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1 ITC Communications and Marketing 
1.1 Introduction 
The International Trade Centre (ITC) is relatively unique among international organisa-
tions in its focus on providing technical assistance to the private sector. The mission of 
ITC and the resulting character of ITC as an organisation have important implications for 
the communications and marketing dimensions of the organisation. As an international 
organisation providing technical assistance to the private sector, the ITC has multiple au-
diences and multiple stakeholders. 
 
ITC does not have a formal “marketing” department with the attendant functions as un-
derstood in the private sector1. Government and quasi-government organizations tend to 
have a communications department that is responsible for activities such as organizing 
seminars/conferences, preparing and sending out press releases, preparing and dissemi-
nating promotional material such as booklets, brochures and newsletters, as well as doing 
media advertising when such is necessary. These activities frequently are referred to as 
“promotion” or “public relations” (PR) or sometimes as “communications”. 
 
ITC, in common with similar organizations, has a communications function (part of the 
Office of the Executive Director) that performs the functions listed above and also con-
tributes to ITC’s wider technical cooperation activities as well. For example, ITC’s techni-
cal cooperation objectives are enhanced by the on-going upgrading of Forum magazine 
(see Section below) to include more in-depth research and analysis, to concentrate on key 
themes, to allow it to serve as training material in workshops, etc.  
 
ITC is different from many international organisations and national development agencies 
in that it is dealing directly with the private sector. The organisations in the United Na-
tions (UN) family are mostly intergovernmental in character or in terms of their major 
functions. Their “clients” are governments, and more specifically, the diplomats and gov-
ernment officials representing those governments. The “products” or “services” of most 
intergovernmental organisations focus on supporting intergovernmental processes, their 
core activities include: preparation for meetings, organising meetings, and reporting on 
meetings. The “clients” of ITC include governments and their representatives, but the 
primary function of ITC is to “serve” the private sector in the form of Trade Support In-
stitutions (TSIs) and end-user enterprises in beneficiary countries. Thus, not only is ITC 
expected to convey a more business like image, communications and marketing functions 
are central to ITC achieving its mission. Furthermore, communications and marketing in 
ITC are more similar to those functions in a private corporation or in an non-profit or-
ganization than for most intergovernmental organizations since ITC is seeking to present 
its services and products to the private sector and business associations in beneficiary 
countries. The concepts of marketing and branding may seem inappropriate to a technical 

                                              
1 The Division of Technical Cooperation and Coordination has been called the sales arm of ITC, but the sales func-
tion is not synonymous with marketing as is discussed below. 
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assistance agency, but if potential beneficiaries and donors are not aware of, and do not 
understand, ITC products and services, they will not be utilised. 
 
In seeking to serve the private sector, ITC has a “three track approach to the delivery of 
technical assistance.” In the ITC Business Plan 2004-2006, ITC states: 

 
“Track 1 enables ITC to achieve global coverage through the provision of low-intensity field-
level support, based on: (i) an active publications and information dissemination programme; 
(ii) direct collaboration through the product-network approach; and, (iii) the provision of 
highly targeted inputs under Global Trust Fund Window II programmes (South-South Trade 
Promotion, World Tr@de Net, and E-Trade Bridge). Track 1 support will be delivered in-
creasingly through cyber-collaboration (i.e. via the Internet). ITC’s Web Committee will co-
ordinate the continuous upgrading (technology and content-wise) of the ITC website and 
sub sites”

2
. 

 
The other two tracks of ITC delivery involve: 
 
• Track 2: Joint delivery with other organizations in the Joint Integrated Technical Assis-

tance Program (JITAP) and the Integrated Framework; and 
• Track 3: Regional and country projects.  
 
As the above quote from the ITC Business Plan with the references to dissemination of in-
formation and cyber-collaboration indicates, for ITC the use of web-based technologies is 
becoming an important element in their strategy of collaboration with partners and of de-
livery of information and are closely. These web-based technologies can be a significant 
dissemination vehicle and are closely related to the Communications and Marketing func-
tions. Thus this report evaluates three related sets of issues:  
 
• Communications;  
• E-Readiness and Internet Dissemination; and 
• Marketing including the use of e-technologies. 

                                              
2 ITC, ITC Business Plan 2004-2006, p.3.  
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1.2 Methodology 
The Evaluation utilised a variety of evaluation methods to assess the communications and 
marketing functions of ITC. Before turning to the evaluation methods it is useful to note 
some conceptual issues about communications and marketing and to introduce some 
definitions.  

Definitions and Concepts 
The classic canons of marketing in the late 20th century were the four Ps, Promotion, 
Product, Price and Place. This was based on a manufacturing model where promotion 
and small differences in product characteristics were regarded as the key to reducing price 
pressures. Under this model, information about target consumers was limited and the fo-
cus was on product differentiation and enhancing the image of the product to improve 
market share and profitability. This model was promotion and product focused. 
 
The new paradigm for marketing is Consumer Relationship Marketing (CRM), where the 
focus is on identifying clusters of target customers, then identifying and analysing their 
needs and matching them with competencies in the organisation. The key to this model is 
generating and processing detailed information about present or potential clients and in-
terpreting this information and data in ways that will help the organisation to add value 
and serve customer needs. This model is customer focused.3  
 
The ease of obtaining and processing information via the Internet and related Informa-
tion and Communications Technologies are enabling for CRM. Since the e-tools facilitate 
it, CRM is often regarded as synonymous with Internet marketing but this is much too 
narrow a conception. CRM is a different marketing strategy which is focused on the cli-
ent’s needs. The use of e-tools is simply a means to an end.  

Evaluation Methods 
The methods utilised for the evaluation of communications and marketing included the 
following: 
 
• Desk study of ITC documents; 
• Interviews of ITC staff; 
• Review of ITC websites and comparable websites; 
• Review and analysis of web-usage data; 
• Review of past ITC evaluations where relevant; 
• Benchmarking of the ITC website;  
• Review of country studies and product studies for the Evaluation; and 
 
An e-survey of the professional staff which was responded to by 60 people or half of the 
professional staff. 
 

                                              
3 There is a vast literature on marketing, brand management and customer relationship management.  
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In addition as part of this review, the Evaluation also interviewed several broadly similar 
international organisations. The international organisations contacted included the Com-
monwealth Secretariat, the Trade Unit of the Organisation of American States (OAS), the 
European Bank for Reconstruction and Development, the United Nations Conference on 
Trade and Development (UNCTAD) and the World Trade Organization (WTO). These 
contacts were specifically focused on reviewing the marketing and/or communications 
activities of the respective organisations.4 Among the donors interviewed for this report at 
the Headquarters level was UK’s Department for International Development5.  

                                              
4 These and other organizations were interviewed for different purposes in the course of the Evaluation.  
5 Donor agencies were interviewed at the headquarters level and at the country level for other purposes for the 
Evaluation.  
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1.3 Communications in ITC 

Overview 
“Marketing” in ITC, as in many public organizations, but frequently also in the private 
sector, is synonymous with “promotion” or “communication”. As indicated above mar-
keting involves a broader range of functions. Communications in ITC consists of the fol-
lowing activities as identified by the organisation: 
 
• Forum magazine (hard copy and web site); 
• Direct marketing to specific target audiences, e.g. technical articles sent to mailing lists 

such as Forum subscribers; 
• Development and implementation of corporate events, e.g. a conference on arbitra-

tion and mediation; 
• Press-related activities; 
• ITC web site; 
• Formal presentations to donors. 
 
The ITC communications department is responsible for the organization’s outreach ac-
tivities, e.g. distribution and sale of publications6, press-related activities, speeches, visual 
identity, Forum magazine and exhibit development. The communications department 
contributes to and/or supports the production of publications, development of the ITC 
web site, holding of conferences and seminars. ITC has very little in the way of corporate 
promotional and marketing material such as corporate brochures, films7, CDs, etc. 
 
Since 1998, when the current Public Information Officer (PIO) joined the organization, 
the communications department has developed a common visual identity for ITC and its 
products and services, and has developed cohesive communications strategies for various 
events and activities. The new visual identity was formally launched in January 2003 based 
on work done from 1999 through 2002. A formal information session for all ITC staff 
was held in January 2003 and a number of training sessions were held for (mainly) admin-
istrative staff early in that year. An administrative order was also promulgated on use of 
the visual identity. 
 
The ITC web site was revised (first three levels) and launched in 2000. A web committee 
supervises how the site is used, modified and how new information is introduced. The 
web committee, which includes the PIO, is reviewing how the site should be restructured. 
For a more detailed discussion of the ITC web site, see Section below. 
 
The budget for “marketing” was officially established in 1994 and has changed very little 
since; most of the budget is for production of Forum magazine and is substantially un-

                                              
6 Most publication sales are from the UN sales operation. 
7 The Azimuth films (for projectors) are now about 8-10 years old and thus are not as relevant as they should be and 
the dissemination modalities now tend to emphasise digital media. 
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changed since the early 1990s8. See Annex 1 – Summary of Communications Group’s Re-
sources and Outputs9, for information on budget changes since 1994. 

Communications Strategy 
ITC’s communications strategy was formally developed and implemented in 2000. Since 
that time it has evolved and changed (but not radically), yet a new formal communications 
strategy has not been adopted. Communications staff updated the existing strategy in or-
der to assist the Evaluation in better understanding ITC’s actual communications strategy. 
 
ITC’s communications strategy is based on10

: 
• Creating Unity: Developing a unified look; defining and developing trade topics that 

represent the organization; and creating common messages for each trade topic. 
• Modernizing Communications Tools: Streamlining/upgrading/creating communica-

tions tools.  
• Improving Outreach: Developing communication strategies for specific topics, events 

or publications; using technologies to improve dissemination; revising target lists; em-
powering staff through training and tools at their disposal. 

 
The communications department has also developed a one page summary of messages to 
be communicated to ITC’s seven main audiences11. The preparation of such summaries is 
a very useful approach and needs to be (and is being) implemented for all activities. Clar-
ity of the message is essential to successful communications. However, there are too 
many messages depending on the audience and there is a danger that key audiences may 
get a mixed/confusing message as to who ITC is and what ITC does. There appear to be 
four key messages12: 
 
• ITC has contacts, information and knowledge; 
• ITC delivers good value for money; 
• ITC can help deliver your (the parent organisations UNCTAD and WTO) message; 
• ITC is an agency of the UN and of WTO. 
 
The “information” message is a component of all messages no matter how phrased. Thus 
message #1 above is the key message to stress above all others. 
Some of ITC’s key activities are reviewed below. 

                                              
8 For 2004 the budget was composed of USD 71,000 for public information and USD 250,000 for Forum magazine. 
When organizing events, some departments are beginning to include a budget for communications in the overall 
event budget. 
9 Reproduced from material provided by the communications group. The above is believed to be correct, but has not 
been verified independently by the consultants. 
10 Taken from the communication’s group’s strategy paper. 
11 Clients, donors, parents, partners, media, ITC staff, general public. 
12 From the internal document Communications Audiences and Messages. 
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Forum Magazine and Web Site 
Forum magazine is the main marketing/communications vehicle for ITC. In recent years 
the magazine has been re-structured around themes of interest to ITC’s target market. 
These same themes are then used in other activities, whether mailing to target markets or 
as part of an event, e.g. “Putting E to work”. The magazine of course adheres to the ITC 
visual identity guidelines since the ITC visual identity was created and tested first through 
its magazine. 
 
The magazine has its own web site (http://www.tradeforum.org/) which was launched in 
2001. Usage has increased steadily since then and has reached a plateau in 2003 (see usage 
statistics below). There are external contributors of articles or opinions, and the magazine 
has for some time served as an “incubator” for other ITC products. Because Forum 
magazine had a critical mass of readers and a budget attached to it, the communications 
department developed, over time, other products with the same visual identity, e.g. fact 
sheets, information nodes, press releases, print publications and the like. It also serves as 
the basis for content, key message and target audiences to reach with ITC’s message. 
 
The Forum web site links to the ITC web site (http://www.intracen.org/index.htm - de-
scribed below) and vice-versa. The link is permanent in that it is always at the top of the 
page no matter what page one is on. The colours used in the Forum web site are the ITC 
colours thus re-enforcing the link between the two.  
 
The Forum web site is interesting in that it is not hosted by ITC itself although it is linked 
to it, but by an independent firm Pressflex (www.pressflex.com). An end-user will not 
know, and will not care, who hosts the Forum web site, as long as the information is 
available. Pressflex has ninety (90) magazines as clients, including the Organization for 
Economic Co-operation and Development (OECD) Observer, Business Council for Sus-
tainable Development and other development-related magazines, which drives additional 
customers to the Forum site. ITC receives a semi-annual in-depth report from Pressflex 
on factors such as who is visiting the site, where are they coming from, trends based on 
traffic at other magazines, etc. Pressflex also helps with marketing and promotion and 
shows how sites can link to one another. 
 
The site is easily navigated, is clear as to what information is available, and is available in 
all three official languages (English, French, and Spanish). 
 

Table 1: Forum Magazine Web Visits13 

2002 2003 2004 2005*
Web visits 337,718 483,149 820,867 900,000
Incoming links N/A 157 160 176
* First half of the year at an annual rate. 
 

                                              
13 Taken from ITC’s internal statistics. 
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Pressflex collects statistics on visits to the Forum web site by country of origin. Accord-
ing to Pressflex statistics (Pressflex report June 2005), traffic growth on the Forum sites 
in the first half of 2005 has surpassed expectations: by topping 90,000 visitors a month 
from March through June, growth so far this year is up 64%. The Forum site accounts for 
almost a third of all ITC web site traffic, including www.intracen.org, its sub sites and 
other stand alone sites. Traffic from developing countries and economies of transition 
made up 47% of the total in May, a major improvement on November's 26% ratio. This, 
however, is in all likelihood due to an improvement in the generation of the geographic 
breakdown on the statistics pages introduced earlier this year: the software can now iden-
tify the origins of 99% of visitors, compared to around 70% in the past. It appears that a 
disproportionate number of visitors whose origins were previously unknown were from 
developing countries and economies in transition. 
 
For more information related to 2005 year statistics, including the main trends in the Fo-
rum web site development and future tendencies, please see Annex, which contains ab-
stracts from the Pressflex site analysis report, prepared in June 2005.  

Events – Communications Strategies 
In order to ensure that ITC’s most important messages are properly articulated, commu-
nicated consistently and to a particular target audience, certain events have a one to three 
page strategy paper prepared that consists of some or all of the following main sections: 
 
• Background or overview; 
• Objectives (for the event); 
• Theme and/or message; 
• Methodology; 
• Activities; 
• Elements. 
 
The communications strategy paper is discussed and agreed by all concerned (communi-
cations department, ITC department responsible for the event, others), and then a num-
ber of key points under each section ensure that the message delivered will be targeted 
and consistent. Events (and thus strategy papers) can include outside agencies as for ex-
ample the World Summit on the Information Society which had ITC, the Swiss State Se-
cretariat for Economic Affairs (seco) and the World Bank as partners. 
 
However, there is a degree of inconsistency in the papers that have been developed to 
date. For example, some papers have a background or overview (the name varies) and 
some don’t. Some have objectives, some have goals. Some have a methodology others 
have a marketing strategy. 
 
As well, each event has five goals (objectives) set for it – awareness, positioning, credibil-
ity, partnerships and vision. Not all goals are equally important or equally attainable.  
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Awareness is very easy to attain, while positioning and credibility are much more difficult. 
As well, high awareness does not necessarily translate into the desired positioning or 
credibility. 
 
Suggestions on possible improvements to this tool are given in the Recommendations 
section below. 
 
Even though that is not their primary purpose, the communications strategy papers for an 
individual event are an excellent tool for ensuring consistency of message delivery. This 
procedure is not used for most events, partly because of resources, and partly because of 
practice. 
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1.4 Dissemination and Web-Presence 

Publications 

ITC Internet Delivery 
There are several websites that ITC uses to communicate its mission, programs and ac-
tivities and to deliver products over the Internet. One is the Forum website described 
above, and another is the main ITC web site itself. Various ITC programs such as the 
Market Analysis Section and the International Purchasing and Supply Chain Management 
Section have their own websites not hosted on the ITC website and some such as Legal 
Framework have independent websites developed with international partners such as Juris 
International (www.jurisint.org). 

The ITC Website 
The ITC web site is hosted and maintained by the ITC information technology (IT) de-
partment. The site was revised to be consistent with the ITC visual identity in 2000 and is 
ITC’s electronic “face” to the world. Complete information on ITC and all its activities is 
available on the site. 
 
The home page is reasonably well presented in that the eight main headings lead one fur-
ther into specific sections and information. The colours used reinforce the visual identity. 
The visual focus is on the central “40” denoting ITC’s 40 years of existence. The “0” in 
the 40 repeats the globe theme of the ITC logo. 
 
However, further navigation into different parts of the website is only possible after some 
familiarity with the home page and the structure of the website is acquired. It is not visu-
ally easy to grasp the lay-out as there are too many separate sections (each of which is 
necessary to some degree) laid out around the central “40”. The reader’s eye is forced to 
travel in a random fashion across the page to find what might be of interest to him/her – 
languages in the top right hand corner, partners and technical information such as site 
map in the bottom right hand corner, another reference to ITC’s 40 years in business in 
the bottom left hand corner (all navigate further into the site) and ITC’s logo in the top 
left hand corner (no further link). The right side has a column on news, while the left side 
is empty. It is also not clear why Forum magazine is not specifically named, given that it is 
the flagship publication of ITC. Instead there is a link to “The Magazine of the Interna-
tional Trade Centre”. ITC has a strong brand in the Forum name and it is very strange 
that this is not exploited further. 
 
Navigating further, the first impression of a new visitor to the site is of the overwhelming 
amount of information available. A second level site has a conceptually simple layout of a 
column on the left hand-side that gives a table of contents for that particular sub-site, e.g. 
Products and Services. Clicking on any heading in the table of contents takes one deeper 
into more specific information. Depending on the topic selected, the right side of the 
page may or may not have another column of headings to select. Across the top is a con-
sistent bar allowing the visitor to go back to the home page, to six of the main headings in 
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the circle around the 40 on the home page (but not all of them, e.g. “The Magazine of the 
International Trade Centre” is missing), to ITC partners and to a search engine. 
 
That the ITC web site has a vast amount of very valuable information for businesses en-
gaged in (or wishing to be engaged in) international trade is borne out by the usage statis-
tics which show that the overwhelming majority of users are from developed countries. 
For example, for March and August for the years 2002, 2003 and 2004 users from devel-
oped countries range from a low of 63% to a high of 72%. This is not at all surprising as 
penetration of computers and the internet in these countries is high and increasing all the 
time, and most firms are quite knowledgeable in business matters. 
 
While it is logical to collect statistics on visitors from geographic regions and countries, 
statistics on cities and organizations are less useful. The question that ITC has to answer 
is “what management decision(s) can we make based on an analysis of the statistics?” 
In many developing countries, however, the exact opposite is true. There it is often diffi-
cult even to get reliable electricity supplies and fixed line telephone access. In such a situa-
tion to discuss penetration of personal computers and the internet (and thus usage of 
ITC’s web site) is almost meaningless. Thus it is encouraging to see that visitors from less 
developed countries and developing countries are roughly one third of all visitors to the 
ITC website. 
 
Despite this low (relatively) figure, it does not mean, that ITC should not continue to de-
velop its web site (and other e-trade products and services) for developing countries. 
Quite the contrary – this should continue to be a priority (the E-trade Bridge program is 
reviewed the Evaluation Report on Enterprise Competitiveness of this report – see also 
http://www.intracen.org/etradebridge/welcome.htm). 
 
A difficulty encountered because of the very large amount of information available, is that 
it is very easy to get “lost” in the ITC web site. Partly this is because of the number of 
levels of information (in Business Support services there are up to six (6) levels depending 
on the topic selected, and in Products and Services up to eight (8)), and partly because of 
the many interesting information options available. 
 
While it is possible at any time to click on “Home” and thus go to the home introductory 
page, if one wishes to find something in the “middle” that was viewed a short while ear-
lier, it is sometimes difficult to do, without going back to the very beginning and starting 
all over again. 
 
These issues are recognized by the IT department and a review process is underway to 
completely re-structure the site in order to update the site technically at two levels: 
 
• Provide a new design (visual) for the site; 
• Based on the design to develop appropriate technical platforms (ITC’s IT department 

is buying various technical tools that will improve how the site is organized, published, 
linked to search engines, how and what kind of statistics are collected, etc.); 
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• Communicate a clear message from ITC (whatever that message may be); 
• Provide consistency in the look and feel of the site (templates will be developed to as-

sist in publishing); 
• Develop a more systematic approach to collecting statistics. 
 
The IT department also recognizes the limitations faced by many developing countries, 
e.g. poor telecoms service which means low download speeds, and will design the new 
web site accordingly. 
 
All web site activities and especially the current changes are driven and supervised by an 
inter-divisional working group with key issues addressed by sub-committees, e.g. the cur-
rent review of the ITC web site. 
 
It is very difficult to benchmark website usage. First of all there are technical challenges of 
measuring hits versus visits. For example, the structure of a web page can influence the 
number of hits recorded when it is opened. Although there are challenges with any web–
site usage indicator, the number of visits is regarded as more useful than the number of 
hits. However for completeness both are reported in Tables 2 below.  
 
The challenge in benchmarking web usage is to find comparable web sites. One obvious 
web site to consider is the web site of the WTO, but this is a large website with a global 
presence and many thousands of pages of documents stored in the website. Furthermore 
the ITC has several sub sites.  
 
The ITC has a reasonably effective web-presence and is using the Internet to distribute 
some tools and services. Initiatives under consideration to strengthen the web presence, 
to improve the web site for indexing and the access of search engines, and to increase 
links on other web sites including the large and visible WTO web site, warrant immediate 
implementation. Greater attention needs to be paid to updating the information and ma-
terials on the web sites. Frequently the Evaluation used material from the web site and 
received comments that the materials and information was out of date or inaccurate. En-
suring that the information presented by ITC on the website is up-to-date and accurate 
should be a high priority.  
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Table 2: General Statistics  

December 2004 January 2005 March 2005 April 2005 Statis-
tics ITC WTO ITC WTO ITC WTO ITC WTO 

Hits 
Entire 
Site 
(Suc-
cessful) 

1,621,091 21,754,391 1,864,11
9

25,025,70
2

2,185,46
7

28,348,47
0 

2,147,79
2 

Over 
32 mil-

lion 

Page 
Views 

1,223,979 3,012,022 1,385,58
9

3,392,696 1,661,81
1

3,615,024 1,664,82
4 

n.a.

Visits14 191,893 642,523 222,571 733,649 250,169 830,529 244,882 924,00
0

 

 

Table 3: Average Hits per Day 

ITC 
Hits Per Month /Entire 

Site Successful/ 

ITC 
Average Hits Per Day 

WTO 
Average Hits Per Day 

SICE15 (OAS) Home 
Page 

Average Hits Per Day 
Period (March 2005) Period (March 2005) Period (March 2005) (Period: June-December 

2004) 
2,185,467 70,498 914,466 40,932

 

 

Table 4: Average Visits per Day 

ITC 
Visits Per Month 

ITC 
Average Visits Per Day 

WTO 
Average  Visitor Ses-

sions        Per Day 

SICE (OAS) Home Page 
Average Visits Per Day 

Period (March 2005) Period (March 2005) Period (March 2005) (Period: June-December 
2004) 

250,169 8,069 26,791 5,631
 
 
Table 5: Top Five Countries (April 2005)  

ITC WTO 
Countries Visits Countries Visits 

1. United States 130,038 1. United States 380,157
2. Uruguay 7,349 2. Mexico 28,605
3. Australia 7,290 3. France 22,965
4. United Kingdom 6,360 4. Canada 19,446
5. France 5,348 5. United Kingdom 17,537

                                              
14 WTO statistics source has this section originally named ‘Visitor Sessions’; it is named ‘Visits’ in the Table 2. Gen-
eral Statistics. 
15 Foreign Trade Information System/Sistema de Información al Comercio Exterior   
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Table 6: Top Geographic Regions (March 2005) 

ITC WTO 

Geographic Regions Visits Geographic Regions Visitor Ses-
sions 

1. North America 138,459 1. North America 389,872
2. Western Europe 34,320 2. Region Un-Specified 228,844
3. Asia 24,294 3. Western Europe 91,975
4. South America 13,534 4. Asia 39,456
5. n.a. 8,973 5. South America 26,016
6. Australia 7,785 6. Eastern Europe 14,660
7. Middle East 6,683 7. Northern Europe 10,240
8. Eastern Europe 4,449 8. Australia 9,693
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1.5 The Marketing Function within ITC 
As mentioned previously ITC does not have a formal marketing department or division. 
The communications department fulfils some marketing functions, but the department’s 
primary function is not marketing. Also as previously noted, the Division of Technical 
Cooperation and Coordination is considered the sales arm of ITC, but “sales” is not syn-
onymous with marketing – sales is a component of the marketing function. 
 
Of course, ITC’s management and staff undertake “marketing” activities whenever they 
participate in, or organize/host an event, or produce a new product. These activities or 
products are of high quality and are suited to their particular purpose or target market. 
However, it is important to note that using such an activity or product for marketing is 
not the primary purpose. The primary purpose of the activity or product is to fulfil ITC’s 
development mandate. It needs to be stressed, however, that each time an activity is un-
dertaken “marketing” does take place, and this should be kept in mind when organiz-
ing/developing the activity. 
 
Activities that are recognized as marketing activities, and that are treated as such, are pres-
entations to donors or major stakeholders. These presentations are well-prepared and 
presented and are viewed favourably by the target audience as being professional as to 
both style and content (with the exception of one donor who regards them as being too 
“slick”). 
 
At a conceptual level, many companies and organizations (even in the 21st. century) still 
function according the Selling Concept, i.e. they are focused on their own concept of 
what the client needs and sell the products they make (no matter what the client needs or 
wants). An organization that functions according to the Marketing Concept is externally 
focused and “manufactures” and sells products that the client needs and wants. These 
two concepts are shown graphically below. 

Figure 1: Customer 
Delivered Value 
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ITC in terms of its products still functions basically under the selling concept. This is 
supported by the results of the survey of professionals in October 2004, in which 61% of 
respondents “agreed somewhat”, “agreed”, or “agreed strongly” with the statement “Al-
most all of the “new” products or programs that we introduce are actually a modification 
or blend of existing products and programs”16. 
 
In terms of the projects or activities ITC undertakes, it operates much more according to 
the Marketing Concept again as shown by the survey mentioned above. This apparent 
contradiction can be explained by the fact that ITC determines what the needs and wants 
of its clients are, but then tries to satisfy those needs and wants with existing products (or 
modifications of same). A crude analogy would be that an automobile dealer has deter-
mined that a customer ideally needs a 10 ton truck to haul gravel, but tries to convince the 
customer that a half ton pickup truck that makes numerous journeys will satisfactorily 
achieve the same objective. 
 
It would therefore be very useful for ITC to establish a marketing department or function 
within the organization, whose function would be to ensure that the organization’s mar-
keting strategy, plan and resulting programs are developed and carried out in an integrated 
fashion (see Recommendations section below) and according to the marketing concept. 

Marketing ITC Products  
The Marketing Function in ITC relates to the decisions about what products to launch, 
how to market those products, how to support them, and when to stop supporting prod-
ucts. 
 
From the Compendium of Tools Services and Products on the ITC web site, it is evident 
that ITC has four (4) “product lines” (Global Programmes, Advisory and Training Ser-
vices, Information Sources and Tools and Products) with seven (7), seventeen (17), and 
twenty-nine (29) products in the first three product lines. The category of Tools and 
Products is further divided into four sub-lines, Guides, Methodologies and Approaches, 
Training Materials and Benchmarking and Assessment Tools. These contain eleven (11), 
nine (9), sixteen (16) and eighteen (18) products respectively17. This is shown graphically 
overleaf.  
 
 
 
 
 
 
 
 
 
 
                                              
16 The survey of professional staff in the ITC conducted by the Evaluation is described in the Evaluation Report, 
Human Resource Management.  
17 ITC website, About ITC  Compendium of Tools, Services and Programmes. 



ITC COMMUNICATION 
AND MARKETING 

THE MARKETING FUNCTION WITHIN ITC 

 

 21

Figure 2: ITC Compendium of Tools and Services 

ITC Compendium of Tools and ServicesITC Compendium of Tools and Services

TrainingTraining
MaterialsMaterials

Global 
Programmes

Global Global 
ProgrammesProgrammes

29 Products:29 Products:

1. Competitiveness Tool Fair
2. Country Market Analysis Profiles 

Country Map)
3. Cyber-Cafes
4. Database of Importers‘

Associations
5. Database of Trade 

Promotion Organizations
6. E-Shop
7. E-Trade Bridge Website
8. Executive Forum Website
9. Export-led Poverty

Reduction Website
10. Export Packaging Bulletins
11. Export Quality Bulletins
12. International Trade Forum
13. ITC's Online Trade Information 

Reference System
14. JURIS International
15. Lega Carta

17 Products:17 Products:

1. Business Implications of the Trading System
2. Capacity Building in Strategic Market Analysis 
3. Capacity Building of Trade Support Institutions 
4. E-trade for SMEs
5. Export Packaging 
6.  International Purchasing and Supply

Chain Management
7.  Legal Aspects of International Trade 
8.  Market Analysis and Strategic Market Research 
9. National E-Trade Strategy Development 
10. Product and Market Development by Sector
11. Public Procurement 
12. Standards and Quality Management 
13. Trade Competitiveness 
14. Trade Finance 
15. Trade in Services
16. Trade Information Management
17. Value chain approach 

16 Products:16 Products:
1. Designing Promotions: Building Web Presence for your Enterprise 
2. E-Commerce Legal Kit 
3. Managing Export Transaction Cycle 
4. Modular Learning System (MLS) for International Purchasing and 

Supply Chain Management 
5. PACkit
6. PlanSME: Designing Strategy 
7. PlanSME: Planning Strategy
8. Product Costing and Pricing – Artisan as Entrepreneur 
9. Public Procurement Training System 

10. Purchasing and Expediting: Finding Suppliers on the Internet
11. Services Exporting Training Modules Aimed at Government Officials 
12. Services Exporting Training Modules Aimed at Services

Firms / Exporters 
13. Services Exporting Training Modules Aimed at Trade

Support Institutions 
14. The WTO-TBT Agreement: A Business Perspective 
15. Trade Credit Evaluation 
16. Verifying Business Strategy: Researching Buyers and 

Competitors on the Internet

18 Products:18 Products:
1. AuditSME: An E-Tool for Enterprise Diagnostics 
2. Capacity Building Modules 
3. DemandSME: An E-Tool Assessing Demand for Training 
4. E-SME: An E-Tool for E-Potential Diagnostics 
5. Export Fitness Checker 
6. Export-Readiness Diagnostic Tool for Services Firms
7. ExportSME: An E-Tool for Export Potential Diagnostics 
8. Fitness Checkers 
9. International Competitiveness Gauge 
10. Needs Assessment Methods for Trainers and Counsellors
11. NeedSME: An E-Tool for Management Diagnostics 
12. QMS Fitness Checker
13. The Competitive Edge 
14. THE FiT
15. Trade Portal Evaluation Tool and Content Roadmap 
16. Trade Support Institution Index 
17. Trade Support Services Checklists 
18. Transport Packaging Fitness Checker 

7 Products:7 Products:

1. E-Trade Bridge
2. Executive Forum 
3. Export-led Poverty Reduction 
4. South-South trade promotion
5. World Tr@de Net 
6. JITAP (Joint Integrated 

Technical Assistance
Programme)

7. IF (Integrated Framework)

11 Products:11 Products:
1. Arbitration and alternative

dispute resolution
2. Export Quality Management: 

An Answer Book for Small and 
Medium-Sized Exporters 

3. Exporting Automotive Components: 
An Answer Book for Small and
Medium-Sized Enterprises 

4. How to approach banks
5. International Trade Rules: An 

Answer Book for Small and 
Medium-Sized Exporters

6. Secrets of Electronic Commerce: A 
Guide for Small and Medium-Sized
Exporters 

7. Secrets of Intellectual Property: A Guide
for Small and Medium-Sized Exporters

8. Thesaurus of International Trade Terms 
9. Trade in Services: An Answer Book for 

Small and Medium-Sized Exporters
10.Trade Secrets: The Export Answer Book 
11.Trade Secrets series

9 Products:9 Products:
1. COMREG
2. GATS Consultation Kit
3. Institution Manager's Briefcase
4. National Export Strategy Template
5. Organizing Buyers-Sellers Meetings
6. SupportNet
7. Trade Information Management Toolkit 
8. Tourism Strategy Template
9. Undertaking Supply and 

Demand Surveys 

16. Market Access Map (MAcMap)
17. Market Access through 

Standards and Conformity 
Assessment

18. Market News Service
19. PC-TAS – Trade Analysis System
20. Product Market Analysis

Portal (Product Map)
21. Publications
22. Services Exporting Homepage
23. South-South Trade 

Promotion Website
24. TPO Net
25. Trade Finance Press Abstracts
26. Trade Information 

Awareness Bulletin
27. TradeMap
28. World Tr@de Net Newsletter
29. World Tr@de Net Website

Methodologies Methodologies 
and Approachesand Approaches

Benchmarking andBenchmarking and
Assessment ToolsAssessment Tools

Advisory and 
Training Services
Advisory and Advisory and 

Training ServicesTraining Services

Information
Sources

InformationInformation
SourcesSources

Tools and 
Products
Tools and Tools and 
ProductsProducts

GuidesGuides
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Products are described in detail in the ITC web site: http://www.intracen.org/index.htm. 
However, it is difficult to tell precisely how many “products” ITC has, as the ITC web 
site shows a number of products in two or more areas. For example information on the 
Executive Forum is available in the Partners and Networks section, in About ITC and in 
the Compendium of Tools and Services. This reflects the fact that products have different 
dimensions and it also is no doubt intended to allow potentials users to find products, but 
it does reflect the fact that ITC has many products.  
 
It appears that ITC’s product lines have evolved over time in a manner that may be more 
understandable and logical to ITC than to (potential) clients. For example, most people 
outside ITC will know approximately what might constitute Advisory and Training Ser-
vices and Information Services, but knowledge as to what constitutes Global Programmes 
and Tools and Products is likely to vary widely. ITC created the Compendium of Prod-
ucts and Services about two years ago in an attempt to present ITC’s products and ser-
vices to clients in a clear and understandable manner. 
 
An added difficulty from an outsider’s point of view in understanding ITC’s range of 
products and services, is that many of the 107 names for the products and services listed 
in the Compendium of Tools and Services are cryptic to say the least, and not one could 
be called a brand. The closest that the names come to being brand names is in some of 
the “e” products. In addition, the name of the section itself is a bit confusing. ITC’s home 
page gives the heading “Compendium of Tools and Services”, yet when this heading is 
clicked on; it takes the reader to the “Compendium of Tools, Services and Programmes” 
page. Consistency in naming is an important factor in good communications. 
 
Nevertheless, some names are very good in that they are descriptive of the prod-
uct/tool/service, e.g. South-South Trade Promotion, Export-led Poverty Reduction, etc. 
Others are totally meaningless except to those “in the know”, e.g. Software package for 
managing Company Registers, Packaging information, JITAP, etc. There is some consis-
tency in some of the product18 names; for example there are a number of “export” prod-
ucts and there is the “e” series of products. 
 
However, as ITC regards marketing as one of its strengths, it should be more aware of the 
power of branding and the importance of naming. However, branding involves much 
more than naming. 
 
Branding is a major issue in product strategy – for both consumer goods and for indus-
trial goods (or services). Russell Hamlin, the Chief Executive Officer of Sunkist Growers 
observed: “…an orange is an orange is an orange, unless it happens to be Sunkist, a name 
80% of (American) consumers know and trust”. Well-known brands command a price 
premium, are barrier to entry into a market by competitors, are a guarantee to the buyer, 
help segment the market, and allow a company to more easily introduce new products. 
While preventing competitors from entering ITC’s market is not a major consideration 
                                              
18 We use the world “product” for ease of reference so as not to have to repeat all the time “product, service, tool, 
programme”. 
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for it, some of the other benefits could be very important, e.g. the ability to charge a price 
premium means that ITC could charge more for services that already have a fee, or could 
institute a fee for products and services that currently are free. More importantly for a 
technical assistance organization, recognizable brands give a clear quality signal to poten-
tial users and partners and help potential users to find the tool or service that is useful to 
them. 
 
A brand is a complex symbol made up of many elements both tangible (features) and in-
tangible (benefits). A brand can convey up to six levels of meaning to a consumer19: 
 
• Attributes – a product is well-made, expensive, stylish (a Rolex watch), cheap, utilitar-

ian (a USD 5 no-name watch), etc.; 
• Benefits – based on features, but are intangible or difficult to measure; the potential 

benefit of a well-made car is that maintenance costs will be low; 
• Values – a brand conveys the producer’s values, e.g. Swatch stands for fun design in 

watches as jewellery; 
• Culture – a brand may represent a national, corporate or product culture, e.g. Mer-

cedes represents perceived German culture – organized, efficient, high quality and 
high cost; 

• Personality – brands can convey a personality just as people can; a product can be se-
rious (engineering products), light-hearted (party balloons), young (fashion) etc.; 

• User – the brand suggests the kind of consumer who will buy or use the brand; we 
would expect a senior executive to stay at Four Season’s hotels, not a 20 year-old stu-
dent traveller with a back pack. 

 
All brands have a position in the minds of their target market. The most successful 
brands will have been managed so that the position the company wants consumers to 
perceive for its brand(s) is the same as the position in consumers’ minds. A company 
(brand) will have a position in consumers’ minds whether they manage that position or 
not. If they do not manage the brand, the position may not be one that the company 
wants. Thus companies should research their position to see how closely their desired po-
sition is to that in the minds of their target market. An unbranded commodity generally 
will not have any particular position in consumers’ minds (or put another way – it will 
have many different positions). According to Kevin Lane Keller, “what distinguish a 
brand from its unbranded counterparts are the consumers’ perceptions and feelings about 
the products attributes and how they perform. Ultimately, a brand resides in the minds of 
consumers.” 
 
One of the first tasks facing any marketer is to decide where on the brand pyramid20 its 
products are, and where it would like them to be. At the lowest level are brand attributes 
(ITC has many qualified sector and geographic experts), next are brand benefits (ITC’s ex-
perts will help our association’s members export their products) and at the highest level 
                                              
19 “Consumer” is used here in the sense of any person or organization that comes in contact with the brand, e.g. a 
TSI. 
20 “Brand Asset Management”, by Scott Davis, Jossey-Bass, 2002. 
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are brand beliefs and values. (ITC’s experts are the best in the business) The attribute is the 
least desirable level (but necessary). First, consumers are more interested in benefits than 
in attributes21, second competitors can easily copy attributes, and third the current attrib-
utes may become less desirable to the consumer. 
 
Fortunately ITC has the basis for developing powerful brands based on its positive repu-
tation, its many years of experience in Trade Related Technical Assistance (TRTA), its fo-
cus on trade development for Small and Medium-Sized Enterprises (SMEs) and its rela-
tively positive image among its target market, its donors, partners and other stakeholders. 
Within ITC’s product line there are some “natural” opportunities for branded product 
lines, for example the previously mentioned “e” products, the various guides, export 
products and the like. Even where there is no consistency or similarity of names, there are 
branding opportunities, e.g. in the various training programmes or the various informa-
tion products. 

Product Development/Product Proliferation 
ITC has a well-developed product (and program) development system, but it may be 
overactive and is not adequately monitored and managed. Individual sections can propose 
new products and if they are financed from the regular budget, there is no real check on 
whether the product is likely to be utilised extensively by ITC partners and beneficiaries. 
Perhaps there is more of a test of the potential utility of products with donor funding but 
this is not “market-testing” and there is no tracking of whether products achieve their in-
tended degree of utilisation and potential benefits.  
 
An issue that is constantly faced by both commercial and non-commercial organizations, 
and one which is very difficult for almost all, is if, when, and how to impose discipline on 
the process of product extension and to prune the product line22. Because in all “manufac-
turing” organizations, products tend to proliferate over time, the product line tends to 
grow and become unwieldy and sales and profits tend to adhere to the so-called 80:20 
rule23. With an increase in the number of products, product duplication, overlap, and line 
extensions (the dreaded “lemon-flavoured” product24) become rife, with a consequent in-
crease in both cost of production, maintenance and delivery. Each brand extension seems 
to offer the potential for increased sales, but when the fixed costs of the organisation are 
considered the potential for economies of scale are dissipated. Also very frequently, this 
multiplicity of products tends to confuse customers as they both no longer know which 
product is “right” for them, and/or since the amount of choice is so broad they cannot 
decide and end up choosing nothing or reverting to their own status quo. 
 
Because ITC is not a commercial vendor of goods and services, and because of the speci-
ficity of its clients and its product offerings clients are not so readily going to shop at an-
                                              
21 A person buying an electric drill is not buying an electric drill per se, but the ability to make a hole. 
22 “Product” is used here in the widest sense and includes services, as well as tangible and intangible products. 
23 The 80:20 rule is that 20% of the products generate 80% of the profits. 
24 “Lemon-flavored” products have minimal differences among them. The phrase was coined with the discovery that 
consumers associated the aroma of lemon with freshness and cleanliness, and thus manufacturers of household 
cleaning products began to add lemon scent to laundry detergents, dishwashing liquids, and the like. 
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other trade development “store”. But ITC will nevertheless incur additional costs as 
products proliferate, as staff maintain and update information on products or explain dif-
ferences among products. Then there are manufacturing and storage costs for electronic 
and/or paper versions of a product. More substantial are updating costs and support 
costs. But the real cost is in the potential for confusion among products by potential us-
ers. Many ITC beneficiaries and partners were interviewed during the Evaluation. Al-
though many of them had a very positive appreciation of ITC, they tended to know only 
a few ITC products and services.  
 
ITC does have some clear and well-know brands. For example, Trade Map is well known, 
but other ITC products are not well-known and the perception of potential users is a clut-
tered set of products. Now it could be answered that the ITC is like a supermarket or at 
least a late night convenience store offering many products on the shelf available to re-
spond to sudden needs or wishes among its users while only a few basic products draw 
customers into the shop. The answer to this rejoinder is that supermarkets or conven-
ience stores only stay in business if they can select products for their shelves which cor-
rectly forecast the sudden requirements of the clients.  
 
Brand rationalisation is a continuing challenge in private companies subject to market dis-
ciplines. It is not surprising it is a challenge for an international technical assistance agency 
which neither measures its costs of product development and support nor measures the 
utilisation of its products systematically.  
 
ITC does not have the luxury of customizing each and every product for each and every 
client. Its challenge is therefore to determine how to make a core group of products that 
can be adapted for use by many potential clients, yet still be precise enough that they are 
significant and useful to individual clients. 

Staff Perspectives of Project/Program Development 
Some perspectives on the project programme or product development process can be ob-
tained from the survey of professional staff conducted by the Evaluation. From the sur-
vey of professional staff, almost one quarter of respondents have a weak sense of owner-
ship of a project or program, two fifths expressed the view that ownership was average 
and one third expressed the view that ownership was relatively strong -- see Annex Three. 
Perhaps more significantly 30% thought co-operation among divisions was weak, about 
two-fifths thought co-operation was acceptable and about one quarter thought co-
operation was good. Thus it appears that, while both ownership and cooperation are “av-
erage”, there is room for improvement in both areas. 
 
60% of respondents to the Survey of professional staff conducted by the Evaluation indi-
cated that new products (programs) are somewhat based on existing products, and only 
one-sixth disagreed with this statement, which confirms the tendency to brand extension.  
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ITC Field Presence 
Virtually all staff is located at ITC’s head office in Geneva. This is a result of history since 
more than 20 years ago; United Nations Development Programme (UNDP) was the “re-
tail” arm of ITC and as such provided a field presence. With UNDP’s change in focus 
from economic development (in the broadest sense) to social development (thus there are 
far fewer joint projects implemented), and the reduction in its economic development 
budget25, ITC’s relationship with UNDP has changed. UNDP still could assist ITC on re-
quest as the UNDP Resident Representative is also the UN Resident Coordinator, but the 
relationship is weaker than before. 
 
ITC’s normal mode of operation is to work out of the head office in Geneva (with the 
exception of project offices – see below) and to make periodic visits to the field as and 
when required. This has led to some comment that ITC’s experts (particularly external 
consultants) are not “on the ground” long enough in any country to be able to fully un-
derstand the issues and situation in that particular country. 
 
At the moment ITC’s only field presence is five project-related offices outside Geneva 
(Vietnam, Cambodia, Laos, Kyrgyzstan and Bolivia) which are funded by seco. There are 
likely to be additional seco-funded project offices in the near future. 
 
Given that the nature of TRTA is changing and that many donors are decentralizing op-
erations, it may be necessary for ITC to re-think its policy of delivering most assistance 
from Geneva. It is recognized that building and operating a decentralized operational 
structure is more complicated and more expensive than conducting all operations from 
one central location (ITC will either need additional resources or will have to reallocate 
existing resources).  
 
A possible approach that falls between having ITC’s own field offices (greatest control 
and strongest impact, but most expensive) and a long-term representation partnership 
(relatively inexpensive, but low control and modest impact – see next section), is to adapt 
the manufacturer’s agent model to ITC’s needs. Under this model an individual (con-
tracted full-time or part-time as required) in certain countries would be ITC’s official rep-
resentative. Fees and expenses would be negotiated individually. The advantage with this 
approach is that from the client’s point of view ITC has a permanent agent in the country 
or region, while from ITC’s point of view it gives maximum representation and flexibility 
with less-than-maximum financial expenditure. 
 
ITC has a variation of this in place in South Africa where a consultant is contracted to 
ITC for six months per year. In Asia ITC uses national consultants for projects and the 
same ones are used year after year. The limitation on these two approaches, satisfactory as 
they are given the current requirements, is that they are reactive not pro-active.

                                              
25 In 2004, only one half of 1% of ITC’s regular budget funds come from UNDP. 
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1.6 Evaluation Findings 
ITC has a very specific target market and thus it can use (and does use) a very focussed 
approach to “marketing” itself to this target audience. 
 
ITC has available four broad marketing tools: 
 

• Its various products and services (visible to its target market as publications, hand-
out material, events and the like); 

 
• Its communications activities, e.g. Forum magazine, press-related activities, etc.; 

 
• The two web sites (ITC and Forum), and; 

 
• Presentations (and associated materials) to donors and stakeholders. 

 
The communications department is working very well with limited human and financial 
resources and has developed a consistent “look and feel” for ITC products and services 
through the visual identity program and has introduced, for a government organization, 
some innovative and valuable tools such as the communications strategy papers. 
 
The department is taking the initiative to present a consistent overall message about ITC 
to its various publics (donors, stakeholders, beneficiaries, etc.) through various activities 
for which it has responsibility and supports the activities of other departments as appro-
priate and as possible given the resources available. 
 
The budget for communications has changed little over the last ten years, while the envi-
ronment in which ITC works has changed substantially. Thus expectations of various au-
diences have also changed and have become more demanding. 
 
The ITC web site is both a valuable development tool as well as a promotional tool for 
ITC, but it does need substantial upgrading. 
 
While the communications/marketing function is working well, a few enhancements are 
possible, as outlined in the Recommendations section below.
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1.7 Conclusions and Recommendations 
The key conclusion of this analysis is communications and marketing including branding 
are central ITC’s mission as a technical assistance agency focused on trade development. 
If potential beneficiaries and donors are not aware of, and do not understand, ITC prod-
ucts and services, they will not be utilised. ITC recognises that communications and mar-
keting are important, but the resources allocated to communications are limited and the 
marketing process in ITC is not well integrated. Compared to other international organi-
sations and technical assistance agencies ITC is quite effective at promotion and has good 
networking with partners and beneficiaries. ITC does practice branding but it does not 
have a coherent disciplined and integrated branding strategy. There has been a clear ten-
dency to product proliferation and there is a need for brand rationalisation.  

Communications Department 

• The role and resources of the communications department should be increased in line 
with the goals and objectives set for it by senior management and in accordance with a 
new integrated communications and marketing strategy. It is positive that the com-
munications department reports to the Office of the Executive Director, but if a mar-
keting department is established as recommended below, then the communications 
department should become a part of the marketing department. 

• Using the visual identity as a base, all ITC products and services should be developed 
and implemented with both the end use and end-user in mind (the purpose of the 
product and service) and with the use of that product or service as an ITC marketing 
tool in mind as well, i.e. every product or tool represents or “sells” ITC in both in-
tended and unintended ways. 

• The review and revision of the ITC web site is positive and should be moved ahead 
with all possible speed; the site should be made more easily navigable starting by giv-
ing the home page a “cleaner” design. Access to the Site Map should also be available 
from any page within the site and should be able to answer the question “where am 
I?” in a graphical form.  

Communications Strategy Papers 
The concept of the communications strategy papers is very good and, in order to increase 
the consistency of ITC’s message to its various audience, should be strengthened, i.e. 
every event, large or small, should have a communications strategy paper developed for it. 
Development of these strategy papers should become automatic for anyone undertaking 
an event or activity. 
 
The communications strategy papers should have a consistent structure from event to 
event, i.e. be consistent in both headings and content. A possible structure could be the 
following: 
• Background; 
• Objective of the event; 
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• ITC communications objective (one key objective with 2 – 3 sub-objectives)26; 
• Key message to be delivered (there may be 1 – 2 sub-messages, but they must be tied 

to the key message and must support it); 
• Delivery mechanisms (or activities) – both Above-the-line and Below-the-line activi-

ties as appropriate; and 
• All activities/events should have a communications budget component as part of the 

overall event budget. 
 
It is necessary to measure whether communications objectives for an event or activity 
have been met; this implies both before and after measurement. 

Strengthening the Web-site(s) and Internet Presence 
The current initiatives under consideration in ITC to strengthen the web presence, im-
prove links and indexing by search engines should receive high priority. Although digital 
divide issues impede internet distribution of ITC products and services in Low Income 
countries, Middle Income countries utilised ITC products by this means and the capacity 
of low-income countries to access the Internet will improve in the future. ITC has the po-
tential to leverage its products and to distribute them at low-cost over the Internet and 
some programmes are doing so at the present time.  
 
Voluntary registration should be introduced on the web site(s) that ITC can learn more 
about the Internet users and communicate with them by e-mail about new developments 
or to test their response to products and services. (There are already registered users on 
some the sub-sites, but this should be introduced more broadly.) 
 
Greater attention needs to be paid to the presentation and updating of ITC information 
and materials on the various websites and sub-sites. Often the Evaluation was informed 
that information on the web site(s) was not up-to-date.  
 
Strengthening the web presence and ensuring that the information presented by ITC on 
the website is up-to-date and accurate should be high priorities. 

ITC Marketing and Results Monitoring Department 
Based on the analysis in the previous section, it is recommended that ITC should estab-
lish a marketing department whose function would be to ensure that the organization’s 
marketing strategy, plan and resulting programs are developed and carried out in an inte-
grated fashion across all divisions and that there is a coordinated, ongoing market analysis 
program. This division should also monitor utilisation and results achieved with ITC 
products. 
 
The rationale for such a recommendation is that if “everyone is in charge then no one is 
in charge”. No matter how good the interdepartmental coordination and consultation, 
and the staff survey suggests that there are some deficiencies in this area unless one unit 

                                              
26 If there are too many objectives there is a great danger that they will be assigned various priorities by various peo-
ple with the result that none will be met. 
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or one department has both responsibility and authority (and the necessary resources) for 
marketing organization-wide, then sooner or later there will be gaps, overlaps, inconsis-
tencies, etc., all of which serve to give ITC’s target audience a flawed picture of the or-
ganization. The result would be that ITC’s target market may have unrealistic expectations 
of what ITC is and does (and can do for them) or may have expectations that are too low. 
In either case ITC will not achieve its objectives. 
 
Marketing programs may have many specific objectives, but all of them ultimately focus 
on fulfilling the needs and wants of a particular target audience (the customer) better than 
competitors resulting in a satisfied, loyal, long-term and profitable customer. In ITC’s 
case profit is not an objective, but ITC definitely wants satisfied, loyal, long-term custom-
ers, whether they are beneficiaries, donors, or other stakeholders. Some might say that the 
concepts of marketing and “profitability” are not appropriate for a technical assistance 
agency, but the ITC is working with a limited budget and development partners expect it 
to achieve results or to help TSI and Small and Medium-Sized Enterprise (SME) partners 
to achieve results.  
 
The marketing department would be responsible for, in the broadest sense, “selling” ITC 
and determining which present or potential products and services are likely to be useful to 
and utilised by, partners. The functions would include, but not be limited to, activities 
such as the following: 
 
• Monitoring and analysing the macro and micro environment in which ITC operates; 
• Developing a marketing strategy, plan and program to achieve ITC’s goals; 
• Implementing the marketing plan and program; 
• New product development; 
• Managing the ITC brand; 
• Managing ITC’s image; 
• Evaluating and controlling (and modifying if necessary) ITC’s marketing activities; and 
• Monitoring the utilisation of, and results achieved with, ITC products.  
 
Organizationally, it is recommended that the marketing department be headed by a direc-
tor at the same level as the other directors in ITC, and that the communications func-
tion/group be included in the marketing department. It is definitely not recommended 
that there be a separate “marketing” department and a separate “communications” de-
partment. It needs to be stressed that the marketing department also needs an appropriate 
budget to carry out its mandate. 
 
In addition to the recommendations to strengthen Internet presence and to establish a 
Marketing and Results Monitoring Department noted above, the other recommendations 
are:  
 
Recommendation: ITC should reinforce branding and positioning activities in order to 
make its marketing activities more cost-effective and in order to assist its target market(s) 
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and target beneficiaries to more easily understand its products, tools, services and pro-
grammes. 
 
Recommendation: ITC should conduct an analysis of product usage based on the Re-
cent, Frequent, Cost (RFC) model which allows an organization to organize its products 
as most profitable, average profitability, least profitable. Even though ITC does not earn a 
“profit” the principles can still be applied. In particular ITC needs to track the utilisation 
of products and the results achieved.  
 
Recommendation; ITC should evaluate establishing pro-active regional or country rep-
resentation in order to be closer to both its clients and its stakeholders and partners.  
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Annexes 
 
Annex 1: Summary of Communications Group’s Resources and Outputs 
Annex 2: The Forum Web Site Statistics (Provided by Pressflex) 
Annex 3: The Staff Survey 
Annex 4: Recent-Frequent-Cost Analysis 
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Annex 1: Summary of Communications Group’s Resources and Outputs 

Table Annex 1:1 Summary of Communications Group’s Resources and Outputs27 

Year Public Infor-
mation 
Budget, USD 

Public Information Expenditures Forum 
Budget, 
USD 

Forum Expenditures Staff Title 

1994 50,000 1st ITC film 
Miscellaneous 

235,000 Printed version in three languages 
(28,000 copies) 
Cover in colour, interior b/w 
Translations, revisions  
Photos/illustrations 

4 Senior PIO 
Associate Forum editor and 
PIO 
Senior Dispatch and Publica-
tions Distribution Clerk 
Assistant 

1997 50,000 1st ITC colour brochure 
Film 
Miscellaneous 

242,000 Printed version in three languages 
Covers and centre pages in col-
our, interior two colours 
Translations, revisions  
Professional Graphic Design 
Photos/Illustrations 

3 Senior PIO 
Senior Secretary (Forum) 
Senior Dispatch and Publica-
tions Distribution Clerk 

2004 70,000 
 
1st time in-
crease of 
 15,000 

Press (writers, translations, revisions) 
Exhibit material  
Visual Identity Graphic development (greeting 
cards, business cards, seal) 
Marketing/outreach on Women in trade de-
velopment 
Web sub-site development (News, Visual 
Identity, 40th) 
Mailing list assistance 
Support for 40th anniversary publications 

249,200 Printed version in three languages 
(28,000 copies) 
Web version in three languages 
Covers and centre pages in col-
our, interior two colours 
Professional Contributing Editors 
Professional Graphic Design 
Translations, revisions 
Professional Copy Editing  
Photos 

4.5 Senior PIO 
Associate Editor Forum  
Senior Public Information Clerk 
Senior Dispatch and Publica-
tions Distribution Clerk 
Public Information Clerk (Mail-
ing lists /distribution) 

                                              
27 Reproduced from material provided by the communications group. The above is believed to be correct, but has not been verified independently by the consultants. 
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Year Public Infor-
mation 
Budget, USD 

Public Information Expenditures Forum 
Budget, 
USD 

Forum Expenditures Staff Title 

Miscellaneous Envelopes (80,000 x year) 
Printing of subscription forms (1st 
since 1964) 

 
 
 
 
Budget 2004 
Public information USD   70,720
Forum Magazine USD 249,200
Total 2004 Budget USD 319,920
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Annex 2: The Forum Web Site Statistics (provided by Pressflex and ITC)28 
Traffic growth on the Forum sites in the first half of 2005 has surpassed expectations: by 
topping 90,000 visitors a month from March through June, growth so far this year is a 
staggering 64%. The Forum site accounts for almost a third of all ITC web site traffic, 
including www.intracen.org, its sub sites and other stand alone sites.  
 
The growth is chiefly due to high quality incoming links, and the resulting higher ranking 
in search engines, as well as more frequent site updates. Almost half of our audience 
comes from ITC target countries. The Forum sites continue to be the most trafficked ITC 
sub site, drawing five times as many visitors as the next most popular, trademap.net.  
 
There are 286 non-directory links pointing into the Forum pages, a growth of 19% since 
last December and a very significant contributor to traffic growth.  
 
This growth is not going to last forever. Hence it is important to serve better the already 
got audience. This can be measured by the number of pages each visitor reads on the site 
– a number which has been set as a prime goal to increase in future. And indeed, visitors 
spent more time on the site.  

Table Annex 2:1 Forum Magazine - Pages per Visit 

Pages per 
visit  

 May, 
05  

Nov., 
04  

English   3.4  2.6  
French   3.0  1.9  
Spanish   2.8  2.2  
 
This is due to the efforts late last year to reorganize the site's navigation area and to pre-
sent more content on each screen, with a new template and more frequent use of the 
“What's new on this site” button. In order to continue to improve visitor experience, and 
keep readers around for longer, it is planned to reorganize the “Themes” area of the site. 
By setting up subsections, it will be possible to make it easier for readers to find not only 
the articles they are looking for, but also to bump into other articles of interest, which 
they will then stay to read.  
 
Traffic from developing countries and economies of transition made up 47% of the total 
in May, a major improvement on November's 26% ratio. This, however, is in all likeli-
hood due to an improvement in the generation of the geographic breakdown on the sta-
tistics pages introduced earlier this year: the software can now identify the origins of 99% 
of visitors, compared to around 70% in the past. It appears that a disproportionate num-
ber of visitors whose origins were previously unknown were from developing countries 
and economies in transition.  
 
The Spanish site continues to pull in the highest proportion of visitors from ITC target 
countries (74%), followed by the English (42%) and the French sites (27%). Among read-
                                              
28 Source: Pressflex, June 2005. 
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ers of the French site, Morocco continues to top the list of developing countries, its share 
up from 5% in November to 8% in May, and an unusually high ratio for a small country.  
 
On the Spanish site, Mexicans make up 17% of visitors, unchanged from November, fol-
lowed by Peruvians (11%) and Colombians (9%). These high numbers suggest the poten-
tial the Forum sites have in developing countries in general. The geographic breakdown 
of visitors to the English site from developing countries is more even: China heads the list 
with close to 9%, followed by India (5%) and Turkey (2%).  
 
More than 21,000 visitors arrived to the site via search engines – more than double the 
number last November. These readers make up a quarter of all visitors to the site, provid-
ing an important outreach towards readers who are active information seekers and may 
not have heard of either ITC or the Forum. As before, more than half of search engine 
visitors arrived at the Spanish site, reflecting the lower level of competition in Spanish 
language content on the Internet.  
 
Only 7% of total traffic comes from robots and another 5% from (non-human) news ag-
gregators. In other words, 88% of the sites' traffic is from humans. 
 
The surge in traffic over the last six months has been higher than expected. The Forum 
sites now have almost the same traffic as the OECD Observer, a peer Pressflex client, but 
one that is published by an institution with much higher name recognition than ITC.  
Equally importantly, traffic from developing countries has grown to almost half of total 
traffic. This is attributable to two factors:  
 
While internet penetration has begun to plateau in developed countries, it is rising faster 
than ever in the developing world;  
 
The new links that get established to the Forum pages are overwhelming from either de-
veloping countries or from pages with target audience in developing countries.  
The Forum is by far the most trafficked ITC sub site. According to statistics available via 
ITC's intranet, the next highest trafficked one, trademap.net attracted 600 visitors a day, a 
fifth of the Forum sites' traffic. First and foremost this is due to the accessible nature of 
Forum's content, but easy navigation and a communication-minded site structure with 
outward focus also help.  
 
The sites have retained their Google ratings since the end of last year. (Google ranks 
pages by their relevance and a higher score means higher ranking on search results pages.) 
The English site ranks 7/10, and the other two 6/10. The higher English ranking is the 
result of more regular content upload and, especially, a higher number of links pointing 
into the site.  
 
In connection with ITC's anniversary publication, a Russian site, has also been launched, 
which, for the time being, is in pdf-format only. This site is highly referenced from among 
the language links at the top of all three sites, as well as from within the anniversary arti-
cles. In order to fully exploit the search engine potential of this issue and to ensure that 
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Russian readers do not feel they are getting an inferior product, producing a “real” Rus-
sian language site would be an important step forward. This would be worthwhile even 
though no Russian language content gets produced regularly: the potential search engine 
benefits delivered by the Pressflex system are lost under the current set up.  
 
At the end of last year the site was redesigned. The new design has brought the site in line 
with current internet trends – where bigger computer screens mean more information can 
be put in front of visitors. Besides giving a more modern look, this also entices people to 
click around – since more (organized) information is displayed. As already mentioned, the 
redesign and the navigation bar restructuring have already resulted in a higher rate of 
viewer retention on the sites. The focus of the first phase of the redesign and restructur-
ing has been the front page and the article pages. During the summer the sub-themes will 
be set up, and articles reclassified into them. This will present the archived articles in a 
more organized and user-friendly format.  
 
The new design could likely be used on other ITC sites – especially as it has shown to in-
crease visitor retention/site stickiness.  
 
Not only does high traffic on the Forum sites benefits ITC directly by putting its message 
in front of 90,000 visitors each month, but it also helps indirectly by bringing traffic to the 
www.intracen.org site.  
 
Articles contain “deep-links” to informative intracen.org pages, so that readers interested 
in the subject can find more details without having to navigate through the 
www.intracen.org site. 
 
The Forum has received 415 subscription requests through the end of May. This is a major 
increase over last year, when fewer than 250 subscription requests arrived over the same 
period, and 500 for the entire year. The Forum site is a major tool in rebuilding the maga-
zine's print circulation after the clean up of the database last year.  
 
Of the total 400 were qualified free subscriptions and 15 were paid.  
 
There are 5,147 readers registered for the e-mail alerts on the three sites. This is an 8.6% 
decrease since the end of last year – but it is the result of the merger of the previous two 
e-alerts offered per language version. The subscriber lists were merged along with the 
contents of the e-alert, which means that duplications between the two e-alerts have been 
removed.  
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Annex 3: The Staff Survey  
The survey of professional staff was administered to 120 professional staff in October 
2004. The response rate was 60 out of 120 or 50%. Selected results relevant to Communi-
cations and Marketing are presented here. 
 
60 responders registered 
 
Corporate Goals 
1. How clear to you are ITC’s corporate goals? 
60 responders registered (100.00% from 60) 
  1  0     0.00% 
  2  2     3.33% 
  3  12   20.00% 
  4  24   40.00% 
  5  22   36.67% 
 
2. I keep ITC’s corporate goals in mind in everything I do at work? 
60 responders registered (100.00% from 60) 
  1  1    1.67% 
  2  4    6.67% 
  3  15   25.00% 

  4  24   40.00% 

  5  16   26.67% 
 
3. Without looking them up I’m not sure what ITC’s corporate goals are. 
59 responders registered (98.33% from 60) 
  True  13      22.03% 
  False  46      77.97% 
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Product/program development 
1. Almost all of the “new” products or programs that we introduce are actually a 
modification or blend of existing products and programs 
55 responders registered (91.67% from 60) 
  1  9   16.36% 
  2  13   23.64% 
  3  22   40.00% 
  4  9    16.36% 
  5  2      3.64% 
 
2. Projects/countries are selected for ITC intervention based on (indicate, in order 
of priority (mark 1, 2, 3, etc.), all that apply):  
60 responders registered (100.00% from 60) 
  ITC’s formal assessment of needs Avg.: 2.40 
    1  15    25.00% 
    2  15    25.00% 
    3  23   38.33% 
    4  5     8.33% 
    5  2     3.33% 
    6  0     0.00% 
  A beneficiary’s request Avg.: 1.82 
    1  29   48.33% 
    2  19   31.67% 
    3  7   11.67% 
    4  4     6.67% 
    5  1     1.67% 
    6  0      0.00% 
  A donor’s request Avg.: 2.43 
    1  13   21.67% 
    2  19   31.67% 
    3  18   30.00% 
    4  9   15.00% 
    5  1     1.67% 
    6  0     0.00% 
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 Management’s experience and expertise 

 
Avg.: 3.72 

    1  3      5.00% 
    2  4      6.67% 
    3  9    15.00% 
    4  35   58.33% 
    5  9   15.00% 
    6  0     0.00% 
  Another stakeholder’s request Avg.: 4.63 
    1  0     0.00% 
    2  3     5.00% 
    3  3     5.00% 
    4  7   11.67% 
    5  47    78.33% 
    6  0      0.00% 
Other (please specify below)  Avg.: 6.00 
    1  0     0.00% 
    2  0     0.00% 
    3  0     0.00% 
    4  0     0.00% 
    5  0     0.00% 
    6  60 100.00% 
2.1. Specify responders registered (5.00% from 60)  
- In the past, there were systematic "programming missions" whereby a team of ITC 

officers from various Divisions/Sections would jointly undertake a formal need as-
sessment in a given country, anticipating any request from the field. This would have 
resulted 

- Not sure of the relative order of these items. I think that it depends on the case and is 
a mix of factors. 

- Country selection for global programmes is at the initiative of the beneficiary country
 
3. All staff involved in a project/program have a strong sense of ownership of that 
project or program, even if did not originate in their own division 
57 responders registered (95.00% from 60) 
  1  3     5.26% 
  2  11   19.30% 
  3  22   38.60% 
  4  16   28.07% 
  5  5   8.77% 
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4. Cooperation among all divisions at all levels, but particularly among the operational divi-
sions (DPMD, DTCC, DTSS), is very good. 
60 responders registered (100.00% from 60) 
  1  6   10.00% 
  2  12   20.00% 
  3  26   43.33% 
  4  14   23.33% 
  5  2   3.33% 
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Annex 4: Recent-Frequent-Cost Analysis 
The RFC Analysis is a marketing technique based on the premise that the “best” products 
(customers, services, etc.) are the ones that have been used most recently, are used fre-
quently and have the highest profit/lowest cost. The three criteria, R, F, and C, will vary 
from organization to organization and from product to product (or product line). R for 
one product (line) may be a month ago, for another nine months ago. Similarly, F or fre-
quency will vary – for one product frequency may be weekly (a database for example), 
while for another frequency may be a year (a conference for example). The same principle 
applies to cost. Values are multiplied to arrive at a score, e.g. 5 x 5 x 5 = 125. Each or-
ganization will have to develop its own parameters for what is the norm for R, F and C to 
be able to rank its products. 
 
The Table Annex 4:1 below gives a sample analysis for three product lines based on a 
score of 1 – 5 where 5 = most recent, most frequent, least cost product (line) and 1 = 
least recent, least frequent, highest cost product (line). Thus an overall score of 125 will 
indicate the best product and a score of 1 will indicate the worst product. 

Table Annex 4:1 Three product sample analysis 

 Recency Frequency Cost Score 
Product N1 5 5 5 125 
Product N2 3 4 4 48 
Product N3 1 3 2 6 

 
To add more precision to the analysis, recency, frequency and cost may be weighted. In 
some cases recency may be very significant in others frequency or cost will be. 
 
The organization will have to apply its best judgment in assigning values and weights. The 
weight must add up to 1.0. The organization may decide that no product with a score be-
low, for example, 2.5 will remain in the product portfolio. Exceptions to this would have 
to be approved by a review committee. An example follows: 

Table Annex 4:2 Example 

 RECENCY FREQUENCY COST SCORE 
 Value Weight Value Weight Value Weight  

Product N1 5 .5 5 .1 5 .4 5.0 
Product N2 3 .6 4 .2 4 .2 3.2 
Product N3 1 .2 3 .5 2 .3 2.3 
 

In this case a perfect score will be 5 while the worst score will be 1. 


