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Development of niche markets
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S uccessful marketing today involves market research, product or service
development, production, sales, delivery, and after-sales service. The
research aspect identifies specific segments, referred to as niches, based

on demographics, usage, purchasing power, and sometimes ethnic and other spe-
cific group preferences. The niches are then targeted with specific products or
services. Alternatively, niche marketing can mean meeting the needs of a limited
market that is not currently being serviced by mainstream products or services.

Niche marketing strategies differ from those for saturated-demand commodities.
Identification of the needs and size of the targeted segments is the first priority;
product time to market is crucial. In manufacturing, flexible capacity is necessary
to meet small-lot, varied demand. In the past, bigger rivals, with their financial
and technical superiority, could take a market niche from SMEs. Now, however,
with the information and communications technology revolution, SMEs are no
longer inferior in niche markets, which demand economy of speed above all.

Recognizing that its members could benefit from an update on niche marketing
strategies, the APO organized the Seminar on Niche Market Development in
Bangkok, Thailand, 24–28 January. The seminar was attended by 14 participants
from 12 member countries. One resource person was deputed by the APO, and
six local resource persons from a variety of specialties helped shape the content.
Topics discussed included how to identify and reach niche markets; time-based
competition; niche marketing in the fashion industry; customer relationship man-
agement niche market style; Web-based niche marketing; enablers for niche mar-
keting success; niche marketing of agricultural products; and successful
examples of niche marketing in Thailand.

To bolster the participants’ understanding of niche marketing for agricultural
products and in the fashion industry, two site visits were conducted in Bangkok.
One was to the Lemon Farm, a supermarket specializing in organic food and cos-
metics, which caters to the urban health-conscious segment. Thai Itokin hosted
the other, allowing participants to observe its marketing operations for men’s and
women’s ready-made and tailored clothing, fashion accessories, and line of work

uniforms. The company also exports some products and conducts Web-based
sales.

The results of the syndicate discussion at the seminar indicated that while SMEs
still face some difficulties in niche marketing due mainly to lack of funds and
limited access to technology, they can be successful if they:
1) Pay attention to customer relationship management;
2) Determine what customers really value and establish product and service dif-

ferentiation strategies;
3) Use customization strategies;
4) Avoid possible “cannibalization”;
5) Conduct marketing testing, including pretesting of finished products, adver-

tising, and distribution channels; and
6) Undertake benchmarking.
It was also concluded that the government could play a role in helping to expand
niche markets by the development of infrastructure, particularly to enhance infor-
mation and communications technology capacity, and by fostering the develop-
ment of business incubators.

Participants in the seminar

Thailand, the APO was able to utilize an e-learning platform that was origi-
nally established for an EU project to organize an e-course on GP for
Industry. That project was developed in a collaborative venture between the
Aaborg University, Denmark, and Chiang Mai University, Thailand.

Twenty-one participants who were slated to attend the one-month
practicum workshop in Malaysia in March were invited to participate in a
two-week e-learning pre-workshop course on GP from their respective
home countries before leaving for Malaysia. They participated in the course
online, spending approximately 10 hours logged on, 10 hours in study on
their own, and four hours completing assignments in both weeks.
Afterward, most indicated that the e-learning course was useful and that the
exercise had made them better prepared to get the most from the face-to-

face workshop. The resource persons for the practicum workshop also
reported that the pre-workshop course had made it easier to transfer GP
knowledge to the participants compared with previous workshops. They
also strongly recommended the permanent use of similar pre-workshop
Internet-based exercises. However, a few difficulties are associated with
this recommendation. The Internet and computer access of prospective par-
ticipants, particularly of those from developing countries, may form a
major bottleneck. The lack of computer skills is another problem. It is
hoped that with increasing Internet access and the acquisition of computer
skills in all member countries, this and other online platforms can play a
vital role in future APO activities. The APO is planning to introduce sim-
ilar warm-up courses before other future projects.


