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( »Uh Ht* 

>'•<• 

0* * frtntnd 

Ttchntcsl ivwrsoí m*ket,n9<spitsl goods i rid md.ntrul supples ? 

Cone luttons 





fííh'kgnuoui 

In l*.einher   I '» '4   m » v,v, • ( ..  ...p M • ' .«u'   •  U.. ' - ' ^ ^ •' '* "  ''      ! 

Sliaii-K% l«'f •»"• HfU'l.-íMiu-»"«l.l « i   ...¿.ifi/-; -v   I   MI'" >•  \, •• <   \     '- 
ttUnJcJ    tn     tepreseliMti.c-   ..I     «„.•.e.tm.ei.t      ih-M' i1,, n.     •'   '•    '•'•''•' 

fnt.-rpf.sfs  liMín JCM-I.T»^ -••"'"'^   ""   rurlw'  "' ""'  M,''"'"';  *'"   ' 
examine llu-  i.'li' nurkflm»! plJ" -  '•' n>.li»siiuli/..ii'-'   J'"l '•• •K','! ' '  ' 
hamper...«   mdustml  Je sciupine ut   *.th  ri-*.rvJ  i"   «l^n'^t , •>;   pi   -•••..-. 

piivinti. iiLifkcl   mloriiuiH.il   m.irkttm»:  espala   ll,^l"n""'M" |,,!KK
 ( 

Ihr    r>\nmineni|jli"i.s.   JIJ*IIH¡    iii-m-ul    jtifi,i...i:    i"   -he    IKV>->K 

impinvinv    iiiJ»istrijl    nurkelm*    ..ipj^ilitv    H    I»H-    «• i-'-'l    l> '-'      ^', 

uiummousU .ippiM\t i hs du M.H-niu' , ,.,, ,      
InMjKhl1»^  the Scrini «.onerali ...muñe   .t I \H><> I"'. 1 '' » !" ' 

jjopted a Mit. ..!   VM..I.   «•"inv .. t.iuv.  • •! ..t  lc..>! ->; P-'-  ^m •*  * - ^I 
mduslrul .»utput (••! the iiul.Mn.il./mw ..""iH,^ !••  i't ,:i ^  n.rw.L 

S.uh a target lusnuiiN .mplkati« ms t-i industrial mai k<-Uuc 
Ktvi|tni/iii|i llu-   need h>, rr«.M.Imtf JIIIK-K  arni adi-.pute   1;^'";'i 

develop,..,!   .omitr.es    „,   the    »icW   "t    MIJ.NM.II    markets     IMI»»   -- 
undertaken a sera's ol  steps *itl. a MO»  t.. ..-.st i .H., t n.k- ... i!     ,np..-M'.-..i' 

,.|    iiuiketüiil   oxpcitiw   anJ   marketing   .i h.sH lal./i-.n   .>•..'  >-      ••• 

mnimurapli is paît ut tins cl I oit 



Tecbmal asfxits cf matkttmg 
capital pmds and mdkstrul mfflks 

IM IH twwywn term«. * mink* K» ^ompt>m4 t«r «Ha* i «mi fot*«*» <**• ••% •»> 
MfcfMity rtw immk.t trf rntw »wo ctuwf nn»M< t** ttw NMN>M*I »e******* m Ht 
\hmk i*4 item »• wfwmmm »•» «*ffa».'tr*« «MRM*»««. Hw m« »**•>.•» arwwj 

ln#   nlM   in   IVMBwitriflf   WHMPifcil   MMVMfli^   WTHt€##R rWGIBI fWtf  #Iff4Ct NNF 

MNfwttrm fk*ai «r kwttfitHtiiHHttJl Itw wmwwt».tiiiiwf <mêm*im H» Mw wvr* 
t* axHMMiMfi VM ih« markfftmf WHWM 

fh«  iMMMtfiKlMrmf méwMrm furm a «etti« ctw»*.t«ft*«4 »>> •*»*»* «n 
«ttttftaf ana Mtwm»! p*ié»Kl Htm 

IttermlK »Ht wctm fact« tn two éwtttMuik 

«/   H   tfutuftt raw  »ltd  mmt-tmtétmé  (*•*«*•»*> •***»»» »IMI #«»**.( n* 
méyMri*».  white tttxtemf  »htm wrttt tat**' fwri« MM! t#fctf  wiJmtriaj 

* '    N   »#» CttMl*»* pHMÉ« »ml  imlwttffi Miff fW". »H fr»»tfHMtlM  tjMHk *". 

Ntttf natty. ttV «vit* M «iMjaft« M p*iK*w.jMji (VM> fiaban*** «4 
üttiw-fmMéMNt of fmttkêi a«*ét*.tv c*>mf»>»tt»< paru. <ifvr»(mf <M«pp»t*<i arni 
rquttwuw» (m trw i*w «f wwnHitfclyfwtf t*t«fp*»aa» 

Thus, wwtmifl markt« av. wwmfiimi mrt* »t» t»i»im>m H* ma* triai* 
from tnt  txlractw« MMtaatnti an*) »n* rttarf* flu« •»# UMHI») fui Hé» IMMI 
alBaauAÉv aakJ   aftaflaBaïaaiai   **k   tesatati   *tl^a^ha*aáB>aaM     ÈÊ   t*AtM&  M^flik^i a^hal   aM^MflHk^     ^a   i^aa 

fuotfi   te   twft-HMiHifaitHVMg   feaamtM   mmn  »mi tattt pinti 
WÉHMÍ»e< Mf WH M¿»«l itMff 

ON llw wfft> nal, t*t mapw pa#tK.p>aMt « tàa 
«/Htm «N li» «»tfaclwt MM) UM m—wlatti 
nei. tnty m* tafanati mé a*****«! MMWI. 

ri MMJ wmt ai capiri paaé» étti MéiM»ai Mfflin «• MMN) M/ 



paft»aje*» « MM fwar«#«i*§ ># ..«•*« »I »»•*«-> #f»»l "i.l ,..n m       IT' •      I 

mm<á0Bi.imm% '**»**.•*** m A »>w *tts »»•pwx*"'*"'   • 
%M  MM»»  HWIWIMMH   rM«*ffcl»»«f >    <-H*»ll.|«r  ' >•«•   ft"   •     ' '   <     -. 

•**» it* HMw »«nis fumi (W'KIH* «M - »••   .'«»um»*»     •   ¡«"      ll 

»»«•I éwmaa farm uwt ht <>»v*rt t*><4 • *• t"f«w»l   «t >n*  "".t1    *."•• '•*   • 
Matw*»*#NM* m* HM v«fM«H% i»h,>   ••«•i* t> !»'•* *'*" ••••*  •*• 
><**<  Ill» M«K»H>» Ft«N«MMll«#W<i «<wl nffcK    I  «llrt»  *t> !  '' V 

mfntaMi waj>tnwa><t* *» 'H.n» Nt«^ .»» t»\ W\   >«•. if»» • • •*.  <• ' 

flM martir» »or ^tç*é f"^ m*i .«.tuvín«! »ippiw .- 

rtwa*  »•»**»*   •«    «*%«•»   •»»-»<<    •«  ff"J>.      ' • p« ' i"  '   ' 

êftwatw*   êtmaf»«!    é*tl           >M#rlt<M   *»*•#><     i    '»«    ,(>r »            » ». 

¿IIIWIWI M KW 

Til* ánWIMÉ h* t»»«»#< flMi«t« «PNt iH.lierff »i  x<l#»fiw-  '***v     ""• 

<w «M »wN t4  rtw mari««   *w»w  '**  m*««»!* ».   i»t>*Nrl r' •«>•• 

«MJ «*# Hü HWII w* |*)m«<ii* .»*»#« ¿eprné*   m iH«- * *'»   >•   *'•>. 

tTMMMPy WMM aaiMXlktl 

'«    Map*   aqMwvMMM    wlt«cfc   ,I'HM»I>    •»   btw   •*<<• ' 
<wt>iwtK  a*« v«M»t*  t*w4« «Imw  i»wi<  fu(,hí«   WH,   .-   -    *>*>    • < 
ffMMM)*tfMk   t*W   »htW   aw   H>fm<tK    JuWMtJ   h    à     *fi* t     t    .   in'    M, 
•^MpowiM  rt»»«#<»f«  kti'txtw part •>• the r»rw > .«fi««! »»> i. ' .'   - r >-." " 

» CHU»!!! t^lWW    t» f«WclNNt »«•%   W*H*W fu»««!.«»! pt«'»«*»»^ ••••   •** " 

<.a^«k«y  h» HIM |»ib« M miwlH kmm IHMI thai <>f v*fM<«( c^Mt^n»«»*! .»na 

•M HB«% te »» M»ái NI • MNMIM mwiim  »»**»Ki«g i»»« •*••»•( «•»••' .«tul  ". 
•I  NW   »mwlWi   M   H»»   NMMf II*   »^»M   Ki   '•«•     i«    '(   "HI"' 

UM   INM   *•!   *tü*taHr%   MpMpwwfN   •«»«•    »i,»»«••( li/*u   UHI 

MM« ài malia » tHwiamfl M M»«««« m4 ««>•    "H1"*! !     "• 
NM*l»y   %t • wat!   Mw   irpnmfrn km IN« m«rli«4M« NH*»< *H 

MI IMM fcw MM «4' ««Miai •MHMnMW 

^</   fMNMMMM Jim*. ««MA Mt MiáMMfM) «•»•** •>«**«*%  N»M#I   •• 
MM> IMI nf MMIAMMMM iniiii •* «• mr.twiT «**»i MJ» IMIW »« Nwn< 
HKh M NUMI Mai »MM M «M MMiiMlllMt IJIlMn > M« «ana*»«* ^ 

MMl% 



.irte .-i , i .»»i,- „ '>.,,( H *i' fc<««»p ht »f..i * - t.» 4 m**«*»«« •*•«! tto»*, m 4 l» 

tf> inn«- f.>*»\ t#»H »* !•<«• m*lkiM *m >< i*»«"» t"»'iè* i» i>»*!fp*#% •» ifcr 

*i#i(n*it*« «tnnié.1 ** #*»*» ••• i-MâN**» **u4 **«#»•»»#** bt«. w*«ti«>* i« •*** «»*f*#» 

»H >n#¡  i»w ri'.i-    '•»••  '-«*> H* .**< >>»tort  *#»•• t*w r#l«i*»*H\    >• Nu értHwi v 

t'I  . K I 

¡i^ttN •! 'tu- mixing 4l.*U >i Hielen '• pi'iifcki1 rtw '•»•< |W<>«lu*H *« t 

• .•vid lutti- I» UMMIK I' **r ^itHrJ K «dwt iiirtWf w* h i*#wi^ IK»v *tt- **•>!#»< 

H>».ii hiéveti *»*.. ilw.<Mt«»ii> >« Kn>;tèi»*g •«• <**w<àM>l% <?«»#*»< M»»* il *% H**»» •« 

íí.vffitMWHt   tu»*«»>     Pur   nwtfciMtng   ••?    **«.*»   p«Nto   i#fcr«   H* *   w.*i»néK 

f lytrr «i ng >ttf»flt«"> »hub JiW«"i »!••«» r*nf>» >«#*•» »li ifi ito»< »to#* 

i,. mit NMiffw |«ri .i« »I»« tm*4mé »*<»«éI»»I Nt< m* .. «*•**•*•«*«** «N** • >.* 

<<f >»i#*l t*0 «iffma tto* m**Mf*.ti*MNj •*<<«.•* %*,* *•»»• «* **•*•*> «>•* 

Jr(^^«i> H** mé #«*•** ibtmm§ mmm»•*» avutéi «Mí «à« nto*.M»é»ul 

>t*tK**#fv »wloftf tu t***. ,*»••• >t% 1ht m»*to»»«l» to» »to** »to*» *»* mark«!*«! 

<t--*m^l<- !h<'« c*d »M m<irfcrti«g - • •«*»#«»#< ft*»!» fWv à** toin^« *i 

-•IdiivfK ama (wtMHriws t.« à è»*&*+é pmm>4 ,**»»«•*«• to»*» ma m * 

MU« M» mamwf Fh* p»»f t h»*»»*. t<»»»»f».t» MM* *t wt>t*i' »«' *H* h 
wp'tMiii« l»t#t ttor *.>«k ,4 ptmtna Att««wv »i»fH te»<.«>m#« < **#*#< •# 

r.ii*tn*r   r«tt)  M fat <<m—i.f »< «k  .>•«*•*»>   VdM» pt'éii>»» ** i*»»*H\ 

niduMt>rs   IK*\ LiMMi»> to»w« t«M.l»fp<»kr «mes  i»H ynH.ximn «• » a»«.««*v 

ittfi*<M««4 « »*»v N#> to>*»K «M WMM^* tovp fmt**m fto» *«Hé«MIM ««« 
*wpi«Mi«Mw M. I»««»#¥*f towftoi ümfl* «»«i «W«t «titoliiip> Ar ililaAi ** A* 
wwchmmi •»«*•<!• t4M to» i»fto»i \wm0tf*   ••• «flMratoi m* tmté*4 m At 

kuMh •# i>MW%i*nf M"****  MB»*«'^ tov^iÉM*«   «M mm+mê i 



ttol >»».fc«Nll »J IN\1 *•• »Mmif'l »v. "' »wlr»*tN .»** .»* f) If* **).! -.»i 

»Wi hi» ft* to»«*«g iP. »*•*> >» »M>»iJ •*»*•« *•»«• »*•«***»**** ftl •«•»"».*»»* •* tl.r 

p< .fc«t f"l »to» »out P*l '*» '*. • ••>•> • »•*< i»-»lnr«i.* m*****!« *•'.! 

f«t. It«<«nf  AHMIü»»«  «*t   *« pWH*   *«.l  *'*!<'     1     **M  j» >hf   vttttt«   M.4I 

«   ht   ##•* <••»*«!   •*<"*<   I   »»i«**» »*i      «>Ht**»W*<».«>       I    "WW   Hlli'"'   <M«fHI«Ht»      \ 

»titfH     «!*«%     «H*.***4    *    4    »»W* K»i./#«i    •»IJfJ/IHt     «H.lt»  ¿'I'd    'Ht*     lll.l^ll* 

t».«%«-n i#«*tt< mi'*-vr-  t .i  j»<ii   >i,4 «mg  . tfiOi #H.,|, *«. I >ti<tu*Hhi   »npftir»   i 

Ih»   »<*«>••»*#    >**tm      t  »nf»tt*IH*      |H«»tlv    t(H»w*K#4   t»M»Un> r    irt»i*f   o   I 

•tHf 
IjM^tf)     , tt,.«*4«v   rttt   , H*f*» i«*n-.»ii N    •'   Hit*  )>f  'Un» '   >II  •••IJIH-I    i.>   Mir 

pmjNWK*'•*»»* »»  »•»* Nivt»  *»**•*«#».  (..  ,«* .1    ll<  *f*i liuti».«» tir    *•  ' u I 

^<f«»i in »*«•*.* »«.IK **» »*,af*.*i*i.*>»m ^««r ***  '•« ••,« *«»«"' »- ^ 
•«**!«•« i<. p*%   »«»> *****   iiwliiv   #» *w i» i" |»**   *••*   mUt»'i   #****»*Ni   r   i 

*».*•»•*** * ,wm **•*•#' «•*'*•*•"»* '••*' '<**,», >*'**'**»*•** •'•> "*»* "«* «* * P" l 

4 Vl I» »t.»« Ito# »totml*«»«*. * •» »*• * nttJtJ %M"»l«r' ^rUt'tn-« »!*ifj ><„ 

••n* <*m* • •to..»! Hw» *•*.** * « i»i>r .1 **M>« •*> %Hi.(hti t%#mf*« .- 

|M»»*á»J N « »WW •*#* •#» H^f^tnl '••» » l'*# <*•*** *n>> i «wn*tH HKiilr 

» N»*J m *»• *<r4irf»K*«l%4l«iiá hMHtk««J % i»*» »uff)«« pt. <f»"».l J 

.l#«4*J %(••• • >*•«> pi••»"J I.' *»*r *** «Mif p**tp«<w *i ihr ptKt >• %t> **» 

i »>«*<J»t«J    *  HMWI «wmftf  M. ft«'*n*»«l >n  * '*»**«  *«*>>«# lé,»»*-»- **fc 
,p*, ,th **»>»>*    ^    1 .'U t^^*r^ pt«   i*#*l<    «hi»? »t^fÍK-f   I.,I   »to* M   rn-n  Ift« i«# 

to»   •»>»#   •**   U.»#»    l«»ntit   fu-     .•»i'ffJ i *Ji**.t N   •!»*»   t*»  M»»»«    HKM 

i**Ml.^Mlhf«>««Kl HW **lKNt  ^4  t*«Mf   »MWl ^'^»1  *»v    I ;   f*f    fW 
IV miinrfft *»»«V''l i» IA<*K !• Nr l<v.'i«ji»h Kitl.tt-Uvfd *>> Ihr 

.II«« A I« Wilt«      '•    . 4»l*««l   #•".*'«     '*     *H|lH*flti   >«tf^ÌMT>    'hei   iHilH*    tH«    llff 

r*ftvl#mv    *   •»«»  r,4wif<wtm    •»   m«kí hi* *f*J ft.•«!•*, i  m,*f *ffNf<l»«f I.. 

^.«Wi     %tM««<l    .-•«•**•*». v     .4    ^*lt>    «U>      rri<».^    'Ht     •>#»     >* 

iti^ft. »»*  t#<#t*tf t*wi m*»M«tn^É»»v t 
«I Iter* #i<it»«fiM »tiitt» *>.««^é Nr t«*«M<H w.M»irJ Hs IN- w»4M*lf»l 

w*«ffc#«tf* M«  *én *•• .*•»>•(>**•»* <    «>wif»t*"f« 

DNtt •«. it.« »«**. ** i .,•>•••»« »*'*•• » maktimt ,4frt4t p»«4» t«*l 
!t>^>É^mi jpftu ** ^*<tè*is ini «rv.« ffc#* M f»»<fi> rK» HMM eifHrtrnt 
MWII Hw NMHI«*«« .4 >*•**< p««4i «Mi «^» ifwttt»»»« >•« ^«w* 
»-•A   II  » mm   Imm**«   rtw«  f»i%* •• to .*»»**• f»# «• t*ién»».f ê 

è*m* *%vtt wHnwn.it HMP éKH« H» pwt«M >.•» *vw*f*t r«w ftht >>< 
f«nt m«» te M» ta« « mm toi ,..*K »*• app*   %»wwwii»>i *«•« 



the relatively samp« process «rt «imrmnj quoted figure», hut a rather 
technological operation involving many economa; factor». 

Value analysts way he defined a« the systematic study of the pmwbte 
optirWnl peWoniünce to he obtained hy industrial product» through 
achieving economies in their manufacturing cycle and reducing co»t% in 
proportum li> usefulneti The promotion ol such value» it among the maior 
factor* influencing p.«chastng decisions 

Value ana Km proceeds from the identification (4 existing product 
spécification» in the light of uie requirement» and MI the identification and 
elimination of unnecessary cost factor« In industrial marketing, a programme 
of value analysis is an o»pm/ed sequence of research challenging existing 
product specification» and design, as weB as production and »lockage 
method», in order to reduce the cost of end-products and to enhance their 
«lability and their competitive profile 

Technical assistance and service are concerned with product information. 
maiiiui»i)ci UM Iff II and dfliveryTervue. 

Some industrial marketers supply the market with illustrative material, 
hoping it will enante the customer to recome acquainted with the rather 
complex technical use problems m using the equipment However, any 
exhaustive, highly detailed technical documentation dots not appeal to the 
potential customer, who normally prefers the direct personal and technical 
advice of the industrial marketer. 

A maintenance and repair service, availability of spare parts and prompt 
delivery can strongly influence purchasing decisions, smce the concern of 
industral buyers is to reduce the downtime of machines and to keep to a 
minimum the stock of spare parts. Marketing capital goods and mdustrial 
supplies may be hampered if distributors carry inadequate stocks or lack 
tat »factory faciktie» for servicing clients. 

The market for capital goods and industrial supplies is notable for its 
heterogeneity. Il consists of spécifie market segments, such as government 
agencies, institutions, and manufacturing or merchant enterprises, vtcluding 
retailers and wholesalers, technical service companies, hotels, laundries, 
recreational concerns and certain professional groves, such as dentists, 
laboratories and technical associations. Each of these market segments is 
measurable m terms of the actual or potential volume and value of purchases, 
which snakes it possible to devise an industrial marketing strategy 

Deviling industrial majfcUlnl H"tigtx for capitel gouda and industrial 
luaalm  n mocn  more tttTtcwit  tnnn  for consumer  food», where the 
as^knaM*nnek. nutans anSnw*éaiátfwjni flna^ssvaaáVv Aaun^BMs^&W /ua á^sh^na^kM^nuakl eaa*Aéaa)^s*neaw*Aei BnaneVjbWsWnftAaT nuaiafl pVaWVPfflwIsnp VVVPvirPJV WtmWWWf MpWMsl UN NvwfVIVVsVl ptvlVvvVvlMFV, wmwwm^m^m, BUI 

income and the wihngness to spend it. For capital food» and) mdunrnl 
Mspplies, the jemand is subject to uncertainties deriving from possible 

rs  m tecbjiolof/  and oondetiona of flnjncinf.  For euntpk, the 



development of electronic transistor* larari* destro* ed the market (<>r tube* 
An improvement tn the technology ut nuking catting* ma* increate the 
demand fi»f casting*, but il mat also reduce demand toi equipment or pjrts 
lof making Ihrm technological advance* in making and u*ing pia*tk.s nut 
take business away from metal* or wood* I he development ol svnthetK <>r 
petroleum-derived libre* ¿Heilt the market tor textile«, and t* 
textile machinery 

N orue »a» the »ob •>' industrial marketing to «II «hat wax produced 
With the thill Irom a *cller* lo a buyer*' market the |oh ol producing and 
marketing hat become more topfmtkated and complex Now betöre 
production can plan what to make and when. marketing mutt indicate, 
through research, «that t-ari he *okl. m what tot in. at »hat price, in what 
quantities, when and to whom Ihe «.niel purpose ot indutlrial marketing i* 
to provide guidarne to production planning and to tinancul planning 

The component* ot the industrial marketing mix are re*ear<Ji. 
promotion, pricina:. personal nBfafv-J'néiíhuttnñ ind iecnnical service Die 
central problem it to find the optimum combination that will retult in a 
greater volume of tale* and increased net cash inflow 

The first step in planning industrial marketing is to «.ollect marketing and 
technological " IwofWUnon" TrorH ouUA'aTW'trom inside the enterprise 
concerned A irc«>nd step 11 to %et ihe objectives tor the industrial promotion 
activity, dividing the market into geographical target*, customer and product 
group* An effective management tool that can be used in planning and 
tmpkmenling industrial marketing strategy is PrRl (Programme t valuation 
and Review Technique i H consists of four steps 

'ai On the batí* of research finding*, all specifi«. task* are specified in 

detail. 

lb) A netwmk of the sequence in which these tasks are to be completed 

i» drawn up. 

fri Three batic estii-vur* concerning the completion of each task 
(optimistic, most Ifcely. pessimistic I are mad«. 

iJt (ritual path» and factors that may hamper the attainment of 
individual targets arc located and the tasks arc adjusted accordingly 

Industrial marketing planning takes into account questions of 
dmrÜHition. pricing, inventory, promotion and logistics Accordingly, the 
mdwttrial marketer hat to find an answer to questions such is 

(*) What channels of distribuì ion should be used m marketing capital 
good» and inéuattial Mapplm* 

(è) Al what gets« ahouM these products be sold and what pricing or 
cravat potetes w»gsd tw adopted'' 



.    What should be the policy with respect to inventors and stocks' 

'J' What promotional appea' will he most effective fi>r increasing sales' 

Induit ral marketing strategy must he synchronized with the availability 
of the products in th« Muck «»I the marketer and of the huyer Whether the 
demand tor a product is saturated or whether it is declining mini also he 
considered, in order to replace the product jt the proper time according t<> 
technological changes and market demand 

In this regard, specific stud** should he carried out to assess trtr reasons 

tor 

•X declining volume of sale* for each market segment 
A falling rate of profit 
A declining »hare of the total market 
An increase in competition 

The competitive profile of the market for capital goods and industrial 
supplies is characteristic of the structure of the manufacturing industry as a 
whole In principle, a few large enterprises handle the bulk of the market, a 
somewhat larger group of medium-sued firms and a considerable number ot 
small enterprises capture a rather small percentage of the market but exercise 
a direct influence on the whole market 

Both me Jium-sized and small enterprises tend to compete with the large 
ones, even if their technical, financial and marketing capabilities are inferior, 
their product lines are narrower and their service is rudimentary. Their vers 
appeal to the market is represented by price, against which larger enterprises 
can do little without the risk of violating anti-trust laws or generating local 
price conflicts Moreover, many capital poods and supply items marketed by 
smaller firms are of standard type, as established by local governments or 
trade associations. Standardization and price appear, therefore, to be the 
factors that offer small and medium-sized enterprises the best opportunity to 
capture a larger share of the market and to maximize profit. The nature and 
intensity of the competition they provide varies m accordance with the life 
cycle of their products, which can become obsolete owing to more 
technically advanced products promoted by the larger competitors. 

In terms of price, the industrial marketer may choose between a 
skimming price or a penetration price. Each has its advantages. Discounting is 
a characteristic feature of marketing capital foods and industrial supplies The 
moat common type« of such discounts relate to quantity or single orders or 
on volume bought over time, at well as in special allowances for cadi 
payment. In esuMiahinf a discount policy. the industriai marketer must take 
account of commercial and legal matters. Probten» of price alteration are 
acute in industrial marketing; they concern factory priemt, delivery price 



arrangements    treibt   all"* a rie e s   ji,.l   nil»-   K .ommodati.ms   not   jl*n> 

leital 
\nv    discussion   on   organi/mg    industrial    marketing   will   take   ml 

consideration  the  technical nature of  the products tu be marketed   scindi 

ditlers substantial from the nature <>! consumer |E"<H1S 

Industrial market inp is not directly influenced, as is consumer market inn 

by the geographical distribution ol the market. sirv.e tndustr ul riant» operate 

in the same way wherever the\ are located and their needs tor equipment 

capital goods raw material tit supplies are generally the same Flic 

geographical factor should be recognized but not so much emphasized as it is 

in the marketing ol consumer goods Because ot the technical nature ot 

industrial supplies and capital goods, their spec ilk uses and the reasons tor 

purchasing them, industrial marketing is nor malls based upon product 

organization, whereas consumer goods market mu is generalis based upon 

functional organization 
Another torni ot industrial marketing organization is the customer 

organization, where certain common tunctions. such as research, sales 

analysis, promotion and advertising are carried out on a customer-group basis 

because ol the highly specialized characteristics <>» the customer and ot the 

product» This type ot industrial marketing organization is. however, not 

always recommended, owing to the tendency ot industrial customers to 

diversity production 

In industrial marketing, promotion and advertising occupy a much less 

important position than in consumer-goods marketing Some recent statistical 

surveys carried out in various countries indicate that the average expenditure 

tor promoting capital goods and industrial supplies is about : per cent ol the 

sales volume This confirms that industrial marketing is not characterized by the 

huge promotion or advertising budgets common to consumer-goods 

marketing 
A technical advisory service is an important factor in marketing capital 

goods and industrial supplies. In some enterprises this work i» performed by 
specialized teams outside the marketing department, normally m the 
engineering department This situation sometimes results in conflicts between 
marketing and technical personnel, duplication of service, contradictory 
advice and customer confusion. In principle, it » wise to assign the technical 
advisory service to a specialized unit of the marketing department, composed 
of engineering personnel, strictly under the marketing management Such a 
unit should maintain close relations with the research and development 
service, which may recommend the creation of new products, new processes 
or the improvement of old one« to keep ahead of the competition. 

All activities related to physical distribution are referred to ai industrial 
marketmg loprtics, which affò include' sUcK IBfltonal activitief II ftjUsyiMIII 
(eTssfss iM sfWil ¡locking of spare parts, which, even if not closely related 



to the physical movement of industrial supplie* and capital good*, have an 
important hearing on the ultimate success ol marketing. 

The importance of marketing logistics arises haMcalk from the carrying 
COM of inventory, since industrial buyer* are generally prone to keep stocks as 
low as possible without causing production stoppages ( ontrol over stevks 
can he greatly affected by the efficiency of suppliers. However, industrial 
marketers are also motivated hy cost factors to keep their own inventors low 
without teopardi/ing their ability to meet the market demand 

The haste components of a marketing logistics system are warehouse 
facilities, a transportation network and fixed points of distribution 

The marketing logistics system requires a well co-ordinated method ot 
both external and internal communication, l-xternal communication is 
concerned with the flow of information and products between the marketer 
and his customers. Internal communication »concerned with the information 
flow among the various technical, administrative and marketing units 
participating in the physical distribution system. The marketing logistics 
function comprises storage, inventory, materials handling, packaging, 
processing of orders, warehousing, transportation, administration and 
information functions. Traditionally, all such activities have been performed 
hy separate units, causing confusion ami dissatisfied customers Today there 
is an increasing tendency to co-ordinate them under the responsibility of the 
market mg management 

The industri^ BMThflMII PTUTy V ** * tnrnP**,e<1 **" ,n* 
establishment of rules and rnajuu ofcorttrol. The aim of control is to diminish 
the risks of failurel>y assessing the GKKSOI past failures and by planning and 
implementing new courtes of action. The function of control m industrial 
marketing has three aspects: 

tai Setting standards of performance Such standards are the marketing 
targets, the market mg budgets, the sales records, the sales quotas and the 
marketing coats detected by cost analysis The cost-analysis data are 
especially useful in managing distribution channels, selecting customers, 
determining promotional initiatives and direct marketing development 
efforts; 

lb) Checking actual performance against standards. Performance can be 
measured through ratearen, reports and observation of the market. The data 
and information mutt be attectrve m view of their uee for adjusting 
promotional, tales, distribution and technical-semce strategies. The success of 
market mg control activities depends on the validity of data and information 
collected enternely and internally ; 

lc)  Developing marketing action. 

10 



Conche worn 

In industrialized J\ »eli j\ industrializing vuntnes industriai marketm« 
orients and co ordinate* ih« production, promotion and distribution • >f 
capital go»>ds and industrial supplies Ihus. marketing is an in lo (ira I part <>t 
industrial development The requirements and behaviour <<t market 
participant« are conditioned by needs, budget, quality and service, »huh. in 
turn, affect or determine mark el inn relationships 

Marketing increases in importance when a community develops and when 
new tes.hnolofr.ies are introduced Asa result, marketing should be considered 
a vital component of the total production system, having a direct impac' <>n 
economic growth, industrial expansion, employment and living standards 

In most industrializing countries, industrial marketing progress is being 
slowed down by several adverse conditions prevailing, at different degrees of 
intensity, m each sector of industry The foikming are. in the experience ot 
IMIX), the niiiM critical factors hampering marketing development and in 
tum. industrial expansion 

ia> Scarcity of market data and information concerning demand. 
consumption, opportunities and competition. 

ibi Inadequacy of the professional marketing expertise ot government 
official* and ot industrial managers. 

h i A general distrust towards marketing intermediaries, which is 
reflected m pol*"» estaNnhmg direct government intervention in marketing, 
distribution and promotion activities. 

Id I A reluctance of national planners to include the marketing factor m 
national development plans; 

(e) A tendency to maintain excessive price controls on production with 
little concern fur the effects on the retailers IH distributors. 

If) A notable lack of special market mg or purchasing credit 
programmes, which reflects a widespread belief that production M the most 
important factor of industrial development and that marketing adds little to 
its final valut; 

(gl An increasing preoccupation with transport fácil* irs, which may 
mean eventually neglecting other equally important marketing mfraetractuee 

// 



sich as marketing extension sorskív marketing communications and 
inlormatmn systems, and national, reponal antl sectoral o<-opeiitivr research 
jiid promotion campaign*. 

h \ la«.k ot awareness at national ami reponal levels, ut the close 
interrelationship hetween metropolitan and provincial marketing areas and 
too little understanding of the causes ut changes in the industrial market 
wstem Metropolitan and regional marketing areas are considered separately 
uther than a\ two related aspect* of an integrated national marketing system 

In the developing countries, industrial marketing has m>i vet received the 
tuli recognition it merits, even if the expansion of industrial enterprises is 
normally the result of market opportunities and market mf expertise 
Inadéquat« appreciation »>f the imnmtance of industrial marketing is critical 
to the healthy growth tit industry Production, without recognition of the 
impact t>f marketing, becomes wasteful and unprofitable, especially when 
severe external and internal competition exists 

Industrial market mf is a hiphlv speviah/fd activity However even 
though the functions and problems of production and market mf are 
inseparable, national planners and industrialists in most devek>ptng countries 
tend to concern themselves primarily wrth production, management and the 
financial aspects of industrialization Inkess this attitude is modified and 
market mf devekipment encouraged, the industrialization of the developing 
countries may continue to limp 

I ntil now. most requests (torn devetoptrtf countries for I MIX) technn.il 
assistance m industrial market mf have been fin expert advice on the 
development of marketing management or foe help in identifying the types of 
products to he manufactured In addition. I'NNX) auntance m industrial 
mark et mf has been requested for the establishment «>f national marfceimf 
advisory units or marketing extension services or for carrymf out market 
surveys and consumption studies to identify market opportunities for locally 
manufactured products. 

Only m the more mdustrtali/ed of the devekipmg countries has the need 
been felt for increased aaasstance m industrial market mf. Requests from these 
countries have mamfy concerned the improvement of distribution methods 
and logistics facilities within the domestic market or the creation of 
marketHSf information systems and) means of assriimf market opportunities, 
both domestic and forcipi. 

On the whole and) m spite of the evident need), the number of such 
requests is stM retatrvery smeN There are. however, reasons to believe that 
Governments of the developing countries «vu come to reakat the dynamssm 
of marketing and accordingly wM seek lecheiical asi reoen UMOO thrmajh its 



For further information on the tyf c .-nd characteristics of technical 
awMance provided by I NUN) in irulustr al marketing, communi», jtions mav 
be addreued to 

Industrial Marketing (nit 
Industrial Services and Institutions Division 
I filled Nations Indu.trial Development Organization 
PO Box 707 
A 1011 Vienna 
Auvtna 
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