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Welcome!

ZPurpose and Objectives of the Training Workshop

ZBenefits for the Participants

ZMethodology and Workshop Overview

ZTrainer Introduction

gParticipant Introduction




Exercise 1T Audience, Needs and Outcomes




Getting Started?é

What are the main components of creating good, useful product

profiles?

9




Mai n Components &

vUnderstand who your audience is...

vWho are you doing these profiles for?
Possible Groups:
SMEs
Trade Associations

Larger companies Language and knowledge
New to exporting — implicationséKkK. .

New to Canada
Others?

vWhat are their needs?
Market Understanding
Business insight




Possible outcomes/results from the reports

Z Decide whether or not to penetrate the market?

Z Decide to engage in product development/adaptation?

Z Decide to get specific certifications before entering the market?
ZWhat else?




Tools and Parameters

Primary and secondary data in market research: understanding the
differences

Quantitative and qualitative information i both needed

Currency: which currency to use? When? Why? Currency for Global
data? For Indonesian data? For Canadian Data?

Ref erences: t he www has a multitude of
determine which is reliable and which is not?

Calculations:
-CAGR: Formula?

-Weighted average: Example?




Surveys
Focus Groups

«{ Primary Research ] Interviews
.-"-F'- L

-'-FH--

Observation
.-'-FH- B

Experiments, Field Trials

Market Research Methods }

\{ Secondary Research ]




Primary and Secondary Data

Primary: Secondary:
-Proprietary -Not proprietary
-Original -Not original, shared data
-Costly and time consuming -Data that you must adapt
-Specific questions and needs -Generally broad
-For your eyes only -Sometimes inconclusive
-Specific surveys and interviews -Readily available and free

-Qualitative and guantitative -Quantitative and qualitative




Quantitative and Qualitative Information

Methodology @ Qualitative or
Quantitative?

Secondary Can be either

Research

Surveys Quantitative

Focus Qualitative

Groups

Interviews Qualitative

Experiments Quantitative

&Field Trials

Observation Usually

Qualitative

Source: mymarketresearchmethods.com

Typical Cost Typical Time

Typically free or low Short

cost

Varies widely. Key Medium
costs include
participant incentives,

survey design, &

survey administration

Medium. Key costs
include focus group
moderation and
participant incentives

Similar 1o focus Short-Medium
groups, but can be

much cheaper

depending on the

audience and # of

interviews

Often the most
expensive method

Usually Long

Medium, relative 1o Medium

the other options

Comments

Usually a great place to start,
but often not detailed or
specific enough

Excellent for measuring
attitudes across a large
population and for answering
specific questions

Good for exploratory research

Also good for exploratory
research, along with deep
dives into specific topics

Used for scientifically testing
specific hypotheses

Good for measuring actual
behavior, as opposed to self-
reporied behavior




Where to get the information???

Main Sources accessible through the web:
-Government ministries (different levels)
-International organizations
-Trade associations
-NGOs

-Private-sector companies

¢ADINGENGINE  evaLuATIon

= Inf INFORMATION
RISOURCES: s

2 RESEARCh 2
§ SOURCES ‘*

TERGCY
IDENTIFY
.

TY

(Y &

Y
5
a
G

O
&
&
C.
A
g
:

ReTRIEVE U
REUOBIU

-Research companies

RESQURCE lﬂFO
FInp

LOOLSEARCh 7F
IDENTIFICATION

-Any others? Blogs? Social Media?




Exercise 21 Organizing your Product Profile




Profile Outline 1 4 parts

Introduction

The Global Context

The Indonesian Context

The Canadian Context including recommendations and

conclusion




Creating an Outline for Your Product Profile
3 sectors to work with:

1. Coffee: 0901.11
2. Footweatr: 6402.99
6403.91

6404.11 and 6404.19

3. Clothing: 6104.42. 6104.43 and 6104.44
6109.90
6104.62 and 6104.63
6105.20
6106.20
6204.42, 6204.43 and 6204.44
6205.20
620640
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