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The Bata Shoe Organisation



The Bata Shoe 

Organization 

is an

international

marketing

and

manufacturing 

business 

employing 

85,000 people 

who make
Rata

countries
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Where

inthe

world is

today?

In an aircraft over the Atlantic it is 0500 

hours and John Black from Bata Limited, 

Toronto, is attempting to sleep. He is a 

technical officer on his way to Africa where 

new shoe machinery will be installed in 

four of Bata's 10 factories there.

In Sao Paulo it is 0600 hours and the Bata 

Régional Co-ordinatorfor Latin America is 

already awake. Today he will meet with 

Brazilian officiais to discuss footwear exports.

In London, it is 0900 hours and a new shift 

is starting the day at Bata Tilbury, where a 

new shoeline will go into production today 

for sale to a major British merchandiser.

In Milan it is 1000 hours and 240 Bata pro- 

duct development officers, marketing and 

retail people, managers and senior execu

tives are gathering on the third day of their 

annual conférence to choose the shoes 

that will be part of the retail store shoelines 

in coming seasons.

In Kenya it is noon and Erastus Mukabi is 

waiting at Nairobi airport foraflight to Lon

don where he will catch a connection to 

Canada. He is 24, a Bata employée for six 

years, ready to move into middle manage

ment. But he needs training. He’ll get it at 

Bata Limited, Toronto.

In Calcutta, it is 1530 hours, and 12,000 

workers at the huge Batanagar factory will 

produce 120,000 pairs of shoes today, 

many of them for export.

In Colombo it is 1400 hours and 17 year old 

Ananda Narkandu has just completed his 

first day as an operator on an injection 

moulding machine at Bata Sri Lanka. It is 

the first skilled job he’s held and he’s feel- 

ing pleased with his achievement.

In Singapore it is 1600 hours and Chi Yu 

Wong is ending his first day as deputy fac

tory manager.

In Toronto it is2000 hours and 29 Bata men 

and women from around the world are 

spending their first night in Canada. They 

hâve the potential to hold senior manage

ment positions, and six hours from now will 

be entering the classrooms at the Faculty 

of Business at McMaster University as part 

of a Bata management training course.



The flags of many of the 

nations in which the 

Bata Shoe Organization 

has factories, retail 

and Wholesale operations.

Flags according to information supplied by the United Nations Association at the time of printing.

United Kingdom

British Bata Shoe Company

Manufacturing

Retail/Wholesale/export

France

Chaussures Bata S.A.

Manufacturing/engineering

Retail/dealer/wholesale/export

Holland

Nederlandse Schoen-en

Lederfabrieken

Manufacturing

Retail/dealer/wholesale/export

Belgium

Chaussures Bata S.A.

Engineering

Retail/dealer

German

Bata SchuhGmbH 

Retail/import

Switzerland

Bata Schuh A.G.

Manufacturing

Retail/wholesale/export

Italy

ComparS.P.A.

Retail/wholesale/export

Spain

Avila SA.

Retail/wholesale/export

Sweden

Oscaria AB.

Retail/wholesale/export

Morocco

Bata S.A. Marocaine

Manufacturing

Retail/dealer/wholesale

Tunisia

Bata S.A. Tunisienne 

Manufacturing

Retail/dealer/wholesale/export

Sénégal

Bata S.A. Africaine

Manufacturing

Retail/dealer/export

Mauritania

Bata S.A. Mauritanienne 

Retail/dealer

Liberia

Bata S.A. Africaine 

Retail
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Mali

Bata S.A. Malienne 

Retail/dealer

Cote d’ivoire

Bata S.A. Ivoirienne 

Manufacturing

Retail/dealer/wholesale/export

Niger

Bata S.A. Nigérienne

Manufacturing

Retail/dealer/wholesale

■ Haute Volta

Bata S.A. Voltajque 

Manufacturing 

Retail/dealer/wholesale

Bénin

Bata S.A. Béninoise

Manufacturing

Retail/dealer

Togo

Bata S.A. Togolaise

Manufacturing

Retail/dealer/wholesale
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Cameroun

Bata S.A. Camerounaise 

Manufacturing

Retail/dealer/wholesale/export

Congo

Bata S.A. Congolaise 

Manufacturing

Retail/dealer/wholesale/export

Gabon

Bata Gabonaise S.A.R.L. 

Retail/dealer

Centrafricaine

Bata S.A. Centrafricaine

Manufacturing

Retail/dealer/wholesale

Sierra Leone

Bata Shoe Company Sierra Leone Ltd.

Manufacturing

Retail/dealer/wholesale

Zaire

Société BataZairoise S.A.R.L.

Manufacturing

Retail/dealer/wholesale
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Sudan

Bata (Sudan) Limited

Manufacturing

Retail/dealer

Lebanon

Bata S.A. Libanaise

Manufacturing

Retail/dealer

Jordan

Jordan Bata Company Limited

Manufacturing

Retail/dealer/export

Cyprus

Bata (Cyprus) Limited 

Manufacturing

Retail/dealer/wholesale/export

Bahrain

Bata Shoe Company Bahrain W.L.L. 

Wholesale

Iran

Beba Footwear Manufacturing Co.

Manufacturing

Wholesale

Nigeria

Bata Nigeria Limited

Manufacturing

Retail/dealer/wholesale

Ghana

Bata Shoe Co. Ghana Ltd.

Manufacturing

Retail/dealer

Pakistan

Bata Shoe Company (Pakistan) Ltd. 

Manufacturing

Retail/dealer/wholesale/export

Kenya

Bata Shoe Company (Kenya) Limited 

Manufacturing 

Dealer/wholesale/export

Uganda

Uganda Bata Shoe Company Limited

Manufacturing

Retail/dealer/wholesale

Zambia

Zambia Bata Shoe Co. Limited

Manufacturing

Retail/dealer/wholesale

Malawi

Bata Shoe Co. (Malawi) Limited 

Manufacturing

Retail/dealer/wholesale/export

Burundi

Société Bata Bujumbura, Sparl

Manufacturing

Retail/dealer/wholesale

Rwanda

Société Bata Kigali Sparl 

Retail/dealer/wholesale

Malagasy

Bata S.A, Malgache 

Manufacturing

Retail/dealer/wholesale/export

Reunion

Bata S.A.

Retail/dealer/export

Mauritius

Bata Shoe Co. (Mauritius) Limited 

Manufacturing

Retail/dealer/wholesale/export

India

Bata India Limited

Manufacturing/engineering

Retail/wholesale/export

Sri Lanka

Bata Shoe Company of Ceylon Ltd. ed 

Manufacturing

Retail/dealer/wholesale/export

Bangladesh

Bata Shoe Company (Bangladesh)Ltd. 

Manufacturing

Retail/dealer/wholesale/export ârtiS

Singapore

Bata Shoe (Singapore) Private Ltd. ted 

Manufacturing

Retail/dealer/wholesale/export

Malaysia

Bata (Malaysia) Berhad 

Manufacturing

Retail/dealer/wholesale/export

Thailand

Bata Shoe Co. of Thailand Limited

Manufacturing

Retail/dealer/export

Indonesia

Perusahaan Sepatu Bata P.T. 

Manufacturing

Retail/dealer/wholesale/export

Japan

Ferimex Limited

Manufacturing

Wholesale/export

Taiwan

Concorde Enterprise Limited 

Export

New Zealand

Bata Company (N.Z.) Limited

Manufacturing

Wholesale/export

Australia

Bata Shoe Company 

of Australia Pty. Ltd. 

Manufacturing 

Dealer/export

Canada

Bata Industries Limited

Manufacturing/engineering

Retail/dealer/wholesale/export

U.S.A.

Bata Shoe Company Inc. 

Manufacturing

Retail/dealer/wholesale/export

Virgin Islands

Bata Virgin Islands Inc.

Retail

Puerto Rico

Bata De Puerto Rico Inc. 

Retail

Jamaica

Bata Shoe Company Jamaica Ltd.

Manufacturing

Retail/dealer/wholesale

Trinidad

Trinidad Footwear Limited

Manufacturing

Retail/dealer/export

Guyana

Guyana Footwear Ltd.

Manufacturing

Retail/dealer/export

Belize

Bata Shoe Belize 

Retail

Grand Cayman

Bata Shoe Cayman Islands 

Retail

Bahamas

Bata Company Limited 

Retail

Barbados

Bata Shoe Company Barbados Ltd. ted 

Retail/dealer

Antigua

Bata Shoe Co. Barbados Ltd. 

Retail

Dominica

Bata Shoe Co. Barbados Ltd. 

Retail

Grenada

Bata Shoe Co. Barbados Ltd. 

Retail

St. Kitts

Bata Shoe Co. Barbados Ltd. 

Retail

St. Lucia

Bata Shoe Co. Barbados Ltd. 

Retail

Montserrat

Bata Shoe Co. Barbados Ltd. 

Retail

St. Vincent

Bata Shoe Co. Barbados Ltd. 

Retail

French Guiana

Bata Outre-Mer S.A. 

Retail

Martinique

Bata Outre-Mer S.A. 

Retail/dealer

Guadeloupe

Bata Outre-Mer S.A. 

Retail/dealer

Tahiti

Bata S.A. 

Retail/dealer

Suriname

N.V. Bata Handelmij. Suriname

Manufacturing

Retail/dealer/export

Curaçao

N.V. Bata Handelmij. Curaçao 

Retail/dealer/wholesale

Mexico

Calzado Sandak, S.A. de C.V. 

Manufacturing/engineering 

Retail/dealer/export/Wholesale

Nicaragua

Calzado Manica S.A.

Manufacturing

Retail/dealer

Panama

Panama Verlon Manufacturing, S.A.

Manufacturing

Retail/dealer

Colombia

Compania Manufacturera Manisol S.A. 

Manufacturing

Retail/dealer/wholesale/export

Peru

Fabrica de Calzado Peruano S.A. 

Manufacturing

Retail/dealer/wholesale/export

Bolivia

Manufactura Boliviana S.A.

Manufacturing

Retail/dealer

Brazil

Ancora S/A Industria e Comercio

Manufacturing

Retail/dealer/wholesale

Chile

BataS.A.C.

Manufacturing

Retail/dealer/wholesale/export



Employment Production

1946 1960 1970 1978

1946 - 34,000 people 

1960-57,000 

1970-80,000 

1978-85,000

Retail Stores

&
1946 1960 1970 1978

1946-2,168 stores 

1960-3,886 

1970-4,863 

1978-5,000

1946-34,000,000 pairs 

1960-124,000,000 

1970-220,000,000 

1978-250,000,000

Factories

/A
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1946 1960 1970 1978

1946 - 38 factories 

1960-63 

1970-81 

1978-90
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Today

The Bata Shoe Organization is a dé

centralisée! manufacturing and mar

keting operation of 90 footwear fac

tories, five engineering works and 

5,000 retail stores.

The key word to understanding 

what makes Bata substantively differ

ent from other international business 

organizations is "decentralization”.

Quite simply, it means that each 

Bata company is independent and 

responsible for running its own af

faire, with itsfirstconcern, thecountry 

in which it does business. It is 

headed by a local Board of Directors 

and a Company Manager.

Many companies hâve local share- 

holders and, in some instances, 

shares are quoted on local exchanges.

This duality - strong local com- 

mitment combined with membership 

in a large international marketing op

eration - has given the Bata Shoe 

Organization the stability and 

strength that has marked its growth 

since the early part of this century.

In areas such as organization, 

planning and budgeting, administra

tion, financing, marketing and market 

analysis, the relationship of the com

panies with the international 

organization has proved vital to their 

prosperity and to the prosperity of the 

économies in which they function. 

This is particularly true of the foot

wear industry with its rapidly chang- 

ing technologies and its market 

whose fashions and tastes must be 

watched constantly if the product is 

to answer a consumer need.
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International co-operation

The international connection in re

cent décades has become of greater 

significance as the growing inter- 

dependenceof world économies has 

increased and as developing nations 

gradually hâve become more sig

nifiant in compétitive terms.

Of particular significance to de

veloping nations, where access to 

advanced technology is limited and 

technical and managerial skills scarce,

is the B.S.O. policy of standardiz- 

ation and the transfer of know-how.

Bata factories in the United States 

and Canada, for example, make foot- 

wear on the same type of machines 

as those used in Kenya or Mexico. 

And when technological advances 

are made, they are mâde available 

throughout the Organization as 

quickly as possible.

The same is true of retail stores: the 

design of interiors and the style of 

fixtures and lighting are substantially 

the same throughout the world.

Standardization policies hâve 

enabled us to transfer success- 

fully modem production processes to 

ail Bata companies, making it possi

ble to maintain high quality and con

trai costs in a large number of coun- 

tries at the same time.
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Training

Training has been of paramount 

importance since the early 1920’s, 

when Bata first began to expand out 

of Europe. Countries in which fac

tories were established frequently 

had neither the teachers nor the fa

cilites to train the skilled workforce 

without which the B.S.O. simply 

could not hâve functioned.

Today, there are Bata technical col

leges in Europe and Africa, plus train

ing facilities in most of our larger fac

tories and at Bata Limited in Toronto. 

The demands of a modem interna

tional marketing and manufacturing 

operation for technical and manage

ment people at ail levels of skills are 

onerous and programmes are there- 

fore continuous. Training remains 

the cornerstone of ail personnel 

policies.

The contribution of private enter- 

prise to the development process in 

developing countries, where the 

majority of Bata companies are lo- 

cated, is difficultto q.uantify in any 

exact way since data of any signifi

cance are difficult to find.

However, expérience in the B.S.O. 

and in other international organiza- 

tions and institutions indicates that 

those countries that hâve followed

market-oriented outward-looking 

strategies, hâve recorded relatively 

high rates of fixed capital formation 

and growth. Certainly, the “multiplier 

effect” resulting from the establish

ment of a factory is évident for ail to 

see in terms of the growth of supplier 

service industries and the création of 

secondary level jobs.
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Bata companies must be capable 

of giving a reasonable return on in- 

vested capital while working within 

the legal framework and contributing 

to national aspirations of the coun- 

tries of which they are a part. It goes 

without saying that ali must behave 

as responsible corporate citizens.

Prosperity and jobs are never just 

the product of a company, however 

large or well-connected or commer-

cially powerful it might be: they are 

always the product of the private and 

the public sectors working together 

to create an environment in which en- 

terprise can flourish.

Bata companies produce footwear 

at a price and of a quality and style 

that provides aservicethatwill satisfy 

market demand. They spread tech- 

nical, management and marketing in

formation from country to country.

They generate wages and revenues 

for employées and suppliers and 

sub-contractors, and taxes for local 

and national governments.

In some instances the companies 

earn foreign exchange from the ex

port of footwear: in every case they 

represent investment and financial 

stimulation at many levels in an 

economy.

8



World Wide Services

lt is important to realize that Bata Lim

ited, orthe Bata International Centre, 

as it is morefrequentlycalled, is nota 

headquarters in the conventional 

sense. The distinctive, relatively 

small building, is staffed by people 

drawn from ail over the world who 

hâve in common, specialization in a 

g business discipline, and are able to 

S act as advisors and consultants.

!

I

The staff is constantly being re- 

vitalized by people coming from dif

ferent parts of the world to work for a 

period of time. The process is essen- 

tially, a Creative one: those coming 

contribute to the work of the Interna

tional Centre by bringing new 

perspectives and ideas, and receive 

in return exposure to technical, man

agement and marketing program

mes that will help them equip them- 

selves for higher responsibility.

Information flows out to the Organiza-

tion in a number of ways:

• The staff at Bata Ltd. travels ex- 

tensively, and works directly with 

the companies to assist in their 

development and in problem- 

solving.

• Through conférences and 

courses in Toronto, which are also 

organized at régional or company 

locations.

• Through publications, films and 

video-tapes.

-'"'N
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The Advisors, who spend as much as 

six months of their year with the com

panies, are also responsible for run- 

ning the training courses that are a 

constant feature of life at Bata Limited 

and in the companies.

Their task is to make sure that no 

company, however small, however 

remote, is allowed to become dis- 

connected from the mainstream of 

world business. Through the efforts 

of Bata Ltd. executives, ail 90 Bata

factories are informed about shoe 

design and fashion trends, marketing 

and advertising and retailing. They 

know what is new, what other Bata 

companies hâve achieved and their 

expérience, and, most important, 

what their compétition is doing.

The Technical Section researches 

and tests new materials and prod- 

uct$ and then reports on them: keeps 

a finger on technological develop- 

ments and provides consultants in ail 

branches of factory machinery and 

production management 

techniques.

A Computer Division does the 

samein computersciences, keeping 

the organization abreast of new de- 

velopments, especially in mini

computers for use in developing

«PP1
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countries, where up until nowthe 

technology has been too expensive.

The Product Development Centre 

in Milan is another important service 

centre: its task is to keep the shoe- 

lines of the operating companies up- 

to-date in terms of styling, materials, 

components and technical develop- 

ments. The Centre provides the com

panies with high-fashion shoe com

ponents which allow even the 

smallest companies to provide their 

markets with the same styles as 

those being worn in Rome or Paris. 

And training is not overlooked: young 

product development people are 

sent to Milan from ail over the B.S.O. 

to train under some of the best de

signers in the world.
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A calendar of courses, conférences and meetings

The purpose of courses and conférences is 

to improve the skills of personnel ail over 

the world in management, technology, 

marketing, personnel, administration and 

finance. This is achieved through a global 

schedule of central and régional program

mes organized under the guidance of Bata 

Ltd.

Among the course leaders and their sup- 

porting teams are our own specialists and 

executives as well as outside experts, 

management consultants and university

professors. Participants obtain technical 

and management expertise pooled from 

authoritative knowledge and expérience.

What follows represents a typical calendar 

of events in any givet\year:

Course and Objective Région Course and Objective Région Course and Objective Région

January

PRODEFCO: to provide training in Europe

industrial engineering techniques

February

PRODCO: to raise production West

and technical skills in leather Africa

and auxiliary factories

March >

SEWMACO: to train mechanics in Europe

the use of modem sewing machines

DEVCO: togive selected young Europe

people in the B.S.O. a wider knowledge 

of marketing, finance and 

production thus providing a solid 

foundation for career building

BUYCO: to improve profes- Far East

sionalism of buyers Caribbean

DISPLAYCO: to expose partici

pants to the latest developments and 

ideas in advertising and display.

FINADMINCO : to review 

major administrative procedures and 

to help participants become more 

professional

SEWMACO: to improve the quality 

and efficiency of B.S.O. sewing 

operations

April

TANMEET : to improve commercial 

and technical performance of B.S.O. 

tannery operations

MARKETCON : to make innovative 

improvements in B.S.O. marketing 

activities

PRODEFCO: to improve manufac- 

turing operations through industrial 

engineering techniques

RETAILCO: to improve the effi

ciency and profitability of retail 

operations

May

REDEVCON: analysis of retailing 

methods and establishment of future 

directions

SHOECON: to increase B.S.O. mar

ket participation and profitability in 

the respective companies

TECHDEVCON: examination of 

technical aspects of B.S.O. and 

establishment of future directions

MAINMEET: review of maintenance 

programmes, service standards and 

technical developments

CHEMEET : to review progress and 

innovations in the Chemical field

RETAILCO: to permit the exchange 

of ideas between top retail manage

ment personnel

Far East

Central

Africa

West

Africa

Europe

Europe

West

Africa

Caribbean

Europe

Europe

Europe

Europe

Europe

Caribbean

PFAFFCO: to train senior sewing 

mechanics in efficient use of sewing 

machines

Far East PRODMANMEET: toestabiish Europe

guidelines for efficient management of 

manufacturing units

MARKETCO: to expose partici- Far East

pants to the latest marketing techniques 

and principles

PRODCO (Rubber): tostudy Central

developments in rubber and plastic technology Africâ

PRODCO (Leather) : to raise Latin

production and technical skills in leather America

and auxiliary factories.

June

ADVANCO: to improve managerial 

performance

PRODMANCO: to broaden 

knowledge of production 

management

FINADMINCO: to review and 

improve administrative procedures for 

accountants and administrative officers

PERSONCO: personnel managers 

and training officers meet for a 

progress review

July

RETAILCO: to permit the exchange 

of ideas between top retail manage

ment personnel

August

DEVCO: to give selected young 

people wider knowledge of B.S.O. 

marketing, finance and production 

Systems

PFAFFCO: to train senior sewing 

mechanics in efficient use of sewing 

machines

PRODEVMEET: to study new 

developments and to assess existing 

shoelines

SANDACO: training in use of 

injection moulds and study of recent 

technological developments

MECHANCO: maintenance en- 

gineers meet for exchange of ideas 

and skills

North

America

North

America

Far East

West

Africa

Far East

Europe

Europe

Caribbean

Far East

Far East

SEWMACO: to improve the quality and Central 

efficiency of B.S.O. sewing operations Africa

September

FINADMINMEET: a review of North

major administrative procedures, tools America

and techniques

BUYMEET: to improve performance 

of B.S.O. buying operations

Europe

FINADMINCO: to review and Central

improve administrative procedures for 

accountants and administrative officers

Africa

PERSONCO: personnel managers Middle

and training officers meet for a 

progress review

East

RETAILCO : to permit the exchange Middle

of ideas between top retail manage

ment personnel

October

East

SEWMACO : to improve quality and 

efficiency of B.S.O. sewing operations

Europe

FINADMINCO: to review and 

improve administrative procedures, for 

accountants and administrative officers

Europe

TECHSEMCO: to improve quality 

and efficiency of manufacturing 

operations

Far East

NORMANTOUR: to improve and North

stimulate managerial performance of 

company and senior branch managers

America

PRODEFCO: to improve 

manufacturing operations through 

industrial engineering techniques

MECHANCO: maintenance en- 

gineers meet for exchange of ideas 

and skills

PRODMANCO: to broaden knowl

edge of modem production 

management

RETAILCO: to permit the exchange 

of ideas between top retail manage

ment personnel

TANCO: to improve technical and 

commercial performance of tannery 

operations

November 

BUYCO: to improve the 

professionalism of buyers

TANCO: to improve technical and 

commercial performance of tannery 

operations

MARKETCO: to expose partici

pants to the latest marketing techniques 

and principles

PERSONCO: personnel managers 

and training officers meet for a 

progress review

December

SEWMACO: to improve quality and 

efficiency of B.S.O. sewing operations

Latin

America

West

Africa

Caribbean

West

Africa

Central

Africa

Europe 

Far East

North

America

Caribbean

Far East
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Personnel

A recent U.N. report indicates that, 

important as it may be, it is not always 

capital that is the most essential con

tribution of foreign investment to the 

development process: it is technol

ogy, managerial know-how and train

ing that in the long-term benefit a 

country most.

The reason is clear: developing na

tions do not hâve the resources to 

bring a sufficient number of their 

people to a level of training at which 

they would hâve a fair chance of

competing with their counterparts in 

the industrialized countries.

Over the past half century, Bata 

personnel policy has concentrated 

on training programs that would im

prove skills especially in the develop

ing countries; in theperiod from 1969 

to 1978, the numberof nationalsfrom 

developing countries holding senior 

management positions increased by 

260% and is projected to rise by a 

further 130% by 1980.

Intensive training at ail levels is 

necessary because, although the 

shoe industry has remained labour 

intensive, it has become extremely 

sophisticated in technical terms: 

modem management, production 

and marketing techniques hâve 

taken shoemaking from a craft to an 

industrial skill. This has had the effect 

of broadening the range of skills re- 

quired from the most humble factory 

job to executive positions carrying 

heavy international responsibilities.

13
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Consistent with other B.S.O. poli- 

cies, recruiting for ail positions is 

done, as far as possible, locally. The 

common denominator for promotion 

is performance: there is no other.

Of the 85,000 people employed 

(representing most of the world’s 

nationalities and speaking more than 

140 languages and dialects), ap- 

proximately 12,000 are classified as 

management. Of these, one-third is 

considered to hâve the ability to 

move up the ladder to senior positions.

Each year, for example, more than 

300 potential managers are selected 

on the basis of performance in devel-

oping and industrialized countries to 

undergo intensive management- 

training in Europe and North 

America.

And at the Bata International 

Centre in Toronto, in the 10 World 

Régions and in the companies, there 

are courses conducted on a continu- 

ous basis in marketing, retailing, 

product development, administra

tion, personnel, technical and ad- 

vanced management. Those attend- 

ing corne from ail over the world and, 

underour “Partners in Progress” 

programs, young people who cannot 

get adéquate training in their own

countries are sent to universities 

overseas. Perhaps no program more 

clearly identifies the local commit- 

ment of Bata companies.
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It is policy, therefore, to get Bata 

people thinking in terms of influences 

and markets beyond their national 

borders by shifting them around with- 

* in the Organization. At any one time, 

there are more than 200 people mov- 

ing between assignments and coun- 

4 tries, developing new skills and ac- 

cepting greater responsibilities 

which will be eventuallyto thebenefit 

of their home countries. A pro

gramme, Challenge2000,isdesigned 

actively to recruit and train young

people with the potential to rise to 

management positions.

Personnel policies stress stability 

and individual development, and 

employées are actively encouraged 

to find satisfaction by improving their 

éducation and skills at their own 

pace. The fact that approximately 

2,000 people each year receive 25- 

year awards, attests to the success of 

the policies.

The Commercial, Technical, Per

sonnel, Financial and Legal Sections

at Bata Limited, Toronto, are the core 

of the information, advisory, technical 

and training services provided to the 

companies.
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Technology

Access to new technology is funda- 

mental to the success of any modem 

industrial enterprise. An industry that 

is isolated from the mainstreams, that 

does not hâve an “open line” to 

trends and developments, is an in

dustry living on borrowed time.

In contrast, membership in the 

B.S.O. provides Batacompanies with 

access to mainstream technology. 

Every factory, however far from the 

industrial capitals of the world, is 

linked to the research that is con- 

stantly bringing new machines and 

methods to the production process.

They can draw freely on the re- 

sources and expertise of an interna

tional organization that spends huge 

sums each year on research and de

velopment and the replacement of 

machinery.

Bata technology expresses itself in 

the following areas:

• Technical services.

• Layoutand planning of new fac- 

tories.

• Research into new materiais.

• Productivity.

• Industrial engineering.

• Assessment and évaluation of 

new machinery.

• New shoe manufacturing 

methods and processes.

• Spécifications and standards.

• Manufacturing Systems.

The Technical Section at Bata Lim

ited, Toronto, is the pivot and is di- 

vided into two main areas:

1 Manufacturing Operations, in

which the principal responsibilities 

are technology and Systems. Ad- 

visors are charged with the training of 

technical personnel, problem solv- 

ing, machinery sélection and pro- 

curement and with improvements in 

the general level of technical effi- 

ciency in the companies.

2 Research and Development, in

which the principal responsibilities 

are the development of new knowl

edge and the testing of new meth

ods, machines and materiais.

This division of the Technical Section 

is also responsible for improvements 

in factory design and layout: for ne- 

gotiations with other companies and 

countries wishing to buy B.S.O. ma

chinery and know-how; and for the 

dissémination of information to ail 

companies.

One of the unique aspects of the 

B.S.O., in technological terms, is the 

intégration that has been achieved 

through the five engineering divi

sions. These provide the organiza

tion with the research and develop

ment teams and the design départ 

ments to build literally any prototype 

shoe machinery and to take footwear 

from a concept to a final création.

*
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Manufacturing Advances

A shoe is not turned off an assembly 

line in quantities that are identical in 

size, shape, colourand material. It is 

made in a variety of shapes and 

sizes, and the machinery required 

ranks with the most complex and ad- 

vanced in modem industry.

The B.S.O. pioneered in the early 

industrialization of the craft of 

shoemaking, and has been in the 

forefront of the development of 

machines and new processes since. 

Here are some examples:

Automatic, high-pressure 

machines for direct vulcanizing of

rubber soles to shoe uppers were 

designed and built at the Engineer

ing Division of the Canadian com

pany.

in 1955, the first automatic 

machine for moulding complété 

footwearwas conceived, designed 

and manufactured in the Engineering 

Division of the French company. 

Since then, a whole family of high- 

performance injection-moulding 

machines hâve been produced and 

supplied to our companies around 

the world.

An automatic slush-moulding system 

was developed in the same period, 

and the technology has been 

licensed to a number of countries in 

Europe and the Far East.

The engineering divisions, working 

in close collaboration with the shoe 

production departments, are con- 

stantiy developing new equipment to 

keep our companies compétitive.

And the new technologies - 

printed circuitry, microprocessors, 

solid State electronics and mini

computers - are ail being used in 

projects now on the drawing boards.
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Marketing

Marketing programmes that identify 

and satisfy customer needs hâve 

always been a top priority in the 

B.S.O. As a resuit, entirely new types 

of selling Systems hâve been created 

' and standards developed that hâve 

influenced the shoe business world 

wide.

These hâve resulted in marketing 

policies and guidelines being laid 

down to assist the companies in train- 

ing pèrsonnel and introducing 

modem marketing techniques.

They hâve helped to establish one 

of the most effective retail distribution

Systems in international trade which, 

although standardized, retains 

enough flexibility to encourage cul

tural diversity. Guidelines hâve been 

written covering a wide range of sub- 

jects, including store locations and 

lay out, design standards, merchan

dising, inventory control and staff 

training.

Product development and the 

introduction of brands is another 

aspect of marketing which has led to 

coopération between the companies 

and, atthesametime, stimulated and

encouraged trade between régions 

and countries.

Because of the importance placed 

on marketing, standards and 

programmes are constantly being 

improved and updated through 

seminars and conférences.

The most important meeting of the 

year takes place each Spring in 

Europe, when more than 200 par

ticipants from product development, 

marketing, retailing and personnel 

attend Shoecon for one week. If there 

is a single forum, a point at which the 

Bata year is focussed, it is the world 

meeting at Shoecon.
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Shoecon was originally a shoe con

férence to which each company 

brought its best shoes: from these 

were selected the shoelines the 

Organization would sell in coming 

seasons. Judging the shoes pro- 

vided a natural, compétitive stimulus 

for the companies, and, as a resuit, 

thequalityand range of shoes stead- 

ily improved year after year.

As Shoecon matured, it remained 

essentially a shoe conférence, but 

gradually expanded to include satel

lite conférences in marketing and re

tailing. Exhibition areas were ex

panded to enable the companies to 

display their most Creative work to 

each other. As store standardization 

grew in importance, fully staffed, 

operating stores were built to show 

the latest features in design and sell

ing methods. And outside experts in 

a wide range of business areas were 

brought in to leaven the mix.

The évolution of Shoecon coin- 

cided with fundamental changes in 

world markets. Fashions and fastes 

were becoming more universal; 

styles in Europe were on the streets of

Bangkok or Sao Paulo within weeks - 

sometimes sooner- and customers 

were responding to the same market

ing stimuli.

In the late ’Seventies, a complété 

marketing and advertising pro

gramme was developed under the 

slogan “Bata Understands Shoes", 

and offered to ail the companies. The 

successofthe programme which ran 

in newspapers ail over the world at 

the same time, was instantaneous, 

and today the symbol, an open fan of 

shoes, is common everywhere in the 

world.



Tomas Bata was born into the ninth 

génération of a family of shoemakers 

in 1876. He was 18, in 1894, when he 

| laid the foundation of the Bata Shoe

Organization atZIin in Czechoslova- 

kia and began to show the qualities 

that would make him extraordinary by 

any standards.

At that time, the shoe industry was 

little more than a loosely associated 

I group of cottage industries making

shoes by hand. The shoes were 

cumbersome, the choice limited, and 

the production techniques primitive 

by any standards.

It didn’t take Tomas Bata long to 

realize that efficient production, dis

tribution and marketing had to be 

harnessed together in his fledgling 

company if he were going to build an 

industry.

But above and beyond that and at 

atime in the évolution of the industrial 

world when the machine was every- 

thing, he never lost sight of the fact 

that people, not machines, build in

dustries. In a letter to his relatives 

written in 1910, he wrote: “The first 

principle of our enterprise is that you 

should not look upon it as if it existed 

for you and your own benefit.”

He was ahead of his time in the 

1920’s when he introduced incentive 

payments to workers and managers 

alike. He promoted young people on 

merit and merit alone and he encour- 

aged their development and éduca

tion. He built schools, hospitals, and 

homes as well as factories, and had it 

not been for his vision and sense of 

adventure it is unlikely that factories 

would hâve been established in 

countries and places where people 

went barefoot. It is possible that even 

today shoes would be a rare item in 

many parts of the world.

In 1932, Tomas Bata died in an air- 

craft shortly after taking off on a busi

ness flight from Zlin.

The présent chief executive is his 

son, Thomas J. Bata. Under his gui

dance, the Organization has 

doubled in size and spread to many 

parts of the world despite a world war 

in which the founding company at

Zlin was lost to the Communists and 

many other factories and installations 

in Europe destroyed or damaged. 

Today it is a multiracial, multicultural 

and multilingual enterprise 

In the building of the Bata Shoe 

Organization, and in its rebuilding 

after 1945, there has been one guid- 

ing principle: Thomas J. Bata puts it 

this way:

“We believe that we hâve a 

responsibility to the communities in 

which we do business. And this is 

especially true in the developing 

nations where we can help them 

achieve a higher standard of living by 

creating jobs and providing oppor

tunités for individual development on 

the basis of merit.”
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