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Introduction and Overview

In 2016 the UN launched SDGs, a set of 17 measurable goals which together form
a global call to action to end poverty, protect the planet and ensure that all people
enjoy peace and prosperity by 2030.

Kenya, being part of this global initiative, has shown a steadfast commitment
towards SDGs and has developed the Kenyan Action Agenda which contribute to-
wards achieving clean cooking for all is a cornerstone of Sustainable Development
Goal 7 (SDG7), aiming at ensuring universal access to affordable, reliable, sustain-
able, and modern energy for all by 2030.

As a push towards universal access to clean cooking solutions by 2028, The “Pro-
motion of Climate-Friendly Cooking in Kenya project, co-financed by the Federal
Ministry for Economic Cooperation and Development (BMZ), the Green Climate
Fund (GCF) and Kenya’s Ministry of Energy and Petroleum (MoEP), seeks to increase
the uptake of improved cookstoves at household level, through a market transfor-
mation approach whose goal is to transition the improved cookstoves value chain in
Kenya from one largely described as artisanal/jua kali to a more professional one.

The GCF project is implementing an innovative Improved Cookstove (ICS) market
transformation strategy in Kenya, and further improving global knowledge about
ICS sector contribution to Nationally Determined Contributions (NDCs). It will sig-
nificantly increase the number of ICS users in Kenya particularly in peri-urban and
rural areas. The GCF project will significantly limit consumption of non-renewable
biomass in the cooking sector compared to the baseline situation, leading to green-
house gas (GHG) emission reductions.

The project objective is to accelerate the growth of the ICS sector with an irrevers-
ible market transformation that will significantly increase the level of ICS production
and sales, particularly in more remote and rural locations, thereby enabling Kenya
to significantly advance the achievement of the stated NDC goals.

The project aims at creating self-sustaining ICS market leading to substantial cli-
mate change mitigation impacts in Kenya i.e. direct project lifetime GHG emission
reductions of 5.3 Mt of CO2eq. The project will also enable a total of 1.6 million
households to adopt ICS hence benefiting = 8 million people.

The project is implemented by Ministry of Energy and Petroleum (MoEP), GIZ, Practi-
cal Action (PA), Mercy Corps (MC), Dedan Kimathi University of Technology (De-
KUT), Strathmore University, Greenbelt Movement (GBM), Kenya Tea Development
Agency Foundation (KTDA-F) and Clean Cooking Association of Kenya (CCAK).

Scope

The GCF project aims to transform to cookstove market by enhancing the perfor-
mance of all actors in the ICS value chain: producers, retailers, installers, among
others.

This business toolkit comprises of 9 separate modules which together combine to
make a complete business skills kit for last mile entrepreneurs (LMS) and improved
cook stove (ICS).



Overall goal of the toolkit

“To empower ICS entrepreneurs with the necessary skills to manage their business-
es and to increase the number of SMEs engaging in profitable ICS businesses. This
will lead to a sustainable ICS market in Kenya.

Purpose of this toolkit

»  This toolkit has been designed for use by the Improved cookstove (ICS) stake-
holders particulalry producers and last mile entrepreneurs.

»  Sponsored by GIZ under the “Promotion of Climate-Friendly Cooking in Kenya”
project, to improve the capacity ICS entrepreneurs to build skills to better man-
age their businesses, engage with customers and understand the value chain.

»  This toolkit will guide ICS entrepreneurs in the etablishment and management
of a sustainable cookstove enterprise.

Acknowledgement

This participant toolkit has been sponsored by GIZ Kenya in support of Improved
Cookstove entrepreneurs. The Strathmore Energy and Research Center as the
implementing partners have played a key role in the development of the toolkit.
Strathmore University Business
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The Clean Cooking Value Chain

PART 01: UNDERSTANDING THE CLEAN COOKING VALUE CHAIN:

Explaining the concept of the clean cooking value chain and its components.

Clean cooking value chain: The clean cooking value chain encompasses the series of in-
terconnected activities and processes involved in producing, distributing, and using clean
cooking solutions. These solutions aim to replace traditional cooking methods, such as
open fires and inefficient stoves, with more efficient and environmentally friendly alterna-
tives. The goal is to improve health, create household financial savings, reduce environ-

mental impact, and enhance the overall well-being of individuals and communities.

Value chain: A value chain is a concept used in business and economics to describe the
full range of activities and processes that a product or service goes through from its con-
ception to its final delivery to the end consumer. It outlines the sequence of steps involved
in creating, designing, producing, marketing, and distributing a product, highlighting how
value is added at each stage. The value chain concept helps businesses analyze and
optimize their operations to enhance efficiency and competitiveness. On the other hand,
its by this basis too that the VAT (Value Added Tax) applies.

Highlight the challenges and opportunities in the clean cooking sector.

Some of the challenges and opportunities in the clean cooking sector:

« Health Impact: Traditional cooking methods like open fires and inefficient stoves
release harmful indoor air pollutants, leading to respiratory diseases and premature
deaths, particularly among women and children who are often exposed to these pol-
lutants for extended periods.

- Environmental Degradation: Traditional cooking methods contribute to deforestation
and environmental degradation due to the high demand for firewood and biomass
fuels. This leads to loss of biodiversity, soil erosion, and carbon emissions.

« Gender Inequality: The burden of collecting firewood and cooking often falls dispro-
portionately on women and girls, limiting their educational and economic opportuni-
ties and perpetuating gender inequality.

« Access to Clean Fuels: Many communities lack access to clean cooking fuels like
liquefied petroleum gas (LPG) or electricity. Affordability, availability, and distribution
infrastructure pose significant challenges.

- Behavior Change: Encouraging communities to shift from traditional practices to clean
cooking technologies requires behavior change campaigns, which can be complex
and time-consuming.

« Affordability: Clean cooking solutions can be expensive upfront, making them unaf-
fordable for low-income households. This hinders widespread adoption.

- Market Viability: Clean cooking enterprises often face challenges in achieving finan-
cial sustainability due to factors like high upfront costs, competition with traditional
fuels, and limited access to finance.

« Household savings: Clean cooking technologies offer households an opportunity to
make savings as cooking energy forms a sizeable proportion of their budgets.

- Health Benefits: Adoption of clean cooking technologies reduces indoor air pollution,
leading to improved health outcomes, lower healthcare costs, and increased produc-
tivity.
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« Environmental Conservation: Transitioning to cleaner cooking methods reduces de-
forestation, carbon emissions, and environmental degradation, contributing to climate
change mitigation.

- Women Empowerment: Providing access to clean cooking technologies can alleviate
the time burden on women and girls, allowing them to pursue education, work, and
personal development.

« Innovation: The clean cooking sector presents opportunities for technological innova-
tion, including efficient stoves, cleaner fuels, and renewable energy integration.

« Economic Development: Investing in the clean cooking sector can create jobs, stim-

ulate local economies, and promote entrepreneurship, especially in manufacturing,
distribution, and maintenance.

- Behavioral Change Campaigns: Innovative behavior change campaigns can raise
awareness, educate communities, and drive the adoption of clean cooking practices.

« Social Impact: Clean cooking initiatives have the potential to significantly improve
living conditions, quality of life, and overall well-being in vulnerable communities.

«  Public-Private Partnerships: Collaboration between governments, NGOs, private sec-
tor, and international organizations can accelerate the deployment of clean cooking
solutions and address challenges effectively.

« Policy Support: Governments can play a crucial role by offering subsidies, tax incen-
tives, and regulations that promote clean cooking technologies and fuels.

Participants Engagement Discussion Questions:

Discuss the significance of business models in promoting clean cooking solutions.

PART 02: INTRODUCTION TO THE BUSINESS MODEL CANVAS:
Define the Business Model Canvas and its nine building blocks.

Business model: A business model is a conceptual framework that outlines how a com-
pany creates, delivers, and captures value. It encompasses the strategy, structure, pro-
cesses, and methods a business uses to operate profitably and sustainably. In essence, a
business model explains how a company generates revenue and achieves profitability by
leveraging its key resources, capabilities, and relationships within its chosen market.

Business model canvas: The Business Model Canvas is a strategic tool that provides a
visual framework for describing, analyzing, and designing a business model. It was devel-
oped by Alexander Osterwalder and Yves Pigneur and introduced in their book “Business
Model Generation.” The canvas is a single visual template that enables mapping out the

core components of any business in a concise and comprehensive manner.

The Business Model Canvas consists of nine key building blocks:
Customer Segments

Value Proposition

Channels

Customer Relationships

Revenue Streams

Key Resources

Key Activities

Key Partnerships

© N OO AW

Cost Structure



The Business Model Canvas tool involves visually filling out each building block with rele-
vant information. The canvas serves as a snapshot of the entire business model, allowing
stakeholders (in this case the trainers) to quickly understand how the different elements of
the business fit together. By visually organizing and analyzing the nine key aspects, busi-
nesses can identify areas for improvement, innovation, and optimization in their business
model. The Business Model Canvas encourages a holistic view of the business and helps
align its activities with customer needs and market trends.

Facilitating the visual representation of the canvas and its benefits.

The Business Maodel Canvas
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Facilitator Action

At this stage the trainer using the visual representation of Business Model Canvas will take
the participants on the nine blocks with make the business model canvas.

The trainer should refer to the following explanation of the nine blocks:

« Customer Segments: Defines the different groups of people or organizations that the
business aims to serve.

- Value Propositions: Describes the unique value that the business offers to its custom-

er segments, explaining why customers should choose this business over competi-
tors.

- Channels: Represents the various ways the business interacts with and delivers its
value proposition to customers.

. Customer Relationships: Outlines the type of interactions and relationships the busi-
ness establishes with its customers.

« Revenue Streams: Identifies the sources of revenue generated by the business as a
result of its value proposition and customer relationships.

« Key Resources: Encompasses the critical assets and resources required for the busi-
ness to deliver its value proposition, operate, and create value.

- Key Activities: Lists the essential activities that the business must perform to operate
effectively and fulfill its value proposition.

- Key Partnerships: Explains the external organizations, suppliers, or collaborators that
the business works with to enhance its capabilities and reach.

«  Cost Structure: Outlines the major costs and expenses incurred by the business to
operate its business model.
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Examples of Business Model Canvas

Super Market

m m Value Proposition Customer Relationship Customer Segments

«  Suppliers «  Crowdsourcing

.+ Distributors . P . Core «  Try-before-you buy

«  Solution providers «  Supply chain optimisation « Packaging «  Self-service - Potential customers
« Researchers «  Dynamic pricing «  Support « Loyalty program + New customers

. Consultants . Standardisation - Personalized services +  Impulsive customers
.+ Associations . Flexible manufacturing + Discount customers

« Loyal customers
«  Opportunistic customers
« Unexpected customers

Resources [ Channels |

« Alliances

«  Collaboration « Direct to consumer

«  M&A « Physical resources - Online sales

«  Competition ) « Labour «  Multi-level marketing
«  Openn Innovation « Financial resources « Indirect distribution

«  Franchising « Intellecttual property . Diversification

«  Supply chain integration « IT Integration +  Supermarkets

«  Specialised store

Revenues

«  More customers

. Fixed
. Variable . Rggu\ar b.uy more often
« Indirect «  Higher price

= Instacart Business Model
Canvas

Hey Partners Wulug Prepasithont Cuiicener Sepnents
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Participants Questions

From the two business models Super Market and Instacart

1. Highlight the similarities

2. Highlight the differences

Facilitator Explanation of how the canvas aids in holistic business planning and strate-

gy development.

The Business Model Canvas helps in holistic business planning and strategy development

through the following several ways:

- Clarity and Visualization: The Canvas provides a clear, visual representation of the

entire business model on a single page. This makes it easier to understand the inter-
relationships between different components and see the big picture.

Use this example of a dairy cooperative or any other you might come across

Key Partners Key Activities Value Propositions Customer Relationship Customer Segments

Smallholder Fresh Milk Products: Product: Products:
Dairy Collection Plentiful Price Contract Niche Market
Farmers Hygiene Practices acceptable Aggrement (Dairy
Quality Assessment fresh milk _ (Dairy Ffrocessmg Proces_smg
supply (Dairy Industries) Industries)
National Concentrate Processing Buyer-Seller
Dairy Production Industries) (Local Consumer) Segment
Sopperat|ve Dairy Products o v Area (Local
nion SreclEion Accessabiliity . 5 Consumer)
(Local Dedicated personal
Quality Customer) Assistance T
Management (Smallholder Dairy Niche Ma.rket
Equipment Assistance Services: Farmers) (Smallholder
Ilholder dai
Milk Collection smallholder dairy Products: Farmers)
Point Facilities IEIAES QIR NN
i at a reasonable INeiitormEl] DIy
Car Milk cost (Smallholder Cooperative Union
;anz Car Milk Tank e a— Local Store Front
reeIEEtr Milk Collection Point
. Services:
Production Plants SN ACERE
Raw o g
Material . Veterinarian
Preciuear Assistance Agents Fresh Milk Collectors

e

Products:
Sales of fresh milk collected from smallholder dairy
farmers (Dairy Processing Industries)

Operational Costs
Raw Material Costs
Transportation Costs
Purchasing Costs

Sales of dairy products
(Local Consumer)

Services:
Assistance, production, and sales fees
(Smallholder Dairy Farmers)

Alignment and Communication: It facilitates alignment among team members by pro-
viding a common framework for discussing and understanding the business model.
This is particularly useful when working with diverse teams or stakeholders.

Innovation and lteration: The Canvas encourages creativity and innovation by
prompting entrepreneurs and strategists to consider various possibilities for each
building block. It allows for easy experimentation and iteration of different ideas.
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Example in innovation...

From the illustration below, the business model can be one of the way an

organization brings innovation.

Four Types of Innovation

Outward
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Using the Uber Business model below, compare with the traditional taxi companies

KEY

PARTNERS:

& Brreend willy e Caics

& Prgment By

KEY
ACTIVITIES:

% Product Tievelopment &
Managemeit

& htzsrting L Cisstumed
® ocasitin
& Herg Dervern

& Managing liever Payoots
£ Gl e Suppest

BUSINESS MODEL CANVAS

VALUE

PROPOCSITION:

CUSTOMERS:
& Mimimum Wamng Time

4 Prices Lesser than Be
Moemal Tael Faies

o Canaless Rides

Souce o nchre

CUTOMER

RELATIOMSHIF:

CHANNELS:

CUSTOMER
SEGMENTS:

useRs

& Those who 32 not own
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& Sigge Prating

o U, Uiber Tan, Meer Blachk, Ui BLIV ele.
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Participants Questions

Have the participants study the Uber Business model canvas and answer the following
question

1. Highlight the similarities that might be present between Uber and the traditional Taxi
business

2. Highlight the differences that might be present between Uber and the traditional Taxi
business

3. Where is innovation taking place?

4. ldentifying Gaps and Opportunities: The Canvas can help identify gaps in the busi-
ness model, such as areas where resources are lacking or where customer needs
are not adequately addressed. It also helps spot new opportunities for growth and
expansion.

5. Risk Assessment: By examining each component, businesses can better understand
potential risks and vulnerabilities. This can lead to proactive risk management strate-
gies.

6. Strategy Alignment: The Canvas helps ensure that all elements of the business model
are aligned with the overall strategic goals and objectives. It guides decision-making
and resource allocation.

7. Adaptation to Change: As the business environment evolves, the Canvas can be eas-
ily updated to reflect changes in customer preferences, technological advancements,
or market trends.

8. Startups and New Ventures: For startups, the Canvas provides a structured approach
to develop and refine their business models, enhancing their chances of success and
attracting investors.
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PART 03: ADAPTING BUSINESS MODEL CANVAS TO CLEAN COOKING:

lllustrate how each building block of the canvas relates to the clean cooking value
chain.

At this stage the trainer will use the experience from self and the participants to adapt the
clean cooking value chain to the nine-block business model canvas tool. At this stage the
discussion will move from the general to the specific (clean cooking value chain).

Provide examples of clean cooking-focused value propositions, customer segments,
channels, etc.

Definition: From the business model canvas, the customer segments define the different
groups of people or organizations that the business aims to serve.

Participant’s Examples: At this moment have the participants give possible segments of
the customers they see in the clean cooking value chain.

Social Enterprises and NGOs: Organizations dedicated to improving health, environ-
ment, and livelihoods. Identifying opportunities to provide affordable clean cooking
solutions to underserved communities.

Private Sector and Corporates: Mining camps, construction sites, and other industries
requiring cooking facilities. Seeking efficient and portable cooking technologies for
workforce accommodations.

- Educational Institutions: Boarding schools, hostels, and dormitories. Need less constly,
reliable and safe cooking solutions to provide meals for students and residents.

Health Clinics and Hospitals: Medical facilities in rural areas with limited access to re-
liable energy sources. Looking for clean cooking solutions for sterilization and patient
meal preparation.

Highlight the Interconnectedness of the Canvas Components for Clean Cooking Value
Chain.

At this stage the trainers will organize the participants in way that they will start exploring
the Interconnectedness of the Canvas Components for Clean Cooking Initiatives using the
sheet below. The participants will give their opinion/analysis/observation of how they each
component is connected with each other.

Participants Questions

Have the participants study the table below and answer the following question:
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PART 04: BUILDING BLOCKS DEEP DIVE:

Customer Segments

Definition: From the business model canvas, the customer segments define the different
groups of people or organizations that the business aims to serve.

Trainers Reference: From the examples given by the participants compare or add the
following possible segments:

- Households in Rural Areas: Families living in remote and rural areas where traditional
cooking methods are prevalent. Concerned about difficulty in accessing biomass fuel,

health risks and indoor air pollution, seeking affordable and cleaner cooking solutions.

« Urban Low-Income Households: Urban families with limited income who still rely on
traditional cooking methods due to affordability constraints. Looking for cost-effective
clean cooking options to improve indoor air quality.

. Commercial Food Vendors: Small restaurants, street food vendors, and catering
businesses. In need of efficient and reliable cooking technologies to enhance their
operations and reduce fuel costs.

- Humanitarian Organizations: NGOs and international agencies working in disas-
ter-prone or refugee settings. Require portable and quick-setup cooking solutions to
provide food in emergency situations.

- Women and Girls: Particularly relevant in households where women are primarily
responsible for cooking. Seeking solutions that reduce the time and effort spent on
traditional cooking methods.

- Government Initiatives: National or local government programs focusing on clean
cooking interventions. Interested in bulk purchases of clean cooking technologies for
distribution to vulnerable communities.

Discussing the importance of understanding customers’ needs and behaviors.

NEEDS are the measurable outcomes that people want to achieve when getting some-
thing done.

UNMET NEEDS: Unmet needs are the measurable outcomes that people struggle to
achieve.

CUSTOMER SEGMENTS: Segments are sub-groups or classes of our customers, each
with a different set of unmet needs.

Participants Engagement Discussion Questions:

«  Explain how clean cooking solutions fulfill customers’ needs and address pain points.

- Demonstrate value propositions that emphasize health benefits, reduced pollution,
etc.

15



Channels

For the channel in the clean cooking value chain use the reference below:

Channel

Direct Sales and Distribution: Engaging with
customers directly through physical stores
or online platforms.

How

Offering a range of clean cooking technologies
and fuels with educational materials.

Retail Partnerships: Collaborating with local
retail stores, supermarkets, and specialty
shops.

Placing clean cooking products on their shelves to
reach a broader customer base.

Door-to-Door Sales: Training sales agents
to visit households and demonstrate the
benefits of clean cooking solutions.

Providing personalized recommendations and
assisting with product selection.

Community Workshops and Events: Orga-
nizing workshops, exhibitions, and com-
munity events to showcase clean cooking
technologies.

Offering hands-on experience and education to
potential customers.

Partnerships with NGOs and Government
Agencies: Collaborating with non-gov-
ernmental organizations and government
initiatives focused on clean cooking.

Distributing clean cooking solutions in alignment
with their programs.

Online Marketplaces: Leveraging online
platforms and e-commerce websites to
reach a wider audience.

Providing detailed product information and facilitat-
ing online purchases.

Corporate and Institutional Partnerships:
Partnering with corporations and institu-
tions for bulk purchases of clean cooking
solutions.

Providing solutions for employee accommodations,
educational institutions, and other facilities.

Microfinance, Producer cooperatives and
Community Networks: Collaborating with
microfinance institutions, Producer coopera-
tives and local community networks.

Offering financing options to make clean cooking
solutions affordable to a broader range of custom-
ers.

Humanitarian and Disaster Relief Organi-
zations: Collaborating with organizations
involved in disaster response and refugee
support.

Providing portable and efficient cooking solutions
for emergency situations.

Health Clinics and Educational Institutions:
Supplying clean cooking solutions to health
clinics and schools directly for use in their
facilities.
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Customer Relationships

For the customer relationships, the following tables outlines some of the examples which

can be applied in the clean cooking value chain:

Customer Relationship

Personal Assistance: Providing personalized
guidance and assistance to customers in
choosing the right clean cooking solutions.

How

Offering demonstrations and answering ques-
tions to help them make informed decisions.

Self-Service: Offering easily accessible
resources, such as user manuals and online
FAQs.

Enabling customers to independently research,
select, and purchase clean cooking technologies.

Community Engagement: Building online
communities and forums where customers
can share experiences and tips.

Fostering a sense of belonging and enabling
peer-to-peer support.

Educational Workshops: Organizing work-
shops, webinars, and training sessions to
educate customers about clean cooking
benefits and proper usage.

Establishing a platform for interaction and knowl-
edge sharing (this platform would be very useful
among the trainers and retailers as experience
sharing occurs).

Feedback Collection: Actively seeking
feedback from customers to understand their
needs and improve products and services.

Incorporating customer suggestions into product
development and enhancements.

Long-Term Engagement: Establishing long-
term relationships by offering maintenance
services, repairs, and replacements.

Ensuring that customers continue to receive sup-
port even after the initial purchase.

Partnership with NGOs: Collaborating with
NGOs for community outreach and behavior
change campaigns.

Leveraging these partnerships to build trust and
credibility among customers.

User Communities: Encouraging customers
to join user communities and participate in
advocacy efforts.

Empowering customers to advocate for clean
cooking solutions in their communities.

Customer Loyalty Programs: Implementing
loyalty programs that reward repeat
customers with discounts, incentives, or
exclusive offers.

Fostering loyalty and encouraging customers to
continue adopting clean cooking technologies.

Revenue Streams

The following are some of the revenue streams identified for the clean cooking value

chain:

1. Product Sales: Generating revenue from selling clean cooking technologies such as
improved stoves, cook stoves, and related accessories.

2. Fuel Sales: Selling clean cooking fuels like biomass briquettes to customers.

3. Subscription Models: Offering subscription-based services where customers pay a
regular fee for access to clean cooking technologies and maintenance services.

4. Leasing and Renting: Providing clean cooking technologies on a lease or rental basis,
allowing customers to use the technology for a specific period.

5. Installation and Setup Fees: Charging customers for installation, setup, and training
services related to clean cooking solutions.

6. After-Sales Services: Charging fees for maintenance, repairs, and replacement parts

for clean cooking technologies.
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7. Training and Workshops: Generating revenue by organizing paid training sessions,
workshops, and educational programs for customers.

8. Consulting Services: Offering consulting services to other organizations, govern-
ments, or businesses interested in implementing clean cooking solutions.

9. Licensing and Intellectual Property: Licensing clean cooking technology designs, pat-
ents, or proprietary processes to other businesses or organizations.

10. Partnership and Collaboration Fees: Earning fees from partnerships with NGOs, gov-
ernments, or other entities involved in clean cooking initiatives.

1. Affiliate Partnerships: Partnering with other businesses and earning a commission for
referring customers to their products or services related to clean cooking.

12. Advertising and Sponsorships: Generating revenue through advertising and spon-
sorships from companies interested in promoting their products to the clean cooking
audience.

Key Resources

In the clean cooking value chain Key Resources include but not limited to the following:

1. Technological Infrastructure: Clean cooking technology designs and prototypes. Man-
ufacturing facilities for producing stoves, cookstoves, and accessories.

2. Intellectual Property: Patents, copyrights, and proprietary technology related to clean
cooking solutions. Design and innovation capabilities to continually improve products.

3. Skilled Workforce: Engineers, designers, and technical experts for research, develop-
ment, and manufacturing. Sales and customer support teams for effective customer
engagement.

4. Distribution Network: Infrastructure for efficient distribution and logistics, including
warehouses and transportation.

5. Partnership Ecosystem: Collaborative partnerships with NGOs, governments, and
other organizations to enhance reach and impact.

6. Financial Capital: Investment and funding to support research, manufacturing, market-
ing, and distribution. Working capital for day-to-day operations and expansion.

7. Manufacturing Equipment: Machinery and tools required for mass production of clean
cooking stoves and technologies.

8. Raw Materials and Components: Raw materials for manufacturing stoves, cookstoves,
and clean cooking fuel products.

9. Data and Analytics: Data collection systems for monitoring and evaluating the impact
of clean cooking solutions. Analytics tools to assess customer behavior and prefer-
ences.

10. Educational and Training Resources: Educational materials, workshops, and training
content to educate customers about clean cooking benefits and usage.

11. Branding and Marketing Assets: Brand identity, marketing collateral, and digital assets
to promote clean cooking products and services.

12. Regulatory Knowledge: Understanding of safety and environmental regulations relat-
ed to clean cooking technologies and fuels.
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Key Activities

The key activities under the clean cooking value chain include the following outlines in
the table below. The trainer should engage the participants to clarify some of the activities

and also collect feedback on effectiveness of those they apply.

Key Activity

Research and Development: Innovating and
designing efficient and eco-friendly clean
cooking technologies and fuels.

Why

Conducting research to improve stove efficiency,
fuel quality, and user experience.

Manufacturing and Production: Mass-pro-
ducing clean cooking stoves, cook stoves,
and accessories.

Ensuring consistent quality, safety, and affordabili-
ty of products.

Distribution and Logistics: Developing a
distribution network to reach both urban and
rural areas. This involves developing key
data points and monitoring them.

Managing inventory, transportation, and efficient
supply chains.

Customer Education and Training: Educating
customers about the benefits and proper
usage of clean cooking solutions.

Conducting workshops and training sessions to
promote behavior change.

Marketing and Promotion: Developing mar-
keting campaigns to raise awareness about
clean cooking and its benefits.

Promoting the value proposition to different cus-
tomer segments.

Sales and Customer Support: Facilitating
sales through various channels, including
direct sales, retail partners, and online plat-
forms.

Providing customer support to address inquiries,
concerns, and feedback.

Maintenance and Repairs: Offering mainte-
nance services, repairs, and replacement
parts for clean cooking technologies.

Ensuring products remain functional and efficient
over time.

Regulatory Compliance: Ensuring that
products and operations adhere to relevant
safety and environmental regulations.

Obtaining necessary certifications and approvals.

Monitoring and Evaluation: Collecting data
to assess the impact of clean cooking ini-

tiatives on health, environment, and liveli-

hoods.

Using feedback to improve products and services.

Innovation and Adaptation: Continuously
improving and adapting clean cooking solu-
tions based on user feedback and techno-
logical advancements.

Staying updated with industry trends and incorpo-
rating innovations.

Advocacy and Policy Influence: Advocating
for policies that support clean cooking initia-
tives and raise awareness about its benefits.
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Key Partnerships

In the table below, Key Partnerships are identified and reasons provided for why such are

beneficial for the clean cooking value chain.

NGOs and Non-Profits: Collaborating with
organizations focused on health, environment,
poverty alleviation, livelihoods development,
and social welfare to reach underserved com-
munities.

Key Partnership Rationale

Leveraging their networks and resources for
distribution and behavior change campaigns.

Government Agencies: Partnering with local
and national government departments re-
sponsible for energy, environment, and public
health.

Aligning with policies, regulations, and initia-
tives that support clean cooking solutions.

Manufacturing Partners: Establishing partner-
ships with manufacturers and suppliers for
producing clean cooking stoves, cookstoves,
and accessories.

Ensuring efficient and cost-effective production.

Distribution Networks: Partnering with local
distributors, retailers, and logistics companies
to ensure wide geographic coverage.

Leveraging their established networks for effi-
cient product delivery.

Research and Development Institutes: Collab-
orating with research institutions to enhance
clean cooking technology designs and improve
efficiency.

Leveraging their expertise for innovation.

Financial Institutions: Partnering with microfi-
nance institutions and banks to offer financing
options to customers.

Making clean cooking solutions more accessi-
ble through installment payment plans.

Community Leaders and Influencers: Col-
laborating with community leaders and local
influencers to promote the benefits of clean
cooking solutions.

Gaining credibility and trust within the commu-
nities.

Technology Providers: Partnering with technol-

ogy companies for innovative solutions, such as

analytics, loT-enabled stoves or clean energy
integration.

Enhancing the functionality and value of clean
cooking technologies.

Educational Institutions: Collaborating with
schools and educational institutions for aware-
ness campaigns and educational workshops.

Promoting clean cooking practices among stu-
dents and their families. Educational institution
could also help with ground researchers and
offer useful labour in terms of internships and
industrial attachments.

Corporate and CSR Initiatives: Partnering with
businesses for corporate social responsibility
initiatives that support clean cooking interven-
tions.

Leveraging corporate resources and networks
for impact.

International Organizations: Collaborating with
international bodies working on sustainable

development goals, such as the United Nations.

Gaining access to global resources, funding,
and expertise.

Supply Chain Partners: Partnering with suppli-
ers of clean cooking fuels like LPG or biofuels
to ensure a consistent supply.

Building a reliable and sustainable fuel supply
chain.
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Cost Structure

The following is an overview of the Cost Structure associated with businesses in the clean
cooking value chain:

1.

Research and Development Costs: Expenses related to designing and developing
efficient and safe clean cooking technologies. Investment in testing prototypes and
improving product designs.

Manufacturing Costs: Costs associated with producing clean cooking stoves, cook-
stoves, and related accessories. Materials, labor, machinery, and facilities costs.

Distribution and Logistics Costs: Expenses for transporting clean cooking technolo-
gies from manufacturing facilities to distribution centers and end customers. Ware-
housing, transportation, and inventory management costs.

Marketing and Promotion Costs: Expenditures for marketing campaigns, advertising,
and promotional materials to raise awareness about clean cooking solutions. Costs of
creating and implementing marketing strategies.

Customer Education and Training Costs: Expenses for organizing workshops, training
sessions, and educational materials to teach customers about clean cooking benefits
and usage. Personnel and materials costs for conducting training programs.

Sales and Customer Support Costs: Costs associated with maintaining sales teams,
customer service staff, and call centers to assist customers with inquiries, orders, and
support.

Maintenance and Repair Costs: Expenses for providing maintenance, repair services,
and replacement parts to customers using clean cooking technologies. Technician
salaries, spare parts, and repair infrastructure costs.

Partnership and Collaboration Costs: Costs associated with building and maintaining
partnerships with NGOs, government agencies, and other organizations. Coordina-
tion, collaboration, and communication expenses.

Regulatory Compliance Costs: Expenses related to ensuring that products and op-
erations adhere to safety and environmental regulations. Certification, testing, and
compliance costs.

. Technology and Innovation Costs: Investment in research, technology upgrades, and

innovation to continually improve clean cooking technologies. Costs of adopting new
technologies and integrating innovative features.

Administrative and Overhead Costs: General administrative expenses, office rent,
utilities, and other overhead costs required for day-to-day operations.

Monitoring and Evaluation Costs: Expenses for data collection, analysis, and impact
assessment related to the effectiveness of clean cooking solutions. Data collection
tools, analytics software, and personnel costs.
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PART 05: DEVELOPING A CLEAN COOKING BUSINESS MODEL - BUSINESS
MODEL CANVAS ACTIONING

»  Divide participants into groups and assign each group a clean cooking scenario. The
participants can debate amongst themselves and select a clean cooking enterprise.

» Instruct groups to fill out a simplified Business Model Canvas tailored to their scenario.

»  Encourage creativity and innovative thinking while designing the canvas.
PART 06: PRESENTATION AND FEEDBACK:

»  Have each group present their clean cooking business model to the rest of the partic-
ipants.

»  Facilitate constructive feedback and discussions on different approaches and strate-
gies.

PART 07: REAL-WORLD CASE STUDIES:

»  Provide case studies of successful clean cooking businesses.
a. Case Study: Koko Networks.

»  Analyze their business models using the canvas and discuss lessons learned.
PART 08: SCALING CLEAN COOKING IMPACT:

»  Explore strategies for scaling clean cooking initiatives.

»  Discuss challenges related to scaling, such as affordability and behavior change.
PART 09: ACTION PLANNING:

»  Guide participants in developing an action plan to apply the Business Model Canvas
to their own clean cooking projects.

»  Emphasize the importance of continuous improvement and adaptation.

Business Model Canvas Session Conclusion
a. Summarize key takeaways from the training.

b. Encourage participants to apply the knowledge gained to drive positive change in the
clean cooking sector.

c. Feelfree to customize and expand upon each section to suit your training objectives
and audience. Interactive activities, group discussions, and case studies can greatly
enhance participants’ understanding and engagement with the material.






Understanding Marketing

This part should take about 1 hour.
Expected Learning Outcomes

At the end of the session participants
will be able to:

« Understand the meaning and
scope of marketing

» Learn the skills of developing a
marketing plan.

- Apply marketing skills to build
compelling value proposition and
competitive positioning.

Branding

This part should take about 1 hour

Expected learning Outcomes

« Understand the meaning and
essence of branding.

Learn the skills of developing and
executing a branding campaign.
Apply branding skills to build
compelling value proposition and
competitive positioning.

Additional Resources
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Case Study: Smart Innovations
Limited

The Smart Innovations case and
discussion questions will be

given to the participants before

the session. This allows them to
read understand and prepare for
discussions in class. Ideally the case
review and discussions should take
approximately One hour.

Expected Smart Innovations Limited
case Learning Outcomes:

The expected outputs of the Smart
Innovations Limited case review
includes:

« An evaluation of how Smart
Innovations Limited successfully
executes their marketing
campaign.

«  Evaluate the process of planning
and executing a branding
campaign.

- Enumerate the challenges
Smart Innovations Limited
face in planning and executing
their marketing and branding
campaign.

. Capture and apply important
learning lessons from the Smart
Innovations Limited case and
relate to their businesses.

Power point slides on marketing and branding module have been prepared.
The slides will be shared with the participants after the end of the session.

The participants are encouraged to read the additional reading materials

provided on marketing and branding.

This will help them broaden their understanding of the concepts.

Mapping Successful Marketing and branding campaign: https://
www.bizjournals.com/bizjournals/news/2021/06/02/14-essential-ele-
ments-of-a-successful-marketing-campaign.html
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PART 01
The Concept of Marketing

It is recommended that the facilitator should start the session on marketing and branding
by:
«  Take participants through the structure of the session.

. Taking the participants through the purpose of marketing and branding for a business.

- Highlighting the learning deliverables expected at the end of the module.

A DEFINING MARKETING

1.

Explain to participants that;

Marketing refers to the activities a company
undertakes to promote the buying or selling
of a product or service. That it involves
activities and processes for creating,
communicating, delivering, and exchanging
offerings that have value to customers.

Enumerate the tasks that entrepreneurs
undertake in marketing.

a. Product and service
management.

Market information Management.
Branding.

Pricing.

Distribution.
Promotion/Communication
Selling

@™ 0 ao0o

Do a role play, to help think about
marketing?

On completion of the role play direct the
participants to respond to the following
questions

- As the marketer/ seller what marketing
activities did they carry out?

« Asthe marketer/ seller what is it they got
right is selling to the customers and what
is it they need to improve on?

- Based on the customer questions in this
scenario what can they point out as the
customers’ expectations?

If the customer is a bulk buyer or single
product buyer what value would they be
seeking to derive from the buy?

ROLE PLAY

Scenario: The entrepreneur is
participating in a trade exhibition
and customers have flocked his stall
seeking to enquire, buy and make
trade deals.

Entrepreneur: The entrepreneur
and his sales team are explaining to
customers the unique attributes of
the Improved cook stove Improved
Cookstove (ICS). Customer questions
range from price, energy saving
capabilities, availability, smart
Improved Cookstove (ICS) sizes,
availability of stock.

Customer: Different customers are
willing to buy based on the terms
agreeable with the entrepreneur.

Entrepreneur: The entrepreneur seeks
to strike deals based on the different
customer requirements.

Learning Outcomes

Participants are required to identify
and write the various marketing ac-
tivities undertaken during the role
play and deduce different decision
scenarios out of the engagement.

PAS)



5. During the pitching and customer
engagement the entrepreneur should
focus on creating value for both the
customer and the business by:

« Focusing on value based market-
ing to make it easy for the custom-
er to make a buy decision.

- Unlocking the product unique
value proposition.

NB: Unique value proposition is
the bundle of benefits the brand
promises and delivers to the
customer relative to competing
offerings.

6. Intherole play, assume the bulk
buy customer is asking for volume
discounts and different stove designs,
demands the entrepreneur finds
difficult to meet. The customer may: -

« Choose to disengage and not
buy (they therefore do not de-
rive any value)

Buy from a competitor offering a
different product costing less or
on different terms (the entre-
preneur loses the customer and
may not get any other opportu-
nity to engage)

- Customer may choose to buy
on the entrepreneur’s terms
(Both derive value from the
engagement and begins to start
a lasting relationship.

7. Inthe role play, the entrepreneur can
pursue different options:

« Letthe customer leave without
making a purchase (the entrepre-
neur does not get value).

- Negotiate different terms of
engagement if he has flexibility
to do so and based on size of
customer order. (Both parties get
value from the engagement.
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WHY SPEND TIME ON

MARKETING AND
BRANDING?

In this section the participants are taken
through self-reflection on why they spend
time on marketing their products. Prefer-
ably this should be a group discussion.
Facilitator can put participants in random
groups.

@\ Guide Questions
| |

Ask participants: The marketing
activities have been identified and
listed in the role play exercise. The
responses are written on the board
on the cards provided. The cards
can be pinned on the board.

~

This is an open discussion and par-
ticipant’s responses can vary but
are mainly likely to be the same:

+ Needtoincrease/ grow sales.
«  Bring in new customers.

. Get existing customers to buy
more.

« Introduce a new product or
service

« Increase market share

- Achieve higher market pene-
tration.

- Improve customer loyalty.
- Build a strong brand.
- Be more competitive.

HOW TO BECOME A

BETTER MARKETER

In this section the participants are taken
through self-reflection on what they do or
need to do to be better marketers. Pref-
erably this should be a group discussion.
Put participants in random groups.
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@ Guide Questions

Ask participants: What are they doing to be better marketers and or improve their mar-
keting efforts? Participants write their responses on the board or cards provided. You can
then pin them on the board.

Marketing Activity What you are What you need to | By when you need
currently doing do better implement the change?

Be more customer focused

Improve your distribution

Start using digital marketing
channels

Empower the sales team

Upgrade you marketing
skills

Analyse competitor
marketing plans

Set measurable marketing
targets

Their responses can vary but are mainly likely to be the same:

1. Develop a customer-centric approach.

Be knowledgeable of all channels of distribution and communication
Be tech savvy and embrace digital technology

Love and empower the sales team

Keep developing and building your skills set.

Understand your competitors

N oo s wN

Set measurable marketing targets.

D THE MARKETING PLANNING PROCESS

In this section take the entrepreneurs through the marketing planning process. The es-
sence is to have them relate what they do to the various stages of the marketing planning
process.

Help the participants identify and relate with the various activities in the marketing plan-
ning process;

Participants are put in a group maximum five. They are required to pick on one participant
business and map out how their marketing plan is structured. The table below can be
used as a guide.

Each participant will then be required to map out their individual marketing plans after the
session.
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Participants Exercise on marketing planning

Structure of

marketing plan

Marketing plan activity

Business current
situation

What is needed
to improve on the
plan

Step One

Mission and goal
setting

Define the mission

Set marketing goals and
objectives

Step Two

Situation Analysis

|dentify marketing
opportunities

Carry out a SWOT analysis

. Strengths
. Weaknesses
. Opportunities

- Threats
Carry out a PESTEL anal- . Political
ysis . Economic
- Social

- Technological
- Ecological
+  Legal

Step Three
Marketing Strategy

Define your target
customers/ market

Define your value
proposition

Set a marketing budget

Step Four

Marketing mix

Define your product fea-
tures

Set price for the product

Define the communication
tools and channels to use

Define the channels to use
to reach the customers/
market
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E MARKET SEGMENTATION, TARGETING AND POSITIONING

In this section take the entrepreneurs through the concepts of market segmentation,
targeting and positioning. The essence is to have them relate the concepts to what they
do in their businesses. Preferably this should be a group discussion. Put participants in
random groups.

}> Market Segmentation

Market segmentation is the process of dividing a market into groups of customers
(i.,e., segments) that have somewhat different needs or preferences. Improved cook
stove Improved Cookstove (ICS) business can divide its market in numerous ways, for
example:

Group Exercise

Participants will work in groups to discuss and document how they
have segmented their Smart Improved Cookstove (ICS) Stoves
customers or market.

Market/ Customer Segmentation matrix

Criteria to segment market/ | Variables to consider Relevance to Smart
customers Improved Cookstove (ICS)
Stove business

Demographic characteristics | «  Are they male or female?

. How old are they?

. How educated are they?

«  What are their most common
job types?

. What is their average income?

. How big is their family

Cultural variables Religion, Ethnicity,

Geographic variables « Where do they live?

« Where do they work?

. What is the population size in
our market

Psychographic Lifestyle, Personality, Likes and
Dislikes, Values

Livelihood status Farmer, Small trader, Employed,
Working
User Status Ex-user, Potential buyer, First time

buyer, Repeat buyer

Attitude towards product Enthusiastic, Positive, Indifferent,
Negative, Hostile

Benefit sought Low price, High quality, Excellent
service

Others




How to determine the relevance of a Improved Cookstove (ICS) market Segment

Participants are required to discuss and document the criteria they have used to deter-
mine the relevance of the target segments they are serving.

Criteria to determine relevance of Improved Cookstove (ICS) Customer
Segments

Criteria for Variable definition Remarks
segmenting

Identifiable Do you have customer groups with several
characteristics in common?

Measurable | Are you able to measure the size, buying power
and characteristics of the customer segment?

Accessible Are you able to effectively reach and serve the
customer segment?

Substantial Is the segment large or growing and profitable
enough to serve?

Unique Is there something different about the
segment’s response to Product, price,
distribution, communication that distinguishes it
from other segments?

Stable Can one develop or sell different Improved
cook stove Improved Cookstove (ICS) designs
to attract and serve the segment?

Benefits of Segmentation

Participants will be required to indicate how they have benefited from segmenting their
Improved Cookstove (ICS) customers/ market.

Benefit of Segmentation Indicate YES or NO

Understanding their current customers better

Able to identify opportunities for future business devel-
opment

Ability to increase your product strategy options

Price products more appropriately

Make more efficient use of your resources

Achieve more effective market reach/ market growth

» Targeting

Targeting is the selection of potential customers to whom a business wishes to
sell products or services. The targeting strategy involves segmenting the market,
choosing which segments of the market are appropriate, and determining the prod-
ucts that will be offered in each segment.

Participants are required to discuss in groups the strategies they are using to serve
selected target customers for their Improved Cookstove (ICS) and present the same
in class.
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Targeting Options for Improved Cookstove (ICS) producers/ Sellers

Strategy

Characteristics

Implications

Mass marketing

No differentiation. All customers are
the same (homogeneous)

The business have one marketing
mix for all its customers.

Advantages

. Economies of scale to reach
a big market, earn higher
margins

Disadvantage

. Does not recognize diversity
of customer needs and cus-
tomization

Segment
marketing

The business is able to segment
its customers and cater for their
varying needs.

All segment’s buyers are assumed
to have similar needs.

Improved cook stove Improved
Cookstove (ICS) seller tends to
concentrate on select segments
which they seek to dominate.

Separate product and marketing
programs are developed for each
customer segment.

Customer segments have several
marketing mixes.

Advantage

. Possible to develop/ sell a
more improved Smart Im-
proved Cookstove (ICS) at a
better price and margin

Disadvantage

. Requires more resources and
effort to develop products for
the various segments

Niche Marketing

The Improved cook stove Improved
Cookstove (ICS) seller serves a
group of customers who seek a
distinctive mix of benefits.

All the Improved cook stove
Improved Cookstove (ICS) Seller
activities are concentrated on a
particular market/ customers with
a view to achieving the strongest
position within that market

Implies an ability to segment a
market and to select a profitable
segment to serve.

Advantage
. Niches are fairly small and
attract few competitors

Disadvantage
. Risky if the segment shrinks or
attracts many competitors

>> Positioning

Positioning refers to the place that a product/ brand occupies in the minds of the custom-
ers and how they distinguish it from the products of the competitors.

Participants are required to discuss how they have positioned their Improved Cookstove
(ICS) relative to others sold by the competition. This should bring out the fundamental
reason why customers choose to buy their Improved Cookstove (ICS).
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The responses may include the following:-

Positioning variable Relevance of the Remarks
positioning strategy

We offer better customer Service

Our product offers more benefits

We make it convenience for the customer
to buy our product.

Our price is very competitive relative to
others

We offer better quality product

Our product has unique features

Our products compare well with our com-
petitors

Our products are user-friendly

Participants can then present their Smart Cook Stove Positioning options and or pin the
cards provided on the board for discussion.

d MARKETING STRATEGIES FOR GROWTH

In this section the entrepreneurs are
taken through the various ways they use
or can use to develop their market and

or achieve growth. This is meant to help
them relate the strategies they have been
using to the concepts, and see how best
they can improve their marketing efforts.
Preferably this should be a group discus-
sion. Put participants in random groups.

@ Guide Questions

Ask participants: What they are doing
or planning to do to grow their market/
increase sales/ expand their business?
Participants write their responses on the
board or cards provided. You can then
pin them on the board.

Their responses can vary but are mainly
likely to be the same:
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Ways of growing a market What they are doing now What needs improvement

Selling more to our current cus-
tomers

Reaching out to more customers
in our current market (penetra-
tion)

Developing new products

Increasing our product variety

Looking for new markets

Working with more suppliers

Working with more retailers

Attending jua kali exhibitions

Offering credit and discounts to
customers

Working with organised groups
e.g. chamas, church groups.

Working with commission sales
representatives

Good customer service to get
referrals

PART 02
BRANDING

Define the meaning of a brand as set of expectations, memories, stories and relationships
that, taken together, account for a consumer’s decision to choose one product or service
over another. The business creates and captures value within a market network of pro-
ducers, suppliers and consumers.

A DEFINING ASPECTS OF A BRAND

In this section the participants are taken through self-reflection on what they consider to
be a brand. What defines a brand? Do they consider the product(s) they sell as a brand?
Preferably this should be a group discussion. Participants are put in random groups.

? Guide Questions

Ask participants: What is their understanding of a brand? How do they identify a
brand? Participants write their responses on the board or cards provided. You can
then pin them on the board and review together with the participants.
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A brand is a name, term, symbol, design, package or a combination of them
intended to identify the goods and services of one seller or group of sellers and
to differentiate them from those of the competitor. (Phillip Kotler)

Their responses can vary but are mainly likely to be the same:

Exercise meaning of a brand

Meaning of a brand

What do they currently What steps to take
have going forward

Name

Term

Symbol

Design

Package

Colour

Logo

B ATTRIBUTES OF A STRONG BRAND

In this section the participants are asked to state what they consider or they use to deter-
mine some of the brands they consider strong or successful in the Improved Cookstove
(ICS) market. Preferably this should be a group discussion. Participants are put in random

groups.

? Guide Questions

Ask participants: What characteristics/ attributes define their brands? Participants write
their responses on the board or cards provided. You can then pin them on the board and
review together with the participants.

Their responses can vary but are mainly likely to be the same:

Attributes of a brand

How | rate my brand

What | need to do to improve

The brand is relevant in the market

Brand is consistent in quality

Brand is different from others in the

market

Brand has potential for growth

The brand has a good reputation

The brand resonates with customer

needs

The design is attractive
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(% HOW TO BUILD A STRONG BRAND?

In this section the participants are asked to share what they have been doing to build
strong brands? This can be in the form of individual responses or group discussion. If its
group work randomly put participants in groups.

@ Guide Questions

Ask participants: What is it they have been doing to build their brand? What is it they be-
lieve/think they have done right or need to improve?

Participants can write their responses on the board or cards provided. You can then pin
them on the board and review together with the participants.

Their expected responses can vary but will reflect on the following:
Exercise: How to build a strong brand

«  Develop a product or business logo
Print and give out business cards, pamphlets, fliers
Print branded uniforms like overcoats
«  Printand issue branded invoices and receipts
« Advertise on local radio stations
«  Use digital platforms like WhatsApp, Facebook
Install signposts and billboards in the business premises
Use same colours in my communication
Deliver consistent quality products and services
«  Deliver customer orders on time

BUILDING YOUR BRAND

Alternatively, the facilitator will take participants through the process of building a strong
and visible brand. The illustration below helps to demonstrate.

Evaluate grund. ti
the Brand escription
BRAND
BUILDING
Personalize Differentiation
the Brand & Position
Brand

Promotion
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Describe Your Brand

The first step of brand building is to
describe the brand. This can be done
through product description, pack-
aging, logos etc. The way a brand is
defined builds the brand equity and
forms the foundation of the customer
perception.

Brand Differentiation & Positioning

Once you create the product differ-
entiate the brand from its competi-
tion with some unique value. Also,
positioning the brand correctly is an
essential element of brand building.

Brand Promotion

Advertise and promote the brand
using various media such as digital
channels, prompts activations. Good
communication and effective media
channels will help build a strong
brand increase brand recall.

Personalise the Brand

Build a brand that connects with cus-
tomer feelings. This builds a personal
touch and a positive perception in the
mind of the customer.

Continue monitoring and reviewing
the performance of your product and
brand. This enables you to focus on
areas of improvement.

The facilitator can guide the
participants to identify what they
have done to build their brand.
They can then identify the gaps
and areas that need intervention.

MAKING IT HAPPEN:
EXECUTING A MARKETING

AND BRANDING CAMPAIGN

In this section the participants are taken
through self-reflection on how they plan
and execute a marketing and branding
campaign for the business/ product. Do
they have a plan to guide? Do they have
specific objectives to achieve for the
campaign? Do they review performance
after the campaign? Do they have metrics
to review the campaign performance?
Preferably this should be a group dis-
cussion. Participants are put in random
groups.

@ Guide Questions

Ask participants: Have they ever planned
and executed a marketing and branding
campaign for their business/ product.
What were the contents of the campaign?
Did they achieve the goals and objectives
planned for? Participants write their re-
sponses on the board or cards provided.
You can then pin them on the board and
review together with the participants.

Their expected responses can vary but
will reflect on the following:

- Create quantifiable goals for your
campaign.

. Brainstorm a variety of ways to exe-
cute your campaign

- Know who your target audience is

- Break down your communication
message to a few relevant points.

- Measure your returns during the
campaign. If one type of marketing
isn’t working, switch to another with a
better return on investment.
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Activity worksheet: Executing a Marketing and branding campaign

Activity What the entrepreneur is doing Focus areas for improvement

Setting quantifiable goals

Brainstorming

Increased online customer
traffic

Knowing target audience

Effective communication

Continuous performance
review

MEASURING THE SUCCESS OF A MARKETING

AND BRANDING CAMPAIGN

In this section the participants are required to enumerate the extent to which their market-
ing and branding campaigns have achieved the desired results. Do they review success
of their campaign? Do they have metrics to review the campaign performance? Preferably
this should be a group discussion. Participants are put in random groups.

@ Guide Questions

Ask participants: What metrics do they use to measure the success of their marketing and
branding campaigns? Did they achieve the goals and objectives planned for? Participants
write their responses on the board or cards provided. You can then pin them on the board
and review together with the participants.

Their expected responses can vary but will reflect on the following:

How many of your goals were realized?

We realized increased sales

Our revenues grew by a % margin

We attracted new customers

Our repeat customers increased

Few customer complaints were reported

We realized growth in our online customer traffic

Do you conduct customer surveys or focus groups discussions?

©ONOTOswN S

Do you use online analytic tools that monitor traffic to your digital platforms such as
Facebook, Twitter accounts, as well as websites and blogs used in the campaign?
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Activity worksheet: Measuring the success of Marketing and branding campaign

Goals set/realised

What the entrepreneur is doing

Focus areas for improvement

Increased sales

Growth in Customer
numbers

Increased online
customer traffic

Reduced customer com-
plaints

Increase in revenues

Growth in repeat cus-
tomers

Achievement of set goals

Increase in referral cus-
tomers
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CHALLENGES OF SUCCESSFUL MARKETING AND

BRANDING FOR SMES

In this section the participants are taken through self-reflection on the challenges they
face in marketing and branding their products and preferably this should be a group
discussion. Put participants in random groups

@ Guide Questions

Ask participants: What are some of the reasons customers buy or not buy their products?
Participants write their responses on the board or cards provided. You can then pin them
on the board.

Their responses can vary but are mainly likely to be the same:

- Products are not readily accessible within reach.

Sometimes we run out of stock when customers need the product.

Our product is a bit more expensive comparable to alternatives especially imports.
« Itis expensive to reach customers and they are unwilling to pay delivery costs

«  We are not good in marketing tactics and we cannot afford to employ qualified sales
people.

- The completion is very aggressive hence customers have a wide variety of choice.
We cannot afford to advertise on radio or TV.
We do not have skills in digital marketing

. Customers are not aware about our products

«  Many customers do not know the benefits of using thelmproved Cookstove (ICS).

ROLE PLAY

The facilitator can display images of the Improved Cookstove (ICS)s and put
participants in groups of four. Participants can then prepare a pitch and cross
sell the improved Improved Cookstove (ICS) to the other groups, highlighting the
benefits and value the customer will derive from buying and using the Improved
Cookstove (ICS).

The facilitator can summarise the discussion by explaining the challenges of
selling the Improved Cookstove (ICS) based on the presentations and objec-
tions raised. This will enable participants to relate on the challenges and how to
overcome them.
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PART 03
SMART INNOVATION CASE STUDY

This part may take about 1 hour.

Note to Facilitator: The case study should be distributed at least a day before the session.
The facilitator can have participants discuss the case in groups before the session begins.

1. Introduce the case study

Smart Innovations Limited is a business enterprise that produces and sells Improved
Cookstove (ICS), an energy efficient Improved Cookstove (ICS) among other metallic
products.

The facilitator can outline the purpose for the session:

Discuss Smart Innovations Limited marketing and branding model, and identify key
learnings for our enterprises.

2. Outline the discussion questions:
Case study discussion questions
- What would you consider as the key factors that made Smart Innovations Limited
to be successful in its marketing and branding effort?

- What challenges did Ngao go through in his marketing and branding effort to
grow his business?

- What would you advice Ngao to do differently in his marketing and branding
efforts?

- What can we learn from Smart Innovations Limited that we could apply to our
businesses?

3. The facilitator will provide manila papers for participants to write their responses and
pin them on the board. Alternatively groups can discuss each question in turn, noting
down key points on the board.

4. The facilitator would require participants to note down their key takeaways. A few part
participants can share their takeaways with the class.
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Possible responses to the Discussion Questions

What are the factors that made Smart Innovations
Limited to be successful in its marketing and c
branding effort?

How might the challenges be mitigated?

Working with financial service providers such as

Investing in branding the Improved
Cookstove (ICS)

Using different marketing channels to reach
customers (digital, wholesale, retailers, own
shops).

They created an Improved Cookstove (ICS)
distribution strategy that is scalable,
sustainable and affordable by:

Developing their own website to reach
customers in distant markets.

Direct selling to customers though their
two stores as well as online sales through
various digital platforms.

Making delivery directly to customers
though courier services or referring them
to the nearest distributor or retailer.

Establishing a network of distributor’s
across the country to serve their
customers more conveniently.

Allowing customers to make flexible
payments directly using digital payment
platforms.

Setting up a retail network with leading
supermarkets to sell the Improved
Cookstove (ICS)

Partnering and working with partners who
has similar objectives to support adoption
of eco-friendly practices community
improvement initiatives.

Designing different models of Improved
Cookstove (ICS) to give customers variety
of choice depending on their needs.
Invested in training employees in different
department to sell Improved Cookstove
(ICS) to customers.

Offering customer technical support
enhancing their experience.

What challenges do you think Smart Innovations
Limited might face in this business?

Raising of start-up capital

Sales agents have the potential to be
unsupportive, unreliable and untrustworthy.
New innovation coming to the market especially
from foreign companies.

Meeting customer demands for reliability and
consistency in quality.

Making deliveries in hard-to-reach areas and
outside the country.

cooperatives, Saccos to finance and support
operations and customers.

Invest in training distributors, retailers and sales
agents on customer experience and technical
knowhow.

Draw clear contracts to with distributors,
retailers and Sales agents.

Invest in improving digital marketing by having
dedicated staff and ICT support service agents.

What can we learn from Smart Innovations Limited
that we could apply to our businesses?

Consistently improve on communication
effectiveness and efficiency.

Invest more in digital platforms to widen market
reach.

Package the social impact goals: -
Improve household incomes though
savings on fuel.

Contribution to environmental
conservation

Reducing respiratory and ophthalmic
diseases.

Conservation of ecosystems.

It pays to invest in quality and reliability
Always work with partners for rapid and
consistent growth.

Understand your market and target customers.
Be creative and innovative and offer variety to
customers.

See yourself as a solution provider and not a
seller or manufacturer of products.

Have a clear vision for your business — where
do you want to be in the next one year, 3
years?

Invest in training and building the capacity of
your team.



< APPENDIX 1: SMART INNOVATIONS CASE STUDY>

SMART INNOVATIONS LIMITED

David Ngao is a man on a mission to transform livelihoods through innovative solutions

in urban and rural households. Ngao has been working in the informal sector (popularly
known as Jua Kali sector) for the past 18 years. He has seen it all as the industry struggles
to innovate and compete with imported products, mainly from China.

His journey began from a very humble background. Ngao was born and brought up in
rural Nyandarua County in Kinangop area. His family like many other rural households in
Kenya was not well up. Being brought up in a family of ten siblings meant that his parents
could not afford to give them a good education. The family boardered the Aberdare forest
and Ngao parents relied on Charcoal trade to fend for the family. At a young age Ngao al-
ways accompanied his father and older brothers to fell trees in the forest to burn charcoal.
Though it was illegal the family had no option but to play hide and seek with the forest
guards. Ngao therefore did not pay attention to school work, although he was not a bright
student. After completing primary school his parents could not afford to pay school fees
for his high school, he joined other young men to do menial jobs in neighbours farms as
well as burn charcoal. Deep inside Ngao was not happy with the practice of felling trees
to burn charcoal. He had witnessed the massive destruction of trees in his neighbour-
hood over the years. The consequences were starting to bite with drying up of previously
permanent steams, regular drought, reduced fodder for animals and poor crop yields. He
always told himself that one day he will come up with a solution.

After several years in the village Ngao paid a visit to his Uncle in Naivasha who was
running a workshop to produce and repair all sorts of metal works (wheelbarrows, boxes,
pipes, sufurias, pans etc.). He was happy that his uncle Muturi ( real name was Wamunyu)
as he was commonly known was willing to accommodate him at the workshop. Ngao
worked for his uncle for five years; though the pay was not good, he was able to master
skills in metal work and could now mould many creative things that customers requested.
His mastery made him very popular with the customers around Naivasha and from as far
as Nairobi and Kisumu.

One day Ngao had paid a visit to his former classmate Matendo in Nairobi. Matendo
worked with the government as a clerk at the Ministy of education along Harambee
avenue. Matendo asked Ngao to accompany him for Lunch at a restaurant near city hall.
They used the route that cut across Kenyatta International conference centre. Within the
conference grounds there was a big Jua Kali exhibition that was going on. This was an
annual event organised by Jua Kali Welfare Association in collaboration with the Ministry
of trade and other partners. Ngao and his friend Matendo took time to walk through the
exhibition and engage with the entrepreneurs. Majority were small scale coming from all
parts of Kenya. That day was an eye opener for Ngao as he witnessed what he has always
be yearning to do; set up his own workshop to develop and sell innovative products. He
was very excited about the quality and variety of products exhibited.

After going back to his base in Naivasha, Ngao engaged his uncle to support him set up
his own workshop. Using the little savings he has he leased an open yard and construct-
ed a shade. His uncle was very supportive and gave him a little stock and raw materials
to start off.He stated off by producing the same items that his uncle was selling. Ngao was
very good in engaging and connecting with customers. He always ensured that he deliv-
ered on orders on time and quality was not compromised. Within one year of operations,
Ngao was able to build a good clientele base.
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One day sunny afternoon, Ngao was resting at his workshop after lunch. A white Land-
cruicer approached his workshop and two gentlemen alighted. They introduced them-
selves as Wafula and Mobisa. After exchanging pleasantries they informed Ngao that

they were working on a donor funded project to restore the Aberdare ecosystem. That
involved mobilising communities to plant more trees and adopt eco-friendly practices. The
project also involved providing locals with improved Improved Cookstove (ICS)s that used
less firewood or charcoal and produced more energy. Ngao was more than happy to sup-
port the initiative ; empathizing with the conditions he was well aware about destruction of
ecosystems in his village.

Wafula and Mobisa were referred by a happy customer who liked Ngaos ingenuity and
creativity. They asked Ngao if he could supply 200 improved Improved Cookstove (ICS)s
within a span of 3 months as an initial order if they provided the designs. Another order of
2700 improved Improved Cookstove (ICS)s was to come after. Ngao took the task with a
lot of enthusiasm and using his creativity he introduced new clay mould that enabled the
Improved Cookstove (ICS) to conserve more heat. Wafula and Mobisa were very excited
about the innovation. They advised Ngao brand and trademark the Improved Cookstove
(ICS) and market aggressively to reach many customers in Kenya and outside Kenya. The
brand name Improved Cookstove (ICS) Smart was born.

Within three years Improved Cookstove (ICS) Smart became a household name due to

its efficiency and energy saving capability. Ngao expanded his workshop and engaged
30 artisans who permanently work at his workshop. He also offers apprenticeship to 20
trainees every year.

All Improved Cookstove (ICS) are branded with the name and Logo inscribed on the side.
In line with the drive for eco-friendly practices he adopted colour green as the brand
colour. Ngao then started working with many partners who support the green initiative,
every month he holds workshops with community members and leaders to sensitize and
market his Improved Cookstove (ICS) product in different parts of the country.

Ngao is a regular exhibitor in many trade shows and Jua Kali exhibitions in the country.
This year he participated in a Jua kali exhibition for East Africa Community Jua Kali Asso-
ciations in Kampla Uganda. His Improved Cookstove (ICS) Smart design emerged the best
innovation for eco-friendly Improved Cookstove (ICS). This opened up numerous opportu-
nities and he was able to get orders from Uganda, South Sudan and Democratic Republic
of Congo

In the digital space Ngao is visible through various platforms such as Facebook, twitter,
instagram among others. He has commendable following of 65,000 followers across the
various platforms. In 2020 he developed a website (www.smart innovations.com). This
helped drive online sales by over 25% as well as overcome the challenges of Covid 19
disruption. This has enabled him to interact with customers across the globe. Customers
are able to place orders, request for information, receive technical support .By integrating
with digital payment platforms, customers can pay and have their orders delivered coun-
trywide and outside the country.

Ngaos business has grown rapidly over the last five years to report sales of over 150
million. This has been achieved through support of various partners. Ngao works with
over 50 distributors in Kenya located in various towns. He also operates two outlets; one
in Naivasha and Gikomba in Nairobi. The Improved Cookstove (ICS) Smart product is also
sold by all the leading supermarkets in Kenya. This has given him leverage over other
competing brands.
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Discuss Smart Innovations Limited marketing and branding model, and identify
key learnings for our enterprises.

a)

b)

What are the factors that made Smart Innovations Limited to be suc-
cessful in its marketing and branding effort?

What challenges did Ngao go through in his marketing and branding
effort to grow his business?

What would you advice Ngao to do differently in his marketing and
branding efforts?

What can we learn from Smart Innovations Limited that we could apply
to our businesses?

Discuss each question in turn, noting down key points on the board.

What are your key takeaways/ learning lessons from this case?




MODULE 3

CUSTOMER CARE
AND AFTER SALE
SERVICE

PURPOSE

This module will assist the producers/LME
outline the essence of customer service

and identify the benefits of great customer
service. They will recognize barriers to the
delivery of outstanding customer service and
adapt specific customer behavior styles. They
will demonstrate how to measure customer
satisfaction and take corrective action if
needed.

OVERALL OBJECTIVES

The overall objective of the module is to help
producers/ LME to gain skills in developing
customer value propositions that enable them
build long lasting mutual relationships with
their customers and stakeholders. Customer
experience is at the core of their success in
business.

I

i S

STRUCTURE

The module is divided into four parts:

1.

2.

Customer Relationship Management.

Customer satisfaction and feedback
channels

Effective use of customer feedback

Developing and effective after sale service
strategy

It is recommended that the facilitator should
start the session on customer care and after
sales service by:

Take participants through the structure of
the session.

Taking the participants through the purpose
of customer care and after sales service for
a business.

Highlighting the learning deliverables
expected at the end of the module.
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PART O1

CUSTOMER RELATIONSHIP
MANAGEMENT

This session will take about 1 hour
SESSION OBJECTIVE:

At the end of the training session the participants should be able to:

1. Understand the customer/ buyer’s journey and the tactics to improve the customer
experience

2. Lean the essence of improving operational efficiency to increase customer retention,
generate more sales and lower the customer acquisition cost.

Defining Customer Service

(?\ Guide Question:

Ask participants to explain what they understand as the meaning of customer
care?

~

Explain to participants that customer care for a cookstove seller refers to the com-
prehensive range of activities and practices aimed at ensuring the satisfaction,
support, and overall positive experience of customers who purchase improved
cookstoves.

It involves providing assistance, information, and solutions to customers before,
during, and after the purchase process. The primary goal of customer care is to
meet the needs and expectations of customers while building strong relationships
and fostering brand loyalty. This includes addressing inquiries, offering guidance,
resolving issues, and creating a supportive environment that emphasizes custom-
ers well-being and product effectiveness.

Customer Relationship management

Explain to participants that customer relationship management, often abbreviated
as CRM, refers to the strategies, practices, and technologies that businesses use to
manage and improve their interactions with current and potential customers.

The primary goal of CRM is to build and maintain strong, lasting relationships with
customers, ultimately leading to increased customer loyalty, satisfaction, and busi-
ness growth.

Objectives of customer care

In this section the participants ask participants to say what they intend to achieve
by undertaking customer care in their businesses. Preferably this should be a group
discussion. Facilitator can put participants in random groups.
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<’?\ Guide Question:

Ask participants: What are their objectives in customer care or customer relationship
management. The responses are written on the board on the cards provided. The
cards can be pinned on the board.

~

This is an open discussion and participant’s responses can vary but are mainly likely
to be the same:

Here are some key objectives of customer care for an improved cookstove seller:

1. Customer Satisfaction: The primary objective of customer care is to ensure
that customers are satisfied with their purchase and overall experience. This
involves addressing their needs, providing accurate information, and resolving
any issues or concerns they might have.

2. Product Information and Education: Customer care should aim to educate
customers about the benefits of improved cookstoves. This includes explain-
ing how the stoves work, their energy efficiency, environmental impact, and
potential cost savings. Informed customers are more likely to make confident
purchasing decisions.

3. Prompt Responses: Timely responses to customer inquiries, whether they
are made through phone calls, emails, or social media, are essential. Quick
response times demonstrate that the company values its customers and their
inquiries.

4. lIssue Resolution: If customers encounter problems with their cookstoves or
have any concerns, effective customer care should provide solutions promptly.
This might involve troubleshooting assistance, arranging repairs or replace-
ments, or offering refunds if necessary.

5. Personalized Assistance: Every customer’s situation is unique. Customer care
should provide personalized assistance, understanding the specific needs and
preferences of each customer, and offering tailored recommendations.

6. Post-Purchase Support: Customer care doesn’t end after the sale is made. Fol-
lowing up with customers to ensure that they are satisfied with their purchase
and addressing any additional questions or concerns can enhance their overall
experience.

7. Feedback Collection: Actively seeking and collecting feedback from custom-
ers helps the company identify areas for improvement. Positive feedback can
be used for testimonials and marketing, while negative feedback can guide the
company in making necessary changes.

8. Building Brand Loyalty: Exceptional customer care contributes to building
strong relationships with customers. Satisfied customers are more likely to be-
come repeat buyers and recommend the brand to others.

9. Community Engagement: For cookstove sellers, engaging with the communi-
ty is important. This can involve organizing workshops, events, or educational
sessions to raise awareness about the benefits of improved cookstoves and
provide a platform for customers to share their experiences.

10. Continuous Improvement: Customer care teams should continuously assess
their processes and interactions to identify opportunities for improvement. This
might involve refining response times, enhancing communication methods, and
staying updated on product knowledge.

11. Upselling and Cross-Selling: While the primary objective is customer satis-
faction, customer care can also inform customers about related products or
accessories that could enhance their cooking experience. This can contribute
to increased sales and revenue.



12.

Data Utilization: Collecting and analyzing customer care data can provide valuable
insights into customer preferences, common issues, and trends. These insights can
guide product development and marketing strategies.

CATEGORIES OF CUSTOMERS FOR IMPROVED COOKSTOVES BUSINESS

In this section the participants ask participants to say who their customers or customer
segments are.

In the improved cookstoves business, customers can be categorized based on various
criteria, including their needs, preferences, and characteristics. Here are some common
categories of customers for an improved cookstove business:

1.

10.

1.

12.

Households and Residential Customers: These are individual consumers who pur-
chase cookstoves for their homes. They may be motivated by energy savings, envi-
ronmental concerns, and improved cooking efficiency.

Rural and Off-Grid Communities: Communities without access to reliable electricity
or modern cooking facilities can be a target market. Improved cookstoves can provide
a cleaner and safer cooking solution for these areas.

Urban Dwellers: Urban residents seeking more efficient and eco-friendly cooking
solutions are another customer segment. They might be interested in reducing their
carbon footprint and lowering utility bills.

Restaurants and Eateries: Commercial establishments like restaurants, cafes, and
eateries can benefit from improved cookstoves that offer faster cooking times and
reduced fuel costs.

NGOs and Aid Organizations: Non-governmental organizations and aid agencies
often distribute improved cookstoves in developing regions to address health and
environmental challenges caused by traditional cooking methods.

Government Programs: Government initiatives promoting clean cooking solutions
can drive demand for improved cookstoves. These programs may focus on reducing
air pollution and enhancing public health.

Educational Institutions: Schools, colleges, and training centers might be interested
in incorporating improved cookstoves into their culinary programs or to demonstrate
sustainable cooking practices.

Environmental Enthusiasts: Individuals or groups passionate about reducing their
carbon footprint and contributing to environmental conservation might choose im-
proved cookstoves for their homes.

Catering Businesses: Caterers and event planners could be interested in improved
cookstoves for their on-site cooking needs, as these stoves can provide efficient and
clean cooking for large gatherings.

Innovators and Early Adopters: Tech-savvy individuals who are interested in adopt-
ing new and innovative technologies might be early adopters of improved cookstoves.

Health-Conscious Consumers: People concerned about indoor air quality and respi-
ratory health might choose improved cookstoves, as they emit fewer harmful emis-
sions compared to traditional stoves.

Social Enterprises: Businesses with a focus on social and environmental impact might
include improved cookstoves as part of their product offerings to address sustainabil-
ity challenges.
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COMPONENTS OF CUSTOMER RELATIONSHIP MANAGEMENT FOR
COOKSTOVE PRODUCERS AND LAST MILE INVESTORS

In this section take the entrepreneurs through the components of customer relationship
management. The essence is to have them relate what they do when carrying out customer
relationship activities.

Help the participants identify and relate with the various components of customer relation-
ship management.

Key components of CRM include:

1. Data Management: Collecting, storing, and organizing customer data from various
sources, such as interactions, purchases, and demographic information.

2. Customer Engagement: Engaging customers through personalized interactions,
targeted marketing campaigns, and effective communication across multiple channels.

3. Analytics and Insights: Analyzing customer data to gain insights into customer be-
havior, preferences, and trends, which can inform decision-making and strategy.

4. Sales Management: Managing sales processes, tracking leads and opportunities, and
optimizing sales activities to increase conversions.

5. Marketing Automation: Automating marketing processes like email campaigns, lead
generation, and customer segmentation to reach the right audience with relevant
content.

6. Customer Support: Providing efficient and effective customer support, addressing
inquiries, resolving issues, and offering solutions to enhance customer satisfaction.

7. Integration: Integrating CRM systems with other business tools and platforms, such as
sales, marketing, and customer support software, to create a unified view of customer
interactions.

8. Customer Loyalty and Retention: Implementing strategies to retain existing custom-
ers and foster brand loyalty, often through loyalty programs and personalized offers.

9. Collaboration: Enabling different departments within a company, such as sales,
marketing, and customer service, to share customer information and collaborate to
provide consistent experiences.

10. Forecasting and Reporting: Using CRM data to predict future customer behaviors,
trends, and business outcomes, and generating reports for informed decision-making.

11. Mobile and Social CRM: Leveraging mobile devices and social media to engage cus-
tomers where they are, enhancing the customer experience across various platforms.

UNDERSTANDING THE CUSTOMER RELATIONSHIP CYCLE

In this section take the entrepreneurs through the components of customer relationship
cycle. The essence is to have them relate what they do when carrying out customer
relationship activities. This will help participants learn how to create a positive and en-
during connection with their customers. This will lead to higher customer retention rates,
increased sales, and a strong brand reputation within the cookstove market.

The customer relationship cycle for a cookstove manufacturer or seller refers to the stag-
es that a customer goes through from their initial awareness of your products to becoming
a loyal advocate for your brand. Each stage presents an opportunity to build a stronger
relationship and enhance customer satisfaction.

1. Awareness: Customers become aware of your brand and cookstove products
through marketing efforts, advertising, word-of-mouth, or online research. Educational
content, such as blog posts, videos, and social media posts, helps create awareness
about the benefits of your improved cookstoves.
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10.

Interest and Research: Interested customers start researching your products. They
look for information about features, benefits, energy efficiency, safety, and user ex-
periences. Providing detailed product information, comparisons, and user reviews on
your website and other platforms helps customers make informed decisions.

Consideration: Customers consider your cookstoves alongside competitors’ prod-
ucts. They evaluate how well your stoves meet their cooking needs, budget, and
sustainability goals. Offering demonstrations, virtual tours, and case studies can show-
case the advantages of your cookstoves.

Purchase: Customers decide to purchase your cookstove. This could be through your
website, retail partners, or other distribution channels. Make the purchasing process
smooth and user-friendly. Offer multiple payment options and provide clear instruc-
tions.

Post-Purchase Engagement: After the purchase, engage with customers to ensure
their satisfaction. Send thank-you notes, confirmation emails, and order tracking infor-
mation. Provide post-purchase support, such as installation guides, care instructions,
and troubleshooting resources.

Product Experience: Customers use your cookstoves and experience their benefits
first-hand. Their satisfaction is influenced by the stove’s performance, energy savings,
and ease of use. Offer ongoing support and resources, such as recipe ideas opti-
mized for your cookstoves and maintenance tips.

Customer Support and Assistance: Customers may have questions, concerns, or is-
sues related to their cookstoves. Provide responsive customer support through multi-
ple channels. Address inquiries promptly and effectively to build trust and satisfaction.

Repeat Purchase or Upsell: Satisfied customers are more likely to make repeat pur-
chases or consider upselling opportunities. Offer complementary products, accesso-
ries, or upgrades. Loyalty programs can incentivize repeat purchases and referrals.

Advocacy: Highly satisfied customers become advocates for your brand. They recom-
mend your cookstoves to friends, family, and online communities. Encourage reviews
and testimonials. Engage with advocates through social media and recognize their
support.

Feedback Loop: Continuously gather feedback from customers about their experi-
ences with your cookstoves. Use this feedback to improve products and services.
Demonstrating that you value their opinions reinforces the customer relationship.

HOW CAN A COOKSTOVE SELLER GET IT RIGHT IN CUSTOMER RELATIONSHIP
MANAGEMENT?

In this section engage the entrepreneurs through the journey of getting it right in customer
relationship management. The essence is to help them relate to what they do or ought to
do. Preferably this should be a group discussion. Put participants in random groups.

Getting customer relationship management right as a cookstove seller involves a combina-
tion of strategies, practices, and technologies that prioritize customer satisfaction, engage-
ment, and loyalty. Here’s how they can effectively manage customer relationships in their
cookstove business:
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Understand Your
Customers

Gather detailed information about your customers, including their
demographics, preferences, and pain points. This understanding
will help you tailor your products and services to better meet their
needs.

Implement a CRM
System

Invest in a suitable CRM software to centralize customer data,
track interactions, and manage relationships. This system should
offer features like contact management, sales tracking, customer
support, and analytics

Personalization

Use the data you collect to personalize your interactions with cus-
tomers. Send targeted marketing messages, recommend products
based on their preferences, and address them by their names in
communications.

Effective
Communication

Maintain open and clear lines of communication with your cus-
tomers. Provide timely responses to inquiries, keep them updated
about new products or promotions, and seek feedback to show
that you value their opinions.

Omni-channel
Engagement

Be present on multiple communication channels such as email,
social media, phone, and live chat. This ensures customers can
reach out to you through their preferred method.

Segmentation

Divide your customer base into segments based on various crite-
ria, such as purchase history, location, or preferences. This allows
you to target your communications and marketing efforts more
effectively.

Customer Support

Offer exceptional customer support. Train your support team to be
knowledgeable, empathetic, and responsive. Address customer
issues and concerns promptly and professionally

Loyalty Programs

Implement loyalty programs that reward repeat customers. This
could include discounts, exclusive offers, or referral bonuses,
incentivizing customers to stay engaged with your brand

Post-Purchase
Engagement

Don’t stop engaging with customers after the sale. Follow up with
them to ensure they are satisfied with their purchase and offer
assistance if needed. This also provides an opportunity to ask for
reviews and feedback

Data Analysis

Regularly analyze the data they collect from their CRM system.
Identify trends, customer behavior patterns, and areas where they
can improve your offerings.

Continuous
Improvement

Use the insights from the data analysis to refine their strategies.
Adapt and evolve their CRM practices based on changing custom-
er needs and market trends

Employee Training

Train their employees to understand the importance of customer
relationships and provide excellent customer service. Everyone in
the organization should be on board with the CRM goals

Community
Engagement

Since they are selling improved cookstoves, consider engaging
with the community through workshops, demonstrations, and
educational events. This not only raises awareness about their
products but also demonstrate their commitment to social and
environmental causes.

Feedback Incorporation

Act on the feedback they receive from customers. Use it to im-
prove their products, services, and overall customer experience

Long-term Relationship

Focus

Instead of focusing solely on immediate sales, aim to build long-
term relationships with their customers. This approach will lead to
repeat business and positive word-of-mouth referrals.
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Role-play exercise involves a cookstove seller and a potential customer interested in
purchasing an improved cookstove. This exercise focuses on demonstrating effective
customer engagement, product knowledge, and addressing customer needs.

Scenario: You are a sales representative for a cookstove company. A potential customer

has entered your store or is interacting with you online, expressing interest in purchasing
an improved cookstove for their kitchen.

Roles:

- Sales Representative (SR): You are the sales representative from the cookstove
company. Your role is to engage the customer, provide information about the
cookstoves, address their questions, and guide them through the purchase process.

. Potential Customer (PC): You are the potential customer interested in buying an
improved cookstove. You have questions about the product, its features, benefits, and

pricing.

Guidelines for Conducting the Role-Play:

The trainer should guide the participants on what to do to effectively perform the role play.
The trainer can share the guidelines below. Participants should be categorised in groups
of not more than five for effective performance of roles. They can interchange the roles as
others give them feedback.

1. Preparation:
o Familiarize yourself with the features, benefits, and pricing of the cookstoves your
company offers.

o Prepare key talking points about the cookstove’s energy efficiency, safety features,
cooking capabilities, and environmental benefits.

2. Engaging the Customer (SR):
o Greetthe potential customer warmly and introduce yourself.

o0 Ask open-ended questions to understand the customer’s cooking needs and pref-
erences.

o “Welcome! I'm here to help you find the perfect cookstove for your kitchen. Could
you tell me a bit about your cooking habits and what you’re looking for in a cook-
stove?”

3. Providing Product Information (SR):

o Share information about the various cookstove models you offer.

o Highlight key features such as energy efficiency, fast cooking times, and reduced
emissions.
Explain how the cookstove works and how it can benefit the customer.

o “Our cookstoves are designed to cook food quickly while using less fuel, which can
save you money and reduce environmental impact. They also emit fewer harmful
gases compared to traditional stoves.”

4. Addressing Customer Questions (SR):

o Listen actively to the customer’s questions and concerns.

o Provide detailed responses, addressing their inquiries about size, installation, main-
tenance, and safety.

o “Absolutely, the cookstove is available in different sizes to accommodate various
kitchen spaces. Our team can assist with installation, and we provide thorough user
manuals for easy maintenance. Safety is a top priority, and the stove is equipped
with safety features to prevent accidents.”
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5. Demonstrating Value (SR):

O

Emphasize the benefits of the cookstove, such as reduced cooking time, cost sav-
ings, and a healthier cooking environment.

Share any special offers, warranties, or additional services your company provides.

“By using our cookstove, you’ll be able to cook meals faster and use less fuel, which
can significantly lower your cooking costs over time. Plus, the reduced emissions
contribute to a cleaner indoor environment.”

Closing the Sale (SR):
If the potential customer expresses interest, guide them through the purchasing pro-
cess.
Offer assistance with any necessary paperwork or online transactions.

“If you're ready to move forward, | can help you with the purchase. We have a few
payment options available, and we’ll ensure the cookstove is delivered to your door-
step.”

Feedback and Reflection:

After the role-play, both participants should provide constructive feedback to each
other.

Discuss what went well, areas for improvement, and strategies for enhancing cus-
tomer interactions.

This role-play scenario involves a customer interaction and some guidelines for conducting
the exercise:

Scenario: A customer has purchased an improved cookstove from your company, and they are
experiencing some issues with its performance. They’ve called your customer support line for

assistance.

Roles:

Customer (C): You are the customer who has bought a cookstove and is facing performance
issues. Express your concerns, frustrations, and expectations clearly.

Customer Service Representative (CSR): You are the customer service representative
from the cookstove company. Your role is to assist the customer, address their concerns,
and provide a solution or guidance.

Guidelines for Conducting the Role-Play:

The trainer should guide the participants on what to do to effectively perform the role play.
The trainer can share the guidelines below. Participants should be categorised in groups
of not more than five for effective performance of roles. They can interchange the roles as
others give them feedback.

1.

Preparation:

The participants should familiarize themselves with the products, common issues,
and troubleshooting procedures related to the cookstoves.

Prepare a script or outline for the role-play, including key points to cover during the
interaction.

Setting the Scene:

Arrange a comfortable and quiet space for the role-play.
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Start the role-play by setting the scene: “You are a customer who has recently
purchased one of our improved cookstoves, and you are experiencing some issues.
You’ve called our customer support line for assistance.”

3. Customer’s Concerns (C):

The customer (C) should express their concerns and frustrations regarding the
cookstove’s performance. Mention issues such as difficulty in igniting, uneven heat-
ing, or any other problems.

Feel free to ask questions and seek clarification if needed.

4. Customer Service Interaction (CSR):

The customer service representative (CSR) should actively listen to the customer’s
concerns without interruption.

Acknowledge the customer’s frustrations and apologize for the inconvenience.
Ask probing questions to gather more information about the issue.

Provide clear and concise information about potential solutions or troubleshooting
steps.

Offer guidance on how to perform any necessary actions, such as checking gas
connections or cleaning the stove.

Address any concerns the customer has about safety, product warranty, or repair
services.

Ensure the customer is satisfied with the proposed solution or timeline for resolu-
tion.

Thank the customer for their patience and assure them of ongoing support.

5. Feedback and Reflection:

After completing the role-play, both participants should provide constructive feed-
back to each other.

Discuss what went well and areas for improvement, such as communication, empa-
thy, and problem-solving.

Reflect on the experience and identify strategies to enhance customer relations in
similar real-life scenarios.

6. Role Reversal (Optional):

Consider switching roles and repeating the role-play to give each participant the
opportunity to practice both sides of the customer interaction.

Role-playing exercises like this can help your customer service representatives develop
essential skills for managing customer relations effectively, leading to improved customer
satisfaction and loyalty in real-life customer interactions.
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THE 4CS OF CUSTOMER RELATIONSHIP MANAGEMENT

The trainer should explain the meaning of the 4cs of customer relationship management.
This is to help participants understand and relate them to what they practice in their busi-
nesses.

-

CUSTOMER

4 C’s
of Customers

Relationship
Managment

CONVENIENCE

1. Customer Needs and Wants:

Successful CRM involves identifying what the customer truly values and tailoring your
products and services to meet those needs.

2. Costto the Customer:

It includes factors like time, effort, and any non-monetary sacrifices required to obtain
and use the product or service. Effective CRM considers the overall value proposition
to customers, minimizing any perceived costs.

3. Convenience:

It involves making the buying process streamlined, efficient, and accessible through
various channels, aligning with the customer’s preferences and habits.

4. Communication:

It's not just about advertising, but also about creating meaningful interactions, en-
gaging with customers across multiple touchpoints, and providing clear, relevant, and
timely information. Communication in CRM involves building relationships and ad-
dressing customer needs throughout their journey.

Types of Customer Relationships for cookstove sellers

In this section take the entrepreneurs through the various types of customer relationships
they go through with different customers. The essence is to have them relate the types of
relationships they have with their different customer segments.

Participants are put in a group maximum five.

Transactional Relationships In this type of relationship, the focus is on individual sales
transactions. Cookstove sellers provide products to cus-
tomers, and the interaction is primarily centered around
the purchase. While these relationships are short-term,
they can still be positive and lead to repeat business if
customers are satisfied with the product and service.
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Consultative Relationships

Collaborative Relationships

Long-Term Partnerships

Educational Relationships

Sustainability-Centric
Relationships

Community Engagement
Relationships

Advocacy Relationships

Feedback-Oriented
Relationships

Exclusive or Premium
Relationships

Cookstove sellers who take a consultative approach
seek to understand customers’ cooking needs, prefer-
ences, and challenges. They then offer personalized rec-
ommendations and guidance to help customers choose
the most suitable cookstove for their requirements. This
approach builds trust and positions the seller as a knowl-
edgeable advisor.

Collaborative relationships involve actively working with
customers to address their unique needs. Cookstove
sellers might collaborate with customers to customize
features, provide tailored solutions, or even co-create
new product designs based on customer input

Building long-term partnerships involves nurturing on-
going relationships with customers. Cookstove sellers
offer post-purchase support, regular updates, and loyalty
programs to encourage repeat business. These relation-
ships are based on trust, consistent value delivery, and
mutual benefit.

Some customers might require education and training on
using improved cookstoves effectively. Cookstove sell-
ers can establish educational relationships by providing
workshops, webinars, or written guides that teach cus-
tomers how to maximize the benefits of their cookstoves

For environmentally conscious customers, cookstove
sellers can focus on building relationships that align

with sustainability values. This involves promoting the
eco-friendly aspects of improved cookstoves and engag-
ing customers in discussions about their positive impact
on the environment

Cookstove sellers can foster relationships by actively
engaging with communities. This might involve partner-
ing with local organizations, participating in events, and
providing cookstove solutions to underserved areas.
These relationships show the seller’'s commitment to
social responsibility

Satisfied customers who are passionate about the ben-
efits of improved cookstoves can become advocates.
Cookstove sellers can encourage these customers to
share their experiences, provide testimonials, and refer
others to the brand, thus expanding the customer base.

In this type of relationship, cookstove sellers actively
seek feedback from customers to continually improve
products and services. Regularly collecting and incor-
porating customer input demonstrates a commitment to
meeting their needs.

Cookstove sellers can establish premium relationships
by offering exclusive products, personalized services,
or priority support to select customers. This approach
appeals to customers seeking high-quality and tailored
experiences
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CUSTOMER FEEDBACK

Collecting customer feedback for cookstove sellers is essential for understanding customer
satisfaction, improving products, and enhancing the overall business operations. Guide the
participants on some effective ways to gather customer feedback:

The trainer can categorize the participants into groups and have them discuss and docu-
ment how they collect customer feedback.

Surveys

Create online surveys using platforms like Survey
Monkey or Google Forms. Ask customers about their
experience with the cookstove, its features, perfor-
mance, and any areas for improvement. Make sure the
survey is concise and easy to fill out.

Product Reviews

Encourage customers to leave reviews on your web-
site or e-commerce platform. Positive reviews can
attract new customers, while negative ones provide
insights into areas that need attention.

Email Follow-Ups

Send post-purchase emails to customers asking them
to provide feedback. Include a link to a feedback form
or a survey. Offer an incentive, such as a discount on
their next purchase, to encourage participation.

Social Media

Monitor social media platforms for mentions of your

cookstoves. Engage with customers who share their
experiences and ask for their opinions. You can also
create polls or posts specifically asking for feedback.

In-App Feedback

If you have a mobile app or online platform, integrate
a feedback feature directly within the app. This allows
users to easily provide feedback while using the prod-
uct

Customer Support Interac-
tions

During customer support interactions, ask for feed-
back about the product. This can help you identify any
issues customers are facing and find solutions

Feedback Cards

Include feedback cards with the product at the time
of delivery. These can be physical cards or QR codes
that customers can scan to provide feedback online.

Focus Groups

Organize focus groups with a diverse range of cus-
tomers. Discuss their experiences, pain points, and
suggestions for improvement. This provides more
in-depth insights

Online Communities

If you have an online community or forum, create a
space where customers can share their experiences
and suggestions with each other and with your team.

Feedback Events

Host events or webinars focused on discussing your
products. Invite customers to share their thoughts and
experiences in real-time.

Analytics and Usage Data

Analyze user behavior and product usage data to un-
derstand how customers are using your cookstoves.
This can provide insights into which features are popu-
lar and where improvements are needed.
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PART 02

AFTER SALES STRATEGY FOR
COOKSTOVES MANUFACTURER
AND LAST MILE SELLER

The trainer should explain the meaning of after sales strategy to the participants. The partic-
ipants can then be put into groups to discuss the after sales strategies they use. The groups
can then report back to the class for comparison and enrichment

An after-sales strategy refers to a set of planned activities and approaches that a business
implements to enhance the customer experience and maintain customer satisfaction after
a product or service has been purchased.

It involves building ongoing relationships with customers, addressing their needs, and pro-
viding support, guidance, and value beyond the initial point of sale. The goal of an af-
ter-sales strategy is to foster customer loyalty, encourage repeat business, and create pos-
itive word-of-mouth referrals.

This strategy often includes customer support, engagement initiatives, feedback collection,
warranty management, and other efforts aimed at ensuring customers derive ongoing val-
ue from their purchase and remain satisfied with their interactions with the company.

Developing a strong after-sales strategy is crucial for enhancing customer satisfaction,
building loyalty, and encouraging repeat business for a cookstove seller. Here are some
key components to consider when creating an effective after-sales strategy:

1. Prompt Customer Support:

Provide accessible and responsive customer support channels (phone, email, live
chat) to address any post-purchase queries or issues.

Train your support team to be knowledgeable about your cookstoves, so they can
provide accurate assistance.

2. Product Registration and Warranty:

Encourage customers to register their purchased cookstoves online. This helps you
keep track of customer information and provides a way to reach out with updates or
recalls.

Clearly communicate warranty terms and conditions. Make it easy for customers to
understand what’s covered and for how long.

3. Installation and Training:

Offer installation guides or videos to assist customers in setting up their cookstoves
correctly.

Consider providing virtual training sessions or workshops to ensure customers know
how to use the product effectively and safely.

4. Regular Updates and Maintenance Tips

Share maintenance tips and best practices with customers to help them prolong the
life of their cookstoves.

Provide regular updates on any improvements, features, or accessories that could
enhance their cooking experience.

5. Feedback Collection:

Continuously seek feedback from customers regarding their experiences with the
cookstoves. This helps you identify areas for improvement and innovation.

6. Exclusive Offers and Loyalty Programs:

Offer special discounts, promotions, or loyalty rewards to customers who make repeat
purchases or refer others to your cookstoves.
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Engagement and Education:

Create an online community or forum where customers can share their experiences,
ask questions, and interact with your team and other customers.

Share educational content such as recipes, cooking tips, and energy-saving advice to
keep customers engaged with your brand.

Regular Check-ins:

Send follow-up emails or messages after a certain period to ensure customers are
satisfied with their purchase and haven’t encountered any issues.

Surprise and Delight:

Occasionally, surprise loyal customers with small gifts, personalized notes, or exclu-
sive offers. This shows appreciation and builds a positive relationship.

Recycling and Disposal Assistance:

Provide guidance on how to properly dispose of old or damaged cookstoves in an
environmentally friendly way.

Data Utilization:

Use data analytics to track customer behavior and preferences. This can help tailor
your after-sales communications and offerings to individual customers.

Quality Control and Product Improvements:

Use feedback from customers to identify areas for product improvement. This demon-
strates that you value their input and are committed to delivering a better product.
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PREREQUISITES FOR TRAINERS

Before embarking on training others in
costing and pricing, trainers should ideal-
ly possess the following prerequisites:

«  Subject Matter Expertise: Trainers
should have a solid understanding of
costing and pricing principles, meth-
ods, and strategies.

. Teaching Skills: Effective trainers
should be skilled in instructional
techniques, including designing en-
gaging training materials, facilitating
discussions, and assessing learning
outcomes.

« Access to Resources: Trainers should
have access to the necessary re-
sources, such as textbooks, software
tools, case studies, and industry-spe-
cific examples, to create comprehen-
sive and engaging training sessions.

- Industry Knowledge: Depending
on the industry or sector in which
they operate, trainers should have
industry-specific knowledge to tailor
training materials and examples to
the needs of their audience.

«  Continuous Learning: Costing and
pricing strategies can evolve over
time. Trainers should be committed to
staying updated with industry trends
and best practices.

. Communication Skills: Effective com-
munication is essential for trainers to
convey complex concepts in a clear
and understandable manner to their
trainees.

- Adaptability: Trainers should be
adaptable and able to customize
training content to suit the specific
needs and experience levels of their
audience.

TRAINING MODULES

Here are some key training modules to
be covered

MODULE 1

Understanding Costing and Pricing

Objective: to provide trainers with a solid
foundation in the fundamental concepts
and principles related to costing and pric-
ing in a business context.

MODULE 2

Costing Methods

Objective: to equip trainers with a com-
prehensive understanding of various
costing methods commonly used in busi-
ness and industry

MODULE 3

Pricing Strategies

Objective: provide trainers with a com-
prehensive understanding of various pric-
ing strategies used in business and guide
them in teaching trainees how to strategi-
cally set prices for products or services

MODULE 4

Break Even Analysis

Objective: to educate participants about
the concept of break-even analysis, its
importance, and how to apply it in busi-
ness decision-making.

These training modules is designed to be
interactive, engaging, and tailored to the
needs of the trainers. Each module can
include a mix of presentations, hands-on
exercises, case studies, and discussions
to ensure that trainers not only under-
stand the concepts but can also effective-
ly teach them to others.
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MODULE 01

Define Costing and Pricing
Costing Defined

Explanation of what costing is in a business context, including its role in determining the
expenses associated with producing a product or providing a service.

Pricing Defined

Explanation of pricing as the process of setting a value or monetary amount on a product
or service for sale to customers.

Costing vs. Pricing

Distinction between costing and pricing, emphasizing that costing deals with determining
internal costs, while pricing is focused on external market considerations.

THE IMPORTANCE OF COSTING AND PRICING

«  Costing helps in budgeting, resource
allocation, and financial decision-mak-
ing

- Budget Planning: Accurate costing is
fundamental in developing realistic
budgets. Knowing the costs involved
enables organizations to secure ap-
propriate funding and avoid budget
shortfalls, ensuring that projects can
be executed smoothly.

« Resource Allocation: Costing helps
organizations allocate resources effi-
ciently. It allows them to understand
the financial implications involve in
manufacturing, distribution, and offer-
ing support services. This ensures op-
timum use of available resources

- Pricing Strategy: Understanding the
costs of manufacturing, distribution,
and marketing is essential in setting
the right price points for consumers.
Costing data helps organizations
strike a balance between affordability
for consumers and financial sustain-
ability.
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MODULE 02
COSTING METHODS

CLASSIFICATION OF COSTS

Costs can be classified into several categories based on

1.

Classification by Nature or behavior

Categorization of costs based on how they react to changes in activity levels within a
business, particularly in relation to fluctuations in production or sales volumes

Variable Costs: Costs that change in direct proportion to changes in production or sales
volume. Examples include direct materials and sales commissions.

Fixed Costs: Costs that remain constant and do not change with production or sales
fluctuations. Examples include rent and insurance premiums.

Categorizing costs based on their purpose or role within an organization

Production Costs: Costs associated with producing or purchasing products intended
for sale.

Administrative costs: Costs incurred by an organization that is not directly tied to
the production of goods or services but is related to the overall management and
administration of the business (Salaries and Wages, Rent, Office Supplies, Utilities,
Legal fees, Insurance)

Selling and Distribution: costs incurred by a business to promote, sell, and distribute its
products or services to customers (Sales Salaries and Commissions, Advertising and
Marketing Expenses, Packaging Costs, Travel and Entertainment

Financing Costs: Costs that are not directly related to the core operations of the
business but are associated with financing, interest, or investments.

Research and Development: Costs incurred by a company during product development
of new and the improvement of existing ones (Intellectual Property, Software and
Technology, Testing and Prototyping

categorizing costs based on the extent to which they can be directly traced or assigned
to a specific cost object, such as a product, project, department, or customer

Direct Costs: Costs that can be directly traced to a specific product, project, or
department. Examples include raw materials and direct labor.

Indirect Costs (Overhead): Costs that cannot be directly traced to a specific cost
object and support overall business operations. Examples include rent, utilities, and
management salaries.
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INTRODUCE DIFFERENT COSTING METHODS

Job Order Costing:

Method used primarily in industries where products or services are customized or pro-
duced in small quantities, and each unit or batch is unique

This method is particularly suitable for businesses that manufacture custom-made products
or offer specialized services. Job order costing assigns costs to individual jobs or projects,
allowing for precise tracking of expenses associated with each job

Job order costing helps businesses track the profitability of each job. By comparing the
total costs associated with a job to the revenue generated from that job

Example of Job Order Costing

Scenario: Imagine a company called “EcoStove Fabricators,” which specializes in manufac-
turing clean cook stoves. Each clean cook stove they produce is customized to meet the
needs of different NGOs (Non-Governmental Organizations) and government agencies that
distribute these stoves in rural communities to promote clean cooking practices. EcoStove
Fabricators uses job order costing to track costs for each batch of customized cook stoves.

Job #0071 - NGO X’s Clean Cook Stoves (Batch of 200 units):

Direct Materials: $2,500 (cost of steel, ceramic lining, and heat-resistant paint)
Direct Labor: $1,200 (cutting, welding, and assembly)

Overhead Costs: $800 (allocated based on direct labor hours)

Job #002 - Government Agency Y’s Clean Cook Stoves (Batch of 300 units):
Direct Materials: $3,750 (cost of steel, ceramic lining, and heat-resistant paint)
Direct Labor: $1,800 (cutting, welding, and assembly)

Overhead Costs: $1,200 (allocated based on direct labor hours)

Job #003 - NGO Z’s Clean Cook Stoves (Batch of 150 units):
Direct Materials: $1,875 (cost of steel, ceramic lining, and heat-resistant paint)
Direct Labor: $900 (cutting, welding, and assembly)

Overhead Costs: $600 (allocated based on direct labor hours)
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Process Costing

Method used primarily in industries with standardized, continuous production processes. It
is particularly well-suited for businesses that produce large quantities of identical or similar
products over a specified period

Industries that often use process costing include chemical manufacturing (e.g., production
of paint), food processing (e.g., making cereal), oil refining (e.g., gasoline production), and
textile manufacturing (e.g., fabric production)

Example of process Costing

Scenario: Imagine “EcoStove Fabricators” has expanded its operations to include a
continuous production line for clean cook stoves. They now produce a standardized
model of clean cook stove in large quantities for various distribution channels. EcoS-
tove Fabricators employs process costing to determine the average cost per unit over
a specific period.

Production Process: The production process for clean cook stoves involves three main
stages: Cutting and Shaping, Assembly, and Quality Control. Each stage adds value to
the stoves, and the stoves move sequentially through these stages.

Period: The costing period considered is one month.
Calculation:
- Total Costs for Each Stage (Cutting and Shaping, Assembly, Quality Control)

- Equivalent units produced at each stage (Cutting and Shaping, Assembly,
Quality Control)

. Cost per Equivalent unit under each stage (Cutting and Shaping, Assembly,
Quality Control)

«  Summation and Average Cost per Unit
Total Cost = Sum of the costs assigned in each stage.
Total Units Produced = Sum of completed units and units in ending WIP.

Average Cost per Unit = Total Cost / Total Units Produced.

Activity-Based Costing (ABC):

Method used to allocate costs to products, services, or activities based that drive those
costs. ABC provides a more accurate allocation of indirect costs

Example of process Costing

Scenario: EcoStove Fabricators produces clean cook stoves through various manufac-
turing activities. These activities include materials procurement, cutting and shaping,
assembly, quality control, and distribution. ABC will be applied to allocate indirect costs
to the production of clean cook stoves more accurately.

Applying Activity-Based Costing (ABC):
1. Identify Cost Activities and Cost Drivers:
Materials Procurement Activity:
- Cost Driver: Number of supplier transactions (e.g., purchase orders)

- Costs: Salaries of procurement staff, supplier communication costs.
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Cutting and Shaping Activity:

- Cost Driver: Machine hours

- Costs: Machine maintenance, energy consumption.

Assembly Activity:

- Cost Driver: Direct labor hours

- Costs: Labor wages, tools and equipment maintenance.

Quality Control Activity:

- Cost Driver: Number of inspections

- Costs: Salaries of quality inspectors, testing equipment maintenance.

Distribution Activity:

- Cost Driver: Number of units shipped

- Costs: Transportation costs, packaging materials.

Exercise: Identifying and Calculating Variable and Fixed Costs

Objective: To practice job order cost-
ing by calculating the total job cost for
the fabrication of a batch of clean cook
stoves.

Scenario: You work for “EcoStove Fab-
ricators,” a company that manufactures
clean cook stoves. Your task is to calcu-
late the job costs for a specific fabrication
job involving the production of 100 clean
cook stoves.

Data for the Exercise:

Materials: The materials used for fab-
ricating each clean cook stove include
steel, ceramic lining, and heat-resistant
paint. The material costs per stove are as
follows:

Steel: Ksh 30 per stove
Ceramic Lining: Ksh 10 per stove
Heat-Resistant Paint: Ksh 5 per stove

Labor: The fabrication process for each
stove involves cutting, welding, and
assembly. The labor cost per stove for
these activities is Ksh 15

Overhead: The overhead costs for this
job include machine maintenance, energy
consumption totaling Ksh 1500.

OTHER COSTS INCLUDE

Rent for Manufacturing Facility:
Ksh2,000

Salaries (Administrative and Manage-
ment): Ksh 5,000

Airtime: Ksh1,500
Transportation: Ksh500
INSTRUCTIONS:

1. Calculate the total material and labor
cost for the batch of 100 clean cook
stoves.

2. Calculate the total direct cost for the
batch of 100 clean cook stoves.

3. Calculate the total fixed cost,

4. Calculate the total job cost for fabri-
cating 100 clean cook stoves

Determine whether the job is profitable
by comparing the total job cost to the
selling price of the batch of clean cook
stoves which is Ksh 7,000
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Solution:

Total Direct Material Cost:

Steel: $30 per stove * 100 stoves = $3,000

Ceramic Lining: $10 per stove * 100 stoves = $1,000
Heat-Resistant Paint: $5 per stove * 100 stoves = $500

Total Direct Material Cost = $3,000 + $1,000 + $500 = $4,500
Total Direct Labor Cost:

Labor Cost per Stove: $15 per stove * 100 stoves = $1,500
Total Manufacturing Overhead Cost: $500

Total Job Cost:

Total Job Cost = Total Direct Material Cost + Total Direct Labor Cost + Total Manufac-
turing Overhead Cost

Total Job Cost = $4,500 + $1,500 + $500 = $6,500
Profitability:

Compare the total job cost ($6,500) to the selling price of the batch of clean cook
stoves. If the selling price is higher, the job is profitable.

Cost Optimization Strategies

Set of deliberate actions and approaches that organizations take to minimize expenses
while maintaining or improving the value of their products or services. Some common cost

optimization strategies include

Strategy

Action

Process Streamlining

Map and document process flows

Supply Chain Optimization

Negotiate favorable terms with vendors and suppliers,
Evaluate suppliers and negotiate better terms or volume
discounts,

Energy Efficiency

Minimize waste generation and implement recycling
programs

Outsourcing

Outsource non-core functions to specialized service
provider

Technology Modernization
and Automation

Invest in technology upgrades to improve efficiency and
reduce manual effort.

Inventory Management

Implement just-in-time inventory practices to minimize
carrying costs

Workforce Optimization

Reviewing staffing levels and roles for efficiency

Employee Engagement and
Training

Train employees to use resources efficiently and avoid
waste.

Risk Mitigation

Identify and mitigate potential risks that could lead to
unexpected costs.
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MODULE 03
PRICING STRATEGIES

WHAT IS PRICING

Pricing is the process of determining the value or monetary worth of a product, service, or
asset and setting a specific amount (the price) that a buyer must pay to acquire or use it.

Key considerations when pricing

Value Assessment: Pricing is closely tied to the perceived value of a product or ser-
vice.

Cost considerations include direct costs (e.g., materials, labor) and indirect costs (e.g.,
overhead, administrative expenses).

Market Analysis: Businesses need to analyze market conditions, including competi-
tors’ pricing, customer demand, and price elasticity

Pricing Tactics: Pricing tactics involve decisions about discounts, promotions, bun-
dling, and price adjustments over time. These tactics can influence customer behavior
and market perception

Revenue and Profit Goals: Pricing directly affects a business’s revenue and profitabil-
ity. Companies must balance the need to generate revenue with the goal of achieving
desired profit margins.

Introduction to Various Pricing Strategies

Cost-Plus Pricing: This strategy involves setting prices by adding a markup percent-
age to the cost of producing or purchasing a product or service.

Value-Based Pricing: Value-based pricing focuses on setting prices based on the per-
ceived value of a product or service to the customer, rather than just the cost.

Competitive Pricing: Competitive pricing involves setting prices based on what com-
petitors are charging for similar products or services

Other Pricing Strategies

Penetration pricing

Price skimming

Profit maximization

Revenue maximization

Psychological pricing

Predatory pricing

Promotional pricing

Where entrepreneur lowers the price to enter the market;

Where entrepreneur is the only supplier and hence can charge
high prices before competitors come into the market

Entrepreneur’s objective is to maximize the profit

Entrepreneur aims at maximum revenue without much regard to
profits.

Retail prices are often expressed as just-below round number. For
example, selling a Improved Cookstove (ICS) at Kshs.3,999 (rather
than Kshs.4,000).

This is pricing to undercut competition. For example, selling at
Kshs.2,450 while others sell at Kshs.2,500.

A sales strategy in which the entrepreneur temporarily reduce the
price of a product or service to attract prospects and customers
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Case Study: Pricing Strategies for Clean Cook Stove Sellers and Distributors

Company X - Cost-Plus Pricing:

Objective: Company X is a distributor of
clean cook stoves with a primary goal of

maintaining profitability and covering oper-

ational costs.

Strategy: Company X adopts cost-plus
pricing. They calculate the total cost of
purchasing clean cook stoves from man-

ufacturers, which includes the cost of the
stoves, shipping, warehousing, and over-
head. They add a predetermined markup
(e.g., 20%) to determine their selling prices.

Advantages: This strategy ensures consis-
tent profitability and helps cover operation-
al expenses. It simplifies pricing decisions.

Disadvantages: Company X may miss
opportunities to adjust prices based on

market demand or competition. It might not

fully consider the perceived value of the
stoves to customers.

Company Y - Value-Based Pricing:

Objective: Company Y is a seller of clean
cook stoves aiming to stand out in a com-

petitive market.

Strategy: Company Y employs val-
ue-based pricing. They conduct market

research to understand the needs of their
target customers, which include environ-

mentally conscious consumers in both

developed and developing regions. They
design a clean cook stove with advanced

features such as fuel efficiency, reduced
emissions, and user-friendly controls.
Pricing is set at a premium to reflect the
superior value offered.

Advantages: Company Y can command
premium prices, resulting in higher profit

margins. They attract customers willing to
pay more for environmentally friendly and

efficient stoves.

Disadvantages: This strategy may lim-
it market share due to higher prices. It

Price Strategy

[What pricing strategy will you adopt in pricing your products? Will it be demand-oriented,

cost-oriented or competitor-oriented?

requires continuous innovation to maintain
perceived value.

Company Z - Competitive Pricing:

Objective: Company Z is a distributor of
clean cook stoves with the primary ob-
jective of gaining a competitive edge and
expanding market share.

Strategy: Company Z uses competitive
pricing. They closely monitor the prices of
clean cook stoves offered by competitors
and adjust their prices accordingly. If a
competitor lowers prices or offers pro-
motions, Company Z responds with price
reductions or competitive bundles.

Advantages: This strategy allows Company
Z to respond swiftly to market changes and
maintain competitiveness. It helps them
attract price-sensitive customers.

Disadvantages: Continuous price reduc-
tions may lead to thinner profit margins and
potential price wars with competitors.

Conclusion

In this case study, Companies X, Y, and Z
each employ different pricing strategies to
achieve their specific business objectives
in the clean cook stove market.

Company X maintains profitability and cost
stability but may miss opportunities to
capture more value or differentiate.

Company Y successfully commands premi-
um prices by delivering superior environ-
mental benefits.

Company Z focuses on gaining market
share by responding to competitive pres-
sures.



MODULE 04
BREAK EVEN POINT

UNDERSTANDING BREAK-EVEN ANALYSIS

Break-even analysis is a financial tool used to
determine the point at which a business neither
makes a profit nor incurs a loss. It identifies the
level of sales or revenue needed to cover all
costs

Break-Even Paint

Variable
Costs

Revenue ($)

Units Sold

Components of Break-Even Analysis
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Fixed Costs:

Definition: Fixed costs are
expenses that remain constant
regardless of the level of pro-
duction or sales. They do not
vary with changes in output.

Examples: Rent or lease pay-
ments for facilities, salaries
of permanent staff, insurance
premiums, and equipment
depreciation.

Fixed Costs:

Definition: Fixed costs are
expenses that remain constant
regardless of the level of pro-
duction or sales. They do not
vary with changes in output.

Examples: Rent or lease pay-
ments for facilities, salaries
of permanent staff, insurance
premiums, and equipment
depreciation.

Contribution Margin:

Definition: Contribution margin
is the difference between total
sales revenue and total vari-
able costs. It represents the
amount of money available to
cover fixed costs and contrib-
ute to profit after variable costs
are accounted for.

Formula: Contribution Margin
(CM) = Total Revenue (TR) -
Total Variable Costs (TVC)

Contribution Per Unit

Contribution

per unit

Selling price
per unit

Variable cost
per unit

= cleartax



Case Study: Calculating the Break-Even Point for a Clean Cook Stove Company

ABC Clean Cook Stoves is a company that manufactures and sells energy-efficient clean cook stoves.
The company wants to determine the break-even point to understand how many units they need to sell
to cover their costs and achieve profitability. Here are the details for the

Fixed Costs (FC): Ksh 1,500,000 per month
Variable Costs per Unit (VC): Ksh 1,050 per unit
Selling Price per Unit (SP): Ksh 1,500 per unit
Calculate the Contribution Margin per Unit

Contribution Margin per Unit = Selling Price per Unit - Variable Costs per Unit Contribution Margin per
Unit = Ksh 1,500 - Ksh 1,050 Contribution Margin per Unit = Ksh 450

Calculate the Break-Even Point in Units

Break-Even Point (in units) = Fixed Costs / Contribution Margin per Unit Break-Even Point (in units) = Ksh
1,500,000 / Ksh 450 Break-Even Point (in units) = 3,333.33

Calculate the Break-Even Point in Shillings

Break-Even Point (in shillings) = Break-Even Point (in units) x Selling Price per Unit Break-Even Point (in
shillings) = 3,334 units x Ksh 1,500 Break-Even Point (in shillings) = Ksh 5,001,000

Conclusion:

The clean cook stove company needs to sell approximately 3,334 units of their product at the selling
price of Ksh 1,500 per unit to cover their fixed costs of Ksh 1,500,000 and reach the break-even point.

The company’s total revenue at the break-even point would be Ksh 5,001,000, which covers the total
costs of Ksh 1,500,000 in fixed costs and the variable costs for 3,334 units. Understanding the break-
even pointis crucial for the company to make informed decisions about pricing, sales targets, and
business planning to achieve profitability and financial success.

Factors that affect the break-even point of a business
Here are key factors that can affect the break-even point of a business:

Fixed Costs: The level of fixed costs significantly impacts the break-even point. Higher fixed costs,
such as rent, salaries, and insurance, will require a higher level of sales to cover those costs and reach
the break-even point.

Variable Costs per Unit: The variable cost per unit, which includes expenses like raw materials and
direct labor, affects the break-even point. If variable costs are high, it will require more sales to cover
those costs and break even.

Selling Price per Unit: The selling price per unit directly influences the break-even point. A higher sell-
ing price per unit means that each sale contributes more to covering fixed costs, potentially resulting in
a lower break-even point

Case Study: Calculating the Break-Even Point for a Clean Cook Stove Company

Background:

The Clean Cook Stove Company manufactures and sells energy-efficient cook stoves designed to
reduce indoor air pollution and deforestation. The company’s stoves are sold to households in rural
areas where traditional cooking methods are prevalent. The management team wants to determine the
break-even point to assess the viability of the business and make informed decisions about pricing and
production.

Key Information:
Fixed Costs (monthly): Ksh 10,000 (includes rent, utilities, and administrative salaries).
Variable Cost per Stove: Ksh300 (includes materials, labor, and variable overhead).

Selling Price per Stove: Ksh 1000.
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Monthly Sales Revenue: Ksh10,000 (based on current sales of 100 stoves per month).
Task 1: Calculate the Break-Even Point in Units

Using the break-even point formula, calculate the number of stoves the Clean Cook Stove
Company needs to sell to break even.

Break-Even Point (in units) = Fixed Costs

Selling Price per Stove — Variable Cost per Stove
Break-Even Point (in units)} = 10,000 = 14.2 {units}
1000 - 300

The Clean Cook Stove Company needs to sell 14 cook stoves to break even.
Task 2: Calculate the Break-Even Point in Revenue
Now, calculate the total sales revenue required to reach the break-even point.

Break-Even Point (in revenue) = Break-Even Point (in units) x Selling Price per
Stove

Break-Even Point (in units): 14 units
Selling Price per Stove: Ksh 1000
{Break-Even Point (in revenue)} = 14 units *1000 = 14,000

The Clean Cook Stove Company needs to generate Ksh 14,000 in sales revenue to break
even.

Task 3: Analysis

The Clean Cook Stove Company is currently selling 100 stoves per month, resulting in
monthly sales revenue of Ksh 10,000.

The break-even analysis reveals that the company needs to increase the current sales
volume to reach the break-even point.

The break-even point provides valuable information for pricing decisions and financial
planning. To become profitable, the company may consider strategies to increase sales,
reduce variable costs, or adjust pricing.

Reduced Fixed Costs Scenario:

Reduced Fixed Costs (monthly): Ksh 7,000 (after cost-cutting measures)
New Break-Even Point Calculation:
Break-Even Point (in units)= Selling Price per Stove-Variable Cost per Stove

=Ksh 7,000 =100 units

1000 -300

In the reduced fixed costs scenario, the Clean Cook Stove Company needs to sell only 10
stoves to break even.

Impact Analysis:

The reduction in fixed costs from Ksh10,000 to Ksh7,000 has lowered the break-even point
by 4 units.

With lower fixed costs, the company is more financially efficient and can reach the break-
even point with fewer sales.This reduction in the break-even point enhances the compa-
ny’s ability to achieve profitability and absorb lower sales volumes or economic fluctua-
tions.

Reduced Variable Costs Scenario:

Reduced Variable Cost per Stove: Ksh 200 (due to cost-saving measures or efficiency
improvements)
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New Break-Even Point Calculation:

Break-Even Point (in units) =10,000 =12.5 units

1000 - 200}

Clean Cook Stove Company needs to sell approximately 12 stoves to break even.
Impact Analysis:

The reduction in variable costs from Ksh 300 to Ksh 200 per stove has lowered the break-
even point by approximately 2 units.

With lower variable costs, each sale contributes more to covering fixed costs, reducing the
number of sales required to reach the break-even point.

This reduction in the break-even point enhances the company’s ability to achieve profit-
ability and absorb lower sales volumes or economic fluctuations.

Reducing variable costs is often a focus area for businesses aiming to improve their cost
structure and profitability. However, it’s essential to ensure that cost reductions do not
compromise product quality or customer satisfaction, as these factors can affect sales and
revenue.
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MODULE 5

FINANCIAL PLANNING
AND MANAGEMENT

The module equips Last Mile Entrepreneurs (LMEs and
Improved Cook Stove (ICS) producers with with the
knowledge and skills on Proper Record Keeping, Budgeting
and how to prepare Financial Statements and make informed
financial decisions

Purpose of the Manual

The purpose of a Training of Trainers (ToT) manual on record keeping, financial
planning, and financial management is to provide trainers with the necessary re-
sources, content, and methodologies to train individuals or groups on how to main-
tain accurate records, create financial plans, and manage their finances effectively.
This manual aims to:

1. Empower Trainers: Equip trainers with the knowledge and tools they need to
conduct successful training sessions on Finacial Management

2. Enhance Understanding: Enhance trainers’ understanding of Finacial Manage-
ment concepts, methods, and strategies.
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Prerequisites for Trainers

Before embarking on training others in Finacial Planning and Management,
trainers should ideally possess the following prerequisites

Subject Matter Expertise: In-depth knowledge and understanding of record
keeping, financial planning, and financial management principles and prac-
tices.

Teaching Skills: Effective trainers should be skilled in instructional tech-
niques, including designing engaging training materials, facilitating discus-
sions, and assessing learning outcomes.

Access to Resources: Trainers should have access to the necessary re-

sources, such as textbooks, software tools, case studies, and industry-spe-
cific examples, to create comprehensive and engaging training sessions.

Training Modules

Here are some key training modules to be covered

MODULE 1

Record Keeping Best Practices

Objective: to Understand the importance
of effective record-keeping for financial
management and Identify different types
of financial records

MODULE 2

Effective Record-Keeping Techniques

Objective: to Understand the importance
of effective record-keeping for financial
management

Basic Business Financial Records

Objective: to Identify different types of
business financial records

MODULE 4

Preparation of financial statements

Objective Understand the key
components of financial statements and
preparing financial statements.

Monitoring your Cashflow

Objective: Understand the importance
of cash flow and how to monitor and
manage the cash flow

Business Funding

Objective: to Understand the importance
of effective record-keeping for financial
management
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MODULE 01

RECORD KEEPING BEST

PRACTICES

IS IT POSSIBLE TO REMEMBER THEM?

We engage in financial transactions all the time. Take another look at the cash flow tree
from Book 1. There are so many things we need to buy for our business enterprises and
for our family use, and so many things we might be selling or doing to earn money

We may pay for things with cash or by exchanging goods or, if we have a bank account,

by cheque or mobile phone. We may pay for things straight away or arrange to pay after
a period of time — maybe a week or a month. We may sell things and agree to wait some
time for payment and we might be paid in cash or with goods or a cheque issued by a

bank.

CASH FLOW TREE

e M
e T T
s |_| -
Fa f/ﬁ:" l‘ II'::IN 4
¥ ,

These are all financial transactions and
if we want to manage our business
effectively, we need to remember the
transactions we make — how much we
have bought or sold, how much money
was involved, when we paid or received
the money or, indeed, if we have not yet
done so. If we don’t remember, we will
not be able to work out how much profit
we have made or manage our debts or
our cash flow.

Can we do this in our heads? Many
people are very good at remembering
the details of their business activities and
in farming, financial transactions may be
quite occasional and thus easier to re-
member. However, if you want to improve
your business and make more money,
remembering may not be quite good
enough.
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BOOK KEEPING

Bookkeeping means that you write down all of the money that comes into your busi-
ness and all the money that goes out of your business.

It is the recording of business transactions as they occur. It entails recording of what is
bought, sold, owed, and owned.

Importance of bookkeeping for your business

You know how much money you have received,

You know how much money you have spent and how you have spent it;

You know whether you are making a profit or a loss;

You are able to make better decisions on what to buy and sell;

You keep records of buying and selling on credit, so that people cannot trick you;

You keep records of money coming in and going out of your business and thus pre-
vent abuse of funds and avoid mistrust amongst yourself, employees and business
partners.
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Users of business records

“Managers «Sales Staff
~Officers Budget Officers
sInternal Auditors -Controllers

@ Key Question?

How do you use the business/ financial records that you keep for your

improved cookstove business?

TYPES OF FINANCIAL RECORDS

Do you keep the paperwork?

Many of your financial transactions may involve pieces of paper
written or printed by the person or business you are dealing with.

Try and make a list of paper documents

e S e L ——
= R ST that may be associated with financial
it | PR | - transactions.
o R-= a8 =
i iy T Sy afm Did you think of some of these?
T g - i | IR
e o R e | Till receipts from shops or input suppliers
g %__;_‘__ Y = Invoices showing how much you have
"_'::_ ¥ "r-. — =] to pay Purchase orders from lending
i : institutions Receipts for goods you have
- delivered

Order forms or delivery notes for
purchased items Receipts from mobile
phone banking agents or bank passbooks
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General accounting documents required by an SMEs

When you choose to run a business, you must establish measures that will account for
money that come in and go out of business. This is done using record books. Here are

some of the record books needed for good record keeping:

Cash sale register: This is a list of
cash sales made every day. It is bal-
anced at the end of the day to see if
cash at hand balances with the cash
sale register.

«  Credit sale register: This captures the
list of all the sales made on credit ev-
ery day. It is important in tracking the
creditors and how much they owe

Receipt book: This is an acknowl-
edgement of payment to the busi-
ness by a client. It captures the
payment details such as the amount
paid and the purpose for payment

«  Petty Cash Voucher: This used to
track the disbursement of a small
amount of cash from a petty cash
fund

« Inventory record: This captures the
stock into and out of the business. It
includes what you had at the begin-
ning of the year, what has been add-
ed to those items through purchases
and production and how much has
left your business through sales, con-
sumption, planned use or losses

Bank statement: It shows withdraws
and deposits made to the business
account, the balance at the banks
and other transaction fees associated
with banking. It is useful when con-
ducting reconciliation

A simple cash book

Delivery note: This is used to ac-
knowledge that the client has re-
ceived good delivered to them.It is
signed by the client to indicate they
have received the goods

Invoice: This is request for payment
note, usually given to a client after
goods have been supplied. It indi-
cates how much is owed by the client
to the business and specifies time-
lines and mode of payment

Purchase order: A purchase or-
der (PO) is document issued by a
buyer to a seller indicating types,
quantities, and agreed prices for
products or services.

Contracts: These are legally bind-
ing agreements that recognize and
govern the rights and duties of the
parties to the agreement.

Employee records: Keeps a record of
who had worked for you, how much
they have worked (number of hours,
days or quantity of work done), how
much they were paid and when they
were paid.

Assets register: This is a list of all the
physical property of a business along
with their Purchase date, the values
and the depreciation at a specified
date

The purpose of a cash book is to record money in (receipts) and money out (payments)
whenever it occurs. You can use a simple exercise book to do this by drawing lines to

make the columns or you can use a bookthat already has columns printed in it.

Date Details Receipts Payments

12 Sep 27 Chickens at market 1700.00

18 Sep 50 kg chicken feedfrom 187.00
Delta Coop Supplies

25 Sep 75 kg maize seed from ABC Trading Co. 295.50

27 Sep Contract work for G.Nada 220.00

30 Sep Contract work for S.Temba 352.00
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Receipts Payments
Date Details Amount | Date | Details Amount
15/4 100 kg groundnuts 315.40 14/4 | Veterinary fees - cattle | 93.00
26/4 Wages — piece 155.00 16/4 | Vegetable seeds 17.80
work
25/4 | School uniforms 47.60
30/4 | Charcoal 25.00
Monthly Total 470.40 | Monthly Total 183.40
10/5 Hire charges 130.00 1/5 Wages for 55.90
for ox cart P. Owenya

Prepare a simple cash book layout on paper and then enter your financial transactions
for the last month.

Debtors Book

If you frequently provide services or sell goods on credit, maintaining a list of debtors is
vital to remaining in control. Without follow-up your customers may delay repaying or may
not repay you at all. Without records you may forget who owes you money or you may get
into arguments about amounts and dates, and while your customers have your money,
you cannot use it to buy your inputs or improve your business.
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Creditors Book

A credit book will also remind you of items you purchase on credit, although you may find
it more effective to use a diary or calendar to remind you of when to pay

Date

Details
Quantity
Amount bought
on credit
Amount paid
Balance

Sign
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There is one other book that you may wish to keep if you want to make an accurate
assessment of the profitability of your business. If you use a significant amount of farm
produce in your home, it might be worth keeping a note of it so that you can include it in
the output calculation of your profit and loss account.

A record of produce used in the home might look like this:

Date Details Value
6 Mar 10kg maize 25.00
9 Mar 2 chickens 10.00
13 Mar 1 kg onions 6.50
18 Mar 1tin beans 12.00
20 Mar 10 eggs, 2kg vegetables 8.50

The value recorded should be equal to the price you would have had to pay, if you had
bought the food in the local market.

Invoices

Detailed bill that outlines the products, services, quantities, prices, and terms

of the transaction.

What Does an Invoice Include?

@

The cusbomer's

naimae and sddrags -— -7
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Description of tems/
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Receipts
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Price of [bemu/services
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Tarms of paymantS
payment due date

A cash receipt is a printed acknowledgment of the cash received during a transaction

81



[S¥A Business Training Manual for Improved Cookstoves Entrepreneurs

——

Tieke T3] Pt 30 | thas] 2

Cell: 0714 1k 550
Emal: mitsgnapawi ool
it SR i 1

M

Rl fronn

RECEIFT

Thie s cof Shiflings.......

Breing piogmend of

YAk Thinmks

Kshs. |

Production Records

WM TV A L
Foitinnn Trewers

Sth Float, 12 The Uieessi
0T Pk lanaks R Wil bamis
Po. Bes FEELEK
Samch, Bways

[ifs

Production Records

The production records list the components that make up a
product (e.g. raw materials) and attach costs to them

Raw materials

Unit of measure

Quantity | Unit price | Total value

N

AW N

TOTAL:

Raw Materials Requirements

[What raw materials do you require? How much do you expect to need to produce per
month? Then calculate the total cost.

Labour Requirement and Cost

[What type of labour you need? How many of them do you require? How much do you

pay?]

Calculate your raw material and labour requirement including your labour.

T of Labour HNumber of . . - Total cost
(Dilreet:r:: Indirect, %kiled. employment 'mmdmz_i;t;’{msmn m"'“:ly PET YEAr
seasonal or fully time etc.) (A) con (E“,""“S ‘IAGTE} {AxBx12)

Salary per month Total

TOTAL PRODUCTION/OFERATION LAEBOUR COST FOR ONE YEAR
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Summary Of Total Production Expenses

[What is your total production cost?]

Type of Labour Number of = Sﬁl;ry F;:;}momtl Tﬂt;l
{Direct and Indirect, Skilled, employment et '"3“] EPCIISIm mon t'i‘
seasanal or fully time etc.) [A) oL m“)""“s [;":‘EB}

Total cost

per year
{AxBx12)

TOTAL PRODUCTION/OFERATION LABOUR COST FOR ONE YEAR

MODULE 02

EFFECTIVE RECORD KEEPING

TECHNIQUES

ORGANIZING FINANCIAL RECORDS

So one thing you can do is to think of
a way of keeping all the papers related
to your financial transactions safe and
accessible when you need them.

Refer to the systematic and organized
methods and practices used to create,
maintain, store, and manage records or
documents efficiently

You could just put them all in a box but it
would not be very easy to find the infor-
mation you want later, if they are all mixed
up together!

It would be better if you could organise
the papers somehow. They need dividing
into groups and numbering to keep them
in order. What could you use to separate
the different groups of paper?

You could place dividers in a box:

You could use labelled envelopes:

ﬁ*_

You could use files:
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Practical Exercise: Organizing Financial Records
Objective: To demonstrate the importance of proper organization in record keeping.
Materials Needed:

Assorted financial documents (invoices, receipts, bank statements, etc.) — either physical
or digital copies.

Instructions:

Distribute the disorganized financial documents to the participants. Ensure they have a
mix of invoices, receipts, and bank statements.

Summaries Key Takeaways

This short and interactive exercise effectively illustrates the challenges that disorganized
records can pose and reinforces the importance of organizational strategies in record
keeping. It also serves as a memorable way to engage participants and drive home the
lesson on record-keeping best practice

MODULE 03

PREPARATION OF FINANCIAL
STATEMENTS

OVERVIEW OF BALANCE SHEET

The balance sheet takes a snapshot within a specified time of what a business owns and
what it owes. It has two sides. One side records its properties, i.e., anything it can claim
it owns and of value e.g., cash, accounts receivables, debtors, stocks, machines, tools,
fixtures, etc. These are called the assets.

The other side shows where the money to finance the purchases of such properties came
from, e.g., it may have come from bank loan, owner’s equity, creditors, etc. This side is
called liabilities and owner’s equity. Its heading consists of the name of the business, title
of the statement and the date prepared.

Assets are the resources of value, which are owned by the business (cash, securities,
receivables, merchandise, buildings, land, etc.), Liabilities are funds or other resources
transferred to the business that will be repaid in the future. Owner’s equity is the resource
invested by the owner/s of the business.

For sole proprietorships, it is called“proprietor’s equity”; for partnerships, “partners’ equi-
ty”; and for corporations, “stockholders’ equity”.

In a balance sheet, the assets must balance or equal the liabilities and owners’ equity.
Hence, the equation

ASSETS = LIABILITIES + OWNERS’ EQUITY

Based on its ease of conversion to cash, assets can be classified into:
(@) current

(b) fixed, and
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Current Assets are cash-on-hand and in-bank, marketable securities and accounts re-
ceivable (all of which are termed quick assets). Inventory, prepaid expenses, advances to
suppliers,

Fixed Assets are relatively long-lived resources such as land, buildings and structures,
machinery and equipment, transportation and delivery equipment, furniture and office
equipment, etc. In some cases, intangible assets such as goodwill, right of trademark,

patent right, etc., and investments are also included.

As with assets, liabilities are also classified into:
(a) current
(b) long-term Liabilities

Current Liabilities are short-term debts including accounts payable, creditors, salaries
payable, accrued expenses, advanced payment received, etc.

Long-term Liabilities refer to long-term debts. In some cases, businesses set aside re-
serve accounts for later use or special purposes such as retirement benefits, bad debts,
price fluctuations, etc.

Owners’ Equity is total assets minus total liabilities. This means that in the event of liqui-
dation, claims of creditors are paid first. The owner/s would get only whatever is left. This
consists of (a) capital stock and (b) retained earnings
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THE TOTAL BUSINESS OPERATIONS

What expenses do you envisage to incur on your business operations for the coming
years? For example, what will be the cost of sales personnel, and other overheads such as
promotion, rent, electricity, etc.?

Consider all the key activities relevant to the business activities. Check all your previous
works on the BMC and Marketing Strategy
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OVERVIEW OF PROFIT AND LOSS STATEMENT

Break down the P&L statement into its three primary components:

Revenues: Explain that revenues represent the income generated by a company from its
core operations, such as sales of goods or services.

Expenses: Discuss how expenses include the costs associated with running the business,
such as operating expenses, cost of goods sold (COGS), interest expenses, and taxes.

Net Income: Define net income as the bottom line of the P&L statement, representing the
difference between total revenues and total expenses.

Emphasize that net income is a crucial indicator of a company’s profitability.
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Money comes into your business from sales. Money goes out of your business for costs. When sales
income is higher than the amount of your costs, your business makes a profit:

& & ©

$7.000 54,000 $3,000
Sales Costs Profit

3.12. TOTAL ORGANIZATION AND MANAGEMENT EXPENSES
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before depreciation and amortimtion of pre-
operaling expenses
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44, PROJECTED PROFIT AND LOSS STATEMENT
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MODULE 04
MANAGING CASHFLOW

OVERVIEW OF THE CASH FLOW

Cash flow statement is a statement of changes in financial position on cash basis sum-
marising the causes of changes in cash position between dates of two balance sheets.

It indicates the sources and uses of cash. Sales, loans and equity make up inflows. The
business is dependent on its customers, financiers and stakeholders. But in the process of
producing goods and services, cash flows out to pay for materials, salaries (including the

entrepreneur’s), rent, electricity, water, interest, supply, transport, etc.

The cash outflows are supposed to generate more cash inflows. Businesses having more

cash outflows than cash inflows will soon get into trouble. They will not be able to pay for

their expenses as they fall due. This is a difficult situation that every prospective entrepre-
neur should avoid.

But many entrepreneurs fail to realize the importance of cash flow planning. They con-
stantly run the risk of being unable to settle most of their bills. Poor cash planning practice

is @ major cause for many small business failures.

The cash planning process begins with figuring out how much cash is generated from
receipts as well as other sources like loans, etc. for a particular time period. This figure
represents cash inflows. Then, figure out how much cash is needed to settle all expenses
for materials, rent, salaries, and others. This figure represents cash outflows.
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WORKING CAPITAL MANAGEMENT

Production Cycle and Working Capital

Production cycle refers to the operation cycle of a business, which determines the time
needed to realize the money to be invested in short-term. Diagram 1 depicts the operation
of a business regardless of the nature of industry

Strategies for managing working capital refer to a set of deliberate actions and approach-
es that a business employs to efficiently control and optimize their operations and ensure
that the company maintains adequate liquidity to meet its short-term financial obligations
while maximizing its operational efficiency and profitability

OPTIMIZING CASH FLOW

Strategies for accelerating cash inflow:

. Offering discounts for early payments.
. Streamlining the invoicing process.

« Implementing efficient cash management practices.

Strategies for managing cash outflow:

- Negotiating extended payment terms with suppliers.
«  Carefully timing payments to coincide with cash inflows.

Inventory Management Strategies:

Efficient inventory management aims to strike a balance between having enough stock to
meet customer demand and minimizing the costs associated with holding excess invento-
ry. Techniques for effective inventory management may include just-in-time (JIT) inventory
systems, and safety stock calculations.

Credit and Collections Policies
- Establishing credit terms and limits for customers.

- Evaluating the creditworthiness of customers.

Effective collections strategies:

- Setting up a systematic collections process.

- Handling overdue accounts and disputes.

. Customer communication best practices.

- Balancing credit sales with cash sales for optimal cash flow.

Think about how the strategies discussed can be applied in your own organization or
context.

What measures have you put in place to ensure you don’t starve your business of
cash?
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BUDGETING

A budget serves as a roadmap for managing income, expenses, and financial goals
Importance of Budgeting

- Control and Awareness: Budgeting provides a clear picture of where money is going,
leading to better spending decisions.

- Prioritizing Financial Goals: Budgeting helps prioritize these goals and allocate re-
sources accordingly.

- Financial Control: Budgets help businesses control their finances by setting limits on
spending and revenue expectation

- Resource Allocation: Budgets help in allocating resources effectively. Businesses
can determine where to allocate funds for maximum impact, whether it's investing in
growth, marketing, research and development

« Performance Evaluation: Budgets serve as benchmarks for evaluating performance.
By comparing actual financial results to budgeted figures, businesses can identify
areas where they are meeting or falling short of their financial objectives.

- Debt Management: Businesses with debt obligations can use budgets to plan for
debt service, including interest and principal payments. This prevents financial stress
due to missed payments.

. Cash Flow Management: Budgets help businesses manage their cash flow effectively
by forecasting cash inflows and outflows. This is vital for ensuring that there is enough
cash on hand to cover expenses and liabilities.

MODULE 05
BUSINESS FUNDING

To meet day-
to-day
expenses

To purchase \ To fund
fixed assets business
/ growth
/

Need for

Business
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technology
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91



[BPA Business Training Manual for Improved Cookstoves Entrepreneurs

Sources of Funding

Business funding refers to the capital or financial resources that a business requires to
operate, expand, or achieve its goals. Funding can come from various sources, including:

- Equity Financing: This involves raising capital by selling shares or ownership stakes in
the business to investors. It’'s common for startups and early-stage companies.

« Debt Financing: This involves borrowing money that the business must repay with
interest. Debt financing can come from traditional banks, online lenders, or private
lenders.

. Self-Financing: Business owners may use their personal savings or assets to fund
their business.

« Venture Capital: Venture capitalists provide funding to startups or high-growth com-
panies in exchange for equity ownership.

« Angel Investors: Angel investors are individuals who invest their own money in start-
ups or small businesses in exchange for equity or convertible debt.

«  Crowdfunding: Businesses can raise funds from a large number of individuals, often
through online platforms, in exchange for products, equity, or rewards.

« Grants and Subsidies: Some businesses, particularly those in certain industries or
with specific objectives (e.g., research and development), may qualify for grants or
subsidies from government agencies or foundations.

- Business Loans: This includes traditional term loans, lines of credit, and Small Busi-
ness Administration (SBA) loans, among others.

« Bootstrapping: This involves running the business with minimal external funding, rely-
ing on revenue generated by the business itself.

Credit Rating

When seeking funding, businesses often undergo a credit evaluation pro-
cess based on the “5 Cs of Credit” to determine their creditworthiness.




MODULE 6

BUSINESS
PLANNING

INTRODUCTION TO THE MODULE

The Sixth Module is on “The Business
Planning”. The business plan refers to
the written document prepared before
a business starts its activities, which
outlines its plans and objectives.
Before starting the business of cook-
stove, it is useful for an entrepreneur
to prepare a plan to make sure that
the business idea and implementation
plan are logical.

The aim of the business plan is to
improve the new business chances
of success. Once a business plan has
been prepared, it is to be changed
and updated as the firm develops.

Purpose

The primary aim of this module is to
make an introduction to fundamentals
of the planning and implementation
of a business plan. This module will
guide the trainer to help the trainee
to establish the business goals and
develop step by step activities to
achieve the specific business objec-
tives. The trainer will guide learners
through five main parts of a business
plan that are organized in a sequential
order.

Learning outcome

By the end of this module, the participants
will be able;

«  Fully understand what a business plan
is

. Understand the contents of a
business plan

+  Gain knowledge on how to prepare a
business plan.

« Acquire skills on how to implement a
business plan.

Duration

This module is designed to take 6 hours.

Methodology

An Interactive, action oriented and partici-
patory training approach using, group and
plenary discussion, practical examples and
a business plan workbook will be used

to make learning interesting for maximum
outputs. The methodology will cover mod-
ern approaches of training adult learners
and use of audio-visual equipment.

Structure
The module is divided into Three Sessions

- Introduction to business planning
. Components of a business plan

- Practical preparation of a business
plan (Groups)
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SESSION TITLE

INTRODUCTION TO BUSINESS

PLANNING

Specific Objectives
Expected Learning Outcomes:

. State what a business planning is

« ldentify the importance of a
business Plan

WHAT IS BUSINESS PLANNING?

The facilitator will use question and an-
swer method to find out the participants
understanding of what business planning
is and what is a business plan.

The following definition will be outline in
plenary.

What is Business Planning?

Is the systematic development of actions
aimed at reaching business objectives
through analyzing, evaluating and selec-
tion of a viable business idea?

What is a business plan?

- Is a written document that describes
the goals and objectives of a busi-
ness and lists the steps to be taken
to achieve those goals and business
objectives?

. Isamanagement tool that is used to
organize and analyze information col-
lected about the business venture?

- Isamap to guide you through the
startup stages of your business

- Isablue print?

Why do we need a business plan?

Participants will be put in groups of three
members to identify at least 3 reasons
why they need a business plan for a
cookstove business

Why do we need a business Plan?
. To determine the viability of a
business

- Forown use as a planning
and monitoring tool

- Source for finances/ financial
support.

- Planning the business
activities

- Guideline for transforming the
idea into action.

. Maintain business focus on its
core objectives / mission.

SESSION TITLE

COMPONENTS OF A
BUSINESS PLAN

The facilitator will guide a plenary dis-
cussion using audio visual presentation
on the main component business plan as
shown below.

Executive Summary

Business Description
«  Marketing Plan
. Organization and Management plan
«  Operational plan

Financial Plan

(For the purpose of this session, the train-
er shall use Moto Bora stoves as exam-
ple through the course)

o EXECUTIVE SUMMARY

Objective

The executive summary of a business
plan is designed to capture the reader’s
attention and a brief overview of the
business, the problem being solved, the
product or service, the target market, how
the business will be managed and the
key financial information
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(Example )

The business is known as Kuni Bora cookstove. The vision of the business is, “to
develop a affordable and efficient cooking solution through Energy Saving Jiko

“. While the Mission, is to use appropriate technology to manufacture energy effi-
cient jikos that are environmentally friendly. The tagline will be “Efficient Cooking.
Sustainable Living.”

The business is located in Thindigua along Kiambu road opposite Quick Matt
Supermarket within a fast-growing residential area. The Kuni Bora Cookstove is
registered as sole proprietorship and solely owned by Mr. Allan Juma. Mr. Juma
is an experienced welder with an artisan certificate from Githuguri Vocational
institute with 7 years’ experience.

Kuni bora cookstove business targets women above 25 years of age leaving

in Thindiqua residential area, along Kiambu road and the residents of Kiambu
County in general. They prefer buying Kuni Bora stoves, because they use very
little firewood and charcoal)

The price of the stoves will be set considering direct cost of materials, labour,
overheads and 20% profit on each stove.

The will use a signpost at the road junction, paint the shop and distribute

fliers in the evenings as people go back home from work and use social media
through various women WhatsApp groups. Kuni Bora business will employ 7
employees and spend 157,000 per month on salaries. The business will require
a capital of Kshs. 1,423,300 and the owner will contribute Kshs. 284,660 and will
seek funding of 1,138 from the bank and Sacco.

Although the executive summary comes first in the business plan, it is written last. It es-
sentially summaries the main parts of the business plan; Business Description, Marketing
Plan Organization and Management, Operations and financial Plan

BUSINESS DESCRIPTION

The Business Description will cover the following;

1. What will be the name of the DUSINESS? ...

The name of the business should be simple, easy pronounce, unique and easy to
remember (e.g. the business shall be known as Kuni Bora cookstove)

2. Business Vision Statement; what will be the vision of the business? The vision is the
dream of what the business seeks to achieve and to De?.......coi oo

(e.g. To develop an affordable and efficient cooking solution through
Energy Saving Improved Cookstove (ICS) )

3. Mission Statement: Write a mission Statement that explains the purpose of Improved
COOKSIOVE (ICS) BOTA. it

(e.g Our Mission is use appropriate technology to manufacture energy
efficient Improved Cookstove (ICS)s that are environmentally friendly)



Tagline: Write a short statement that should not be more than five words that is used
to impress potential customers.

Tag line is a short, memorable catchphrase, or slogan that is used throughout
marketing. It should convey the main sentiment or feeling that you want people to
associate with your brand. Taglines are designed to leave a lasting impression in
a short period of time (e.g “Efficient Cooking. Sustainable Living.”)

Where will the business be located?

(e.g The business will be located in Thindigua along Kiambu road opposite Quick
Matt Supermarket within a fast growing residential area)

Business Ownership. How will the business be registered?

(e.g Sole-proprietorship, partnership or registered company. The business will be
registered as sole proprietorship. The business will be solely owned by Mr. Allan
Juma . Mr. Juma is an experienced welder with an artisan certificate from Githuguri
Vocational institute with 7 years’ experience)

Type of business, products and services: What will be the main activities of the busi-
ness and what will be the main products?

(e.g the business will deal with the manufacture and sale of energy saving
cookstoves and associated products)

Business Justification: The reason for choosing the business idea

(e.g The demand for energy saving cookstove has continued to increase constantly
hence a market gap that is not full met. For this reason energy saving cookstoves
have had to be sourced from far,)

Growth plans: Growth plans include the goals for upscaling the business (e.g.
To increase the number of stoves production from 90 to 120 per month.
- Toopen one sales outlet in Githurai along Thika Super Highway

- To design different types and sizes of cookstoves)
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Example

The business is known as Kuni Bora cookstove. The vision of the business shall
be, “ to develop a affordable and efficient cooking solution through Energy
Saving Jiko “. While the Mission, is to use appropriate technology to manufacture
energy efficient jikos that are environmentally friendly. The tagline will be “Effi-
cient Cooking. Sustainable Living.”

The business is located in Thindigua along Kiambu road opposite Quick Matt
Supermarket with a fast-growing residential area. The Kuni Bora Cookstove is
registered as sole proprietorship and solely owned by Mr. Allan Juma. Mr. Juma
is an experienced welder with an artisan certificate from Githuguri Vocational
institute with 7 years’ experience.

The demand for energy saving cookstove has continued to increase constantly
creating a market gap that has remained unmet. Mr. Juma started this business
to bring the energy saving stoves closer to the target customers. The business
has the following goals expansion;

1. To increase the number of stoves production from 90 to 120 per month in
year

To open one sales outlet in Githuria along Thika Super Highway

To design different types of stoves and sizes

° MARKETING PLAN

Objective

The marketing plan will help determine who the target market
is, how best to reach them, at what price point the product or
service should be sold, and how the company will measure its
efforts.

Course Content: Marketing Plan
The marketing Plan will provide the following;

- Target customers (e.g. Age, gender, social status, geographical
location etc.)

- Customer/Market analysis

«  Competitive analysis

«  Pricing strategy

- Promotional analysis (e.g. advertising, sales promotion, digital
marketing, personal selling, public relations)

Distribution strategy

1. Target Customers
The trainer guides trainees to identify who the main customers are, their characteristics.
WHO @re€ tNEY 2 ..o

Where are they l0Cated?. ..o
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e.g. Who are your major customers?)

Specify the Customer Characteristics
(Examples)

Age Bracket

25 years and above

Gender

Women

Occupation

General

Social Class (Income Level)

Lower and Lower middle class

Why do they buy?

Looking for budget products

When do they buy?

What is your current Market share?

Mostly end month in cash and in instalment
15%

What are their characteristics

(e.g. Kuni bora cookstove business targets women above 25 years of age leaving in
Thindiqua residential area, along Kiambu road and the residents of Kiambu County in
general. They prefer buying Kuni Bora stoves, because they use very little firewood and

charcoal)

2. Pricing Strategy

The following strategies could be adopted in pricing a product or service. The price
of the stoves will be determined by the following;

a. Cost of production (Cost materials and labour)
b. Overhead costs (Electricity, rent, license and transport)

c. Profit margin

(e.g. The price of the stoves

a. Materials=245, labour =135

b. Overhead costs =150
c. Profit, 20% =106

The selling price is Kshs. 636.00

3. Promotion and advertisement strategy

This involves the method of informing, attracting and retaining customer. The follow-

ing methods could be used;

i. Signposts

ii. Branding and painting of the building

iii. Use of fliers and posters

iv. Demonstrating to various women groups

v. Use of banner
vi. Use social media

(e.g. Kuni Bora will use signpost at the road junction, paint the shop and distribute fli-
ers in evening as people go home and also use social media through various women

WhatsApp groups.
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e ORGANIZATION AND MANAGEMENT PLAN

Objective

The organization and management section of the business plan shall summarize
information about the business structure and details of work teams.

Course Content: Organization and management

The organization and management section of the business plan shall summarize
information about the business structure and details of work teams.

People Objectives

i. How do you attract, recruit, select, motivate, reward develop and appraise the
employees. e.g.

ii. To attract and retain the most skilled and competent employees
iii. To develop the skills and competencies of employees to maximize productivity

The organization and management plan covers the following key areas on how the
business will be managed,

- Organizational structure
«  The number of employees, qualification and pay
- Permits and licenses (e.g. Trading licenses)

Explain the number and qualification of employees you will recruit to work with you.

e.g. Kuni Bora will employ three artisans, two sales people and one account
assistant. Mr. Juma will carry out all supervisory services and manage quail-
ity control. The table below outline the duties and qualification of the Kuni
Bora team;

)

MANAGER

ARTISANS ACCOUNT ASSISTANT

Kuni Bora will spend 157,000 per month on salaries

99



What is/will be the composition of your management team?

How do you recruit and train employees ?

i. Referrals

ii. Advertising

iii. Recruitment agencies

iV. Poaching

V. Colleges and Universities

How are employees remunerated?

Salary/wages
Commissions
Fringe benefits

Hw N =

Piece rate

What support services do they use?-Outsourced services such as:-Recruitment,
Cleaning, accounting and record keeping, Insurance.

ii. ~ Who provides these services?-Recruitment agency, accountant, insurance agent

iii.  How much does it cost?

—

What licenses/permit do they pay?- Trading license, environmental audit.

2. Who provides the licenses/permits and at what cost?- County Government, NEEMA
o PRODUCTION AND OPERATIONAL PLAN

Objective

The primary objective of the production and operation plan is to ensure
efficient and cost-effective production of cook stoves. This involves identifying
production equipment, materials and process of optimizing the production
process to efficiently meet customer demand.

Course Content of the production plan

- Production Facilities
- Production /Operational Material
- Production Process
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1. Production Facilities

What are the production equipment required to produce the stoves?

S/N | Equipment | Quantity | Cost Per Unit | Total Cost

Supplier

2. Production Materials

What materials will be required to produce the stoves?

S/N | Equipment | Quantity Cost Per Unit | Total Cost

Supplier

3. Production Process

What is the process of producing a stove?

Stage 1. Designing

Relevant Regulations

What regulations apply to the production and operational processes of cookstoves?

i. Apatentis a grant of property right of an invention for a limited time (20 years under
U.S. law), and it includes the right to exclude others from making, selling, or importing

the invention.

ii. Atrademark is a distinctive word, name, or symbol used to indicate and distinguish

the source of goods.
iii. What will be the cost of obtaining the patent trademarks?

iv. What other legal rights will you seek?

101
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o FINANCIAL PLAN

Objectives

The main objective of this section is to help the business to achieve growth
strategy by equipping the enterprise to prepare a financial proposal that

is acceptable to financiers. Specifically, enterprise will be expected to
prepare projected financial statements. cash flow statement, profit and loss
and pro-forma balance sheets.

Course Content: Financial Plan
This section includes four financial tables:

Preoperational Capital

Working Capital

Desired Financing (e.g. Pre-operational cost +Working capital)
. Proposed Capitalization (owners’ equity + Loans+ other sources of finance)
. Business Profit and Loss Statement for the last year
«  Cash flow projection for the next 12 months.

1. Preoperational Cost

List all the costs expected before the business begins operation (pre-operational
Cost) Such as rent deposit, licenses, registration, installations etc)

Outline the working capital/operations cost which include rent, salaries, transport,
electricity, advertisement etc)

Tabulate the desired financing of the business (Pre-operational cost +Working
capital

Prepare a profit and loss statement by taking all the sales minus all the expenses
for at least three years as shown in the table below
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Examples

Pre-operational Cost
Business Registration
License

Working Capital
L= 11 AUt 5,000X6 =
Salaries.... ...157,000 X5 = 942,000
Material: 35 X80 X 6= 64,800
Electricity.... 3,000X6= 18,000
Transport 8,400 X6= 50,000
Marketing .10,000X 6 = 60,000
Telephone & Communication 8000X6 = 48,000
=1,212,800

Desired Financing

Pre-operational Capital..............eeeeeeeeeeeveeesseeecreeeeecseeessuenns 210,500

Working Capital.............ccccoeeeevuenveveseneneiisceiseecuessseeesessesnnes 1,212,800
1,423,300

Proposed Capitalization
Owners Equity.........
External Financin

1IN Lepooomennonaennoaaoonn
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Prepare a projected profit and Loss statement for 3 years

4.4, PROJECTED PROFIT AND LOSS STATEMENT

[The logic of the profit and loss statement is simple: you are only better off if incomings exceed outgoings. Make
use of all the estimates you derived in your sub plans to decide whether you will make a gain or loss in this
businass ]

tems Year 1 Year 2 Year 3

SALES

{-) Less: Returns
= Met Sales

COST OF SALES
Merchandise beginning inventory
(+) Add: Total purchaszes
+ Direct purchasing costs
= Merchandise available for sale

{-) Less: Merchandize ending inventory
= Cost of Sales

GROS5S PROFITS (Met sales less Cost of sales)
(-} Less:

Operating Expenses:

Marketing expenses

Stock holding overheads

Organization and management expenses

TOTAL OPERATING EXPENSES

= Profits Before Interest and Taxes

(-} Less: Interest expense

= Profits Before Interest and Taxes

(-} Less: Interest expense

= Met Profits After Taxes

2. Cash Flow Projection

Prepare and attach your cash flow forecast for the first 1 year using the table below.
Work it out on a monthly basis using average estimates for your business. The cash
surplus on the above cash flow must be enough to service the funding requested
and leave a margin for re-investments.

State how much funding you require to finance your growth and expound on the
purpose. Clearly explain the source of repayment for example if you are looking to
an asset for your business, indicate the payback period of the required equipment.
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Sample Balance Sheet as at 12.12.2017

XYZ ENTERPRISES LTD.
BALANCE SHEET AS AT 1211212017
Liabilities & Owners‘ Equity Assets
Equity Fixed assets
Owners’ Equity 1,100,000|| Land & building 1,250,000
Retained Profit 225,000 Machinery 350,000
Reserves 320,000| Wehicles 650,000
Furniture & fitings 145,000
Long term Liabilities Long term Investments 156.000
Loans 600,000 Total fixed assets 2,551,000
Others 250,000 Less:
Provision for depreciation 453.000
Current Liabilities 2,098,000
Short term loans 50,000 || Current Assets
Tax payable 64,020 || Stock -Raw material 45000
Creditors 150,670 -Work in progress 6,780
Bank over draft 438,600 -Finished goods 7,890
Payables 31,730 || Debtors 152,600
Short term investments 250,750
Prepaid Expenses 57,000
Other receivables 27,000
Bills receivable 45000
Bank 125,000
Cash 25,000
2,840,020 2,540,020

SESSION TITLE

PRACTICAL PREPARATION OF A
BUSINESS PLAN (GROUPS)

Objectives

Learners are expected to apply the skills learned in all other modules of the
course using business planning competence to prepare a business plan for the
cookstove business venture

Course Content: Business planning practice

Learners will prepare a business plan for the cookstove enterprises using the attached
business plan work book in a group of members not exceeding 5.
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MODULE 7

EFFECTIVE COMMUNICATION
FOR BUSINESS GROWTH AND
STABILITY PURPOSE

Purpose

This session challenges the entrepreneur to consider their commu-
nication skills and how they enhance or block the success of the
business, as well as how to make the business a communicative

enterprise.

Duration

This module is designed to take 3 hours.
Structure:

The module is divided into two parts: (1) Understanding commu-
nication: Focus on the entrepreneur and (2) Communication for a
thriving business: Focus on the business.
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PART 1

Understanding Communication: Focus
on the entrepreneur

This part should take about 3 hours.
Expected Learning Outcomes:

At the end of the session participants will
be able to:

a. Define effective individual
communication skills

b. Evaluate personal communication
skills

c. Relate an entrepreneur’s
communication skKills to the success
of a business

d. Draft a personal communication skills
learning plan

Additional Resources:

PART 2

Communication for a Thriving Business

This case study should be given to the
participants prior to the class, together
with the discussion questions.

This part should take about 1 hour.
Expected Learning Outcomes:
a. Appraise effective communication in

a business

a. Explain and justify the use of specific
Media for business communication

a. Design a simple business
communication strategy for the
business

Slides have been prepared for this module. They may be shared with the par-

ticipants before or after the session.

The participants will have two Kenyan case studies to reflect. They will
evaluate the current communication competencies of themselves as

entrepreneurs and of their businesses.

Reflection Assignment

1. Reflect on how you come across as an entrepreneur using the given

parameters.

2. Rate your business in a scale of 1 — 5 on each of the factors that will be
given, where 1= Not doing well at all; and 5 = Doing very well.

3. ldentify your areas of improvement based on the provided matrix.

4. Develop a communication strategy for your business to address the areas

of concern.



Business Training Manual for Improved Cookstoves Entrepreneurs

PART 1

UNDERSTANDING
COMMUNICATION-FOCUS ON
THE ENTREPRENEUR

FACILITATOR’S INTRODUCTION :

- Introduction of facilitator

« Introduction of communication context

«  Explaining the purpose of the session
Explaining the expected learning outcomes
Giving an outline of the session

Explaining Communication and the Individual

The trainer will ask participants to discuss what they understand by communication.
There will be a collaborative conclusion on what it is.

The trainer will then define what communication is:
DEFINING COMMUNICATION

Communication refers to the process of exchanging information, ideas, and knowl-
edge between the seller and potential or existing customers regarding cookstoves
and related products.

. Effective communication in involves conveying product details, benefits, features, and
information to customers in a clear, accurate, and engaging manner. It encompasses
both verbal and nonverbal interactions, as well as various communication channels,
to help customers make informed purchasing decisions and ensure their satisfaction
with the products being sold.

COMMUNICATION PROCESS FOR A COOKSTOVE PRODUCER/ SELLER

The trainer should guide the participants to understand the communication process cycle.
This enables participants to relate what they go through and how they can improve.

The communication process for a cookstove seller involves a series of steps aimed at
effectively conveying information about cookstoves, understanding customer needs, and
building positive relationships.

Sender (Cookstove | The process begins with the cookstove seller, who initiates com-
Seller munication by providing information about the cookstoves they
are selling.

Message Encoding | The seller encodes the information into a message that can be un-
derstood by the customer. This includes crafting clear and persua-
sive messages about the cookstove’s features, benefits, and value

109
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Communication
Channel

Choose the appropriate communication channel(s) to convey the
message. This could include face-to-face interactions, phone
calls, emails, website content, social media posts, and more

Receiver (Customer)

The customer receives the message from the seller through the
chosen communication channel

Message Decoding

The customer decodes and interprets the message to understand
the information being conveyed. Effective communication ensures
that the message is understood as intended

Feedback

The customer might provide immediate feedback or respond with
questions, concerns, or requests for clarification. This step is cru-
cial for gauging the effectiveness of the communication

Understanding
Customer Needs

The seller actively listens to the customer’s feedback and ques-
tions to gain insights into their preferences, requirements, and
concerns related to cookstoves

Tailored Responses

Based on the customer’s feedback and needs, the seller re-
sponds with tailored information and solutions. This might involve
offering specific cookstove recommendations, addressing con-
cerns, or providing additional information

Building
Relationships

Throughout the process, the seller focuses on building rapport
and trust with the customer. Establishing a positive relationship is
key to fostering customer loyalty and repeat business

Closing the Sale

If the customer expresses interest, the seller provides information
related to pricing, warranties, and purchasing options. This step
involves guiding the customer through the sales process

Post-Sale
Communication

After the sale, the seller follows up with the customer to ensure
satisfaction, answer any post-purchase questions, and provide
support if needed

Feedback Encourage customers to provide feedback on their experience

Collection with the cookstove. This information can be valuable for improving
future communication and products

Continuous The seller reviews the effectiveness of their communication strat-

Improvement egies and makes adjustments based on customer responses and

feedback.

ESSENTIALS FOR EFFECTIVE COMMUNICATION FOR COOKSTOVE
MANUFACTURERS AND SELLERS

The trainer will guide the participants to explain how they apply communication skills in
their business of selling cookstoves. Their responses may vary but can be in regard to the
following.

1.

Product Knowledge: Possess a deep understanding of your cookstoves, including

their features, benefits, energy efficiency, safety measures, and any related accesso-

ries.

Clear Explanation: Communicates the features and advantages of the cookstoves

clearly and concisely. Avoid technical jargon that might confuse potential customers.
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3. Active Listening: Pay close attention to customers’ needs and preferences. Listen to
their questions and concerns to tailor their communication accordingly.

4. Empathy: Understand the cooking challenges and preferences of their customers.
Show empathy by acknowledging their needs and providing solutions.

5. Demonstration: If possible, provide live demonstrations of the cookstoves functional-
ity. Visual aids can help customers understand how the product works.

6. Comparative Analysis: If they offer multiple cookstove models, explain the differenc-
es between them. Help customers choose the one that best suits their requirements.

7. Answering Questions: Be prepared to answer a variety of questions, from technical
specifications to safety features. Provide accurate information and seek answers if you
don’t know something.

8. Visual Aids: Use brochures, images, and videos to supplement verbal communication.
Visual aids can help customers better understand the product’s features.

9. Tailored Recommendations: Based on customer needs, recommend specific cook-
stoves and explain how they address the customer’s cooking habits and preferences.

10. Problem Solving: If a customer raises concerns, address them with practical solu-
tions. Offer troubleshooting tips and assistance for potential challenges.

11.  Storytelling: Share success stories or testimonials from other customers who have
benefited from your cookstoves. This can create a sense of trust.

12. Positive Language: Use positive language to create enthusiasm about the product.
Highlight how the cookstove can improve cooking experiences and quality of life.

13. Follow-Up: After a sale, follow up with customers to ensure they’re satisfied with their
purchase. This also provides an opportunity to address any additional questions.

14. Building Relationships: Develop genuine connections with customers. This can lead
to repeat business and referrals through word-of-mouth.

15. Customized Solutions: If customers have unique needs, be open to finding custom-
ized solutions that align with their requirements.

16. Educational Content: Offer cooking tips, recipes, and energy-saving advice as part of
the communication strategy. This positions them as a knowledgeable resource.

17.  Availability: Make themself available for inquiries, whether through phone, email, or
live chat. Prompt responses show commitment to customer service.

18. Ethical Communication: Be transparent about pricing, warranties, and any limitations
of the cookstoves. Honesty builds trust.

EXERCISE 1

The trainer will guide participants to rate their communication skills based on the discus-
sions concluded. i.e. Based on the essential communication skills discussed above. Have
the participant’s rate themselves on a scale of 1to 5 where 5 is highest score and 1 least

score.

The essence is to enable participants to visualize their strong and weak points in commu-
nication and purpose on what to do to improve.

My rating | The skills | need | How does lacking these What do | intend to do

to acquire skills affect the business? about each sKill

m
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Key concepts to discuss

The trainer will engage participants on the barriers that affect communication. Participants
can discuss in groups of maximum 5 and feedback shared collectively.

Below is a guideline:-
1. Noise as that which interferes with communication
2. The functions of Communication — what communication does for an entrepreneur

3. Thetools in our disposal as communicators

For communication to effectively take place, there must be a balanced complex mix
of phenomena, that the speaker (sender) cannot always control, but can work hard
to influence.

But what does it really mean that we cannot control but we can influence?

PART 1

COMMUNICATION FOR A
THRIVING BUSINESS: A FOCUS
ON THE BUSINESS

EXPECTED LEARNING OUTCOMES:

At the end of this session, the participants should be able to:

1. Appraise effective communication in a business
2. Explain and justify the use of specific Media for business communication
3. Design a simple business communication strategy for the business

WHAT DOES EFFECTIVE COMMUNICATION MEAN FOR YOUR COOKSTOVE
BUSINESS?

The trainer will guide the participants in a discussion of what effective communication
means foe their cookstove business. This will help them engage on how they can improve
their communication.

Effective communication for a cookstove business involves conveying information, build-
ing relationships, and fostering customer satisfaction in a way that promotes understand-
ing, trust, and value.

1. Clear Product Information: Clearly communicate the features, specifications, benefits,
and uses of your cookstoves. Use simple language and visual aids to help customers
understand.

2. Customized Recommendations: Listen to customers’ cooking habits and preferences
to provide personalized recommendations that align with their needs.

3. Engaging Presentation: Use engaging visual content such as images, videos, and
infographics to showcase the cookstoves’ capabilities and advantages.

4. Educational Content: Offer cooking tips, recipes, and energy-saving advice through
various channels, demonstrating your expertise and value.
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Responsive Customer Support: Provide multiple channels (phone, email, chat) for
customers to reach out with questions, concerns, or inquiries. Respond promptly and
professionally.

Transparency and Honesty: Clearly communicate pricing, warranties, and any limita-
tions of the cookstoves. Honesty builds trust and credibility.

Post-Sale Follow-Up: Follow up with customers after the sale to ensure they’re satis-
fied and offer assistance if needed. This shows that you value their experience.

Clear Purchase Process: Communicate the purchasing process, including payment
options, delivery timelines, and any additional steps customers need to take.

Social Media Engagement: Use social media platforms to share updates, customer
testimonials, and respond to inquiries. Engaging with customers online builds a com-
munity.

Feedback Collection: Encourage customers to provide feedback on their experienc-
es. Use this feedback to improve products and customer interactions.

Problem Solving: If customers encounter issues with their cookstoves, offer prompt
and effective solutions to address their concerns.

Consistent Brand Voice: Maintain a consistent tone and style of communication
across all platforms. This helps build brand recognition and trust.

Educational Workshops: Host workshops or webinars to educate customers about
the benefits and proper usage of your cookstoves.

Environmental Impact: Communicate any environmentally friendly features or initia-
tives related to your cookstoves, appealing to customers’ sustainability concerns.

Value Proposition: Clearly communicate how your cookstoves solve common cooking
problems and enhance the overall cooking experience.

EFFECTIVE COMMUNICATION STRATEGY

For a business to effectively communicate, there must be a communication strategy.

The trainer will ask participants to pick one of their businesses and go through the compo-
nents of a strategy and choose one business in the group to create a strategy for.

Once they have completed the group members can then present to the class.

Components of a business communication strategy

13
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N
Business description ‘ Strategies & tactics A
What is the business? Where will place the messages?
How is the business unique? How will the messages be
Why does the business exist? packaged

J )

~

Communication objectives ( Timelines
How will communication help What do you want them to know?
it achieve its objectives of What do you want them to feel?
existence?

Stakeholders

e 06 0 o

Who do you want to appeal to? How will you know you have
How can you match 1and 2 to achieved the objectives?
reach to stakeholders?

/

N
Key messages Budget
What do you want them to know? How much will each of the
What do you want them to feel tactics cost?

%

Advantages of having a strategy

In the concluding remarks, the participants answer a key question: What happens when
there is no communication strategy?

Importance of a communication strategy

Having a well-defined communication strategy is crucial for the success and growth of a
cookstove business. Here are some key reasons highlighting the importance of having a
communication strategy:

1. Consistency: A communication strategy ensures that your messaging is consistent
across all channels, creating a unified brand image and message for your cookstove
business.

2. Clarity: A clear communication strategy helps convey the features, benefits, and value
of your cookstoves in a way that resonates with your target audience.

3. Customer Understanding: A communication strategy involves understanding your
customers’ needs, preferences, and pain points, enabling you to tailor your messages
to address their specific concerns.

4. Differentiation: A well-crafted strategy helps you stand out in a competitive market
by highlighting the unique features and advantages of your cookstoves.

5. Building Trust: Clear and honest communication builds trust with customers. When
they feel informed and valued, they are more likely to choose your cookstoves and
recommend them to others.

6. Customer Education: A communication strategy allows you to educate customers
about the proper usage, maintenance, and benefits of your cookstoves, leading to
better customer experiences.

7.  Enhanced Customer Experience: Consistent and relevant communication enhances
the overall customer experience, from the initial contact to post-purchase support.



Business Training Manual for Improved Cookstoves Entrepreneurs

Informed Decision-Making: A strategy guides you in choosing the right communica-
tion channels and tactics, ensuring that your efforts are targeted and effective.

Crisis Management: With a communication strategy in place, you're better prepared
to handle crises or negative situations, responding promptly and transparently to
maintain trust.

Market Positioning: Your communication strategy helps you position your cookstove

business in the market, conveying its unique value proposition and market positioning.

Customer Loyalty: Effective communication fosters loyal customers who feel con-
nected to your brand and products, leading to repeat purchases and advocacy.

Feedback Collection: A strategy can include mechanisms for gathering customer
feedback, enabling you to continuously improve your products and services.

Measurable Results: A well-structured strategy defines goals and key performance
indicators (KPIs), allowing you to measure the effectiveness of your communication
efforts.

Adaptability: A communication strategy can be adapted to changing market trends,
customer behaviors, and technological advancements, helping you stay relevant.

Resource Allocation: With a strategy, you can allocate your resources (time, budget,
personnel) more efficiently, maximizing the impact of your communication activities.

Long-Term Planning: A communication strategy provides a roadmap for your busi-
ness’s growth and development over time, aligning your communication efforts with
your broader goals.

After the discussion the trainees will the work sheet to help them evaluate their current
position and what they need to improve on:

Worksheet: Areas for improvement on a communication strategy

Activity What we currently do | Areas for improvement

Business description

Communication objectives

Stakeholders

Key messages for each stakeholder

Strategies and tactics to share
communication with stakeholders

Timelines for specific messaging

Budget

Monitoring and evaluation

15



CONCLUSIONS

The facilitator will make conclusions with trainees on the advantages of having a commu-
nication strategy.

Role Playing Scenarios

Role-Playing Scenario #1 — The Impatient Customer

A customer ordered an improved Improved Cookstove (ICS) online, and they still haven’t
received it after the expected delivery date. The customer is irritated and demanding a
refund.

Solution- The Impatient Customer

While the late delivery might not be your fault, and the customer’s attitude might trigger
defensiveness, so the important thing to do is to apologize and assure them that you're
working on resolving the issue.

A perfect way to resolve the situation is to offer a discount on the next order or free deliv-
ery to the customer.

Customer: | ordered a Cookstove 2 weeks ago, and it was supposed to be delivered in 3
days ago. What’s going on?

Representative: My sincerest apologies. Late deliveries can be a real pain. | assure you
that we're doing everything possible to resolve this issue for you. And as an apology,
we’re happy to give you a 10% discount on your next purchase.

Role-Playing Scenario #2 — The Dissatisfied Customer
A customer bought a cookstove and claims that it doesn’t meet the energy saving benefit
that you promised.

Solution- The Dissatisfied Customer

Remember that not all is lost in this scenario. Instead of simply issuing a refund, try to find
out the nature of the dissatisfaction and recommend a better alternative.

Customer: Hi there, | bought this cookstove 3 days ago, but it doesn’t help me save on my
energy costs as promised.

Representative: Hey there! No problem. You can return it or exchange it for a different
cookstove. Many of our customers speak highly of this (other) model. Lets demonstrate it
and tell us what you think?

Customer: Wow! This cookstove is great | hope | won’t regret it if | do an exchange.

Role-Playing Scenario #3 — The Angry Customer
An angry customer is yelling over the phone about a software malfunction that is jeopar-
dizing an important project. The customer’s emotions have gotten the best of him/her.

Solution- The Angry Customer

Try calming them down by apologizing and showing empathy for his/her situation regard-
less of whether the company or customer is at fault. Then, attempt to resolve the issue.

Customer: This isn’t the first time your software has glitched out on me! | pay a lot of
money to use this presentation tool, and if | don’t complete the project by tomorrow, | risk
losing a major client!

Scenario 1: The issue is on the client’s side

Representative: Sorry you're experiencing this issue. That must be very frustrating. I've
looked into your account and the problem seems to be that you’re using an older version
of the software. I've sent you a link to the latest version. Please download it, try again, and
notify us if you run into any issues. We're always here to help.

Scenario 2: The company’s at fault

Representative: Sorry you're experiencing this issue. There’s a system-wide server error,
but we can assure you that the issue will be fixed as soon as possible. Nonetheless, we
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understand the inconvenience this is causing you. As an apology, please accept this 50%
discount on your next month’s subscription fee.

Role-Playing Scenario #4 — The Frugal Customer
A customer is keen on purchasing your cookstove but has expressed dismay at the price.

Solution- The Frugal Customer

While prices are normally fixed, rather than simply dismissing the customer’s request with
a “too bad, so sad” attitude, calmly justify the price by describing the cookstove unique
features. And if possible, find another way to ease the price burden, such as a instalment
payment.

Customer: Hi there. I'd love to purchase this Cookstove, but its price is well beyond my
budget, so I'll have to pass.

Representative: | understand that the price is steep for you, but this Cookstove is durable
and energy-efficient — it achieves up to 60% energy savings costs. So the price is reason-
able. Over time, if you count the money you save in firewood and gas, you'll see that the
cookstove practically pays for itself! However, what we can offer you is paying in 3 instal-
ments. Would that work for you?

Role-Playing Scenario #5 — When You Don’t Know the Answer

A customer is keen on one of your top-selling cookstoves and wants to know when it’ll be
back in stock. If you simply say “I don’t know” or “Check back later”, they might dismiss the
purchase altogether.

Solution-When You Don’t Know the Answer

The best thing to do here is to assure them that you'll get back to them with an answer.
And before they potentially decide to go elsewhere, recommend alternative products that
are in stock.

Customer: Hello! I'm very interested in buying one of your cookstoves. The price is right,
and it's exactly what I’'m looking for. But unfortunately, it is out of stock. Do you know when
you’ll be getting more?

Representative: Hi there. We recently ran out, and unfortunately, we're not sure when our
new stock will come in as it depends on our supplier. However, in the meantime, you can
check on our other cookstoves models. Please feel free to check them out. Either way, we
will reach out to our supplier and notify you as soon as we receive a response. What is the
best way to contact you?

Role-Playing Scenario #6 — The Defective-Product Customer
A customer comes into your shop complaining about a recent purchase of your cookstove
that is defective in some form.

Solution- The Defective-Product Customer

Rather than jumping to conclusions that effectively place the blame on the customer, try to
empathize with them, as they’re likely disappointed over the purchase that they put a lot
of thought into.

The good news is that, in these situations, they’re usually looking for an exchange versus
a refund. To seal the deal, show empathy by apologizing to the customer and providing
them with an immediate solution.

Customer: Good afternoon! | recently purchased a cookstove from your shop, but the
stands were weak and collapsed when | placed a sufuria of water to heat.

Representative: We're sorry to hear that. That must be really disappointing. We don’t hear
of this issue too often, so it might be due to a manufacturing defect. We’d be more than
happy to send you a new one right away.

Role-Playing Scenario #7 — The Feature-Request Customer

A customer contacts your technical/support team with ideas on how you can improve your
product.

17
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Customers often provide invaluable insights that can help your company thrive and grow.
Whether or not you can fulfill the request, it's important to first thank the customer for the
time they’ve taken to share it with you, and explain how and when you plan to implement
it, or why you won'’t be able to.

Solution-The Feature-Request Customer

Customer: Hil I've been using your cookstove for a few months now and so far, everything
is great! However, | feel like it is lacking in customer customization options. Will you be
able to add more functionality in the next designs?

Scenario 1: Your company can add more functionality

Representative: Hello there! Thanks for your feature request. We're always open to new
ideas from our customers to improve our cookstoves. To help us prioritize our resources,
please tell us what specific customization flexibilities you are looking for. Then I'll share
this information with our design team.

Scenario 2: Your company can’t add more functionality

Representative: Hello there! Thanks for your feature request, but due to limited resources,
we are unable to implement it in the near future. That being said, many of our customers
have made similar requests. So we're taking it very seriously. For the time being, we’ll add
it to our backlog, and you will definitely be notified when we’re ready to implement more
customization options.







Welcome participants and introduce yourself.
ICE BREAKER:

Outline the session’s objectives
The objectives of this session is to enable the participants
1. Identify key uses of ICT in the diverse businesses in the clean cooking value chain.
2. Introduced to key applications/software that each enterprise must have.
3. Participants have a demo of key applications/software in use.

Accounting Software

. CRM Software

4. Participants get to see various other businesses who use

ICT for marketing in various social media platforms

ICT for selling goods and services online.
- Document management and storage

THE ROLE OF ICT IN SMALL BUSINESSES

Discuss how ICT has become integral to modern business operations.

At this point the facilitator will engage the participants in identifying some of the ways
they have seen ICT being used in businesses.

Highlighting the benefits of ICT for small businesses, such as increased efficiency,
better communication, and informed decision-making.

Importance of ICT skills for small businesses.

i. Efficient operation

ii. Effective communication

iii. Access to information

iv. Digital marketing

v. Data management and analysis

vi. E-commerce opportunities

vii. Customer Relationship Management (CRM)
viii. Cost savings

ix. Competitive advantage

x. Adaptability to change

Sharing statistics or case studies illustrating the impact of ICT on small business
success.

STATISTICS

« A study by the International Labour Organization found that ICT adoption by SMEs in
Kenya led to an increase in productivity of 15%.

Another study by the Kenya National Bureau of Statistics found that SMEs that use
ICT are more likely to survive for more than five years than those that do not.

« A case study of a small furniture business in Nairobi found that the use of ICT, such as
e-commerce and social media, helped the business to expand its market reach and
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increase sales by 20%.

A case study of a small coffee farm in Elgeyo Marakwet County found that the use of
ICT, such as mobile phones and the internet, helped the farm to improve its efficiency
and reduce its costs by 10%.

CASE STUDIES

Koko Networks

Koko Networks is a venture-backed technology company that provides clean cooking
fuel and other essential goods and services to urban consumers in Kenya and India. The
company has integrated ICT in its operations in a number of ways, including:

Using cloud-connected “KOKO Points”. Koko Points are small retail outlets that are
equipped with ICT infrastructure, such as solar-powered computers and internet con-
nections. These points allow Koko to sell its products and services to customers, track
inventory, and manage its operations.

Deploying a mobile app. Koko has developed a mobile app that allows customers to
purchase its products and services, track their orders, and redeem rewards. The app
also allows Koko to communicate with customers and provide them with customer
support.

Using big data analytics. Koko collects data from its operations, such as customer
orders, inventory levels, and sales figures. This data is used to improve the company’s
operations, such as optimizing its supply chain and targeting its marketing campaigns.

Using artificial intelligence. Koko is using artificial intelligence to develop new prod-
ucts and services. For example, the company is using Al to develop a chatbot that can
answer customer questions and provide customer support.

Here are some of the benefits that Koko Networks has gained from integrating ICT in its
operations:

Improved efficiency: ICT has helped Koko to improve the efficiency of its operations,
such as by streamlining its supply chain and reducing the time it takes to process
orders.

Increased reach: ICT has helped Koko to reach more customers, both in terms of the
number of customers it serves and the geographic areas it covers.

Enhanced customer service: ICT has helped Koko to provide better customer
service, such as by allowing customers to track their orders and get help with their
questions through the mobile app.

Reduced costs: ICT has helped Koko to reduce its costs, such as by automating its
inventory management and using cloud computing to store its data.

Increased innovation: ICT has helped Koko to innovate and develop new products
and services, such as the chatbot that can answer customer questions.

BURN

BURN is a company that sells revolutionary cooking appliances that use clean energy. The
company has integrated ICT in its operations in a number of ways, including:

Using a mobile app to connect with customers. BURN has developed a mobile

app that allows customers to purchase its products, book repairs, and get customer
support. The app also allows BURN to collect data about customer usage, which helps
the company to improve its products and services.

121



Using social media to promote its products. BURN uses social media platforms such
as Facebook and Twitter to promote its products and connect with customers. The
company also uses social media to gather feedback from customers and improve its
products.

Using e-commerce to sell its products. BURN sells its products online through its
website and through third-party e-commerce platforms. This allows BURN to reach a
wider audience and make its products more accessible to customers.

Using data analytics to improve its operations. BURN collects data from its opera-
tions, such as customer orders, product usage, and social media engagement. This
data is used to improve the company’s operations, such as optimizing its marketing
campaigns and improving its customer service.

Using artificial intelligence to develop new products. BURN is using artificial intel-
ligence to develop new products, such as a smart oven that can automatically adjust
cooking settings based on the type of food being cooked.

Here are some of the benefits that BURN has gained from integrating ICT in its operations:

Increased efficiency: ICT has helped BURN to improve the efficiency of its opera-
tions, such as by streamlining its customer service and reducing the time it takes to
process orders.

Increased reach: ICT has helped BURN to reach more customers, both in terms of the
number of customers it serves and the geographic areas it covers.

Enhanced customer service: ICT has helped BURN to provide better customer
service, such as by allowing customers to book repairs and get customer support
through the mobile app.

Reduced costs: ICT has helped BURN to reduce its costs, such as by automating its
marketing campaigns and using cloud computing to store its data.

Increased innovation: ICT has helped BURN to innovate and develop new products,
such as the smart oven.

Other Examples illustrating the impact of ICT on small business success.

A small bakery in Nairobi uses a website to sell its products online. This has helped
the bakery to reach customers all over the country.

A small tour company in Mombasa uses social media to promote its tours. This has
helped the company to attract more customers.

A small printing company in Kisumu uses cloud computing to store its documents. This
has helped the company to save money on storage costs.

A small farm in Nakuru uses a mobile app to track its inventory. This has helped the
farm to improve its efficiency.

ESSENTIAL ICT SKILLS FOR SMALL BUSINESS OWNERS

Online Communication (Email, Chat, Internet Telephony etc.)
Digital Marketing (Facebook, Instagram, WhatsApp, YouTube etc))
Data Management (Accounting Software)

E-commerce Fundamentals (How BURN handled e-commerce, https://www.burn-
stoves.com/support/buy/kenya/

IMPROVING BUSINESS OPERATIONS WITH ICT

Customer Relationship Management (CRM) Systems
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Example the role of CRM systems (using Odoo CRM) in managing customer data and
improving relationships.

Accounting Software

Example the role of Accounting systems (using Odoo Accounting or QuickBooks Online)
in managing Accounting and Finance records, transaction and reporting

BUILDING AN ONLINE PRESENCE

a. Website Basics

The following are the 7 website basics that the facilitator should highlight in the session:
1. Domain name

2. Web hosting

3. Content management system (CMS) e.g. WordPress, Wix, and Squarespace.

4. Website design
5

Website content: It should include information about your products or services, as well
as contact information and a call to action.

6. Search engine optimization (SEO): SEO is the process of optimizing your website so
that it can be found more easily by people searching for your products or services on
Google and other search engines.

7. Security: Making sure your website is secure

Q&A SESSION

The facilitator should open the floor for participants to ask questions and seek clarifica-
tions on any topic covered

CONCLUSION

«  Recap the key points discussed throughout the session.

Encourage participants to actively seek out and apply the ICT skills they’ve learned to
their businesses.

KEY RESOURCES FOR THE SESSION

Key Resources that the facilitator will use in the session

1. Videos (showing various applications in usage)

2. Installed applications/log-ins to access Odoo CRM, QuickBooks online etc.
3. Google Workspace

4. Websites of various organizations

5

Social Media platforms
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