend it on other activities. He pointed out the reports on trends, fact and figures on Fair Trade in Europe, which contained a lot of useful information. He told us to mail if we had any other questions, but for some reason we did not get round to doing that.

Useful
The mail and the report offered us information on market research, the target group of Fair Trade and the operation of Fair Trade in Europe.
Site



www.ifat.org 
Organisation 

Oxfam

About
Oxfam International is a confederation of 13 organizations working together with over 3,000 partners in more than 100 countries to find lasting solutions     to poverty and injustice. With many of the causes of poverty global in nature, the members of Oxfam International believe they can achieve greater impact through their collective efforts. The Oxfams are working to become part of a movement, which is capable of global responses to global issues. We are aiming to create ways of working and structures appropriate to global action in a complex and closely-knit world
Reply



 none

Useful                                -
Site
 


www.oxfam.org
Organisation 

Nivah

About

NIVAH is an abbreviation for Nederlandse Importeurs  

Vereniging  Alternatieve Handel, they want achieve a better living standard for producers from Third world countries, product innovation, quality improvement and to raise awareness for producers in these countries.   

Reply



none

Useful



-
Site



www.nivah.nl
Organisation 

Fair Trade Original

About
Fair Trade Original tries to sell her products by sending out the message that the consumer can change the world by simply consuming. They have introduced their products in the Albert Heijn, so that people can help to contribute to a better world while doing grocery shopping. 
Fair Trade Original works by stimulating the development of their trade partners, in order to help them become independent businesses on the international market. Fair Trade Original is a wholesale business. They supply products to 1.600 business clients. Fair Trade cooperates with IFAT, EFTA, FLOI and NEWS on an international level. 
Reply
A standard reply in which Ellie Tap tells us they do not have time for us, but that we can find information on their site.

Useful
In the two very lengthy annual reports we found information about market research, target group, distribution and logistic systems, marketing and promotion and how they realize their trade connections. 
Site



www.fairtrade.nl
§12. Source list
· www.nepal.com
Sections Business and Economy. 
The information site of Nepal, which is called ‘The official Gateway’

All Rights Reserved © 1995 - 2008 | NewMedia Holdings, Inc. 
· www.visitnepal.com
Section travellers guide, foreign exchange and money banking in Nepal

A travel information network.

‘Established in 1997, as a private sector organization with an aim to develop, promote and tap Nepal's tourism potentials in the world tourism market. This was the first website in Nepal to make the comprehensive travel information available online.’
· www.cia.gov/library/publications/the-world-factbook/geos/np.html 

The section of Nepal of the world factbook by the CIA
· www.southtravels.com/asia/nepal/weather
Section offering information about the weather in Nepal.

A site offering Hotels and Beach Resorts Online Travel Reservation Services

· De grote bosatlas 
Edition 52, fifth print, 2005, Wotlers Noordhoff 
Page 210-312, Statistics of the world
· www.travelmarker.nl

Destination Asia, Nepal. Section interesting spots, Kathmanduvalley and Bhaktapur.

Site offering holidays to exotic locations.
· Jaarverlag 2006, Fair Trade Original (annual report)

Ontwerp en lay-out: Studio Bassa, Culemborg

· Jaarverslag 2005, Fair Trade Original (annual report)
Concept en redactie van Hulzen Public Relations, Voorschoten
· Fair Trade in Europe 2005, Fact and Figures on Fair Trade in 25 European Countries
A survey prepared by Jean-Marie Krier, 
Published by FLO, IFAT, NEWS! And EFTA.
· http://www.uni-bielefeld.de/midea/pdf/harticle3.pdf 
A paper/study of Bhaktapur

· http://ncthakur.itgo.com/map06bkt.htm 
A map of Bhaktapur 

· http://www.merobhaktapur.com/facts.htm
Facts figure of Bhaktapur 

· http://kiliba.nabuur.com/modules/newbb/dl_attachment.php?attachid=54344551&post_id=6553 

· http://www.volunteers.org.np/Nepal_Maps/images/map_nepal.gif 
Map of Nepal 
· http://www.thirdworldcraft.com/EN/woolen.html
Website about an organisation (Third World Craft) who already sells knitted goods from third World countries

· http://www.newzealandwoolsweaters.com 
Website about an organisation (New Zealand Wool) who already sells knitted goods (especially sweaters)
· http://en.wikipedia.org/wiki/Nepal

Article from the online encyclopaedia Wikipedia on every aspect of Nepal
· http://web.worldbank.org/WBSITE/EXTERNAL/COUNTRIES/SOUTHASIAEXT/EXTSARREGTOPTRANSPORT/0,,contentMDK:20560914~menuPK:869038~pagePK:34004173~piPK:34003707~theSitePK:579598,00.html

Website about the transport in Nepal

· Percent, Management en Organisatie Theorieboek (Tweede Fase VWO)
Second print, 2003, Nijgh Versluys

· We received a lot of information through e-mails from Nabuur, especially from Sabina. There were just too much to put them all in our paper, but would like to mention it.
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Graph 1: Average temperature and rainfall in Nepal
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Map of Nepal with the Bhaktapur marked black
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Figure 5





Tribhuvan International Airport near the capital city of Kathmandu








� The section of Nepal of the world factbook by the CIA


� Ibid. 1


� De grote Bosatlas editie 52 vijfde oplage 2005, Wolters Noordhoff


Page 210-312  statistics of the world


� Ibid. 3


� Ibid. 3


� A climate with continually high temperatures with considerable precipitation, at least during part of the year.


� The climate of the Arctic, classified as polar, is characterized by long, cold winters and short, cool summers


� A season with a  prevailing wind which brings heavy rainfall to a region


� http://www.southtravels.com/asia/nepal/weather.html 


� Gross Domestic Product, a way of measuring the economy of a area


� http://www.merobhaktapur.com/facts.htm 


� Ibid. 


� http://en.wikipedia.org/wiki/Culture_of_Nepal


� Fair Trade in Europe 2005, Fact and Figures on Fair Trade in 25 European Countries, A survey prepared by Jean-Marie Krier, Published by FLO, IFAT, NEWS! And EFTA.





� http://www.advfn.com/currency-converter/us-dollar-to-euro.html


� Miscommunication and doubts on what to ask played a role in this. In the end we did not ask him anything because it would look stupid to ask something after such a long time. We did not even thank him for his response, which we did in the other cases.
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