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i, PREFACE

Progress and econom. sxpuni.on of the davelopi.y countrios iy perticulerly

reloted to thair capacity of daveloping indusiial ond marketing policies
ond marketing monagement,

hmmmnmwmmmmam

= basic menrieh (oif, minereh, ofc.),
« munulechred indusiriel producth,
- somumer producly,

Merketing means:

murket-oriented offarts to design, produce, end to sell produste
i "Murketing it the Siategy of the Otfer®"
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Marketing serts with

tyee of produst,
de'
includus

cost of '“o
“”" of m‘r
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as well as

sales force,
sales strategy,

price policles,
ond ends with

packaging of product,
catalogucs, price lists,
odvertising,

public relations,

sales proniotion.

This lecture will deal with marketing of industriol praducts and consumer
products within local morkets and in export markets. 1t wifl not deal with
those products which are sold by specific ond internationally regulated
channels, such as for instance oil, minerals, metals, coffee, tea, bonanes,

ond other large-scale agricultuial products.




2, THE MARKETING PHILOSOPHY

Mor!:eting plays o necessary and essentiol role in countries, indush ies ond
morkets where we have

= buyers’ markets
ond

- competition,

In couniries where there is central plenning and progemming of indusiriel
production as in communist and socialist countries, marketing Is of minor
Importance for-the local market. in Internationol markets, however, where
elso these countries meet competition, export marketing is necessery.

Aiso In fields where there is more demand then supply ond no or lintle
competition, marketing is of minor importance,

So marketing in genera! has to be orfented and designed to the specifie
needs of the markets ond their consumers. The requirements of markets,
however, are not fixed, they rather change with

= economic development,

= dovelopment of technology,

= development of purchasing power,

= development of consumer behaviour.

This con be illustrated briefly with the example of the Borzillon morket;

In an early phase during the fifties there was much more need ond
demand than supplies. More or less everything could be sold eosily
as far a3 purchasing power was availoble. No sophisticated morket~
ing, no oggressive sales force, no sales promotion, little odvertising
ond only poor after-sales-services were needed.




In @ tecond (tas: mu. purcl iing power was created artificially
by inflation ang by «aious Lysiers of pait poymeat and instalment
payment. Compctition cume up, but morketing instruments and
arguments were timple and mare directed to peisuade the consumer
than to convince him.

In the meantime consumers in Brazil have learned to compore, select,
and choose carefully. Public education programmes by TV, lectures,
orticles, etc. inform the people that the consumer is the king, that
he shall give his money only to those who deserve it for good pro=~
ducts or services. As a consequenze, marketing become more and
more sophisticated and has now reached the international standord.

All of this means for indushial management that marketing is not a properly
defined ond fixed thing or moasure; it is rather o basic manogement philo-
sophy as well as o permanent process and permanent efforts to result in

efficient market-oriented octivities.

Marketing is often understood as a general designation for oll sales efforts
and octivities. This is correct, but the meaning of morketing is not limited
to salas, Marketing is o comprehensive monagement philoscphy. The
entire corporate shrategy shall be muket-oriented because the efforts to

sell products profitably begin with finding the right product and end with
public relotions.

The product must meet the specific requirements of the consumer with regord
to function, design, quolity ond price. To develop the right product for
o specific group of customers it is necessary to bring to bear all ideas,

skills, and methodological systens of value analysis.

We understand this philosophy acsily when we beor in mind that the in-

vention, design, development, monufacturing and also seles of a Mercedes

is quite o different thing thai tha same ‘or ¢ Volkswagyen,
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On the other hand, we all know that the buyers of o Mercedes and the
buyers of Volkswagens arc diffarent groun, of customers with different
requests and purchasing power.

The compr=hensive ond thorough knowledge of the target group ond their
requests, their cumcious os well as their unconscious or secret wishes and

dreams, is the basis of the general market orientation as well as of spe=-
cific decisions on sirategy, tactics, und meosures. Once the general objec-

tive and philotophy of an enterprise is set, oll the following has to be
market-oriented, has to follow the company’s morketing strategy.
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MARKETING SIRATEGY

A marketing sirategy can only be developed, designod and fevmwioted

on the bais of comprehensive and thorough knowledge of ene’s prodwet

ond one’s market. Therefore, macket research ond market intelligence

have to provide al! necessary information for the development of the merket-
ing siotegy.

On the ether hand, morket research has to control the offect and the
officiency of all marketing activities and 1o provide foedback for parmenent
imgrovement of the morketing shrategy.

This does not meen that @ morketing strategy shall be chengsd fram dey to
doy. On the contrary, a merketing stratogy has to be follewed cemsistently
ond systematicelly for o certaln pericd of time - depending on the produet
and the morket It may be 6 rionths or 12 months - before the stretegy oen

prove Ifs succem or failwu. 3traic,, wewns middis and long-rangs think-
ing, net day-to-dey factics.

When we ore awars that o strategy influences euentially @ compony’s

offorts ond activities and il success or ‘nilure for o langer peried, 1t I
cleor thet oll aveilable skill, know-how, experience, and lost but net
leost all needed information hove to be utilizad In formulating o cempany’s
marketing strategy.
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i 4. MARKETING MANNING

Mﬂh.pbuh'cn&ﬂ&npw‘mhwlmamld
scheme, uingdlwktﬂqhh“&ﬂwmh*hmﬂn
mhwwqumgpbi&ﬁvmuum
including time ond cess. it starts with the mecies end deteiied definition
dﬂumﬂﬁmurwmdwawﬁu*
“mMNhﬁh&.M%dé&M
mmw,unmmmmumm.

Wbmmoniab.whvimityop*dm,
eptimiom or possimiom, roadinens of risk taking ond entreprencwiel engage-
MMMhmcpﬂudM!dﬁlﬁ.m
ond renlistie colevietion. To find the best marketing shetegy oon be o
mdohmhnmmmiobtm-ﬂ.b
titborate o marketing plon Is elweys hevd work.

whmmumwmmmhnh
Mhyhmhdnﬁnem-ukﬂm. More egoin we
e the key function of this marketing insirument.

On the other hand, m'mu-ummmu-amm
ﬁ%h&.%hﬁ%”h%dwm
valh,nunyuﬂ&hommw.

MhMJhMM&-&lthHOMd
murketing targen. ¥ for instance 1t is found thet the conquest of ¢ certein
Mﬂd‘oudowlﬂcmmwwﬂnﬂoum&ﬂ
ond coets which the compeny connot afferd, the tergets heve 1o be revised
ond the whole plonning procen hes to start ogaln
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Ne plon should be implem. nted il [ tov2d without pormanent control,
The sume applies to marketing planning. The criteria of control are pro-
vided by market research. Therefore, | should itke better nut to talk
morely sbout Marketing Plonning but rather about Marketing Plonning and
Conivel.

Of cowrse, oho o marketing plen has to be followed conslstently for o
cortain poried of time. Neverthelew, ports of It should be odjusted if
the fosdback of marke! resserch proves it adviwoble.

o e v




THE MARKETING INSiKUMCENTS

| do not deem it necessary to explain In detail the theory of marketing
ond its standard instruments. This has bsen described In many books and
papers. Mwrketing In practice, however, must always be adapted very
closely to the specific needs. It depends on size and type of the company

and is different for every type of product, for every national or reglonel
M"o

Furthermore, | think we should not discuss general theories of marketing
but rather specific problems of marketing in developing couniries. This
woduoulddoonﬁhobmhofﬂwamolwmm“dum

knowledge of the principles of marketing by discuming realistic cases brought
up by members of owr group.

If we lock at the range of merke:ing Insiruments, thers are

= muke! ressarch and intelligence,
= marketing stratogy,

- price poliey,

= sales ond revenve planning,

- morketing plenning,

- marketing mix,

- programming of sules ectivities,
- sales organisation,

= dhstribution,

- puckeging ond presentatien, -
= sales prometion,

= odverhising,

~ public relotions,




In addition, marketing has to influenc

product planning and declyn.

Although It is self-evidunt, It should ba mentioned that the whole plonning
process ond al' corporat: plarning, .e., nf copacities, personnel, materiols,
finoncos, elc. have to e Lase | on tha salec and rovenus planning.

While the merket research and inteilipence instrumant hos o key function In
the whele marketing process, some udditional remaiks shall he mede on this
esentlel trctor, all the more so becouse | om cciavinced thot @ men whe
hes understood the centra! function of market research and intelligence will
wee comistently akio tha other marketing Imsiruments properly.

It hes olreedy beon outlined how impurtent it is to offer the right preduwet

n the right way 1o the right buyer. Therelare, it it necewary to we marhel
resemrch and intelligence tor every compony. It I+ o great missdersionding
thet enly big cerporotion: covic alfcnd market research. in on adequete
scope ond lerm every smell company < n do it, must do it, in ender te

be weeesbul. And wnen we bear in mind thet merket requiremenh ere
continuawly chenging ond dn-elnping ond that | ither and demends change
faster then you con chorge a mroduct and Its production, we e clearly
the! merket ressarch i3 inuvitbly neaded to avoid that en cbe leie predust

is preduced oo leng ond product declopme ond diversificstion are neglested
olforis while misgirected wies octivities creo muinieined.

Market resoarch ond intelligence hove te omwer many questiom; seme of
them ove omlly forgotten, cs for | msionce:

o Whe ore the potentia' viers of my preduct?

- W the product il rigt or chould it be improved In It
function, weivice valve, cuelihy design, & athe cipagh?




- Who are the potential buycrs of my product?

- How do potential buyers make wp their minds to buy my
product?

= What image has my product with the buyer?
= What dc they think ore special advontoges of my product?

= Whet ere the answers to all these questions when raised by
mein competitors?

These ond other specific questions beyend the “normal” objects of morket
research provide the qualified bosis for all marketing strategy ond planning
work. Only whon the specific target greup (secter, segment, shore) is
dofined ond either this specific target group s found and defined for @
given preduet o the product is improved or chenged to the specific require=
monts of the target (roup, sales and revenve planning con be sterted. This
wmothodologion! approach eveids misinvestments ond misdirected ectivities

ond conivibutes esentielly te the effectiveness of the whole marketing effert
In s preper semse.

™he farm on the fellewing page may help te wark out o definitien of the
merket potentiol for @ given mreduct, OF course, all questions have to be
dotalled aucerding to the spacific problems of the preduct.




DEFINITION NF MARKIT POTENITIAL
FOR A SPECIFIC PRODUCT

Analysls Sources of
ot Aim Information Maethod
.

1. Structure of

consumers
2. Specific demend

3 o e e e ]

3. Specific

requirement
4, Quontitative demond

F aend purchasing power

5. Purchasing declsion

process

IS |

6. Buying metivation
7. Competitors
8. Swetegy, policy,

pricing, eolc. of

competitors
9. Future developments
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PRODUCT -ORIFNTE ) MARKE 1ING.
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industrial products are uiwally defined os

=  comumption goods (rop'd consumption),
= wtility grede {longs: runge),

-  production gouds,

~  investwent goods.

Wo do not want te discuss sysieratistion o stondurdisetion problems, byt
we hove ‘o foce the fact thel different typme of preducts require different
marketing sirategios and marketing ectivities.

While it Is ovidont thet & greet difference exists between siling T-shirh
fo teenagers and elechic molers te indusiriel weers, you mey find thet
some w-colled marketing managers seem net to distinguish between 1siting
tosth paste and solfing relrigeretens.

Soth lotter gredushs ae sold to howowives, but the metivetion te buy @
wecific taath pueie &k diffaent frem thot to buy o wpesific refrigeter,
ond ohe the dechion-making presens o ¢ suentielly differem.




MARKETING FOR NEW MARKETS

Entoring @ new marke! irvolves mony problems and risks. Basically it
seems to be the samo question as “What efforts are needed to conquer that
market share?", but os o matter of foct and experience the risks ore more
numerous and greater in new markets. Everything is new, not only the

volume of one’s market shore.

When entering a new market usually a certain level has to be overcome.
If you stay below this level there will be no chance at all, Once thet

level Is overcome success Is more or less sure,

The problem is not only a question of effort or money. It mey alw be @
problem of size ond capocity.

Some years ago the German company Comsiructa wanted to sell thelr evte~
matic woshing machines also in the US market. They were lucky to engage
o good market research compony for the nesded onalysis. The resvin of

the study showed that great efforis would be necessary to compets with

local suppliers and to get ot leust a first step into the market.. The market=
'ng efforts Including advertising, TV spols, etc. would cost @ considersble
omount of money. It was easy to caolculate which sales volume would
justify these expenditures. it came out that 120% of the existing manvfectur=
ing cepacity of the German Constructa plont were noeded for the produstion
of this sales volume. Developing countries ore facing the very some preblem
when they decide to stort supplying to highly developed countries.

£
¥




EXPORT MARKETING

Mony manufacturers in developing countries send their products to fairs ond
exhibitions in potential export markets. Some countries maintain general
public relations or sales promotion bureous in Ewropean ond other indusirial-
ized countries. When these meosures are not part of o comprehensive
export marketing strategy for this specific market, but mecely o means of
“trial ond ervor®, they usually ore too costly or just @ waste of money,

If direct or ot least medium=term results ore expected by porticipating In

o foir or exhibition, systematic preparation ond perforironce as well os in=
tersive follow-up are needed. Everything, First of all contacts with
genvinely Interssted visiters, must be organised ond arranged.  Nothing sheuld
be left to good Iuck,

An importont requirement of selling in foreign morkets Is meeting the
specific stondards of dimensions, quality, packaging, ete.

Ancther "must® in experting is continvous flow of supply. No sales agent
w“chmullepduﬂ"&omﬁmbﬂm‘;hlshmwp-
sition to sy “serry, not avellable”, once the marketing effert had results
ond demands have been created. Supply contrach must be fulfilled with
regord to timing, quality ond, of course, price. If the menufeciwing end
mmiwsemmyhhwflcwhmﬁhowdm
quirement of expart merketing, t!lmyf««h‘n.ﬂdemh.ﬂ
expert marke! Is wested.

Mqﬁ*mﬂmhﬁohmhﬂa@mmcfoemmh
integroted end well belanced.




Selling in forelgn markets 1aquires .pucio! al url: and spucial skills.

Usvally small ond medium-sized companizs cannot atford to perform the
whole range of marketing und snles octivitios in furelgn markets themselves.
An sasier ond less expensive woy i3 1o use well-astablished eporting ond/or
importing agencies. Anothcr possibility Ts direct salling to a big whele
saler, @ choin or o big consumer within the export market on the basls of
o leost a medium-term contract. Such ways are olse med by medivm=sized
compenies of highly industilalized coun'ries, and these proven chamnehs ore
o pons'bie way elto for compenies h: developing couniries sterting expart
sctivities.
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THE ROLE OF MARKETING IN ECONOMIC DEVLLOPMENT

Wo oll know the femous ond controversial book of Vance Pockard "The
MM:'.NHMmelthhlhnhﬂuonﬂ
swilefied with this definition of marketing. As mentioned In the beginning
of ihls lociwre, marketing is ¢ counterpart of compatition. Merketing Is
o ohallongs to compotition. In @ lreo ontarprite system with sirong but felr
computition marketing holps the best preduct e the best suocess. Se
anmw-ma-nmm
dovelapment.

e gost patentich of dovelaping countries mut be sold. Invesiments eve

mhbn“&mmhwﬁhﬁhhwd.
Gasalient marhating & the toel.
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