MARKETING DATA  
Agency Agreements

Customhouse brokers are the only persons authorized by the tariff laws of the United States to act as agents for importers in the transaction of the importer’s Customs business; these are either private individuals or firms licensed by the Customs Service.  Customhouse brokers will prepare and file the necessary Customs entries, arrange for the payment of duties, take steps to effect the release of the goods in Customs custody and otherwise represent their principals in customs matters.  The fees charged for these services may vary according to the customhouse broker and the extent of service performed.

Written distribution and sales agency contracts should generally be drawn up by a US lawyer.  Contractual points to negotiate in an agency agreement include territory; exclusivity; scope for products, including whether later-developed products are automatically included; non competition clause (also consider anti-trust laws); sales outside territory and exports by the distributor; minimum purchase or sales obligations of distributor; promotional expenses; prior approval of distributor’s advertising and promotional materials; terms of sale, prices, discounts; price changes, payments, currency, etc.; security interest clause; product liability risk/insurance clauses; terms of contract, renewal, termination clauses and consequences of termination; clauses protecting the supplier’s trademarks and other intellectual property rights; and arbitration and applicable law.

Sales agency agreements, in addition to the above, should include commission issues; scope of the agent’s general function; and overlap of two or more agents with respect to a particular order, splitting of commissions, etc.  In addition, sales agency agreements may be subject to particular state laws requiring supplier liability for termination indemnities.

Government Procurement

The WTO Government Procurement  Code covers approximately 10 to 15 percent of the US government procurement.  With exceptions under Free Trade Agreements (NAFTA and Israel), the balance is subject to the “Buy America Act of 1933.”   In addition, more than 40 states have either a “Buy American” preference, favour local companies or set aside contracts for minority-or female-owned businesses.

A proposed rewrite to the Federal Acquisition Regulation Part 15 (US government procurement regulations) was published in the Federal Register (May 14, 1997); final rules were published in October 1997.  Changes made to the bidding process include the reduction of the resources necessary for source selection and the cycle time to contract award.  All initial proposals will be evaluated, and early feedback will be provided to bidders on the competitiveness of their bid.  The process is intended to enhance communications between the government and industry by streamlining and clarifying the bid process.

The United States prohibits the procurement of European Union-sourced products not covered by the WTO procurement code or by US defense and security related agreements with EU countries for all federal agencies, effective March 23, 1993.  The action is in response to what the \United States Trade Representative’s office considers discriminatory procurement practices of the EU.  These sanctions have remained in place through annual review under the Title VII of the Omnibus Trade and Competitiveness Act of 1988.  Under negotiated agreements, European companies have been allowed to compete for government contracts below the federal level.

Government  Procurement under NAFTA

The NAFTA covers procurements by specified federal government departments and agencies and federal government enterprises in each NAFTA country.

NAFTA applies to procurements by federal government departments and agencies of over US$ 50,000 for goods and service sand over US$ 6.5 million for construction service.  For federal government enterprises, NAFTA applies to procurements of over US$ 250,000 for goods and services and over US$ 8 million for construction services.  NAFTA does not appl6y to procurement of arms, ammunition, weapons or other procurements involving national security.

For procurements covered by the Canada-US FTA, the dollar thresholds of that Agreement will continue to apply.

In addition to requiring national and most favoured NAFTA country treatment, the Agreement imposes procedural disciplines on covered procurements that promote transparency and predictability by providing rules for technical specifications, qualifications of suppliers, setting of time limits and other aspects of the procurement process; prohibits offset practice and other discriminatory buy national requirements; and requires each country to establish a bid protest system that allows suppliers to challenge procedures or awards.
Foreign Investment

The United States welcomes foreign direct investment and provides foreign investors fair, equitable and non discriminatory treatment as a matter of both law and practice. While there are exceptions, generally related to national security, such exceptions are few; they limit foreign investment only in certain sectors, such as defense, atomic energy, air and water transport.  These exceptions are consistent with US international obligations.

Consistent with this policy, the Exon-Florio Amendment to the Defense Production Act provides the President with authority to suspend or prohibit foreign mergers, acquisitions and takeovers where there is credible evidence of a threat to the national security.

As required under the International Investment and Trade in Services Act, all foreign investment in United States business enterprises in which a foreign individual or entity owns (directly or indirectly) 10 percent or more of the voting stock must file a Benchmark Survey of Foreign Direct Investment in the United Sates (Form BE-12) with the Department of Commerce.

NAFTA’s investment chapter provides new and fair rules for investment in North America.  It provides broad scope, transparency and, except where specific exceptions have been taken , the application of national treatment or most-favored-national status, whichever is better.  The agreement forbids the imposition of performance requirements; prohibits expropriation without full compensation; forbids restrictions on transfers of profits and proceeds from sales; and allows investors to submit disputes involving monetary damages or restitution of property to binding international arbitration.

In November 1997, the US voted to open the telecommunications market to foreign investors under the WTO telecommunications accord, which became effective January 1998.  The US was the first country to officially approve policy changes in line with the WTO agreement.  The move opens the market to all WTO members, not just signatories to the agreement.

The United States has bilateral investment treaties that have entered into force with the following countries: Albania, Argentina, Armenia, Bangladesh, Bulgaria, Cameroon, Congo, Czech Rebp0ublic, Democratic Republic of the Congo, Ecuador, Egypt, Estonia, Georgia, Grenada, Jamaica, Kazakhstan, Kyrgyz Stan, Laos, Latvia, Moldova, Mongolia, Morocco, Panama, Poland, Romania, Senegal, Slovakia, Sri Lanka, Trinidad and Tobago, Tunisia, Turkey and Ukraine.

Treaties have been concluded but not yet ratified with Azerbaijan. Bahrain,. Bolivia, Croatia, El Salvador, Haiti, Honduras, Jordan, Lithuania, Mozambique, Nicaragua, Russia and Uzbekistan.  A Treaty with Belarus has been ratified by both countries, and its entry into force is awaiting an exchange of instruments of ratification.

Bilateral tax treaties with Indonesia and Kazakhstan became effective in December 1996.  A bilateral tax treaty to replace the 1947 treaty terminated by the Comprehensive Anti-Apartheid Act was signed between the United States and South Africa in February 1997.  Tax treaties with Austria, Ireland, Switzerland, Thailand and Turkey came into effect in 1998.  An amendment to a tax treaty with Canada also became effective.  In early 1999, the United States and Venezuela signed a bilateral treaty to avoid double taxation and prevent tax evasion.  Under the treaty neither US companies operating in Venezuela, nor Venezuelan companies operating in the US, will be required to pay full taxes to both governments.

Consumer Protection

There are federal, state and local laws that protect consumers and control product quality and labeling requirements.  At the federal level, the primary agencies are The Department of Agriculture, The Food and Drug Administration, The Consumer Product  Safety Commission and the Department of Transportation.

The Consumer Product Safety Commission is charged with the enforcement of the Consumer Products Safety Act, the Federal Hazardous Substances Act the Flammable Fabric Act and the Poison Prevention Packaging Act.  The CPSC regulates over 15,000 types of consumer products.  Violations of these acts may be subject to civil and criminal penalties.

Product liability covers all manufactured goods for all effects not ordinarily expected by a consumer.  After finding the defect, the consumer has between five and 10 years from date of sale or manufacturer to file a suit depending on the product.  Most products have a 10-year liability period.

The US Senate passed the product liability reform bill in early May 1995.

TEA MARKET IN  UNITED STATES OF AMERICA

Background 

USA is the one of large markets for tea and more than 80% of household consumes tea.  The tea consumption habits indicates with the imports nearly 95,000 tons placing itself in the top five importing countries in the world.  It is reported that annually, Americans have consumed 2.25 billion gallons of tea.

The historical background of the consumption of tea in USA market can be traced back to 18th Century, when the British ruled the countries like China, India,  Ceylon and other tea growing countries. The British tea importers had a monopoly on all the tea in China and these importers kept the best tea for their very large domestic market and sent the rest to the countries like  USA.

This was not the sort of the products that American consumers cared to buy or the American tea merchants wanted to sell, but they had no choice; if they refused to accept a shipment of bad tea, they ran the risk of being black listed by the British suppliers and getting no tea at all.

The American importers finally got so frustrated and sought the legal from work for the import of tea.  It promulgated two tea acts in 1883 and an amended version in 1887 which made the US the world’s only country with official tea standards. From  1887 on shipment of sub standards tea were turned away from the US Ports by the US government. With new development of the present market environment, in 1996, congress revoked the tea act as there  are enough regulation on tea imports and sales.

Changes of drinking of tea

Sixty years ago and more, the amount of black and green tea American drank was split fairly evenly each accounting about 40% of the market. During the world war II, however the major sources of green tea China  and Japan were cut off from the United States, leaving supply with tea almost exclusively from British controlled India, which produces black tea, American came out for the war drinking nearly 99% black tea.

Currently, 92% of all tea consumed in black tea with 8% green tea and a small residual of Oolong tea. On a regional basis the South and the North East has greatest contribution of tea drinks.

Consumption
The consumption of tea considerably far behind the other beverages market  and tea covers only  3.9% of the total beverages market.  Soft drinks (30%) milk  (12%), beer (12%), coffee (10%) are the leading beverage sector in the US market.

Mr. Joe Simrany , President of the Tea Council of USA says that the tea consumption  in the United States has never been considered traditional by international standards. After all, nearly 80% of all tea consumed in the U.S. is consumed over ice, a habit not experienced by any other country. Even though the increase of the consumption of other countries performed the tea sales in the U.S. have been virtually flat for the last decade. 

The scrutiny of circumstances contributing to the growth trends in tea in the U.S., the U.K., and Canada allows traders to reach certain conclusions. Despite the fact that consumption habits in these three countries are very different (i.e., hot vs. iced tea), the market forces affecting the potential for growth appear to be similar. In all cases, it appears that consumers have either discovered or are in the process of discovering alternative beverages to tea. While this has always been a major factor in the U.S., it is becoming increasingly important in the U.K. and Canada where the market for traditional forms of tea is much more developed. As a consequence, tea consumption is much more vulnerable in the U.K. and Canada than in the U.S., and is reflected in the overall decline realized by the two countries compared to the flat market in the US. 

One major factor shaping the market for tea in these three countries is the need for convenience. In almost every form, tea has been less convenient to prepare and consume than its competitive options such as coffee, soft drinks, bottled water, flavored water, and fruit juice. This factor is especially true for tea   which is consumed away from the home and is considered of paramount importance in the vending segment. 

Ready-to-Drink (RTD) tea in bottles, cans, aseptic packaging, plastic containers, and other packaging configurations now bring the ultimate in convenience to consumers. Ease of preparation had never really been viewed as a strong issue for selling of tea and, in a nation which demands convenience, has served to act as a constraint on sales. It was this same demand for convenience which caused the tea industry to introduce the teabag in 1904 and to create instant tea and iced tea mixes in the 1940s and 1950s. 

Closely linked to convenience is availability. Ready-to-Drink bottles and cans have made tea more readily available to consumers than ever before, particularly at the point of consumption. Both the convenience and availability factors are totally compatible with basic trends in the workplace - specifically, the erosion of “free time” available to American consumers and the resulting trend towards eating lighter meals “on the run.” 

The U.S. has one major advantage over the U.K. and Canada in meeting the threat of competitive beverages and, ironically, it can be found in its “typical” consumption habits, namely iced tea versus hot tea. Because a majority of the tea consumed in the U.S. is iced, there is no intrinsic resistance by the tea industry to perpetuate traditional forms of hot tea usage. In the absence of that resistance, the iced tea industry in the U.S. has done reasonably well, especially in the foodservice arena. It is in the areas of convenience and marketing that iced tea has lost much ground to its competitors - that is, until 1993. 

The year 1993 was a pivotal year for the U.S. tea industry. In many respects, it represented one of the most important years since the invention of the tea bag and iced tea itself in 1904. In 1993, many new Ready-to-Drink iced tea products were rolled out nationally and, even more importantly, it became apparent that consumers were readily accepting these products. It was also the year in which significantly increased levels of marketing dollars were devoted to supporting the introduction of the new Ready-to-Drink products and to communicating the more appealing attributes of tea over other beverage options. 

The significance of the Ready-to-Drink teas on the overall health of the U.S. tea industry cannot be overemphasized. For the very first time, one of the greatest concerns of U.S. consumers was addressed and eliminated -- namely the relative inconvenience of drinking tea versus soft drinks and other similar beverages. Not only did it make tea consumption more convenient and available for current consumers, but it also introduced tea to a great many new consumers who, prior to the advent of RTD teas, were not part of the target audience. 

As a result of the development of Ready-to-Drink teas, iced tea has become even more the beverage of choice for a whole generation of Americans. In 1993, Americans consumed approximately 2.0 billion gallons of iced tea, a number that will probably grow exponentially as Ready-to-Drink teas are discovered by an increasing numbers of consumers. Today, as many experts predicted, the sales of the new ready-to-drink teas will top $1.5 billion, in effect doubling the size of the traditional tea market in the U.S. Those same industry experts see the market for these new forms of tea doubling yet again over the next decade. 

The marketing efforts of the packers in USA, specially advertising promotional campaign helped for the development of Ready to Drink product. Advertising expenditure, in support of the RTD segment, has exceeded well over $100 million. 

The availability of Ready-to-Drink teas is not the only reason why tea has become more popular. The resurgence of tea in the U.S. is also based on some very important market trends. One of the most important is the continuing and increasing health consciousness of American consumers. Tea is perceived to be a healthier beverage choice and part of a healthier lifestyle. This perception is likely to be reinforced as more and more scientific research studies confirm the important role which tea plays in human health. 

Perceptions of tea consumption in the U.S. are changing and these changes are likely to affect consumers worldwide. Traditions are changing and tea is becoming less the delicate, occasionally-consumed beverage of the past, and more the staple of tomorrow’s healthy diet. Yes, the introduction of Ready-to-Drink forms of tea, increased marketing efforts, and favorable scientific research have all played an important part in this resurgence. However, in the final analysis, it is the intrinsic qualities of tea -- great taste, versatility, cost effectiveness, and nutrition -- which have played the strongest role in making tea one of the most sought after beverages of the 1990s.

Tea imports to USA 

Tea is imported in various form specially bulk forms for the purpose of packaging in USA, tea in bags and pkts., gift packs, under brand names of USA companies and other countries.

USA mainly imports black tea (nearly 90% of total tea imports) from countries like India, Argentina, Sri Lanka, Indonesia, Kenya, Malavi.  According to the available statistics nearly 40% imports come from Argentina.  In year 2000 USA imported 35,000 MT  of tea from Argentina 10,000 MT from China, 6,000 MT from Indonesia, 4,000 MT each from India, Sri Lanka, Malavi  and Kenya.  The imports of tea  in to UAS is as follows:

Imports of Green Tea in Packages not Exceeding 3kg to
United States of America ( value in US$ ,000)
	Country 
	1997
	1998
	1999
	2000
	2001

	World
	6,362
	5042
	6,574
	9,944
	10,037

	China
	1,443
	1,776
	2,454
	2,337
	2,551

	Japan
	1,676
	1,454
	1,649
	2,125
	1,689

	Germany
	16
	137
	221
	2,521
	2,872

	Korea Rep
	1,605
	304
	209
	241
	79

	Sri Lanka
	161
	269
	510
	659
	665

	Taiwan
	298
	212
	664
	638
	339

	United Kingdom 
	1`33
	155
	230
	447
	600

	Hong Kong 
	357
	277
	148
	152
	115

	Canada
	42
	118
	20
	179
	209

	India
	18
	50
	77
	92
	172

	Vietnam
	200
	55
	39
	71
	30

	Poland
	136
	71
	59
	25
	21

	Israel
	-
	-
	83
	92
	120

	Ireland
	13
	20
	86
	105
	57

	Mexico
	42
	36
	22
	52
	41

	Indonesia
	-
	43
	11
	-
	96


Imports of Green Tea in Packages  Exceeding 3kg to
United States of America ( value in US$ ,000)

	Country 
	1997
	1998
	1999
	2000
	2001

	World
	7,779
	11,534
	15,538
	14,740
	15,882

	China
	3,661
	6,405
	6,281
	5,934
	8,089

	Japan
	835
	1,054
	1,603
	1,452
	1,263

	Germany
	724
	1,210
	2,830
	2,687
	1,590

	Korea Rep
	27
	120
	33
	86
	171

	Sri Lanka
	47
	63
	164
	150
	111

	Taiwan
	675
	566
	751
	855
	1,077

	United Kingdom 
	166
	139
	253
	521
	492

	Hong Kong 
	82
	77
	149
	151
	76

	Brazil
	591
	852
	1,334
	988
	991

	India
	249
	446
	1,519
	878
	1,016

	Vietnam
	144
	76
	108
	26
	24

	Poland
	51
	90
	61
	61
	24

	Israel
	-
	-
	19
	163
	-

	Mexico
	23
	3
	59
	147
	22

	Malawi
	-
	-
	17
	87
	178

	Indonesia
	12
	25
	48
	139
	93

	Argentina
	5
	32
	13
	103
	127

	Kenya
	-
	97
	41
	-
	56


Imports of Black Tea in Packages Not  Exceeding 3kg to
United States of America ( value in US$ ,000)

	Country 
	1997
	1998
	1999
	2000
	2001

	World
	21,205
	20,709
	23,115
	25,849
	28,495

	Sri Lanka 
	4,637
	5,249
	4,683
	5,323
	5,426

	China
	2,880
	2,666
	2,582
	2,238
	2,189

	Japan
	127
	124
	139
	167
	94

	Germany
	642
	1,027
	718
	1,021
	1,021

	South Africa
	103
	50
	81
	74
	247

	India
	4,193
	3,696
	4,408
	5,268
	5,356

	Taiwan
	629
	430
	630
	712
	584

	United Kingdom 
	2,876
	3,528
	4,747
	5,430
	5,341

	Hong Kong 
	253
	151
	343
	315
	322

	Ireland 
	490
	622
	581
	707
	777

	Canada
	828
	668
	1,033
	2,165
	3,718

	Vietnam
	16
	38
	114
	146
	53

	Thailand
	138
	47
	29
	79
	90

	Israel
	214
	9
	57
	23
	200

	Turkey 
	42
	48
	89
	53
	94

	Italy
	68
	91
	28
	43
	93

	Indonesia
	374
	315
	750
	153
	864

	Argentina
	700
	93
	224
	106
	268

	Kenya
	368
	257
	281
	192
	259

	Singapore 
	66
	33
	38
	23
	42


Imports of Black Tea in Packages  Exceeding 3kg to
United States of America ( value in US$ ,000)

	Country 
	1997
	1998
	1999
	2000
	2001

	World
	112,106
	144,686
	119,720
	111,424
	118,265

	Argentina
	  27,223
	  38,176
	  34,712
	  33,130
	  36,493

	Sri Lanka 
	    6,521
	  11,148
	    8,962
	    7,965
	    6,152

	China
	  18,698
	  20,907
	  14,395
	  11,175
	    9,888

	Japan
	         28
	         91
	       132
	         34
	       144

	Germany
	  19,534
	  12,124
	    7,944
	    8,366
	  10,145

	South Africa
	       508
	       822
	       331
	       643
	       326

	India
	    6,111
	    7,672
	    6,371
	    8,485
	    8,622

	United Kingdom 
	    2,758
	    2,464
	    2,035
	    2,369
	    2,644

	Hong Kong 
	       211
	       366
	       180
	       141
	         62

	Singapore
	         97
	         87
	           7
	       113
	         36

	Georgia
	         71
	       370
	       699
	       531
	    1,094

	Vietnam
	       507
	       774
	       929
	    1,446
	    1,340

	Tanzania
	       852
	       603
	    2,018
	       275
	       112

	Israel
	         29
	       108
	       172
	         48
	         42

	Turkey 
	         19
	    1,345
	       839
	       888
	    1,214

	Ecuador
	       742
	       901
	       684
	       591
	       757

	Indonesia
	  11,813
	  17,090
	  10,676
	    8,443
	    7,130

	Malawi
	    4,488
	  12,123
	  13,514
	  10,982
	  13,490

	Kenya
	    6,922
	  10,734
	    9,577
	  10,289
	  12,704

	Brazil
	    1,511
	    2,296
	    1,729
	    1,865
	    2,041

	Papua New Guni
	       697
	       639
	    1,002
	       699
	    1,439

	Netherlands 
	      506
	       997
	       136
	         68
	       133

	Zimbabwe
	        70
	       404
	       150
	         77
	       193

	Paraguay
	          5
	         72
	       264
	       307
	        --

	Chile
	      175
	         -
	         98
	         56
	       274

	Thailand
	        23
	       144
	       145
	       136
	         16


Tariff

In General tariff for all types of tea is 8% and the products from developing countries which are approved by the USA government are entitled for duty zero facilities under the GSP scheme.

Requirement

All imported tea are governed by the provisions of the Federal Food, Drug and Cosmetic Act which is administered by the Federal Food Drug Administration of the Development for Health and Human Services.  The web page is www.fda.gov. Domestic and foreign facilities that manufacture process, pack or hold food for consumption in USA must register with FDA.

Importers must provide the FDA with a prior notice of food shipments that includes a description of the article; the manufacturer and shipper; the grower (if known); the country of origin; the country from which the article is shipped; and the anticipated port of entry.  If the FDA does not issue the necessary final regulation by December 13, 2003, the law specifies that the import notice must be provided to the agency no less than 8 hours and no more than 5 days prior to the shipment’s arrival.

Distribution Channels

The tea industry within USA market generally could be segmented in four broad categories i.e. super markets, ready to drink, food services and specialty.  The 75% of total sales areas the sales of super markets, and retail shops.   

The distribution of tea generally follow the traditional pattern from the exporting country or manufacturing country via importer to wholesalers, supermarket outlets, retail outlet through the large retailing organizations.  However, the packers import directly and pack in USA for distribution purpose mainly under their brand names and catering for ready to drink market segment.

Changes in Distribution

The most important change is that tea may very well now be found in several locations through out supermarkets.  The most striking new locations is the significant amount of space now being develop for ready to drink tea in the soft decisions due to the fast changes in ready to drink consumer patterns.  While traveling around the store, tea may also be found in the dairy department in both bottles and other (non-typical) containers.  Further, depending on the size of the supermarket, shoppers may also encounter a refrigerated cabinet dedicated to tea near the deli department.  More often than not, they may also spot some form of tea on promotional display or in a vending machine by the check-out counters or just outside the store.

During this supermarket tour, other changes become obvious.  Among them is the number of new companies marketing tea in new and unique forms.  Traditional packers of black tea now offer herbal blends, and traditional herbal packers now offer new black tea blends.  Bottled water and soft drink companies have expanded their product lines to include ready to drink tea, and new start-up companies are pouring into the marketplace.  Green tea, once nearly impossible to find in conventional supermarkets, is becoming much more readily available, and even oolong tea in occasionally found.

Development of Specialty Teas and Tendency

In addition to the pattern of consumer changes that there is new tendency on the development of specialty tea in USA.  It is found that shelves of super markets and retail shops full of specialty teas due  to consumer interest.  The specialty tea such as flavored, iced, scented tea are the popular specialty teas.

Venturing outside the supermarket environment, the casual observer continues to be bombarded with changes taking place within the tea industry.  Thanks in a large part to the ready to drink version of tea, the availability of tea in non-traditional outlets has increased dramatically.  Today, tea may be found in warehouse clubs, mass merchandisers, gas marts, drug stores, and convenience stores.  The availability of tea has also benefited from large distribution increases in the vending sector and in the food service sector.

In younger generation need quick drink not like early days spending time with tea.  Obviously all of these changes are viewed positively by most tea industry insiders because they are serving to make tea more readily available and convenient to millions of potential consumers.  More importantly, these changes are combining to raise top of mind awareness among consumers.  

Generally new tendencies in the market are 

· 10% annual growth of ready to drink tea

· New development of specialty – herbal teas and organic tea

· Slow growth and steady growth in specialty tea

· Younger generation moved for iced tea fast.

Toys in USA Market

Background 

Toys are used by the various age groups specially infant and teenagers mainly for the areas such as  Active Play, Arts & Crafts, Bath, Sand & Water Play, Construction toys, Developmental Toys, Doll, Houses and Accessories, Educational Toys, Games, Imaginative Play, Listening, Playing & Viewing, Ride-On Toys & Wagons, Science & Discovery, Wheel Toys, Winter Play etc.

The  main product sectors that are indicated as toys can be highlighted as follows.

· Baby carriages or strollers

· Dolls (incl. parts and accessories)

· Electronic toys and games

· Games (exc. amusement park and playground)

· Handicraft supplies

· Hobby craft kits

· Model kits

· Paint-by-number kits

· Children’s science kits

· Children’s scooters

· Stuffed animals

· Toy furniture and household equipment

· Toy guns and pistols

· Miniature toy vehicles

· Electric toys (incl. parts)

· Toys

· Children’s tricycles

In the statistics of import and export trade , it is difficult to identify exact trade of toys as some products are traded on the raw material oriented trade nomenclatures. E.g. product base  on wooden falls under HS44.

USA in General  

USA is one of the biggest markets for toys and  more than half of the US household brought toys and dolls and games in the past few years.

USA is a significant market within a population of 292, 690, 913.with higher purchasing power , US$ 22,300 per capita income.  The total number of . households in US is approximately 100 million and 50% of these households are  consumers of toys in USA.

USA population grew by almost 0.9  % between last few years and 22% of total population covers age 0 – 15 which is the main age segment of the toys.

After arising 8.5% in 2000 to reach US$ 28.7 bn, retail  sales the toy sector continued upwards spiritual in 2001 rising 5.1% with previous years to reach US$ 30.1 bn. sales indicating with potential in the market.
Toy Imports  to USA

.USA imports  more than US$ 20 billion worth of toys annually, with continues 5% increase annually. Hong Kong imports accounts 25% of the value of USA imports.  The other major suppliers are Japan, UK, Germany, France, Netherlands, Italy, Spain and Mexico. (Annex 1 toy)

Changes in Demand 

The profound changes brought in recent years by rapid globalization and increased computerization have affected the lifestyles and consumption habits not only of adults, but of children as well. The industry's pace has also changed enormously over the past few years, turning it into a fast-fashion and technology-driven business. 

The increasing use of the Internet by children is greatly changing their expectations regarding toys. Children are more knowledgeable and in touch with computer developments than many adults, for whom this change in lifestyle requires greater adjustment. For example, the 2-12 age group has shown the greatest increase in Internet use (across all age groups), with about 33% growth between 1999 and 2000. Children's attention is increasingly focused on digital-era products and this has changed their playing habits. 

Toy manufacturers now have to compete not only with other toy producers, but with products from several other industries that are becoming more popular with children. As the children's consumer market increasingly converges with the adult one, children's demand for film, television, music, electronics and other types of products is growing, at the expense of demand for traditional toys. This is clearly shown by the "shrinkage" in the last few years of the 10 to 14-year-old market, which now resembles the teen and young adult market much more rapidly in terms of demand. Young children, and especially parents, have also become more sophisticated regarding toys. For example, educational toys for preschoolers are now very much popular and this demand is greatly increasing. 

No longer does the toy industry determine the trends; now it is the children who determine the industry's trends. Manufacturers are obliged to focus their efforts on the quality and added value of toys. There is a need to innovate and mix pleasure, trends, technology and learning to form the perfect blend. With children becoming more difficult to target as a consumer group, it is important to clearly identify the trends and preferences of the target region to perceive one's opportunities on this market. 


Tariff 

General tariff for all toys under HS 95 chapter is 4% to 8% and the products from developing countries, which are approved by the UAS government are entitled for duty zero facilities under the GSPO scheme.

Market Opportunities 

· Increased segmentation of the target age groups. The market now has more segments, which means that there are more opportunities, but greater attention must be paid to local trends for each group. For example, because children "grow up" faster, groups such as 8-12-year-olds (pre-teens) now constitute separate markets, requiring an adjustment of the definition of toys (for example, more emphasis on lifestyle with room decorations, computer gadgets, etc.). 

· The industry is becoming a fast-fashion and technology-driven business. These characteristics make access to the market more difficult for certain categories of products, but also create many opportunities for companies that are sufficiently aware of the trends and are proactive. 

· Seasonal Toys – Annual sales of seasonal toys shows continuous growth.  Especially Christmas toys.

· Educational toys for preschoolers are very popular and this demand is greatly increasing. 

· Nostalgia presents an opportunity. Remarketing of retro products appealing to parents' nostalgia, while giving them an image that reflects market trends (film, television, sport, music, etc.) to ensure that they appeal to children, allows producers to target lucrative market niches. 

The Story of Spin Master of Canada is an example Toronto industry leader, Spin Master Toy, which has just launched a new hit product, Srinky Dinks [Shrinky Dinks?]. This is a toy from the '70s for which they acquired the rights; its re-introduction on the American market has been very successful. Since arriving in the stores, this set, including accessories products, has done very well against its main American competitors. Retro toys have been an industry success this year. The strategy of appealing to the nostalgia of parents, whom the toys remind of their own childhood, lets producers stimulate demand and position themselves on the market simply by acquiring the rights to and relaunching existing products. 

Spin Master also banked on licensing, using characters from the "Simpsons" and "Monsters Inc.," to increase demand for their toy. Thus the company used a twin strategy: remarketing retro products which stimulate parents' nostalgia, while giving them an image that reflects market trends (film, television, sport, music, etc.) to ensure that they appeal to children. 

· Adults buy more toys for themselves than ever before, both for gratification and for collection purposes.

· Figures representing police, firemen and other rescue personnel, as well as vehicles and accessories, are selling well because of the tragic events of September 11, which have strengthened patriotism and led to increased sales of associated products. 

With children becoming more difficult to target as a consumer group, it is important to clearly identify the region's trends and preferences in order to perceive one's opportunities on this market. For market positioning and stimulating demand, it is essential to have product visibility and credibility, as well as a clearly targeted niche approach.

Distribution Channels

Several possible distribution channels are available to producers in USA.. Companies could try to enter this market alone (direct sales to retailers) or by means of different strategic alliances. The alliances can be at the distribution level, through the use of manufacturer's agents (sales representatives) and/or distributors, or by means of strategies such as licensing, joint distribution, joint ventures, etc. 

The list of importers are attached.

Retail Chains 

The toy retail market in the United States is dominated by several large national chains. The ten largest chains account for 60% of sales, and the three largest i.e Wal  Mart , Toys 'R' Us and Kmart  alone account for 40%. These big companies offer good opportunities to producers all over the world who can distribute products to them, but access to these outlets is quite difficult.

Top Ten US Toy Retail Chains 

Wal Mart 

Market Share: 19% 
Type: Discount Store 
Tel.: 501-273-4000, Head Office 
Supplier Information

www. Walmartstores.com

Toys"R" Us

Market Share: 16.5% 
Type: Toy Store 
Tel.: 323-658-4186 
Contact: Tenia Berman, Marketing Director 
http://inc.toysrus.com
Kmart

Market Share: 7.4% 
Type: Discount Store 
Tel.: 248-643-1000, Head Office 
Supplier Information 
http://www.kmartcorp.com
Target

Market Share: 7.2% 
Type: Discount Store 
Tel.: 612-304-6073, Head Office 
http://target.com
KB Toys

Market Share: 4.7% 
Type: Toy Store 
Tel.: 413-496-3000 (Ext. 3280) 
Contact: Pat Lynch, Purchasing Director 
http://www.kbtoys.com
Ames

Market Share: 1.9% 
Type: Discount Store 
Tel.: 860-257-2000 
Contact: Denis Lemire, Purchasing Director 
http://www.amesstores.com
J.C.Penney

Market Share: 1.4% 
Type: Department Store 
Tel.: 972-431-1000 (Ext. 0-734) 
Contact: Peggy McKynnei, Purchasing Assistant 
http://www.jcpenney.net
Meijer 
Market Share: 0.9% 
Type: Discount Store 
Tel.: 616-361-4237 
Contact: Loretta Orean, Purchasing Director, Toy Division 
http://www.meijer.com
Big Lot

Market Share: 0.9% 
Type: Discount Store, Wholesaler 
Tel.: 614-378-6953 
Contact: Joe Allendorser, Purchasing Director, Toy Division 
http://www.thebiglot.com
Shopko

Market Share: 0.8% 
Type: Discount Store 
Tel.: 920-429-6625, Purchasing Department 
http://www.shopko.com
Trade Associations

Trade Associations play significant role in USA market and they organized various activities such as trade fairs.

The TIA (Toy Industry Association, officially the Toy Manufacturers of America), located in Manhattan, is the main toy industry association in the United States. Only US companies can become members, but other producers can access some of its services and information. Every year in February, the TIA holds the American International Toy Fair, a huge trade show bringing together over 2,000 manufacturers, agents and distributors from about 30 countries. For additional information, call the TIA at 212-675-1141, or visit its website at http://www.toy-tma.org. 

The Trade Association are as follows.

American Association of Importers and Exporters: http://www.aaei.org
American National Standards Institute (ANSI) http://www.ansi.org
American Society for Testing and Material (ASTM) http://www.astm.org
American Specialty Toy Retailers Association (ASTRA) http://www.astratoy.org
Children's Advertising Review Unit : http://www.caru.org
Discover Games-http://www.discovergames.com
International Council of Toy Industries http://www.toy-icti.org
International Licensing Industry Merchandisers (LIMA) http://www.licensing.org
International Toy Center http://www.thetoycenter.com
Juvenile Products Manufacturers Association http://www.jpma.org
National SAFE KIDS Campaign http://www.safekids.org
Playthings http://www.playthings.com
Toy & Game Inventors Forum http://www.toysngames.com
Toy Industry Association (TIA) http://www.toy-tai.org
Toy Wishes  http://www.toywishes.com
U.S. Consumer Product Safety Commission (CPSC) http://www.cpsc.gov
Key Activities / Trade Shows 

	Event
	Place
	Contact

	American International Toy Fair
	New York, NY
	212-675-1141 
http://www.toy-tma.org

	The Baby & Kids Fair
	Williamsville, NY
	716-693-3322 
http://www.promotionsetc.com

	Atlantic City Variety Merchandise Show
	Atlantic City, NJ
	646-654-4531 
http://www.merchandisegroup.com

	Tops Family Pet & Animal Expo
	Clarence, NY
	716-693-3322

	National Stationery Show®
	New York, NY
	(212) 951-6600 
http://www.nationalst
ationeryshow.com


TOP SAFETY GUIDE

Active Play: These are toys that promote physical growth, encourage social interaction and imaginative activity.  Products in this category should be rustproof, smoothly finished, sturdy and well-balanced.  A growing number of brightly coloured plastic play equipment sets such as the activity gym by Little Tikes, the Bowling set by Fisher-Price and the Aerobie (a super-frisbee) by Super flight are examples of popular and highly recommended toys.  Other items in this category include indoor active play toys that will not damage furniture, such as foam balls for throw & catch, and seasonal items such as skipping ropes and marbles for spring/summer.

Arts & Crafts:  This category includes chalks, crayons, paper, play dough, clay and modeling materials.  Craft kits should present a challenge and give satisfying results.  Instructions should be clear and easily understood and sufficient materials should be provided to complete the project.  Crayola continues to dominate this category.  Other appropriate toys include carving sets which may include plastic, wood-look model animals and water-based paint, and jewellery sets which may include beads, glue & other supplies to create pins & brooches.

Bath, Sand & Water Play:  Toys for sand and water play should be made of sturdy, smoothly finished plastic or vinyl, outdoors toys being weatherproof.  Toys which hold water should be easy to drain.  These products must work flawlessly to be successful in this market.

Construction Toys:  A wide variety of building elements should be provided in any construction set, with enough pieces to produce a satisfying result.  Pieces must fit together snugly and easily and suit the age group for which it is identified to avoid frustration and to provide a challenge.  For younger children, building sets consist of simple blocks, stacking toys, put-together and take apart toys, peg-board sets and primary construction toys.  They should be simple in design with large enough pieces for easy manipulation.  Sets of wooden blocks, often hand made and sold locally, may include a variety of shapes in related sizes which illustrate the basic principles of proportion and dimension. An older child can manipulate smaller pieces and thus graduate to more advanced sets.  Gear systems, motors and electrical components may be included or be made available in supplementary sets top extend play value.  Some popular items in this category include the Brio wooden railway system, Duplo, Lego and K-Nex building sets, Zaks and Tinkertoy.

Developmental Toys: These are toys for infants and toddlers which assist in the development of sight, touch, sound, taste and smell.  To stimulate this development, toys should include a wide variety of textures, shapes, sounds, colours and weights.  Toys for cribs and playpens include crib gyms, mobiles, music boxes and toy suspension rods.  For older babies developing finer motor skills, eye/hand coordination and colour and shape recognition, popular toys include those designed for nesting sorting and stacking and filling and dumping.  Babies learning to walk use toys designed for pushing and pulling while making pleasant sounds.  Pull toys should have a protective knob on the end of shaft-type handles to avoid injury to the child in the event of a fall. Strings should be tangle-resistant.  Safety is crucial in the choice of toys for infants and toddlers.  These toys must be smoothly finished, well-rounded and washable.  Rattles should not be too long or thin enough to become lodged in an infant’s throat and plastic toys must not be brittle enough to shatter.

Doll, Houses and Accessories:  Dolls can be simple in design or battery-operated.  The latter are usually highly promoted, expensive and gimmicky.  Dolls should have firmly rooted hair, a soft, cuddly body and Velcro fastenings on well-sewn, attractive, roomy and washable clothes. Doll  houses should be sturdy and accessible for play by more than one child at a time.  Doll house furniture such as beds, high chairs, strollers and carriages should be sturdy, well balanced and scaled to the doll house.

Educational Toys: All play is educational, but children need a balance between the challenge of mastering new skills and the reassurance of being able to perform tasks easily.  Educational toys include those that teach logical thinking and planning, counting and letters/word recognition, but in a fun way.  Some educational toys, such as electronic, computer-type quiz toys, require intensive adult involvement in the learning stages.  Magnetic numbers and letters, toys that identify shapes and colours, model dinosaur kits, etc., are some of the many popular items in this category.

Games : Games must be designed with clear and easy rules to follow, with flexibility to accommodate younger or less skilled players, or a shorter playing time.  the game board should be durable and uncluttered and the playing pieces of a suitable size and weight.  A well-conceived game may become a classic and be enjoyed for years to come, while fad games based on the latest popular licensed cartoon figures rarely have any lasting interest.

Imaginative Play: This category covers toys that encourage role playing and includes toys in sets containing child-sized realistic figures, accessories and stuffed hand puppets.  The Play mobile line dominates this category, which also includes wooden finger puppets, threading beads, kitchen/cooking sets, tool sets, etc.  These toys should be sturdy and washable.  Stuffed toys should have clearly marked washing instructions, seams should be well-sewn, eyes and noses firmly attached and clothes and accessories well-finished.  Inner and outer materials should be new, clean, flame-retardant and preferably non-allergenic.

Listening, Playing & Viewing:  A wide variety of musical and rhythm sets are available for children of all ages.  These toys should be made of sturdy construction materials, able to withstand pounding and have a pleasing tone, suitable for the intended age range.  True notes should be produced on toys offering a musical scale.  

Ride-On Toys & Wagons: Ride-on toys must be sturdy and well-balanced, wide enough across the seat to hold the child comfortably, but not so wide as to hinder easy foot and leg motion.  Wheels should move freely and be recessed so that the child can push vigorously without bumping legs and feet into parts of the vehicle, and wheel bases should be large and low enough to prevent tipping.  Steering mechanisms are not necessary for very young toddlers. Tip-proof bars and walker bars on “first” ride-on toys are an advantage and these toys must not go too fast.  Handles on wagons must be a comfortable length for the age group and wagons must be well-balanced, even when cornering.  Rocking toys must be steady and safe enough to permit safe mounting/dismounting and should not rock so far as to tip forwards or backwards.

Science & Discovery: These items should not be considered merely as toys, but must meet minimum standards in areas such as scientific accuracy and optical precision.  They must be well adapted for the rough use they may be given at children’s hands.  Precautionary statements must be clearly visible, easily read and understood by a child of the recommended age group.  There are a number of kits intended to introduce and demonstrate specific scientific principles and phenomena, the best of them inviting and expanding a child’s interest with clear, precise instructions and explanations that are appropriate for the intended age group.  

Wheel Toys:  A basic item in every child’s play, wheeled toys must be versatile, durable and safe.  Die-cast mini cars are popular again, as are colour-changing cars

Winter Play: Children in USA ( Alaska) spend a lot of time in the snow and play equipment for the winter must be smoothly finished, with handles made of plastic, not metal.  Apart from adaptations of traditional toboggans, plastic sliders to sit/lie on for sliding down snow covered hills, shovels and a snow-baller (a toy which makes perfect snowballs, works well in all kinds of snow and is great for building snowmen) are some of the new creations in this category.

GENERAL REQUIREMENTS FOR WOODEN TOYS

· No rough or sharp edges/corners on exposed wooden surfaces.
· All components other than soft textile material should be firmly attached, or if separable, not be small enough for a young child to choke on even after reasonable foreseeable use. (applicable to products for children under 3 years of age)
· Nails and staples must be secured and any flat or oval head wood screws of the countersunk head type must be properly countersunk; wood screws must be free of all burrs.

· Threaded bolts must be protected by acorn or similar nuts or protective caps, unless the bolts are so placed that they protrude into a protected area where contact with the threaded ends are not likely to occur.

· All  of the above must be able to withstand a 10-pound pull for 10 seconds and not expose sharp or small parts after being dropped three items from a height of 4.5 feet onto a vinyl covered, concrete floor (applicable  to products for children under 3 years of age).

· All protective or decorative coatings must be free of toxic elements (lead, barium, etc.)
 GENERAL REQUIREMENTS FOR DOLLS, PLUSH & SOFT TOYS

· All clothing  parts or ornamentation shall be attached in such a manner that no sharp edge or part will become exposed as a result of a 10-pound pull for 10 seconds.

· Beans or plant seeds are not permitted as stuffing.

· All stuffing material must be non-toxic, clean and free of hard or foreign matter.

· Every eye or nose, unless made entirely of felt or other soft, flexible material, must withstand a 20-pound pull for 5 minutes.

· All ends of wire must be covered or turned back so no sharp ends become exposed.

· Any component or pat, other than that made entirely of soft textile material (i.e. buttons or chains) that is separable or becomes detached with a 10 pound pull for 10 seconds must not be small enough for a young child to put in its mouth.

