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PR0GRA)OŒ 

Marketing Manag3ffient and Strategy for the Developing World 

2.    Venuet 

•Rie Industrial Management and Consulting Servio«« Section of the United 

Nation» Induitrial Development Organisation - UNIDO - Vienna, Austria. 

3»    Duration; 

Piva (5) days. . From 2 through 7 December 1974» 

4» Place* 

UNIDO Headquarters - Felderhaus, Rathaueplats 2, Vienna, Austria - (Roo« F-709, 

5.    Background Md orlgjc« 

The changing industrial and torio-eoonoraio environment oreates many oppor- 

tunities and hasards in both private and public industrial sectors.   Anticipating 

and responding to these changus is one of the management'e most important tasks. 

To be fully effective, the industrial manager needs to assess the implications 

of his strategy on his organization, his company's resources, his pro&iots and 

the market at large. 

The basio objective for an Industrial Enterprise is to attain the highest 

Inveì of operational viability, competitiveness and economic profitability, within 

the national framework of oocio-eoonomio expansion,  ecological and technological 

procréas. 
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expertise,  the adequacy of commercial oolicios ana tho effectiveness of marketing 

and distribution strategies. 

In indu8triali7in/j countries it  is i.T."»ortart  to betont and develop marketing 

methods and tac'iniques with ^articulai  regard« to r.roduct planning,  promotion, 

prioing and distribution.,   in viow of attaining the expected economic targets at 

enterprise,  sectoral and national levels,   imoroving the competitive profile of 

locally manufactured yroducts and expand their demand within the domestic market. 

6.    Tftf Pfo-gramme; 

This Industrial Marketing Meeting is designed for Government Officers, 

Indastrialists, Marketing ManageTB and other nrofeasionals interested in the appli- 

cation and development of modern marketing concept and techniques suitable to the 

particular environment of industrializing countries. 

Considerable attention will be alao paid tc the applications of appropriate 

marketing techniques in least developed countries and their contribution to the 

development of employment and eocnomic conditions in urban and rural areas. 

In this context all participants will be invited to discuss specific problems 

and indicate critical factors affecting their countries,  so as to exchange ideas, 

conceDts and experiences in a cross-fertilization context. 

Throughout the programme,   a series of marketing concepts and techniques will be 

presentad by a number of highly-qualifiod marketing áxperts, and their possible 

application to the environmental conditions of developing and least-developed 

countries will be discussed. 

The programme will heavily roly on case studies and emphasise the faetual 

imporxance of the marketing function as a dynamic 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-relation between national development objectives and sectoral or enterprises' 

targets; 

-  importance a* id  tynolocy of market information system in the process of planning 

ind  implementing industrial  expansion,   including dis vibution,  promotion and 

investment  factors; 
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- the impact of competition   xt domeBtic market level and  the   importance of tjftVcüve 

national policies,   industrial strategics   uid co-operation between enterpri-.vs and 

between developing countries. 

Purpose and objectives; 

The objectives of the Industrial Marketing Heating,  are   the following: 

(a) - to advise public and private enterprises and institutional bodies from 

industrializing countries,  on practical aspects of marketing and distribution 

at domestic level, with a view to develoo interest, know-how and expertise, 

by exposing the participants to modem marketing ooncpts ar.d technologies; 

(b) , to enhanoe industrial managers' ability in identifying significant chara- 

cteristics of the market and of its environmental f o roe H influencing 

strategical decisions.    These forces include industrial, economic,  social, 

physical, technological, logistioal and cultural factors; 

(o)   - to help industrial managers improving their know-how in assessing the 

relévanos of industrial marketing factors; 

(d) - to provide the participants with an opportunity to exchange experiences ana 

discuss practical marketing problems concerner 

- Marketing strategy planning systems 

- Marketing organisation methods 

- Pricing policies and methods 

- Promotional, communication and merchandising systems 

- Distribution and logistio techniques 

• Methods of forecasting demand potentials 

- Market segmentation techniques 

* Market research and information systems 

- Marketing audit methods 

- Value and impact of national marketing policieaj 

(e) - to develop, in the participants the capacity for rigorous analysis of 

marketing problems, with particular reference to fundamental aspects of 

marketing strategy planning, including product planning, prioing, distribution 

and promotion. 

Within this, the integration of the marketing concept, as a factor inducing 

industrial development and contributing, as a reveas» producer, to the 

achievement of socio-economic objectives at national,  sectoral and enterprise 

levels, will be emphasised. 
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8.    Programme duni^ >n:'.JI^i]2¿lir^v 

The Muetin,; will excentrât, or.   .-.ctuul  problems ooncornwg Marketing 

,  -,     u  ,,,-.   '+,- • t,   *>   ,  atr i- ' ar.u  ir.-l-.îie.itai.ion,   in  loast-d^velo >ed i.'.anagement  and ;' .rkdirij'   -tr.. t< ,;y ,>,ati^i..     -I.U  J.... I 

and dcvolonirii' r. mi.tri -f,. 

Following ar.   iMpodactnry   *an.,   t,   familiarizo th.   participants with the 

soooe and objective  ,i   th, :4.«etinf; and witn th., mod.rr. 'Concept of tork*W, 

the  arogramim? will   'tevelop alonr two  major linen: 

(i)    covering to dc« «uch as  the nL  of Halting in  .uo  context of the economic 

growth of the  Industry Sector,   inducing industrial investment,  generating new 

and better employment  oopcrtur.itiaB,  optimising the uso of local resources, 

reducing Balance of   Trade and "ayants ^ps, encouraging tho expansion of the 

demand and the competitiveness of locally manufactured products! 

2)      concentrating on the technique concerned with marketing-Mix planning and the 

organisation,  implementation and audit of Marketing operations.    In %his phaso 

relevant aaoeots of Market Information paterae, Forecasts, Distribution, 

Logistics, Pricing, Product Planning and Launching, Communications, Promotion, 

etc., will bo discussed to provide the participants with an opportunity for 

tetÄ-work. 

Formal leoturing will be used sparingly.    ?he Meeting will take the f~rm of 

tmnel-discussions, with the experts acting as disouanion-leadora,  BO aB to induce 

maximum concentration on relevant topics, practical problems and the search for 

optimum solutions. 

Factual naeds and experiences of least-developed and developing countries 

will be the focus of the Meeting. 

9. tffisuas&tation and UaaigdH 

During the Mooting a number of oanero, including «hoa© eventually prepared 

iy the participants will be distributed. 

The uorkin(; linkage will be Snglish. 

A complete Meoort of the Meeting will bo praparud and distributed to all 

participants,   i:. d\u cours«. 

10. Financing 
UîïIDO shall   >rovil,  participants from developing countries with return airfare 

Sconotny Tlass and por-diom. 
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lie far as ti o  Observers aru  concerned,  the  TQ^OCUW;   ¿ponnor.-.nß Organizations 

will be directly responsible for airfare and oer-dien. 

11.    Project Follow-upt 

The Expert Group Moetin¿ shall consider the ways and noons for appropriate 

follow-up activities by UNIDO, with the assurance that denands for technical 

asBistance in the field of indus+rial marketing, vould bo examined with greatest 

interest. 

An ©valuation questionnaire will be diPtributai among the participants, to 

asoertain their views concerning the Meeting, and to oollaot recommendations with 

regarde to the technical assistance to be provided by UNIDO, accordingly. 






