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Item 1 .

Item 2.

Item 3, Adoption of the agenda
Itenm 4, llarketing problems of small industrisl firme

It is proposed, under this item, to review the marketing prodlems confronting
smell-gcale industries in the developing ocuntries, rather than the solutioms of

1/ This document has been reproduced without formal editing
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these problems - these will be discussed under item 6. Pu'ﬂotmil: S |
are invited to draw upon their experience to present a ocomprehensive |
pioture of the situation in this respect in the various d.wlopiu

oountries. |

4.1. A dvantages due to the e t ,
Small size of enterprise in a developing ocountry may be .
source of weaknesses and handioaps in marketing. But smallnesse
may also afford oompetitive advantagss. The following otservatioms
my give some orientation to the disoussion.
Among the weaknesses and handicaps due to small sise of
enterprise are:
(1) lack of separation of managerial functions, in partiowlas
between production and management, including marieting.
One effect is that there is wsually no separate sales
depariment in the enterprise and rarely are trained
salesmen employeds
(11)  inadequate technical and managerial lmowledge resuliing
in unreliability of performance and poor product qualitys
inadequate labour skill, inferior quality of rew materials
and antiquated equipment are oontributory factors. Laek
of specialised machinery is also a problem, especially in
menufaoturing a quality products
(i11) shortage of financicl resources, with consequsnt dependence
on suppliers of materials and on clients - uwsually middiemen -~
wvhioh hamper modernisation, expansion or diversifiocatiom of
production and lead to delays or defaults in d.limin'
(iv) leock of information on opportunities, markets and owslets.
At the seme time, smaliness may give competitive OMh’l
on acocount of:
(1)  smaller risks multing from modest orders, short mwi
runs and relatively low inventories;
(11) lower freight costs when sulling on looal markets;




(141) greater flexibility in operations, in partioular when
changing product lines (innovation in response %o changing

oustomer needs) and 'hen scheduling unexpeoted rush ordere;
or, on the oontrary,

(iv) higher skills due to special isation;
(v)  lower production oosts and specialisation which make
small industries able to undertake suboontrecting orders;
(vi) olose day-to-day relationships between managenent and
ocustomers which make it possible to offer a better respomse
to the olient's nseds.
IRQMARS: Selected Marketing Considerations for Smll Business Nanaging
in Developing Countries, by Russell Loftus (1n/wa.124/2),
pages 4 to 18,

4.2 Linitatiomw due to Vhe pise of the nariet

Small sise of the domestic market is a characteristie
of most developing countries. is a rule it is due not se much
to small population and small geographiocal area as $o0 lew
purchasing power resulting from over-all under-development.
Nost of the least developed countries ~ twenty-five of which
have been identified and listed by the United Fations Oommittes
for Dewvelopment Planning - have extremely narrow domestioc marhete)
fifteen of them, whioch are landlocked, have drastically limited
Frespects of reaching foreign markets and are sven more clesely
bound to their small home market. There are also oases of large,
highly-populated countries with predominantly iselated regiomal
and 1ocal mariets due to great distances and poor tremspert: tien
faotlities, e.g Brasil, especially in the North-Bast.
™e following issues, among others, night be revieweds -
f.  In countries with narrow domestio markets, seme industrial
néiou might be partioularly suitable for small onterprises.
To the extent that generalisations are possible and alloving
for the different level of development of various cowntries,
the following sectors (which are not given in order of




priority) would seem to be of special importanoes (4)
consumer goods for personnl oonsumption (foodstufle, olothing,
household items); (1i) productions for the public imstitwutiemal
market; (1ii) manufacturing bescd on, and in support of,
agricul tural production; (iv) production of parts and oom-
ponents for national contractors (domestio suboontracting),
foreign ocontreotors (internstionsl subcontraoting) or Yotk

(v) industries set up at : level intermediate between
handioraft and manufzcturing and capable of growsh sad
modernisation in the longer runj (vi) ponderous items

produced locally to avoid high transport costs; (vit)
high-precision goods with large manunl oontenty (viii)
custom-builti or "customiged" iteme with different conbinat tens
of parts such ag furniture to special design, high-fidelity
awdio equipment, oloths with special finishes eto.j (ix)
others.

2. Certain manufaotured items require appreciable after-seles
servios, e.g. sewing mechines, household appl ianoces ete.
Should small industries enter these fieldm?

3. Bhowld any priority be given, in countries with narvew
maricets and poorly endowed in naturel resources, %o indwstsies
based on imported raw materials and oriented more towards
export than towards tha domestio market?

4 It is often ctated thot, beocause of their locational flexidil iy,
Smmll-scale industries maoy eoconomically be establ ished in, and
oater to, local or isolated markets, Is this werified in actwal
practioe?

RSSARIg: - Pepers by the participants

= The Public Institutional Narkes by UNIDO '
rpy ' (In/ve.104/4),




In his paper - m 3tudy of Domestio Narketing of Small
Industyy  Products in Indiav ( ID/¥3.124/3, page 25), Nr. Baldev
8ingh distinguishes two main patterns in the dirtridution of
small induwstry products in India: one through the middleman
and the other, vhen the producte are in substitution of inports,
through agencies and dealerships.

The latter, says Mr. B. Singh, ie on the right lines of
modern merchandising. But the former also appears to him, in
epite of widespread oriticism, as serving a useful purpoee;
despite his shortoomings, the middleman extends real servioces
and is often the cheapest distributor,

On the other hand, Mr. R. Loftus, in his paper on "Selected
Marketing Considerations for Small Business Managing in Dewsloping
Oountries" (ID/1G.124/2, pages 46 to 52), feels that it is in the
area of distribution that the small manufaoturer experiences hie
greatest frustrations. If he cannot sell directly to the ultimate
oustomer he is dependent upon ano ther organisation, over whioh he
has little or mo control. In fact, "far too many manufacturess
in the developing countries behave as if middlemen are their
‘Wltimate oonsumers .., They delegnte the entire marketing
function to outsiders whose servioes are often amilable %o
the highest bidder and whose loyalty is questionable ... i
such cases the middleman may ‘own' the market".

Both authors desoribe a number of measures whioch have been
introduced with a view to improving distribution, not all of
which have been successful - wholesale depote, mobile shope,
omporia, state trading organisations, supermarkets, marketing
co-operatives, eto. While the effectiveness of these measures
will be discuseed under sub-items 5¢1:5) 5.3.2 and 6.5, the
participants are invited to disouss, under the present sub-itea
4.3, the general question of the inadequacy of the distributien




channels for smcll industry products in the developing countries,
and the role of the middleman which, if it is expected to ocontinue
in the foreseeable future, might perhaps be made more effective
and more soonomical. A rclated issue is whether it is feasible
and desirable for a small firm to distribute its products through
its own sales force (at the factory, in its own outlets, or with
its own salesmen), thus by-passing wholesaler and middleman,

ocusents: As mentioned above.
4.4. Pricing practices
In his paper (ID/WB.124/3, pege 19) Mr. B, Singh points

out that "the Indian market is proverbially a 'price market®,
The cheapest product sells the most”. Quality is not a selling
point and is neglected. This situntion is likely to prevail in
other developing countries. Is this preference for the cheapest
product meinly the result of the buyers! povertiy, in which oase
this situation would be likely to continue for a long time or

is it also due to other factors, such as lack of information,

which mi@xt be remedied earlier? Does quality improvement
always involve an increcse in cost and price? Is there a marimt
for higher quality products at higher price in the developing
countries and if so, for what type of products?

As regords the techniques of pricing, Mr. Loftus (ID/Wd.124/3,
pages 55 to 64) feels that most of the existing literature is of
little help to the smell entreprcneur. Some simplified to&am
for caloulating demand schedules and break-even points are neoded,
of which he provides cxamples. | ,

Participants are invited to comment on the situation regarding
pricing (practices and techniques) in the developing countries.

Documenta: As mentioned above.




A number of views on vroduct development and design are

put forward in Mr. B. smw- paper (pages 13 to 18), and dis-

owssion of these views is 1nvitcd.

1. It appears that, in India, good duim' is isportant mostly

: for items having some ornamental or decorative value, sush
8 handicrafis (handloom fabrics, batik, tableware eto.)
and indwstrial products such as dressmaking materiale,
garwents, furnishings and interior decoration items.
In other areas, poorly designed artiocles may, apparently,
sell well, as long as there is a strong demand and the
items are cheap. It is a question, of courve, vhether
well designed items ocould sell better. What is the sitwtion
in other developing countries? Are dssign and appearance of
wmmmm-m“ummm
who are the prevalent conswmers in mest doveleping couwntries?
Or can buyers be expected %o male their owm sdusation
prempily when confremtsd with & cheice of 1tems of &iffesent
desig? '
There are, wndoubtedly, masind mational peoforences for
osrtain types of items, say sarengs, saris (er in Afvies,
"oubows” and "pagnes”) with dietinet ormamental featwres,
paciaged foodstuffs for matieomal of even leocal tastes
(6.6, South Indian breakfast foods and Worth Indien oweets)
o%c. Are now produstes catering to vell-dafined mational or
loaal preferences being intreduced in the dewveleping cowntries
and, if mot, or if inadequately so, vy and what is the sespe
for promoting thea? 1Is there, on the contzary, a trend
Sowards producing ia the develeping sountries items otyled
for the tastes in dsmand in the United States sad Busepe,
without verifying if looal preferences wewld call for items
with different designs and features?




3. Inlr. B. Singh's view (page 16), the most notable feature
~ of modern marketing is the oreation of new demands, Mis,
aooording to him, is confronted in Indin by considerable
obstacles - poor acceptance due to pre judice, tradition,
ignorance or plain poveriy, Is this situation characterissie
of the developing countries? 'hat new produots, if any, age
gaining acoeptance in developing countries at different
levels of development? %hat is the soope for expanding
the introduction of such products?
It may be noted that the question of how to improwe
product development and design for both established and
now demands will be discussed under item 6,

4.  Some nspects of the question of quality hove already beea
proposed for disocussion in connexion with pricing polictes
(sub-item 4.4). Additional issues are, among othere:

(1)  Acocording to Mr. B. Singh (page 19), there is,
in India, o large market for low-price merchandise
in whioh the functional quelity is not a ma jor con~
sideration (even the poor demand certain "prestig"”
or “oonspiowows oonsumption" items), Is there ang
soint in orienting small-scale indwtry towards the
mnufacturing of produots of that type?

(1) In his paper on “Improving Product Quality in Seall
Industries in Developing Countries” (ID/WG.124/5,
Pages 12 to 15), Mr. D.J. Desmond defines the qulity
of a product as "the degree with which it satisfies
the purpose for which it is intended". Components
of quality nre design, lovel of performance required,
conformance to specifioations, appearance, rel iabil ity
versatility, etc. all of which are related %o oost and :
Yo the type of mariet the prodwot is aimed at attreting




Is- 4% possible to say that, in the conditions prevailing
in the less developed couniries, quality improvement
should be mostly aimed towerds better reliability (say,
@arability), while in the more advanced developing
countries, the other charecteristios would be equally,
if not more imgortant? 1Is there, in particular, any
room for "built-in obsolesoence" features in products
catering to the morc affluent of the developing
comntries, and is this a desirable marieting technique
in these countries? Should modern marketing promotion
techniques aimed at oreating "insatiable demands" -
Which may not correspond %0 real needs - be agplied
in these ocountries?
RAEERSt As mentioned above
4.6 Qther asshism
' Disowssion is invited of other preblems of small industry

marieting vhioch arise in both developed and deweloping cowmntries,

buat which are partioularly aoute in the latters reference is

made to wethical or illegal practioces, such as undersising,

nisdeclaretion of specifications, infringement of trade mashe

and patents and other forms of cheating.

Other aspecte, which are relevant to marieting decawse
they have an influwence on costs and prices, are paymemt of
substandard wages, non-payment of sooial seowrity dues, tax
‘ovasion, employment of children and so on.

Are these "facts of 1ife" whioh have %0 be acospted (though
net condoned) ns inevitable or can anything be done about thew?
Waat should be the attitude of officere of indmtrial extension
osntres - Who are mot professiomally concerned with swoh setioms -
vhen they encownter theat?

REEIRit 3. Siagh, op. oits. pagen 20 to 21,
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Tten 5. Premetionsl end assistance sotjon - the role of the Jovernments ef
) re d of self-he

It is a major conclusion of Mr. B, S8ingh (op. ocit. "Epilogue®,
pages 36 to 37), that "whether it is quality marking, product dosigning,
demand assessment or introduction of new modes of distributiom, it is the
partiocipation of the manufacturer, distributor and the consumer whieh {g
essential to make it a sucness". In other words, Mr. B, Singh, on the
basis of the Indian experience, feels that, as far as marketing is oenesTaed,
the role of the Government and even that of extension ocentres ave ealy
seoondary,

This important view may be discussed either at the beginning or ot the
ond of the debate on item 5., In the latter case, it might well bo kept ia
mind in the ocourse of the disocussion,

,o‘o e Vi en t

5¢1.1. Impert substitution apd import restrictien pelisies

It is almost an article of faith, in the induotrialise~
tion policies of the developing countries, that mew industries
should produce goods in substitution of imports and o poo-
tected by import tariffs and in some cases by impert se-
striotions (quotas or prohibitions), By definition, am
import substitution policy is aimed at strengthening the
demestic market by opening the door to the domestic predust
Or even oompelling psople to huy it.

It is worth mentioning in this commexion that, in i
report, the UNIDO Expert Group om industrialisation ia
oountries at early stages of development with speeial sefe=
Tenos 1o small-soale industry (Vienna, 6~10 December wn)
(ID/W0.109/17) felt that import substitution osuld be e
important tool mainly in oountries with a large demestieo
market. It expressed the view that, in the least W
oountries, there was nct only less soope for a peliey of i
dustrial development based on import substitution, bu¢ these
might also be severe limitations sinoe such a peliey esuld




lead t0 inorenss in coste amd only to miner effects on the
balanee of payments.

Now doess the imnert substitution poliay work in prectiee,
os far as domestic marketing of small-soale industry is oom-
esmod? Does it actually open the market for its preducts?
Ave campaigns t0 "buy national” effective and how omm they b
aade suocessful?

Is there a danger that import restriction policies might
doprive the pudlic of a real choioe by forciag it to acespt am
iaferior and more expensive product? or might lead to lange-
scale unoentrollable oontreband? or might preveat the lecal
product from developing ocempetitiveness for empert?

IRSNRaat' A paper prepared by the Irish Industrial Development

5.1.2,

Mmthoritsy (TB/WG.124/8).

Rarmaiie of sarials _sestiers sad aradusts io mall-seals

i
In a fou cowntries, imocluding India, certain secpere

or preducts are either reserved to small-scale industiry, pre-
Suotion by larger eaterprises being prehibited; eor queteas
afe fimed on the preduction of lange industries; or cesses
ad other levies are imposed on the preduction of large ia-
dustries, as from a given ocutput level; or licences are yo-
stricted for large industries which do net precure frem
emll-seale industries.

Such measures may or may not pretect effectively the
sashet of small-scale industries. Iut they do agpear to Fo=
it in a restriotion of over-all cutput and prefuctivity and
%0 retard general industrial develepment. It is net prefereble
%0 steer small-scale industries towards ssotere in whieh they
wuld net have to compete with large industries?

The views of the participants en these iasues are
iavited. |




5.1.3. Prigs coptrols

As & means of protecting domestio industriss amd/or the
oonsumer, the Goverrent may resort to prioce oomtrels, "fair
trade” legislation and control, and vubsidies. |
1. Assuming - which may not be alvays verified - thas price

oontrol or fair trade measures are effeotively wmforeed,

would they actually help small-scale industries ia eem-
quering and keeping their share of the domestic mashvet?

Are price subsidies for small industry preoducts ustified

and, if so, when and how?

Are sy special measures needed for avoiding " out~throat”

competition among small-scale industries, and, if oe,

whioh?

Are price controls on raw materials, especially ea the

s0ATCc ones, am offootive measure? Cam blaok nashets for

Suoh meterials be avoided and, if ®0, how? A relevems

question is whether any priority should be given amalle

soale industries for the proourcmont of soares raw
materials,

Th_mblic. iautisutiomal aackon biiding mnd amtommtial

In & paper entitled "The Public Institutional Nashet®
(ID/WG.124/4), the Secretariat of UNIDO outlimes the peliedes
Weeded for ensuring the participation of small-scale induotsies
in govermment purchascs.

Disoussion is invited, in partioular, of the fellewing
Losnes;

(1) Moption of unified Purohasing regulations and poo=
osdures by 211 govermment departments and moet agenetes
od, perhaps at a later date, by publioc secter
industries .

Need for a central Purchasing orgemisatien
Need for a prioe preforence system

.+ i
Mg




(iv)
(v)

Noed for a "set-aside" system

Mole of industrial extension cemtres in feeilitating
the partici-ation of mall-scele industries in govesn-
ment procurement, and in steering nevw enterprises ‘o~
wards the manufacturing of products for that mashet.

AERERS' Ae mentiened above,

5.1.5. Iiste trede and marketing commisstisns

3

In his paper, Nr. Baldev Singh reviews a number of Indien
state trade orgmmisations - vhelesale depote, mebile sheps,
enporia (mestly for handicrafts) amd supermarkets, all of
whieh, acoerding to him, operated at a leses "Vocmnes they
14 net offer a workable altemative to the distridution
that already oxisted" and this "Secamss it did net preve
possible to eperate them on commereial lines* (page 27).
e enly successful emmmple given Wy Nr. Biagh is that of
the engmisation, W the Indian Natienal Smil]l Industries
Gosporution (NSIC), of supply againet W'k ovders fyem
shevad. “In this case the government oogmnisation o~
fomed functiens which were beyend the conpotence of
osdinary treding esguiisstions and yendered & iaportant
setvies. It would net have Yeen poesible V¢ Sowelep sush
ueiness without the assistance of sueh an orgmisatien.”
Oould this service have beoen extemded LW & private osgmi-
sation?

5o it amiematic that stato trede ongmmisations cammet Yo
7R e commereial 1ines, that they cammet cengete with
ezioting distridution channels, or that they ate Juatified
aly vhen there are ae private onganisetions entending the
same sevvies?

If thie is ot nocossarily the case, is thete my uotifi-
satien for setting wp state trading osgmnissiians i oo~
%aln types of develeping comtries, for instmnes ia the
Joast Goveloped st




14~

4. Should statc trading organizations be sot up on a tm
basis until ~ private organization is able to take over?

Do state institrtions of this type tend to perpetuate
themsclves iong after they are really needed?

5 There arc few, if any, institutions in the devoloping
oountries which carry out marketing surveys and Nm
for small-scale industries. Even in India, whiok s ‘the
largest promotional system for small industries in the
developing world, no orgenization is exolusively ongaged
in that work. Sinoe no individual emall industry omm
afford commercisl marketing services of thig type, sheuld
these be extended by the Government and ig there a need
to oreate specienl institutions for the purpose?

6. Is there any Scope for sclf-help in this area, e.g. thoongh
oollectivoe actior groupings or through professienal and
business organizations?

Memmgnt: As mentioned above,
e mmm%
Je2.1, MMLU&W

visory se ()

A major condition rop fucccssful merketing is that the
management and production of small enterprises should be eem-
petent and effectiv ., 1In the developing countries, most small~
soale indusiries carry oyt these functiong inadequately, and,
in many oountrics, industria] extension ocentres, that is

advisory services in the field of marketing fopr el l-seale
industrics, (R, Leftus, op.oit,; 3, Singh, op.eit.;

C.N.A. Dudeney, "Training ang Mvisory Services in the Ple)d

of Narketing for Small-soale Industrieg 1 Develeping OComtstes®
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(/0. 124/6)s ant & pager Wy the Irted Nanagement Inotitete
(/. 124/10)).
1. Diseussion is invited of the mu institutional
llmu and methods for providiag such treining and
, 80¥viees to mmall-seale industries.
5 As regards the ocontents of the traiaing pregrammes, par~
tieipants are invited to discuss the question whether
-l how medem marketing techniques such as sales fore-
Mtl. d omtrel, iaveatery oemtrel, m malyelis,
domand schedules, preduct mix, volume analysis, ocost
Walysis, prioing, oredit sales, serting, sising,
gveding and %0 en, may be simplified 0 be withia the
. Voash of mmall entrepremeurs in the developing comtries.
3o The diosuesion might aleo be ompemned with the guestion
whother it is comenio for a small industry to enpley
; tuc-ulufono. If 1% is, then caleamen sheuld b
tvained md their skills and offectivences inproved.,
mmm«mmmmmxw
Boed 10 bo doviesd (commicsiens, Venuses ote. ). I¢ may
uwu.ummmummuun-
Gleing s net emstdered to be & reputable prefesstien.
Wge of chenging this state of affaire night bo &iosussed.
The quostion of the spoeial rele of induetrial co-
tensien eontres ia facilitating the participotion of
mnll-seale infustries in governmeat procusement poo-
geammes will have boen discussed wder sub-dten 3.1.4.
Thio @ostion as Misted to subosntsasting 1o seforend
10 1a IVWE.41/34/Mv.1, pases. 42 te 46.

SMNERASL Ao mentiened showe.
5-2.2. Matlidetisn of Clasnales |
Mocussian 1o iavited of thoee probiens of fiamelilly Wieh
afe liaked t0 the demostic masheting of small industey profuste.
mwumtwumomumund
heet demm.
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¢  Would oredit guarantecs and suporvised oredit schemes

facilitate such finanoing? What role can be played Wy
industrial oxtersion centres to facilitate finamoing fepr
small-scele industries? |

+ &  In his paper (op.cit., pege 9), Mr. R. Loftus states thet
"it may be decoades efore oonsumer oredit for the mass
markot will be eoonomically feasible in most developing
oountries". Mr. Loftus alsc suggests that if oredit is
made available to the "tiny but affluent upper olass maéd
the growing middle class", the sales and distributien
process oan be acoelerated. Is there agrecmeat om thege

vielu?'

5e2.3. RIsmetiem of mboantrecting

The general oonclusions of the Expert Group on the RMele

@d Promotion of Suboontracting in Industrial Development

(IB/W0.41/34/Rev. 1 - CD/PME (69) 39) are made available to the

participants as a background document, Although the questien of

demastio suboontraoting is very relevant to the theme of the
present meeting, it is not proposed, in view of the work pro~
vieusly done by UNIDO on the subject, to disouss it in deteil,

Partioipants are invited to expross their viows on the fellewing

Wwe questions: ,

1. Is there any scope, in their opinion, for promoting eub-
ommtracting in the least developed countries whenever
suiteble large industries arc eetablished there?

B Is there a justification for imposing on large industries
that they suboontract the production of some parts and

componente to small-soale industries (co-pullor.r M
tracting)? Ie this effective?

Masumani+ mx Gonclusions of tho Expert Owoup (m/w.u/u/m.v--‘. |

(69) 39, pares. 32 and 33),
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5.3 Balf-halp
5¢3.1. Belf=holp st the plagt Jovel

What can be done by the small industrialist himeslf be
improve the marketing of his producte?

AR 3 b VY Pé VWA VIR Ll ‘ BE 1 ANRSROCLE

1.’ Waat is the soope for carrying out proourement of rew
meterials, marketing of finished products and finameing
of individual needs through oco-operative assooiations of
emall industrialists or through collective aoctiea groups

. organised on a sectoral or geographioal basis?

2. It may be noted that until now the development of o00-
operative associations or other joint undertakings of
small industrialists has beon very limited in most de—
veloping countries, whatever their level of industrial
developmont. The reasons for this state of affairs night
be considered and some remedial aciion (e.g. govermment
incentives) might be suggested.

IRmaai* R. Loftus, op. oit., pages 5355,
5.3.3. Ials of ohambers of oommerce
sbmaiistins
As a rule, professional and business organisations prefer
to oomfine themselves to their treditional sotiom of protectiom
snd representation and are reluotant to engage in promotiomal
- esotivities. What oould they contribute to the domestio
mazketing of -a:u-ooulo industries in the developing countries?
How oould they be induoed to provide the Beoessary assistanoe?
Bow should they orgemise themselves to be sble $0 help in
this fiela?
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Item 6. Measures of promotion and assistan-e (private and public)

6.1, Assistance in market resesroh and prospection
m’i;: o:rerwhelming majority of small-scale industries in the
developing countries cannot afford to obtain these servioes (w,
oanvassing, demand evaluations, consumer acoeptance, tes$ing, ete,)
on & commercial basis. Who should assist small industries in thig

field, and how?

6¢2. Assistance in product development and design

According to Mr. B. Singh (op.oit., page 18), mall-seale

industries can, whenever design is a decisive market ing faotor, logk -

- after this aspeot, though they will rather copy than ocreate., He
suggests that a library of design books and s show room of modele
would be cheaper and more suitable than a gervine |
providing original designs. On page 15, Nr. %ingh suggeste that
design servioe is unworkable when it is provided bty development
agencies that are not engaged in aotual »elling,

This opinion is not shared by all suthorities, some of vhieh
believe that marketing sdvantages oan be gained through relatively
simple innovations in design, )

| Discussion of these views is im.r'ito'«‘l.’ .

6.3. Asgistance in Quality control; quality certification
1e  Discussion is invited of the simplified teohniques of ality

control, inoluding statistical Quality control (sampling Plans, |

oontrol charts and industrial experimentation) desoribed by ;

Mr. D. J. Demmond in his paper (ID/¥0.124/5). Are these
techniques appropriate for small-roale industries in llnlopiﬂ
oountries at different levels of development? How oan these
techniques be imparted to the enirepreneurs and how cen they
bs induced tc use them? Some suggestions on the training of
indigencus trainers are made by Mr. Desmond (op. oit, pages
80 %o 83) and may be disoussed in this connexion,
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While ¥r. Demmond feels that "the obvious way 40 improve the
quality of a product is 0 improve the technology used in the
manufacture" (page 16, he recognises that this is met alvegs
possible and economic for small-soale industries in the
developing oountries. Before thinking of ordering mew plans,
better use should be made of the ourrent one. In mearly all
oases;, quality may be improved through better managemens.

Mr. Desmond oonsiders (page 20) that, in the industrial ecewntries,
botter management would be mostly concerned with cost and
labour productivity aspeots; in the developing oountries,

with plant and material utilisation (productivity). Ne gives
several examples (pages 20 %0 37) of means of improviang pleat
utilisation by employing relatively large nusbers of waskilled
or semi-skilled people with limited training. Discussien is
invited of these views and of the methods suggested.
Partioipants are invited to disouss the need for the teating
lsboutory‘ &8 & oommon servios facility for small-scale industey.
The role of the laboratory is to standardise and oal ibrate
meamuring oquipnnt. It is also to test raw materials and
finished prohctl through teohniques m the ressh and

means of individual smell indusiries. A laboratery ie eften
Proposed as a common facility in@eas of comesntretien of
emall-goale industries, especially on industrial estetes
(Desmond, page 63). Do suoh facilities lend themselves e
oo=operative owmership and management?

On pages 67 to 76, Nr. Desmsnd desoribes the quality
esrtification and marking soheme. In many osuniries, the geten
operates through the natiomal stendards institution whish owng

o registered irade mark vhish it is propared %o liconse %o
mamufesturers able to supply goods %0 the apprepriante maticnal
standard. In soms ceuntries, this is dome, for ssrtain yyes
of produots, through eonsumer sssceiations. Diseuwssion is iavited
of the soope Dr intreduoing quality certifisation schemes fer
®mall industry produsts in the develeping countries.
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6.5,

5. It may be noted that, in his papor (op. oit. pages 21 te M),
¥r. B, Singh states that, on the whole, the Indian govermment-
sponsored quality marking scheme was not sucoessful. He feelg
that such a aystem ocannot work when it is imposed from outeide,
There are several reasons for this: ﬂn‘h\vou' preferences are
not oonsidered when the quality standards age formulated and
the market remeins unresponsive to what is offered; there ney
be inadequate confidence in the quality mark and the inspecting
organisation; the features standardised are insufficiently
pablioised. A case of sucoessful quality marking is quoted Wy
Nr. Singht in that case, the manufacturers themsslves requested
it and even paid for the service., What is the situation ia
other sountrice? Would the oongumer public resct favouredly
%o the use of quality marking? How oan it be induced %o do 9o?

6.  Nr. Desmond insists on the importance of proouring Qual ity-
marked rav materials. . What is the soope for this in the
developing oountries? ‘'hat are the problems in introduoing
Quality oertification and marking in this area?

Aspigtence s sooounting, oot yosounting, prising wd other
msagerisl fusotions

Disoussion is invited of the role of industrial extensien
esntres and other institutions, and of oollective ation groupings
in providing training and oounselling in this area,

Sombisation of direct sele, markst pleses, wholegels depete,

gobile shope, omporis, wupermerksis gnd o Shain stores

Seme references have slready becn made to thege isones wnder
sub=iten 4.3. Participants are invited t0 discuss the sffeotivencen
of thess different channels of distritution in the oconditions
prevailing in the developing oouniries, and wmeans of organising
and improving them.




6.6, Peskaging |

6e70

Is wm.w*ﬂQMhﬁo
devoloping ocountries? Is there need for professional advice in
this field or cun She entreprencur deal with this hineelf? Where
would the advies ceme from? Is paskagiag an individual fastery
problom or a more generel ome, which would, in partiouler, lend
iteelf to group training?

Premotion, Jublieiy aad ezhiditjen

1. 10 1% worthuhile for small entrepronsusrs with tight Wdgete %o
pond money on advertising for their preduets? et are the
bost promotion and publioity media fer indmetrial prefucts
in the developing osuntries? WThould any measures Yo tahen to
ongure truth in advertising in these csuntries and, if e,
vhieh?

2. 1In some develeping sountries, eshiditions of mall industry
prodmets hawve beon organised. Arc thess sffective frem o
marketing standpeiat? Who sheuld organise end finencs then?

Jo Is participation in foreign trede fairs wesful for mall
industries? Should they bo advigsd to nsie the fiasmsiel
offors reqdred to participate in thew!?

.8, Iremhiing et Ljsemotag .

6090

Are agreomonts of Wis iyps miteble for mallegsale
in the developing csuntries? hﬁq'mm“ﬁ.-ﬂt
for the preducts namuastured wader such agresmente?

Vhich institution would b oble to naln ¥he nedossasy studics
snd 10 colleet and disseninate infermation on masint eppertunities,
procsdures, prasticss and oo on? Cen it b0 deno Nsongh Poupings
of mmall-gcale industaies? B

i —




Tten 7. Iatermatissal co-operetion in the field of marketing of
EMALL Anduatzy products
Tele UNARO techniocal co—operation

Until now, UNIDO has provided, in response to governmens
requests, only limited assistanoe in the field of domestiec
marketing of small industry products. This has been done almos$
exclusively through expert services. In the relatively less
developed cowntries, experts have done some study of the marivet
&8 part of the feasibility and pre—imvestment studies of broader
Soops in whioh they were engaged. In some relatively more ad-
vaneod developing oountries, they have provided counselling oa
8peoific measures for improving the marketing of small-socale
indusiries, e.g. the setting up of a marketing organisation,
advising on product development and design, introducing quality
oontrol, establishing a government purchasing scheme, setting wp
subcontracting exohanges, undertaking marketing surveys, advising
OR sales improvement as part of the more general assistanve to
the management of individual enterprises eto,

© On the whole, however, the number of technicsl assis‘tamse
oporations in these fields has been small. Hardly any fellow-
ohips in the field of marketing have been requested and grented,
le MNrticipants are invited to discuss the types of expers

services whioch would appear to be needed in developing countries

et different levels of industrial development, including

advioce to governmenis, assistanse to extension centres and

other imstitutions, help to individual factories, facilitatiea

of self-help, inocluding organisation of oollective and oo

operative aotion, and stimulation of promotional action Wy

professiomal and bwsiness organisations, In vhat areas of
arketing is techniocsl assistante most neoded?
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2. et type of training in the field of marheting could be
organised Wy extousion centres, especially thoss assisted
by UNIDO expert teams?

3. In what treining inetitutions ocould UNIDO fellowship=holders
e pleced?

4 In s mote entitled 'Partnerships” (UNINO/IBIN/16), which
outlines a scheme for promoting co-operation detween industrial
and developing countries in the field of smll-scale and
esdiwm-sised industry in African countries, & number of
partnerehips invelving promotion of domestic marketing
are desorided (pare. 11 (v), (vi) and (vii)). Participante
are invited to express their views on the proposal.

1.2 Sa-ahaatien hr other Srmuisations

Some intermational organisations, in perticular the Intermatiomal
Labowr Organigation (ILO), the Food and Agrioultwre Organisation ef
e United Mations (FAO) and the United Nations Conferemes on Trade
and Developnent (UNCTAD) have given assistance 10 the developing
oountiries in some areas of domestic marketing.

Seme mn-governmental organisations have aleo carried out
wolk in this field.

1. Vaat soope is Mbrmetmm

these sowrces?

2. What msasures can b tabem o cmpand the cashange of infosmatien

and experience in this fiecld? '

amaia’

« UNIDO Activities im the Pield of Demestic Marimting of Saall
Indmtry Products (ID/¥0.124/7)

« "Partnerelips” - A Note on Co-operation Between Doveleped and
Developing Oountries in the Pield of Small-goale and Nediwm-
sised Indmtry in African Cowntries (UNINO/IIN16)

v & Adentian ol the senaluniane 2L the Reating
Iten 9. Qleaing addrennss









