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1. Back ground
Feed the Future Ethiopia Growth through Nutrition is USAID’s five-year flagship (Sept 1, 2016
to August 28, 2021) multi-sector nutrition and WASH project. The project’s major objective is
to improve nutrition status of women and young children of under 1000 days, In Ethiopia’s four
productive regions: Amhara, Oromia, Tigray and Southern Nations, Nationalities, and Peoples'
Region (SNNPR). The Project works by building off the ENGINE project, work across all
government and society levels, and bring intensified multi-sectoral nutrition programming to
community levels, and link development and emergency efforts to build resiliency and
sustainability. Involving various stakeholders from Federal l to kebele level is the project’s strategy
to achieve its objective. The project stakeholders include government sector line offices, private
actors and other local and international non-government organizations operational in the project
intervention areas. Out of the project’s major components, the Livelihood-Increased Access to
Diverse, Safe, and Quality Foods is the main one.
Growth through Nutrition will promote more nutritious and productive varieties of vegetables,
fruits, legumes, bio-fortified crops and small livestock, and support better use of inputs and
cultivation practices, to increase market availability of diverse foods. The project works along
both direct production to consumption and indirect economic pathways to improved nutrition.
A primary tactic will be to support public extension systems in demonstrating techniques and
technologies while delivering practical and effective trainings in improved techniques for
production, storage and processing of nutrient dense plant and animal source foods as well as
management and allocation of household resources such as income, land, animals and food. The
project also works to evaluate and then build private sector’s ability to reach the project’s target
households with productivity enhancing goods and services as well as markets.
2. Introduction
Improved and strengthened linkage with private actors has a significant effect in ensuring
sustainability of project interventions beyond the project lifespan, on top of leveraging the project
impact on the beneficiaries. To improve household’s consumption of diverse foods such as,
vegetables, fruits, legumes, bio-fortified crops and small livestock, improving the agricultural
productivity and quality of the farm products is essential, which will be attributable on access to
improved agricultural inputs and technologies. According to a study conducted, the difference in
labor productivity between developed and developing countries lies primarily in the level of use
of modern inputs. This is particularly the case for the rates of utilization of fertilizer, seed and
pesticides (Kawagoe et al. (1985). This evidence makes that the project’s plan to engage private
sector suppliers and cooperatives to ensure timely availability of improved seeds and other input
is vital. The project planned to strengthen and support the public and private agricultural input
supplies partnership (PPP) to increase productivity and diverse food availability.
To strengthen the input supply system in project operation areas, the project will provide
technical supports and training to private agricultural input suppliers based on the gaps identified
through assessment. The trainings will help private suppliers to have the necessary skills to
manage their input supply business profitably and the household will also access a variety of
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improved technologies easily. Gaps are common in managing agricultural inputs supply businesses
effectively and efficiently. These common gaps are for example, they are not managing chemical
and seeds separately, don’t keep any financial records to manage the business effectively, lack
skills in marketing and entrepreneurship and etc.
The primary objective of this manual l is to use as training manual to train selected private
agricultural inputs suppliers at woreda town on basic entrepreneurship and business management
concepts. The training will help participants to scan and analyze their business environment, keep
their ventures consistently competitive and sustainably operating, identify their strengths and
weaknesses, existing opportunities and threats, to run their business effectively and profitably.
The training material comprised of nine chapters dealing with entrepreneurship basic concepts,
ways to expand existing business and start new business, effective Business Planning, essentials of
financial basics, marketing principles, customer service and effective selling techniques and general
business management concepts on finance management, stocks/supplies management and record
keeping.
3. Entrepreneurship basic concepts
3.1. Definition of entrepreneurship and entrepreneur
Definition of Entrepreneur
An individual who, rather than working as an employee, runs a small business and assumes all
the risk and reward of a given business venture, idea, goods or services offered f o r sale. The
entrepreneur is commonly seen as a business l e a d e r and innovator of new ideas and
business processes.
Definition of Entrepreneurship
The capacity and willingness to develop, organize and manage a business venture along with
any of its risks in order to make a profit. The most o b v i o u s example of entrepreneurship
is that starting of new businesses. In economics, entrepreneurship combined with l a n d ,
labor, natural resources, and capital can produce profit.
Definition of business
An organization or enterprising entity engaged in commercial, industrial or professional
activities. A business can be a for-profit entity, s u c h as a publicly-traded corporation, or a
Agricultural cooperatives engaged in group input and output marketing
What is input supply company?
Agriculture input supply companies provide goods and services to farmers such as seeds,
fertilizers, herbicides, pesticides, soil testing, livestock feed, veterinary drugs, and tools They
provide the supplies through a network of distributers and retailers t o reach the target
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farmers. The goods and services they provide can help farmers to i n c r e a s e yields and
improved quality crops and livestock products.

An entrepreneur is an individual who: (why don’t you take above with the definition an
entrepreneur?)
 has the ability to identify and pursue a business opportunity;
 undertakes a business venture;
 raises the capital to finance it;
 gathers the necessary physical, financial and human resources needed to operate the business
venture;
 sets goals for him/herself and others;
 initiates appropriate action to ensure success; and
 willing to take all or a major portion of the risk
3.2. Personal qualities of an Entrepreneur
USAID funded research conducted by McClelland and mcBer identified 14 personal
entrepreneurial competencies (pecs) which characterize general behaviors of successful
entrepreneurs. The study also found that these pecs transcended culture, country and
continent.
The following list includes the competencies that entrepreneurs need to master as
they work to develop a thriving business.
 Opportunity seeker: seeks a favourable set of circumstances that creates a need for
a new product, service or business, such opportunities as credit, work premise, education,
training and etc…
 Persistence: makes concerted efforts towards the successful completion of a goal. Not
beaten by risks, obstacles, difficulties and etc...
 Commitment to work contracts: they make a personal sacrifice and
extraordinary effort to complete a job.
 Demand for quality and efficiency: they produce results with little wasted effort
and their product or service meet a customer’s expectations for that product or service
 Risk taker: they take calculated risk, not be afraid of public critics and skeptics.
 Goal setter: they set a general direction, or long-term aim that you want to accomplish
with the business.
 Information seeking: do not rely on guesswork and do not rely on others for
information. Instead, they spend time collecting information about their customers,
competitors, suppliers, relevant technology and markets.
 Systematic planning and monitoring: they make a decision about the future in
5

terms of what to do, when to do, where to do, how to do, by whom to do and using what
resources.
 Persuasion and networking: they are capable of convincing people to get
something or make a decision in their favour and they relate with peoples of their interest
for mutual assistance or support
 Self-confidence: they are certain that their action is the best or most effective given
the circumstances.
3.3. Assessing entrepreneurial capabilities
Entrepreneurs must check whether they have the entrepreneurial capabilities (skills, personal
characteristics and personal situation) needed to operate a business. There are different
techniques developed to measure and assess competencies of an entrepreneur to identify the
strengthens and weaknesses s/he has. Here under described is the tool developed by USAID and
helps any entrepreneur evaluate him or herself.
This is a self-guided exercise, but time for discussion on the results should be arranged
between the entrepreneur and technical persons facilitating the evaluation.
Understanding strengths a n d possible weaknesses will h e l p the entrepreneur in
business operations. If the entrepreneur feels uncomfortable with the results, the next
steps may include developing a personal action plan regarding areas for improvement.
Instructions
1. This questionnaire consists of 55 brief statements. Read each statement and
decide how well it describes you. Be honest about yourself. Remember that
no one does everything very well.
2. Select one of the numbers below to indicate how well the statement describes you:
5
=
Always
4
=
usually
3
=
sometimes
2
=
rarely
1
=
Never
3. Write the number you select on the line to the right of each statement.
Here is an example: I remain calm in stressful conditions. 2
The person who responded to the above item wrote a ‘2’ indicating that
the statement described him or her rarely.
4. Some statements m a y be similar, but no two are exactly alike.
5. Please rate all statements.
The self-rating questionnaire form attached on annex 1.
Scoring Sheet
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Instructions:
1. Enter the ratings from the completed questionnaire on the lines provided above the item
numbers in parentheses. Notice that the item numbers in each column are consecutive. Item
number two is below item number one, and so forth.
2.
Do the addition and subtraction indicated in each row to compute each personal
entrepreneurial competencies score.
3. Add all the personal entrepreneurial competencies scores to compute the total score.
4. Interpret the results. low scores indicate areas that can be developed. high scores
indicates strengths to leverage
The scoring sheet attached in annex II of the manual
4. Starting and expanding a business
4.1. Business idea generation
A business idea is a short and precise description of the basic operation of an intended business.
Before you start business you need to have a clear idea of the sort of business you want to run.
Your business idea:
•
•
•
•
•

Which need will your business fulfill for the customers and what kind of customers will
you attract?
What good or service will your business sell?
Who will your business plan sell to?
How is your business going to sell its goods or services?
How much will your business depend up on and impact the environment? A good business
idea will be compatible with the sustainable use of the natural resources and will respect
the social and natural environment on which it depends.

Your business idea should always have customers and their needs in mind. Depending on your
skills and the needs of the customers you should decide which good or services that people
are willing to pay for and at a price that will allow you to make a profit. A good is an item
that people pay for and use. It may be something you make yourself or it may be some you
buy to resell. A service is something you do for people that they then pay you for.
4.2. Analysis of business Idea
One method people often use to decide the most suitable business idea is a strength, weakness,
opportunities and threats (SWOT) analysis. It helps you to focus on the possible problem areas
and the potential advantages of each idea.
To analyze the strengths and weakness of your business idea, evaluate what will the business be
good at and what potential drawbacks or problem might be, respectively. To assess the strength
and weakness as the internal environment.
Strengths are positive aspects of the business, which will give your proposed business an
advantage over similar business ventures and the competitors. It could that you propose to sell
a better quality product or that you have a location which is more accessible to your customers.
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There will always be demand for new products that offer new ways of solving old problems or
are more efficient than other products.
Weaknesses are that your business will not do as well as other businesses do. Perhaps your costs
will be higher because your business is located a long way from the source of supplies needed for
production and you will have to pay more for transport or perhaps you are unable to meet quality
standards of the competition.
To analyze the opportunities and threats of your proposed business, look at the external
environment. What aspects of the environment will benefit the business, i.e., opportunity and
what aspect will negatively affect the business, i.e., threats?
Opportunities are on-going potential developments that will be good for your business. It could be
that the demand for the product you are proposing will increase. It could also be that new regulations
enacted by the government for the promotion of green jobs and social enterprises will result in a
higher demand for the type of products that you will provide.
Threats are events that may negatively affect your business. For example, the business idea could be
so simple that other people may start similar businesses in your area and reduce your share of the
market. There could also be proposed legislation affecting the operation of your business, such as
restrictions on the import of certain products.
Once you have identified your SWOT, try matching your strengths and opportunities to ascertain
whether or not they will give your business an advantage. For example, if people are looking for a
service that matches your proposed product (Opportunities) and you are very service oriented and
care about details (Strengths), you may be creating a big advantage for your proposed business.
You may also match your weaknesses and threats to determine if you can improve your weak points to
cope with the threats. On the other hand, if the two present a major obstacle to the potential for
profit, you may consider deleting that business idea.
4.3. Types of business ownership structures
The business entity assumption means that a business is accounted for separately from other
business and from its owners. This is necessary for making some good business decisions.
Businesses generally are one of the following three major legal forms: proprietorship, partnership,
corporations.
4.3.1. Sole proprietorship
Sole proprietorship is a business owned by a one person. No special legal requirements met to
start a proprietorship. It is separate entity for accounting purpose, but it is not separate legal
entity from its owner. This means the court can order an owner to sell personal belongings to
pay proprietorship debit.
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4.3.2. Partnerships
Partnership is a business owned by two or more people called partners. There should be written
agreement among the partners that indicates how much money should be contributed to run the
business and how income and losses will be shared among the partners.
4.3.3. Corporation
A corporation is a business legally separate from its owners, meaning it is responsible for its own
acts and its own debts. Separate legal status means that the corporation can conduct business
with the rights, duties, and responsibilities of a person. A corporation acts through its managers,
who are its legal agents. Separate legal status means the shareholders are not personally liable for
corporate acts and debts.
Types of Businesses
The type of product or service they provide can also classify businesses. There are three major
types of businesses: Service business, Merchandising and Manufacturing Businesses. A service
business provides services to customers. These could include computer repair, catering, tax
preparation, and money others. A merchandising business buys products from other companies
and then resells them to consumers. Manufacturing business make products to sell to either
merchandisers and/consumers.
5. Business Plan
5.1. Definition of Business plan
Business plan is a written document carefully prepared by an entrepreneur or management of
the business that describes the objective of the business, the proposed action with necessary
steps to enable the business to reach those objectives. Whether you start a small or big business
or you expand the existing business, planning is essential. To minimize the chance of failure you
have to plan.
A well-written business plan will provide a pathway to profit for any new or existing Business.
Your business plan will also provide the documentation that a lender or investor requires if you
find it necessary to seek outside funding sources of your business.
Running a business or starting it without careful planning is like travelling a new place without
having appropriate information about the weather, the road, the connection, the type of transport
etc. Preparing a detail business plan enable the business to know the destinations and the better
road that takes there. A well done business plan is your road map, which increase your change
of success in business.
What makes a good plan? You can think about the good or bad of plan as the plan itself,
measuring its value by its contents. There are some qualities in plan that make it more likely to
create results, and these are important. However, it is even better to see the plan as part of the
whole process of achieving results, because even a great plan is wasted if no body follows it. The
plan depends
on human elements around it, particularly the process of commitment,
involvement, tracking and, follow up that come after wards.
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5.2. Importance of business plan
Every business will benefit from the preparation of carefully written business plan. There are two
main benefits and additional one if you do business internationally.
5.2.1. Helps you to decide
The most important reason for writing business plan is to develop a guide that you will follow
throughout the lifetime of your business. The business plan is a blue print of your business and
will provide you with the tools to analyze your business and implement changes that will make
your business more profitable. It will provide detailed information on all aspect of your
agricultural input marketing business past and current operations, as well as its projections for
the next few years.
Decide if you should start your business or not starting a business will change your life completely.
Therefore, you need to make sure that you make the right decision. The business plan will help
you to judge whether starting a business is the right decision.
5.2.2. As documentation for Financing
A business plan is a requirement if you are planning to seek financing. If you are seeking capital,
the business plan details how the desired investment or loan will further the business goals and
increase its profits. Every lender wants to know how you will maintain your cash flow and repay
the loan (with interest) on timely basis. Every investor also wants to know how his investment
will improve the overall net worth the business and help him to achieve his desired return on
investment. You will have to detail how the money will be used and backup your figures with
solid information such as estimates, industry norms, etc. Lenders and investors have access to
statistics that have considered normal for various industries, so be sure that your projections are
reasonable.
5.1.3. To organize your ideas
By organizing your ideas, you will see how to start and run your business in the best possible
way. The business plan follows a standard sequence of relevant topics, which will help you the
road ahead.
Take the time to write a clear, concise and winning business plan. The success of your business
plan depends on it. One of the principal reasons for business failure is lack of planning.
5.1.4. What do lenders and Investors look for in the business plan?
If you are looking for lenders or investors to provide debt or equity capital for your company, it
is to your advantage to understand the elements that each would most want to see in a wellwritten business plan. If you are seeking debt capital from lenders, you will have to prove that
you can repay the loan with interest. You will present your business plan to the loan officer who
will in turn prepare the loan package and present it to the banker’s loan committee for approval.
Investors become partners in your company by purchasing shares. The investors want to know
that the money they are investing in your company will result in specified return on the
investment. The company is expected to provide a credit history that demonstrates you are a
good risk. A past bankruptcy or history of late payments will serve as red and send out warning
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signal that you may be bad risk. Existing businesses will submit financial statements of the company
(bank statements, income statements, balance sheet) to the lender. If you are new business, your
personal financial history will be examined.
The lenders and investors frequently determine character based on prior business and/or financial
performance.

5.1.4.1. If you are seeking a lender
Your banker wants to know that your company can repay the loan plus interest and, for the
period of the loan, maintain positive cash flows that will allow the business operate continuously.
The business plan will develop document that will show financial projections that the objective of
the loan will increases sales increase efficiency, or cut costs and will in turn generate added
revenue for the repayment of loan. If the loan is for working capital, the loan will be repaid
through cash during the next operating cycle.
5.1.4.2. If you are seeking an investor
Investors want to know where the business is ultimately heading. The investors were mainly
concerned that the company has a high profit potential that is competitive and sustainable. They
want to see financial plan that shows how the company move toward its goals and produce a
desired profit to be distributed to them under a pre- determined agreement.
The Agricultural Input Supplier has to show evidence that the products and services will be
received by the target customers and the demand will be sustainable. The input supplier can easily
demonstrate demand through a favorable sales history, accounts receivable information or
purchase orders. If the business is new with new product show customers’ acceptance through
test market results, questionnaire, survey data and testimonials. To be valid the responses must
come from your target market not from friends and family.
5.3. Contents of a business plan
5.3.1. The cover sheet
The coversheet of your business plan is like the cover of the book. It provides the first impression
to the reader of your business plan. It could be neat and attractive and should contain information
that will grab the reader’s attention. The first page of the business plan will be the coversheet. It
serves as title page and should contain the following information: Company name, Company
address (company phone number, web addresses), company logo, names, titles, and phone
numbers of the owners, the month and year in which the plan is prepared and issued.
The company name, address, phone number and web site address should appear in the top one
third of the page. If the company has logo it will be an added enhancement to the page, especially
if it is printed in color. Information regarding the owners will appear in the center of the page.
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The bottom third of the page will contain the remaining information. The month and the year in
which the plan was written should be up-to-date.
5.3.2. The table of contents
The table of contents is an important part of your finished business plan. It needs to be well –
organized so that the reader can quickly find information on any aspect of your business. For
example, if your executive summary gives an overview of the managers of your company, the
reader should be able to look in the table of contents and find the page number in your
organizational plan where you address the management. By the same token, the page in which
the resumes can be found in the supporting documents section should also be listed.
The table of contents cannot be finished until your plan is complete. You can use the headings in
your business plan to develop the table of contents. Once you have finished your plan you can
insert the page numbers. The length of table of contents will be dependent on the complexity of
your plan. Most small startup businesses will need only one page. Existing companies will have
historical information and financial statements as well as projections. Larger companies will most
likely have more detailed headings. In all cases your business plan will have the following major
divisions in the table of contents. The sub headings will depend on your decision as to what you
include in your plan.
5.3.3. Executive Summary
The executive summary is the most important part of your business plan since if it doesn’t attract
readers, they will never even get to the rest of your plan. It summarizes who you are, what your
company does, where your company is going, and how it will get there. If you are seeking funding,
it specifies the purpose of the funding you seek and justifies the financial feasibility of your plan
for the lender or investor. Although the executive summary appears near the front of the plan,
it is most effectively written after the rest of your business plan is complete. At that time, your
concepts will be well developed and all the important information and financial data will be
available.
The executive summary can be approached from either of the two following perspectives:
If your plan is for internal use only and you are not seeking funds
This statement would summarize your business. It would be brief overview of the company’s
goals and statement of how it will focus to meet its projections.
If you are seeking funding
The executive summary specifies the purpose of the funding you seek and justifies the financial
feasibility of your plan for the lender or investor. A lender or investor reading only the executive
summary should quickly see the name, age, legal structure, location, nature and unique of your
business including strengths and risks. The executive summary should provide a quick overview
of your business past performance and its future goals and how you plan to reach them.
Information on the management team is highly important. Finally, the executive summary would
include the amount and purpose of the loan or investment request, timing needs, justification for
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financing and a repayment statement (Lender) or statement of potential return on investment
(investor).
Your executive summary should generate excitement and give the reader an awareness of the
uniqueness of your business and the qualifications of your management team. Do not exaggerate
your potential. Rather, stick to projections that you can backup with facts. One of the greatest
error in writing business plan is the overstatement of projected market share and potential
revenues.
5.3.4. Organizational plan/Company overview
The First major section of your business plan addresses the organizational details of your business.
It begins with a description of your business and its products /services. The organizational plan is
devoted to administrative setup-or how your business put together in order to function in an
efficient and cost effective manner.
5.3.4.1. Summary of the Business (mission, business model, strategy, strategic relationships,)
Summary of your business in this section will help you to think about it in conceptual terms. You
need to understand your own vision of the business –what you want to accomplish and how you
want your business to be viewed by others. Based up on that vision, you will develop to help you
reach your goals and objectives.
Using the key word approach, begin by telling when and why the company was formed. Describe
the nature and uniqueness of the products and/or services provided and briefly review the general
history and future goals of the company. After the company has been introduced in a paragraph
or two, the summary of the business can be completed by addressing each of the following topics:
Mission
State your company’s mission, projecting a sense of what your goals are regarding its future place
within your industry and within community. A mission statement is a brief description of the
company’s fundamental purpose including, nature, values, and its work. It should clearly explain
why the company exists and what it plans to achieve in the future.
Business Model
Describe your company’s business model and why it is unique to your industry. A business model
is the method of doing business by which a company can generate revenue and sustain itself.
Strategy
Give an overview of the company’s strategy-its short term and long term objectives and how you
plan to realize those objectives. A strategy is a plan of action designed to achieve a particular goal
that has been established.
Strategic relationship
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If you have strategic relationship, tell who they are with and how they will benefit your company.
A strategic relationship is a mutually beneficial formal contractual alliance established between
two or more organizations.
5.3.4.2. Products and services
In this section, your plan will describe your products and services. What are you selling? In the
marketing plan (section 3.3.5. part of this training manual) you will analyze whether or not there
is a real need for all your products and services. If you are the distributor of Agricultural inputs,
describe the products that your company will be distributing and the manufacturers that will be
your source for those products. Do you have alternative manufacturers that you can use or are
your dependent on certain manufacturers. As distributor, will you purchase your products prior
to selling them –or –will you purchase at a discount as the sales are made? You might find it
helpful to use table with columns listing the products, manufacturers, terms, and alternate
sources.
If you are retailer, describe the main types of products that you sell. Describe your product
selection process and why specific suppliers or vendors were chosen. If you are retailer of a small
number of products, you can list them individually followed by information on the source,
purchase price (discount), and selling price markup. If the timing is of significance, you can use a
flow chart to demonstrate the distribution process. How do the products you sell in your shop
get from the manufacturer through your industry’s normal distribution channels, into your store,
on to your shelves, and in to your competitor’s hand? What is your system for managing and
tracking inventory? How to determine the volume of goods you need to stock in inventory and
see that it is maintained?
Additionally, Tell what your service is, why you able to provide it, how it is provided, who will
be doing the work, and where the services will be performed. Tell why your business is unique
and what you have special to offer to your customers. If you have both products and services
that work together to benefit your customers (such as warranty services for the products you
sell), be sure to mention this in your plan.
5.3.4.3. Administrative plan (legal structure, management and personnel)
This section of organizational plan will show how your business is put together administratively.
It will help you to set up your business so that it will function in an efficient and cost effective
manner. Keep in mind, as you write about each of the following areas, that you will need to
approach them in terms of revenues and expenses that will be related to each of your decisions.
When you are working on financial plan, you will have Birr figures to carry over into your financial
statements.
Describe the legal structure you have chosen and explain why it is the most advantageous for
your business. Name the owners or corporate officers, highlight their strength and weaknesses,
and include resumes of each one in the supporting documents section of your business plan. If
you anticipate changing your legal structure in the future, make projections regarding why you
would change, when the change would take place, who would be involved, and how the change
will benefit the company. If you are a sole proprietor, give a brief over view of your experience
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and abilities. If you have formed a partnership, explain why the partners were chosen what they
bring to the company, and how their abilities complement each other. Show their experience and
qualification by including the copies of their resumes. Include a copy of your partnership
agreement in the supporting documents.
Your management and personnel needs will be determined by capabilities of the business owners,
by the amount of time they will be able to commit to the business, and by the demands of market
place. Small businesses usually start up with the owners doing most of the works. As the business
becomes larger and sales increase, your management and personnel needs will change. Project
your company’s goal for growth and plan for changes that will be necessitated in management
and personnel. Organizational chart can visually show areas of responsibility and personnel in
charge of each section along with the number of employees they will manage. As decision maker
in your business, two of the questions you will need to ask your self are,” what are the key areas
of management in my business? and “what outside help will I require?”. For example, you may
need key people in charge of administration, operations, marketing and finance.
5.3.5. The Marketing plan
The marketing section of your business plan defines all of the components of your marketing
strategy. When you write your marketing plan, you will address the details of your, market
analysis, sales, advertising, and public relations. If your business is larger and more complex –and
you are financially able, you will address most of these components in order to develop detailed
marketing plan. If your business is very small, you will not need to include all of the components.
Overview and goals of the marketing strategy
Your marketing strategy is the comprehensive approach your business will take to achieve your
business objectives. Your marketing strategy integrates the activities involved in marketing, sales,
advertising, public relations and networking. All components must work together to enhance
your company image, reinforce your brand strength, and ensure that your company is distinct
from your competitors. The best marketing plans are results oriented; they define specific,
realistic, measurable goals with in time parameters. All sales, advertising and public relations
efforts are then designed to work together to achieve these goals.
Goals of your marketing strategy, for example, could include creating a strong brand, building
strong customer base, and increasing products/services sales.
•

Create a strong brand

What is the current level of brand awareness for your company product/service? Are starting
from scratch or building on familiar name? what the characteristics of this brand that you want
to reinforce in the minds of consumers? What level of brand awareness do you hope to achieve?
•

Build a strong customer base

Who are your best customers? What customers are most likely to spend money and return?
What is the profile of your ideal customers? How can you reach this market? What particular
characteristics of products are most likely to inspire loyalty in your ideal customers?
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•

Increase product/service sales

If this is an existing business, what is your current level of sales? if this is start up, or new division
of an existing business how can you predict the future demand for your product/services? What
new level of sales growth can your business handle? What quantities of your product can you
produce /distribute?
Four fundamental questions should be answered in order to identify your marketing goals-who,
what, where, when, and how? Specifically:
•
•
•
•
•

Who are your customers? Who are your competitors?
What are you selling? What quantities and prices of your products will you sell?
Where is your target market located? Where can you reach your target market?
When are your customers most likely to buy? When are your busy seasons?
How you will reach your customers (stores, offices, websites, others).

Four activities that will help business to organize its marketing efforts in most effective direction
to achieve your goals. Marketing must:
•

Sell selectively

This will help you define your market niche. What will you offer that is distinctly different (better,
less expensive, faster, higher quality etc) from your competitors? Why anyone buy from you?
What market share can you seek?
•

Know your niche

What type of individuals and /or business do you plan to serve? Start by answering in general
terms (professionals, service companies, manufacturing, retail etc), then try to be very specific.
•

Price for profits

The goal of your business is to make a profit. Many start- up businesses fail to make a profit as
early as projected because they didn’t price properly. Know what your competitors’ charges and
determine if you should be less than equal to or higher priced. Be sure for a product pricing that
you have covered your materials, labor and overhead costs. Do not forget shipping or storage in
the total price.
You will have to decide which ones fit within the scope of your business. However, your
marketing plan should still contain the following major sections:
5.3.5.1. Marketing analysis (Target market, competition, industry trends)
The marketing analysis section of your marketing plan contains information about your target
market, competitors and marketing trends. Components of marketing analysis:
•

Identify target markets
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Your target market should be defined in terms of demographics, psychographics and special
characteristics of niche markets. Demographic characteristics refers to the statistical data of a
population, including average age, income and education. Government census data is common
source of demographic information. Psychographics, uses demographics to determine the
attitudes and tastes of a particular segment of the population. Psychographics examines lifestyles:
where people spend their vacations, where they shop, how they spend their disposable income,
what sports they participate in or watch, which clubs /organizations they join and more.
Niche markets are small segments of the population that shares the common characteristics,
interests, spending habits, etc. Successful niche marketing focuses on small segment of all total
market. It is the best strategy for small business to achieve a market leadership position.
•

Research your competition

After you have identified your target market, it is important to see the competitors in the same
market. What are their strengths and weaknesses relative to your business? If you are not certain
who are the competitors are, use several search engines to see what company names are
presented when you seek your own products and services. The list of competitors will be
obtained from trade and industry offices and you can easily see them in your business operational
areas. In searching your competitors, check out the general health of the business, their approach
to marketing and their financial information.
•

Market trends

Your marketing plan should reflect your observations and insight about trends in your industry
and in your target market. Information about the general direction of the market place can help
you target what people want. Industry trends influence almost every business with in its segment.

•

Conducting marketing research

Marketing research can prevent your company from making wrong decisions that result in
expensive design mistakes in new products, marketing campaigns, and more. Marketing research
has traditionally been conducted through techniques such as questionnaires, surveys, and focus
groups.
Who are you selling to? Who are your ideal customers?
5.3.6. Financial plan
You learned earlier that the body of a business plan is divided in to three main sectors. having
completed the organizational and marketing plans. You are now ready to develop the third area
of your business plan. Financial documents are those records used to show past, current, and
projected finances. They consist of both projected and actual financial statements. Your work will
be easier if these are done in the order presented. There are four types of financial documents:
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5.3.6.1. Statements of sources and uses of funds from a lender or investor
The first two documents “summary of financial needs’ and the “loan fund dispersal statement
“are included in the business plan if your business is seeking funds from a lender or investor. It
describes your needs for capital to be infused in to your company through borrowed or invested
funds.
5.3.6.2. Projected statements
These are statements (cash flow, income projections, etc ) that are used for you to predict the
future profitability of your business . The projected financial statements show projections for the
future profitability of your business. All business plans at least contain projected statements like
(cash flow statements, three year income projection and breakeven analysis).
Steps for planning your cash flow statement
i.

Prepare individual budgets

Begin by compiling individual projections and budgets. They might be as follows:
•
•
•
•
ii.

Revenue projections (product and service)
Inventory purchases
Variable (selling) expenses budget
Fixed (administrative) expense budget
Prepare planning worksheets

Because the cash flow statements deal with cash inflow and cash out flow, the first step in planning
can be best accomplished by preparing two worksheets.
1. Cash to be paid out worksheet documents (the cash flowing out of your business).
It identifies categories of expenses and obligations and the projected amount of cash needed
in each category. Use the information from our individual budget (inventory purchase, direct
expenses, administrative expenses, owner draws etc). These expenditures are not always easy
to estimate. If you are in a new business, it will be necessary for you to do lots of market
research. If you are an existing business, you will combine information from past financial
statements with trends in your particular industry.
2. Sources of cash work sheet used to document the cash flowing in to your business.
It will help you to estimate how much cash will be available from what sources. To complete
this worksheet, you will have to look at cash on hand, projected revenues, assets that can be
liquidated, possible lenders or investors and owners’ equity to be contributed. This work
sheet will force you to take a look at any existing possibilities for increasing available cash.
Cash to be paid out worksheet
1. Startup costs
These are costs incurred by you to get your business underway. They are generally one-time
expenses.
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2. Inventory purchases
Cash to be spent during the period on items intended for resale. If you purchase manufactured
products, this includes the cash outlay for those purchases. If you are the manufacturer,
include labor and materials on units to be produced.
3. Variable expenses (selling or direct expenses)
These are the costs of all expenses that will relate directly to your products or service.
4. Fixed expenses (administrative or indirect expenses)
Include all expected costs of office overhead. If certain bills must be paid ahead, include total cash
outlay even if covered period extends in to next year.
5. Long term purchases (Assets)
These are capital assets that will be depreciated over a period of years (, buildings, vehicles,
equipment). Determine how you intend to pay for them and include all cash to be paid out in the
current period.
6. Liabilities
What are the payments you expect to have to make to retire any debts or loans? do you have
any accounts payable as you begin in the new year? You will need to determine the amount of
cash outlay that needs to be paid in the current year.
7. Owners’ equity
Failure to plan for it will result in a cash flow shortage and may cause the business to fail.

Breakeven analysis
Breakeven point is a point at which a company’s costs exactly match with the sales volume
(revenue) and at which the business has neither made a profit nor incurred a loss. The breakeven
point can be determined by mathematical calculation or by development of graph. It can be
expressed in:
•
•

Total birr of revenue
Total units of production/sold

To apply breakeven analysis to an operation, you will need three projections:
•

Fixed costs: Administrative, overhead + interest. Many of these costs remain constant
even during slow periods. Interest expense must be added to fixed costs for a breakeven
analysis.
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•
•

Variable costs: Cost of goods+ selling expense: Usually varies with volume of business.
The greater the sales volume, the higher the costs.
Total sales volume: projected sales for same period.

Source of Information: All of your figures can be derived from three-year projection. Since
breakeven point is not reached until your total revenues match your total expenses, calculation
of your breakeven point will require that you add enough years revenues and expenses together
until you see that total revenues are greater than the total expenses.
Mathematically firm’s sales at breakeven point can be computed by using this formula:
At break-even point total revenue=total cost
PQ= FC + VQ
PQ-VQ= FC
(P-V)Q=FC
Q=

𝐹𝐹𝐹𝐹

𝑃𝑃−𝑉𝑉

Where Q= Breakeven quantity
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Fc= Total fixed cost per annum
P= Unit selling price
V= Variable cost per unit

5.3.6.3. Actual performance statements
These are the historical financial statements reflecting the past performance of your business. If
you are planning a new business, you have no history and you will not have these statements to
include. However, once you have been in business even for one accounting period you will have
a profit and loss statement and balance sheet for the periods.
5.3.6.4. Financial statement analysis
Once you have completed the financial documents, it is important to use them as tools to look
at your business and enable you to make your business more profitable. Financial statement
analysis utilizes the income statement and the balance sheet and the study of relationships and
comparisons of single components in a single in comparative financial statements. If you are an
established business, you will include the following actual performance financial documents:
•

Balance sheet

The balance sheet is a financial statement that shows the financial position of the business as of
fixed date (that is a snap shoot). It is usually done at close of an accounting period. The balance
sheet can be compared with photo graph. It is the picture of what your business owns and owes
at a given particular moment. And will show you whether your financial position is strong or
weak. By regularly preparing this statement, you be able to identify and analyze trends in the
financial strength of your business and thus implement timely modifications.
Asset: anything your business owns that has monetary value
Liability: Debts owed by the business to any of its creditors
Net worth (capital): Amount equal to owners’ equity
Asset= Liability + Capital
•
•
•

Income statement
Business financial history
Loan application

Developing strategic business plan
Compared to a basic business plan, strategic business plan provides more in depth analyses of
key factors that may affect a business. This information is used as on- going basis to monitor and
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improve the performance of the business. It also makes projections over a longer time period
than most basic business plans (three to five compared to one year).
The sample business plan format attached in annex II of the manual.

6. Financing Basics
6.1. determining financial requirements of the business (startup capital and business loans)
The trainees will exercise by listing the startup costs for agricultural input marketing business
6.2 Financing a business (financing, cash flow and break even analysis)
The trainees will exercise how to develop cash flows and calculate break even analyses for all
types of inputs sold by the business. (herbicides, insecticides, fungicides, farm tools, seeds and
others). The detail presents on the excel sheet.
7. Business Marketing
7.1. Basic concept of markets and marketing
Definition of Market
Market is A place where buyers and sellers come together to buy and sell goods and services.
A market can also be defined as the demand for a product or a service. In other words, a
market can be regarded as a group of people who have certain needs and are willing to spend
money in order to satisfy those needs.
The market consists of all possible consumers for goods and services; however, a business can’t
serve the whole market, therefore, should select part of the market to serve.
Also the market (demand) for a particular product is not homogeneous. People do not have
the same needs and preferences; they demand different things. One way of making sense of
demand is to divide the market into different groups of buyers, with similar needs and
preferences. Each separate group forms a market segment.
Market segment: Group of buyers with similar needs and preferences.
Market segments include consumers with some common features – age, gender, religion,
location, income, occupation, life style and so on. For example, wealthy and health-conscious
consumers in large cities are starting to demand safe vegetables to live health life, but this trend
is less obvious in rural areas, hence the agricultural input suppliers should identify which peoples
(segment group) they want to serve.
The major decision on marketing elements (product, pricing, promotion and distribution) and
the marketing strategies are dependent on the market segment planned to serve.
For example, if the customers of the input supplier is smallholder farmer, he/she should decide
how to pack the product as per their capacity (may be in small quantities).
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Definition of Marketing:
Different bodies defined marketing differently but with similar core concepts in the definitions.
 The management process responsible for identifying, anticipating and satisfying customer
requirements profitably (
 Marketing is a societal process by which individuals and groups obtain what they need and
want through creating, offering, and freely exchanging products and services of value with
others
 Marketing is not about providing products or services it is essentially about providing
changing benefits to the changing needs and demands of the customer’ (P.Tailor)
At the center of all above three definitions meeting/satisfying needs and exchanging/profitability
are the core concepts embedded.
Marketing is a transaction process between buyers and sellers. Seller provides goods and services
to buyers and buyers in turn gives back money to the sellers.
In order to market and marketing exist a need must arise from the consumer.
Need: A state of lacking something, which drives people to seek products/services that satisfy
the gap.
Want: These are the different forms that human needs take as shaped by culture and individual
personality, social developments etc. They are desires for specific satisfiers of deeper needs.
For example, farmers will have a need to produce farm product but which type of farm product
is a want.
Human wants are dynamic in nature, thus change from time to time depending on socio cultural
as well as economic development of societies.
Demand: is a want when backed by buying power and willingness to buy. We say that there is
a demand for potatoes at specific place and time, if and only if there are substantial number of
individuals or groups who have the money and willingness to buy the available potatoes.
In General, marketing ensures that products are available for consumption or usage:
 in the right place,
 in the form wanted,
 in the quantities and quality required
 at the time needed.
In agricultural marketing inputs should be delivered to the smallholder farmers at the right time,
in the size/package they want and in area where accessible to them. Therefore, a successful
agricultural input supplier should consider this marketing issues to run his/her business successful.
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Otherwise, the input supply business will not be growing as well as will not contribute to the
productivity of smallholder farmers, are essential for sustainability of the input supply system.
Fig 1. Marketing process
4. Make a profit

1. Identify demand

3. Product promotion
and distribution

2. Develop product

7.2. Managing marketing mixes (4 P’s of marketing)
In order to earn profit from input supply business, business owners should develop appropriate
marketing strategies. Marketing strategy deals with in this context, they must pay special
attention to four inter- related dimensions, known as the 4 Ps or marketing mixes, which
are intimately linked to the previous definition of marketing.
The marketing mixes/4 ps are the essential element of market plan and marketing strategy.
Product, price, place and promotion are the 4 Ps or Marketing mixes
Product: is concerned w i t h developing the right product for the target market. Product
can be in form of goods or services. A product should respond to customers’ demand.
Therefore, the services should have certain attributes required by customers, such as
quality, reliability, etc. products as customer solutions, which solve problems of the customer.
Price: the price of the product is one of the most important marketing decisions. Price
means how much the business will charge for products or services. The price should be
based on the costs of providing the service, competitors’ prices, quality of product,
uniqueness of product, and the price of substitute and complementary products.
Place: place refers to where the service/product is sold, but also concerns distribution
decisions involved in getting the service/product to the target market place. Consider
mode of transportation and communication when planning the place for marketing.
These will be determined not only according to the costs and according to what is
convenient, but also according to the preferences of the buyer.
24

Promotion: aside from providing a valuable service/product, pricing it right, and making it
easily available to the customers, it is important to promote the service/product.
Promotion is when you attempt to stimulate sales by directing persuasive communication
to the buyers. It simply means informing and attracting farmers to use the service. You
may promote your service through advertisements ( in printed materials, signposts (posters),
radio and television), p e r s o n a l s e l l i ng (e . g . Do or t o d oor sa l e s ), pu bl i c i ty in the
media, and other business and social occasions, door-to-door c a m p a i g n s , and sales
promotion( via discounts, “giveaways,” displays and exhibitions).
The agricultural input suppliers should properly plan the market and devise marketing
strategies with regard to product development, pricing, promotion and distribution
decision of their business. The market mixes are basic elements of the marketing strategy
and plan. Decision on one market mix component will influence the other components
of the mix.
Fig 2. The Marketing mixes (4 p’s)

Product decision: variety, quality,
design, feature, packaging, sizes,
services, warranties, returns &
Brand names

Price decision: List price,
discounts, allowances,
payment periods, credit terms

Market plan and
Strategy

Place/distribution decision:
channels, coverages,
assortments, locations,
Inventory, transport

Promotion decision: Adverting,
Sales promotion, Sales force,
Public relations, direct marketing

7.3. Marketing research
Marketing research is the function that links the consumer, customer, and public to the
marketer through information—information used to identify and define marketing opportunities
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and problems, generate, refine, and evaluate marketing actions; monitor marketing performance;
and improve understanding of marketing as a process. Marketing research specifies the
information required to address these issues, designs the method for collecting information,
manages and implements the data collection process, analyzes the results, and communicates the
findings and their implications.
Marketing research can give a business a picture of what kinds of new products and services may
bring a profit. For products and services already available, marketing research can tell business
whether they are meeting their customers' needs and expectations. By researching the answers
to specific questions, small-business owners can learn whether they need to change their package
design or tweak their delivery methods--and even whether they should consider offering
additional services and etc….
Importance of conducting market research







identify potential new customers
learn more about existing customers
inform their decisions regarding existing and new products or services
better understand their competitors
test new markets
identify performance, pricing or promotion opportunities/ market plan

Types of marketing research
1. Primary marketing research
a. Primary: first-hand information you gather yourself, or with the help of a market research
firm. You control it.
b. Secondary: pre-existing public information, such as the data shared in magazines and
newspapers, government or industry reports. You can analyze the data in new ways, but the
information is available to a large number of people and prepared for other purpose. Sources of
secondary data are reports or external for example government statistics, newspapers, books,
magazines, etc. and data base
Table. 1 advantages and disadvantages of primary and secondary data
Type of research
Primary research
Secondary research

Advantages
Disadvantages
 relevant to current need
 expensive
 more accurate
 takes long time
 is economical/cheap
 May be incomplete, ambiguous
 readily available/analyzed
or out of context
 Quickly obtained
 Difficulty in comparability
 may
be
corrupted
by
methodological
and
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interpretive problems, for
example, definitional error,
sampling error, section error,
non-response error, language,
social organizations, trained
workers, etc.
 Data may be inflated or
deflated for political purpose
 Data may be obsolete
Primary Market research tools
Surveys: Asking customers a series of questions to better understand how they feel about a
product’s features
Focus group discussion: Bringing together groups of people with a common characteristic,
such as age, hobby, or buying habits, to better understanding their likes and dislikes is a focus
group. Focus groups typically consist of 8-12 people with a moderator who poses questions for
the group to discuss. They are a useful way of getting feedback on a new product, new features,
or new ad campaign
Observation: When the investigator gathers information simply by watching how a subject
interacts with a product, the technique is observation. This is often used in comparing preferences
for several types of products in market place
Step in conducting marketing research
1. Defining the problem and research objectives: to identify market potential for specific
agricultural input, attitudes of smallholder farmers buying agricultural inputs and etc….
2. Develop research design:






Source of data: primary or secondary?
Research approach: observation, focus group or survey?
Contact method: personal interview or focus group discussion
Deciding how many peoples to contact/sample plan
Designing the research instrument: what to ask, form of question (open ended or closed)

3. Implementing research plan:
 Collecting data
 Processing data
 Analyzing data
4. Interpreting and using findings
27

Fig 3. Process of marketing research
Defining the
problem &
research
objectives:

Develop research
design: source of
data, approach,
contact method,
sample plan…

Implementing
research plan:
collecting,
processing, analyzing
data

Defining the
problem & research
objectives

Agricultural input suppliers should use the market research to generate information of what
inputs to deliver, at what time, how to pack, their size, varieties required…etc
Sample formats to conduct market assessment/research attached in annex III part of the manual.
7.4. Market Planning
Creating a marketing plan can be the first step to effectively promoting a product. A
marketing plan is a central part of an overall business pl a n with a specific focus on service
and product communication and promotion. It is a comprehensive overview that
outlines an organization's overall marketing e f f o r t s (including the b u d g e t ), target
market and audience, and competitive environment. It also includes strategies to reach
the target market and ways to differentiate from other competitors. A strong
marketing plan will help an organization remain profitable and sustainable and spend its
funds wisely and appropriately.
A Marketing Plan is a description of:
 Why you want to offer a product to the market;
 What product to offer a product to the market;
 When to offer it to the market;
 To which particular market to offer;
 To which buyer;
 How you want to sell the product, i.e. directly to consumers, through distributors and
 How you want to identify needs & wants of your customer.
A solid marketing plan should include the following eight components:
Mission statement: A clear, well-understood, agreed-upon purpose helps a group stay strong
and move forward. Mission statements provide a blueprint to the overall marketing plan,
specifying business goals and objectives as well as strategies to achieve those goals.
Product and service description: Should cover basic product information such as name,
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color, shape, special features or characteristics, as well as identify how the product is
differentiated from other similar ones on the market.
Market analysis: Is a study on market size, competitive environment, the product or
service's position in the m a r k e t , key competitors, as well as strategies for expanding
market share. Market analysis is essential to determine market share and identify potential
customers.
Positioning s t r at egy: An important part of market analysis is positioning strategy, or
what makes your business stand out amongst your competition. In this process, it is helpful to
think broadly, to l i s t out competitors, direct a n d indirect alike. The positioning s t r a t e g y
should establish where the c o m p e t i t o r s stands in the market, whether it offers the highest
quality, the lowest price, the best value or the most reliable de livery
Pricing strategy: There are two approaches to go about d e v e l o p i n g a pricing strategy.
An input supplier could choose to adopt a low cost strategy or high price/high quality strategy.
To pursue a low cost strategy, it is usually necessary to have a company as large as or larger
than its competitors. It is often very difficult for small businesses to compete with larger
ones based on price. If a the business expects customers to pay more for its products because
the quality is higher than its competitors: it can pursue a high price/high quality strategy.
Sales and distribution: It is often h e l p f u l to outline sales ta r g e ts on a periodic
basis, goals such as "increase sales by 30 percent each year for the next three years" or
"increase sales by 5 percent over the next quarter” are useful benchmarks. These targets
need to be realistic and achievable, however, and be based on sales from past periods. The
marketing plan should explain in detail how targets are established and how they can be
achieved. lt can also be worthwhile to specify the number of units a business must sell to
break even and answer questions such as whether sales volume will vary by season and region.
Distribution refers t o determining where target customers are located and ways to get
the products to customers.
Promotion tactics: A well thought out promotion strategy increases sales and brand
recognition to current and potential customers. It is important, however, to tie the promotion
strategy back to the input supplier financial analysis and strategic business plan, as promotion
could be costly and management should determine beforehand h o w much it can afford to
spend on marketing the product. A whole promotion package could include the following
elements, based on their applicability:
 Advertising strategy (radio, television, billboards, newspaper)
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 Sales promotion strategy
 Publicity/public relations strategy (sponsoring community events, issuing press releases
about new activities or any other engagement with the broader public)
 Mobile message marketing strategy
 Direct marketing strategy (Packaging: if your product comes in a package, the design of
the package can greatly affect customers' perception of the product. lf you use a truck
to transport your products, your company logo and other marketing messages may
also be painted on the truck.)
Customer service: Customer service is providing service to customers before, during and
after a purchase. lt is designed to enhance satisfaction and meet expectations. The essence
of good customer s e r v i c e is bringing old customers back and attracting new ones
through word-of mouth. Although the role of customer service may vary by product or
industry. It is generally important to an organization's ability to generate income and
revenue, as a customer service experience can change the entire perception a customer has
of the organization. Good customer service is especially important to small businesses,
who rely heavily on word-of-mouth often cannot survive on-going bad press.
Updating the Marketing Plan
Market planning is not a onetime activity, hence regularly revisiting the plan is important to
keeping it up-to-date and fully operational. This is especially true when new products o r
services come out. As today’s business environment i s constantly changing, it is
recommended to first create a short-term plan (up to one year). Sections of the plan can
address the medium- and long-term future (two to four years). But the bulk of the plan should
focus on the coming year.
8. Customer Service and effective selling techniques
8.1. Golden rules of customer service
Customers are the bread and butter of every business company. Customer service must be a top
priority. Studies show that 78 % of consumers have ended transactions before purchasing due to
poor customer service response.
These below described 10 golden rules will help keep business customers happy and the company
profitable.
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1. Be a great listener: Take the time to identify customer needs by asking questions and
concentrating on what the customer is really saying. Listen to their words, tone of voice, body
language, and most importantly, how they feel. Beware of making assumptions – thinking you
intuitively know what the customer wants.
2. The customer is always right: He or she may be rude, inattentive, speak with a thick
accent, even stupid, but he or she is STILL the customer. Never forget that the customer pays
our salary and makes your job possible
3. Customers are very sensitive and know whether or not you really care about them:
Thank them every time you get a chance. Make customers feel important and appreciated. Treat
them as individuals. Always use their name and find ways to compliment them, but be sincere.
4. Identify and anticipate needs: Customers don’t buy products or services. They buy good
feelings and solutions to problems. Most customer needs are emotional rather than logical. Try
smiling while you are talking to the customer; it can make your voice sound more pleasant and
positive. Avoid the flat, lackluster tones that so many think is appropriate while conversing in
today’s cultural milieu.
5. Get regular feedback: Encourage and welcome suggestions about how your company could
improve.
6. Help customers understand your systems: Your business company may have the world’s
best systems for getting things done, but if customers don’t understand them, they can get
confused, impatient and angry. Take time to explain how your systems work and how they
simplify transactions.
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7. Give more than expected: What can you give customers that they cannot get elsewhere?
What can you give customers that is totally unexpected? What can you do to follow-up and thank
people even when they don’t buy?
8. Know how to apologize: When something goes wrong, apologize. It’s easy and customers
like it. The customer may not always be right, but the customer must always win.
9. Treat employees well: Employees are your internal customers and need a regular dose of
appreciation. Thank them and find ways to let them know how important they are. Treat your
employees with respect and chances are they will have a higher regard for customers.

10. Appreciate the power of “Yes”: Always look for ways to help your customers. When
they have a request (as long as it is reasonable) tell them that you can do it. Figure out how
afterwards.

Applying the above customer care principles will help input suppliers establish a long-term
relationship with their customers.
Relationships and networks marketing
•
•

Relationship marketing: It is the process of building mutually satisfying relations with
customers and other key groups around a business.
Satisfied customers are likely to stay long with the company
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•

Network marketing: It is the process of establishing sustainable connections with
supporting stakeholders such as: customers, employees, suppliers, retailers, distributors
and others.

9. Importance of accounting
Accounting is an information and measurement system that identifies, records, and communicates
information about an organization’s business activities. Identifying business activities requires
selecting transactions relevant to an organization.
All aspect of business involve accounting. The most important contact with accounting is through
credit approvals, checking accounts, tax forms, and payroll. These experiences tend to focus on
the record keeping role of accounting. Record keeping or bookkeeping, is the recording of
transactions and events, either manually or electronically. This is just part of accounting.
Accounting also identifies and communicates information on transaction and events and it
includes the crucial processes of analysis and interpretation.
9.1. Accounting information users
Accounting is often called the language of business because all organizations set up an accounting
information system to communicate information to help people make better decisions. All the
accounting users can be divided into two groups: Internal users and external users.
9.1.1. Internal information users
Internal users of accounting information are those directly involved in managing and operating an
organization. They use the information to help to improve the efficiency and effectiveness of an
organization. Managerial accounting is the area of accounting that serves the decision making
needs of internal users.
Owners needs accounting data to answer the following questions:
•
•
•
•

Are the marketing costs minimized?
Do we expand the business?
Should we open more retail outlets?
Do we need to borrow money?

Managers
•
•
•
•
•

Purchasing managers, need to know what, when, and how much to purchase
Marketing managers, use reports about sales and costs to target customers; sales prices
and monitor customer needs, tastes and price concerns.
Human resource managers, need information about employees’ payroll, benefits,
performance and compensation.
Production managers, depend on information to monitor costs and ensure quality
Distribution managers, need reports for timely, accurate, and efficient delivery of
products.
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•
•

Service managers, need to know the costs and benefits of looking after products and
services
Research and development managers need information about projected costs and
revenues of any proposed changes in products and services.

Internal auditors
Internal auditors design and test the employer’s internal controls. Internal controls are
procedures designed to protect company property, ensure reliable reports, promote efficiency
and ensure employees follow company policies.
9.1.2. External information users
External users of accounting information are not directly involved in running organization. They
include Shareholders (investors), lenders, directors, customers, suppliers, regulators, lawyers,
brokers, and press. External users have limited access to an organization’s information and their
business decision depends on information that is reliable, relevant, and comparable.
Financial accounting is the area of accounting aimed at serving external users by providing them
with financial statements. These statements are known as general purpose financial statements.
Each external user has special information needs depend on the types of decisions to be made,
including the following:
Capital providers
•
•

Lenders look for information to help them assess whether a business is likely to repay
loans with interest
Share providers-are owners of the business organization. They use accounting reports in
deciding whether to buy, hold, or sell stock. Shareholders typically elect a board of
directors to oversee their interest in an organization. Since directors are responsible to
shareholders, the information needs are similar.

External auditors
External auditors examine the financial statements to verify that they are prepared according
generally accepted accounting principles.
Regulators
The internal revenue use office uses the accounting information for computing taxes.
9.2. Record keeping
Book keeping is the entering of business transaction information into record books and
afterwards maintaining these records properly. For the records to be most useful to the business,
they have to be classified, summarized and organized. Following such classifications and
summaries, it will be possible for the organization to further analyze and establish such board
common questions:
•

What do we own and what do we owe others?
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•
•

What is/are the revenue, expenses, and income of the business on the periodical basis?
Is the business operating at a surplus or deficit and why?

Further, good bookkeeping enables:
•
•
•
•
•

Accurate processing of payments to suppliers and proceeds from sales.
Knowing whether the business is profitable or not.
The ability to approach financial institutions, if needed, since such information will be
9.required.
Tax authorities to accurately calculate taxes payable where applicable.
Investors and development partners will be able to provide investment and services on
the strength of well-kept records.

The foundation for making good financial decisions is having access to reliable information in the
right quantity at the right time. Without understanding the numbers, a good manager Cannot
make financially sound decisions.
Record keeping is the very basis on which the business’s performance can be established to
determine what should be done in the future. It must be done accurately.
Recording revenue and expenses
Every Business activity requires resources, which has cost implication. For an organization to
monitor whether or not it is operations are profitable, a good financial manager needs to
understand some key accounting and book keeping concepts. These include the ability to manage
and account for revenues and expenses.
Revenue: The value of goods sold and services provided to customers during a period of time.
It’s the money your organization collects from selling its products to customers.
Expenses: The cost of goods and services used in the process of earning revenue. This is the
money your organization must spend to obtain products or employee staff.
Source documents
Almost any documents that provides information about a business transaction can be called a
source document. A source document triggers the analysis of what happened. It begins the
process of entering transactions in the accounting system. In addition to serving as input for the
transaction analysis, source documents serve as objective evidence of business transactions. If
anyone questions the accounting records these documents may be used as objective, verifiable
evidence of the accuracy of the accounting records.
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General journal
A day to day listing of the transactions of a business is called a journal. The purpose of a journal
is to provide a record of all transactions completed by the business. The journal shows the date
of each transaction, titles of accounts to be debited and credited, and the amounts of the debits
and credits. A journal is commonly referred to as a book of original entry because it is here that
the first formal accounting record of transaction is made.

Journalizing
Entering the transaction in a journal is called journalizing. For every transaction, the entry should
include the date ,the title of each account affected ,the amounts ,and a brief description.
Step 1. Enter the date: This is the first entry on the journal page, the year is entered on the first
line of the date column. The month and day are entered on the same line, below the year, in the
date column.
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Step 2. Enter the debit cash is entered on the first line at the extreme left of the description
column. The amount of the debit is entered on the same line in debit column. Since this is not a
formal financial statement dollar sign are not used.
General ledger
The journal provides a day to day record of business transactions. To determine the current
balance of specific accounts, however, the information in the journal must be transferred to
accounts similar to the T account. The process is called posting. A complete set of accounts used
by a business is known as the general journal. The general ledger accumulates a complete record
of the debits and credits made to each account.
Preparation of trial balance
Preparation of Income statements
Preparation of Owners equity statements
Preparation of Balance sheet
9.3. Ratio Analysis
Ratios are among the more widely used tools of financial analysis. A ratio can help us uncover
conditions and trends difficult to detect by inspecting individual components making up the ratio.
Ratios like other analysis tools are usually future oriented; that is, they are often adjusted for
their probable future trend and magnitude and their usefulness depends on skillful interpretation.
This section describes an important set of financial ratios and its implication. The selected ratios
are organized in to the four building blocks of financial statement analysis: 1. Liquidity and
efficiency,2. Solvency, 3. Profitability
9.3.1. Liquidity and efficiency
Liquidity refers to the availability of resources to meet short term cash requirements. It is affected
by the training of cash inflows and outflows along with future performance. Analysis of liquidity
is aimed at a company’s funding requirement. Efficiency refers to how productive the company is
in using its assets. Efficiency is usually measured relative to how much revenue is generated for
certain level of assets.
𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶 𝑎𝑎𝑎𝑎𝑎𝑎𝑎𝑎𝑎𝑎𝑎𝑎

Current ratio=𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶 𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙
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A high current ratio suggests a strong liquidity position and an ability to meet current obligations.
An excessively high current ratio means that the company has invested too much in current
assets compared to current obligations. An excessive investment on current assets is not an
efficient use of funds because of current assets normally generate a low return on investment
(compared with long term assets).
Many users apply a guide line of 2:1 for the current ratio in helping evaluate a company’s debt
paying ability. A company with 2:1 current ratio is generally thought to be good credit risk in the
short run.
9.3.2. Solvency
Solvency refers to thea company’s long run financial viability and ability to cover long term
obligations. Debit to equity ratio is one of the elements of solvency analysis help to assess portion
of company assets contributed by its owners and the portion contributed by creditors. This
relation is reflected in debit ratio. The debit ration expresses total liability as the percentage of
total assets. The equity ratio. provides complementary information by expressing a total of equity
as percentage of total assets.
𝑇𝑇𝑇𝑇𝑇𝑇𝑇𝑇𝑇𝑇 𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙𝑙

Debit to equity ratio =

𝑇𝑇𝑇𝑇𝑇𝑇𝑇𝑇𝑇𝑇 𝑒𝑒𝑒𝑒𝑒𝑒𝑒𝑒𝑒𝑒𝑒𝑒

9.3.3. Profitability
We are especially interested in a company’s ability to use its assets efficiently to produce profits.
Profitability refers to a company’s ability to generate an adequate return on invested capital.
Return is judged by assessing earnings relative to the level and sources of financing. Profitability
also relevant to solvency
A company’s operating efficiency and profitability can be expressed by two components. The first
is profit margin, which reflects which reflects a company’s ability to earn net income from sales.
It is measured by expressing net income as percentage of sales.
𝑁𝑁𝑁𝑁𝑁𝑁 𝑖𝑖𝑖𝑖𝑖𝑖𝑖𝑖𝑖𝑖𝑖𝑖

Profit Margin =

𝑁𝑁𝑁𝑁𝑁𝑁 𝑠𝑠𝑠𝑠𝑠𝑠𝑠𝑠𝑠𝑠

9.4. Basic concepts of inventory management
Inventory is the sock of any item held in an organization. The aim is naturally, to have the right amount,
in the right place, at the right time and the right cost. Inventory management is the process of directing
and administering the holding, moving and converting of raw materials through value adding process to
deliver finished products to the customer. The efficient and effective management of inventory is
important to almost every organization. In simple terms inventory management:

•
•
•
•

Is the set of policies and controls that monitor levels of inventory?
Determines what levels of each product should be maintained
Identifies when stock should be replenished
Decides how large orders should be
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Inventory management in daily life is challenging especially when identifying and achieving the optimum
amounts to hold:
Holding too little inventory of the required products often leads to customer orders being unfulfilled on
time. This can put the business at risk since lost orders may lose a customer altogether, and dissatisfied
customers often complain about the lack of availability. If this dis satisfaction spreads, the long term impact
causes a reduction in profitability. Another problem when too little inventory is held is the time and energy
then needed to manage the shortage. Whenever possible, the upfront management of inventory to ensure
that sufficient product is being held as far more valuable use of time. On the other hand, holding too much
inventory –being overstock is also problematic. Money is not only tied up in the purchase of unnecessary
stock, but also spent on the holding and managing that inventory. If too much working capital is tied up
for too long then cash flow may be affected, and buying in inventory of other much needed products may
be compromised. Overstock also impacts on the space where inventory is held, whether on the shop
floor or warehouse. The overstock items need space to be stored, space that cannot be used for rotating
products and in extreme situations additional warehousing space may need to be bought.
Another problem when too much inventory is being held is that an organization will find it more difficult
to react to changes quickly. The change may be to demand in the market place where requirements may
change very quickly. For every part held within an organization there is an ideal quantity of inventory
which lies with in optimum range. The ideal rage is based on wide range of factors, for example demand,
variability of demand, unit cost of the item, size of the product, shelf life (if any), and the time it takes to
supply/manufacture the product. It is quite usual for demand to vary with in expected range in many
businesses. Unexpected changes in customer demand or product supply will affect inventory plans, which
in turn may push inventory holdings out of the ideal range. The sooner a business knows about changes
in supply or demand either with in its own organizations or elsewhere in its supply chain, the quicker it
can react and calculate the impact of those variations and the closer it will be able stay to the new ideal
volumes.
The three pillars of inventory management
Inventory can be held in many places with in an organization for example, raw materials, components and
finished goods in ware houses, work in progress and feed-stock on the shop floor. Where ever it held it
is held it needs to be manage. The three pillars of inventory management are:
1. Inventory planning-determining the optimum level
Inventory planning is about determining the optimum levels of the inventory both for today and the future.
The purpose of creation of the plan is to identify the optimum inventory levels. This will involve
understanding demand patterns, what value add is needed for each product (e.g. manufacturing
requirements, retail volumes and sales locations) deciding what inventory categories each product should
be in. The inventory plan must aim to match the high level business needs with what is possible at the
detailed item level i.e. in order to meet the expected demand for the products to be sold by the business,
what products, should be held, where and in what volumes, and at what cost? A key feature of the plan is
to identify and manage the parameters that need to be set with in the business systems, which are needed
to balance future stock levels (eg. Order frequencies, safety stock policies, minimum order quantities, and
lead times).
2. Inventory control-managing the integrity of the stock
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Inventory control is about managing integrity of the stock. Data accuracy is essential. Inventory moves
through a physical process which needs to be tracked by the system transactions to accurately reflect
where inventory is in process and in what quantities. It is necessary to ensure that the system records of
each product match the physical inventory held.
3. Inventory Balancing-balancing the ongoing supply/demand relationship
Inventory balancing is required to manage the success of the inventory plan on daily or weekly basis:
•
•
•
•

Is the rate of the supply (eg. Goods in) as expected?
Is the rate of demand (eg goods –out ) as expected?
Is the flow of inventory through the process as expected?
Is the process of supply from the supply to the through –put to fulfilment of the customer demand?

Inventory balancing is about supply /demand management
•
•
•

The daily managing of the ongoing supply/demand relationship
Is inventory flowing properly today?
Is the plan working?

Inventory balancing is normally managed by the business systems. when systems manage inventory
balancing well they are used on:
•
•
•

Good inventory planning
Good inventory control
Good performance measurement

Inventory management starts with creating simple records of what products your business currently has
at its facility and what products the business orders to add to its inventory of the goods. A bin card is an
individual record that holds information about a single product by lot number or batch number. If the
item, you order is agrochemical it may have expiration date. Every item in the lot of your order will have
the same expiration date. For example, the bin card will hold information about a single lot of
agrochemical. The card should note the stock on the hand and any losses and adjustments for that lot.
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There are also other source documents used in the retail business (stock card).

Annex I: Self-rating Questionnaire For personal entrepreneur competencies
1

i look for things that need to be done.

2

When faced with a difficult problem, i spend a lot of time trying to find a solution.

3

i complete my work on time.

4

it bothers me when things are not done very well.

5

i prefer situations in which i can control the outcomes as much as possible.

6

i like to think about the future.

7

When starting a new task or project, i gather a great deal of information before going

8

i plan a large project by breaking it down into smaller tasks.

9

i get others to support my recommendations.

10 i feel confident that i will succeed in whatever i try to do.
11 no matter whom i’m talking to, i’m a good listener.
12 i do things that need to be done before being asked by others.
13 i try several times to get people to do what i would like them to do.
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14 i keep the promises i make.
15 my own work is better than other people i work with.
16 i don’t try something new without making sure that i will succeed.
17 it’s a waste of time to worry about what to do with your life.
18 i seek the advice of people who know a lot about the tasks i am working on.
19 i think about the advantages and disadvantages of different ways of accomplishing
20 i do not spend much time thinking about how to influence others.
21 i change my mind if others disagree strongly with me.
22 i feel resentful when i don’t get my way.
23 i like challenges and new opportunities.
24 When something gets in the way of what i am trying to do, i keep on trying to
25 i am happy to do someone else’s work if necessary to get the job done on time.
26 it bothers me when my time is wasted.
27 i weigh my chances of succeeding or failing before i decide to do something.
28 the more specific i can be about what i want out of life, the more chance i have to
29 i take action without wasting time gathering information.
30 i try to think of all the problems i may encounter and plan what to do if each problem
31 i get important people to help me accomplish my goals.
32 When trying something difficult or challenging, i feel confident that i will succeed.
33 in the past i have had failures.
34 i prefer activities that i know well and with which i am comfortable.
35 When faced with a major difficulty, i quickly go on to other things.
When i am doing a job for someone, i make specific effort to make sure that person
36 is happy with my work.
i’m never entirely happy with the way in which things are done; i always think there
37 must be a better way.
38 i do things that are risky.
39 i have a very clear plan for my life.
When working on a project for anyone, i ask many questions to be sure i understand
40 what the person wants.
41 i deal with problems as they arise, rather than spend time trying to anticipate them.
42 in order to reach my goals, i think of solutions that benefit everyone involved in a
43 i do very good work.
44 there have been occasions when i have taken advantage of someone.
42

45 i try several things that are new and different from what i have done before.
46 i try several ways to overcome things that get in the way of reaching my goals.
47 my family and personal life are more important than work deadlines i set for myself.
48 i find ways to complete tasks faster at work and at home.
49 i do things that other people consider risky.
50 i am as concerned about meeting my weekly goals as i am for my yearly goals.
51 i go to several sources to get information to help with tasks or projects.
52 if one approach to a problem does not work, i think of another approach.
53 i am able to get people who have strong opinions or ideas to change their minds.
54 i stick with my decisions even if others disagree strongly with me.
55 When i don’t know something, i don’t mind admitting it.
Annex II. Entrepreneurship competence scoring sheet
Rating of statements score

+

+
+
+6 =
(1) (12) (23) (34) ( 45)
+
+
+
+6 =
(2) (13) (24) ( 35) (46)
+
+
+
+6 =
(3) (14) (25) (36) (47)
+
+
+
+6 =
(4) (15) (26) (37) (48)
+
+
+
+6 =
(5) (16) (27) (38) (49)
+
+
+
+6 =
(6) (17) (28) (39) (50)
+
+
+
+6 =
(7) (18) (29) (40) (51)
+
+
+
+6 =
(8) (19) (30) (41) (52)
+
+
+
+6 =
(9) (20) (31) (42) (53)
+
+
+
+6 =
(10) (21) (32) (43) (54)
+
+6 =
(11) ( 22) (33) ( 44) (55)

pec

opportunity-seeking
persistence
commitment to the work contract
Demand for quality and efficiency
risk taking
goal setting
information seeking
Systematic planning & monitoring
persuasion and networking
Self confidence
correction factor
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Annex III. Components of business plan
The components of strategic business plan
1. Executive summary
2. Organizational vision
3. Organizational mission
4. SWOT analysis
5. Implementation plan
6. Marketing plan
6.1. Market (customers)
6.2. Competition
6.2. Supplier markets
7. Financial projection summaries
7.1. Profit and loss statement
7.2. Projected cash flow Budget
7.3. Financial plan
7.4. Projected Balance sheet
7.5. Sensitivity analysis

Annex IV. Sample format of market assessment
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I. Understanding your competition and questions about competitors
What agricultural inputs and services are there
Products of such as vegetable seeds of
in the market similar to what am supplying ?
different type, farm tools, chemicals and etc….
which type of inputs are not available
Who is supplying the agricultural inputs and
List of suppliers who are competitors
how many suppliers are there ?
Detail list of products and services supplied by
Who supplies what ?
the competitors ?
How much do they charge? ( list price of
different inputs and services competitors
provide)
What type of extra services and benefits do the
competitors provide to their customers, on top
of the agricultural inputs
To whom do they sell their agricultural inputs ?
Where do they sell their agricultural inputs?
How do they promote their products and
services?
What are the strengths and weaknesses of your
competitors ?
II. Customers and sells volumes
Who buys agricultural inputs most ?
Which agricultural inputs have high demand
among customers ?
How much do customers buy at one time ? and
how often do customers buy the product ?
What comments do the customers have about
different brands of agricultural inputs and
services ?
Are there things that customers don’t like about
some agricultural inputs ?
Are there things that they would like to see
improved ?
How much volume of each agricultural input will
be sold per day? (list products and brands- if
any)
Is there a seasonal fluctuation in sales?
What are the retail and wholesale prices for
each agricultural input of different brands? ( if
any)
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Are there agricultural inputs and services that
customers want and are not there in the market
yet? What are they ?
Are there any ways that wholesalers assist
retailers in promoting their agricultural inputs
and services ?
III. Marketing
Describe your business
Why did you choose this agricultural input
supply business ?
What agricultural inputs and services will your
business sell?
How will you package it? In what volume ?
What different feature or benefit your
agricultural inputs or services provide to your
customers?
How better can you serve your customers than
you competitors ?
Would sales vary during the year? Yes or no?
how much and why ?
Will holidays, seasons or other factors affect
your input supply business?
What factors could cause the price to vary?
What can you do during low seasons to
promote your business or keep your products
from perishing?
How many consumers do you estimate are in
your area ?
Where would you sell your agricultural inputs
and services?
How will you promote your agricultural inputs
(product or service) to the people who might
be most interested in buying it ?
What services can you provide to attract more
customers? In addition to the inputs
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