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1. Foreword

The eoonomic and structural development of the Industry
Seotor, in any country, primarily depends upon the oxpancion of
the market demand for locally manufactured products, and it
takes planning to avoid the riskful creation or multiplication

of improductive "cathedrals in the desert",

Market is not an abstract or merely geographical concept.
"Markei" means people and/or institutions, characterized by latent
or mangfested needs and requirements, motivations and objectives
whioch identify the dynamic profile of the demand, according to

priorities and in relation with environmental specifications,

"Marketing' is the "strategy of the offer", or the operatio-
nal function which, on the basis of factual information, aims at
improving the communication between the industry and the marxet,
transluting the aotual or potential demand into effective purchag
ing of goods or servioes, in accordanoe with the objectives and

expectations of both the producers and the consumers or users,

"Marketing-mix" is the basic compound factor of the market-
ing strategy and is composed of 4 inter-acting elements: Product,
Price, Promotion and Distribution,

The above streamlined concepts shall be rerarded as guide-
liner for planning, organizing and implementing the marketing
strategy. They are, however, by no means, the last word or the
most exhaustive approach to marketing concept or technology,

Nevertheless, they do aim at sncouraging marketing-men, in
developing oountries, to enlarge their repertoire of marketing
techniques. Their usefulness will, in any case, largely depend
upon the drive and imagination of those who seek to apply their
prinoiples, in preoctice,




2. Introduction

The changing industrial and socio-economic environment
oreates many opportunities and hazards in both private and

public usectors. Anticipating and respondin; to trnese changes

is one of the management's most important taska. To be fully
effective, the industrial manager needs to assess the impli-
oations of his actions on his orgaaization, his company's

regources, its products and the market at large.

The basic objective for an Industrial Enterprise is to
attain the highest level of operational viability, competiti
veness and economic profitability, within the national frame
work of socio-economic expansion, ecological welfare snd

technologioal progress.

The achievement of such targets depend: necessarily upon
the level of efficiency and expertise of Management, in plan-
ning and implementing policies and stratecies apt to maximize
the utilization and value of available resourccs, according

to the actual and potential opportunities of the market,

In the Developing Count*ries it is important to develop
industrial marketing expertise and know-how, especially with
regards to the pianning, promotion and distributior of lnoally i
manufactires goods. The improvement of Marketing policies and
strategins is a fundamental requirement for attaining produot

ion and economic targets at enterprise and sectoral levels.

Effeciive marketing policies and strategie: are vital

factors for the econouio and structural expansicn of the in-

dustrial seotor in the developing Sountries, inducing appro-
priate returns on investment, optimum use of material and

human rescurces and profitable grcwth of demand for looally

manufaotured goods.
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; It is recognized that one major aspect of economic devnlopment
is the halanced interaction of the factors "suonly" and "demand"
(or "production" ana "consumption"), oparationally identified as
the frunctions of "marufactu~ing" and "marketins", Such fanturs are
intar-related in variois conteyts:

~ tha foraecastine of demand potentials and prod iction require-—

ments;g

-~ the planniny and development of financial, material and human
resoircer;

- the typology of output and of marketing-mix strategies (prod-

uct planning, pricine, promction, distribution and service).

It is, thus, of the greatest importance, that marketiag rolicies
and technolories are thoroughly formulated, reviewed, adapted and ap-
plied, in order to indiice the prolitahle attaim.ent of planned tar-

+ets, at enternrice, sectoral and nationnl levels.

A general awarennss of advanced marketiw techniques and methods
has to be created with the aim of enccuraging the demand and increas-
ins the produntuvuty and the competitivenese of products manufactured

i in the developin® countries. This can be achieved if managers and go-
vernment officers woi:ld be able tc spaak tha same marketing lancunece,
and aprresiate the importance of the market impact a: a renerating

! forne of the industrial economic expansion.

The basic scope of this meati w is to focus some relevant aspects
of marketing stratesy, and to examine the value of the marketing con-

cent in its socio~economic dimensicn,

The ohjeotives of the meeting are mainly:

- to review and discuss marketing stratesies and methods of
marketing in the Third World,

= to iliustrate marketing oonoept and techniques for the use of
indvstrial enterprises of industrializing countries,

= to uaderline the importance of marketing, in relation with

phenorena and probleus facing industrial expansion in de-

veloping countries, aml

o N o Y N - Y
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-~ to sugrest a program:e of artion for tie imorovemert o€

marketin~ evrertise in developing countries.,

Te 'Meetin- ‘s mainly expected to enable inductries of deve~
loping countries to adopt and develop modert. and appropriate
means and methods of marketins, in order to accelerate the pro-
fitabla expansion of their activities and contribute to the at-
tainment of economic objectives and social expansion, in accor-

dance to the targets of national development plans.

e,




3. Marketing in a human dimension

Marketing is the strategy of the offer. It aims at trans-
forring the potential demand of a market into actual demand for
goods and services, 80 as to grant the fulfillment of human de-
sires and requirements, meanwhile accellerating economic and

industiial expansion.

The whole field of marketi g Trevolves around a specific
theme: how to design and implenent & "strategy of the offer" in

relation to the prevailing pattern of the demand.

Marketing, however, does not serve only industrial deveiop-
ment purposes, but also the goals of sooiety, and its contribu-

tion extends well beyond the boundaries ot business.

Reoent development in such areas as cornsumers and environ-
mental protection is stinmulating industrial managers, experts
and governmental officials to pPay inoreasing attention to mar-

keting, for its social implications and its human dimension.

There is evidence that criticism is developing against the
aohievements of the present economio system and institutione
and questions are raised about priorities of expenditures and
plans of development of industrial activities,

A general expectation exists, at latent or manifested levels,
for a brighter and better future based on the availability of pro
duots and services to satisfy human needs and requirements,

As 8 result of this perspective, industrial growth and
market opportunities are perceived not sc muoh in terms of ourb-
ing social desiree, but sn attempting to etimulate people to the
fulleet extent of their resources to acquire all possible goods,
eervices or aymdhols, particularly in the socalled developed so-
Oleties.

Similarly, the emerging developing nations, now charactericed
by reising economio levels and lifestandards, eaxpect to share the
soonomic abundance attained by the moeat sdvanced societies.
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The marketing role extends well beyond mere profit consider-
ations, to intrinsic values based on social concerny on human di-
mensions, on development of patterns where peopie may ach.eve
the.ir objectives of satisfaction and welfare, 1n a context in
vhich increasin,s expenditures are encourared to help asolving some
of the fundamental problems that developed or developing nations
are both facing today. Included are suct: problems as the search
for reace, since peace and socio-economic progress are stirictly
oorrelated, the renewal of urban areas, which is closely related
to marketing practines, the reduction of the gap between "have" and
"have-not' societies, the preservation of natural resources and the

preventiun of natural and social environmsntal degradation,

Business executives, in developed or developing countries, can
achieve the degree of adaptation according to *heir social respon-
8ibilities and still meet the objectives of their firm's develop-

ment.

Governmental agencies alone cannot meet the social tasks with-
out the direct cooperation of +he enterprises. A spirit of mutual
endeavor must be developed, as marketingmen cannot misregard their

social responsibilities and invulvement.

The development of a human dimension of marketing practice by
irdustry and other public institutions is necessary for building a
society in whioh every person would have the opportunity to live
and develop to the full extent of his capabilities, in which the
older people can play their role in a dignified manner, in which
young Luman potentials are recognized ard in which the contribution

of mon and woven is equally accepted.

In suoh a human dimension marketing performs its role in two
vays: responding to social challenges in the same sense as the go
vernuent and other institutions, anmd partioipating in oultursl

and economio sf.orts exceeding mere profit corsiderations,

Industry is confrontel, in any country, with a dilemna, On
one hand, it aims at improving living staidards, on the other hand

it faces hard working conditions to overcome constraints.
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Yet, our societies appresiate that the acquigition of more
material benefits are belittled bty the alteration of the inter-
national economic order, social unrest and unpleasant or dangerous

environmental conditions,

The criteria for Judging the actual econom:c system, based on
the aotual marketing activities, should include the oppertunity
ror producers to develop themselves to the fullest extient, perso-
nally and professionally, to express themselves in a creative and

non-destructive manner, to aocept tneir social responsit:lities.

The importance of the demand, as stimulant of industrial and
economic growth, has been underemphasized. We must understand and
establish i1he necessary conditions for consumption in order to
progress on 1 oontinuing and orderly btasis. This is the basic
meaning of marketing. New marketing concepts and tools that en-
oourage productions must bhe daeveloped to achisve sucio-economic

goals of stability, welfare and employment.

To this date the major determinant of consumption is con-
sidered irncome. But as economic abundance increases, consumption
patterns charge. By the year 2000 the oonsumers will exparience
that oonstrair is rot monay, but time. As time takes on greatar
utility, coffluence will permit the purchase of more time~-saving
products and aservices. Interestingly enough, although time is an
important by-product of produotivity, many people are not pre-
sently -repared tc oonsider the manner in whicn time affeots the

quality of life,

A multituie of produots with built—-in services extend free
time to consumers on a broad base. Included are such producte as
au.oinobiles, jetplanes, mechanized products in th~ home, prepared
foouay, "throw-aways", and leased facilities. Related to this is
ti, concept that many consumers ncw desire the use of prod.icts
rether than ownership. The symbolism of ownership appeaies to take
on lessor importancs with increasing weslth and welfare.

But what will happen to human values when people will have
suitably gratified their "needs”? What will happen after t'.e
anquisition of the third automobile, the second color-television~
set, and the third or fourth house? It has been noted that oon-
_sumers them bdoocome motivated in & manner different from that




- 10 -

explained in Maslows hierarchy of motives. They become devotod to
tasks outside themselves. The differences between work and play
are transcendedj one blends into the other, and work ias defined

in a different manner. Consumers become concerned with different
values reflected in motives or needs beyond physical love, safety,

esleem, and self-satisfaction.

The tasks tec which people becume dedicated, given the grati-
fieation of their "nexds", are those concerned with intrinsic
vaiues, because they embody these values. The "self" beoomes en-
larged to inolude otler aspects of the world. Under those condi-
tions, Maislow maintains that the highest values, the spiritual
life, and the highest aspirations of mankind become proper sub-

Jects for study and research. E

We may reach the stage of affluence withcut having developed

an acceptable justification for our econcmic system, and for the

eventual abundance and relative leisure that it will supply. Here

in lies a chellenge for marketing, What is required is a set of
nerms and a concept of morality and ethics that oorrespond to our

conditions. This means that basic corcepts muet be changes, whioh

is difficult to achieve beocause people have been trained for oen-

turies tc expect lit.le more than subsistence,

When we think of abundance, we usually consider only the
physical resouroes, capabilities and potentiale of our society.
But abundance depende on more than this. Abundance is also de-
pendent cn the socciety and oul*ure iteelf. It requires natural and

80ciological environmente that enoourage and stimulate achieve-

mente. In large measure, eoonomio prosperity results from certain
institutions in our society whioh detesmine our pattorn of living,

and not the least of these institutions is marketing, as it is
oexpressed in new approaches to produot development, the role of

orelit, the use of research and planning and the n.nagemant of
innovation,

We may well ask, what are the boundaries of marketing in hu-
aan society? This is an important question that cannot be answered

siuply. But surely these boundaries have ochanged and now extend
beyond the profit motive.
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The human dimension of marketing will unquestionably receive
inoreasing attention in a variety of areas, and the result will
be some very challenging and basic questions that must be answe-
red.

We might ask, for example, can or should marketing, as a
function, possess a social role distinct from the personal social
roles of individuals, who are charged with marketing responsibi-
lities? Does the business, as a legal entity, possess a oonscien-
ce and a personality whose sum is greater than the respective at-
tributes of its individual managers and owrers? Should each member
of management be held personally acoountable for social aots com-
mitted or omitted in the name of the business? Answers to such
questions ohange with times and situations, but the trend is sure
ly towards a broadening recognition of greater gocial responsibi-
litiea - the development of marketing's social role as human di-

mension,

However, an emerging view is one that does not take issue
with the emds of oustomer satisfaotion, the profit foous, the
market economy, and the industrial grcwth, Rather, its premise
seems to0 be that the tasks of marketing and its conoomitant reg-
ponsibilities are wider than purely economir conoerns. It views
the market process as one of the controlling elements of the
world's social and eoconomio order, beoause marketing is a sonial
inetrument through whioh a standard of living is transmitted to
sooiety.

In the last years, there have been governmenial decisions
about safety standards, devioes for oortrolling pollution, implied
produot warranties, paokaging rules and regulations of national
brands to private labels, prioing and oredit practices, etc, Thero
have been disoussions about limiting the amount that can be spent
on advertising for a product, about oontrolling trading stamps,
about irvestigating various promotional devices and marketing <
asotivities. Suoh aotions indicate the 1L1ro.-1ng Inportance of wt
marketing's looill role and define the limits botVQon the profit
motive aud scoial responsidility, between corporate marketing ob-
Jedtives and sooial gosls, between marketing actions and pudlio




welfare. What is required is a broader perception and definition
of marketing and of its human dimension, more than just a bugi-
ness technology, as the multiple oontributions of marketing that
ave 80 necessary to meet economio challenges, are also necessary

to meet a naticn's social and cuitural problems.

"Market" wcans poople. The nr-rket is a progress-generating
force which gears and adapts its dynamicg to the improvement of
human living standards through both the development of technol o~
gies and structures and the optimum use of available resources,
in order to satisfy latent or expreesed demand oy an ethioal
quality-offer, paraliely determining economic order by oontinuous

work and higher inoome.

This oonsideration alone shall induce a proper appreciaticn
f the marketing concept, helping governments and industries re-
disoover the creative values of marketing, in its human dimension,

as a tool of gooio-economic progress.

The development of scienoces and techniques and the dynamics
of the economio and trade prooesses, at domestic and international
levels, have resulted, in the recent years, in a consistent growth
of industrial aotivities and in a parallel expansion of managerial
responsibilities, partioularly in the field of Planning and im-
plementation of marketing strategies.

The problem of how to accellerate the rate of economio growth
of developing oountries and, in partioular, of i1east-developed
oountries, has led to inoreased interest towards the adoption of
advanoed marketing teohnol ogies.

In the developing world, where traditionally there is a ten-
denoe to oonoentrate on struotural and teohnologioal aspects of
industrial expansion, the importance of developing marketing exper
tise still is, to a nsrtain extent, mis-regarded. When this ooours,
industries may lose their oompetitive strength, the investaent
prograanes are dimoouraged, the produotion is slackening, the
oosts are magnified and the domestio market environment is, inm
turn, affeoted by orisis and stagnation,
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Following these considerations, this book aims at meetiny the
latent or expressed requirements of the industry of developing
oountries, as to the oritical issue of "how to profitably expand
the demand for looally manufaotured goods'", The aim is to pro-
vide an overall view of the moat relevant aspects and problems of
marketing strategy planning, identifying criteria and implications

for its implementation,

The specifio objective is to draw attention concerning the
relevanoe of the looal marketing environment and local rolic us
upon the operational efforts of local industrial enterprises, in

a oontext of aggressive oompetition.

Before all, it is however advisable to cloarly define the
marketing oonoept, 8o as to avoid oonfusion or misinterpretation,

depending of the fact that "marketing" is a conventional expres-

sion identifying a rather complex oontext. The definitions of

marketing are numerous and often are generic or restrictive and
do not proride suffioient soope or elemente to distinguish mar-
keting from some of its funotional oomponents (such as researoh,

promovion, selling, distribution, eto.),

"Markating is the management funotion whioh plans and direots
the totality of business activities related to optimizing the flow
of goods and/or services from produoers to oonsumers or users, 8o
as to translate the potential demand of a market into effective
demand, and satiefy it acoording to plan objeotivee".

In elaborating this book, emphasie was pariioularly plaoed
on the way in whioh the marketing conocept, originally formulated
for developed economies, oan be factually adapted and sucoesefully
adopted in the developing oountries, taking into aocount their
struoctusml, oul’ural and econemioc environment.




4. e Marketing environment

The term "market'™ ildentifias peopley or the aniverse of
individual consuners and users interested or potentially inter-
esrted 1n purohasing a piven product or service. Kach person, in
fact, necessarily consuses or .ses an important amount of soods
and services durlny niu lifetime, according Lo his economic pro

file, his needs, wistes, are, cuitire and statos,

In formilating and 1mplenenting a marketing strategy, spe-
cilal attention shall be, therefore, reserved to these agpects,

which, all together, represent the marketing environmant.

Marketing stratesy requires not only the varef .l observation
of who are the people but alsc how thay live, where thay live,
what are their special needs, intereasts and motivations, For ex-
ample, populations of urban areas are very dissimilar from thLose
of rural areasy however, eact. of them arec far from being homo-
geneous, At the same tine, incove trends and financial assets
vary considerably, acoording to educiation, age-class and indivi-

dual or family characteristics.

Evidently, 1f suci socio-economic particularities would not
be there, the largest markets in the world would Ye China with
almost one milliard of inhabitants, India with almost 500 mil-
lion, Burope with almost 350, and URSS with almost 250 million,
This is not the case, becausuy of great differences in national and
individual inoome, oulture, needs and requirements, Yet, populat-

ion is still an important factor of the market economy .

The types, quality and quantity of goods and servioee re-
quiid by a eocoiety mainly depend upon the economic struoture of
the market, which is generally identified acoording to one of the
} following olaseifications:

1. subgiptence eoonomy, which is characterized by a market envi-

ronment in whioh the largest majority of the peopls is engaged

in agrioulture, oonsumee most of its produotion and exchamnges
ths rest for necessary goods and services.

Thie market environment can be ohareoterised also by
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availlability of natura] resources, which are general ex-

perted 1n form of raw material.

2. industiializing economy, which is characterized by an

increasing amount ot domestic manufacturers and growing
middle-class, demandi1ng types of goods and gervices g€eneral

1y notl required in the above mentiorned economic area.

}. advanced industrial sconomy, wtich 1s characterized by very

large industries and oapitale, advanced gpecialiration,

ski1lled man-power and pPredominarii exports,

The marketing environment 18 addi1tionally identified by the

income level, which is also distinguished ir | specific categories:

i. very low individual income, particulariy present in the sub-

gsistence economy areas, where starvation 1s present and home
grown food and home made goods and servicea constitute the
bulk of the market.

1i. very low and very hagh individual incomes, where most of the

population is poor and a minori ty is very rich, the masses
live on subsistence farming and the rich live on the import

of goods and services.

iii. medium and high incomes, which is characteristte of industri

alized nations, low income tend to decline, workers are or-

ganized in unions, and the reeult is a generally large mid-
dle~oclass, called olass-lesc society, where the posseseion
of oonsumer values 18 greater and where taete and individual

status operate the baeic choine for produots and servioes,

Another aspect of marketing environment ie the one related to
looal oultural chareoteristios and traditional habits, whioh deter
mins not only the global sisze of the market, dbut alasoc the individy
al preferences.

In trying to ascertain all such aspecis of the marksting en-
vironment, as a set of forces imdueing economioc expansion, other
fastors must bs considered suck as the human and technelogiocal
dimensions.
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The industry, in fmot, has to contend with a large number
of policies and innovations as well as the pace of Lechnologioal
ohanges. Of all the ohanges, tiose taking place in distribution
systems are certainly the most dramatic, aa new institutions
replace or integrats old ones, determined by socoiety's needs,

culture and requirsnents, such ast

- department stores, which are the result of the i1mprove-

ment in transporsation and of tre growth of urvan areas,

- vail-order houses, whioh are created by the need of ser-
ving rural areas at better conditions tran the rural po-
pulation oould otherwise obtain, and which are made pos-
sible by the improvement of postal service, communioation
aystems, and improved economic conditions of rural popu-

lation,

- ohainstoures, whose eventual growth 1s determined by the

pomssibility of achieving economies in ware-housing, de-

liveries and promotion to serve large urban conglomerat-

ions,

- supermarkets, which 1naugurate the system of mass merohan
dizing at lower ooets and on a self-service basis, attract
ing a large number of new consumers by broad assortments,
promotional uimplay and concentration of goois and other
oommoditisse,

- shopping-oenters, whioh are in respones to migration from
oities into suburbs, satisfying nonsumers botn from urban
snd rural areas by offering them ths vpportunity to ooms

shopping by oar,

The devslopments in the area of communications and automation
must also ba studied in the oontext of marketing environment in

developing oountriss.

The signifioance of all thsse aspects, in addition to lei-
sure, prefsrencss, security, health and ecological oonscjocusmess,
is very olear, amd ir formulating and implementing the marketing
strategy the industry must bs fully aware of the impaot of suoch
market environmental taotors, influenoing the domestio dexamt for
lecally samufacosured produots.
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The industrial expansion strictly depends un the ability
to formulate and harmonize the marketing strategy witl the do-

mestic market environment.

This principle is the result of at least } dramatically

different views of the marketing oconcept:

1. the primitive marketing theory, based on profit-seeking
sales orientation in which industries pretend to know
better what is good and worth to offer, than consumers
themselves. The production oriented concept of .uarketing
is actually regarded as obsolete even if still practiced
in various eoonomic areas and particularly in developing

oountries.

2. 1n the recent years, the notion of consumers' oriented
marketing overtook the previous ooncept, inducing that
the needs of the market rather than those of the pro-
ducer should determine the strategy of the offer. The
great merit of this new approach is to focus the atten-
tion on the fact that any enterprise exist only in view
to serve the market, It led to a factual explosion of
marketing research, stimulating the integration of in~
vestment and operational plans and determining a positive

dialogue betwesn producers and oonsumers.

3. the environmental view of markeiing, is the modern pre-~
sent aspect of the marketirg strategy, and derives by
the idea that every production programms is strictly
conneoted to and depending on the environment.

The market enviromment, in fact, oconsists of a series of
faotors and inputs vhioh gensrats other factors and oonditions
acooming %0 the partiocular struoturs of ths markst.

The environmental thsory of marketing postulatss that any
marketing progranse shall bs designed in terms of objeotives and
operated in ﬁn- of strategy, according to the specifio aspect
of the market emviroment.
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In effeot, the more an enterprise is willing and capalia to
identify the rarket factors, the more it will become sucoessful
in formulating, implementing and achieving tne objectives of its

strategy of the offer.

This analytic approach is valid in both domestic marketing

and international marketing praciices.

Environmental marketing obviously requires a great deal of
data feedback, to identify markets' s-~.o-—economic oharacteristios,
oonsumers neels and requirements, to keep track of oompetition and
to forecast technologioal or siructural changes within the market

environment.

The concept of market profitability can no longer be regarded
as the stimulus of economic expansion of industrial activities,
though still remains important to grant the progress and develop~-
ment of industrial enterprises. Demand growth is typioally oorre-
latod with marketing productivity and effeotiveness, but the key
for the expansion of the industry sector is definitely related to
the ability of adjusting the marketing strategy to the faotors

oharacterizing the market,

The study of different advantages and disadvantages are of

immediate interest to formulate and implement a marketing strate-

& and attain the industrial and eccnomic objeotives,
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5. The role of marketing at national level,

Marketing, in terms of distribution and selling in order to
produce at profit, presumes a relatively advanoed level of struc

tural and eoonomio development.

It assumes tho existenoe of a set of policies and systems,
a ooherent division of labour and some speoialization in manu-

faoturing as well as in distribution.
Marketing normally passes through three distinct phases:
1. barter among produocers;
2. direot selling of products by the produoer to the oonsumer

3. speoialized distribLtion and . ling activities, in whioh
marketing is divorced from production.

All suoh forms of marketing exist today in most developing
ocountries. Direot selling is, however, very oommon in Latin
Amerioa, Afrioa and Asia and is, by no means, rare in the most
industrialized oountries.

Inoreased industrialization and urbanization are normally ao
oompa.ned hy a relevant i:orease in the proportion of labour force
in marketing aotivities. In Western Burope, for example, only an
average of 5% of the total work force was engaged in marketing
activities at the end of 1800. By 1950 this ratio inoreased to
almost 31 £. In 1965, for urban areas only, employmen: in the
field of marketing inoreased to 43,7 %, acoording to statistical
studies ocarried out by the Buropean Eoonomio Community and other
non-governaental organisatiuns,

The relative effiociency of national marketing struotures,
volicies and systems, in Burope, also improved oonsiderably.

In any oase, it is relevant to notice that evua sophisticated
marketers from industrialised oounsries, who olearly perceive the



typology of the market in their cwn oountries, may ignore dis-
tinctions and characteristios of market ssgments in the devslop
ing areas, Thus, some Westerners may be prone to think of the

Afrioan or Arab markets as homogensous entities without adequa-
tely recognizing significant differences among and within suoh
areas, obscuring the oonsiderable oultural, sooial and environ

mental aspects,

Distinotions among and within the developing oountrise ars
strongly signifioant, revealing the need for oonsiderabls diver
sity of marketing approach and strategy in sach specifio area.

For the marketers a most meaningful basis for assessing a
nation's propensity to oonsume and its demand struoture, based
upon its marketing snvironmsnt, is per oapita inoome, provided
that adequats provision is made to relate the various income
faotors within the oountry and in oomparison with othsr ooun-

triss,

Suoh comparisons shculd not only strsss per oapita inooms
or ownership of houses, oars, elactrodomestios, olothing and
food, but must place adequate weight upon social servioces, me-
dioal oare, :ecreations, education and similar factore.

If production is the economioc funotion that ocan be moet
readily transplanted, in terms of teshnologies, from nation te
nation, marksting is oertainly the funotion that can be uprooted
from ite native soil with least success in developing countries.

Given identioca” ingredients, still s chemioal saohinery in
Nairobi should operate in exaotly the same manner ae those in
Frenkfurt. Not ee with marketing, however.

Differencee in looal envirommsnt, views, treditions amd
oulture among both sellers and buyers, as well as in socio-
esoonomioc and politioal mystems, call for most ocareful sdapsation
in the trensferring of marketing technologies from developed te
developing ocuntries, and preoclude standard adoption, Neverthe-
less, oertain techniques of marketing oan he translocatel almess
intact, particularly those oonoerning physical distributiom,




it is evident that very advancei and sophistioated teohni-
ques of marketing are appliocable only to later stages of a nat-
ion's development and muet be neoessarily preceeded by a solid
infrastruoture of oommuniocatione, traneportation, finance and
appropriate polioiee as well ae by the improvement of loocal in-
formation aystems, management skills and expertiee,

The social utility of marketing bas been mie-regarded through
out the ages in epite of the ooneideration that trade is a natu-

ral funotion granting the survival of tLe oomnunity by maintaining
it self-suffioient.

The trensfer of goode and servioee ie based upon the existen
oe of goodwill and reciproocal neede among members of the same na-
tional oommunity or among oommunities.

large-ecale trade, at both domestic and foreign levela, in-
duce not merely earnings but aleo the economio and the struotural
expaneion of produotion and eervioe aotivities.

The history of the western world ie replete with oases in
vhioh the marketing aotivity has ohallenged the existing socio-

sconomio order, stimulating progress and redusing the risks of
wars.

The developing oountries are, hewever, prone to neglect mar-
keting in favour of samfaoturing, for a number of identifiable
reasons. Probably the major reseon ie an inappropriate evalua-
tion of the sooio-economio funotion of marketing and non-appre-
oiation of the intangible manner in whioh marketing enhanoes the
value of a produot and satisfiee human neede and requiremente,

An overemphasis on productiom to the negleot of marketing
say be explained in developing matione where goods are scarce but
oertain middlemen's personal services are found in abundance.

Nany imdustrialists of developing countries appear to have
been, for long tise, sericusly cemocerned with the sarketing phase
of their operations., How far they are frem the marketing ooncept
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adopted in the industrialized oountries, oan be illustrated by a b
ocase happened in a management development training session, wherse |
25 top executives were discussing the aspeots of planning and
oudgeting of a proposed business. One of the managers had fore-

oast saies and then planned tho produotion acoordingly. Most of

the olass members oonsidered this a wrong approach, as the mana-

ger ehould have planned his produoticn capaocity first and then

forecast the sales at that level!

In developing oountries, the role of marketing at national
level is too often neglected or even treated witn oontempt, while
fields as produotion, financing and, eventumlly, export, being
more glameurous and physically more obvious, are acoorded top-

priority by both governments and industrialists.

In any case, no doubt exists that the induoement of socio=-
economio changes ard the progress of the industrialisation pro-
cess in the developing oountries is determined by the marketing
faotor.

Most reforms to improve the operational effiocienoy of a do-
nestio marketing system steme from the assumption that produotion
becomee mMOre eoonomio in an orgenized marketing aystea than
through fregmented and primary marketing preoctices.

Noreover, both governmente and teohnicians may not be fully
aware of the eignifiocant advantagee acoruing to the population
because of the improvement of the domestio marketing struoture,
resulting not only in an economic gain but in innovatione whioch
will determine higher employment retes and new ecomomio earnings.

Govermment officiale and marketers shall, therefore, eperate
in olese relationships as the political framework and the market-
ing system are olosely inter-connected and have a commonm role
in pre;meting amd indueing soccial welfare.
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6. Planning the Marketin,’ Strategy

Planning marketing stiategy 1s a major task of tne industrial
management function as it consists in anticipating possible future
developments, formulating policies and objectives, mobilizing men
and resources and organizing action programmes, to a‘*tain economic

operational targets, at profit,

The question is not wheather industrial managers plan in
terms of produots, pricec, promotion, distribution or investment,
but how well they plan the marketing strategy and how accurate
are the data they have collecied to formulate the programme of
action and to organize the available resources within a given max

keting environment.

Marketing strategy is a somprekensive set—-up whioh, on the
basis of aotual external and internal information and in view of
foresesable developments over a given time-span, shall enable an
enterprise to ad just its output, ite communiocation and its field
aotion, 80 as to overcome oritioal faotors and optimize the ef-

forts within the context of its market.

The marketing strategy first of all iroludes a clear state~
ment of objeotives and the proper allooation of resouroes to at-
tain suoh targets involving, therefore, realistio estimates of
costs and benefits.

Planning marketing strategy is vital to minimige investment
risks and to chari ths future oourse for the economic ari opera-
tional expansion of the entsrpriss.

It begins and ends with the knowvledge of the structure of the
sarket, and the identification and measurement of market potentiails
and competitivenees.

It consists in the oclear detsmsnation of marketing targets,
within a givem markst ares amd tine-span, and is bamed on the de-
sign of the mrketing-aix (product, press, promotion, distridbution),
to.achieve such objeotives.
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The major marketing objectives include:
-~ sale= targets,
- market share,
- produot penetration ratioc,
- market segments ooverage,
~ geographical market ooverage,
- oapital investment/return ratio,
- value added per produot or product lines.

The determination of the marketing-mix strategy is rather
difliocult as the oomponents (produot, prioe, promotion and dis-
tribution) are inter-dependent and eaoh of them mus: be consi-
dered in striot relation with the others. This means, for example,
that it is erroneocus to plan a distribution Policy or strategy
without taking into oonsideration its effeots upon prining or pro

motional policies or strategies.

The management decision in pPlanning the marketing-mix stra-
tegy must Le designed to minimige risks and optimize results in
terms of invested resouroes.

The marketing manager should be able to answer 4 basio quest
ions before making any marketing planning deoision:

how will this deoision affeot the economio budget?

how will this decision affeot the image and the perfor-
manoes of the enterpries and/or its produots?

how will this decision affeot the organization?

how will this decision affeot the market environment?

In most developing countries the distance between a producer
and his customer is onMinarily muoch wider than one thinks,

Ry distance we 40 not sean only phyeical distance. Nore im-
portant is the marketing distance oreated by insermediaries stap
ding Detwesn the enterprise and the ultimate oonsumer of the pro
duot, or the oultural distance arising out of the faot that the
oconsumers can be menbers of different cultudes or seoial groups.
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All these distanoes conspire to produce an information

gap that must be cvercome when planning marketing siretegy.

The way to narrow this gap is through a systematioc study of
the market environment, direoted towards the identification
and the measurement of actual and potential market conditions

and opportunities.
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7. The Marketing Information System

The information gayp Las always oonfronted industrial produ-
oers and it is a most relevant oritioal faotor in business deve-
lopment. The rapidity of ohanges ooncerning buying power and
attitude of oonsumers, the growing oomplexity cf marketing ope-
rations, the intensity and quality of oompetition offer great
advantages to the enterprise whioh has superior information about
the identity and behavior of the market.

It is no longer possible to oarry out marketing aotivities
on a hit-or-miss basis, as in the days when a merchant exchanged
his goods for whatever the "natives" offered him, Marketing has
beoome, today, a highly oomplex and scientifio operation, whioh
oannot be planned and implemented unless it is bazced on market
knowledge whioh only research oan supply.

Marketing planning deperds, in faot, upon ocareful analysis
and appreaisal of markets, oompany strengthes and veaknesses, and
the full range of the marketing-mix. This is to say that m: rke~
ting research is the basio input for strategy planing. This ap-
plies not only to market studies but also to research in sdver-
tising, prioing, distribution ochannels, and all other factors
that may oontribute or affect industrial expansion.

As vwe are here oconoerned with the "market", 3 basio questions

must be answered by industrial management if it has to effectively
Plan a profitadble marketing strategy:

- what is the sotual and foresesable potential of the market?
-~ what is the company's sales potential in the market?

= on what speoific market segnent should we ooncentrate our
marketing effort?

Answers to these questions lead to the selection of market
segaents, foousing actual amd potential oonsusers’' behmvior, de-
mand structire, and performance standaxds.
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The majority of anterprises in developing countries gene-
rally neglects estimating market and sales potentials and mere-
ly rely on past experiences, reports fromdistributors, credit
and sales reports, and the like. There is nothing wrong with these .
information sources, but they should be interpreted 1in the light
of systematic studies on markets and custo:.er behavior., Otherwige,
there is great danger that management will make decisione based
on inoomplete information often coloured by subjective judgment

and prejudioes.

A systematic study of the markat should not be identified
with high oost or the neocessary use of ocutside consultante, Un-
doubteily, larger irdustrial oompanies make greater use of market
researoh than the smaller ones. But the uee of marketing research
is only partly a question of company size. Basically, it is a
question of management attitude towards research and towards plan

ning in generel. It is the arproach that is most significant, not

the money or the time involved into research. Useful market infor

mation oan be gathered at a very low cos*, that oan be adaptable

to all sizes of enterprises.

Preliminary surveys identify market opportunities that war-
rant further investigation, The techniguss used in preliminary
screening are simple ones, relying mainly on readily available
information whioh, however, should be oonsistent enough to focus
existing market opportunities within the widely diversified set

of oonsumers segments.

Management seldom applies survey techniques to the domestic
market, disregarding, for example, that for some produots, olime-
tio factors may exolude oertain market areas from consideration

in oertain given periods.

Management may declare certain other areas out of bound be-
oause of past experiences, imagined fears or preconoeived ideas.
At other times, it may be the marketing exeoutive himself, who is
responsible for a survay, that may limit soreening to those areas
he knows or whioh appear toc him to have economies and demard most
appropriate. Or he may take his oue from domestio oompetitors. Amd
because he talks with other marketing exeoutives and resds trede
Journals he may develop definite inolinations towards specifio map
ket seguents or geographioal regions.




Beoause surveyiny 1s a preliminary research, 1t st ould be as

oomprehensive as possible., Management should know why certain areas
do not warrant further investigation., Otherwise, 1t may neglect
excellent market opportunities, leaving them to more enterprising

oompetitors.

The most usef:.] technique for preliminary screenin; 1s a ap=
praisal of official statistics showing performancee of the product

or product line.

Management should understand that small trade does not always
indioate small markets. By failing to find out why trade 18 low,

management may overlook opportunitiss that deserve considerations,

Information on trade restrictions is generaliy available,
and estimates of oonsumption are all that 1s needed for screeniny

purposes,

In this way, management oan make a three-way breakdown of
national market, that oan be very helpful in preliminary scresning.,
Import analysis can also be applied to assess share of trade, If
the share is big, it is ordinarily a hopeful sign. A small share,

on the other hand, raises questions on competitive strength,

Management oompletes ita pPreliminary survey when it has iden-
tified problems that justify further inveatigation, The number of
these problems depends not only on factual analysis, such as we
bave described, but also on the Judgment oriteria used by nanags-
ment. In most oases, however, the number of probleme identified
for further study is far less than the number given im a prelimi-
nary soreening.

When macketing management has evaluated the market potential,
over the oonsidered planning period, it may proceed on to a se-
oond question: how much of the market potential should the ocompany
pPlan to get? The answer to this question represents the company's
"sales potential” in that market.

Sales potential is the maximum sales that an enterpriss can
reasonably plan for in the market. 1t ia usually derived froam an
estimate of the company's saximus share of the market potential
over the planning period, that is, its maximum penetration retio,




'ne sales potantial 18 not the same as a salea foreoast.
The salea forecast 18 used to determine the short-term sales
foals of current operations by estimating actual sales prospects,
In contrast, tue sales potential 14 a basis fo- sirategic plan-
ning and a4 projection of maximum sales opportunity. Sales fore-
casts hav= an important role 1n budgei planning within the fr&m!

work of objeotives and policies laiJ down by the marketing plan,

T'o arrive at a good estimate of the company's sales poten-
ti1al, marketing management should evaluate the relative impor-
ta,.ce of various facturs whici: may vary among areas, products and
consumer segments. In some area:: product design may be a key fac-
tory in otners, pricey in otiiers, distribution channels. !a all
cases, kay factors should be 1dentified and measured as to their

impact on sales potential.

Tre major ares of 1investigmtion should be an evalua'ion of
trade polic:es and other pertinent government regulations that
may intluence marketing action, pricing and the like. These in-
clude registration requirements for patents and tredemarks, anti-
dumping and countervailing duties, anti-monopoly legislation, re-
saie price maintenance laws, trade practice legialation and labvel

ing requirements, to name only the most prominent.

Another area of research involves a series of comparisons
between the enterprise's product line and those of competitive
firms 1n the market, In some instanoes, comparisons of quality,
design or price will indicate that the company's produot is high-
ly differentiated from other products. Although this may enable
the company to build a strong competitive position by appealing tc
epecific segments of the market, it also makes the task of estima-
ting sales potential more diffieult.

Produot oomparisons should not be reetrioted to the product
alone. The successful marketing of many industrial and oonsumer
dureble goods requirss an after-sale servioce of some kind, such as

techniocal assietance, installation, repair and mintenance, and
the eaay availability of spare parte. Competitors' performames on
these auxziliary services should be oarefully ewaluated as %0 coet
and offectiveness.




In replying to the question: "at equal oonditions, can our

product line oompete suocessfully against products already in

the market"” anawers may range over all aspects of the product
price, design, size, quality, servioing, etc. However, auch
findings should be viewed in the nature of hypothesis to be

tested by later resesarcn on relevant market segmenta.

It .8 alao important to look beyond competitive products
1n the sa.'e i1ndustry. Comparisons should be made among all pro-

duotes - whether or not in the same i1industry - that aserve the

same function 1n the behavior of consumers. At times, inter-
industry competition may be more severe than competition among

similar manufaoturers within the same branoh.

Market structure and the marketing efforts of competitors

are a third area of study. An investigation of market structure

ralses a number of questions, among othera:

-~ what 13 the degree of monopoly in the market?
-~ who are the market leaders?

- is competition rigorous or lovse?

Competition struoture is often a decisive factor in deter-
sining the expansion in the market. Some markets are characteri-
sed by strong associations of various producers who bend their
oollsotive sfforts to kesp out intruders. fometimes markets are
dominated hy one or twc large firms and a host of smaller, iess
sfficient fcllowers. Other markets may, instead, have no domi-
nant firms and a loose oonmpstitive struocture that makes expansion
way.

In evaluating the performanoce of ocmpetitors it is vise to
foous on the market leadsrs. To expand in a markst, the entsr-
prise must necessarily ocome up against these leaders who can be
expeoted to offer the atiffest competition. Apart from this basio
oonsideration, the company oan learn a great deal about promoting

amd distributing by studying the operation and policies of its
oompetitors.
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A simple study of the performance of competitors is not
enough. It is necessary to identify the partioular sources of
success of each oompetitor in the market. Is 1t low prioes?
Patents? Product quality? Extent of product line? Brand image?
Service? Location? Company size? Channels of distribution? Ef=-

fectiveness of promotion and communications?

In some markets there may be only one or two distributors
who can effectively handle the marketel line. When these distri
butors are tied to competiting oompanies by exolusive selling
arrangements tne enterprise is faced with a serious problem and
is forced to use inferior distributors, hoping to improve their
performance through training, promotional efforts and other de-
vices. At times, the distribution bottleneck ooours at the retail
level. This adds substantially to marketing oosts and probably
soares some producers. It is common to find inadequate distri-

bution ohannels in the markets of developing countries.

Sales potential analysis also ocalls fo. research on the

final oonsumer and is olosely related to market segment analysis,

When oarefully formulated, the sales potential can serve
not oniy as a strategio marketing tool but also as a measure of
performance. But to do this most effeotively the sales poten-
tial should be broken down in terms of the different segments
making up the market, by identifying the groups of consumers
whioh offer the most profitable potential to the enterprise.
This method is known as "market segment analysis",

Segmcnt analysis is necessary because market demand is never

homogeneous. This is true even when markets are small in geogra-

phiocal extent. Consumers differ — often markedly - in incomes,

wealth, education, soocial oclass, age, sex, oocupation, rece,
oulture and innumerable other ways. Any of these differences may
have a decisive bearing on oonsumers' willingness and ability to
buy a produoct.
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Because of theee differences, seldom can a single enter-
prise satiefy equally well all consumers. This applies to even
very large oompaniee with extensive product lines. Murthermore,
an attempt by a manufacturer to appeal to all consumers in the
eame manner can be dangerocus policy and the manufacturer may end

up with a product imege that appeale to no one in particular.

Segment analysie is espeoially important in the marketing
of industrial produots. Often the manufacturer does not know
whioh firm oan uee hie produot or, if they use it, why they do
it and how,

Becauee of coneumers differences, marketing management
should break down the domestic market into eegments (or sub-
markets) in order to ieolate the eegments which have the great-
est potential. Thie enables the enterprise to focus its marketing
efforts on speoific targets and avoid dispersing resources and

energies on unprofitable segmente.

An even-coverage, non-selective approach for the marketing
of goods and servioes ie wasteful. Segmentation research enablee
budgets and promotional ocampaigns to be direoted in a epeciaii-
zed and raticnal way.

In summary, segment analyeis helpe defining the marketing
strategy related to the allocation of resources towards the eub-

markets that together make up the total domestio market.

Here is an example showing the influence of different mar-
ket segments motivations in the Venezuelan market, ooncerning
taste in industrial design:

Three panels of housewives, drawn from three different lo-
oal oclasses (upper-middle, lower-midile, and upper-lower) were
shown various designs for a number of products, inoluding beer
oans, air conditioners, table lamps and cookie packages. The
sans designs were presented to eaoh panel: the first design was
severely ocontrolled in form and pattern, the seoond desigr was
spontaneous and free but ocoarse, the third design was sentinen-
tal in style. The upper-aiddle panel chose the first design by
large majority; the lower-middle panel was divided between the
second and third designj and the upper-lower panel unanimously
rated the third design as its first choioe.
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Product planning should be guided by a careful analysis of
market segments. It iy illogical to decide on markating strategy
before research nas identifiod and located chose market segments
having the highest sales potentials. Only after this i3 done can
marketing management make a decision as to how, given the re-
sources, it should allociite 1ts marketing effort within the mar-
ket. liarket se;ment analysis also helps marketing management plan

for an expansion of its present market coverage.

We have outlined a sys’ematic appioach to identify and measu
re market opportunities, and emphasized the use of official data
and secondary data, which normally are the least costly and time-
consuming to gather. Only when secondary data is not available

to aneswer specific questions about markets should marketing mana-

gement undertake specific field studies,
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8, Planning Product Strategy

Onoe marketing management has identified and measured ite
market, it must plan the marketing-mix that will enable the en-
terprise to reach its objectives. We have already mentioned the
difficulties of planning the marketing-mix, and the interd epen-

denoe of the mix elements.

Produot planning is the systematic determination of the
manufaoturer's product line, that is, the number and variations
of produots to be offered by the enterprise to the market it

serves. Product planning tries to answer two basic questionss

- what, if any, products should be added to the oompany's

ourrent produot line?

- what, if any, product should be dropped from the oom-

vany's ourrent produot line?

All enterprises run the risks of adding or retaining pro-
ducts that are not profitable, and of ending up with a produot
line that does not matoh the requirements of the market. Pro-
duot planning seeks to minimize these risks thrcugh a careful
appraisal of aotual and potential sarkets (market position,
sales potentials, buyer oharaoteristios, ato.) together with an
evaluation of the oompany's resources (teohnioal, produotion,

financial, manpower, etc.).

Product planning must also take acoount of what the company

is selling now and its ocapaoity to change the ourrent product
line.

The complexities of product planning are heightened by the
many dimsnsions of a product. After all, what is a product? This
questions ocan be rephresed: what is the company selling? In the
final analysis, it is eelling the satisfaction that buyers ex-
peot to get from the consuaption of its "product". Thus an air-
line is not selling air services, but space and time oconveniencej
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& toothpaste manufaoturer is not selling toothpaste but health,
oleanliness, and social aocoeptability. Broadly oonoeived, a

sanufaoturer's produots is what ocontributes to the satisfaotion
of his oustomer. lis produot is the vutput of the whole compa-

ny's sffort and 1s not "fully produced until consumed" by the
market.

In more specific terms, produot may be viewed as having 3
dimensions:

1, the physical structure,

2. ths packaging struoture, including brand name and
trademsark, and

3. the mervice structure, such as performanoe guaran-
tees, use instructions, installation assistance,
spare parts availability, eto.

Acoordingly, produot planning involves not only planning
the phyeical structure (product core), but also the ways in
whioh it is identified and presented tc the oonsumer (product
package), and its oonsumption is facilitated and made effect-
ive (product service).

Ae is true of planning in general, product planning must be
guided by a profit yardetiok, which is the expected profit con-
tribution over the life of the product. The ume of this standard
may be oonsiderably modified by company objectives, other than
profit, and supplemsnted by other standards relating to how a
nev product or produot improvement fits into the exixting product
lins amd capabilities of the oompany .

Often the refusal of gome oompanies to adapt their producte
to market requiremente is more frequently a question of sanage-
sent's attituds than stretegic or finanoial oonsideratione.

Although manageaent My bs constreained from planning new pro
duots, there is much it can do to sdapt existing products to mar-
ket demand. Manageaent should also strivs to adapt the aany ele~
usents of packaging to ths requiresenta and preferencee of custo-~
mers. Fimlly, it should decide what auxiliary ssrvioss will fa-
eilitate sales and consumption.
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Whether and how the many dimensions of a produot should be
adapted to the requirements of markets can be deoided only after
answering the questions relating to potential consumers, envi-
ronmental oonditions, government regulations, oompetition and ex~
peoted profit contribution.

Product planning begins with a consideration of the physiocal
properties of the product from the perspective of potential custo
mers and total market environment.

The vast majority of produots oan be adapted to markets in
Cne way or another with a resulting improvement of their image
and their profit oontribution. Such adaptation may refer to size,
function, materials, design, style, ooler, taste, specification
standards, eto.

It is not, however, neoessary to change the standards of the
produot to conform to the buying hehavior of ocnsumers, cften the
same result may be chtained through paokaging. Also, the prefer-
enoe cof a consumer for big sizes may be satisfied by multiple-unit
packages such as those commonly used in the sale of soft drinks
and corn-flakes.

Differences in technioal skills, laber costa, the availabili
ty of manpower, olimate and cther factors often change the funo-
ticnal requirements of industrial produots in developing coun-
tries, and adaptation Day generate satisfactory results. Although
it is possible tc speak of international design in certain pro-
ducts there still exist vide disparitios in the style preferences
of different people.

The oolor of the product may be a oritical faotor. Alth
oolor is usually less important for industrial produots, it
bears direotly on the saleability of ocertain produots, such as
office equipment.

Differences in taste are pertinent to the sales of samufac-
tured food products.
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Industrial equipment is partioularly sensitive to variations
in standards. Manufaoturere of industrial equipment should ad-
Just their produots to the measurements, oalibrations, voltage,
and other specifioations if they are to take full advantage of
market opportunities, Often suoh ad justments can be made easily
and at low oost; in other cases, they may require substantial
ohanges. Undoubtedly, differences in systems of weight, Ineasure,
and industrial standards are an obstaole to trade, but can often
be overcome through produot adaptation,

This brief review of some of the many aspects of the product
oore that may be adapted to the requirements of markets, suggests
the complexity of produot planning. It also points to the neces-
sity of teeting produots in the market before und ertaking sub-
stantial and ooe‘ly produotion and marketing programmes.

This involves a careful and systematio analysis of the oon-
sumers' remotion to the produot and how they use it.

In addition to adapting the physioal produot to the require-
ments of the market, management skould aleo plan the preeentation
of the product at the "point of sale". For most oonsumer produots
and varioue induetrial produots the most important element in this
presentation is the packaging,

The produot paokage should be distinguished from the shipping
container because they have different funotions. The purpose of
the shipping oontainer is to proteot the produot (and its package)

against various riske such ae phyeiocal damage and Pilferage during
ba dling and trensport.

The produos pPackage hae a dual funotion. Like the shipping
oontainer it protects and preserves the phyeioal produot, espe-
oially at the point of sale. But the distinotive function of the
consumer packago is its role ae a "silent salesman”, attreoting
attention o the product, identifying 1%, and persuading ousto-
8ers 10 buy. Mis promotional funotion of product packaging and
its planning is the sudjeot of a research.
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SCHEME OF MARKETING STRATHGY PLANNING
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Ths promotional use of paokaging has determined a remark-
able development in the marketing of oonsumer goode. The ex-
pansion of self-servioe has oreated new point-of-gale oonditions
that greatly enhanoe the marketing signifioanoe of the paokage,
as most items are generally bought on impulse. In these oircum-

stanoes the product paokage assumes a critioal importanoe,

If the paokage is to promote the produot in the market, it
should be adapted to the behavior, attitudes and preferenoes of
potential buyers. One obvious adaptation is the printing of the
paokage label in a language that is agreable to oonsumere. In
epite of its obvious nature, quite often marketers ignore the
language faotor in paokage labels. As a result these labels lose
muoh of their value to inform buyers about the produot and per-
suade them of ita merite.

A less obvious form of paokage adaptation is oolor. Certain
oolors have a symbolio value in all oultures, and the use of
these oolors may affeot the sales of a produot. It is known that
people in Pakistan, Israel and Venezuola dislike yellow. In the
Far BEast white is the oolor of mourning and blue is the oolor of
sorrow, but Greeks like both of these oolors. Moslems favor
green, and so on. In summary, the oolor of the paokage should
not effend or repel its potential buyer, but attreot him.

The vital part of the promotional paokage is its trademark.
It is the trademark (a nams, mark, design or other symbol) that
oonfers a unique identity to ths produot by distinguishing it
from similar oompetitive produots. In brief, a trademark is the
produot's oommerocial signaturs.

Marketing management gains sevsral advantages from trede- o
marks. Most important, it ocan foous promotional efforts on pro-
duot ijdentity. In the absence of trademarks only large oompanies i
vith dominant market positions ooculd gain from promotion. Trade- 8
marks help small-soale enterprises to develop a markst by promot-
ing drand preferences among custonsrs, This process also ‘nduce

N o

the repetition of sales and peraits to conoentrate promotional
eftorts at the point of sale.

L e
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When a trademark gains wide aoceptanoe among consumers it

beoomes a valuable property.

In many oountries brand names may be diffiocult to proteot
(cven when they oan be registered) because of loose administra-
tion of trademark pclioies. In others, the reputation of the pro
duot may be oompromised because of 1ts possible identification
with inferior imitations which can seriously endanger the image

of a product or of a:. enterprise.

The effective marketing of industrial equipment and consu-
mer durable goods normally requires auxiliary servicea both be-
fore and after sale. Thay are just part of the produot as the
product oore or the product package.

When an industrial user considers the purchase of industrial
equipment he is mainly interested in how well and how long that
equipment will operate in his plant. The proper installation of
the equipment, the training ¢f workers in its use, and the main-
tsmanoe and repair of the equipment toc keep it is order, are all

important factors, on which often depend the sales.

An enterprise oan improve its market position by demonstrat-

ing and making known the effeotiveness of its auxiliary servioces.

In developing oountries, enterprises 3hould develop appro-
priate servioe-mix to expand market demand, oonsidering the oon-
ditions which may oall for auxiliary services: changes in speci-
fications, market ignorance of the produot's use, unavailability
of spare parts and mainvenanoe facilities, and so on. Only by
knowing these oonditions can marketing management plan an opti-
mal servioe strategy that oan faoilitate sales and lead to re-
peat orders.

In addition to studying and planning the adaptation of pro-
duot oore, package, and auxiliary servioes acocording to the re-

quirements of oonsumers, marketing management needs to plan the
produot line it will offer Lo the market.

How wide should the produot line be - how mawy different prg
duots? duw deep should the produot line be - how sany variatioms,
models, styles, eto. for eaoch produot?
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Froduot line planning must take into aooount the charao-
teristios of the markev., the differences among potential buyers
(social claas, income, sex, industry, eto.), the oonsumers'
expeotation about assoitment and quality range, the competitive
product lines, and other powertul marketing factors such as

distribution struoture and eoonomies.

When all produots can use the same ohannels it may bhe, in
Taot, possible to achieve eoonomies in distribution by spreading
fixed costs, On the other hand, when the addition of a product
to the produot line requires a new ohannel of distribution, mar-
keting management needs to caretully weigh costs against profit-
ability, Bconomies in distribution systems may influence product
line planning. In oertain ocases, it is possible to make acono-
mies in distribution by taking on complementary productas of
other (not oompeting) enterprises. This is known as "allied oom-
pany arrangement”, and offers numerous opportunities, partisu-
larly to small enterprises with limited produot lines, whioh thus

Bay be able to gain advantages by oo-operative distribution sys-
temn.

P

o o o - y N o
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g, Planning Prioing Strategy

Whatever product strategy 18 adopted, 1t has repsroussions
on other components of the marketing plan. Marketing management
needs to relate produot policies to price, distribution and pro
motion policies to getl a oomprehensive strategy for the entire

marketing effort.

Planning pricing strategy is & difficult job., Marketing
panagement must make judgments on & broad variety of conditions
which are often known only imperfectly and with varying degrees
of probability.

One diffioulty is the oonospt of price as the ratio bstveen
goods and monay, as determined by the interaotion of supply and
demand in the market.

To the businessman, pr.ce is the monay he gets from selling
a produot unit, and it determines the profitability of that pro-
duct. The produot, however, has ssveral prioes becauss of many
kinds of discounts (funotional, ocash, seasonal, sto.) and fre-
gquent gaps bstveen list prices and negotiated prices. To speak

of the price of a good 18 an abstreotion.

For ths sarketing managsr price shculd be mersly ons of the
several elements of the marketing-mix. Pricing is, in faot, a
sarketing tool and a mean for attaining the salss potential and
other objeotives in the marketing plan.

™e starting point in prioing strategy is the determination
of the basic price. This is ths prics that the final buyer pays
for the produot. For comsumer goods the basic prioe is the retail
pricej for imdustrial goods it is the price to the industirial

user.

™, determination of ths basioc price of a preduct involves
1 logioal steps:

- ostimating the demand of final buyers, over s planned
peried,
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- estimating the manufaoturing and marketing oosts to

aohieve projsoted sales volumes, and

- eeleoting the price that offers the highest profit

oontributions.

It is the job of market research to supply the data need od
for eetimating demand. The information may oome from a variety
of sourcee: past sales records, competitors’ prices, sonsumption
analyeis, surveys of the .rede {retailers, industrial distribu-
tore), eto. Most diffioult is the projection of pcssibie shifte
in the demand, over the planning period, in relation to the pro
bable life-oyole of a product.

In estimating the ocoets of projected salss volumas, all
ooste should be inoluded. This means that ths final determinat-
ion of the basio price oan be obtained only after decisions havse
been taken on the rest of the marketing-mix, For example, when
one decides on a distribution ohannel comprising independent
agenoies (distributors, agents, etc.), one should be certain
about the sargins required by thoee agents to distribute ths
produot.

The determination of the baeic prioce involves alsc an eva-
luation of the exproted profit oontribution in relation with the
ohoioe of stretegies promieing the higheet. T™is indicates thst
e forecast maximum depends on the aocoursoy of the information
on projected ooste and sales revenues.

Onoe detersined, the basio price guides earketing manageaent
in planning the disoount struoture and the prioing strategy.

Stretegic factors other than profit, mey however modify the
profit oontridution approach. T™hese inolude oconsideratione oon~
oerning market share position, prioe etabilisation, investment
risks, special arrangemente vwith important oustomers, eto.

Such oemsiderations and other factors may lesd to & depart-

ure from the basie price. Sheuld we use price as an aotive promo-
tiomal te0l? Sheuld we price abeve, below or at the same level ae
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competitora? When the product is now to the market, should we
enter with a high price or a 10w price? Should we price to mini
mize the profit of the whole product line, or of each product
taken alone? Such questions underline the complex nature of pri-
oing and why determination of the basic ,rice 10 ounly the first

step in planning marketing price strategy.

Pricing strategy may, in some cases, influence the discount
policy by aftectiag the size of distributors' margins. Aside from
this consideration, the fact that enterp-ises often use ohannels
invelving intermediaries to reach final ~onsumers means that
their marketing prices are not final-buyer prices but intermedia

te prices.

None of these obsaervations mitigate the value of the basio
price as a guide, When the basic price is determined, marketing
management can assess the i1mpaot that deoisions on prioing are

likely to have on profit oontributicns and market expansion,

Before taking up these further aspects of pricing, however,
we should make a brief comment on value-added pricing because of

ite apparent appeal to marketing management ,

Value-added pricing is pricing a product according to the

following formula:

oost of materials and labor plus allowance for manufaoturing
overhead plus selling expenses plus allowance for genersl

overhead plus fixed profit margin.

This formula is attractive bsoause of its simplicity and its ssea
ing assurance that the company will make a profit on each unit
sold.

But value-added pricing has several disadvantagess
- it oompletely ignores the market demand §
- it ignores competitionj

- it uses an arbitrary allooation of overhead costs
whioh ars not affeoted by current salesj
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- it involves oiroular reasoning beoause price influ-

enoes oosts whioh, in turn, affect sales volumej and

- it offers no gu:lance to maximize profit or to reaoh

other indirect profit targets,

The selling price is normally a compromise between the value-
add ed whioh the seller would like to get, and the amount whioh the
buyer is willing to pay.

The proper use of ooat analysis in pricing permits to mearure
the profit oontribution of different projected prices and to estad
lish a disoount polioy.

The most important disoounts are the funotional disoounts to

distributors, as they serve ass
-~ payment to middlemen, and

- inoentives ‘0 enocurage distributors to give extra

promotional effort to the produoct.

Quantity disoounts also have a promotional funotion. Marketing
management needs to deoide whether to give quantity disoounts oon
sidering profit oontribution and investigating their effeots on
sales and the savings in transportation, handling and order oosts.
Pressure by buyers and oompetitive praotice enter into this eva-
luation.

When auxiliary servioes are offered, a decision ahould be
made on whether to oover their oosts out uf sales or whether to
charge vustomers for esch specific service. The latter pclioy may
be implemented in the form of disoounts.

Cash disoounts are also offered to acoelerate payment.

This short disoussion on disoount polioy makes olear its
dependence on produot, channel and promotion as well as prioing
deoisions - and oonfirms the need to plan marketing strategy oom
prehensively, with full regard to all oomponents of the marketing-
aix.
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Marketing management has wide prioing disoretion wken ite
produot ie known to the market and has no ocompetitive sudbati-
tutes. The degree of prioing flexibility hinges on the degree
of produot differentiation. When oonsumers show a preference
for & produot beocause of ite quality, style, performance or any
other property, marketing management has some degree of prioing
authority and the opportunity to develop an optimal prioing
etrategy.

T e degree of prioing disoretion determiries marketing mana-
gement 'y oapaoity to use prioe as a marketing tool. What ie need
od is an aoourate aseeesment of the profit contribution offered
by eaoch and every part of the marketing-mix, so that msanagement
oan plam a stretegy with a saximum profit oontribution. A low-
price polioy, for example, ie likely to vitiate a quality pro-
duot image which management wants to promocte.

Each produoct hae a life-cyole. The life~cycle etarts when
a oompany introduoee a product new to the market whioh is diffe--
rentiated from older produote. In a word, the produot is a spe-
oiality. At this etage the marketing job is mainly promotion and
dietribution, etimulating demand and making the produot avail-
able to people. There is little or nc price competition, giving
manageaent broad prioing dieoretion.

Few produots ocan, however, remain spooialities indefinitely
ae, eocner or later, they are duplicated or even improved, by
oompetitors.

The producer may eeek to maintain his market position through
promotion emphaeising the distinotiveness of his produot. But as
oompetitive preesure grows more intense and products beoome more
aléke, he ie foroed to lower price. His priocing disoretion iu
much less and he must pay eloeer attention to competitors. The
produot ie no longer a speciality and becomes a standard ococamo~
dity.
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Although oompanies are not usually sucoessful in prevent-
ing a speciality from beooming a standard produot, they should
bs able to foreoast ths transition. Skillful promotion oan sus
tein brand preference, Froduct improvemenis and new paokaging
are oommonly used to stop a drift towards standard commod i ty
status. Indeed, muoh of modern marketing may be viewed as a oon

tinuing effort to kssp up produots from slipping to a standard
oommodity levsl.

Marksting management should carefully study what stage of
the 1ife-oyols its produot ocoupies in the market.

Whan a produot is nev in the market, how should it be pri-
oced in vinv ef its probable life-oyole? We can distinguish 2
basio strategies.

The first strategy is to enter the market with a high prioe
to seleot the demand. later, when the speciality becomes a stan—

dard oommodity, the price is lowered to maintain and inorease
sales.

Ths seoond basio stretegy is to enter the market with a low
prios ssrving as a spearhead in order to penetrate the market as
qQuiokly as possible., Here ths strategy is to build up a dominant
markst position in a short tims. Penetration prioing may also
keep out ocompstitors because of low profit margins. In following
this streategy marketing management wants to build up & nass de-
mand for its produot and prevent othe:s fran competing in ths

market. It expeots its profits to oome from volums salss rether
than profit margins.

Which strategy is better? It depends on ths enterprios, the
product and the market. Let us simply note that penetrating pri-
eing is more daring than high priving, becsuss it relies on a
build-up of volume sales. .

In priocing ite products marketing management should always
take iato sceount the expected resctions ef ecmpetiters in the
market. When the company has oanly s small sarket share, competitors
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are likely to ignore its inivial price or subsequent price ohang-
es. But when ite market share is sizeable, thon changes in prioe
are quickly matohed by c.mpetitors. In these oiroungtauces mana—
gement may well decide to follow & stable price poliocy, relying

on produot adaptation, promotion and other non-price measures.

The prioing strategy nust leave room for tactical flexibility.
It is most unwise to vrequire marketing management to keep to a
speoific price with no margin for negotiating with oustomer pro-
spects, meetins shortrun market developments, or countering oom-
petitive activity. In this way, prioing strategy offers the best
protection against taotical viotory bought at the oost of economio
defeat.
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10, Planning Distribution Strategy

If marketing management has made planning deoisions on pro-
duot and price strategios, he must develop a distribution atrategy,
getting the product to oonsumers at the place and time they want
it.

Channel of distribution is the chain of marketing agencies
linking the producer to the final buyers in the market, These
agencies negotiate sales transactions and direot the physioal move
ment and storage of the product sc as toc place it ultimately in
possesasion of final buyers where, when and in the quantities they
want it, The agencies oomprising a given channel of distribution
may be independent middlemen or owned by the producer. They may
be many or few in number, Since the firet and last links in a chan
nel a"e the producer and final buyer respectively, it is logical

to coneider them also a part of the distribution ohanrnel,

In making these decisions marketing management should think
in terms of the entire ohannel of distribution stretohing all the
way from the oompany to the final buyer in the market, Too many
enterprises think their distribution channels end with their dis-
tributor, ignoring the seotion of the channel linking those inter
mediaries to final buyers. This is a faulty attitude because a
distribution channel is only as effeotive as its weakeut member,
Transaotions and physioal flows may be blooked or slowed down at
any point in the ochannel, Marketing management should plan chan-
nels that minimise obstructions, regardless of their location in
the channel. And to control channel operetions, marketing manage-
ment should get an information feedback that oovers the whole
ohannel.,

Seversl questions are pertinent for the determination of
distribution channel performancs, includings

- what gepgrephical coverage do we want? How intensive
should it be?
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what selling efforts do we want from ohannel members?

what promotional efforts do we want from channel mea-

bers?

what shouid be the performance of channel members, ths
volume and location of inventories, the delivery sys-

tems?

how and in what way should we support channel members?

Speoifio answers to these questions depend on the nature of
the market and competition, the nature of the produot, the resour
ces available to marketing management, and the over-all marketing
stroategy. From suoh answers enterprises should be able to dssign
distribution strategy, whioh relate to other components of ths
marksting plan,

A oritical element in distribution strategy is the degres
of market ooverage. If management wants intensivs oovsrage, it
needs many ohannel members. Management is generally inolined to
use any type of channel whioh givee intsnsive ooverage. Total oco-
verage also encourage heeviest relianoe on advertising and pro-

motional support.

Sometimes marketing management pursues a strategy of selsot
ive market ooverage. In its extreme form this strategy usss a sing
ls distributor, having exolusive rights: the ohannel member agrees
not to sell ocompetitive produots., A policy of exclusive distridbu-
tion gives the oompany much more opportunity than total market dis
tribution, in terms of oontrolling final-buyer prioss and ths dis-
tributor'e performance. Such a oontrol is partiocularly isportant
when the enterpriss wants ohannel members to push produots aggreg
sively, to maintain largs inventories and to provide auxiliary
servioces, suoh as installation and repair. Exolusivs distributiom
calls for the proteotion and full support of ths channel sember
and more promotional effort than in the stretegy of intensive dig
tribution., Because of their role careful seleotion of exolusive
distributors ia oritioal %o the success of the manufacturer's
marketing programme.
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Dietribution ohannel Planning is closely associatea with
promotion planning because ohannel members oan be used to oarry
and intensify promotional messages directed towards consumers.
The emphaeis placed on the promotional activities of channel
members ie another ingredient of distribution strategy.

Dietribution strategy is also infiuenoced by the oompany's
decieions on the sise of margins to bo nffered to ohannel mea-
bere, as well as oredit, inventory, promotion and ocustomer serv-
ioe. These decisions determine the performance specifications
of the ohannel of dietribution and the basic distribution stra
tegy.

It io not easy to ohooee the optimal distribution channel.
The true problea is not ohannel multiplicity dbut the diffioulty
of estimating the profit oontributions of alternative channels,
It should start with an appre<sal of the performance of alter-
native channels, This leads to a rejection of many types of ohan
nele that fall short of the performance epecifioatione, greatly
simplifying the job of channel eeleotion.

Oxrdinarily, marketing management finds more than one chan-
nel type that ocan seet the performance speoifioatione. For examp
ley, it may decide that either a dietributor or a salee branch
oan do the job. In this situation the choioe becomee a question
of relative oost. If a oompany oould ignore channel ooets, it
would imvariably decide t0 eell direotly to final buyers. This
would give the mamufacturer full oontrol over his distribution
system and would dring him into intimate oontaot with his market,
possibly oovering all possible buyers by adopting a polioy of
intensive dietridbution. But, of oourse, dietribution ie not cost
lose. In many oases the higher oosts of direct, intensive distri
bution far outweigh its advantages.

Onoe marketing manmagement has estimated ohannel perforsance
(expressed in terss of expeoted sales) and ohannel ooets, it
should ealoulate the profit oemtributions of alternative chan~
nel types,
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It may be found that the ohannel whioh promises the biggest
sales volume or the lowest oost does not grant the highest pro-

fit oontribution over the marketing planning period.

Sn the other hand profit oontribution can be rejeoted ve-
oause the required finanoial outlay for oontrolling it exoeeds
oompany resources, By appraising alternative ohannels in terms
of their profit oontributions one can also avoid ohoosing a ohan-
nel simply because it is the lowest-cost ohannel, a common mis-

take in distribution planning.

Information on distributors may be obtained from banks, gu-
vernment agenoies, oredit agencies, trade assooiations, and other
sources. Armed with profile specifications and a prospeot list,

management is mueh better prepared to make the fimal seleotion.

It goes without saying that marketing management does not
always get the ohannel members it wants. Distributors with the
desired qualifioations may simply not exist in the market, or
they may be tied to oompetition, or they may not want to handle
the produot. Conoerning this last point it should be remembered

that the seleotion of ohannel members is two-—sided: the enterpri
se selects the distributor but, at the same time, the distributor

seleots the enterprise, Depending on the oiroumstanoces, one or
the other party is usually in a stronger bargaining position,

When the enterprise oan not get the ohannel members it wants,
it must either use inferior people, hoping to improve their per-
formance, eventually by providing oredit and technical assistance,
or establish its own distribution network. This last choioce may
involve a change in marketing strategy and eventually ocall for a
oapital investment beyond the financial ocapacity of the manufao-
Surer.

In planning physiocal distribution it is a mistaks to think
in terms of trensportation or inventories alone. Thinking should
be in terms of the entire logistioal system (plant locatiom, maty
rials handling, trensportation, storage, and informatiom).
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Logistic distribution planning should start with a study of
oonsumers: where are they looated? How much of the produ~t do
they buy at one time? How often do they buy? What physica. supply
services do they need in terms of inventory assortmeni, delivery
time, eto.? Starting with the requirements of final buyers, mar-
keting management can proceed to design a logistioal disiribution
system by working baokwards from the market to the place of pro-
duotion,

The inter-relationship among transportation, stocks ani
oustomer services is sometimes hard to detcot. A shift from sro:nd
to air transportation may add to distribution oosts, hut these may
be offset by lower inventory and paoking oosts or the sales ad=
vantages of quioker delivery to oustomers. Larger and mors variad
stooks closer to oustomers may inorease storage costs, but thcy
sometimes make poesible less frequent shipments and improved o:-~
stomer service. This demonstrates the need to plan the diutrivut-
ion logistical system in its entirety.

Good logistioal distribution planning pays off not oni; in
lower oosts but in higher satisfaotion and, therefore, deotermircs
sales expansion and oompetitiveness. Teoknological ohanges in
trensportation and communication and better methods of inventorm
oontrol offer new opportunities for improvemente of distributlin.
systeas. Ths manufacturer vho owerlooks these opportunities risss
to Jjeopardiss his own marksting programme.

A last remazk on distribution channel planning pertaina tc
the need for periodiocally reviewing the adequaay of the channels
already in use. Changes in market demant, oompetition, products,
oompany resourcee and in external faotors oan contribute to make
exieting distribution channele obsolesoent. Onoco the distribution
ohannel is sst up, there is a tendenoy by marketing managament to
regard it as fixed anl t0 avoid any changes until they assume an
emergency charecter. lus, in $ruth, nothing is fixed in marketing.
Nanagement should plan its distridution ochannels for ohange, and
ochange them agcooxding to objectives.




11. Planning Promotion Strategy

Promction takes many forme: personal selling, advertising,
sales promotion, and public relations. However difterent they
may appear, eaoh is an effort by the produoer to oommunioate
with consumers, distribution ohannel members, or the generul

p-blio.

Promotion consists of messages to the market to inform
about the produst, persuade tuv buy it, develop positive atti-
tudes towards the produot and the company, and induce changes in
people's benavior. The soope and effeotiveness of promotion are
highest for branded produots beocause the produot of each manu-
facturer is identifiable by the Luyer.

Promotion is communioation and involves 5 elements: a sender,
a message, & medium or message-carrier, a reoeiver and a feed-
baok from the receiver to the sender. Communioation is effective
when the receiver understands the message, in the way intended by
the sender, and takes the aotion desired by the sender. Feedback
information aots as a oontrol, letting the sender know about mes

sage failure or sucoess.

We oan distinguish 2 major kinls of media or message—carriers.
The first, and oldest, ia the human face-to-faoe oontact. It is
the most effective medium beoause the semder oan ad just his mee-
sage in response to an immediate and oontinuing flow of feedback
information.

The second olass of media inoludee some mechanical forms of

meesage—carriers, such as printed symbol (word, number, pioturs,

eto.) or eleotrioal, photographic, and electronio devices (tele-

graph, oinema, telephone, radio, television, tape recorder, eto).

Comauniocation may fail for a number of reasons:

- the message doee not get through to the receiver. T™he mediua
may break down or not link the sender to hie intended re-
seiver. Nore oommonly, the meerage ie not reseived because
of dieturbancee in the oommunioation ohannel that takes the
receiver's attention away from the neeosage;
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-~ the receiver peroeives the message but he dces not under-
stand it in the way intended by the sender (this is a com
mon faulire when sender and receiver belong tc different
oultiures)y

- although understood, the message does not persuade the re
oeiver to take aotion as wanted by the sender. Also, the
receiver may have little or no interest in the message's
oontent. Or he may not believe the message. Evan when the
reosiver believes the message and has an interest in its
oontent, he may not take the desired action beoause he is
not oonvinoed it would benefit him., Final ly, the appropri
ate aotion may rot be feasible, however willing the reoei
ver is to take it. In the ocase of promoutional measage this
oan ocour when the produot is not physioally available to
the receiver, or h¢ lacks monay or credit to buy, or he
does not have the faocilities or the reason for using the

produst.

Promotion is only one of many forms of oommunioation in mar-
keting. Aotually, all marketing aotivities have a communication
aspeot, Planning a promotional stretegy requires an information
flow from several sources: markets, oocmpetition, government and
other external institutions as well aa from iaside the firm
(ad-iniltntion, reeearoh, produotion, finanoe and sales depart-
ments. To become operational, promotional strategy deoisions must
be communioated to the members of the organisation responsible
for ite implementation, inoluding distribution ohannel members,
as feedback inforsatior ie essential to oontrol results is aooop
danoe with planned objeotives.

Communication may be distorted by economio, struotural and
cultural factors.

When one thinks of culturel differences, ome probably thinks
first of language differences. T™his may lead t0 view the prodlem
of communication as & linguistic ome, whose solution is s simple
trenslation from ome language inte another. It has been wisely
said: "To kill » message, translate it",
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What 18 needed 18 much more than a translation of promotiona)
meseage. Promoliunal messages should fit the 1deas, attitudes,

motivations, experiences and ways of li1fe of the receivers.

It should be realized trat often consumers are likely to
know little or nothing abou. products - brand name or company, how

sver wsll-known and aocepted they may be.

Knowledge about product image in the market can te very help
ful in designing the text of the promotional message. By appeal-
ing to oultural factors and doing what 18 neosssary to neutralize
£ reverse negative attitudes, the enterprise stands a much better

ochanoe to develop an attraotive image for its produoct.

The decisions made by marketing management on the over—all
strategy tc be adopted in terms of produot, price and distribut-
ion ohan.asl polioies have a bearing on planning promotion. Promo
tion should serve the strategio marketing plan and support the

othsr oomponsnts of the market-mix.

In planning promotion stretegy, 2 fundamental questions oon-
front management: whom do we want to communioate with? and what do

we want our communioation to acoomplish?

The first question relates to promotional objectives and the

second to specific promotional targets.
Promotional targets fall into 3 main groups:

-~ potential buyers (household oonsumers, industrial users,

governmert);

- distribution channel members (agents, distributors, who

lesalers, retailers); and

= the general publio,

Ths promotion direoted towards potential buyers tries o tram
form them into aotual buyers; promotion to distribution channel
members aims at developing orders by persuading distributors that
they oan sell the produot at a good profit; and promotion to the
general public endeavours to build good will and a good inmage ocom-
oerning ths enterprise and its produots.
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Marksting management needs tc go hayond this three-way tar—

gets classifiocation to identify the best promotional strategy to

implement, This is mainly a question of research, which shouid
help identi1fying the economic, structural and cultural difteren-

ces of promotional targets.

Unee promotional objectives and targets are detined, manage—
ment oan begin tc plan i's promotional strategy. It may use any
one or a combination of 4 major tools of promotion: personal sel-

ling, advertising, sales promotion, and public relations:

- Personal selling uses salesmen toc communicate face-to-face

with prospeotive oustomers, Although salesmen may use thne
telephone, mail or other media toc send and receive messa-

ges, the essence of personl selling 18 the face-to-face

oontact, This differentiates personal selling from all

other forms of promotion,

Personal selling does not merely conoentrate on "order-

taking" whioh does not concern the generation of new sales.

- AMvertising is a non-perscnal pressntation of marketing
messages through various media, such as newspapers, maga-
zines, motion piotures, outdoor posters and signs, direct

mail, redio, television, oatalogues and direotories,

- Sples promotion oovsrs all sales activities that supple-
ment ths funotions of personal selling and advertising. It
inolwdes displays, shows and exhibitions, demonstrations,
sales oontesta, samples, and other aotivities which are
usually non-reourrent but gesared to generating new sales
and develop market demand.

- Pyblio relations is any kind of news about a oompany or
its produots whioch has ocommercial significance. It is a

kind of publioity that cultivates good will towsrd pro-

duocte and company’e images. To get it, enterprisss shall
supply media vith intereeting news items, without payment
for space or time given by such media. It may, bowever, i
involve payuent t0 an outside publio relations agenay.




Esoh of these forms of promotion has apecial strength, but
also some limitations, Personal selling is usually the most ef-
fective promotion, ae the ratio of sales related to the number
of sales prospeots contacted is normally higher than in imper-
sonal promotion. The major limitation of personal selling is its

high cost per sales contact, if compared to impersonal promotion.

Advertising offers the advantage of reaching = larger num-
ber of potential buyers at a rslatively low oost for eaoh oon-
tacted buyer., It is the form of publicity best suited for mass-
promotion, The nain limitation of advertising is its possible
failure to persuade a fraction of prospects exposed to advertis-
ing messages to buy the advertiser's product. Becauss advertising

is impersonal it oan seldom rival the impaot of personal selling.

Sales promotion is generally used to improve ths psrformance
of channel members or salesmsn through sales aids, displays, oon-
tests, exhibitions, and the liks. Participation in trade shows is
a traditional form of sales promotion and frequently a very suo-
osssful one, because it combines the face-to~faoe oontact with a

large number of buying prospeots.

The advantage of publio relations is its credibility. People
who do not believe advertising appeals about a produot, often be-
lieve the same appeals when they read or hear about them as news
items. The use of publio relations as a promotional tool is re-
latively developed and mostly used by medium and largs-soale en-
terprises and oo-operatives of small-sozle companies,

In planning the promotionmal etrategy, decieions must be made

on the allocation of efforte among personal selling, advertising,
sales promotion and public relations. Deoisions on the promotio-

nal-mix are guided by prior decieions on promotional fargets and
promotional objectives.

We firet look at perscnal selling., How much and vhat kind of
personal selling efforte does the company need to achieve its nal
keting targets? The answer to thie question is greatly depemdent
on the etruoture of the channels of distribution. ¥hen a oompany
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uses distridbutors it turns over to them the bulk of personal
gselling effort in the target market, On the other hand, if the
oompany distributes through its sales branches direotly to
final buyers, it assumes the full rvesponsibility for whatever
personal selling effort may be needed to reach its targets.

For this reason an important oonsideration, in choosing a direct
distridbution ohannel, is the ocost of doing the personal selling
Job,

Beoause ohannels are likely to be more direct, personal
selling is more common in the marketing of industrial goods than
oconsumer goods, Here the emphasis is on highly-trained, oreative
salesmen who are able to oommuniocate and explain the often ocom-
plex nature and advantages of industrial products. Generally,
the salesman must use rational appeals, anl may have to deal
with several people in a company such as the produotion manager,
the ohief engineer and the financial officer in order to nego-

tiate a sale. This oreative selling job makes essential a very

- oareful selection of sales representatives.

In this context, promotional planning decisions relate to
the number of sales representatives needed, sales territories,
sales quotas, sales training, sales message, and ~ther faotors
that determine the soope and intensity of the personal selling
offort. Marketing management should weight all implioations in
terms of expeoted profit oontributions, even though suoh esti-
mates can seldom be preoise,

Advertising may be used in plaoe of personal selling or as
s supplement to it. In planning itm advertising strategy, marketi
ing management faces several questions.

= Do we need advertising? The need for advertising is mainly
dependent on the produot, the nature of target oonsumers
and wvhat oompetitors are doing in the market. Marketing
sanagement should make a judgment on the opportunities of
sales at différent levels of advertising experditure,

If the deoision is to go ahead with advertising, it should
be clearly defined in terme of charsoteristios of the ad-
wvertising targete.




— What is the best media-mix? Obviously, marketing mana-
gement should choose advertising media that reaoh mark
eting targets, It is, however, diffioult to evaluate

the effeotiveness of the available media.

Marketing management should also consider direot mail
advertising as many prombtional programmes oan be sucoess
fully implemented by sales letters sent to distributors,

industrial users and consumers,

Considerations ~elated to objectives, promotional tar-
gets and the product require factual information, persua-

sive appeals in advertising texts.

Co-operative advertising arrangements whereby the enter-
prise pays for part of the advertising done by channel

members are frequently used.

Advertising should be a dynamio tool of promotion, taking
aooount of changes in demand, competition, company re-
souroes and cther elements of the marketing-mix. When suoh
ohanges are projeoted and inoorporated into the strategio
plan, marketing management should alsoc plan appropriate

ad justments in advertising, particularly when the product
is expeoted to enter a new phase of its life-oycle, during

the planning period.

How much to spend on advertising? This question im the
great problem for marketing management, because it is very
hard to memsure advertising effeotivenees, But even rough
estimates are better than none., Too many enterprises de-
oide to advertise up to a certain percentage of past or ex-
pected sales. When sales go up, adveriising goes up and

vhen sales go down, advertising goes dowmm. Clearly, this
approach to advertising budgeting has no logio basis and
nakes advertising the result of sales rather ihan sales the

result of advertising.
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Another faulty approaoh ooours when advertiming is considered
& marginal aotivity. Then the oompsny spends on advertising what
it thinks it can afford. Usually this is too little, sometimes too
muoh, but ssldom the right amount.

The most reasonabls approach is the ons we have above out-
lined: set the advertising objeotives and then spend what is ne-
cessary to attain those objectives, using profit oontribution ana-
lysis as a measure. Good control over advertising oomes from good
planning. Some enterprises av,id this problem by letting ohannel
agents make all advertising decisions "on ‘le spot". The result is
apt toc bs a very "spotty" performanoe, some doing a good job,
others a poor one. Furthsrmore, there is little oo-ordination be-
tveen advertising and other ocmponents of the strategio marketing
plan.

The ideal solution is a control that insures that advartis-
ing oonforms to the marketing strategy, but at the same time en-
couragss aotive participation by channel members,

Nany salss promotion aotivities ars of a speoial, non-repe-
titive charaoter with short-run, tactioal objeotives. As such,
they fall outside the realm of strategio marketing planning. Even
here, however, marketing planning oan offer guidance oonoerning
the intensity and kinds of promotional support to give to ohannel
members, and in co-ordinating it with advertising and personal
selling. Wor sales promotion activities that are oostly and lhave
long-run effects, such as expositions, trade fairs, annual sales
oonventions, eto., it is necessary to determine their importance
and integrate them with the over-all marketing plan.

After marketing management has made preliminary deoisions
on speoifio promotional efforts, it should draw them together to
form a harmonious promotional strategy which, in turn, needs to
be brought together with produvt, price and channels strategiss,
to finalise the aotual marketing plan-strategy. As competitive
pressures push enterprises towards more sophistioated forms of
marketing, promotion of all kinds, ocarefully planned and ably exe
cuted, has become indispensable to oreate or sustain the econmmio
expansion of industrial activities.
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12, Organizing for Marketing Planning

Planning, directing and ocontrolling are the major compo-
nsnts of the manageament funotion. These activities are effected
through the organiszation, that is iteelf subjeot to planning and

oontrol,

What, then, oan we say about organizing for marketing plan
ning? Who should do the planning? At what management levsl? Who
should ocontrol operations mocording to the plan?

Strategio marketing planning starte vhen the man in oharge
of the enterpriss (president, genersl manager, managing direstor,
owner) ssts the planning wheels in motion. He does so when he
strives to devslop markets and to forecast ths future of the en-
tsrprise'e progrese rather than to merely react on a baeis of

oritiocal events.

The chief exevutive's ocontribution to marketing planning ie
mainly rspresented by his emthusiastic support. But he can 4o
muoh more. He ocan eet oompany-wide objectivee to guide marketing
managementj hs ocan indioate where he wants the enterprise to be
in the next three, five, ten years. He oan make sure his beet
marketing people do the planning, not delegating the job to other
non-specialised executives who lack expertise or analytioal po-

Marksting management must have both the responsidility and
ths authority to formulate and implement the etrategio marketing
plan, for eeversl reasons.

Pirst, marketing management should have oonfidence in the
plan, if it is to suoceed. Seocond, marketing management has a
generel aoquaintance with many aspects and prodlems of market-
ing, and, most important, it hus the pover of juigment in the
market place.

Sometines, management laoks of the technioal skills seeded
in marketing planning. But these can be ocbtained by using experts
and oconsultants from ocutside the company.
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Top management oan learn a great deal from marketing plan-

ning., Training in oonoeptual problems, testing assumptions

against faots, integrating many diverse faotors and looking by-

yond everydays' business operations is as important by-produot

of oorporate planning.

Marketing manageaent is in a unique position to oontrol if
operations oonform with the strategio planning. Ultimate control,
of oourse, is exercised by top management, but marketing manage-
ment should bear the responsibility and have the authority for
aochieving marketing targets,

In eome enterprises, marketing planning ie a funotion oar-
ried out by persons with no responsibility for marketing operat
ions, but having expertise in planning.

No doubt there are merite in this deoision, Our own judgment,
however, is that plann.ng speoialists should only assist marketing
management in planning,

Marketing management, in preparing its strategio plan needs
the oo—operation of exeoutives from other funotional areas of the
ocompany. Financial officers muet be oonsuited about expenditures
and company resources. Narketing management must also work olose-
ly with production management on questions involving physioal oa=-
paoity to meet salee potentiale, and possibly on produot adaptat-
ion., Engineering and research people can offer invaluable assist-
ance in planning produots characteristios,

Marketing management shall also seek the advice of these
people for a eecond reason. Approval of the marketing plan by top
management will commit all executivee of the company, in one way
or another. They are more likely to acoept their commitments in
a co-operative epitit when they feel a sense of participation in
the marketing planning proceee. Planning activities also emoou-
rage sutual aeeistance and understanding among executives in dif- '
ferent departmente because then everyone oan visuslise that the §
entire enterprise ie working in view of common objectives. i
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In this oamse, organizational planning - like marketing
planning -~ starts w.th a consideration of the markets that the
company presently serves and expeots to serve in the future.
The goal should be an organization that oan exploit market op-
portunities and that oan oonceive and oarry out the approved

strategy.

The kinds of deoisions that enter into marketing planning
help determining the organizational struscture needed to ocarry
out the plan,

Marketing management shall partioipate in all top-level
deoisions oonoerning produot development, oapital investment
and other vital matters that may have a bearing on the success

of marketing strategy.

It takes a major effort to formulate, organize and imple-—
ment marketing strategy, as it was desoribed. But rewards ocan
be great, Given the full baoking of oompany leadership, with the
authority and resouroes to plan, exeoute and oontrol the market-

ing programme, marketing management oan develop market demand ,

directly oontributing to the progress of the enterprise, and in-

direotly of the industrial seotor and of the national eoonomio

environment.
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13}, Organising for Marketing Research

Marketing reeearch conoerne the funotion of faot gathering
and the analysis of information to aid merketing deoision-making,
Its emphaeie is on demand analysis and the study of oompetitive
poeition, produot development, paockage deeign, advertising, pro-
motion, and phyeioal dietribution,

Marketing researoch ie the starting point in the systematio
procees of industrial development. Its ultimate goal is to re-
duoe rieks of decieione and eonnomic waste, supplementing intui-
tion with faote and aiding the deoision-maker in the process of
"ohoioe of action",

The value of marketing research depends upon the degres to
whioh it providee a baeie for developing marketing strategy.

Although the ueee of marketing researoh in the oonsumer goode
field and the industrial goods field are more alike than different,
some of the distinotive elements of industrial marketing research
should be noted. Becauee of the limited number of large oustomere
in some induetriees, industrial market researoh may vary in its ap-
proach, ae survays in thie field often are speoifiocally directed
to engineere, managers, highly skilled teohnicians, or purchasing
agente., Peculiaritiee of the industrial marketing, euoh as forma-
lised deoision making, group negotiating, reoiproocity, geogrephio
ooncentration, profit motivation, produot differencee and produocs-
ion requirements must de reckoned with.

Although individual enterprises may rely on cutside eouroes
for the investigation, the transformation of the findings of a
research into policy always occurs at managesent level. Research
ocarried out by meabers of the enterprise has the advansages of ‘ 1
oontimuity, cleser somtrol, familiarity, and detter integration .
with the enterprise's strategy. o
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The most important oconeiderstiem 4in the organisation of
marketing researck withia an enterpriee is that the persen res-
ponsible for it shall be a key sxecutive of the organisatiom, in
direot eontaot with those aotively direeting the aotivitiee of
the enterprise. Much otherwise good marketing researeh hae limi-
ted value because the persen in charge, either as a result of
low reank or lack of personal influence, fails to induce manage-
aent to use it. The person who directe the work of research must
be able to translate management problems into a research project
whose findings meet the needs of the decision-maker. He muet de
able to show that the research is worth its cost, that the infor
mation is timely, ueable, and acoeptable, and <hat the recemmea-
dation have preotiocal applications. Direot channels of comsumi-
oation with the heads of the oompany must be provided for the
transaission of information leading to improved decision making.

Speoifio qualifications of the reeponsible for marketing
research include:

ability to oommuniocate effectively with top management,
aptitude for amd training in analytiocal work,
experience and treiming in marketing,
oomprehemsion of oampany peliociee and objeotives,
imagination in the uee and development of research techni-
ques,
recegunition of prierities in the application of research,
- an understanding of human and environmental market oon-
ditions, and
- an o6bjective approach.

To be of value, marketing research must be a oontimuing
astivity sinoe mich of the faoctual information with whioh i¢ ie
oonserned shanges from year t0 year.

Narketing research usually takes tiee and ocoste memey. Ite
immeliate nometary return ie often diffiocult to measure. Eaving
a definite budget ie, therefers, important,
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The importance of marketing reeearch in developing ooun-~

triee is illustrated by the development of this aotivity in
the industry sector in reocent years. The major fields of mar-
keting reeearoh are:

- Product snalysis. This embracee all applications of market
ing research designed to develop new produots or adapt old
onee ¢0 ae to induce maximum acoeptability by the market.

Consuser survey. The best-known and probably most univer—
sal application of marketing -esearoh is in the field of
induetrial and oconsumer studiea, designed to dstermine who,
in fact, are the users or aonsumers of produots (by such
olassification data as age, sex, esonomioc status, as well ae
identification of faotors influenoing the demand, reasons
for use, oonsumer attitudes, loyalty, eto.).

Dietribution ohannel surveys. One of the broadest appli-
oations of marketing and distribution reeearch is in studiee
of the varioue ohannels of distribution, Marketing reeearch
methods are being applied inoreasingly by middlemen them—
selves, partioularly larger wholeealers and retailere. Spe-
oifio e\ 'dies illustrating the most important applicatione
frem the point of view of the manufacturer include select-
iom of ohannels, eeledtion of individual units, appraisal
of dealer coverage, oredit poliocies, exclusive franchises,
operating methods of dealers, attitudes of dealere, dealer
etooks, and dealer oco0ste and profits.

- 5ples anplyeis. Thie foerm of analysis uses records of sales
ae & funetion for etudying a nmumber of specifio marketing
problems. By eomparing sales resulis by produoct line, YWy
terrideries, by market cegnente, or also by individual
salesmen, it is pessible to develop aew strategies for
significant improvement of market positiom.

- Distribatien eoet aselrais. Altheugh all distridution re-
oeazek has ite ultimate result in the imprevenent of of-

festive disizitution systen, the magnitude of thelr cost,
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rspresenting an important burden upon the final cvoet of
comnodities, has led to specialized studies aimed at re-
duoing the cost of distribution. The msthods employed are
thoss of oost acoounting analysis, whioh assigns to detail
od operatiors thair share of distribution oosts, By elimi-
nation of smail orders, inoreased storage faoilitiee, re-
routing of dsliveries, simplification of lines, reduotion
and ad jusiment of marketing effort, and similar interpre-
tations, savinge in distribution oosts are achieved.

- Market potential. Market potential determines ths amount

of & oommodity that a given market oan be expected to ab-
sorb and is useful in devsloping sales foreoasts quotae,
It faoilitatee oomparison of potsntiale for and performan
oo by individual salemmen and dealere, and is used for-
eetting boundaries of sales territories, routing salesmen,
and ssleoting territoriee in whioh to oonoentrate market-
ing efforts,

- Attitude and opinion reesarch. Thie type of marketing re-
eearch ie a basis for promotional and advertising aotivi-
tiee, Studiee of attitudes and opinions of the market are
only one phase in thie field, as studiee of speocial groupe

of sonsumers, eaployeee, stookholdere, management, and oer
tain eooial groups are aleo important.

- Mvertising and promotion research. This type of marketing
research is a basis for planning and executing advertieing

or promotional campaigne, in addition to oonsumer surveys.

- Price analysis. The specific oontridution of thie type of
marketing reeearch is primarily that it helps measuring
sarket demand at varying prioe levels, by applying expe-
rimental methode in different outlete or markets, noting
the volumes absorbed, alsc in relation to oompetitive
sales volume and prices, on a trend basis.
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- Market trend analysis. The objeot of such marketing re-
search is to obssrve and interpret ohanging environmental
market oonditions and to forecast future market develop-
ments,

- Opsrations rssearch. This type of research started during
World War II to solve military operational problems, and
it is now aleo used to analyze marketing problems. Basi-

oally, operations researoh measures ohanging relation-

ships and their oonsequences.

Operations research has several applioations in marketing.
Generally these involve optimizing the allocation of mar-
keting resources and effort. Specifically, operations re-
search has been used to locate warehouses and outlets, de-
ternine optimum inventory levels, estimate size of sales

force, route distribution, assign terrotories, seleot pro-
motional devioes and media, establish produot polioy, fo-
recast market shares, and deteraine prioe and oredit poli-

oles.

- Behaviorsl researxch. To study the foroes influenoing market
behavior the marketing rssearcher has borrowed teohniquos
from ths various behavioral eciences. Emphasis in this area
is placed on the analysis of motives detsrmining consumer
attituds. Sooial etructurs, situation variables, oonforsity,
and purahaee influence are studied, scoordingly, as vell as
forms of inoentive, identification, regression, repression,
and other behavicral variablee. In effect, behavioral re-
eearch deals with the varigbles underlying ths faotors of
attention, interest, desire, conviotion, action and satie- |
faction, that are important elements in tks marketing pro- {
cess. |

Thers are a mumber ¢f basioc steps in marketing researck pro-
oeduret

Step 1. The situation anslyeis. It ooncerns the colleotiom of
availabdle date regarding the ocmpany, its products, the industry,

the market, the distribution situation and the promotionm, In this
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phase the reesearoher seeke to obtain all possible information
about the oompany and the environment oonditions.

Step 2. Planning the formal investigation. The speoifio proce-
dure for oarrying on the investigation is detemined at this

point, Varioue hypotheses are oonsidered until the specific pur
pose of the research has been seleoted. The types and sources
of data to be obtained are determined. Deoisions as to the samp
le to be employed are made. The various forms and instruotions
sheete are dravn up and the results of this planning work are
sunmarized in a formal plan thut beoomes a basio guids for oon~
duoting the researoch,

Step ). Gathering data. In this phase the field work or organi-
sed oolleotion of primary data is carried on, After the praoti-

oability of the research plan hae been tested, the final survey
is isplemented.

Step 4. Tabulation and analysis. The research reports are edited
and the data obtained are tabulated so that they take the fora
of a series of statistinal oonolueions.

Step 5. Interpretation. From the statistioal summaries and oon-
olusions that have been developed in the preceding step, the re
searcher nov makes interpretations in terms of business polioy.

Theee interpretations may oonfirm the effectiveness of polioies
already established, or they may point out the need for funda-
mental ohanges. The final produot of this stage is a series of
specifio recommendations,

Step 6. Preparation of report. This is a sepurate step in whioh

the results of the reeearch are finalised for presentation to
the top management.

Step 7. Follow-up. This final phawe is most important. The ul-
timate value of the rseearch is the extent to whioh its recom-
mendations are aotually put into preotioe and the objectives
are then achieved. In order to fully benefit from the 00lleot-
ol information, researchers usually oooperats in the inplementa~
tion ppass at least during earlier stages of insuguratiom of
the new policies whioh have oome about ae the result of the
study.
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In the majority of marketing studies, primary data are ob-
tained from buyers or userse of a ooamodity, government offices
and various other data-banks. The most important sources of pri
mary marketing data, genexrally gre:

a. Dealers, inoluding wholesalers and retailers. Murthermore,
there are special groups engaged in the distribution of
oertain produote that it ie wise to include,

b. Interpriss records. A major source of data is the internal
records o the firm. In the situation analysis these re—
oords are scanned and examined. In planning the research,
the solution to a major problea may be made from an inten
sive analysis of sales data already in the files of the
oompany.

o. Data from published records. Another useful source of data
is publiehed external records wvhich may provide baokground
for the etudy. Findings and oonolusions may be, hovever,

based on inoomplete data.

d. Referenoe and bibliogrephy lists.
eo. (overnmental publiocations oontaining market data.

f. Non-governmental publior.tions.

After the decision has been made to oolleot marketing infor-
mation from primary sources, it is implemented through a ohoice of
& oombination of researoch toole and techniques. In the implementa-

tion of research procedure a oertain sequence has to be followed.

Information about a market ie obtained by obmserving the
charaoterietios ¢f a sample pioked from that market. The more
oarefully a sample is selected, the more information it will
nontain about the market from whioh it is drawn.

No sample is likely to be an exaot indicator of the market
from whioh it vas selected and may induce oertain errors in esti-
mating the market values. These errors are divieible into two
groups: saspling errors amd errors of prooedure, Sampling errore
ocour because of the limitations of the saaple itself, and are a
funotion of the sample sise, the variability of the faotors under
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study, and the sampling plan. An srror of prooeiure, or bias,
exists when the sampls shows a persistent tendenoy to deviate

from the market viaiues, and may be caused by wrong assumptions.

'he baeic objective of a sample is Lo provide ihe necessary
informe+ion about a market, with the required precision and at a
nimim m cost. Before the actual sample is drawn, two basio ele-

ments of the sample have to be determined:

- definition of the market: the market, also known as tha

universe, from whioh the sample is to be drawn, has to

be defined in clear terms,

- definition of the sample framework: the selection of & sample

from a market rsquires a framework., One framework, through
which it is possible to detect elements in the market, is the
geographio frame.

The final step in planning a marketing research projsoct ie

laying out a set of cperating plans and costing the remainder of
the work.

The importance of planning a epecific operating sohedule for
a marketing research study oannot be overemphasized. By the time
the plan hae besn complsted and tseted, an aoourate time programme
should be worked out to keep the progress of the later analysis
orderly and avoid oonfusion,

Coste are dependent upon the charaster of the problem and
vary greatly. What is important ie that all ococets of the variocue
operstions are dstermined, alloocated, and dudgeted.

Costing marketing research work sust include every stage and
every funotion of the total operation. No ons stage or fumotion
should be used ae a basis for dstermining a total ooet,

Mequate oost records must bs maintained so that standards
of ocost allocation and bedgeting are further develepeld. Such
standards are useful as a frams of reference for costing new
Tesearch projecte.
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One of the most oommon causes of ineffeotive marketing re-

searoh is failure to allow adequate time and suffioient funds.
It is long-established soientific truism that good researoh takes

time

and oostse money.

The key to suonessful handling of the entire marketing re-

search opsration liee in the quality of the supervision which is
enployed.

The results of most marketing resea:ohes are so largely in-

tangible that it is impossible to obtairn final and complete evi-

denve. The researoh-man must not allow himself to overlook the

nany

unmeasurable factors whioh are vresent in any given situation.

It is not enough to merely use logics for presenting the fin-

dings of a marketing analysis, The following rules indicate some
oonsiderations that will go far toward avoiding this pitfall in-

terpretations

1.

2,

3.
4.

5e

the aotual oondition of the ocompany and the market should
be taken into acoount.

the probable opposition of exeoutivves should be taken into
aooount.

the required course of aotion should be olearly stated,

a series of progressive ad-hoc changes should be re-
ooanend ed ,

reconmendations should, if possible, be quantified in
terms of advantages ooncerning the new proposed oourse
of aotion,

As a result the Ressarch Report should have the following

definite charaoteristios:

oompleteness: nothing is omitted, from detailed tabdles
shoving all data, the questionnaire and forms used, to
a oomplete exposition of methods used,

logioal arrengement: each step in the procedure is unfold
od exaotly as it wms done. The prooedure was soientifio,

i T e e e
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whioh means that the work is divided into speoifio steps,

eaoh step leading logioally to the next one. The baok-
ground and the problem oome first, the oonolusions oome

last,

- impersonality: the report is a cold exposition of what has
been done, a statement of faots, emphasizing the importan-
oe attached to procedure and objeotives, as required,

- aoouraoy: faots are aoourately stated, as weil as oonolu-
eions and recommendations,

- pertinence: there should be no deviation from the sssigned
research targets.

To achieve these charaoteristios, the material in the re-
search report must be properly organized. A good outline to be
employed takes a form similar to the one that follows:

l, Introduotory material:
Title paget

. subjeot

. for vhoa prepared

o by vhom prepared

. date of the report.

Preface:

. brief statement of ooocasion for the study
. by wvhom authorised

2, Objectives of the study:
A olear statement of the problem and objectives for whioh

the research is made. This takes the form of a olear or-
ganisation of hypotheses.

+ Nethods em ods
. desoription of the oonditions under whioch the study was

oonducted. A running acocount of how the study was msde,
otep by step.
« statement of sources of data,
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« samples of schedules and questionnaires (if any),

. desoription of any speoial methodologioes employed,
with justifiocation for their use,

. statenent of limitations from the point of view of
methodclogy.

4. Firdings:
The material on whioh oonolusions are based. ™is inolu-
des statistical summarizations, whether in table or ohart
form,

2. Conolusions:
A summary of the signifioant oonolusions brought out by
the study.

6. Recommendations:

A statement of specifio polioy recommendations to whioh
the oonolusions point.

. Appendix:
. detailed tables,

. bibliography,

. detailed theoretical matters, suoh as proof of relia~
bilit,, and so on,

. original doounentation,

The last step of a marketing research project is translating
the recommerdations into preotioe.

The ultimate test of the value of a marketing research lies

on the rssults that have been attained by carrying its recommen-
dations into effeoct. What reslly oocunts is the degree to whioh

the oonclusions are adopted in business practioe.
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14. Plamning Market Segmentation.

Whenever a market ooneiets of two, or more, oonsumers or
ueers, it oan be liable of being eegmented. The seaning of
segaentation ooneiste in faot in determining speoifiocatione or
differences between oonsumere or users, whioh may lead theam to

require appropriate marketing etrategien.

The maximum number of segments a market can consiet of ie
the total number of buyere oonetituting the markst.

In effect, each uonsumer oan be a speoifio markst, ae hie
nevde and requirements can be unique. On the othsr hand, the
marketer ie bound to sell acoording to broad olasses of buyere,
poseibly not differing in intsreets, motivations and nseds.

The measurement of the oharaoteristice of potential oon-
sumere are a fundamental ooneideration in marketing strategy
planning, togstber with the evaluation of the degree of acoeesn—
ibility and subetantiality of suoh eegmente.

By markst segaentation, an enterpriee can adjuet ite pro-
duote and appeal, taking advantage of realietio opportunitiee
and plan ite production and inveetment, acoordingly.

The most usual variables to detsrmine markst segments are
those related to eccio—economio oharmoteristioe (age, sex, family
eiee, inoome, ococupatiom, eduocation, religion, rece, culatual and
escial olass), geographio (region, oity-eize, rural ocounty sise,
deneity, olimate), personality (leadership, ambition, authorita-
rism, oonservatisa, oompulsiveness, extrovertisa and introver-
tism), behavior (usage, buying motive, brusi-layalty, channel
loyalty, price seneitivity, eervice eeneitivity, promotional
eensitivity).

The eocio-economic variadbles are very eignificant for dis-
tinguishing segments in a markst. However, the geographic variad
lee, the persomality variables and the behavior variables are also
oensidered important aspeots of market eegmentation,
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Sinoe a produot ocan satisfy a nuaber of needs and motives,
it is useful to asoertain whioh motive may predominate and de-
fine the market segment aooordingly,

The basic problem faoing enterprises which segment their
market, is how to estimate the dynamio values of eaoh suck seg—
ment, in order to allocate marketing effort and budgets over
each segment and shape the marketing-aix stratogy.

In other words, by analysing esoh market segment, the enter—

primse is led to regard each segment as a distinot sooio-economio
entity,

Some segments may appear oversaturated while others may be
underdeveloped.

In sumsary, the most important thing about segmenting a
market along socio-eoonomic, geographical or behavicral lines,
is that it represents sub-markets with individual and global dif-
ferences, whioh can be measured,

The analysis of segment charaoteristios has to be oconsidered
the fundament. for setting market targets, allocating resources and
sbaping the marketing strategy.

Por market measurement is intended the activity of formulat-
ang quantitative estimates of market potential demand.

The market desand can be measurss in terms of:
= preduot line dimension,
- time dimension (short range, medium range and leny rangs),
- spase dimension (specific geographic areas, segmerted amd
global market).

ek type of market measureaent serves & specific purpose,
sush ast

= providing erieatation for ondering rav materials,
= plamning and ssheduling production eutput,
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~ making decision on investment,
- planning new product development, and

- ooneidering or deoiding induetrial expaneion.

To formulate strategies, based on market measurements, one
shall generally start by evaluating or forecasting the totai vo-
lume whioh oould be marketed within a well defined eegment or
within a epeoifio ares, during a epecifio time period, under well
determined environmental market conditions.

In this definition there are these specifio faoiors oxr va~-

riablee:
1. produot, whioh must be carefully defines,

2. volume of possible purchaeee, whioh shall be measured in
relative finanoial and phyeioal terms,

j. market segments, whioh shall be measured per ee and in re-
lation to the glotal market,

4. environmental market, which shall identify geographical
boundaries and environmenial charsoteristios,

5. time, which is related with the measurement of market and
olimatio or seaeonal oonditions, and

6. marketing effort, and available resources.

One of the most important aspects of market measurements is
the forecasting of future demand for a given product or servioe,

within a given area, acocording to a givea market segmnent, during

a given time span, in relation vith a given marketing strategy
and oompetitive pressure,

The current methods of aarket forecasting are affected by
serious limitations amd may only depart by surveying the market
and asoertaining the ocapaoity of it, on the basis of statistiocal
studies of past purchases.
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In forecasting market demand it is important to make sub-

stantial use of sales force estimates, oonsidering salesmen as
oonstant field observers, even if they are generally unaware of

looal eoocnomio developments.

Another interesting oontribution is *he one of outside ex-
perts' opinion or market test methods, which involve prooedures
related tc the evaluation of reourring market forces (trends,
oyoles, seasons) or non-recurrent impulses ( speoial events, stri
kes, price oonfliots and other disturbances).

The prediotive reliability of a market foreoast depends on
the quality and quantity of opservations ooncerning variable and
non-variable factors in an attemp! to reveal the size and impaot
of measurable oonditions, whioh have affeoted or are likely to
affeot the market demand.

The market, as we have said, is not generally presenting it-
self as an homogeneous patterny many are the different oharaote-
ristios and requirements appearing even within the primary scheme
of needs and requirements.

The analysis and the subdivision of the global market in re-
latively homogeneous groups or market segments are the fundaments
for marketing strategy planning.

Narket segmentation inoludes the following elements:s
~ & olear definition of the market whioh shall be segmented,

- & choioce of parameters and oriteria to idemntify and subdj
vide the market into speocific and relatively homogeneous
sub-markets or segaents,

s value measurement of each segment,

a strdtegioal choice of seganents upon whioh 0 orientate
the marketing strategy, and

« the allooation ef the marketing buiget per selestel segaemt,
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Emob market ssgment has both quantitative amd qualitative
oharaoteristics.

Whsn the enterpriss operates speoifiocally into only ons
or a fsw markst segments, the conoept of "market of the enter—

priss" as a quota of the global market, loses most of iis mean

ing.

Ths oriisria, or parameters, for identifying the valus of
sach markst segment are many, aocoording to the produot, the
sntsrprise and the environmental oonditions.

We doubt, for a numbsr of reasons, that socio-economio
paramsters are so esssential as traditionally oclaimed, but,
howevar, we consider that their analysis is an effioient con-
tribution to the identifioation of market segments.

A cubdivision of the market in relativsly homogeneous
seguants is valuabls only if based on measurable data related
40 ths oharactsristios of each segment.

On this baeis we can subdivide the marksting strategy
into 2 basio systems: differsntinted marketing, and un-diffe-
rentiated marksting,

The majority of industrial enterprises is evidently ori-
ented towards the strategy of un-diffsrentiated marketing,
where the market is oonsidered as a homogensous pattern. This
san be advantageous wvhen the product lines ars limited, as
1t contributes to minimise josts of produotion, trunsportatiom,
vareheusing, promotion ani risearoh. This is however negative
in sass of market cengestion Wy emcessive competition and may
detesnine thes insatisfaction of specific market segments.
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Differentiated marketing is partioularly adopted by pro-
ducers of oonsumers goods, whioh aim at oonriderably inorsas-
ing the total sales of each product line, in visw of develop-
ment programmes and diversifioation strategies, Of oourse,
such strategy induces higher oost in implementing the market-
ing-aix and oan be adopted only after a oareful evaluation
of the margins of profit,

The usefulness and profitatility of market segmentation
is oconfirmed by a large number of advantages, some of whioh
we shall briefly list here:

- they inorease total secles, reduce oosts and rise profits,

- they diminish dependience on the limited potential of the
domestic market, balanoing investment risks and rendering

an enterprise more resistant against inoreasing competi-
tion,

~ they are a factual way of specializing operational oapa-
oity, improving presentation and quality of produots,
developing know-how and improving ocompstitive position
and image of the enterprise and of the product,

- they offer a chance to develop the demand for looally ma-
nufactured produots.

In this oontext, success goes to whoevsr is able to offer
his goods in a fore and condition vhich ssets single uarket seg
neat wvishes,

The stuly of alterations in demand, supply and oompetition
induces & marketing strategy oriented upon markst segmentation.
As "market" means "peeple”, amy other approash for plamniag a
sound marketing stretegy is riskful amd often dound to failure
ani lesses, in terus of investaent, preductica planming and
SoONEBis CHPOASL .
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15, Organieing for test-marketing

Test marketing ie baeiocally a marketing strategy tool
whioh providee relatively perfect resulits, and requires very
oareful oontrols if the reeulte are to be valid.

For the seet meaningful resulte one must follov the rules
as rigorouely as one oan, knowing in advance that when they
are viclated problems are arieing; acney and time is waeted,
and inconclueive reeu’.te or even dangeroue mte-information
ie produced.

The advantagee of correct teeil marketing will, however,
outveigh ite disadvantagee, in marketing strategy planning.

Research and pre-~testing ie only useful if it helpe na-
nagenent to make sound decieione.

Banageaent, therefore, muet determine where reeearch ie
required and where deoisions can be madej; and in the final
analyeis it ie judgment baeed on ressarch, which determinee
vhether investment ie risked in the market place.

The decision to be taken, for example, oan be vhether to
run eome test markets or whether to launoh a produot at natio
nal level.

Much will obvicuely depend en the dagree of acoeptance
shown Wy the market ot its testing stage.

uelly suek vill depend on the mature of the preduet amd
the market 1t 10 emtering.
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A product whioh requires heavy capital investment in machi-
nery and tooling ocoste, regardless of the scale of warketing,
would not bs a viable proposition on a test area operation,

In eome highly ocompetitive, large voclume oonsumsrs' markets
it may also bs unwise to run a limited test market, unless one
reoogniess in advancs that the test may be invalidated by ths
taotios of major competitors.

Equally, to show one's intention via a test market on a pro-
duot whioh, althcugh perhaps ocoriginal, is capable of being rapidly
oopied, may reeult in a somswhat similar produot being launched
nationally by a competitor while the teet market is still running.

Before going into the advantages of tsat marketing, let us
firet distinguish between the testing of individual factors in
the market place and a total test market operation.

In the former ocase one is attempting to answer a problem
about eome specifio elements, liks: which of two selling prices
ie moet acoceptable; whioh paok size; which advertisement?

To do this, small size tests oan be run in the market plaoe
ueing, for example, matnhed panels or shops cr matohed towns.,
Only one variable faotor ie on teet ani the cperation can, to
some axtent, be forced or speeded-up providing equal foroe ie
given to both halvee of ths matohed samplss.

Hovever, in the case of a total tset market operatione all
the elemente of the marketing-mix are brought forward: product,
prioce, package, sdvertising, selling, promction, etec. Of oourse
it is aleo possible to have a knowm variable faotor in a test
msarket operation - assuming twe areas are usel -~ but only in the
eontezt of a total marketing-mix. The weight of advertieing is,
for instance, eonetines varied detvesn tve test areses, but all
the other clonente of the marketing-eix ars kept as onstant as
poesidle, and all are an integral part of ths test marketing
plaa.
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The best way to distinguisb between market place tests cf
specific faotors and a test marketing operation is simply that
one precedes the other, and whereas a faotor test does not re-
quire a comprehensive marketing plan to be prepared in advanoe,
such a plan is an essential pari of a genuine test marketing

operation,

Indeed, on of the advantages of a test market, is that it
forces management to bring together all the facts and figures,
the market information, and prepare a first Marketing Plan em-
bracing objectives and stirategies for advertising, distribution,

selling, promotion, produotion, research, eto.

Sinoe a test market is usually regarded as a soaled-down

version of a national researoh suoh a test plan ie vital.

Onoe the limitations of test marketing are aooepted, then
its true value as a diagnostio and prediotive tool oan be more
readily appreoiated:

- it is an invaluable exeroise in preparing a oco-ordinated

marketing plang

- it ie an opportunity to prediot - on the basis of earlier
research -~ what will happen in the market plaoce;

- it is a ohanoe to be proved either very right or very
wrong in one's prediotions at a limited finanoial risk
to the oompany;

- it provides an opportunity to disocover why one was right
or wrongs

- it enables one more realistioally to dsuide whether te
drop the nev product, amend the plan or proosed with a
natiomal launohy

- 1% 10 - Wy virtue of the interest it arouses - an impetus
to further new preduct development.




- 87 -

These are, or should be, the benefits derived from test mar-
keting. Perha; 3 the greatest danger lies not so much in the tech-
nique, but more in a laock of objeotivity of those running the
test. The primary purpose of a test market should be to deter-
mine wvhether a partioular product or service will prove suffi-
ciently aoceptable to the consumer/end-user and materially bene-
fit the future of the enterprise, ana to prove this at a limited
risk.

However, if those responsible for running and assessing the
results of a teat market are not suffioiently objeotive in their
assessment, then failure may be explained and some minor modifi-

catione made.

Since the usefulness of a test market is in determining not
only whether a new produot will prove suoocessful or unsucoessful
but also why it should prove so, it is necemsary to establish
targets in advance and methods of measuring the levels of attain

ment,
The oriteria for assessing results will be based on:
~ sales - both ex-faotory and consumer sale,
- repeat purchases - both by the retailer and oonsumers,
- oonsumer awareness of the produot,

- oonsumer usage, inoluding the proportion and type of con

sumers using the produot, and the frequensy of use,

- attitudes towards the prod.iot - both by the trade and

oonsumers,

- distribution achievement - broken down by types and sises
of outlets,

- oompetitors reaction,
Sales of a well marketed, well promoted product ure oftea

higher in the early seaths of a test sarcet olmply by virtue of
190 ROUREss. AR M l)eis sarried out of 44 test aarkete indicstad
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that on average sales dropped by 40 % after the early peak pe-
ried, Thie "drop faotor" enabled deduction to be drawn:

=~ if at any etage during the initial build up, salee exoceed
tvioe the rate of the target level, then there ie a 3 to
1 probability of .he produot proving a suooese.

- but unlese peak sales exoeed the target etable level by at
least 50 % then there is a 3 to 1 probability that the pro
duot will fail to maintain ite target.

Aesuning that a thorough marketing teet ie to be planned,
the pointe to oover are:

l. marketing budget - agree the total budget and ite divieion
betveen above and below-the-line. The budget for the teet
area should equate with what is affordable on a nationally
projected basis, assuming a given level of salee.

2. salees ~ agree the salee targets related to the test area
eise and the antioipated duration of the teet. The analyeie
of salee oan be based ont
- ex-factory data - both volume and value of sales, broken
down by direct and indireot purchases, by territory and
by week/month.

- retail audit data - showing trade and oonsumer purcha-
eee on a regular monthly/bi-monthly basie.

3. repeat purchaeing - arrange corsumer research to establish
who is buying (or not buying) the product, and the degree
and frequemoy of repeat purchases. ™ie is a vital piece
of information einde it ie the willingnees to buy a pro-
duct regularly which ultimately determines the suceess eor
failure; eales may initially riee oconetantly eimply besause
of firet-tine purehacers.

4. oUAreness and stitituie - the censuner resaarel pregramne
Ut belp o dotesuine Vhother the advertising apprensh
(ta 'ovme of Yotk eraativite and espontibure) ig ofessive,
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and whether those who have bought the product are satis-
fied., The awareness of a product and its main sslling
points is a major responsibility of advertising; the atti
tude towarde the product is governed by what the consumer
is told about it and what he eventually disoovers on pur—
ohasing. Unless information is available on these points,
Ve may never know, for example, whether the right amount
of money is being used in the right way to say the right
things about our product.

5. distribution - agree tue target level for the early and
later stages of the test and arrange an audit to show ths
distribution aohievement both in total and by outlet type
and sige to determine any woaknessess, Failure to achieve
dietribution in one major store~chain on a test area may
be seriously affeoting the :nterpretation of the test re-
sulte,

6. competitive aotivity - a careful watch must be kept on the
reaption by oompetitors to the test in ocase their spoiling
taotios completely invalidate the result of the test. They
may flood the area with frse samples, price reductions,
trede bonuses, eto., and unlese this is recognized ve may
believe that our new produot is a failure psr se rather than
that our competiitor has taken stepe to enginssr the fail-
ure ~ steps whioch he probably ssuld not afford to repeat on
s matiomal seoale.

Given these oontrols, givem objeatives for esoh aepect of the
marketing-oiz - eales, advertieing, promotion, eto. - and given
that ve willi net over—play the test by inoreasing ths expenditure
and maa-power out of preportien te vhat eould be affordel matio-
mlly, then ve have the basis for a realistie sest operstion.

Owisusly the enles targete ani empemiiture levels vill be 49
penient an the slne of ares chosen andi therefeore legioally s ee-
lestien of o a0t location should eme firves.
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The seleotion of an area is allowed to take preoedence over
the formulation of an effeotive test market plan. In other words
cost-consciousness sometimes prevails, and a small-soale test is
run whish does not really permit an effeotive total marketing plan
beocause of the limited size of the test urea.

If the test depends, for example, on the sales effort of one
representative then it is more a test of the salesman than of the
marketing operation, One man oan very largely make or fail the
test. (f, however. the test area covers three or four sales terri-
tories then the performance ¢f one individual has less dramatio

effect on the overall results.

In an ideal way, the test area selected would be represen—

tative of the oountry as a whole in terms of:

populaticn break-down by _ge groups and sooial classes.

- oonsumption/ownerahip of the produot category per head of

population.
- inoome per head of population.
- type of industry/employment in the area.

- break-down of the appropriate trade outlets by shop type and

size.

- aoceptanoe of the company's other products.

No one area, however, oan be fully representative of the whole
oountry. Apmrt from the above oriteria shere are many other inoiden
tal disasters which oan radically affect the typicality of the test

ares - sudden unemployment, strikes, floods, epidemics, etc.

¥here the area 18 known in advance to be biased in some par-
tioular and relevant aspeot, then weighting should be given to shis
faotor when the resuits are assessed ani projected to a national

level.,
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For example, consumption per head of population may differ
between the north and the south of the oountryj oar ownership va
ries by areaj and sometimes a partioular oompetitive brand has

abnormally strong oonsumer loyalty in a region.

Naturally i1f some major variable is being deliberately in-
troduoed by the tester then more than one area will be required.,

The duration of a test market depends entirely on the pro-
duot type, its rate of usage by the oonsumer, its seasonality (if
any) and the rate of built-up of distribution in trade outlets.

It would require a longer period to determine the likely
sucoess of a high prioed toiletry line which is purchased onoe
every four months, than for a food produot whioh is purchased
every seoond week. Or if - perhaps through some weakness on the
part of the sales foroe - the distribution aohievement is very
low at the end of the first six months, then the opportunity for
the oonsumer to purohase and re-~purchase will be limited -- whioh
is not neocessarily a refleotion on the product itself but more on
the marketing strategy.

In assessing the results one relates aohievement to expend-
ture (both money and man-power) to get some indication of oost
offectiveness both for the operation as a whole and fur certain
major elements of the marketing-mix, for example advertising.

The sriteria on which the results are assessed inolude sales,
brend share, distribution, oonsumer awareness, penetration level,
ro-purchase rate, attitude towards the product (both ocnsumer and
trede) - and from all this the profitability level and the likely
payout period for the brand when projected to a national leval.
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Goals are a neceesary preliminary, and there ie no point
in using them unleee one eets them up in advanoe. Nor should
they be general goals, suoch as "inoreaee volume", but by how
muoh (speoifiocally).

At least a minimum figure is needed, becauee otherwisse one
oannot properly deeign the measurement syetem one needs. (This
hae to 4o primarily with any oonsumer reeesrch, ani relates to
eize of sample and other ooneid arations.)

For example, if one wants to know if one hae booeted sales
wvithin a margin of error of S % and one im ourrently operating
vith a sarket share of 15 or 20 %, one ocan manage vith a smaller
sample of consumers than if one is ourrently operating with a
share of 45 to 50 %,

Establishing goals also requiree that one understande fully
both the ourrent oonditione of the test and the preceding oon-
ditions in the market. The better informed one ie, the more rea-
listio one ocan be about eetablishing goale for a market test
(and the more effioient one oan be in setting up the teet). Thie,
of course, places a grut{dul of importance on prior reeearch.

One should not do anything in the test markets that ome
would not be willing or able to do in other arese if, as amd
when,one expanis one's effort,

For example, it is only oonfueing the iusue to eend additional
saleenen into a market to build distribution, erect displays, or
otherviee stimulate the teet market to make it work better, unless
thie would be prautiocal om the broader scale to be undersakea
later,

It vould be juet as umrealistio to compress a ceapaign inte a
briefer time period than would actually be ueed later, im order te
"speed up” aensumer remotiomn. It is highly unlikely that a Wdges
or eeries of activities compressed into a peried of tve seaths,
fer emaaple, would have the sane offeet on consumers ss it weuld
if uael over a poriad of oiz aenthe.
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There ie no subdbetitute for acoumste information on the en-
terpriee's and the oompetitive salee at the retail lgvel,

False economioe in thie aepect of test marketing have a way
of beooming extremely costly when all the rssulte are in and the
total effort ie being evaluated.

To oontrol the test partly means the obvious: that the store
audite should imclude provision for oheoking prios ochanges, spe-
oial displays, deals, nev produote, eto. (It is helpful to use
an audit eervice whose repreeentatives oan readily gain the oon-

tidence of etore managsrs to learm of other unusual ocompetitive
sotivitiee.)

It also should involve oheoking of newspapers and other lo-
oal media for competitive advertising.

And it ie desiredle to knew about any unusual happenings in
the oommunity itself that can have an effect on sales. To oite an
extreme case: a 1ocal flood would deprees the sales of some pro-
duote, but would almost certainly inoremes sales of dieinfeotants.

Too often the resuits of a market teet are determined exolu-
sively by sales results. This means that if it has been a failure
or & near-failure you have no diagnestio information to tell
why it failed or nearly failed; thers is no basis, beyomd logio
and inference, for deciding exactly what went wrong and what needs
changing if a nev test has to be undertaken.

Suoh information is vital in making future plans, and it ie
short-sighted not to provide for it, sepecially eince it normally
represonts a relatively small additional expsnditure,

T™he emmet mature of the additional research will depend, of
sturse, oa the the partioular issue being tested. It mormslly
reguires a oonsuner etuly of eome kind - either a survey or a
NSUaer panel ~ 10 ewaluate bYramd awmareness, trial and re-jur-
ohase WMies, renctiens to the product, awnrencsss of advertieing,
one.
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The use of enough markets 18 the rule that protably is vio-
lated more than any other. There 1s no formula that dictates the
use of three markete, or five, or tenj di1t'ferent circumstances
may require a different number of marcets., But one thing 18 cer-

tain - 1t 18 dangerous tO uge only one market.

Trhe problem, of czourse, ie that there is no such thing as a
typical average market. 'The resultn of a tost 1in a epecitic market
wil' represent exactly (L&t marset and nowhere else. And even 1if
a narketl seems "typica'! enougl'" there 18 too muck danger from un-

expected oOr unusua: “Avpenings tuat could trhrow off the results.

Three markets are s reas nable m'nimum and this 18 a practical
corpromise for reasons of economy., If local factors do affect the
test, they will .ot aflect all three markets in tne same direction,
Ang tnus the results will only be inconclusive :eth:er than mis-—

leriing.

To select :omparuble marketa sounds simple enough, but 18 1is
not. Comparabiiity can mean many thinge and exact marching simply
le not pomsible tecause tnere are too many different variables
that way deserve to be mstoened, sucnh as population s1ze, effective
consumer buying 1ncome, populat..un. ‘ha "acteristics, number of shops,
coverage of local med:a, influence of lozal media, aveilability of
local media (radic or TV), availacylity of competent auditing ser-
vice, distribution of the product, diutribution of competitive pro
ducts, ovmpstitive product franchise, competitive product promotion,
cceverage of other "normal)" advertising for the product, strength
and aggressivsness of looal distributor or company salesman, looal

or state ordinances, etc.

These market oharaoteristios are not equally important, of
ooursej whioh are more important in a particular cass will depend

on the nature o1 the test.

Moreover, comparability is not a statio notionj here is al

ways a risk that the situation will ochange within a market during

the oourss of a test, 80 it is desirabls to be atteniivs to any




such ohanges, whether or not one oan do anything about them,
( Knowing about them can help to explain what might otherwise

be a confusing result of ths test.)

Over-all, true comparability 18 a hard thing to achieve. It
is nsxt to impossible to matoh up sufficient markets oomparable
in each and evary one of the relevant factors, but one should be
aware of them and st—ive to aocount for as many as possible,

One must do tho best one oan, keeping in mind the particular

problems of the test one is conduoting.

Inoidentally, the tast areas need not be matched exactly in
population. Areas of different size can be used, 8o long as they
are not so diffsrent as to make for differences in other oharac-

teristios (different kinds of people living in them),

As a matter of fact, test areas oan range in size from a
small ssation of a community, oontaining a handfull of shops,
to an entire region, How large it should oe depends, again, on

the nature of the test,

The question i® often asked: "is projeotibil‘ty neocessary?".
The answsr depends on the partioular problem., It oan sometimes

be "no", but it is usually "ves",

A simple, non-projeotible test oan be used as a final
cheokout, the final aot in a series of investigations and ava-
luations - one may already know practioally everything about the
produot and its marketing environment and one simply wants to test
to see if the product has the kind of vitality that earlier re-
search indicated that it has.

For exampls, it may have been learned from a usage survay
that consumers are unhappy with ths amount of filling in a
pastry. The amount is inoreased and a produot test is oonduoted
showing that oconsumers prefer the adapted produot to the earlier
version, It may well be sufficient to put the produot inte 10 to
15 sheps in each of a couple of markets to see how well it aells

over a period of a month or two (assuming that prior data is




availahble on sales for these shops, or if data is tc¢ be developed
conourrently for other shops ‘hich are stili selling the original

version,

On the other hand, if the problem is introduotion of a new
produot or a new package, there is need for as preoise and defi-

nitive information as poseaible for the entire market:

- what was the effect on oompetitive sales as well as on your

own?
~ how sustained will any changes in volume and share be?

~ coverage of all kindm of shops is neededs the overstatement
of results normally ooming from supermarket audits is mis—
leading.

- a measure of the rime-lag that oocurs in small shops (where

oustomers have to ask for the product) is needed.

- distribution problems (if any) must be represented in the

sample of shops (especially initial distributien),

- it i8 necessary to get a good indication of the progress in
aohieving maximum distribution and an indication of any

problems in out-of-stock situarions,

Toe often, non—projectible samples are used in situations
where they do not provide enough informationj then, too late, it
is realized that projeotibility is needed, and future attempts
are made to try projeot the results anyway.

Tt is important to remember that projectibility is a natter
of both acouracy and precision - of getting as olose as possible
to the actual total figures fur the market as a whole. This is
vital for interpreting the result of a test - so vital that it
should not be compromised even if it means getting less informat-
ion in total than eventually desired (limited information of gocd
quality is preferable to broader information of low quality),




To run a test long enough means that is mekes possible not
only to measure what happens during the oourse of tle partiocuiar
aotivities being tested, but alao to measure the after—effects

of those aotivitien.

It is not enough to know tbhe temporary, short-term results.
Une needs to get an inu.ocation of the likely long-term results,
reflecting norwal distribution, normal usage habits, repeat nur-

ohase patterns, eto.

A minimum period of six months for high volume, quick-turnovar
products is usually recommended. For products suol as appliances

and drygoods, longer test periodas would be required,

Vigit the test markets - more than once, if possible - and
have the researcher visiting them too, is good adivioe. Much of
the value from test market findings depends on having a thorough

understanding of what happens in themj; and one can underatand

the situation best by going there and seeing and feeling the

faots.

It ie probably apparent that if the preceding rulee are ri-
gorously followed adequate funds are needed, There is no doubt
that! market testing, done properly, ies expensive. Test plans have
been used in whioh the researoh costs were greater than the mar-

keting experditures involved,

It is, therefore, understandable why test marketing often is
not done the right way. But it is bad eoonomy to weaker. a test by
under-spending on needed research. It would be better in suoh

oases to rely on judgment alone.

Market testing is a difficult job, requiring careful plan-

ning, ocareful supervision and careful amalysis which only a

thoroughly experienced researoher oan provide., It is important
that the researcher is ovasulted in time to lend his experience
ard judgment in the original plarning stage,




16, Conolusionsa

Marketing 1s "the strategy of the offer". Marketing is,
however, a rather neglected area in the economic life of deve—
loping countries. It 1s manufacturing and financing which oo0-

ouples tlie attention in these aconomien,

Yet, marketing holds a key position in tune developin,; ooun

tries, as a propeller of economio develcpment wi*hL particular
emphasis on its atility to promote much-needed managerial ex-

pertise.

Murketing should be, in fact, regarded as a systematic ma-
nagement function, indicating how to go about in a planned and
purposeful way to find, create and develop demand, integrating
and satisfying needs, wants and preferences in relation with the

economio oapacity of a progressing society.

Marketing has 1ts focus on the consumers or users and re-
presents, thus, the process through which economy 'ntegrates
with soolety 10 gerve human requirements, Markeiing occupies a
oritical role 1n respect to economic aexpaneion of the industrial
activities of developing countries, as a stimulator of economic
development, 1t is, nowever, the least actually developed and
moet backward technology of the economi: system of the Third
World,

The advancement of marketing expertise is bound, above all,
to contribute to the fullest utilization or whatever assets and
productivity capacity an eoonomy already possesses. It mobilizes
latent economio potentials, It contributes to enhance the entre-
preneurial funotion, through its own conceptual and technologioal

effort.

The essential aspect of an "underdeveloped" economy is the
inability to organize economic efforts to bring together resour-
oes, oapacities and needs, 80 as to convert a self-limitating

economio system into a creative, self-generatins one.
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Marketing mi.ht, by 1tself, go far toward CtiungZin: the antire
economic tone of the actual national syste , without any crange
in methods of production, socio-economi: distribution of populat=-

1¢ny or infrastructural schewcs,

[t would only make the producers capabie of manfactaring
marketable products, qualified by standards, style, prices and
specifications capable t¢ :xpand and sat.safy iozal deriind, even 1f

characterized by limited purchasing powar,

Marketing is also the most easily accessible "multiplier" of
managers and entrepreneurs nkills in an "underueveloped" growth
area. And marketing evpertise is the most urgent need of develop-
ing countries., Economic development, in fact, is not a force of
nature, but the result of the responsible action ¢f men, as mana-

gers or entrepreneurs.

In mos8t developing oountries, owing to the particular condi-
tions of tre looal market environment, the organizatior of distri

bution channels and promotional aotivitius is a very complex pro-

blem, As A result, without a marketing organization and an effect

ive marketing strategy, many locally manufactured products, for
which there oould be adequate demand, cannot be distributed, or
are produoed and marketed only under monopolistic or non-profit-

able oonditions.

A marketing system may, thus, serve as a oo-operative
channel for promoting, distributing and developing produots
of amall enterprises, graniing theam thn conditions for sur-

vival and eispansion.

Maxketing is, obviously not a cure-all. It is only a tecl
nology needed particularly in developing oountries precisely
because it first looks at the values and wants of people, and

because it helps developing management expertise and skills,




The marketing management's role goes beyond getting the
product off the factory and seil 1t at most profitable prices
to @onsumers. In an eccnomy that is striving to break the
age-old bondage of underdevelopment, marketing is the cata-

lyst for the transmutation of latent resources into actual

resources, of desires into accomplishments and to develop

responsible economio leaders and informed economic citizens.
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APPENDIX

Guidelines for collecting relevant data

for marketing strategy planning,

A.

The profile of the entarprise

raeputation of the firm within the Industry

reputation of the firm within ‘'he:
. domestic market

. foreign market

desoription of the firm's organization

date i1n which this type of organization has been shaped
percentage of value-added growth against output

personnel employed (managers, exeoutives, skilled labour,

unskilled labour, others)

does the firm employ - or has it employed during the

past 3 years ~ any foreign Consultants? In what area?
fixed capital assets and gross investment value
conditions of maohinery and equipment

conditions of stock lavel (raw, semi~finished and
finished )

working ocapital
debts and rates of interests

procedures for programming and oontrolling production,

maintenance, distribution and marketing activities

procadures for cost and profit control (monthly, qual-
terly, etc.)

number of plants in existence (at hume or/and abroad)
plane for output expansion
is the supply of raw material locally available?

other technioal details about the enterprise (maohinery,

lay-out, production methods, complexity of manufacturing,

eto.)




how does tre name or tne product associate with the

producer's name and with the 1mage of the country?
does the firm have any «elf-patented products?

does the firm produce on the basis of foreign or local

patents?

how does tre firm redear:ch new patents for diversifi-

cavion’

wtat standards exist for the product and how does the

production conform with such gtandards?

what new standanis are likely to be adopted?
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B, Profit and costs

- history of profit per product-lines
- history of costs per produot-lines

- contribu*ion made by each producti-line to other

firm's manufaotured product

- non-pruofit advantages derived to the firm per

eacn product-line sold

- analysis of changes in profit which have Jeter-
mined changes in marketing and dirtribution

strategies during the past 9 years

~ advantages in production costs over the compe--

titors

- advantages in ma-keting and distribution costs

over the competitors
~ competitore reciproocal advantages over the firm

- how does research and development expenditures

compare wWith competitors'?




. T'he product

major uses of the product

how does these uses compare with competitors'?
description of firm's range of products

1deal profile of the product, according to demand

comparison between the "ideal profile" and the

product
what are the "plusses" of the product?
what are the "weaknesses'" of the product?

how does the product differ from 5 yaars ago?

lLas. year?

changes effected in the product since its

introdu.tion




D. 'The market

— 812ze of the total market for the product-lines

of the enterprise
—~ domestio consumption (in volume or value)

—~ proportion or amount (volume and/or value) not

from domestic market

—~ main export markets from a) domestic produotion,

b) re-exported imports

-~ faotors limiting the size of the market (pur-
chasing power, economio faotors, geographic or
olimatic reasons, users Or oonsumers oharacte-
ristios, type, quali.y, design, price, speoifi-

oations, distribution methods, etc.)

- oomparative size of the total market for a sub-

stitute product

identification of exyort opportunities
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E. Market structure

- main domestic suppliers to the market

- main sources of imporis (by country and type of

exporters)
- identification of ma jor importers
- export performance of major competitors
-~ identification of major export markets
- geographical variations in the domestic market

- seasonal or cyclical variations in the domestic

nirket

- major factors favouring the emergence of compe-

titors
- major f:ctors likely to reduce the competition

- existence and effectiveness of reciprocal trading

practices




F, Market tendenc.es and trends

o7 -

how does the market compare, i1n s81ze, with U years

ago” 9 years ago? lLast year?

how does the product demand ditfer from 10O years ago~

years ago” lLast year?

What trends are revealed indicating a shift i1n demand

over tie next year” In 5 years? Over 9 years?

in what ways are the above changes likely to manifest

themaselves?

what changes are occurring to induce the ahove changes,
in termg of users ©r consumers, processes or general
econony :

. levels of employment

. levels of inoome

« levels of industrial investment

. levels of industrial profit

. rates of tawation

. wholesale or distribution prices

. levels of industrial proauction capaoity

. oonsumers' expenditures or savings

. peraonal taxation

. Tetail prices

. population trends

. rates of interests

. oredit resirioctions

. hire-purchase diffioulties or debis

. expori trends

+ import irends

. inappropriate policies

are changes in materials, production, stiandards, distri-
bution, specificatiions, prices, etc. likaly to stimulate
the demand?

. Y
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G. Market share

- share of market controlled by the enterprise

i per product-line)
-~ main competitors' shares

- share of market held by 1mported competitive

producte

- faoctors supporting the market shares of impor-

ted proc.cte
- percentace of sales derived from:
old cuitomers in the domestio market
new oustomers in the domestic market
0ld oustomer~s i1n the foreign market
. new oustomern i1n the foreign market

- importance of tie product for the national in-

dustry or the agriculture

- oan the eurplus 0" agrioculture or inaustry be

used as ravw material”?

- 18 the firm a stratsgic element from the view-

point of national interest?

~ future progrummes of expansion of the firm, .n

terms of:
new invesiment
. new plants
. new equipment
. additional skil!ed or unskilled persoiinel

. exports

. output ocapacity




H. Marketing and promotion

- history of sales of the product-lines, i1n value

and volume

- history of the firm's market .. g and promotion

expenditure
per unit sold
per market

per year (1n the last ' years)
. per enquiry
. per order
. per saleaman
per person eaployed
. by med1ia
. by geographioal area
. seasonally
. by group of oustomers

- oomparison detween the market.ng and promotional

etretegy of the firm and the competitors

- eoffectiveness and characteristios of the ealem-

promotion and export-promotion activities

- analysis of major changes and oauses of changes

in promotional stretegy during the last 5 years

- budget percentage according to the following
promotional media:

. newspapers

. magasines and jourmals



. HpeClallzeu press

tirect mail
Loextnibitions ang tagrs
Jhtdoor campal Zns
satalog e ard trochares
yublic relations events
. poin* of sa’e
obadims oaad documerntar: es

. sampling

- anaiysis ot the dittferences with ompetitive promotion

rampalgns

- aevaliation of expus.ire ot o ontiai «na eftfactive

ugers and consumers to any 0t tre above indlcoated

med :a

- axtent of med.a recail

- percentage ot anquiries [(rum A4 new astoders

bl old ¢cisatomers s

- anelyeis of changes 1n trhe above proportions, after

a new promotional campaign




Dastribation et dy

- eftectivannas ot actaas daattrtatso o sy en
-~ comparison wWith o competltive d o oty syntaems
- possibie ther exisling + ternatives 1 sttt con

- rajport ot Larn's sales by
ap )l typz oof dhatribltor
#ilze ot digtribator
Lo Raographiical location of et oty

andastrial concesntratior ot A oetrine tors

- Perceantage ot total sai s Y1 ea - 10 teline 31~

rectly traded

- history of intradaction of yrodact-lines and deve-

fopmerits lead ng to present igltrih . tiol sys ar

- higtary of "out-ot-gtock™ 3t oty

- percentage ol sL00cks normaily 1+ tre Jrotritation

phase

- effectivenass of "service-to-c.gtomer:” proevidad

by uistributors

- comparigon with 'sirvice-to-customern” rvided by

rompetitive distributors
- evaluation of distributors’' technical sompetlence

- offeotiveness of distributors’ sales force and

sales efforts

- aids provided to distribut.rs ard comparison with

aid provided by oompetitors t¢ their own distributors

- gystem of maintaining ocontact and supervise activities

of distributors
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tackaging and shipment

18 tre package des.royed, retirned or re-—-used?

‘8 Lie packase used to hold content until empty

orois 1t amned  ately emptied”

-8 olner material guvsequently stored 1n the
jackage”’

Tistance to whiot the packape can de i1dentified
ey th of keoping the packape 1n store

syatem of shipping and tandling the package
romparigon ot pnysical trangportation methods with

ompetition, 1n terms ot
o8t

apeed

i1ability to damage
li1avility to piitferage

quantities hy dimension contalners
Anaiyels of loeses owing to transportation, storage,
mishandling, pi1lfarage, other
analysis of delays 11 desivering
what are ttie changes in the whule range of produotion?
what are the reasons for suoh changes?
changes 1n materials, produotion processes or end-use
whioh have determined the ohange in shipment or in

packaging
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Prioes

systsa of oonstruoting the produots' prioe

oomparison between gross and ne. prioes with competitive

ones

oomparisom of discount system with oompetitive one
prioe history per produot-line

prioe history of the least profitable produat
reasons for prioe fluotuatio.'s

is price—~fixing system in practioce?

technologioal developments leading to new demand and

nev prices

reputation of the produot(s) because of prioe




L.

Usere' and/or consumers' attitude

analysis of the users' and congumers' loyalty towards the

procuct

reasons for developing now accounts
reasons for losing old acoounts
market behavior towards

. new products

. new prioces

. new distribution channels or methods
. new promotional devices

market behavior towards

. similar oompetitive products

. prices of competitive products

. oompetitive distridi‘ion channels or methods

. competitive promotional systemm

-Sqm—




M., Marketiyg resears:

- row does marketir s researct expend:tire compare
wit: competitors'?

- what mac«etlny” research has been accomplisgtad 1n
home and export markets?

- now effective has 1t been?

- how ef'ticie t are t'ie firm's information sources”

- how comprehensive are tne firm's gtatistical data?

-~ Wwhizh methods of marketing research have bYeen
found to be the most effective?

- what methods exist for obtaining product intel-

ligence?



I le

N. Overseas markets

noearnlings Le remitiod Lo e eXporboyr country
what physilcal conditions call o prooiact and
packaging modifica 1ong”

what 1s tre 1mport duty tor each of Llhe main ex-
porting markets”

40 juotas or licensimny arrangements exist’

are iocal producers jprotected’

what production under licence fron forey,"n com-
petitors 18 taking place?

what development schemes are taking place or are
planned whicth will affect demand for t:e product
and business conditions in general"

what are local charges:

. dock dues

. landing chargoes

. clearance charges

. Welghing and measuring

. s8hipping agents

. local transport




. New products

- 18 the firm planning the ifaunchirng of 1 new prodaets

- what market wili ise the new prodact”

-~ has the product a potential market amorng ynstt -
tional and governnent isers”?

~ will the new product round ap tre firn's lines?

- how will ttie new line ..ompare with competitrg'”

- wWill tne new product t1il 1dle *11¢ ot plant and

e u1pment?

~ will the new product contribute to long term prowth
and security of the firm"

-~ wi1ll the new product contribute to a lessening of
the effects of business cycles”

- Wwill the new product be accepted because i1t satis-
fies some need or because 1t sells at a price pro
spective buyers will pay”?

- Wwill the new product have to penetrate a very

competitive market?

- does the new product offer some important competi-
tive advantages? What advantages?

- will the new product even without competitive supe-
riority, penetrate a market tacause of the firm's
image?

- will marketing agreements, franchises, eto. in any

‘ way limit production, sales or the use of the pro-

duct?
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18 there any element ip pricing poiicy, specification,
quality, etc. whioh oan affaect the sales o! the pro-
duct?

are buyers of the new product acoustcmed to purchasing
ahead of need or do they order for immediate delivery?
what is the structure of the raw and processes material
and equipment supply industries use for the manufacture
of the new product?

how secure are suppliers?

what stocks of materials are necessary and usual?

what substitiites are available?

how deep seated are existing ioyalties and how reoept-
ive are buyers to new products?

what are user preferences in relation to distributive
channels and methods for the promotion and sales of

the new product?

what standards (official or unofficial) exists or are

likely to be adopted?




; P. Competitive wotivities

-~ which firms make competitive products?

- what are their respective market shares?
- what specific advantages do the main competitors
have:
. geographioal
. industrial
. dize
related products
. commercial and industrial associations liaisons
. protection (official and unoffioial)
- what is the reputation of the leading competitors?
- what methods of distribution are used?
- what is their sales struoture?
| - what promotion teohniques are used?
- what servioe do competitors offert
. technical advisory
. installation
. maintenance
. repair
. replaceaent
. advisory
. Tinancial

-~ what is the usual oredit and dissount praotice?

- is price used as an instrument of sales polioy?




what guarantees are offnred?

what ig the firm's and oompetii.rs' policy in
relation to the use of technical and non-tech-
nical salesmen?

what is the sales history of the firm's and
oompetitors' technioal and non-technioal sales-
men?

what is tha extent of competitors' product research
and develojment?

what is the quality of personriel and management?
what is the manufaoturing potential of principal
oompatitors?

what are oompetitors' appropriations for adverti-
8ing and sales promotion generally?

are changes in materials or methods likely to
insrease present competitors' sales?

what proportion of oompetitors'’ output is sold for
export?

vhat are their principal export markets?

what is the extent of ocompetitors' marketing re~

search?
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Q. Competitive produzts

- how do competitive products, closely similar in
~haracteristics, compare?

~ how do competitive prodiucts, dissimilar but sub-
stitutable for the firm's product, compare?

- what are cocmpetitive rroducts' "plusses"?

- what additional products in competitors’' ranges
gives them sales advantages?

~ what sales advantages does avallability of pro-

duots range give competitors?

- to what extent do unrelated products or proces-
ces oompete with the firm's products?
- what is the reputation of competing products?
- how does the product compare ont
. prioe
. quality
. performance
. finish, design
. length of servioe
. packaging or methoda of packing

. other characteristios

- what ias the basis of the purchasing deeision in
relation to competitive produotst
. price

+techniocal speoification
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PaCKAglg O pARCKINng nelt od
- BUPpPOrting services provided

. company's reputation
- brand or prod i1ct reputation

reciprocal lrade agreements

LR S

company aftiliations
- bersonal relationships
- what stocks are normally helds

. at the plant

. by distributors
. by agents

- what 18 the history and cause of sales fluctuations
over the last few years?

- what 1s the history of firm or brand leadership
over the last few years, and what were the reasons
for changes?

- what uses do the products have other than those
promoted? 1

- to what extent are those used praciiced?

~ what ohanges have competitors made in their pro-
ducts since their introduoction?

~ what were the reasons for ohanges in products?
- have ranges been eixtended or reduced since thay
were introduced?

- what wers the reasons for such changaes?

- how closely do competitors' products conform to
official and uncfficial standards?




k., Lemand

what 18 Lhe deaemarcd hiastory tor tre [0 DAY
what are the limitations Lo daibard g
technlcal characteristics
availability ot purcrasiny power

avariabsinty ot products
gubstitutions

. obsolescence

. fashion

. seasonal factors

. price

. availability of services

how do the firm's products fit within acceptable style/
quality/price range?

are the product ocharacteristics acoeptable to the majo-
rity of purchasers?

how does demand vary between the various segments of
the market:

. industrial segment

. geographical segment

. economic segment

. &ge segment

what conditions in the end-user markets are affecting

demand?



13 'P' 1]
LI P . X,
L 1 * 133 L
w:ooy o * .
[E IR ¢ *
LT S i el Cae
- vt WO ¢ ' ! ANy [ ' i
Wroatooad b e on } t 1 E
PrtoLect oy
Tinanc Aids
Suppo: I eg

taectit e, o, cn igdsistan e
promot. rnal 48s8)s8tance

. Pprice axreenents

« TesBtirict.ve ract . ces

- standards and guality contro)

what legisiat: 1. 8v.s8ls on satet., jua. . Ly control,
welght and beasures, standards and spec.! -cativnsg,

packaging, etc,?

what governmental aid 1g likely to help the develo‘g
ment and expansion of the firm:

. technological

. promotional

. finanoial

. policies of proteotion

- Policies of intervention

. oredit terms

. colleotive purchasing

. 00llective marketing

. oonsultancy and advice on techniocal matters

. Other









