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Introduction

Indonesia has become one of the biggest producers of the world’s spices, agricultural and handicraft products. The Netherlands has become Indonesia’s trading partner – a relation that dated back to the Dutch East-Indies Trading Company (Vereenigde Oost-Indische Compagnie or VOC) period. The cooperation in trade between Indonesia and the Netherlands has been getting better, as the numbers of Asians, especially Indonesians, living in the Netherlands has increased.  Following that increasing number, the demands for Indonesian products has also increased. Globalization and rapid movements of the world economy has created new markets and consciously this new market has created new trends on how customers perceived a product. In order to keep running the business and maintaining its mission in exporting Indonesian products and designs from Indonesian entrepreneurs, and also to promote and bring the Indonesian entrepreneurs finding a suitable market or buyer internationally, Java Trade House operates a representative office located at the Rotterdam World Trade Centre, in The Netherlands.  Now that the office is running, the production activities in Java are growing. Java Trade House needs to provide more information that Indonesian entrepreneurs need, as well as the European buyers need.  This paper will focus on the function of Java Trade House representative in the Netherlands on gathering information about the Netherlands market for Indonesian furniture. 

I will start the research with the general facts about the Java Trade House in chapter two.  In chapter three, the internal analysis will explain the company and its products. In chapter four, I will try to present the importance points of the company. The external analysis is as important as the internal one’s, the fifth chapter will break down the external analysis. Furthermore, the data will help me to create the SWOT analysis in the next chapter, and then move to the Marketing Mix in chapter seven.  As I have mentioned above, this thesis is aimed to see the possibilities, which lead to the importance of Java Trade House in assisting the Indonesian entrepreneurs to enter the Netherlands furniture market. The information gained will help the entrepreneur to export their products in a better and suitable way. In order to do so, I have formulated the following central question and sub questions. 

“What is the suitable marketing strategy for Java Trade House in entering the Netherlands furniture market?”
The sub questions:

1. What is the Netherlands market for furniture like? 

2. What are the strengths and the weaknesses of the Java Trade House?

3. Who is the target market?

4. Is there any competitor for the Java Trade House in The Netherlands?

5. What strategy does the Java Trade House need?

The sub questions mentioned above are part of the External analysis that will be completed by the SWOT analysis. 

These analyses will reflect the market in the Netherlands and will allow me to come up with the conclusions.  

CHAPTER II

The Company

II.1. Java Trade House overview and History

The head office for the Java Trade House was established in May 2005 by Young Indonesian Entrepreneurs Union, supported by the Central Java Board of Investment and Indonesian Marketing Association in collaboration with the Indonesian Embassy for The Kingdom of the Netherlands and other parties located in the Netherlands such as Kamer van Koophandel, the Port of Rotterdam and Gemeente Rotterdam. The Java Trade House Rotterdam is the representative of the Java Trade House head office in central Java. The mission of the Java trade House is to act as a medium to provide information, promotion between buyers in Europe and entrepreneurs in Indonesia, mostly from 35 cities in Central Java and others cities in Java. 

Java Trade House is a profit oriented organisation, it gets small amounts of benefits from each successful transaction; the commissions are under agreement between the entrepreneur and the Java Trade House in Java. At this moment, the Java Trade House would like to gather information and pursue the Netherlands Market for furniture. 

This research will help Java Trade House understand the market and might lead the Java Trade House to practising its mission. According to the Central Bureau of Statistic of The Netherlands, (CBS, 2008) as presented in the figure below, there has been an increase in the amount of furniture sold as home furniture. We can see in the figure below that in the year 2006, retail turnover gradually increased compared to 2005. In 2007 the number of goods imported to the Netherlands was increased by 4.1 percent, while household consumption improved by 3.3 percent and one of the products is furniture. These show that there is market for furniture in the Netherlands.  
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Figure 1. : Turnover home furnishing shops in the Netherlands (Van Loon, & Urlings, CBS, 2007)
[image: image4.png]Subjects?|Imports Exports

se A  Countries(groups)® & perieds® 2 000 eurs
3 Cork 2nd vmad manufact. not furnitars Indonssia 2007 January - Decamber = 66250 373
52 Furniture and parts tharsof; bedding _Indonssia 2007 January - Decamber %127 560636

© Statistics Natherlands, Voorburg/Hearlen 1-4-2008




[image: image5.jpg]82 Furniture and parts thereof; bedding

Indonesia

2006 January
2008 Fabruary
2008 Mareh
2008 April

2006 June
2008 July

2006 August
2005 Septembar
2008 Octobar
2008 Novamber
2008 Decamber

2007 January *
2007 Fabruary *
2007 March =
2007 April *

2007 May *

2007 June =

2007 July *

2007 August *
2007 September =
2007 Octabar *
2007 Novamber *
2007 Dacamber *





Figure 2:  Trade by country (Indonesia) according SITC-classification (CBS, 2008)
In Central Java, the Java Trade House helps Indonesian entrepreneurs in exporting their products and finding buyers.  In Rotterdam, the Java Trade House helps the Netherlands market which wants to buy Indonesian crafts.  This paper will concentrate and focus on the Java Trade House in the Netherlands.  When I state the Java Trade House, it means the Java Trade House in the Netherlands. 
II.2 the Mission and Vision of Java Trade House 

Vision: Central Java Promotion for Trade, Investment and Tourism
Mission:


· To help Entrepreneurs from Central Java selling their products to international markets, especially in Europe; 

· To act as European market information center for small and medium size enterprise in Central Java;
· To link Enterpreneurs from Central Java with international buyers and mediate the transactions. 
II.3. Java Trade House Products and Services

The Java Trade House can be seen as an organisation supported by central Java government in doing its business. The Java Trade House combines product and services. When the Java Trade House helped its supplier to promote and to find a potential buyer for their products, the Java Trade House acted as a company that provided service. On the other hand, when practising the business, the Java Trade House positions themselves as representatives of the supplier, meaning the products that they promote are usually also owned by Java Trade House. To make it clear, I will separate its products and services.

Products:  
Agricultural products:

Coffee beans, Cacao beans, spices, and herbs. 

Handicrafts:

Boxes, recycling accessories, bamboo wallets, statues and art works

Furniture:

Indoor furniture, outdoor furniture and bath room furniture 

Here furniture’s and handicrafts are related to each other, meaning usually the order of handicraft can function as the container filler as well. 
Services:

Assistance in dealing with shipping problems and documents. Assistance in each fair trade.

II.4.Product Definition 
Furniture is designed as household equipment for a variety of purposes. It may be made of wood, metal, plastics, stone, glass, fabrics, and related materials. It ranges from the simple pine chest or country chair to the elaborate marquetry
-work cabinet or gilded console table. It is usually movable, though it can be built-in, like kitchen cabinets and bookcases. (Answer, 2008)
While in the Java Trade House are furniture products for room decoration either indoor or outdoors, made either from wood, plastic, metal, or a combination of them.(JTH, 2007)  Wooden furniture in the Java Trade House mostly uses mahogany, teak wood or rattan as main material while others use a combination of woods, plastics or metals. A sample of the Java Trade House furniture can be found in the appendix. 

II.5. Company’s slogan & Structure
The slogan of the Java Trade House is “Get the feeling of Java”. 
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The structure diagram below states how the company operates its activities. Both head offices as well as representative offices activities are supervised by the Indonesian Association Youth Entrepreneurs and by the Central Java government. The head office is also supervised by the chamber of commerce and the Ministry of Cooperative, small & medium enterprises Republic of Indonesia while the representative office is supervised by the Indonesian Embassy of the Netherlands Kingdom and Indonesian trade promotion platform. This working system supervision has allowed the organisation to work more efficiently.   

Figure 3 : Working System of the Java Trade House (JTH, 2007)
Chapter III 

Internal Analysis

The internal analysis is useful to analyse the inherent strength and weakness of a company or organisation so that they can use or choose suitable strategies to maximise its strengths and overcome its weaknesses. Kotler Philip said in his book “Winning market through market-oriented strategic planning” Marketing Management led us to draw up a figure that represents the issues and the factors involved.  In this thesis for the Java Trade House I choose the Kaplan Analysis to analyse the inherent strengths and weaknesses of the Java Trade House.

III.1. Questionnaires 

III.1.1. Regarding customers satisfaction

I have circulated about 15 questionnaires to the clients of the Java Trade House in the term of 2005-2007 and to the Java Trade House employee. Here are the results from the customers; the high number by the result, shows that most of the consumers/clients are very well-informed about the Java Trade House.  Most of them know the Java Trade House by browsing the internet, some of them know from the exhibition, and a few of them know from advertising.  As far as the Java Trade House employees are concerned, most of them have given a high number of satisfaction on both products and services of the Java Trade House.  They use the services of the Java Trade House because according to the Dutch, they would rather trust Indonesian people more in helping them to make these kinds of transactions.  They are quite aware of the reputation of the Java Trade House, but that is not the main reason why they are using the Java Trade House.  The experience of helpful staff has been the main reason for it. Followed by good pricing, efficiency, promotion, legal documents provided (same numbers), and information provided.  However, the unconfident feeling of the Java Trade House Staff have a reason for the result also shown that the consumers/clients might think of using the services of the other similar organisations if they have the chance although they still think that the Java Trade House has still got more competent than any other Indonesian Organisation in doing this transaction so far.  By the result, it is clear that for most of the Java Trade House consumers/client, the attitude of the staff is very important on deciding whether they want to use Java Trade House’s services again or not, more than the reputation of JTH itself.  

 
The profiles of the Java Trade House clients are having diverse nationalities (Spanish, British, Dutch, Turkish, and American) but they mostly speak English. Most of them have been importing Indonesian products for 5-10 years, some of them have been importing for 2-4 years, and for a few of them it was their first time.  Most of them have used the Java Trade House more than 10 times, some of them 2-4 times, and a few of them it was their first time.  Most of them haven’t had a bad experience with the Java Trade House and only some of them have had a problem regarding broken packaging, miscommunication (consider that all of JTH staff are Indonesians), but all of them have been resolved and they are satisfied enough because JTH is responsible for those problems.  They suggest that JTH should improve their quality control, especially regarding about the packaging.  They also want JTH to make sure that the shipments are received on time and ask JTH to be more communicative and get straight to the point to avoid misunderstandings. 

III.1.2 Regarding Strength/Weakness for the Java Trade House

From the questionnaires that have been filled in by the staff of the Java Trade House, it occurs that almost all of them are proud of and satisfied with the place they are working at and whom they are working with.  However, in fact, they are not sure about the quality of the products and services provided by their office itself because of the low number of satisfaction on products and services, as well as their dissatisfaction with their income.  Moreover, the result of questionnaires also shows that the employee of Java Trade House do not trust the effectiveness of using help from the Indonesian Government in transactions, therefore they choose to do the best for their clients/consumers by providing enough information, legal documents needed, through some good promotion and attitude (helpful attitude).  

The questionnaire’s result shows that most of the staff believe that the selling point of the Java Trade House is the legal documents provided in every transaction, as well as the efficiency services compare with doing the transaction directly with the supplier in Central Java.  They also think that one thing left from the benefit given to the consumers is the price.  This fact is linear with another result taken from the questionnaires that according to the staff the most important thing in transaction is a better or good price, followed by the good quality of products.  A high number of the importance of reputation, attitude, facilities, promotion, and other organisation in transaction also appear in the questionnaires, but not as high as the importance of good pricing and the products’ quality.  In addition, most of the staff believes that reputation does matter.  They are obliged to improve their services and their products’ quality for the consumers because of the reputation of the Java Trade House.  On the other hand, they are also aware that there are some competitors out there and compared to the Java Trade House, they feel rather unconfident with the Java Trade House itself and think that the consumers might use the competitor’s services if they had the chance.


The profile of the employees/staff in the Java Trade House are having working experiences in the Java Trade House for 2-4 years, Indonesian nationality, speak Bahasa Indonesia and English. They have a Bachelor degree as the highest education degree and high school graduate as the lowest degree of education.  They suggest more promotion for the Java Trade House services and wish they would have a better allowance and incentive based on their achievements. The sample of questionnaire can be found in the appendix. 


Based on the questionnaire results, the details of internal analysis can be established.  Here we would like to see some points about marketing, manufacturing, 

finance and organisation. 

III.2.1. Marketing

The prices that the Java Trade house offers are never beyond the market price. The Java Trade House keeps watching the market price on the products they have and always tries to pursue a good price for both the customer and the company.  

III.2.2. Manufacturing

Due to the limited resources, the company cannot really grow sufficiently to benefit from economy of scale. Though it has a dedicated workforce, lack of facilities often lead to delays that risk harming customer satisfaction.
III.2.3. Finance

The Java Trade House it self doesn’t need large amounts of capital to operate. The entrepreneur makes the goods every time the order takes place. However, there is fixed government funds to cover the operational expenses.
III.2.4. Organisation

Despite of non-flexible, non-visionaries leadership, the company main strengths are in its organisation. The employees are dedicated and have entrepreneur orientation. The organisation itself seems to be flexible and responsive to the changes.


Moreover, the table can be filled in based on the internal analysis, as Kotler mentioned some points that are important for the company to do an export plan. (Kotler, 2003, pp.104-105)
	Internal
	
	Performance

	
	
	Major Strength
	Minor Strength
	Neutral
	Minor Weaknesses
	Major Weaknesses

	Marketing

	Company reputation
	
	
	
	
	x
	

	Market Share
	
	
	
	x
	
	

	Customer satisfaction
	
	
	x
	
	
	

	Customer retention
	
	
	
	x
	
	

	Product quality
	
	
	x
	
	
	

	Service quality
	
	x
	
	
	
	

	Pricing effectiveness
	
	x
	
	
	
	

	Promotion effectiveness
	
	x
	
	
	
	

	Sales effectiveness
	
	x
	
	
	
	

	

	Manufacturing
	
	
	
	
	
	

	Facilities
	
	
	x
	
	
	

	Economies of scales
	
	
	
	
	x
	

	Capacity
	
	
	x
	
	
	

	Able, dedicated workforce
	
	x
	
	
	
	

	Ability to produce on time
	
	
	
	
	x
	

	Technical manufacturing skill
	
	
	x
	
	
	

	

	Finance
	
	
	
	
	
	

	Cost or availability capital
	
	
	
	
	x
	

	Cash flow
	
	
	x
	
	
	

	Financial stability
	
	x
	
	
	
	

	

	Organization
	
	
	
	
	
	

	Visionary, capable leadership
	
	
	x
	
	
	

	Dedicated employees
	
	x
	
	
	
	

	Entrepreneurial orientation
	
	x
	
	
	
	

	Flexible or responsive
	
	
	x
	
	
	


Figure 4. : Java Trade House Strength/Weakness based on kotler (Kotler,Philip, 2003)
III.3. Competitive Advantages


There are also some points of competitive advantages for the Java Trade House, based on the internal analysis, which are:

· Late working hours

· Low Labour wages

· Relative low manufacturing cost for handicraft work 
· Good distribution Channel

· Small Working team creates Personal Dedication

· Advance Development and skilful designer Team

· Local Knowledge and Native labour resources
III.4. Current Disadvantages 

The competitive advantages are followed by the disadvantages, although those can be anticipated by the Java Trade House immediately.



III.4.1. Lack of technology

The technologies that are used to process the wood as raw materials to produce furniture still need to be improved. Some use advance technology but mostly in traditional ways. It affects the quality of the product. Sometimes the wood starts to bend after several months. It shows that the skill and technology to produce good dried quality wood still have to be improved. 63

III.4.2. Political Obstacle 

In running its business activities, the Java Trade House still relies on the Central Java Government. Part of their operational costs is subsidised by the local government. In a way it is good to have fixed financial sources, however it has disadvantages when it comes to making decisions on budgeting plans. As a result, the difference of the perspective of the local government in seeing opportunities of taking part in some trade fair, the Java Trade House often misses a chance to have a strategic promotion. Despite of local’s government interruption in decision-making, Local government somehow does play an important role in giving accurate and useful information in the potential market.
III.4.3. Communication problems 

Distance, differential local time, less intensities and transparencies are the reason for the problem in internal communication between Java Trade House Semarang and Rotterdam. As a result, the employees are having only have two working hours in a day to communicate with each others. These situations often lead to miscommunications. Fortunately, the initiative of employee and family corporate culture of Java Trade House mean miscommunications are easier to solve.  
CHAPTER IV
External Analysis

This part is focusing on the examining opportunities and threats that exist in the environment. The opportunities and the threats are the points that have to be taken into account. Opportunities show the chances of one company or organisation running its activities while a threat should be the parameter in which way one will carry the activities.
IV.1. DESTEP Analysis 

DESTEP or Demographic Economic Social cultural Technological Ecological and Political are the six macro-environmental factors that are essential to be able to create the branch analysis. The branch analysis is important to provide clear insights into the current situation related to the market. DESTEP-factors have direct effect on the market scope and the attractiveness of the market that they could influence other functional areas within a company. (Alsem, 2001, p.128-136 ) That’s why, DESTEP factors are important to conduct a successful export plan for the Java Trade House.

IV.1.1. Demographic factors

The Netherlands is built from its succeeding in gaining land with its technology in water management. Since then, the population has increased. The increase in population does not really have an effect on the Java Trade House activities. However, the population increase may cause the increase of the number of young people, which means that there is a chance that this new group will choose their way of life as an importer. Thus, there would be a potential Java Trade House trading partner. The Java Trade House might have to consider focusing on the new area where new buildings and houses are built. There must be a demand for new furniture and other handicraft. 

Dutch people speak Dutch, but most of the citizens speak four other European languages, which are English, German, French and Spanish. These are the common knowledge of languages that the Dutch people gained from its curriculum. As a result, the citizens acknowledge other languages than European ones such as Papiamento, Surinamese, Hindustan, Bahasa Indonesia and even Java dialects.

The Dutch is one of the other European countries who practised colonialism years ago. As a result, there have been a large number of immigrants entering the Netherlands. Data from the Central Bureau for the Statistics of the Netherlands showed that the number of non western allochtonen in 2007 is 1 738 452 and western allochtonen is 1 431 954 (CBS, 2008)

IV.1.2. Economic factors

A recent press release from the Central Planbureau said that the Economy of the Netherlands is increasing in a better way. In the year 2007 was 3,25% and this year 3%.  This brings an effect towards better purchasing power, increasing number of job opportunities and investment. (Netherlands Bureau for Economic Policy Analysis, 2006) While the Central Bureau for the Statistic of The Netherlands stated that the total number of imports of goods into the Netherlands in 2007 from EU and Non EU countries were 306 483 Million Euro where 33 160 Million Euro is from the all kind manufacturing products. While The Netherlands Central Bureau for the Statistic also stated that the economy of the Netherlands in the fourth quarter of 2007 was increased up to 4.5 percent compared to the year before. (CBS, 2008)
This statement is strengthened by other sources that the number of unemployed people in Netherlands is the lowest of any other European Union members. The unemployment rate for 2007 was 3,5 percent and 5,7percent for youths aged 15 – 24. (Janjetovic & Nauta, CBS, 2007)
The entire factor above has showed that the Netherlands Economy is growing. Well of course in a good way. The number of imported goods and the data mentioned above shows that the trust of consumer has gone up as result, people are more readily in spending their money. More important is that more people are in jobs. The stability economically in one country is important to decide whether one will have the opportunity to become a success or a failure in pursuing its business.
IV.1.3. Social Cultural factor

IV.1.3.1. Ethnicity

“The categorisation of National cultural characteristics and the creation of cultural groupings can be very helpful to managers seeking to find new overseas markets for their goods. Most importantly, the country groups can be use to identify the places that are culturally closest to the existing markets; in others words, culture can be used as a way of segmenting the market.” (Woods, 2001, pp.80-81)
Socio-cultural factor can also mean the trends or characteristics of the social behavior, which represents the way of life of people or citizens in a given country.  These factors somehow influence the way of the Java Trade House pursuit in its activities. Rapid movement of people from outside the Netherlands, especially in Asia, has formed another social culture. The Netherlands Central bureau of Statistic stated that the total number of allochtoon
 (people who are not originally Netherlands) in December 2007 is 3.211.478 people.(CBS, 2008) This multicultural togetherness created new trends and behaviours in which individuals or groups expressed their needs in primary or secondary needs. Apparently, most of the people are likely to buy products that are familiar to them. The real example of it is the rapid growth of the china town and stores that sell Asian Products. These show that there are possibilities that this group of people will prefer to purchase some products that come from their home land. With its slogan, “Get the Feeling of Java”, the Java Trade House tries to respond to this phenomenon by introducing Indonesian products.

IV.1.3.2. Social Live

Globalisation has taken part in creating a social life. In the Netherlands, after a person reaches the age of 18, they have the right to move out from their parent’s house. If money is a problem, the state fund will overcome this. (The Netherlands tax department, 2008). More youth means more rooms or apartments needed. As a result, more buildings are built for apartments. This is where the demand and supply will meet. Empty apartments are demanding many things to make it liveable including furniture. The demand for goods will create business opportunities for entrepreneurs or company’s in the Netherlands, meaning market opportunities for Java Trade House as well.
IV.1.4. Technological factor

The Netherlands is one of the leading countries in the world in the field of industry and technology.  Its characteristics demand rapidly accessible information, and therefore drives the way goods are produced in this country.  Answering this globalisation and in order to scope the potential market scale, Java Trade House motivates the entrepreneurs in Indonesia to use some machines in producing process. Meanwhile, the following changing Netherlands market, updating the information, promotion for both entrepreneurs and potential customers, The Java Trade House has been adapting internet technology. Since the website was established, consumers can gain information on the products offered more easily. 

IV.1.5. Ecological

The different climate between Java and The Netherlands is one of the factors that The Java Trade House has to take into account. The average temperature in The Netherlands is 17º c in the summer and 3 º c in the winter. (BBC Weather, 2008) It is totally different than the climate in Indonesia. Even though the rain falls almost half the year, the humidity is different than in The Netherlands. The Java Trade House has to understand that the humidity can harm wooden furniture, therefore it requires the correct handling in production and or packing before the goods, and especially wooden furniture is shipped especially in the wintertime. 
IV.1.6. Politics or Legal factor
There are rules and regulations that apply for each country in exporting goods. Rules and regulations are set up for several reasons, usually to protect and to benefit from it. Regulations also apply to the way the products are manufactured, choice of raw materials and the side effects of the products. It is important for The Java Trade House to consider the Netherlands rules and regulations on import for the specific products are applied. In his report, feasibility of an EU Eco Label for Furniture, Dr. Jurgen Barsch mentioned some points that one might have to consider before exporting furniture into the European member states. Eco label proposed to slowdown the damage of tropical forest because of illegal logging and to protect the environments. (Barsch, 2001, p.11).
IV.2.
Additional factors

The Java Trade House is a small organisation its profits are small. Its aim is to explore the possibilities for the market outside Indonesia. In achieving its aim, some potential problems may occur:

1. Language:  

Most of the entrepreneurs in Indonesia do not speak English and have lack of knowledge about export and import.

2. Tax Policy and Regulations on export - import:

The Java Trade House might consider the tax system and regulation on importing furniture.  

3. Inflation rate:

Inflation might cause the weakness of Indonesian currency it might lead to the selling price.

4. Competitors:

There are some potential buyers that come straight a way to Indonesia, to do transaction. These importers used their knowledge to set up stronger bargaining power.

5. Technology:

The Java Trade House still has to provide assistance for its supplier and members in using suitable technology for producing its products. Suitable technology here means using the right technology in processing wood, to overcome damage caused by the different climate and humidity, and to be able to work efficiently so that the orders can be finished earlier.

IV.3. Market Analysis

From the DESTEP analysis points, a figure can be drawn about the Market Segment in The Netherlands. Although The Netherlands is not a big country, the density is big. The number of citizens and immigrants increases every year. One of the reasons is because of the new regulation the government gave easy access to students and job seekers to find a job in Netherlands as knowledge migrant. More people mean more accommodation. There will be more apartments, more public facilities such as hospitals, cinemas or theatres, schools, stores, hotels and even restaurants. These segments will demand furniture as part of the building. The Java Trade House will segment their market into region, based on the population density and numbers of new houses built in an area. I have choose to segment the market into three regions; Amsterdam, Den Haag and Rotterdam. Detailed information on the market segment regional will be elaborated in the section Marketing objective and strategy.

IV.3. Consumer Analysis

In this thesis, consumer analysis will focus on some important aspects. In The Netherlands, many handcrafted products are sold through retailers in events and trade fairs. If The Java Trade House can provide the entrepreneurs in The Netherlands with information correctly and continuously, I think The Java Trade House will make progress. Good and correct information and promotion are crucial.

Beside the members, the primary target group of The Java Trade House are small and medium-size entrepreneurs and organisations in the retail area and industry. However, it does not exclude individual buyers provided the minimum purchase conditions are met. The furniture is available in many types and models, giving the customer a lot of choices. Because the furniture that is offered by The Java Trade House is not from a well-known company, it is almost impossible to gain the customer by its brand name.  However, as the beginner entering the furniture Market in The Netherlands, good quality measures with competitive price, friendly and simple way in dealing with documents will be the best way to gain the market.  

IV.4. Competitor Analysis

To be able to analyze the competitor, The Java Trade House conducts two factors, one identifies and the other evaluates. These two factors will illustrate the company’s profile including its strengths and weaknesses. The Java Trade House are competing against two similar company’s, one is INA (Indonesian Netherlands Association) and an Importer company called Indoteak. 
IV.4.1. INA - Indonesian Netherlands Association -

INA is also known as the official Indonesian Benelux Chamber of Commerce in Indonesia. It was established in 1978. Its aims to support, encourage, and facilitate the business cooperative between Indonesia and The Netherlands, Belgium and Luxembourg. The Head office is in Jakarta but it has supported liaison office in The Hague, The Netherlands. In doing its activities, INA is supported by The Netherlands Foreign Trade Agency.  The similarity between the INA and the Java Trade House is their services. The products come from a supplier but the INA does not have direct access to its supplier. INA products are mostly providing not the products but the technology in processing the products. However, in terms of Furniture and Handicraft, INA can be seen as a major competitor because of its assets, competence, strategies and ability in substituting its products.

IV.4.2. INDOTEAK

Indoteak is an Importer Company that sells differential furniture. Besides the teak furniture, Indoteak also sells home accessories. All the products are imported directly from the suppliers in Indonesia, therefore Indoteak can cut the distribution cost so that Indoteak can keep their prices low. Even though its products are made from recycled wood, it still looks natural and shining. Those positive points have shown the Indoteak marketing strategies. Beside the operation cost, Indoteak has no other costs to cover. From its success business story in their website, it seems that Indoteak has open access to enter the Dutch market. Starting this year, Indoteak will increase their collection. Its new collection will come directly from Bali.  The table below demonstrates the position of the Java Trade House compared to its competitor. From the left table shows the characteristics on which the company’s is measured then the second table reflects to the importance level. The level is then multiplied by the grade given for each company, from 1 as the lowest to 5 as the highest score. The total score is the result demonstrating how the company is doing. It is also helping the company getting insight into the part of the company needing attention. From this table we see that INA is JTH’s most competitor in term of asset, company size and experience. Looking back from when it was established, it is logical that INA has gained more experience than JTH. However, JTH still leads in position in terms of price and maker of substitute products. It is mainly because suppliers are members of JTH, the relation between JTH and the supplier makes prices negotiable. 

Competitive Edge Measurement  

	Characteristics
	Importance 

Level 
	JTH 
	INA 
	INDOTEAK

	Asset
	0.1
	2
	0.2
	3
	0.3
	3
	0.3

	Company size
	0.1
	3
	0.3
	4
	0.4
	3
	0.3

	Company Image
	0.15
	3
	0.45
	3
	0.45
	3
	0.45

	International Function
	0.15
	4
	0.6
	4
	0.6
	2
	0.3

	Experience
	0.2
	3
	0.6
	4
	0.8
	2
	0.4

	Strategy
	0.3
	3
	0.9
	3
	0.9
	4
	1.2

	Price
	0.3
	4
	1.2
	3
	0.9
	4
	1.2

	Quality
	0.4
	4
	1.6
	4
	1.2
	4
	1.6

	Diversity of assortisement
	0.3
	5
	1.5
	5
	1.5
	4
	1.2

	 
	2
	 
	7.35
	 
	7.05
	 
	6.95


Figure 5: Competitive Edge Measurement  

IV.5. Distribution Analysis
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Figure 6 : Java Trade Distribution Scheme (JTH, 2007)
From this figure, we can see the export process. Suppliers supply their product to the Java Trade House in Semarang then the representative office provides information and lobbying to the potential buyer in Europe. The information or order received is transferred to the head office in Semarang. When the demand meets the supply, it is time for the Java Trade House to assist the suppliers exporting the products to the buyers. Although it looks complicated, the buyer can always find information about the supplier on the Java Trade House website. 

CHAPTER V

 SWOT analysis

The SWOT analysis is the summary of data from internal and external analysis. As described, the internal analysis provided the strengths and weaknesses of the Java Trade House while the external analysis represents the opportunities and threats that the Java Trade House is facing. This analysis will then allow me to move on to choosing the possible marketing strategy for the Java Trade House.

Strengths

S1
Good services 

S2
Proud and dedicated employees

S3
Entrepreneurial orientation employee and members

S4
Small but flexible organisation 

S5
Supported by Governor of Central Java therefore financially stable 

S6
Good distribution channels

S7
Effective and low prices

S8
Flexible volume of orders

S9
Skillful designers

S10
Product differentiations

Weaknesses

W1
Less effective promotions

W2
New company, so less known reputation

W3
Language barrier leading to miscommunication

W4
Although supported by government, in fact JTH has a lack of capital available

W5
That’s why it has less promotional effectiveness 

W6
Difficult to reach economy of scale 

W7
Producing orders on time

Opportunities

O1
The economic growth of The Netherlands is 4.5%

O2
The number of houses being built is increasing

O3
The number of immigrants married or working is increasing 

O4
Unemployment rate for year 2007 was 3,5 percent 

O5
Number of households sold in 2007 has increased 

Threats

T1
High competition especially suppliers who are not members of JTH

T2
Number of direct importers from Europe generally and the Netherlands especially, increase as the result of the economic growth

T3
Humid weather can damage the wood/furniture. Therefore new technology for production is needed.

T4
European Union Eco Label on furniture using specified types of wood 

V.1. Confrontation Matrix

	
	Opportunities

o1 Dutch economic growth is 4.5%

o2 The number of houses built is      increasing

o3 Number of immigrants married or working is increasing 

o4 Unemployment rate decreased

o5 Number of house holds sold  has increased 


	Threats

T1 Number of direct importers increased

T2 High competition especially suppliers

T3 European Union Eco Label on furniture using specified types of wood

T4 Bad weather conditions



	Strengths

S1 Good services 

S2 Proud and dedicated employees

S3 Entrepreneurial orientation employee and members

S4 Skillful designers

S5 Small but flexible organization 

S6 Financially stable 

S7 Good distribution channels

S8 Effective and low prices

S9 Flexible volume of orders

S10Product differentiations


	SO1  Build a good website

S5O3 open online shop

S4O2 Makes more types of furniture, using different materials

S4,5,7,8,O4,5 Makes not only furniture but also the accessories and the spare part( S10)


	ST1 Spent more money, build strength relation with government and embassy provide more service in dealing with documents. 

ST4 investing in new technology to produce durable furniture.

ST2,S3,S5Make event, building relation with importers 

S4T3 Design new material base furniture, mix wood and plastic or metal. 



	Weaknesses

W1 Less effective promotions

W2 Less known reputation

W3 Language barrier 

W4 lack of capital available

W5 Difficult to reach economy of scale or Producing orders on time


	WO1 Spend more money on furniture fair advertisement.

WO2 Use scale of quality production and maintain quality control up to lowest level for each order

WO3 Spend money on educating employees,  group meetings and workshops

WO4 Transparency and good record of every transaction

WO6 Spend money on helping supplier (members) to get new machines, technology and assistance in producing effectively.
	WT1,WT2,T3 Focus not only in exporting goods but also services 

W4T3 Using the channel of government, lobbying to break through barriers, efficiency in expenses

W5T4 Do promotion in winter and export in summers, plan of action on every order




Although the Java Trade House has many strong points, its major concern is still from the inside of the company, the lack of technology and difficulties in reaching the economic scale is often caused by the lack of availability of capital. Here are the roles of government is a must a motor in running Java Trade House business. Despite all these problems, if the Java Trade House is willing to take part in joining every trade fair continuously, especially in Netherlands, and doing effective promotions like holding an event or building a better, easier to understand and informative website success in getting Dutch market for furniture wont be too far to reach.   

CHAPTER VI

Marketing Objective and Strategy

VI.1. Market segmentation 

In the Market analysis I have analysed the possibilities and segments the Java Trade House market into three regions big or cities in the Netherlands. The reason behind choosing Den Haag, Rotterdam and Amsterdam is based on the demographic facts. These three cities are the most populated cities in the Netherlands and supported by good infrastructure and near by the harbour. All of these give possibilities for JTH to have a smooth business. Underneath I will elaborate the number of Distributors and retailers.
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Market Segment Regional

Den Haag 

· Retail in furniture :
 3.524 

· Distributors :

    162

· Recreation House :
    915

· Residential :

21.793
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2.Rotterdam


· Retail in furniture :
 3.409

· Distributors :

    161

· Recreation House :
3.528

· Residential :

20.041
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3.Amsterdam

· Retail in furniture :
 4.767



· Distributors :

    199

· Recreation House :
    181

· Residential :

17.868

VI.2. Market Summary

The graph underneath is represent the figure of the JTH market segment. Increased numbers of dwellings create a promising long run and success of the JTH in supplying its need, furniture.  
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CHAPTER VII

Marketing Mix

This chapter will shown the use of Marketing Mix for the Java Trade House in deciding the right marketing strategy for a better business in the future.
Marketing Mix has 4P’s. The 4P’s are Product, Price, Promotion, and Place or distribution. These four factors are parameters to be used by a marketing manager to control the internal and external constraints from the marketing environments. (NetMBA , 2008)  As presented in the figure below, the aim of the 4P’s are to draw a suitable strategy for consumer as the target market. 
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Figure 7: The Marketing Mix (NetMBA, 2008)
Another’s explanation of Marketing Mix is defined by Hunger and Whellen as key variables to affect demand and to gain competitive advantage which are product, place, promotion and price. (Hunger & Whellen, 2003, p.59) 
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Figure 8:  Java Trade House Products ( JTH, 2007)

Products are “The sum of all the physical and psychological satisfaction that the buyer (or user) receive as a result of the purchase and/or use of a product” (Albaum, Duerr, & Strandkof, 2005, pp.433 -443).

As mentioned earlier, The Netherlands and Indonesia have extreme differences in climate and humidity. Therefore, the Java Trade House should consider using the right technology in processing the material to make the furniture.  Besides using the right technology and material, another thing that is essential in product is the size. European people are bigger and taller in size than Asian people. When the Java Trade House wants to export its products to the Netherlands or Europe, the size of the products matters. 

Unlike food and clothes, furniture is not primary. Therefore, when one purchases it, it will stand at least for a couple of months. The reason why people keep buying new furniture is because they want to have newest trends. As far as I’m concerned, the Java Trade House does have lots of types and models of furniture. But the mixed material between hard wood and steel are rare to find. The Java Trade House can make the products more attractive by using different kinds of raw material and mixing them together to form a new style of furniture. By doing this, the Java Trade House might answer the new trend in style.  The other thing that might be useful to create long-term relations between the Java Trade House and its consumer is the after sales services. The Java Trade House could open a small section with two or three skilled workers that allowed their consumers who bought their products for reparation or services or changing its outlook without changing its core style, within 1 year. In return, the consumers will be charged a small amount of working fees.  

VI.2. Prices

In setting the price policy, the Java Trade House should consider the cost of products especially the direct costs. Direct costs range from labour costs to direct materials and shipping. Besides in the long run, it is also important to consider the full cost of each product. (Albaum, Duerr & Strandkof, 2005, p.442 )

It is important to set a price that cover the costs but it might be useful to take the competitor in to account. That is why it is necessary to compare our price with the competitors. There are several marketing strategy terms that are commonly used in setting the price. They are Penetration Pricing
, Price Skimming
, Differential Pricing, and, or Loss Leader Pricing. 

Considering that the Java Trade House is a new company and needs to get into the market, penetration pricing is the rational choice as the start and price skimming would not be the wise choice. It is better for the Java Trade House to focus on the quantity of products sold than the profit made. 
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Figure 9: Experience curve pricing (Albaum, Duerr & Strandkof , 2005, p.443 )

The Java Trade House is giving different prices for individual consumers and the importers order in large number or for the fix consumers of Java Trade House. By doing so, it can also build long-term relations with the importers. Take a look at the way the Java Trade House runs its business. The other option is to apply flexible pricing. Flexible pricing is mostly used in the B2B. It is where the price is negotiable between the Java Trade House and its trading partner. At last, the important way is to give discount, condition or rebate when the order has met specific amount according to the company policy.

VI.3. Place

The Java Trade House Head office is in the capital city of the Central Java Province, Semarang and its branch is in Rotterdam. Both cities are near to the harbour and airport, which makes shipping easier. Rotterdam is considered a strategic location not only because it is near to one of the biggest harbours, but also because it is between the capital-Amsterdam, and the government centre-The Hague, where it is most populated and in the new area of a new real-estate complex. Opening small store representatives near the border and the local airport like Maastricht or Eindhoven would be a good idea to reach any possible potential buyer and to attend the trade fair effectively.

Thanks to its strategic location, the Java Trade House will have no problem in dealing with distribution. When the Java Trade House implement penetration pricing and differential price with discount, the Java Trade House should use Free alongside
 term or Cost insurance and freight trade
 terms. This will reduce the risk of the Java Trade House in case of an accident or lost goods. Branch in his book mentioned, if the goods are carried on the national shipping line and the insurance is affected in the country of origin, The CIF terms will allows the sellers to gain more income from the sales contract with the insurance and freight charges contributing to invisible export. (Branch,1990, p.117)
VI.4. Promotions

One of the important parts after pricing is the promotion. Promotions allow the company to be well known and to be recognised by its products and services, as well as its location. It attracts potential consumers and leads to a successful business.

In doing its promotions, the Java Trade House should focus on at least four targets, which are:

· Wholesaler

· Distributors, Retailer or Shop and Individual. 

Means of Promotion:

· Media; Garuda TV, Local TV, Newspapers and magazines

· Local Cultural events such as main Pasar Malam and weekly Pasar Malam

· Publication on an internet site of the Indonesian Embassy in the Netherlands

· Attending local and international trade fairs, distributing as many brochures and name cards as possible

· Hold a small event every 3 or 6 months

· Build good, informative, understandable, and complete website

· Open a customer services line at local charge for any questions beyond the FAQ

CHAPTER VIII

Conclusion and recommendation

This thesis has provided an analysis of the internal strength and weaknesses of Java Trade House as well as reviews of the external factors. It has also discussed the market segmentation and determined the Marketing Mix.  Drawing from these insights, the central question for the Java Trade House can be answered as follows: 

Although Java Trade House has many strong points, the major points of concern are mainly internal: the lack of technology and difficulties in reaching economy of scale often caused by lack of capital. The government can play a pivotal role here in progressing Java Trade House. Despite all those problems, if Java Trade House is willing to consistently take part in trade fairs especially in the Netherlands and gearing up effective promotion (e.g. organize promotional event or construct a more user-friendly and informative website) the success in securing the Dutch market for furniture will not be too far off. 

In short, taking advantage of its strong points, the suitable marketing strategy for the Java Trade house is to sell the products with competitive price and to provide extra services in dealing with all export-import documents for the consumers either for distributors or individuals’ purposes.  Clients expect Java Trade House to provide services to overcome the distance between the Netherlands and Indonesia. A better website, including a new feature enabling online transactions will leverage Java Trade House’s marketing strategy.  Also, a guarantee for prompt delivery as well as legal documents are crucial.  The suitable market strategy for the Java Trade House, thus, is to go beyond its strong points and to be creative to tap into opportunities behind its weaknesses.  It will be challenging, but Java Trade House already has loyal customers that have already benefit from its services and experience a glimpse of Java.   
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Appendix 1
Questionnaire for Java Trade House consumers

QUESTIONAIRRE A 
Customer Name:




Date of Interview:

Customer Addres:




ID (filled by the researcher):

F/M

1. How well informed are you about Java Trade House?

a. Very Informed
b. Somewhat
c. Not very
d. Not at all
e.Other

2. How satisfied are you with the services of Java Trade House?

a. Very Satisfied
b. Somewhat
c. Not very
d. Not at all
e. Other

3. How satisfied are you with the Indonesian products/furniture you get by the services of Java Trade House?

a. Very Satisfied
b.Somewhat
c. Not very
d. Not at all
e. Other

4. How many times you have been to Indonesia?

a. More than 10
b. 5-9 times
c. Below  5
d. Never
e. Other

5. How many times you have been to Central Java?

a. More than 10
b. 5-9 times
c. Below  5
d. Never
e. Other

6.  How much do you trust Indonesians in trading?

a. a great deal

b. somewhat
c. not very much
d. not at all
e.other

7. How much do you trust Dutch in trading?

 a. a great deal

b. somewhat
c. not very much
d. not at all
e.other

Please tell me how much you agree or disagree with the following statements:

8. I use Java Trade House services because of its good reputation 

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

9. I use Java Trade House services because of its helpful staff 

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

10. I use Java Trade House services because it offers a better pricing

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

11. I use Java Trade House services because it is quicker than trading directly to Indonesia

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

12. I use Java Trade House services because of its interesting promotion I heard/saw

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

13. I use Java Trade House services because I do not well informed enough about the regulation on trading with Indonesia/Central Java

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

14. I use Java Trade House services because it also provides me with the legal documents I must have in trading 

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

15. If there is similar organization as Java Trade House, I would try its services for my next trading with Central Java enterpreneurs

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

16. On a scale 0 to 10, where 10 is very important and 0 is not at all important, 

how important is Java Trade House’s reputation before you make a decision in using their services?

0
1
2
3
4
5
6
7
8
9
10 

17. Consider you have used Java Trade House services once, on a scale 0 to 10, where 10 is very important and 0 is not at all important, 

how important is the attitude of Java Trade House’s Staff before you make a decision in using their services again?

 0
1
2
3
4
5
6
7
8
9
10

18. On a scale 0 to 10, where 10 is very competent and 0 is not at all competent, how competent is Java Trade House as the bridge between you and Indonesian enterpreneurs?

0
1
2
3
4
5
6
7
8
9
10 

19. On a scale 0 to 10, where 10 is very competent and 0 is not at all competent, how competent is Indonesian Embassy as the bridge between you and Indonesian enterpreneurs?

0
1
2
3
4
5
6
7
8
9
10 

Now we have just demographic question

20. How do you know about Java Trade House?

a. a friend/family
b. exhibition
c. advertisement
d. internet browsing


e. Other, explain:__________________________________________________________
21. How many times have you been using Java Trade House services?

a. more than 10
b. 5-10 times
c. 2-4 times
d. this is my first time

22. How much is your income in a year before tax?

a. none

b. les than 19.999
c. 20.000-44.999
d. 45.000-89.999


e. higher than 90.000 

23. How long have you been trading Indonesian products?

a. more than 10 years
b. 5-10 years
c. 2-4 years
d. this is my first year

24. What is your native language?

a. Dutch
b. Indonesia
c. English
d. Other:_________

25. What is your Nationality?

a. Dutch
b. Indonesian
c. Other:___________
26. What improvements you think the Java Trade House should or could do?

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

27.  What suggestions you can offer to Java Trade House after experienced its services?

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

28. Please state here if you have not-so-good experience with Java Trade House ?

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Thank you so much, God Bless You!

Appendix 2
Questionnaire for Java Trade Hose employee
QUESTIONAIRRE B 
Staff Name:




Date of Interview:

ID (filled by the researcher):


F/M

1. How proud are you with your workplace?

a. Very Proud

b.Somewhat
c. Not very
d. Not at all
e. Other

2. How satisfied are you with the facilities on your workplace?

a. Very Satisfied
b. Somewhat
c. Not very
d. Not at all
e. Other

3. How satisfied are you with the Indonesian products/furniture you have offered to your clients?

a. Very Satisfied
b.Somewhat
c. Not very
d. Not at all
e. Other

4. How satisfied are you with the services that your workplace offer?

a. Very Satisfied
b.Somewhat
c. Not very
d. Not at all
e. Other

5. How satisfied are you with your income at your workplace? 

a. Very Satisfied
b.Somewhat
c. Not very
d. Not at all
e. Other

6.  Based on the experiences you had, how much do you trust Indonesians in trading?

a. a great deal

b. somewhat
c. not very much
d. not at all
e.other

7. Based on the experiences you had, how much do you trust Indonesian Government in trading?

 a. a great deal

b. somewhat
c. not very much
d. not at all
e.other

Please tell me how much you agree or disagree with the following statements:

8. I think the Clients come because of our good reputation 

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

9. I think the Clients come because of our helpful staff

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

10. I think the Clients come because of our good pricing

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

11. I think the Clients come because it is efficient for them

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

12. I think the Clients come because of our good promotion

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

13. I think the Clients come because we have complete information on trading that they do not have

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

14. I think the Clients come because our services also provide some legal documents they need

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

15. If there is similar organization as Java Trade House, I think our client would not just leave us for the new one

a. agree strongly
b. agree somewhat
c. disagree somewhat
d. disagree strongly

16. On a scale 0 to 10, where 10 is very important and 0 is not at all important, 

How important is the reputation of your workplace as its selling point?

0
1
2
3
4
5
6
7
8
9
10 

17. On a scale 0 to 10, where 10 is very important and 0 is not at all important, 

How important is the staff’s attitudes of your workplace as its selling point?

 0
1
2
3
4
5
6
7
8
9
10

18. On a scale 0 to 10, where 10 is very important and 0 is not at all important, 

How important is the facilities of your workplace as its selling point?

0
1
2
3
4
5
6
7
8
9
10 

19. On a scale 0 to 10, where 10 is very important and 0 is not at all important, 

How important is the pricing policy of your workplace as its selling point?

0
1
2
3
4
5
6
7
8
9
10 

20. On a scale 0 to 10, where 10 is very important and 0 is not at all important, 

How important is the promotion of your workplace as its selling point?

0
1
2
3
4
5
6
7
8
9
10 

21. On a scale 0 to 10, where 10 is very important and 0 is not at all important, 

How important is the products’ quality of your workplace (furniture) as its selling point?

0
1
2
3
4
5
6
7
8
9
10 

22. On a scale 0 to 10, where 10 is very important and 0 is not at all important, 

How important is the good relationship with Indonesian Embassy and Kamer van Koophandel in making the business still run?

0
1
2
3
4
5
6
7
8
9
10 

Now we have just demographic question

23. How do you know about Java Trade House and decided to work here?

a. a friend/family
b. exhibition
c. advertisement
d. internet browsing


e. Other, explain:_________________________________________________

24. How long have you been working in Java Trade?

a. more than 10 years
b. 5-10 years
c. 2-4 years
d. this is my first year

25. What is the highest grade of school or degree you have received?

a. no grades
b. Primary School
c. High School

d. Bachelor’s
e. Other:____

26. What is your native language?

a. Dutch
b. Indonesia
c. English
d. Other:_________

27. What is your Nationality?

a. Dutch
b. Indonesian
c. Other:___________
28. What improvements you wish your workplace should do regarding to its Services?

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
29. What improvements you wish your workplace should do regarding to the employee’s welfare?

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

________________________________________________________________________

30. Do you think the existence your workplace (Java Trade House) is important?  Why? Please explain.

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Thank you so much, God Bless You!

Appendix 3 

Products sample

Buffet:
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Dining Set


TUIN & DECORATIE
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� Marquetry is the art of inlaying different woods, and other natural materials to create a picture. To inlay is to set a material onto another surface, but recessed in so that inlayed material is at the same level as the surface. Most of the time the inlayed material is wood but it could be ivory, mother-of-pearl, tortoise shells, bark, straw, stone, metal, gems, etc. (http://www.inlay.com/marquetry/marquetry/what%20is%20marquetry.html)


� “In the Netherlands (and Flanders), the term "� HYPERLINK "http://www.reference.com/browse/wiki/Allochtoon" \o "allochtoon" �allochtoon�" is widely used to refer to immigrants and their descendants. Officially the term allochtoon is much more specific and refers to anyone of whom one or both of his/her parents was not born in the Netherlands”. (� HYPERLINK "http://www.reference.com/browse/wiki/Allochtoon" ��http://www.reference.com/browse/wiki/Allochtoon�)





� Penetration Pricing is a market-based approach to pricing wherein the price is set to sufficiently low level (below the prices of competing products) to make the products attractive to mass market. (� HYPERLINK "http://www.12manage.com/description_penetration_pricing.html" ��http://www.12manage.com/description_penetration_pricing.html�)





� Price Skimming is a market-based approach to pricing wherein high price is charged in initial maturity market stages to cream off the market. Prices are set high in order to attract the least price-sensitive consumers and to generate profit quickly, before the competitor enter the market and start to force price erosion. (http://www.12manage.com/description_price_skimming.html)


� Under this term, the seller must provide for delivery of the goods free alongside, but not on board, the transportation carrier (usually ocean vessel) at the port of shipment and export. (Albaum, G. Duerr, E. & Strandkof, J., International Marketing and Export Management. Fifth edition, 2005, p.457 )


� The C&F, (or CFR, CPT) termsmeans that delivery cost are extended beyond the country of export. Although the seller’s liability are ends when the goods are loaded on board a carrier or are in the custody of the port of exportation, she is responsible for providing and paying for transportation to the overseas port of discharge. However, the buyer must still provide for the necessary insurance. (Albaum, G. Duerr, E. & Strandkof, J., International Marketing and Export Management. Fifth edition, 2005, p.457 )
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