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DISCLAIMER

This document has been produced without formal United Nations editing. The designations
employed and the presentation of the material in this document do not imply the expression of any
opinion whatsoever on the part of the Secretariat of the United Nations Industrial Development
Organization (UNIDO) concerning the legal status of any country, territory, city or area or of its
authorities, or concerning the delimitation of its frontiers or boundaries, or its economic system or
degree of development. Designations such as “developed”, “industrialized” and “developing” are
intended for statistical convenience and do not necessarily express a judgment about the stage
reached by a particular country or area in the development process. Mention of firm names or
commercial products does not constitute an endorsement by UNIDO.

FAIR USE POLICY
Any part of this publication may be quoted and referenced for educational and research purposes
without additional permission from UNIDO. However, those who make use of quoting and
referencing this publication are requested to follow the Fair Use Policy of giving due credit to
UNIDO.
CONTACT

Please contact publications@unido.org for further information concerning UNIDO publications.

For more information about UNIDO, please visit us at www.unido.org

UNITED NATIONS INDUSTRIAL DEVELOPMENT ORGANIZATION
Vienna International Centre, P.O. Box 300, 1400 Vienna, Austria

Tel: (+43-1) 26026-0 * www.unido.org * unido@unido.org
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Expert Group Meetin; ou Marketing Management
and Strategy foi thn Doveloping Vorld

Vienna, Austrie, 2 - 7 Decomber 1974

I’'ROGRAJME

l« P 4 d-scripiiont
Marketing Menagament and Strategy for the Developing World

2. Vepuet
The Industrial Management and Consulting Services Section of the United
Nations Industirial Dsvelopment Organisation - UNIDO - Vienna, Ausiria.
3+« Duration:
Five (%) days.  From 2 tkrough 7 December 1974.
4. Plaget
UNIDO Hoadquarters - Felderhaus, Rathausplate 2, Vienna, Aurtria - (Room F=709]
5. Bagkground and opiginct

The changing irdustrial and eorio-economio environment oreates many oppore

tunities ond haszards in both private and public industrial sectors. Antieipating
and responding to these changus is one of the management's most important tasks.
To be fully effective, the industrial manager needs to assess the implications
of his strategy on hie organization, his company's resources, his produots and

l the market at large. '

The baeic objective for an Industrial Enterprise is to atiain the highest

lavel of nperational viability, competitiveness and economic profitability, within

the national framework of socio-esonomic expansion, ecological and technological j

prorreBa,.
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We regret that some of the pages in the microfiche
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legibility standards, even though the best possible

copy was used for preparing the master fiche.




6.

The aniceve ot 0 uch boreets mainiy deoend r unon toe Tevel of marketing
axpertimse, the adequacy of commercial ovolicics ana the effectiveness of marketing
and distribution strategies.

In industrializing countries it is imvortart to zdont and develop marketing
methode and tacniques with varticular regards to troduct vlanning, promotion,
pricing and distribution, in vioew >f atiaining the expected cccnomic targets At
enterprise, sectoral and naticnal levels, imoroving the competitive nrofile of
locally manufactured rroducts and axnand their demand within the domestic market.

hid amme ¢

This Industrial Marketing Mecting is designed for Gevernment Officers,
Induetrialists, Marketing Managers and other nrofessicnals interested in the appli-
cation and develonmant of modern marketing concent and techniques suitable to the
particular environmert of industrialisging countries.

Consideravle attention will be also paid tc the applications of appropriate
marketing techniques in least developed countries and their contritution to the
development of cmployment and eccnomic conditions in urban and rural areas.

In this context all particinants will be invited to discuss specific problems
and indicate oritical factors affecting their countries, so as to exchange ideas,
concents and axmeriences in a cross-fertiligation context.

Throughout the programme, - series of markeling concents and techniques will be
nresented by 2 number of highly-qualificd marketing dxperts, and their voseible
application to the environmental conditions of developing and least-developed
countries will be discussed.

The nrogramme will hecavily rely on case studies and emphasige the factual
imporiance of the marketing function as a dynwnic agent for industrial expansion
and socio-economic progres:.

The problem of "why and how planning marketing strategy" will receive particular
attention. The major topics of disucssion will concern:

- inter-rclation between nntional develomment objectives and seotoral or snternrises!
targets;
- importance a.d tynolocy of market information system in the prccess of plannirng
wnd implementing indus*rial expansion, including dis'.,ibution, promotior and

invesgiment factors;
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- the impact of competition 1t domestic market level and the im rtance of effective
netional pclicies, industrinl strategies and co=operition between enterpricecs and
between developing countriec.

7. Purpose and objectives:
The objectives of the Industrial Marketing Yeating, are the following:

(a) - to adviss public and private enterorises and institutional boiies from
induetrializing countries, on »ractical aspects of marketing and distribution
at domestic level, with a view to develon interest, know=how and expertise,
by exposing the particirants to modern marketing oconcupte ard technologias;

(b) - to enhance industrial managers’ ability in identifying significant chara-
cteristice of the market and of its environmental forces influencing
strat:gical decisions. These forces include industrial, eccnomic, social,
phys.oal, technological, logistioal and eultural factors;

(e). = t0 help industrial managers improving their know=how in assessing the
relevance of industrial marketing factors;

(d) - to provide the participants with an opportunity to exchangs experiences and
disocuss jractical markeiing problems concern...g:

-~ Marketing etrategy planning systems
- Marketing organigation methods
- Pricing policies and methods
- Promotional, communication and merchandising systems
Distribution and logistic techniques
- Methods of forecasting demand potentials
- Market segmentation tqehniquea
« Market research and infomtion systoms
- Marketing audit methods

- Value and impact of national marketing policies;

(e) = to develop, in the participants the ocapacity for rigorous analysis of
marketing problems, with particular reference to fundamental aspects of
marketing sirategy planning, including product planning, pricing, distribution
and promotion, )

Within this, the integration of the marketing concept, as a factor inducing
industrial development and contributing, as a revemue producer, 10 the

achievement of socio-economic ocbjeotives at national, sectoral and enternrise
levels, will be emphasised.




A. Programme denign an: me!nodddn
The Meetin,  will concentraie oL ’~ctusl proulums concerning Marketing
Mnagement and 7 .rketing ftrotely soannin ' oo imcleapeatntion, an least—develonad §
and dvveloning countrize.
Following ar. intraductory ohase, t+ familiarize the oarticipants with the
scove and objectives i the leeting and witn the modern “Concent of Markeling',
the nrogramme will flevelop rlong two mujor linest
(') covering toics such 18 the role of Jdark:tiang in e context of the economic
growth of the Industry Qeclor, inducing industrial investment, generating new
and better -mnloyment onportunities, srtimieging the usc of local resources,
reducing Balance of Tradc and "ayments .mps, encouraging the expansion of the
demand and the competitiveness of locally manufactured products;
2) concentrating on the techniques concerned with rirketing=Mix planning and the
organization, implementation and audit of Marketing operaticns. In this phasc
relevant asnects of Market Information Systems, Poreccasts, Distribution, 5
logistics, Pricing, Product Mlanning and Launching, Communications, I'romotion,
etce., will be discussed to srovide the participants with an cpportunity for

team=work,

Formal lecturing will be used snaringly. The Meeting will take the f-rm of
vanel~discussions, with the Txperts acting as discusrion-leadsrs, so as to induce
maximum concentration on relevant tooics, sractical probloms and the search for
optimum solutions.

Pactual nceds and oxperiences of least-developed and doveloning couniries

will be the foocus of the iee*ing,

9
Duping the Meciing a number of panars, including chose eventually prerared
by the participantis will be distributed,
The uvorkin, language will be Znglish.
A complete Necort of the Meeting will be preopared and distributed to all
participants, i: due goursc.
10. FIFinan

UNIDO shall orovide particisants from developing countries with rewurn airfarec

Zeonomy Nlass and perediam.




1l.

Le far as the Obsurvers arce conzerncd, the rgorective soonror-ng Organizations
will be directly responsible for airfare and per-diem.
Project Follow-up:

The lixpert Group M2eting shall consider the ways and means for appropriate
follow=up activitics by UNILO, with the assurance that demands for technical
agesistance in the field of industrial marketing, would b oxamined with greatest
intcrest.

An evaluation questionnaire will be dimrtributed among the participants, to
asoertain their views concerning the Maseting, and to collact recommendations with

regards to tha technical assistance to ba provided by UNIDO, accordingly.









