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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.
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DEVELOL KNP G L hie ™, VG CUPPCRTING SERVITES

IN DEVELOTING CCGUNTRIWS

In the challenging task of diversifying the econonmy
and industtialising e zountry, participation of
marketing supporting services are reslatively of

equal importence as the role of markets and marketing.
In recent years, much effort has been made in
measuring the need of introducing sarketing supporting
nervices in developing couniries, especially in terms
of improving efficiency in areas of inter-related
pervices which directly or indirectly influence the
marketing activity.

International trade is a dynamic process which
roportionally proved possible identification for
integrating marketing supporting services and
improved sarketing approach. Correspondingly,
development in marketing techniques and their
application for determining marketing strategles
and planning for implimentation, prblnttﬂ':gﬂrapfﬁtii
tendency in developing such services that also
projected maximum structural and organisational
opportunities.

Phe function of marketing supporting eervices in
daveloping countries began with the oritical imporsance
of expanding trade needs of developing world as %o
sccelerate their economic developwent., Because of
their strategic nature, marketing etratcg{‘plﬁaniﬁ‘,
identifying eriterin and implicetion for implementation
do not depend, in fact, upon supporting servioes.
However, & great deal of attentlon is devoted in
national and international organisations which are
involved in different kinde of promotional activities
and are incresasingly occupied to support effcetive
marketing.

It i3 not within the scope of my lecture to present

in detail an analysis of all the important elemsnts

of marketing supporting services, such as, strategie
role of marketing mix and other Srv potional funetioms,
which indeterminately are related to certain

suppor ting services. While it is important to explain
to the extent ‘hat what efforts in developing countries
have veen mede in order to provide succesaful marketing
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supoorting servicer by povernmertal, sepipovernmental,
public and private sngtituticons, 1 would Jize, tiirat
of all, to refer te the eftrorts of the poveruments of
develoriey countries whe hnve considersd the necessity
of accelerating the development of such services by
meance of establishing institution which pertorn
supporting duties. Tepa~tment cof Commerce le an nrency
which har fuciltitated effective parvices, timilarly,
public and private acaeciutions are niso activa in

% variour wayse,

Ve can say that there are the following eervices
desizned to uim at marketing and promotional aotions:

Board of Tredee have been established all
most in every developing country. ln many
ountries they are inter-reiated not only
with the ministries of Commerce but also

with the Natioma. Flanning Crganisations,
Boaprd of Trades identified objectives and
evoked certuin interests at national and

internationa) .evel.

The establishwent o7 Multinational Product
Promotion Echemes which became 3a¥artant
alemant of this century when the Internat.onal
Ten Narket Lxpansion Board was set up in
1953, International Coffee Conference, which
| - wae convened in Sao Paulo in 1931, Inter-
| o - national Olive 011 Agreement, International
. , Yool Secreturint, lnstitute for Cotton, are
_ some of the major multinational organigetione
in whish many developing countries are
‘participating. Theue organisations undertook
atatintieal and promotional activities and
sahanced the marketing signifiocance.

Various Merchandising and Marketing Boarde




are now actlve in many developing countries.
They ars directly or indirectly involved in
marketing setivitien. These boards help in
gtrengthening consumer demand and hove
effective promotinn function,

i MANUFAGPURERS * ASSOCIATIONGS

A significant roll have been played by the
assosiations of the manufaeturere in all
developing couniries, especially in countries
where intenmive need of interindustry
relationship has been remarkably eoneidered.
Through their information mystem, they
persuaded the need of distinguished rarketing
systems,

These ceuters are storing und research
executing bodies of government departments

te collact and issue stutistical informations
on national e&nd internationel levele. They
have developed the uue of the sophisticated
and highly elaborate syastems. In many
developing occuntries, the computers are used
for staticticul purpoges.

The establinhment und expansion of Export
Promoticn Bureaus heve widenen the scops
of mrrietirg supporting services. They
organite policies for expanding exporte in
the lisht of current import and export
policies of the country. In faot, govern-
pental commodity schemes and marketing
supporting arrangements for achieving a
meacure of stabilization of sarketing are
infiluenced by suek promoiion bureaus,




L DEVELOPMENT BALKSS

Development Banke besides their economic,
social and financisal development plans,
provide the necessity of accealerating
the development of humen and natural
rescurces in developing countries.

Establishment of Chamber of Commerces hae
faciiitated an understanding among local
and foreign enterprises being clearing
houses of information. They also i1dentify
ma~ket opportunities that warrant further
investigations.

In industrially advanced countries, which are aslso
high eonsumption economise, sn important fe:ture of
¥he sald services is & oollective action. Por exasple,
& sarketing funotion dbrings a product *x' im the
sarket with full integration to the vital meoans of
the supporting services. These services in this
substance play sn important rcle as a facility to

goar stimulative demand. These orpanizatione
generally perform promotion aotivity throurh generie
sdvertising and sales promotion,

Nt

in Yeveloping countries, marketing supporting
1ces are %o sone sxtent of complex nature. It is
be of oertain problems which are facing %y -
Bping ocountrice for having different envoirsents,
s 1 cun sake {t more olesr by stating two
roblese which in @ context ¢f over all economie




2, hat in eriention ayrtoems need in procesring

‘he mureoting strute.led rlunning are
deteryiied by the “achncloples which are of
elementary nature and gduptution of advanced
technolosies creat preoctical difflcultiee.

Anothe» probulem to be coneidered nrises when we
uttempt to exumin orpnnizaticnal and structural
gophistications of marreting eupporting insetitutions
of developing countriet. 3

linlike many {ndustrialized countries, Board of Trades,
Prade Associstions and Charber of Commercee 4o not
undertake promotional campaignse with objact of
bringing products into the public's eonsciousness.

in the United States, which 1s & very trade-aseocia-
tioneminded country in the world, trade bodiee are

so much aware 07 the need for geod public relations
that they emply all known approaches and techniques
in a eultable wuy to produce the appropriate image
and impact.

The developiag countries have substantial sarketing
interests which eould develop Jloint proemotional
function with possible participation of improved
techniques. There is & great need of establishing
Merketing Boarde for major consumer producte. The
functions cf Manufacturers' Assocliationas, Chanber
of Commerce, and Export Promction Bureaus ere
successful and have aore 11lustretive utilization.
Fu* great ‘mportance hau rot bean vet given in nos t
developing countries, Joint marketing Associations
wouid ulso prove iamportant eli:itle support to
promotion agtivities.‘GGV¢rngaﬂtal support in
eclleetive advertising and publicity, participetion
in trade sxhibitlions, morket research, product use
rfamiliarisation programmes, could be undertsken by
the Commarce Deparimentis of the developing countries.
Such schemes of official ass_stance for co-operative
parketing promotion would also encourage trade and
industry. Marketing supporting servicee may not bve
neglected when they have particular emphasis on
economic develonpment. - :









