


	
Session: Customer Demand



	Sector(s):
	
	Community Economic Development, Agriculture, Environment, and Health

	Competency:
	
	Promote business development

	Training Package:
	
	Income Generation Activities

	Terminal Learning Objective:
	
	Given an income generation activity, participants will analyze its potential using all six steps of the feasibility study.

	

	
	

	Session Rationale: 
	
	Business is about sales, not production. Therefore, it is critical to find out whether customers will buy a product or service before launching an IGA. This session focuses on how to assess customer demand for a product or service in a culturally appropriate way. 

	Target Audience: 
	
	This session is designed for CED trainees in PST. For Volunteers in other sectors, this session could be presented at reconnect or a two-day IST later in service tied to a PDM Workshop.

	Trainer Expertise:
	
	[bookmark: _GoBack]The ideal trainer will have a background in microenterprise development, but a trainer with experience in the local marketplace is essential.

	Time: 
	
	90 minutes

	Prerequisites: 
	
	1. CED trainees: Global CED Sector—Economic and Organizational Environment in the Host Country, and Cultural Values
1. Other sectors: Cultural Values, and a full PST with Global Core Community/Sector Assessment. 


	Version:
	
	Jul-2013

	Contributing Posts:
	
		PC/Namibia-Lead Developer
	








	Session: Customer Demand

	Date: 
	Time: 
	Trainer(s): 

	Trainer preparation:
1. IGAs are common projects for many Volunteers. Therefore it is important that Volunteers from other sectors are sufficiently established in their primary assignment before participating in an IGA IST.
2. If this is a PST session, then at the end of the session you will assign participants homework to conduct a simple market assessment and fill out Handout 5: Our Plan—Our Market.
Post Adaptation: Create Trainer Material 2: Local Products and Services to show:
· A product with limited demand, such as a book
· A product that is a “luxury,” such as a television
· A product that is a necessity, such as a food item
· A symbol of a service with high demand, such as bicycle repair and cell phone charging

Note:
Do not include the product or service chosen by participants in the previous session.

Select four participants before the session to be in a short play. Give participants the assignment the night before. Meet with them and give each one a product or symbol. Explain that each will pretend to sell the item to the group in a one minute commercial. Ask participants to prepare the commercials if necessary. They should do the following in their commercial: 
· Talk about the product or service
· Give its price
· Tell the group why it should be purchased[footnoteRef:1] [1:  SB 104 Doing a Feasibility Study, pp.54-55.] 

Post Adaptation:  Since this session may have culture or gender considerations regarding conducting surveys in the host country, review Trainer Material 4 with the LCF to assure that the questions are well written within the cultural and gender contexts.  Arrange to have the LCF participate in this discussion in the Information section.
Post Adaptation:  Decide which currency to use for the examples.  
3. If this session is done with host country nationals, then translate the Handouts into the local language.
Materials:
Equipment
1. Flip chart
2. markers
Handouts
Handout 1: Market Survey
Handout 2: Information Gathering Questions
Handout 3: Things to Consider about Market Assessments
Handout 4: Case Studies
Handout 5: Our Plan  – Our Market
Trainer Materials
Trainer Material 1: Six Steps Poster Two
Trainer Material 2: Local Products and Services
Trainer Material 3: Compilation Sheet Part 1
Trainer Material 4: Market Assessment Questions
Trainer Material 5: Compilation Sheet Part 2
Trainer Material 6: Case Study Possible Responses
	

	Session Learning Objective(s): 
1. Participants will share strategies for determining the customer demand for a product or service regarding each of the following: location (where they will go), key informants (who they will ask), and key questions (what they will ask).
2. After discussion, participants in small groups will make a culturally appropriate product or service selection using market research results.
3. Given a case study, participants in groups will make product-specific recommendations of how to conduct a market assessment.

	Training Package Knowledge, Skills, and Attitudes (KSAs)
· Explain customer demand (K)
· Strategize how to determine customer demand (S)
· Analyze market demand research (S)
· Consider culturally appropriateness of products or services (K)
· Adapt a market assessment for a specific product (S)



	Phase / Time /
Materials
	Instructional Sequence

	Motivation


20 min








Trainer Material 1: Six Steps Poster 2



























	[bookmark: Option2]Looking at Customer Demand
Participants will reflect on their experience as customers and why people choose to buy a product or service. 


1. Ask, “What is step two in the feasibility study process?” 
Note:
Answer: Find out if people will buy our product or service.

2. Post Trainer Material 1: Six Steps Poster 2 on the wall.

3. Explain that before starting an IGA, we must be sure people will buy what we plan to sell.

4. Explain that several participants have prepared some commercials to aid everyone in thinking about why people buy or do not buy something. Have the four sellers present their products one by one.

5. After the commercials have been shown to the group, invite the participants to choose one item to buy. They should raise their hands if they would buy the first, second, third, or fourth items.

6. Discuss why people made their choices of what to buy:
· What did you think about when you made your choice?
· Why was one product or service demanded more or less than others?
Note: 
Possible Responses: product is more or less useful, more or less attractive, or less or more expensive.
7. Ask participants to think back to the poster story of Aminta. What did Aminta do after she decided on the soap? Why did she go to the market, and what did she find out?

8. Ask participants to imagine they are IGA vendors. Then ask them to think about one of the products from the commercials.  Thinking by themselves, how could they find out if people would buy it?  Where would they go, whom would they talk to, what would they ask to find out if people will buy it?

9. Solicit a few ideas from the participants.
Note:
1) If not mentioned, suggest the following:
· Visit and observe customers in a market or store, and/or what people have in their homes.
· Talk to people who are already selling an item, people you think might be interested in an item, and “experts.”[footnoteRef:2]  [2:  SB 104 Doing a Feasibility Study, pp.54-55.] 

2) This activity assesses Learning Objective 1.

	Information

30 minutes



















Trainer Material 3:  Compilation Sheet Part1


Trainer Material 4:  Market Assessment Questions
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Handout 1:  Market Survey






Trainer Material 5:  Compilation Sheet Part 2





































Handout 2:  Information Gathering Questions

































Handout 3:  Things to Consider about Market Assessments
	Market Assessment
Participants will learn about market assessments and how to use them. 

1. Explain that before starting an IGA, it is essential to know whether there are customers—a “market”—for a particular product or service, also known as market demand. To do that we need to assess the market.

2. Explain to participants that you are going to conduct a market assessment in order to understand what kind of business has potential success in the area and that they will be the interviewed as potential buyers.

3. Set up this scenario: “I am planning on opening a small shop across the street from the training venue and expect participants to make up the majority of potential buyers, which is why you are my interviewees.”
Note:
The main purpose of the exercise is to help participants recognize diverse needs and preferences of potential buyers at the market. 

4. Explain to participants that you are going to do a market assessment for your IGA idea of starting a kiosk at the training center.  Normally you would ask each potential customer these questions individually or in a focus group, but to give everyone a general idea about a basic market assessment, you are going to ask everyone together.

5. Tell participants that you are going to ask a series of questions. If their answer is yes to the question they should stand up or raise their hand.
  
6. Post Trainer Material 3:  Compilation Sheet Part1.  Explain that it will serve as our market assessment compilation sheet.  Assign someone to tally responses and write the numbers on Trainer Material 3.  

7. Ask participants the series of questions on Trainer Material 4 related to their socio-economic status. Ask people to stand up or raise their hands to answer each question. Write down results on Trainer Material 3 as you receive them. 
Note:
· Ask for someone to help tally numbers for each of the questions. 
· Pose enough questions to draw conclusions regarding ‘potential buyers,’ but avoid asking more than 15 questions total. 
Post Adaptation:
There may be cultural or gender sensitivity points to make regarding gathering this kind of information in the host country from men and women.  If so, review with the LCF and have a brief discussion about it.

8. After information has been collected, ask participants to look at the data.  Give one example of how you, as a shop owner, would use the information and select a product you are likely to offer as a result, and why. For example, Since a majority of participants are U.S. Peace Corps trainees, carry T-shirts and baseball caps with Peace Corps logos on them.  

9. Ask groups of three participants to quickly get together. They should refer to the results and come up with two suggestions of potential products that should be stocked in the store based on the results of the market assessment. Allow 1-2 minutes.

10. Ask the triads to share one product suggestion and why it was selected. 
Note:
Possible Responses:
· It should possibly carry some makeup and perfume to attract the female participants.
· It should also carry sweets for the children in case family members (sisters, aunts, etc.) want to buy treats on their way home.
· Since half the participants came from outside the capital, the store should carry something very special and distinctive to the region, which can then be taken away as a souvenir.
· Based on the household income, the store should focus primarily on cheaper goods that will be affordable for the majority of participants.
· The store should also carry some basic stationery so that participants who have lost or forgotten their notebooks and pens could easily pick up the necessary items.

11. Write down ideas on flip chart.
Note:
This activity assesses Learning Objective 2.

12. Explain that you, the potential shopkeeper, have listened to the feedback and are more confident about the shop.  You think that based on the potential customers you would like to sell the following products:  soft drinks, brewed coffee and packaged snacks, T-shirts and baseball caps with the Peace Corps logo on them, batteries, insect repellent and airtime cards.  The kiosk/shop would cater to the trainees and local residents around the training center.  But you want to do some more market research.
Post Adaptation:
Use the ideas suggested by the participants

13. Distribute Handout 1:  Market Survey.  Point out that there are two sides to the survey.  Ask each participant to fill out only the side that says, “Questionnaire.”  The Handout is a sample survey that they can use in the future.

14. Post Trainer Material 5:  Compilation Sheet Part 2.  Ask each participant to come up to the compilation sheet and add their information.  They can put a check mark next to their preferences.

15. Once everyone has added their information to Trainer Material 5, ask participants to review the compiled data.  Based on the results, does it look like there is customer demand for the shop?  Do the selected products meet potential customer demand?  What changes to the product selection would you recommend?  Why?  Discuss.
Note:
This activity assesses Learning Objective 2.

16. Explain that market research can dramatically improve an IGA’s chances of being successful by giving the vendor a realistic understanding of its potential customers’ preferences and feelings. 

The idea of conducting market research may not be obvious to IGA vendors that you work with. And you may have to persuade them on the potential benefits. A market survey is a great tool for really helping would-be entrepreneurs to determine whether or not their IGA idea is really viable and worth investing their savings into and/or taking on debt for.   It can save a lot of unnecessary product trial and error and wasted money purchasing stock that people don’t want.

Market research can also give existing IGA vendors ideas about how they can change their IGA’s practices and product offerings to help them grow faster or adapt to positive and negative changes in the marketplace. 

How to Do a Simple Market Assessment
17. Market assessments are as complicated or simple as one makes them. Some last for months, conducted by many people; others involve one person talking to ten potential buyers and visiting three markets. Assessments aim to collect information about markets and consumers from many different angles. Always consider social, cultural, and environmental risks; and the different needs of men and women.[footnoteRef:3]  [3:  Income Generation Activities Manual: Returning “Profit” to IGAS, February 2007, p.8] 


Market research can often be the determining factor when it comes to the success or failure of new or even existing IGAs. However, often times it goes ignored or is done too hastily because it is one of the most time consuming and difficult parts of putting together an IGA. This is because it requires the IGA plan’s author(s) to not only design a survey but also to go out into the community and collect information with it.

18. Explain that conducting a market assessment does not require huge amounts of time and energy. Certain things, however, need to be kept in mind. The following checklist can be used as a guide to asking the most relevant questions.

19. Distribute Handout 2:  Information Gathering Questions. 

20. Explain that the Volunteers and their work partners can use Handout 2 to help them structure their assessment and gauge interest in a product. 

21. Explain that a Volunteer’s experience is often about observation. It's very easy to look at a community, see what's lacking and imagine that there would be a market for that item. 

22. Ask participants if they have had any ideas for possible products or services since they have come to the host country.  Ask for a couple people to share their ideas.
Note:
Possible Responses:
· Chocolate chip cookies
· Soft pretzels
· Dog catching service

23. Point out that there are some common marketing mistakes that Volunteers make when assessing market potential.  These include:

Mistake personal tastes for potential market: Volunteers often mistake their personal tastes for a potential market. There is something to this, because the Volunteer typically has a much broader range of experiences to draw inspiration from. But merely finding a gap in the current market does not mean that there will be local interest in those products. 

Preferences do not reflect ability to buy: There may be gaps identified in the market, but that does not mean that potential buyers will actually be able to buy the item or service that they need.[footnoteRef:4]  [4:  Income Generation Activities Manual: Returning “Profit” to IGAS, February 2007, p.10.] 


Market Distribution: Volunteers know expats. Expats are an attractive market because they will pay a premium for products. However once the Volunteer leaves it may be hard for the IGA vendor to maintain the market linkage or adapt their product to the change in expat customer demand.

24. Distribute Handout 3:  Things to Consider about Market Assessments.  Point out that Handout 3 highlights some of these common mistakes and goes into more detail about how to structure survey questions.  
Post Adaptation: 
If appropriate, share a personal story such as the one below, adjusting it to the local context. If you do not have a personal story to share, use a story from a Volunteer in the country and present it as a story or in a case study format. 

I served in rural Niger. There was not much in my community. Everyone was a subsistence farmer and the diet had no variety. Breakfast was last night's leftovers, lunch was a fermented millet-based porridge, and dinner was over boiled millet with okra sauce. Once a week, it may have been beans and rice. And on special occasions, community members spent extra money for goat meat.  

I visited a market to see a variety of products. As a young naive AG Volunteer, I did not know what I know now. But I liked bread, so surely everyone else would like bread, right? I thought to myself that they simply did not know what they were missing. I would be a conquering hero if only I could bring bread to the community! 

My counterpart and best friend saw my enthusiasm for bread. When we were at the local market, once a week ten kilometers away from the village, I even purchased some bread for him. It was stale, dry, and heavenly. Every bite transported me, just for a second, back to America. My counterpart was curious about bread, polite as always, and deferential when I described it as ‘good;’ in the local language. He found it pasty and tasteless with a strange texture. But he could see my enthusiasm, and I said it was popular in America. Bread for all!

The next week, I gave my counterpart a small loan, and we purchased half of the market’s bread supply to sell in our village at a small profit. 

25. Ask, “What do you think happened? Why? 
Note:
Possible Responses: Participants will answer that bread was not popular in the community; no one was interested in it. It did not sell and I lost my investment. 

26. Continue the story:

When the bread was not selling, it became clear that I would have to incur the cost of the bread. I was staying at site a lot and had accrued a bit of savings so I was fine with this. I figured free samples would help market the product. 

27. Ask participants what they think happened.

28. Continue the story: 

Everyone loved free samples! Re-inspired, we purchased more bread at the next market. And no one purchased any of it. 

29. Point out that interest in a product is different from willingness to pay for that product. Often times, interest can come from the uniqueness of having a Volunteer associated with something. That unique factor can wear off quickly. 

30. Finish the story: I lost some credibility on my primary assignments. If I was foolish enough to think that everyone would like bread, could I really be trusted on improved field techniques for rainy season agriculture? 

31. Ask, “How could this have been avoided?” 
Note:
Possible Responses:
Market assessment to determine whether potential customers liked the product and would buy it.

	Practice

20 min 



Handout 4:  Case Studies
	What Do You Recommend?
Participants review case studies and provide recommendations on market assessments and other important factors to consider, such as gender and socio-cultural practices.

1. Divide participants into small groups. 

2. Distribute Handout 4:  Case Studies.
Note:  
Distribute a different case study to each group.

3. Ask the groups to answer the questions for the case study. Allow ten minutes.

4. Move between groups, closely monitoring how well concepts have been understood, and address any questions. 

5. Ask each group to briefly discuss their recommendations and findings. 
Note:
1) These cases have been designed to reinforce the skills needed for conducting a successful market assessment. It is especially important to allow for (and encourage) discussion on the impact a certain business activity may have on an individual/family/community and the environment. 
2) This activity assesses Learning Objective 3.

	Application

20 min 















Handout 2: Information Gathering Questions










Handout 5:  Our Plan – Our Market
	Our Market
Participants will analyze their own potential customers and competition for their selected product or service. 

1. Ask participants to sit in their community groups.

2. Tell participants that they will now consider the potential market for their own IGA idea. Have each small group think of all the reasons they think people would want to buy their product or service. Then have them think of all the reasons that people would not want to buy. Allow 10 minutes.

3. In a large group discussion, ask participants:
· Do you think there are customers for your product or service?”
· Will they continue to want your product or service?
· Do you think you can compete with the existing competitors?
Note:
This activity assesses Learning Objective 1.

4. Ask the small groups to look at Handout 2:  Information Gathering Questions.  Decide how they will conduct their own market assessment.  Which target group will they survey?  Where?  Draft one market survey question regarding their product or service.

5. Explain that based on the market assessment that they will do when they return to their communities, they will be able to make concrete statements about their market.  Ask the small groups to decide how they will conduct their own market assessment.  Which target group will they survey?  Where?  Finally, ask each participant to draft at least one market survey question for their product or service.

Ask a couple of Volunteers to share their survey questions with the large group.

6. Distribute Handout 5:  Our Plan – Our Market.  Explain that once they have conducted their market research and have analyzed the results, they will be able to fill out Handout 5.    
Note:
Homework Assignment: If this is done during PST, assign trainees the task of conducting a simple market assessment based on their chosen IGA and complete Handout 7:  Our Market page of their Plan. 

	Assessment


	Learning Objective 1: Assessed in Motivation during as debrief of the skits, and in Application at the small group presentations.

Learning Objective 2: Assessed in Information during debrief of market assessment results and as recap of discussion of common mistakes.

Learning Objective 3: Assessed in the Practice during discussion of case studies.

	Trainer Notes for Future Improvement
	Date & Trainer Name: [What went well? What would you do differently? Did you need more/less time for certain activities?]



Resources: 
· Chikina, Oksana (CHF International) and Silva, Sao (DAI) Income Generation Activities Manual: Returning “Profit” to IGAs, February, 2007.
· Kindervatter, Suzanne, Doing a Feasibility Study: Training Activities for Starting and Reviewing a Small Business. Washington, DC: OEF International, 1987.
· Peace Corps, M0053 Participatory Analysis for Community Action (PACA) Training Manual, Information Collection and Exchange, 2007.





	[bookmark: H1MarketSurvey]
Handout 1: Market Survey



QUESTIONNAIRE

1. Now that you’ve heard about our business idea, what is your general reaction?  

Positive  or Negative 

Why?:  Poor quality  Location   Schedule   Selection     Other Please specify:_____

2. When I listed the products and product features to be offered in the shop, which ones stood out to you as most positive?        Why? 

3. Do you already use similar products?

Yes  No 

If so, what are the names and locations where you shop for this product?

_________________________________________________________

_________________________________________________________

4. What features do you like about your current product? (Give specific options based on your product or service)


5. What are the things you like about the places you currently shop? 

Location:  	Price:  Cleanliness:  Schedule:  Other:  Please specify:  

_________________________________________________________

6. Would you consider buying our products when we are open for business?                

Yes   No        

Thank you for taking part in our survey! We appreciate your help.


Introduction: 
Hi! We are conducting a brief survey regarding a new product idea. It will take less than ten minutes. Will you agree to help us?  

Summary:  
We are considering a new business idea and would like to get your thoughts as to whether it has potential for success.
· Briefly describe your product or service, including its special features and added value).   Present the prototype or sample of your product or service.
· Say why your company will be unique and special. 

General information:
Age:   16-20 	21-35   	35-45    45-55   55-65  66+ 
Sex:     Male 	Female 
Marital Status:   Single  Married  Divorced 
Occupation:   Student  Employed  Business Owner  Unemployed
Do you have children?  Yes  No  How many? 1-2  3-5  6+  





	[bookmark: H2Info]
Handout 2: Information Gathering Questions


I. The Market (Physical Place)
· What types of goods and services are available at the market?

· What is not available, but has potential demand (i.e. something people are willing and able to buy)?

· Who are the current consumers/buyers of goods and services at the market?

· What product information would you like to find out?  (price, packaging, size, taste, color, smell, texture, etc)

· What influences prices for this product? (seasons, geographical location, availability, security, environment, competition, quality, demand, etc.)?

II. Potential Market (Demand)
· What demographic information (age, gender, profession, location) would help you improve your business idea? 

· Who are the potential consumers/buyers of the goods or services to be made available?

· What are the individual, social and cultural preferences of current and potential buyers?

· Are the needs of men and women similar?

· Are these preferences currently satisfied at the markets? If not, how can you satisfy demand in the most effective/efficient way?[footnoteRef:5] [5:  Income Generation Activities Manual: Returning “Profit” to IGAS, February 2007, p.11.] 


· How often would potential consumers buy the product/service?  (daily, weekly, monthly, annually, seasonally)
III. Competition

· Are other businesses producing what you plan to produce?

· Is there enough customer demand for another business of this kind?  How can you find out?

· What competition information would help you better understand your competitors?  (name of competitor, where it sells, why they buy there, competitor’s secret ingredient)

· Why would someone buy from you instead of from a competitor?  (Think about convenience, quality, personal relationship/trust, price, attractiveness of the product, and good promotion, such as free samples or posters around town)
· 


	[bookmark: H3Things]Handout 3: Things to Remember About Market Surveys




Common Mistakes 
Mistake personal tastes for potential market: Volunteers often mistake their personal tastes for a potential market. The Volunteer typically has a much broader range of experiences to draw inspiration from, but merely finding a gap in the current market does not mean that there will be local interest in those products. 

Preferences do not reflect ability to buy: There may be gaps identified in the market and even local interest in the product, but that does not mean that potential buyers will actually be able to buy the item or service that they need.[footnoteRef:6]  [6:  Income Generation Activities Manual: Returning “Profit” to IGAS, February 2007, p.10.] 


Market Distribution: Volunteers know expats. Expats are an attractive market because they will pay a premium for products. Perfect match, right? Yes and no. 

At the simplest level, expats tend to be based in the capital and Volunteers tend to work with rural organizations. While there is a market for an association’s products, it is hundreds of miles away from production, with no reliable transport, it may be based on an expatriate community that is in constant transition, and Volunteers play the role of middle man and are rarely in a position to develop a host country national to take that role after the Volunteer leaves. (This is because both the expatriate community and the Volunteer community changes often.) 

APCDs have routinely seen multiple generations of Volunteers at a site get trapped into delivering their association’s products to the capital for sale to expatriates. This is most common with artisanal products-traditional fabric, woven baskets, etc. It should be avoided as a market solution for an IGA. That is to say, any product that is dependent upon the Volunteer to generate a market, will struggle when the Volunteer’s service ends. 

Key Principles for Effective Market Assessments
Test your survey first: Sometimes we think that our questions are clear, but they are confusing to others. Pilot test your survey with a couple of people in order to get feedback and revise the tool before you do the actual survey. 

Ask enough people: You need to gather enough data to be useful, but not too much where collating the data becomes overwhelming. Make sure that you survey different types of people. When you are continuously getting the same responses over and over again, you have probably asked enough people. 
 
Ask about how much people spend not how much they earn: In most posts, much like the States, people can be very uncomfortable discussing how much they earn. However, these same people tend to be willing to provide information regarding how much they spend on food, accommodation, and transportation in a month or year. 

Use the dominant local language: It is essential that surveys are done in the dominant local language. One should also keep in mind that the dominant local language can vary even within the same town. 

Try not to collect the data yourself: Rely upon your counterpart. There can be information that a Volunteer from outside the culture may not pick up on. Survey participants may be more likely to tell you what you want to hear rather than risk offending you. To the extent possible, avoid these problems by relying on native speaker counterparts to conduct the survey. 

Collecting Demographic Information:

Demographic information is information that characterizes an individual. Examples of this kind of information are things like gender, relationship status, age, income, etc. The biggest problem with collecting demographic information is that it is personal and as a result people are often uncomfortable providing it. The following tips should help Volunteers advise host country nationals about how to collect personal information on a survey without making the survey’s participants feel uncomfortable.

Put the demographic questions at the end of the survey: It is almost always better to put them at the end. This is because they do not take much time or thought to answer and the likelihood of the survey taker answering the demographic questions goes up dramatically if they have already responded to the rest of the survey’s questions.


How to Phrase Questions

It is extremely important to make the phrasing of a survey question as unbiased as possible. One biased question can completely undermine the validity of the survey and produce incorrect data that actually can hurt the IGA. 

Example:

(Poorly Phrased) Question: I want to sell tables and chairs in Okongo.  How much would you pay me for my products?

(Well Phrased) Question: How much do you or are you willing to pay for a medium (2m x 1m) sized table?

Conclusion: In the above example the poorly phrased question focuses more on the seller and less on their product whereas the well phrased question focuses solely on the product and how much the customer is willing to pay for it.

How to Sequence Questions

Order matters a lot when creating a survey. Another issue to take into consideration is the sequence of the survey’s questions. This is because a survey can ask excellent questions but still produce erroneous data if the questions weren’t asked in the appropriate sequence.  You should also begin with open-ended questions as much as possible so you do not bias the responses.

Example: (Poor Sequencing)

Q1: How much would you be willing to pay for fried chicken? 

Q2: What do you usually order when you go out to eat? 

In the example above the chances that a survey’s participant writes fried chicken for the second question increases substantially as a result of reading the question that came before it, thus biasing the survey’s results. The simple solution to this issue is to ask more open questions first and then more product or service specific questions later on.

Controlling Survey Answers
The survey can give you a lot of data to manage. 

Question Styles

Different survey question styles have their pros and cons. For example, one common con: very few of these styles are intuitive outside the Western world. In all likelihood, you will have to explain what a multiple choice question is in rural West Africa. 

Open-ended Questions:  One way to let survey participants respond to a question is to leave a blank space for them to fill in their own answers. This is an excellent way to get information from potential customers about things like how much they are willing to pay, their age, what types of products they buy, etc. But it doesn’t give the survey taker any guidance on how to answer the question being asked. It’s for this reason that open-ended questions should generally only be used to get simple numerical or list data.
· Pros: Get accurate information because they do not assume answers. 
· Cons: can be tough to manage the data. 

Differential Scale/Rating Scale:  Another way to get answers on a survey is to allow a survey’s participants to choose from 1 to 7 to demonstrate how they feel about a question. This answer system is a great way to get a good understanding of how survey takers feel about something while guiding their answers. This type of answer also enables the people who analyze the survey’s data to easily perform an analysis on it to determine how different variables in the survey affect factors like a survey takers’ willingness to buy a given product or service.

· Pros: Data can be very easily managed and used to draw conclusions.
· Cons: It is subjective. One responders’ “2” can be another responders’ “4”

For example:

Do you feel that eating vegetables is important for maintaining your health?
 
If this was an open-ended question some of the survey’s participants might put too little information while others might write too much. 
 (
1
 
2
 
3
 
4
 
5
 
6
 
7
Not Very important - Neutral - Very important
 
)



In the example above the rating scale answer allows the survey’s creator to easily analyze its results. Had this been an open-ended question it would have most likely produced a lot of data that was difficult to interpret well. When using a rating scale answer the survey taker can use as many points as they want. As long as they always use an odd number of points the question should produce valid data (using an odd number of points prevents survey takers from being forced to be either positive or negative when responding to a question). Increasing the number of points in a survey’s answer tends to increase the accuracy of the survey while decreasing the number points has the opposite effect. However, one should keep in mind that there are diminishing returns to the level of accuracy given by each additional point and that having too many points can actually confuse the survey’s participants.

· Pros:  With a rating scale answer it makes it very easy to get just the right amount of information to really understand how the customer feels about a particular topic.  Data is easy to analyze.
· Cons:  Survey takers may not understand how to use a rating scale.  Unless it is very clear, survey takers may rank answers in opposite order.

Opposite Choice Questions: 

Like the name suggests answers are limited to two opposing responses, such as yes or no. This answering method severely limits a survey taker’s ability to offer varied information and is not recommend for questions regarding things like price or preferences. However, opposite choice questions are ideal for determining demographic information like gender and for survey filtering questions - questions that determine whether or not someone should take a survey. It is for this reason that opposite choice questions should be used sparingly rather than completely ignored.

· Pros: Great for demographic information: Yes/No; Male/Female, etc
· Cons: Does not work for pricing preferences, etc


Multiple Choice Questions 

Multiple choice questions are good when a survey’s participants need to be guided. However, multiple choice questions tend to be ineffective at getting truly accurate data. When designing a survey one should only use multiple choice questions in situations where the survey’s creator is only really concerned about four or five set factors.

· Pros: Allows the reviewer to manage a limited amount data. 
· Cons: Limits the responder to the options provided. 

For example: 

(Bad) Multiple choice question:   “How much do you currently pay for small wooden chairs?”

 A: N$50.00 B: N$ 75.00 C: N$100.00 D: N$125.00

(Good) Multiple choice question:   “Which of the following towns do you shop for clothes in the most?”

 A: Oshikango B: Ondangwa C: Oshakati D: Tsumeb 

In the example above by limiting the survey participants’ pricing options to four amounts, the survey fails to get an accurate idea about how much people are actually willing to pay for the product. What if people usually paid less than N$ 50.00 or more than N$ 125.00? What if the price they usually pay falls somewhere in-between two of the listed amounts? The first question doesn’t give the survey takers the opportunity to state the price they actually pay and thus produces erroneous data. 

The second question would probably be better if it was open ended. However, if one assumes that the survey’s creator can only open an IGA in one of those four locations then the question is acceptable. This is because it will give them the information they need while taking into consideration their IGA’ limitations.

Stapel Scale Questions: 

This is a type of question where the survey taker can choose between +5, +4, +3, +2 and +1 (positive ratings with +5 being the highest) and -5, -4, -3, -2 and -1 (negative ratings with -5 being the lowest) to determine how much they agree or disagree with a statement.

· Pros: Positive/Neutral/Negative is a good gauge for customer service or the introduction of new products. 
· Cons: It can be complicated to explain.


Constant Sum Question: 

This type of question requires a survey taker to assign a certain number of percentage points to a series of factors. (When all of the points are added together they must equal 100).  The purpose of this kind of question is to help the survey’s creator find out how much a group of factors influences the participants’ willingness to utilize an IGA’ products or services. The more points that a survey taker assigns to a certain factor the more important it is to them.

· Pros: It can help determine importance across different factors. Is it the customer service that is good, or the quality of the food?
· Cons: It can be complicated to explain and requires a fair amount of math on the part of the responder.

For example:  You shop at Festus’ Mini Market because:
 (
It always has fresh beef and chicken: 
20%
It has excellent customer service: 
40%
It has a large selection of cosmetic products: 
8%
It sells its products at a reasonable price: 
17%
It’s in a convenient location: 
15%
Total = 100% 
(20% + 40% + 8% + 17% + 15% = 100%)
)
· It always has fresh beef and chicken: ____

· It has excellent customer service: ____

· It has a large selection of cosmetic products: _____

· It sells its products at a reasonable price: _____

· It’s in a convenient location: _____

Total = 100%

In this example we find that the survey taker shops at Festus’ Mini Market primarily because of its excellent customer service and because it always has fresh beef (these two factors had the highest percentages). While the constant sum question is an excellent way to get preference information from reasonably well educated populations, it can be confusing and distracting for individuals who don’t have a good grasp of basic arithmetic. 



	[bookmark: H4Casestudies]Handout 4: Case Studies


	Case Study 1 – Selling Produce

A group of 25 women in Otash want to start a business in Nyala buying beans when they are in season and plentiful, and then selling them at a higher price when they are out of season and scarce. They are not registered officially as a group. Some of the women have experience in selling in the market, but none have experience buying in bulk, storing or selling beans.

Most of the women are illiterate. They intend to sell the beans at Nyala’s central market.

1) Advise these women how to carry out a market assessment.

2)  What specific aspects should the market assessment consider?

3) What larger issues should be taken into consideration for this particular project, be it socio-cultural, relationship between men and women, environmental, etc.?

Adapted from Income Generation Activities Manual: Returning “Profit” to IGAS, February 2007, p.12





	Case Study 2 – Carpentry

A group of 10 men and five women want to start a carpentry business in El Fasher.

1) Advise this group how to carry out a market assessment.

2)  What specific aspects should the market assessment consider?

3) What larger issues should be taken into consideration for this particular project, be it socio-cultural, relationship between men and women, environmental, etc.?

Adapted from Income Generation Activities Manual: Returning “Profit” to IGAS, February 2007, p.12














	Case Study 3 – Production & Sale of Sun-Dried Tomatoes

Samira used to produce and sell sun-dried tomatoes together with her husband. She is now a widow and lives in Dar el Salam with her five children. She thinks she can resume her former activity. Samira identified a plot of land a 20-minute walking distance from her place and contacted other women to join her.

1) Advise Samira how to carry out a market assessment.

2)  What specific aspects should the market assessment consider?

3) What larger issues should be taken into consideration for this particular project, be it socio-cultural, relationship between men and women, environmental?

Income Generation Activities Manual: Returning “Profit” to IGAS, February 2007, p.12






	[bookmark: H5OurMrkt]Handout 5: Our Plan – Our Market



Our potential customers
 (Identify the target market, their age, sex, occupation, and preference)



Why we have chosen this specific group:


The primary customer’s need and want that our product fulfills is:



Our customers will choose us because:




Our competitors
(Explain who they are, where they are, why they are competitors)

	Who are our competitors
	What they sell and at what price
	What they are good at
	What their weaknesses are

	

	
	
	

	

	
	
	

	

	
	
	




Our product or service is different because (competitive advantages)









Adapted from SB 104 Doing a Feasibility Study 

	[bookmark: TM1]Trainer Material 1: Six Steps Poster 2



	Find Out If People Will Buy the Product or Service

[image: ]







	[bookmark: TM2Localproducts]Trainer Material 2: Local Products and Services



Post Adaptation: post will need to find four local products and create a symbol of a service business. Each of the four characteristics below should be represented:
· A product with limited demand: for example books
· A product that is a “luxury,”: for example a television
· A product that is a necessity: for example a food item
· A symbol of a service with high demand: for example: such as bicycle repair or charging cell phones
Note: 
Do not include the product or service chosen by participants in the previous session.



	[bookmark: TM3CompilationPart1]Trainer Material 3: Compilation Sheet Part 1



General information:
Age:   
16-20: _____	
21-35: _____	
35-45:  _____   
45-55:  _____  
55-65:  _____ 
66+:  ______ 
Sex:     
Male:  ______ 	Female:  _____
Marital Status:   
Married:  _____  	Single:  _____ 
Occupation:   
Student:  _____ 
Employed:  __________
Business Owner:  ____________
Unemployed:  _______________
Other:  _________________
Children:

Yes:  ________ No:  _______ 

1-2:  _____

3-5:  _____

6+:  ______ 


	[bookmark: TM4MrktSurvey]Trainer Material 4: Market Assessment Questions



Explain that normally you would do a survey with each individual.

Introduction: Hi! We are conducting a brief survey as part of a class project. It is only __ questions and will take less than ten minutes. Will you agree to help us?  

Summary:  (record answers on Answer Compilation Sheet)
I am considering a new business idea and would like to get your thoughts as to whether it has potential for success.
· I would like to open a store here at the training site.  
General information:
I would like to get some general information about potential clients to determine which products and services would meet their needs.  
My first question is “How old are you?”  [Say the age range and ask participants who self-identify in that age group to please stand up]  Ask the person tallying numbers to count those standing and write the number for each age category.]
Age:   
16-20: _____	
21-35: _____	
35-45:  _____   
45-55:  _____  
55-65:  _____ 
66+:  ______ 
Sex:     
Are you male or female?  [You may just observe this and write down the number for each category]
Male:  ______ 	Female:  _____
Marital Status:   
Are you married or single?
Married:  _____ Single:  _____ 
Occupation:   
How would you describe your occupation?  Are you a student, employed, a Business Owner,  Unemployed or Other?  [Read all the choices first, then go back and ask all the students to stand, and then all employed, etc.]
Student:  _____ 
Employed:  __________
Business Owner:  ____________
Unemployed:  _______________
Other:  _________________
Children:

Do you have children?  

Yes:  ________ No:  _______ 

If yes, how many children do you have? [Read the categories and then have people stand up]
1-2:  _____

3-5:  _____

6+:  ______ 




	[bookmark: TM5CompilationPart2]Trainer Material 5: Compilation Sheet Part 2



	Responders
	Reaction to Business Idea
	Desired Features
	Uses Similar Product?
	Advantages of Current Product
	Competitor Name and Location
	Advantages of Competitor
	Potential Customer

	
	Possitive
	Negative
	
	Yes
	No
	
	
	
	Yes
	No

	1
	
	
	
	
	
	
	
	
	
	

	2
	
	
	
	
	
	
	
	
	
	

	3
	
	
	
	
	
	
	
	
	
	

	4
	
	
	
	
	
	
	
	
	
	

	5
	
	
	
	
	
	
	
	
	
	

	6
	
	
	
	
	
	
	
	
	
	

	7
	
	
	
	
	
	
	
	
	
	

	8
	
	
	
	
	
	
	
	
	
	

	9
	
	
	
	
	
	
	
	
	
	

	10
	
	
	
	
	
	
	
	
	
	

	11
	
	
	
	
	
	
	
	
	
	

	12
	
	
	
	
	
	
	
	
	
	

	15
	
	
	
	
	
	
	
	
	
	

	TOTALS
	
	
	
	
	
	
	
	
	
	








	[bookmark: TM6Casestudies]Trainer Material 6: Case Study Possible Responses




1)  Advise how to carry out a market assessment (What are the steps and what special considerations does this particular group/vendor need to keep in mind?)
· Create a survey
· Pilot test the survey
· Revise the survey
· Conduct the survey with enough respondents
· Compile the data
· Analyze the data
· Make product/service adjustments based on the data
2)  What specific aspects should the market assessment consider?
· Product design, quality, price, location, potential target customers, competitors
3)  What larger issues should be taken into consideration for this particular IGA, be it socio-cultural, rapport between men and women, environmental?
· Case Study 1 — Selling Produce
Do certain social groups work with produce sale and distribution?  Do women traditionally sell goods and food in the market?  Are they able to sell their products on their own in the market? When are the best times to buy beans, and when are the best times to sell them?  Are there any risks of environmental factors damaging the products, like rain, weevils or other insects?
· Case Study 2 — Carpentry
Do certain social groups work with furniture making in their culture?  How will the group share decision-making equitably between men and women?  What environmental issues could they have working with wood?  Are there health hazards for the workers?  
· Case Study 3 — Sun-Dried Tomatoes
Are there any safety and security issues for Samira to travel to the plot of land or to work by herself on the land?  Will she be able to sell the product herself in the market?  Are there environmental issues with her product, for instance the use of fertilizer or pesticide?  
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