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	Session: Marketing


	Sector(s):
	
	Community Economic Development

	Competency:
	
	Promote business development

	Training Package:
	
	Income Generation Activities

	Terminal Learning Objective:
	
	Given an income generation activity, participants will identify at least one practical marketing recommendation for each of the Five Ps (promotion, place, price, product and people.)

	
	
	

	Session Rationale:  
	
	This session will cover the Five Ps of marketing and how to develop culturally appropriate marketing strategies for different products and services.

	Target Audience:  
	
	This session is one of ten designed for an audience of CED trainees in PST, but the materials can easily be adapted for use by Volunteers from other sectors as an IST.

	Trainer Expertise:
	
	The ideal trainer will have a background in Small Enterprise Development, but a trainer with experience in the local marketplace is essential.

	Time:  
	
	90 minutes

	Prerequisites:  
	
	· CED trainees: Global CED Sector—Economic and Organizational Environment in the Host Country, and Cultural Values

· Other sectors: Cultural Values, and a full PST with Global Core Community/Sector Assessment. 



	Version:
	
	Jul-2013

	Contributing Posts:
	
	PC/Namibia-Lead Developer




	Session:  Marketing

	Date:  
	Time:  90 minutes
	Trainer(s):  

	Trainer preparation:

1. Income-generating activities (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 in-service training.
2. Read Handout 1: The Four Components of Marketing, so that you are familiar with the details of each.

3. Choose and adapt one of the skits so that it is appropriate to your country.

4. Prior to this session find volunteers who can perform a short skit.  You will need three volunteers: two vendors and one customer.  If you want, you can play the customer or a vendor.  Let the volunteers see the skit instructions in Trainer Material 2, so that they can get into character.

5. Arrange the “stage” for the skit to be performed in advance of this session

6. Adapt the case studies in Handout 2 to make them appropriate to your country.

7. Post the four flip charts from Trainer Material 1 near the front of the room, but fold the bottom half up and tape it so that you can reveal them during Information. 

Materials:

· Equipment

1. Flip chart

2. Markers

· Handouts

Handout 1: Scenario:  Returning a Flash drive
Handout 2: The Five Ps
Handout 3: Case Studies
Handout 4: Marketing Practices Form
Handout 5: Scenario I Like Ice Cream - Optional

· Trainer Materials

Trainer Material 1: Sample Flip Charts
Trainer Material 2: Skits


	Session Learning Objective(s): 

1. After observing a skit, participants in a large group will compare and contrast the marketing techniques observed using the five categories of marketing (product, promotion, place, and price, and people).

2. Given a scenario of a specific product or service, participants in small groups will recommend at least five culturally appropriate marketing strategies.

3. Participants in small groups will identify at least one marketing problem and potential solution for their own IGA product or service.

4. After visiting a local business, individual participants will identify three ways the business could improve its customer service.

	Training Package Knowledge, Skills, and Attitudes (KSAs)

· Conduct market research (S)

· Use market research data to make culturally appropriate recommendations (S)

· Identify the five Ps of marketing (K)

· Value the importance of customer service (A)

· Produce basic advertising materials (S)

· Identify the principal marketing methods used in the host country (K)

· Identify potential market linkages (K)


	Phase / Time /

Materials
	Instructional Sequence

	Motivation

15 minutes

Flip charts

Handout 1:  Scenario

	What is Marketing?

Participants will reflect on their experience with IGAs and how they were marketed.

1. Ask, “Who can give a one-sentence definition of marketing?”  Ask for one or two volunteers to share their definitions.

2. On flip chart, draw a horizontal line.  Put an “X” at the left end of the line and another at the right.  Under the “X” on the left, write, “Product” and write “Customer” under the “X” on the right.  Say, “Marketing involves everything that happens between production and getting a product or service to a customer.”
  

3. Ask participants to reflect back to the IGAs that they worked with before joining Peace Corps. Ask them to explain what marketing they did for their IGA. 

Note: 

1) Participants tend to mention two types of IGAs – one time events, such as car washes and bake sales and long-term IGAs, such as baby sitting or lawn mowing.  The one-time events can be intensively marketed but they are just one-off events.  You really want participants to focus on their long-term IGAs. 

Possible Responses: 

· I didn't market

· Word of mouth advertising

· I relied on neighbors or friends to buy my product

· I only worked with people my parents (i.e. family) knew 

· I only worked in the neighborhood 

· Social media

· Signs, flyers

· Ads 

4. Wrap up by asking, “What does marketing accomplish for us? Why do we do it?”  The answer should be: to get customers.  So, if marketing answers the question, “What am I going to do to attract customers?”
  Then, our next question is: “What happens after that?”

5. Say, “We are going to look at a scenario in which the product has gotten successfully to the customer.”  

6. Distribute Handout 1:  Scenario to each participant.  Explain that, for the first half of this activity, they are only going to read the front side of the handout.   Allow participants 3-5 minutes to complete their answers.

Note:

Post Adaptation:
You may want to change the product of this scenario.  Adjust the assumptions and possible responses.

7. Ask participants to flip the handout over and work on side two.  They should compare their responses to the possible responses on the handout.  Allow participants 2-3 minutes.  Ask participants what struck them about the scenario.

8. Ask participants, “What did the scenario highlight as far as marketing?”
Note:

Possible Responses

The importance of keeping customers satisfied, so they will continue to buy from you and provide positive word-of-mouth marketing.

9. If the point has not been made, emphasize that getting and keeping customers is the most important focus.  Without customers, there is no business.  

	Information

30 minutes

Flip charts

Handout 2:  The Five Ps
Trainer Material 2:  Skits
	The Five Ps of Marketing

By watching a skit that demonstrates good and bad marketing, participants will learn about the five components of marketing and what marketing means in the host country. 

1. On a Flipchart, Write a vertical list of “Five Ps.”

Note:

P

P

P

P

P

2. Ask: “Can anyone name the Five Ps of Marketing?”  Allow participants to respond.  Write these on flip chart paper.

Note: 

Answers: Product, Price, Place, Promotion, People
3. One by one, introduce the five components of marketing.  As you present each, ask, “When you start an IGA, what should you think about concerning this part of marketing?”  

Note: 

The Five Ps:
· Product:  The Item You Are Selling

· Price:  Setting Your Price to Make a Profit

· Place:  Finding the Best Way to Distribute Your Product

· Promotion:  Creating Ways to Persuade Customers to Buy Your Product

· People:  Providing good customer service

4. Distribute Handout 2:  The Five Ps.  Ask participants to review the handout.  As they review the handout, they should think about their own IGA, checking off what they are already doing, and circling things that they need to do.  Allow participants 2-3 minutes. 

5. Explain that, frequently, IGA vendors think more about their product and price and less about place, promotion or people—that is, taking care of their customers.  Pay special attention to these areas during the rest of the session.  

6. Say, that “We are now going to watch a skit to observe some marketing in action.”

7. Ask the skit participants to perform their roles according to Trainer Material 2:  Skits
8. After the brief skit, ask participants what they noticed regarding marketing, keeping in mind the five Ps.  What marketing challenges did they observe?  What could the vendor do differently?

Note:

1)  Possible Responses:  

                Skit:  Soft Drinks

Product:  Decent selection.  Didn’t have the selection wanted.

Price:  The price was reasonable.  Prices are higher than the competitor.

Promotion:  No signs for pricing.  Shop is dirty and the products are disorganized.  All drinks are the same price.  No signs for pricing.  Product is well organized.  Drinks are cold.

Place:  Location was ok though no place to sit down.  Had a seat in the shade for the customer.

People:  Vendor is talking on the phone, rude.  Didn’t greet the customer.  Didn’t ask to help the customer.  Vendor is friendly.  Greets the customer.  Explains the prices.  Offers a place in the shade.

Skit:  Tomatoes

Product:  Some tomatoes are no longer good.  Some product was damaged during transport.

Price:  All the same price regardless of quality.  Competitive.

Promotion:  The vegetables are not organized neatly.  They are jumbled together.  No discounts for poorer quality tomatoes.  Product is neatly arranged by quality.  Offers discount for lesser quality.

Offers a woven basket for a large purchase.

Place:  The location is good.  There is a place for customers to sit down in the shade.

People:  Vendor is inattentive to the customer.  Greets customer with a smile.  Offers to help.

This activity assesses Learning Objective 1.



	Practice

25 minutes

Handout 3: Case Studies
Trainer Material 1:  Five Ps Poster
	Sell Well

Participants will receive a case study and develop a simple marketing strategy appropriate to their community. 

1. Divide participants into teams of 3-4 participants.  Explain that each team will receive a case study and has 10 minutes to discuss marketing techniques for that specific product scenario. Participants should use the 5 P's as the framework for their discussion, as they will report out their suggestions based on the Five Ps.  For instance, how will the product be packaged?  

2. Distribute Handout 3:  Case Studies.  Allow 10 minutes for group discussion.  

Note:

Each team can either get the same case study or different case studies.

3. Post Five Ps from Trainer Material 1: Five Ps Poster.
4. Ask each group to report out and present their suggestions organized by the Five Ps.  Discuss findings together with all participants.  Allow 5 minutes for this section.
Note:

1) There are no set answers to these case studies. The most important point is that participants pay attention to details.

2) Encourage participants to consider alternative strategies for the cases.  For instance, if a group decides to build a small shelter from local materials to keep bricks dry, discuss what other options there are.  Instead of incurring costs for shelter, lower the price of bricks, sell at a different location or use a tarp to cover them. 

3) Possible Responses:

· Product:  Product should be made to standard quality specifications.  Train workers to produce standard quality products.  Products should be stored in an orderly manner, in a clean, dry place. 

· Promotion:  When on display, a selection of different samples should be neatly arranged so buyers can see the options available.  Create attractive packaging for the product with a brand.  Have signs with pricing.

· Price:  Offer discounts for bulk purchases.

· Place:  Sell in supermarkets or from your house with free delivery. 

· People:  Train staff to smile, welcome customers, respond to their concerns.

4) This activity assesses Learning Objective 2.

	Application

20 minutes

Handout 4: Marketing Practices Form
Handout 5:  I Like Ice cream
	Our Marketing Practices

Participants will work together to consider the marketing problems and potential solutions for their own IGA.

1. Ask participants to sit in their IGA groups.  They are going to think about marketing their own product or service.  

Post Adaptation:
If you are using this session on its own, have the participants work in pairs of Volunteer and work partner so that they can use a real example from their community. 

2. Distribute Handout 4:  Marketing Practices Form to each person.

3. Ask each group to select one category of marketing to focus on – product, price, place promotion, or people.  Then read and discuss that section of the Marketing Practices Form.  They can take the form with them and work on the rest when they get back to their communities.  Allow 20 minutes for small group discussion.

4. Circulate among the groups to answer any questions they may have regarding marketing or the activity.  

Post Adaptation:
Note:

If there is enough time, participants may want to do an additional “customer service” scenario or it could be assigned as homework. 

5. Distribute Handout 5:  I Like Ice cream to each participant.  Allow 3-5 minutes for participants to work individually.  

6. Ask participants, “What struck you about the scenario?  How will you apply what you learned from the scenario to your IGA?
Note:

This activity assesses Learning Objective 3.



	Assessment


	Learning Objective 1:  Assessed in Information after viewing the skit.

Learning Objective 2:  Assessed in Practice during scenario report-outs.

Learning Objective 3:  Assessed in Application when small groups complete one section of the Marketing Practices Form and during recap.

	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 and Maggie Range, Marketing Strategy:  Training Activities for Entrepreneurs, OEF International, 1987.

· Rystrom, Richard, “I wanna start my own business” interactive Workbook, Peace Corps/Ukraine, October 2007.

	Handout 1: Scenario:  Returning a Flash Drive 


Situation:
Recently, I needed a flash drive for work.  I went to the local computer store and purchased a flash drive from the store owner.

After several tries on different computers, I could not get it to work. The next morning, my computer-savvy colleague confirmed that the flash drive was defective. I went back to the store and spoke to the owner.  

Assumptions:

· You are the owner of the store.

· You do not remember me, but the flash drive is a brand, which you sell.

· The flash drive does not have any obvious damage 

Response:

Take 3-5 minutes and write down what you would do as the owner.

Now look at the next page and select which of the options is most like what you said you would do.

Compare your answer:

Here are some choices.  Choose the one which is most like what you would do as the owner of the store:

1. Nothing.  It’s his flash drive; he bought it and paid for it.  I don’t even know if he bought it here.

2. Listen attentively, then explain that I have no responsibility to do anything.

3. Listen attentively, then offer to sell him another flash drive. 

4. Listen attentively, then tell him he should buy this higher quality flash drive from me.

5. Listen attentively, then give him the same quality flash drive to replace the bad one.

6. Listen attentively, then apologize.  Give him the best flash drive I have at no charge; tell him this is the best one I know about.  Reiterate to him that I’m very sorry he had a problem.  Ask if there is anything else I can do for him.

Feedback:

· If your answer was most like number 1, 2, 3 or 4, this session would be very helpful.
· If your answer was most like number 5, you will probably succeed in business.  This session will provide more tools to help your business be as successful as it could be.

· If your answer was most like number 6, you should probably be teaching this class.

Observation:

Satisfied customers and dissatisfied customers tell people about their experience.  This is especially true now with the ease of social media sharing and crowd sourcing reviews of businesses online. If you give really good service to five people every day, they have the potential to bring you a lot of new customers; it may take a while for the word to spread, but it will.  Similarly, if you give really bad service, the day will come when almost no one visits your business, because everyone knows you provide bad service.  You get to choose if you want to succeed.

Concept:

· It costs money to acquire customers.  Think about how much it will cost to start your business.  Now divide that number by how many customers you might have after the first couple of years.  The result is how much it cost you to get each customer:

Cost to start business






     =     How much it cost to get each customer

Number of customers

If you are successful, your cost to get each new customer will decrease.  That’s one way to know that you are successful.

· Word-of-mouth advertising is the best kind of advertising.  People will talk about you and your business.  And only you can control what they say.  If they say bad things, you won’t be in business for very long.  But if you give really good service, all day and every day, they will become your best advertising.  And this kind of advertising is either free or nearly so.  If the owner of the computer store had spent 5 minutes listening to me and given me a better flash drive, his cost would have been a small amount of time and maybe $5.  Instead, he has a very unhappy ex-customer.  

Adapted from “I wanna start my own business” interactive Workbook 

	Handout 2: The Five Ps of Marketing 


hi

	PRODUCT:  ITEM YOU ARE SELLNG

· Deciding which item to sell

· Product or Service Line:  Creating a line of related products

· Deciding which product will appeal to customers

· Finding out if similar products are sold, how they are made, priced, and what customers like or dislike about them

· Finding quality raw materials at a good price

· Deciding how many products can be made within a specified time

· Improving the quality of your product 

· Changing designs and styles to keep up with customer demand

· Making packaging more attractive and informative, and durable for transport and to prevent contamination

· Creating a brand to make the product memorable.  Short and easy to remember

· Post-sale service – exchange policies, guarantees, maintenance, installation, instructions for use and care

	PLACE: (DISTRIBUTION) FINDING THE BEST WAY TO DISTRIBUTE YOUR PRODUCT

· Who should sell your product

· Whether to use a retailer or sell directly

· Whether to use a middleman

· Getting your product to the market or customer

· Type of transportation (bus, cart, bicycle, boat)

· Cost of transportation

· Cooperation with other business people

· Where to sell:  house to house, markets, shops, bus stop, fairs, concerts, Internet

· Methods of storage and their costs

	PRICE:  SETTING THE PRICE FOR THE PRODUCT OR SERVICE

· Setting your price

· Margin of profit over costs (If you offer something that the customer doesn’t value, eliminate it to reduce costs)

· Compare prices with competitors’ prices for products.  If you charge more, is the reason better quality and service?

· Special prices for quick sales

· Special prices to entice customers into the shop

· Deciding whether customer purchases are based on price or quality

· Price changes in different seasons of the year

	PROMOTION:  CREATING WAYS TO PERSUADE CUSTOMERS TO BUY YOUR PRODUCT

· Signs about pricing

· Signs with information about product benefit for the customer

· Manner of the sales people

· Cleanliness/dress of salespeople

· Things to entice a customer to visit a business

· Ways to introduce a new product, like free samples

· Ways to advertise with signs, music, loudspeakers, or bells 

· Location and condition of business (keep it clean inside and out.  Pick up trash.  Have a trash can)

· Demonstration of how to use the product

· Creating messages/slogans about the product

· Appealing look of shop and way products are arranged and displayed (put similar products together, put products people buy on impulse in the front of the store)

	Examples:

	· Word of mouth

· Door to door 

· Sign outside store

· Buy 5 and get 1 free

· Business cards

· Flyers

· Photos of products

· Albums

· Banners

· Participate in fairs

· Raffles

· Rebates
	· Give away items (schwag) - calendars, hats, pens, key rings, t-shirts

· Hold a booth at concerts and sporting events

· Do radio announcements

· Ring bells outside store to attract customers

· Demonstrate the use of your product at your shop

· Use interesting packaging, signs or displays to sell your product

· Serve refreshments to customers

· Find another popular item in the community that everyone buys and sell it at your shop to draw customers

	PEOPLE: PROVIDING GOOD CUSTOMER SERVICE

· Smile

· Greet clients

· Offer to help

· Help customers immediately

· Finish helping a customer before helping another

· Know the products

· Suggest other products

· Do what you say

· Train staff on customer service


Adapted from Peace Corps/Nicaragua training materials

	Handout 3: Case Studies


	Case Study 1 – Selling Produce
Your women’s group produced 75 bags of beans for resale this week.

How will you sell them, especially during the rainy season when beans are not as scarce?


	Case Study 2 – Carpentry

Your group has managed to make 4 chairs, 1 bed, 2 tables and 1 bench in one week.

How are you going to market these products? If you sell them directly, how will you display and store the products?




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

Samira and her colleagues prepared 200 kg of sun-dried tomatoes to sell at the market.

Who should sell the product? How should it be presented? How can they compete with other vendors selling the same product?



Case Studies were adapted from Income Generation Activities Manual:  Returning “Profit” to IGAs

	Handout 4: Marketing Practices Form


	Name:                                                            IGA: 

	HOW I MARKET MY PRODUCT

	PRODUCT:  The Item I am Selling

	Why do customers buy from me instead of other sellers?



	How can I find out about any changes or new products customers would like?



	Should I improve my product?



	Should I produce more?  Less?



	How can I improve my production process or reduce production costs?



	What problems do I have regarding what I produce?



	PRODUCT PROBLEMS:




	PLACE (DISTRIBUTION):  Finding the Best Way to Distribute My Product

	Is my product sold in the most convenient place for my customers?



	How can I distribute it in the least expensive way?



	Can I reduce transportation or storage costs?  How?



	Do I need to use a middleman?  What are my other options?



	How can cooperating with other sellers improve distribution or reduce costs?



	What are my other unsolved problems regarding distribution?



	PLACE (DISTRIBUTION) PROBLEMS:




	PROMOTION:  Creating Ways to Persuade Customers to Buy My Product

	How do I let customers know about my product?  What else could I do?



	Do I have a good name or slogan for my product to make it different from another seller’s product?  How could I improve it?



	Are there new ways to get customers to visit my business or to stay longer when they visit?  (see examples below)



	What promotion problems do I want to solve?



	PROMOTION PROBLEMS:




	PRICE:  Setting a Price to Make a Profit

	How do I determine my price?



	What do other businesses charge?



	What would happen if I lowered my price?  Raised it?



	Cost-Plus-Profit is a method many businesses use to determine price.  Here’s how to calculate your price:



	Cost  Plus Profit = Price Worksheet
1.  Costs

List monthly costs or costs per batch or business cycle:
Unit Cost

Quantity Required

Total

Materials 

Transportation 

Labor/Salaries 
Packaging

Promotion

Loan Payments/Taxes

Other

Total Costs         
2. Items

List the number of items you produce each business cycle (i.e. month)
3. Per Item Cost  

Divide:  Total Costs (from #1) / Items (Total #2) = Per Item Cost
Costs:  _______ / Items:  _______ =
4.  Profit Margin

Decide how much to add to each item’s cost for your profit
5. Sales Price

Add the Per Item cost and the Profit Margin for each item to set the sales price


	Do I have any other pricing problems I need to solve?



	PRICING PROBLEMS:




	PEOPLE:  Providing Customer Service

	Do I put the customer first?  How can I improve customer satisfaction?



	What customer service problems do I want to solve?



	PEOPLE PROBLEMS:




	MARKETING PLAN:

	Here is how I will improve my marketing in each area:

	PRODUCT:



	PRICE:



	PLACE:



	PROMOTION:



	PEOPLE:




Adapted from Marketing Strategy:  Training Activities for Entrepreneurs 

	Handout 5: Scenario – I Like Ice Cream


Situation:

I like ice cream, so one day I stopped at a market to buy an ice cream cone.  When I told the clerk what I wanted, she pointed to the freezer across the way.  When I went over there, I noticed there was a lock between the two covers, so I lifted one side and managed to pry them apart.  The lock to keep the covers together fell into the freezer box.  At that point, the clerk started yelling very loudly at me about “breaking” her equipment.  I hastily paid her and left.

Assumptions:

· You are the manager of the business.

· You observed what happened. 

Student Response:

Take 3-4 minutes and write down what you would do as the manager.

Now look at the next page and select which of the options is most like what you said you would do.

Compare your answer:

Here are some choices.  Choose the one which is most like what you would do as the manager of the store:

1. Nothing.  She was just doing her job.

2. Take her out back and tickle her feet until she agrees to be more friendly.

3. Take her aside and explain that yelling at customers isn’t a good idea.

4. Catch up with the customer and apologize for her rude behavior.

5. Catch up with the customer, apologize for her rude behavior, and give the customer a coupon for a free ice cream the next time he visits the store.

6. Catch up with the customer, apologize for her rude behavior, and give the customer twice the amount he paid for the ice cream, explaining that her behavior was not acceptable and you hope he will continue to shop at your store.

Feedback:

· If your answer was most like number 1, 2 or 3, keep reading, you will benefit from this session. 

· Answer 4 will, at best, keep you from having an unhappy customer.  On the other hand, you haven’t provided the customer with a reason to return to your store.  After all, there are lots of places that sell ice cream.

· Answer 5 is what many businesses do, but I don’t think it’s a very good answer.  You are asking the customer to come back.  If he is really angry and doesn’t want to come back, he doesn’t benefit from your offer.  It is an “empty” promise.  

· If you do what is suggested in Answer 6, you will have either an indifferent customer or a satisfied customer.  There is no way to know which, but you’ve done everything you can to save the customer.  Further, if you take the money from your own pocket to pay the customer, it will seem like you really, really care about him (he doesn’t have to know that the store will pay you back).  This provides him with a powerful reason to think he should probably give your store another opportunity to serve him.

Observation:

This is an unfortunate situation.  If it occurs, you are trying to correct a situation which should not have occurred in the first place.  As the saying goes: “An ounce of prevention is worth a pound of cure.” 
Advice for Business Owners:

· Train your clerks in customer service.  Every customer should be greeted with a friendly smile.  The clerk should ask, “Is there anything I can do to help you?”  When they are checking out, the clerk or store owner should ask, “Did you find everything you need?”  And if the customer needs some help, every clerk should be very happy to provide that help, or assist the customer in finding whatever it is he wants.  The clerk is being paid to help the customers.  That’s why you hired her.

Yes, this friendliness can be overdone.  And sometimes it is.  But it’s better to be too friendly than indifferent or, even worse, surly and nasty.  If you are the store owner, you want: 1) this customer to come back, and 2) this customer to tell all of his friends about what a wonderful and helpful store you have.  

· Everything you do affects how people see your business.  Marketing and advertising are not just about putting a sign in front of the business or an advertisement in the newspaper.  They are about how you (and your employees!) interact with the public every day.  Remember that word-of-mouth advertising is the best kind, and that people talk to one another.  You want to make sure they are saying good things about you, your employees, your business, and the service you provide.  Because if they are not saying good things, they are probably saying bad things.  
· Have a training plan.  Develop a training plan for your employees.  Tell them what you expect from them and then demand that they meet those expectations.  If they are not willing to meet these expectations, invite them to work for someone else (for example, your competitor?).  Your life and the lives of your family depend on this business; if you do not train your employees, you may end up being the clerk in someone else’s store.  

· Have a Suggestion Box.  Many businesses have a Suggestion Box near the cash register with some paper and a pen where customers can anonymously write down how they feel about your store, what you sell, and the service they received.  You can make it even easier for them by having a checklist: 

Service: good, ok, terrible.  

Found everything I wanted: Yes, Almost, NO!

Comments:  

When they have completed the form, they drop their feedback into the box.  This is an excellent way to find out how your customers feel about your business.  It also tells them you value them and want to provide good service.  Give it a try!

Adapted from “I wanna start my own business” interactive Workbook 

	Trainer Material 1: The Five Ps Posters


	Product




	Price




	Place




	Promotion




	People




	Trainer Material 2: Skits


	 Skit #1 – Marketing Soft Drinks 
Two stands are selling soft drinks – one on each side of the road.  A potential buyer has approached the first stand and is interested in buying a drink.   At stand #1:  
· The seller is seated behind the table, talking on the phone with a friend. 
· Soft drinks are scattered across the table, and some have fallen to the ground. 
· So much dust has collected on the containers that it’s difficult to see whether bottles contain Fanta, Coca-Cola, or water… 
When the potential buyer asks about the price and types of drinks available, the seller looks angry.  
Nevertheless, she stops talking on the phone long enough to say: 200 SDD. 
Out of the corner of his eye, the potential buyer sees another stand across the street.  Unimpressed by stand #1, he crosses the road, hoping to have better luck there.  At stand #2: 
· The seller immediately stands up from behind the table to greet the buyer. 
· She introduces the drinks (nicely arranged by type and size), apologizing that she doesn’t have Coca-Cola, but that all drinks cost 220 SDD. 
When the buyer asks for a discount, she smiles and says that’s not possible, but offers him a drink that is cold and a seat in the shade.  The buyer happily accepts. 



	Skit #2 – Marketing Tomatoes 
Two stands at the market are selling vegetables next to one another.  A potential buyer has approached the first stand, looking for tomatoes.  

At stand #1: 
· Vegetables are not sorted: eggplant, cucumbers and tomatoes are mixed on the table. 
· The seller is busy weaving a basket, and doesn’t look up when the customer pauses in front of her stand. 
When the potential buyer points out that some tomatoes are no longer good, and asks about the price, she replies: everything is 400 SDD / kg.    
The buyer moves on to the stand next door.  

At stand #2: 
· The seller is weaving a basket, but looks up to greet the customer with a smile and ask what she is looking for.   
· Vegetables are neatly arranged.  There is one pile of perfect tomatoes and another with slightly damaged ones.  
The seller quickly apologizes for the quality of some tomatoes, which were damaged during transport, and offers a 50% discount on the damaged ones if the customer takes the same amount of good tomatoes at 500 SDD / kg. 
When the potential buyer asks whether there would be a way to transport a large amount of tomatoes, the seller smiles and offers one of her recently woven baskets for free, if the customer takes at least 5 kg of tomatoes.


Skits were adapted from Income Generation Activities Manual:  Returning “Profit” to IGAs
� Marketing Strategy:  Training Activities for Entrepreneurs, p.8


� I Wanna Start My Own Business, p.28


� Income Generation Activities Manual:  Returning “Profit” to IGAs, p.26





	[image: image1.png]
	Income Generation Activities:  Session: Marketing |  Version: Jul-2013  |  Page 27 of 27



