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INTRODUCTION

[istory of busincss over the past decade up till now provides
cvidence 1o suggest that most of both developing countries and what
previously called Eastern bloc ones (as headed by former USSR) arc going
to adapt drastic cconomic changes in industry, trade, finance and in the
state ownership of factors in production i.c. Their new cconomic regime is
focusing primarily on dcpartures from centeralized planning policics (o
morc liberalized oncs.  Reduction of the lradgwbgrricrs, cmphasis (o
reforming domestic industrial regulations and promotion policics, even
though thosc constitute scvere barricrs to local competition, etc., arc also
cvidence. With refcrence to the ekpcri’cncc ol developed countries e.g.
U.S.A, UK. and others, pl'ivalfza[i0|1 initiatives are not only economical
but also political. They are political because they redistribute costs and
benelits among givers and competing groups. (1).

While forces behind the explosion of privatization, the theory
underlying privatization is also significant because it rcpresents a
deliberate effort to redcfine both cconomic and political interest. (2)

Since the Egyptian government has adopted the privatization policy,
in the carly of 1990s, as a ncw cconomic reform / regime aims lo change
the central - planned economy into a market - oriented onc discussion and
debates of how to implement actively the new regime and overcome the
present and possible problems.. cte. arc endless.

As the privatization policy becomes an intcgral and important part
orbasc of the new regime, markcting the stitc-owned enterprises (SOLs)

became the salient problem facing the Lgyptian Government.
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at testing cleven propositions, al| of
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SOlis 0 Ligyp! (3). Also, 1L 1s anumg,

| them can be considered as determina
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sation in Ligypt. Bascd on these propositiong

nts  or conditions of any suggesie(

marketing stratcgy for privali

and the terms related can be developed.

model for privatization oplions

Propositions:
(1) ‘There arc threc situations and mconscquent threc options  open to

market all what can rcconsidered as SOEs, in industry, trade and
services (4): Option (A): is to start marketing SOEs in which the
~state is significant sharcholder  (category 1), Option (B):is (o
markct SOEs in which the state is the dominant sharcholder
(category Il) and Option (C):  Funds that can be raiscd through
sclling SOEs in catcgory | and category II should be deployed
partially in marketing the wholly- owncd enterprises (category 111).
(2) Based on Prop. (1), to promotc marketing the SOEs in the
L three  catcgorics in gencral and those of the  third honc, a

comprchensive  investment's incentives system is required. c.g,

service to be provided free or at low charge in support of busincss
aclivitics, subsidics and grants, frec feasibility studics for cach
SOEs rcady, to be marketed, tax exemptions, removing up all ant
competitive  devices such as rcgulatory controls in the arca of
pricing and trade  domestically or on the international level, to free
~the companics from labour/ employment policics, restrictions on
transler of assets and profits .. and so [orth.

Marketing successful,  productive SOLs and profit - making is the

ell'ecuyc start in the way of implementing the new policy.




(3)

(6)

*

Mcanwhile, the loss making SOLs should be developed up to the
stage of making profit before marketing them.

What s the Egyptian Government is gowg, (o offer for the potential/
present investor s, in fact, what she is - aing (o market (this is
including both SOLs, as well as the incentives, serviges systcims and
guarantees, hospitable climate ... clc.).

How to market Egypt is an intcgral part ol any proposed strategy of
marketing SOLs abroad.

Reasons for and motives behind (he adoption of privatization policy
and the policy statement arce all factors in success, or [aikwre, of
marketing the SOEs in foreign and domestic investment markets.
The cexperience of some  developed and developing countrics
provides help relative ta the preseiit question (5).

Privatization does not involve on the just selling of SOLs but also
ncluding long term leasing, management contracts for some SOEs
and some governmental services agencics and liquidating athers etc.
With referenee to prop. (8) more than one option is-apen. Seme
options that might be adepted will be considered as a gradual
progress toward the more conmu'llcc‘l onc. c.g. long or short-term
lcasing of an SOE or managcment 1conlracl makes it possiblc that

investors may buy the SOL. Incentives and privileges to be granted

on the bases of cach type / form of privatization options as

demonstrated briefly in figure (1).
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Figure (1) OPTIONS OVEN

Option | Option 3 Option 2

\ Selling of an | long or short-

| Management | SOE  totally | term leasing
contract \, or on joint /
ventused basis | jomt  venture

_ local partner
+) (+)

with foreign or

Al

The progress toward option 3 requires-comprehensive
investment incentives c.g. subsides, longand short - terntloans, Lo be grauted

on case by-easc basis or by the type of Andustry or size of investment. or
employees etc..

An arrow referes to the progress to next stop. The more progress might be
achieved the wider the variety of incentives the investors will cnjoy.

With business ‘climale and requircments in mind, it is proposed that
factors in marketing of SOLs have been well taken into account
such as: Study the influences of privatization upon the intcrnal
relevant publies (c.g. suppliers, customers, banks, ctc.) is of preat
importancc. Thesc are in addition 10 a plan to solve the problems
that will emergc from the total or partial transfer of statc -

ownership to the privatc onc There arc number of markcting

requirements for instance” (i) A report of SWO'T andlysis (strenpth.

wcakness, opportunities and threats) of cach SOE. The  rcport
must cover the SQEs’ objcctives, functions and types, organization



(1n)

structure,  stall’  omplayees, suppliors, operations procodures
and systems production capacity  and present performancg,

cte. weluding  costs  analysis  and  any  conteancted  services
costs . (b)- Funds to be allocated 1o market 8Os (on case-by case
or group by-group of 8§Olis  hasis). (¢) - Total value of each
SOU (Market and ccanomic Values). () - astars inmarketing
(¢.8. Markel sizc, targot markot, marketing agencices ... oic.) rélated
to cach SOL.
(¢)- Form  of privativalion / aptions related incefitives and
facilitics of payments for each SOL (o be marketed.
Maxi-marketing could be the most relevant approach on the way of
markcting SOEs. Mare illustration copecrning this propesition can
be outlined as follows: (@) At the outsel, it could be aggued that
there 1s no common, testod.and sytithesized marketing approach can
bec employed 10 market the 8OEs in a given country. Distorted
thoughts arc also poessible to cxist in rclation to both marketing
approaches and the meochanisms or methods of matketing of
SOLs, pcrhabs becausc of the integral relationship between
them, (b) Asfaras the present paper is concernad, the suggested
approach is based, to a greal cxtonf upon ideas borrowed from
management and matketing theorics approachces. llaving considered
thc marketing requirements outlined carlicr, brom’sed marketing
approach could be adepted on the basis of case-by case or sector-
by-scctor of 8OLs, (¢) The idea of MAXI-MARKETING
MODEL as presented by RAP and Collins might be of great hiclp in
prdviding an understinding of how to market synergistieally the
SOLs (6), and (d) The salicnt domains of MAXI MARKETING

approach relevant to the present questions ean be highlighited

shortly as follows:
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b 1 first step in Maxi-marketiig. eny
: cntial HISU =
It is the es8 - spects arc and what are (he
I out who and where the: best prospects arc { the
1 ou
needs to find

2 vavs to rcach them.

st cflicient ways . o T

most : ational / foreign rescarch ftrm can help (he
< L]

In this respeet it is usclul to refer thay:

a)- A domestic or Intcri -
(a) p the profile of best prospects, (b)- The Governmeny

government fo devela v
themsclves by _responding (o

can invite the prospeets to identily |
targeted appeals and offers. and (c) - The Government can go straight (o

(he best prospeets by seleeting  them from international databasc or press,

specialized organizations, ctc., and negotiate them.

2. Scgmentation_of_Types of Prospects (investors): In accordance
with c.g. . nationalitics, type of investment aetivilics locations, cven SOI:s-
specilic factors and any relevant critcria, all prospecets should be
scgmented in order to achicve cost - effectiveness ane well covering media

uscd.

3. Maximized Media/Media Diverstification: Because there are
many choices and the Government might not usc all of them, there is
need for knowing for (he wide range of options that exis( in order (0 make
the most effective selection among, the media available. I this connection.

It is not to be ignored (hat producing prints for nternational and domestic

markets is | S Pt il a _
"Hols 15 important. Prints and literature concerning cach SO specilic

factors, marketing Wputs, production inputs ang so forth, as well as (1)
B LLN §

ZI‘:'.)(‘\". C Or ¢ OIS
. EYPL- speoific faclors releyang o cach SO concerneq.




4.  Maximized Awargness Advertising - Appcaling to_the whole
brain_of Prospects: Persuasive and creative advertisig campaign is
incvitably needed. I selling process of an SOL 15 1o be maxmuzed at every
step, il is a must o maximize the power of awarencss advertising or the
awarcness-fostering clements in advertising ¢.g. benefits and advantages

(hat an investor can get.,

5. Double-Duty_Adyertising, Inquiry _ Advertising and Promotion
Appeals:  nquiry advertising and promotion appeals arc also required Lo

maximize activation of the government programme,

6.  The usc of multiple channcls to sell or lease, ctc. of the SOLs:
A sccond parly e.g. governorales, local busincssmen, foreign
agencics, international bodics such as WORLD BANK can work side-by

side or hand-in-hand with the Government in marketing SOLEs.

7-  Double-Duty or Multifunctional Marketing_Efforts:  The
objcctive herc is to maximize the powér and syncrgy of the government
marketing programme for SOEs. 1t is a cost-eflcctive and a double (or
more) cnded way. TFor cxample the government can arrange for a smgle
advertising / promotion cffort to accomplish two or more diflcrent jobs or
goals i.c. shc could market the country while marketing SOLs, or to
market, scll and lease ... an industrial SOE while she is sclling a sérvice or
a trading onc. Various mechanisms and mcthods might be employed here
such as: sharc marketing programme and its cost_y/g,{i@h another developed
or developing country, the idea ol even marketing (like causc - related
marketing) 1s another way o scll SOL whether the terested party is
going lo exploit or selling an intcrmational or domestic event, also suppoit

onc medium while using another.
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8 The Yalue - Adding:

if a marketer sclls @ .
With wiapping a service around a progyg .

commodity product, he cap add
concepls
dilTerentiating SCIVIC _
whole new lease lot hte 1
mes comes from the cmnplcmcmury

¢ o it
L 1c development of an Cntirely
nught give 1t <

business oflering products somcl

new
¢ might be usclul to note that: (a) Valuc

service granted. Mcanwlulc, 1
added in gencral is a driving lorce, (b)
must to add value and. continually scarch out ways (o add value (7). |,

To manage the future, it g

relation to  the qucslim'l under study. it 1s important to rcler that: -
Somctimes as a part of adding valuc and services related to marketing an
SOI: includes both tangibles and intangibles, Value added scrvice distinet
from just to scrve investor/prospects service, and To add valuc for
mstance, the Government might offer: funding/financial altcrnatives, {rce
visits to thc  SOLs and discount on future visits, supplying and
warchousing  services, transportation scrvices, ownership alternatives, cle.

In short, investors will pay more or accept to buy an SOE if they believe

that thcy will get more value.

9.  Iuside - Out and Quitside- In Marketing Efforts; This is a two-
ways marketing process, the Government must walk around within the
SOEs to cncourage cmployces (o buy or to pr'm‘%%f: them to sharc with
her the marketing process on a suitable reward system. Employces might
play an active part n getting their relatives, some of the publics and
fricnds to buy sharcs. AC the sometime, the above mentioned
move/method  should be implemented side-by-side with and outside move.
In other words, the Government must consider that marketing the SOLis
mside (includig within the county) s not enough, Marketing SOI by
 gomg outside the country must be considered as integral part of the whole

marketing programmc of privatization policy.
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CQ[\iQLrUﬁ,l_QE; It could be argucd that marketing SOlis i Lgyptis
(ask for the Gov
st selling 1t whet
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cather different from Jt

 or i the stock cxcha ng is onc part ol

bidding systen

(he total marketing cﬂbrls/progr:mmlc).

common marketing appro domly recommended, cven the

ach can be scl

and developing countrics  might only be

experience of other developed
as its specific factors /

a guide where cach country b

considered  as
(he proposed markcting approach

Characteristics (hat differ from another,

(hat could be adopted for marketing SOLs in Lgypt 1s also contingent

upon the nature of cach SOIE and many other faclors.
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