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APO at the Global 
Festa Japan 2006

The APO again participated in the annual Global Festa held in To-
kyo’s Hibiya Park to celebrate and publicize Japan’s international 
cooperation efforts. Approximately 67,000 people from all walks 
of life visited this colorful event on 30 September and 1 October. 
Since 1998, the APO has taken a booth at this huge festival to 
showcase its services and to create awareness of its activities 
among the Japanese public, along with more than 200 other in-
ternational, governmental, and nongovernmental organizations. 
Crowd-pleasing attractions included cooking demonstrations, a 
talk show, maze, Japanese ODA town meeting, workshops, cul-
tural shows, charity marathon, game rally, live music and dancing, 
international food bazaar, and many more.

The APO booth, decorated in orange, featured balloons for chil-
dren and displayed information on its activities. A map game 
invited visitors to identify the national flags of member countries, 
which was immensely popular irrespective of age, and visitors 
played enthusiastically. The APO booth also gave away selected 
free publications.

RECRUITMENT 
ANNOUNCEMENT

APO PROGRAM OFFICER 
The Asian Productivity Organization (APO), Tokyo, an intergovernmental 
organization established to contribute to the socioeconomic development of Asia 
and the Pacific through productivity enhancement, is seeking a dynamic, resourceful 
Program Officer with considerable work experience in public relations, including 
publication production, and preferably productivity promotion. 

The main responsibilities are: 1) plan and produce the monthly newsletter of the 
organization; 2) manage the APO Web site; 3) prepare and produce the annual report, 
corporate brochures, press releases, and other promotional materials; 4) manage 
public relations activities; and 5) coordinate with authors, editors, translators, and 
printers in the production of APO publications. This position will require occasional 
overseas travel.

Interested candidates must have at least a degree, preferably in liberal arts or English 
language studies, from a recognized college or university; a high level of proficiency 
in both spoken and written English; ability to relate and communicate well with 
people; 8 years of relevant work experience, and a good working knowledge and 
understanding of productivity and the socioeconomic development needs of Asia and 
the Pacific in general and APO member countries in particular.

Candidates must be citizens of APO member countries, in excellent health, and 
preferably between 30 and 40 years of age. Salary will be commensurate with 
qualifications and experience, tax exempt in Japan for international recruits, plus 
other benefits. Appointment will be on fixed-term basis for two years and renewable 
thereafter upon mutual consent.

Interested candidates should send a resume with photograph by 30 November to:
The Secretary-General, Asian Productivity Organization, 1-2-10 Hirakawa-cho, 
Chiyoda-ku, Tokyo102-0093, Japan, e-mail: job-2006A@apo-tokyo.org, fax: 
81-3-5226-3950.

Please visit the APO Web site at www.apo-tokyo.org for information on the mission 
and work of the organization.

Globalization and current reforms in the trade of agricultural and food products are 
resulting in stiffer competition among key market players. In the food retail sector, 
supermarkets are increasingly influencing how products are produced, processed, 
packaged, and even priced. Small and medium-scale entrepreneurs who are not part 
of chains are increasingly marginalized and their market share progressively dwin-
dling. To survive, small and medium-scale entrepreneurs need to innovate and adopt 
niche marketing as a strategy, recommended the experts in the training course on 
Development of Niche Markets for Agriculture Products, organized by the APO in 
cooperation with the Development Academy of the Philippines and the Department 
of Agriculture in Manila, 5–12 September, and attended by 21 participants from 15 
countries. 

The experts pointed out that agricultural products have vast potential for niche 
marketing because they can be differentiated by the methods by which they are 
produced, processed, packaged, and labeled to suit the needs and requirements of 
specific segments of a broad market. They can also be marketed through various 

channels including ICT. The participants studied the tools and techniques of market 
research, market segmentation, product positioning, market trend analysis, marketing 
strategy design, etc. Five experts from successful SMEs presented their experience in 
the niche marketing of high-quality rice, organic vegetables and fruit, tropical fruit, 
and cut flowers. Two experts made presentations on the use of the Internet in selling 
products domestically and internationally, two Philippine business school professors 
spoke on international marketing and business plan formulation, while a professor 
from the Asian Institute of Technology, Thailand, provided an overview of emerg-
ing markets for agricultural products in developing Asian countries and quality and 
safety standards.

The participants visited the farms and facilities of the Philippine Cut Flower Corpo-
ration and Basic Necessity, Inc., both pioneers in the Philippines in the production of 
cut flowers and salad vegetables, respectively, in computer-controlled greenhouses. 
These companies demonstrated that agricultural SMEs can be sustainable and profit-
able using appropriate technology complemented by a good marketing strategy.
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