
1SMElink Seminar: Reaching European Markets

Reaching European Markets
Jewellery and  Metal Craft

Supply and Demand Side Presentation

Kathmandu
14th March 2008



2SMElink Seminar: Reaching European Markets

Objective of the Survey

� EU Market Scope for Nepalese SMEs of  JM  Sectors

� Strengths and Weaknesses of the Nepalese SMEs to 
Access to the EU Markets
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1. Jewellery: EU Market Survey 

EU Market  for Jewellery

� EU the world’s largest market of jewellery: consump tion in 2006 � 2.5 billion

� Major markets: Italy, France, Germany, and the UK

� EU market growth between 2002-2006: 2.5%
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2. Jewellery: EU import 

EU imports of jewellery
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3. Jewellery: Trends and Segmentation 

� Precious jewellery
• Market
• Trends
• Distribution channels

� Costume jewellery  
• Market
• Trends
• Distribution channels

� Hair accessories
• Market
• Trends : 
• Distribution channels
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4. Jewellery: Distribution Channels (1)
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5. Jewellery: Distribution Channels (2)

Online Shopping

� Growing  online shopping trend

� Fast speed broadband widely used in many European h omes 

� Online shopping facilities
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6. Metal Craft: EU Market

EU Market

� Metal craft products: Gifts and decorative items

� EU consumption in 2004: � 20.8 billion 

� Major markets: Germany, France, the United Kingdom,  Italy, Spain, the 
Netherlands and Belgium

� EU market growth between 2001-2005: 6,4%
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7. Metal Craft: Import of Gift and Decorative Items

Imports of Gifts and Decorative Articles in EU
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8. Metal Craft: Market Trends 

Consumer trends

� Fragmented and diverse market 

� Collection of customized products

� Sales of  2/3 of the gifts and decorative items in the second last of the 

year

� Growing public interest in interior design 

� No brand dominating the market
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9. Metal Craft: Trade Channels
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10.Trade promotion in Europe

Trade promotion

� Participate in Trade Fairs

� Advertise in Trade Magazines

� Develop Relationship with Wholesalers and Retailers
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11.European Stakeholders’ Perception of Nepalese SME s

Main difficulties for Europeans  to trade with Nepa l

� Marketing/Communication 

� Trade Structure

� Quality
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12. Conclusion of EU Market Survey

Conclusion

� EU market is growing for both segments

� Imports from developing countries are increasing

� But Nepalese SMEs have:

» Limited visibility  in the EU markets 

» Limited Knowledge on business running

» Difficulties on developing business relations
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13. Supply Side Survey: Main Findings

Main Findings

� Access to capital

� Market information

� Usage of IT

� Marketing and  communication

� Communication and marketing tools
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14.SWOT Analysis (1): Strengths & Weaknesses

Weaknesses

Production 
� High price
� Adaptation to  modern technologies
� Quality control mechanism

Business environment
� Market information collection initiatives
� Use of information technologies (IT) 
� Adaptation to the changing international 
business environment

Marketing
� Few buyers or agents
� Traditional products
� Branding and product identity
� Business relation with European stakeholders
� Professional communication skills

Strengths

Resource 
� World class craftsmanship and traditional     
skill

� Unique and intricate designs

� Easily trainable human resource

� Easy to start a business with small capital

Marketing

� Customized and unique products

� Good relationship with buyers and buying 
agents
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15.SWOT Analysis (2): Opportunities & Threats

Threats
Production

� Price variation of imported raw materials

World Market

� Serious competition from China, India, 

Indonesia , Mexico 

� Imitation of Nepalese designs

� Competition with low price products

Business environment

� Limited market information dissemination

� Scepticism of EU buyers 

� Quality standards required by international 

market

� E-payment system in Nepal

Opportunities

Product 

� Established identity of Nepali craftsmanship

� Favourable market access conditions

� High value addition

World market

� Growing EU market trend 

� Emergence of niche market for metal crafts

� No established brand
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16. Overall Conclusion

� Favourable EU market

� EU SMEs are still sceptical to trade with Nepalese SMEs

� Nepalese JM sector  has some resources 

� SMEs need to  improve :

• Market information dissemination system

• Marketing and communication strategy

• Selection of good market segment
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Contact

PlaNet Finance (Nepal Office)

Address: Kalikasthan, Kathmandu
Email: smelink@planetfinance.org

Tel. : 977 1 44 27 27 5

For further information:

www.smelink.com.np


