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Background

Recently the Malawi Agroforestry Extension Project (MAFE) has
undertaken to identify opportunities for the development of commercially viable
agroforestry-based smali and medium sized enterprises in Malawi. Building upon
investigations of the commercial potential of agroforestry-related plant products,
MAFE seeks to promote the sustainable utilization of these products by assisting
the development of such enterprises.

As a part of this assistance MAFE proposed a pilot training program in
good business practices, particularly in business planning and marketing to
Malawian entrepreneurs and small business owners engaged in businesses,
which utilize agroforestry-related products. This pilot training took place in
Lilongwe, Malawi, April 8 to April 18, 2002. This is a report of this training activity.

Scope of Work

In collaboration with John Pratt, MAFE Marketing Specialist, and
Emmanuel Miaka, Executive Director of the Enterprise Development and training
Agency (EDETA), | was assigned to design and conduct a practical training for a
group of owners of small and medium sized businesses and entrepreneurs
selected by Mr. Pratt and Mr. Mlaka. In doing so | completed the foliowing scope
of work:

1. A plan was developed for a training program, which emphasized
information and skills essential for the development and
management of small, and medium scale businesses in the
Malawian context. Peter Wyeth, of Intemational Programs at
Washington State University, Mr. Pratt, and Mr. Mlaka, reviewed
this plan. Integrating the suggestions of the reviewers, a final
program design was developed. Included in this program were
the following topics:

a. Market assessment and business planning;

b. Researching markets for products of the business and
determination of potential customer wants and sales.
forecasting;

c. ldentification of competition and developing strategy to meet the
competition;

d. Determining sources of raw materials in terms of cost, quality,
and reliability of supply was covered in general principles, but
not in specific detail to each participant's business;

e. Estimating costs of production and expected profits;
f. Estimating capital costs and cash flows;

g. Estimating the need for outside funds and determining where to
obtain them.



2. | traveled to Malawi, conducted the training in collaboration with
Mr. Miaka, and consulted with Mr. Pratt and Mr. Miaka in
assessing this training program and possible future training
needs.

3. | submit this report in completion of the assigned Scope of Work

Method

The workshop was planned and conducted in close collaboration with Mr.
Miaka. In addition Mr. Mlaka served as interpreter in the very best sense of the
word. He played a critical role in ensuring that the participants understood the
concepts presented. His understanding of the participants as well as his
professional background and experience, combined to enhance the effectiveness
of the training. The presentation of the workshop was a true collaboration.

The workshop was conducted in MAFE’s Resource Center, in Lilongwe.
All of the participants but one traveled from outside Lilongwe to attend the
workshop and were lodged at a guesthouse in Lilongwe for the duration of the
program.

Workshop activities were designed with adult leamers in mind, and took
into account the various levels of business experience, education, age and
capabilities of the participants. Activities included lectures, workbook exercises,
small group assignments, participant presentations, discussion, and short field
exercises. In the latter participants tested concepts as applied to businesses
located within walking distance of the training room.

The workshop was scheduled for eight days plus one day for field trip. The
first four days of classroom activity, Tuesday through Friday, were foliowed by a
daylong field trip to visit the business of one of the participants, Mrs. Femn
Sadyalunda, and Paragon Ceramics, a well-established pottery run by Mr.
Christopher Stevens in Dedza. The field trip was a significant leaming
opportunity. Both Mrs. Sadyalunda and Mr. Stevens provided in depth
descriptions and detailed commentary directly related to the topics covered in the
classroom, they provided examples specific to conditions of business in Malawi,
and answered participant questions. Four more days of training were conducted,
Monday through Thursday, in the second week_ A copy of the PowerPoint outline
used to guide the course is found in the Appendicss. This copy shows the order
in which topics were covered.

In addition, Mr. Pratt presented information on the moringo nut oil market
on Friday afternoon of the first week, and Mr. Joffrey Kumwende, Head of
Commercial Lending for the Malawi Rural Finance Company, made a
presentation on sources of financing and the loan application process on
Wednesday afternoon in the second week.

In total the 44 hours of classroom activities and the 8-hour field trip
provided participants with an opportunity to get essential information for the
preparation of a business plan and for improving the management of their
business. This number of contact hours exceeds that in a standard university



semester. Students were also given homework assignments on two occasions,
Through workbook exercises the participants actually completed significant
portions of a draft business plan. A copy of the workbook outline, "Introduction to
Market Planning,” is found in the Appendices.

Participants
Following is a list of the participants.
Name Affiliation
J. Chiluwe EDETA
D. Vinkhumbo EDETA
A. Bonomali TOP-Biantyre
A. Chisasula TOP-Dedza
R. Chisemphere NABW-Mehinji
B. Mwawa . TOP-Salima
A. Chikwawa TOP-Salima
M. Botha TOP-Rumphi
F. Sadyalunda A NABW-Lilongwe
S. Zimba WSM Baobab juice factory
A. Tebulo WSM Baobab juice factory
T. Kunsamala TOP-Mangochi
l. Memyere Private farmer
L. Chubinga _ COMPASS
L. Makopa ICRAF
A. Luka ICRAF
Z Jere MAFE
H. Phombeya MAFE
J. Pratt MAFE

The representatives from MAFE attended sessions on an occasional
basis, but participated actively in the discussions. They contributed examples
and offered vaiuable observations and explanations. All of the other participants
with the exception of Mrs. Sadyalunda and Mr. Memyere attended 100% of the
program activities. Mrs. Sadyaiunda and Mr. Memyere missed one day each.
The level of attendance and the attentiveness of the participants is testimony to
their interest in the material presented. This workshop represented a significant
investment of time on the part of the participants, as most are engaged in a
number of business activities.

The participants represented a number of different organizations and had
experience in a wide variety of businesses. In addition to interest and experience
in production of nut and seed oils, participants had business experience in tailor
shops, second-hand clothing, hardware, maize milling, juice production,
vegetable and fruit processing, handicrafts, drying and selling fish, grocery,
tobacco trading, paprika processing, poultry and bee products.

o



There was a wide range of experience and capability among the
participants, but a high level of effort and participation by all. The educational
level of the participants was on average relatively iow, and some basic concepts
such as ratios, percentages, and graphs, required extra explanation. The
participants willingly asked for additional explanation when they needed it. It was
essential to use interpretation into Chichewa, as the level of English was also
relatively low for most of the participants. In fact, at least one of the participants
needed additional interpretation, because her native language is not Chichewa.
The patience and enthusiasm of the participants, maintained throughout,
contributed to the success of the program.

Assessment

Continuous assessment of the effectiveness of daily activities was
conducted based upon the comments and contributions of the participants.
Whenever it became clear that concepts needed additional explanation or time,
the program was adjusted immediately. At the end of each day Mr. Mlaka and |
consulted to identify any problems that might be apparent. Each day’s plan was
adjusted to accommodate the previous day’s assessment.

An end of course written assessment was also conducted on the final day
of the training. These surveys, along with an English transiation of the questions
are found in the Appendices. The surveys reveal an exceptionaily high level of
participant satisfaction with both the content, conditions, and methods of this
training program. All participants but one of 17 rated the facilitation and methods
“Very Good,” the top rating. The one exception gave us a "Good" rating, but
explained that the training was excellent in the general quality question, and
indicated that he or she had hope for more technical production training. All of
the participants, without exception, indicated that the specific content of the
course was valuable and appropriate. The participants indicated that they feit that
their objectives had been met by the course. Open-ended questions aiso
indicated a positive evaluation for the training experience. This is a remarkable
level of positive consensus for a workshop of this type.

A couple of participants did suggest the need for more technical
production-oriented training in the future. Several others also suggested that
follow up training on the topics of the course would be very useful. Mr. Mlaka,
speaking for EDETA, indicated at the end of the training that EDETA would help
participants who had questions or wanted additional help. A true assessment of
the long-term effectiveness of this training will require some sort of follow up with
participants after they have had time to digest the material and attempt to apply it
to their specific business objectives.

As always with workshops of this type, participants had a significant
opportunity for networking and leaming from their colleagues during the training.
Course activities were designed to foster a coliegial atmosphere and the level of
confidence and active participation indicated that this was to a large part
achieved. However, there was also an unexpected negative undercurrent, as
some of the members of TOP allowed emotions from outside of class disputes to



carry over. While these disputes were not openly expressed in class activity, they
perhaps led to reluctance on the part of some participants to be more active in

their contribution to the overall group.

The training facility was adequate, but would not be appropriate for a
group larger than ours. Even for our group a more flexible arrangement of the
furniture and a bit more room to move around for group activity would have
added to comfort and convenienice for the participants, and enlarged the type of
activities we could have used.

Support services provided by MAFE staff for the workshop were excellent.
Arranging the field trip, inviting Mr. Kumwende, making copies, and providing the
projector and other training materials were handled in a very timely and effective
manner. Lunches and refreshments for breaks were fine. My very great thanks to
Mr. Pratt and his associates for making all the arrangements and bringing off the
workshop very efficiently and effectively.

Recommendations

Because of the high level of participant satisfaction with the content and
methods of the course, | would recommend that such business training activities
be continued as part of MAFE's program for encouraging and supporting
business development for agroforestry enterprises. The program of this training
should be repeated for other groups of participants as such groups are identified.

In addition to this comprehensive program on business planning, shorter
courses could be offered on the constituent topics of this course. For example
participants expressed an interest in learning more about accounting reports and
how they can help in a business, there was also a suggestion regarding
identifying and evaluating opportunities for new businesses. Training on quality
controf and production management would be useful, and further specific
elaboration of sourcing raw materials would be useful.

In order to fully assess the impact of this training, and to reinforce it, follow
up activities are essential. Follow up could take the form of an additional shorter
workshop for participants in several months time, to see what and how they have
implemented the concepts of the workshop. Iindividual consuiting could be done
for those participants with the greatest likelihood of application of the skills and
tools presented in this workshop. It was clear that the participants were very
eager to learn, and the majority of them acquired the rudiments of some
fundamental principles of business management. However, implementation of
the principles will require adaptation to the particular needs of each business.
Without folfow up it is uniikely that participants will be able to fully benefit from
what they have iearned.

While there are a number of organizations providing business training in
Malawi, the demand appears to be very high. MAFE has a very specific target
audience for such training and bringing together individuals for training relevant
to their specific needs shouid lead to good resuits with provision of some
guidance and follow up in the implementation stage.



Timetable

Date

Activity

April 6-7, 2002 Travel to Malawi

April 8 Arrival Lilongwe, Organization of
Workshop with Mr. Pratt and Mr. Miaka

April 9-12 Training sessions at MAFE Resource
Center

April 13 Field trip to maize mill outside Lilongwe
and pottery in Dedza to see exampies
of course concepts

April 14 Assessment of first week’s activities
and planning and preparation for
second week

April 15-18 Training sessions at MAFE Resource

- - | Center. End of course assessment with

Mr. Mlaka

April 19 Wrap up with Mr. Pratt and write report

April 20 Explore business environment of
Malawi

April 21-22 Travel from Malawi to Puillman

Appendices

Appendix 1 introduction to Market Planning




Introduction to Market Planning

Market planning is part of the business planning process. The Market Pian is
part of the business plan. What is a Business Plan? It is a document through
which the decision to commit resources is made. It is the map by which the
business owner guides the firm through the marketplace to financial success and
personal fulfiiment. The business plan summarizes the analysis that was done
to justify the launching and continuing operation of a business. itis a "selling
document." Through the plan, you are seliing yourself, the company, and your
vision to investors and others.

The development of the business pian is a building process. Each piece of data,
every hour of analysis, each decision committed to writing, builds step-by-step to
a completed picture. It is the business owner's most important document. A
well-developed business plan is a sign of a sophisticated businessman. It
provides a systematic, realistic way to evaluate chances for success, and a
method for determining and evaluating risks. It is a series of tools, a game plan
for successfully managing, a comparison tool for matching results against goats,
and it is the primary tool for attracting money.

The business plan may vary from 10-50 pages or more in length. A summary
plan, about 10 pages long, is becoming increasingly popular, works well in the
early stages of a startup, and can be used to whet the appetite of potential
officers and investors. A standard business plan runs about 40 pages. Itis of
most value when you are looking for a substantial investment or a strategic
partner. Review the business plan. It is a useful annual exercise to help the
management team of a quickly growing company to keep focused and on top of
the changes going on within the business. The key to a good business plan is a
clear definition of the business, evidence of management and marketing
capabilities, and an attractive financial arrangement.

What function does the business plan serve? The business plan is a written
summary of a proposed venture, its operationalffinancial details, and an
explanation of the managers' skills and abilities. Because the business plan
reflects its creators, because it is the 'game plan for success’ because it is the
document for investors, it is vitally important that the businessman write the
business plan him/herself. Every plan serves two primary functions.



First and most important, the business plan guides company operations by

charting the firm's future course and devising a strategy for getting there. It

provides a number of tools to this end:

a mission statement.

the consequential goals and objectives.

a strategy for achieving success.

budgets and financial forecasts for accomplishing the mission.

a description of the target market(s) to be served in accomplishing the

mission.

* a series of specific action plans that put feet' to the mission's
accomplishment.

The second primary function is to attract lenders and investors. Cash and cash
flow are the names of the game for the small business owner. Sometimes,
particularly in the startup stage, the entrepreneur needs a tool to "sell" the
business to potential investors. That's the business plan. It is a reflection of its
creators. |t concretely demonstrates how seriously the entrepreneur has thought
about the business.

What we will do. In this workshop we will discuss and begin preparing a
business pian. Using this information, each participant will develop a Business
Profile and a Marketing Plan.

The Business Profile is a summary of your business plan. [t will present your
company to potential customers and show them why they should do business
with you. When you have developed a good business profile, we will help you
promote your business by distributing the business profiles to potential
customers.

The Marketing Plan is part of the Standard Business Plan and describes how
you will reach and satisfy your customers. You will use the marketing plan to
decide which potential customers to contact and how to effectively market your
company and its products to your target market. '
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VL.

STRATEGIC BUSINESS PLAN FORMAT

The Nature of the Business
A. Description of the business
B. Industry characteristics

C. Competition

D. Distinctive Competencies

Mission Statement
A. Products line or services provided
B. Philosophy of the business

Posture and Goals
A. Strategic Posture
B. Company Goals
1. Horizon Goals
2. Near-Term Goals

Marketing

Target market
Product-line strategy
Pricing strategy
Distribution strategy
Service strategy
Promotion strategy

Tmoow>»

Operations Plan
A. Operations

Financial Plan
A. Finance

B



A few final thoughts before starting:

1.

There's no one right way to write a business plan. This outline cofresponds to
general business practice.

Add or delete elements, as it seems appropriate to your specific
circumstances.

Be careful to have substantive reasons for varying the format, as each
element presented has been carefully considered against common business
practice.

While a number of questions are presented for your consideration, keep the
pian concise and focused.

Many of the questions require very brief answers.

Some questions are business specific, service or manufacturing, and
therefore will not be relevant.

Some you will choose not to answer because they are not important or
relevant to your purpose and business.

Be creative in the presentation of the plan, but realize that creativity is not an
end in itself. If a plan lacks substance or contains factual errors, all the glitz
and glamour in the world won't make it sell.

. Capture your company’s personality and energy in your writing.

Remember, this is a working document. Every championship team enters
competition with a game plan. Generally that game plan is followed but
modified as the dynamics of the game dictate.

Plan, work the plan, and madify the plan as circumstances dictate.

Don't abandon the plan either through negiect or making such radical
revisions that your strategic focus is abandoned.

Iif significant, radical changes, i.e., changing the strategic direction of the
company, are necessary, revisit the whole plan. :

References:

Dupree, J.V. A Business Plan for the Small Business, Prentice-Hall, 1996

Fry, F.L. and C. R. Stoner, Strategic Planning, Upstart, 1995.
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SECTION | - NATURE OF THE BUSINESS

Description of the Business

1. Briefly describe the background and operation of your company and highlight
significant financial and operational events.

What significant successes or failures have you had?

Concentrate on the successful accomplishment of past objectives but be
honest about the risk.

HE



Industry Characteristics

1. Give a brief history of the industry. Note any special events, governmental
action, or economic changes that have altered the industry in the last ten
years.

¢ Provide industry data such as market size, growth trends, and competitive
strength of major firms in the industry.

* Address the importance of strategic issues such as: ease of entry and exit.
ability to achieve economics of scale, cyclical nature of the economy, sales
cycle, or seasonality, and trends regarding the use of technology.

e What are the current conditions in the industry and how does the future iook?




Competition

1. What are the key "success factors" for your business and why are they key?
* Have your competitors been successful due to any of these?
¢ How does your product fit these success factors?




Distinctive Competencies

1. How does your business or product create value for others?
e What do you offer the customer that no one eise does?

2. What is the basis of your competitive advantage?

¢ What do you do best?

* What do you do better than your competitors?

® What are the potential applications of your product?

e



SECTION Il - MISSION STATEMENT

1. Why does your company exist? You serve customers, and make a profit, of
course, but why else?

What action word best describes what you do?
e What words best describe how you do business?

e
S



Philosophy of the Business

1. What is it that you want to accomplish? When will this be done?

* Quantify goals where possible and appropriate, i.e., amount of revenue,

number of employees, or size of market share, for example.

2. What are the guiding principles or values for your company?
e What is your responsibility to customers and to your investors?




SECTION lil - Posture and Goals
Strategic Posture

1. What are your generai business goals?
® These should spell out what the company plans to accomplish in broad terms.

2. What are-your specific business objectives?
® Areas to consider:
* market--market share or market position.
* product-quality, service, innovation.

¢ company-—-employee morale, management development, company
culture/image.

® social--job creation, environment.




SECTION IV - MARKETING
Target Market

1. What market research have you conducted? What do you know about your
customer?
Does the research show a growing or shrinking market?
Does the research show a profitable market for your business, product?

2. Describe the overall market.

® Location and size, in number of customers and sales dollars, growth rate, and
trends.

Provide a table of projected industry sales in this market.
Project your market share, best case, worse case, most likely case.

Year 1997 Year 1998 Year 1999  Year 2000

Revenues
Best Case
L Percent Growth

Revenues
Most Likely Case
_Percent Growth

Revenues
Worse Case
Percent Growth ;
Projected i
Market Share

20



Who are the potential buyers for your products?

Describe the customer according to any of the following or any combination:
demographics, psychographics, sociological, geographics.

Does your product lend itself to repeat purchases? How will you keep the customer
coming back?

Are customer needs changing, if so, how?

What are their expectations regarding your product?

What will be the most effective media to reach these customers?

]
4. How many potential customers are there?
e What percentage can your realistically capture?
¢ This is critically important to justification of the financial forecasts what will foliow.
® How will the product be distributed to this target market?
® Are there different segments within this target market?
"™
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Why do your customers buy?

What is their primary purchase criterion: price, quality, availability, convenience, or?
Are there price tiers in the target market?

What features do they seek?

What benefits do they want?

Do they have a preference as to how and where they buy? How strong is it? How
will you change it?

¢ o 0 0 0

What are the potential annual purchases?

How do the customers decide to buy?

How often do they buy?

What is the buying cycle?

Is there a seasonality to your market?

Is demand tied to any other product, i.e., computer disks to computer sales?




~

What do they buy?

Price—How much will changes in price affect your customers' purchases? Important
to know in advance.

Quality--Will they pay more for better quality?
Image--is brand name important?

How do they use the product?

Are customers brand loyal?

8. What competitors are selling to this target market?
¢ Name the competitors and list their market share.

I N )



9. Sales forecast.

five years out.
What is the average sale?

What are the incentives for sales people?
Forecast projections in terms of best case, worse case, most likely case.
Project sales in terms of units, revenues—gross and net.

What is the nature of the sales cycle: long or short, simple or compiex?
Provide in chart form your sales forecasts for the current year, next year, for a total of

10. Sales Forecast Table.

Year 1999

Year 2000

Year 2001 1]

Best Case
Dollars
Units

Most Likely Case
Dollars
Units

Worse Case
Dollars
Units




Product-line Strategy

1. How might the economy effect sales of your product?
® What is the economic forecast for your geographic area for the next year, next five
years?

2. How might government programs, policies, or legislation effect your industry,
business or product?

Any pending legisiation?
® Changes in government programs?

25



3. How might technological factors effect your product sales?
¢ [Economies of scale.

¢ Overcoming or changing competitive advantage.

4. What social/cultural factors might impact your sales?
¢ Changing demographics of market segments.




How will you build your competitive advantage?
Customer focus.

Devotion to quality.

Attention to convenience.

Concentration on innovation.

Dedication to customer service.

Emphasis on speed.

® o 0o 0 0 0

Pricing Strategy

What is your pricing strategy?
Low cost or premium pricing?
How price sensitive is the market?
Why that strategy?

® ¢ o -
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How is pricing determined?
Costs pius.

ROI.

Competitive parity.

LI I BN

3. What are your margins?

Ty



Distribution

How will you distribute your product?
Company distributors.

Agents or brokers

Manufacturer representatives.

* & & -

2. Transportation
e Costs.

® Means--company vehicles, rail, truck, efc.

29



Service Strategy

1. What will be your customer service/product service policies?

Promotion

1. How important is promotion to your products?
® How will you measure its effectiveness?




2. What type of advertising?
* National verses regional/local.
® Print or electronic.

What promotions will be used?
Trade shows.

Direct Marketing.

Public Relations.

e o o w
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4. Budget.
® What percentage of sales will your spend on promotion?
¢ What budgeting method will you use? Why?

Advertising plan.

What media will you use? Why?

How will you use public relations in your promotion plan?
Scheduling Plans.

e o o n
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Sales plan.

Will you use sales people?

How will your sales force approach the customer?
How will they be paid?

SECTION V - OPERATIONS

1.

What is your production process?
Do you produce, or is the product produced for you?
What are your production requirements in terms of

Labor.

Equipment.

Facilities.

Materials.
Transportation/shipping.

Consider offering a flow chart.




2. How will production levels be determined?
¢ Explain your production forecasting.

3. Whnat is your inventory controt philosophy?
® What is your safety stock policy?




4. What is your quality control process?

5. Will plant-expansions be planned, financed?

54



New product development.

What is your company philosophy; is R & D essential, a non-issues?

What patents, copyrights, or trademarks do you hoid?

What are your new product plans?

Are there any government regulatory issues for new products, existing products?

* e 0 0o

7. Who are your major suppliers?
¢  What are their terms?
® What percentage of their business do your orders represent?

326



SECTION VI - FINANCE

1. Capital-related risks—potential cash flow problems, notes coming due, etc.?
Contingency plans?

raty



Appendix 2 Powerpoint Outline of the Course



JERMAN ROSE

Iaday’s Agenda

* Introduction
* Teaching Phiiosophy

* Review Course Goals and Objectives

Wik rasTon STar
E VINVEARETY
A . Ky i

A Philosophy of Teachi

* Buckets and fires

* Participant centered

* Conditions for learning
* Feedback

VARSHINGIOES STATE
PO

Active | earni

* Teacher insplres, encourages, and provokes
engagement

* The active use of ideas to solve problems

YasEmTTON
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Workshop Goals

* Review concept of business plan
* Develop your business ideas

* Bagin the process of plan deveiopment
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Workshop Topics Joday's Agenda
* Introduction to Business Planning * infroduction 10 Business Plan
* Your Business Plan * Business Plan Process
* The nature of your business
* Developing a strategy
* Marketing Plan
* Operational Plan
* Financial Plan
wgrSRRT
S e i 8 Jaay
Why nat plan? Most common masans for not planning
* 1 don’t have time
* R is for big companies not small ones
* & doasnt work
* | don’t know how
Reasons for Plapning
* Companies that plan succesd
* Communicate with others
* Understand your business
* Prepare for the future

ok . Boar pv Jum
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Ihe Business Envi |

* A Dynamic Ecosystem
* Not Good or Bad

Dealing with Lincertaint

List the key trends in the Malawian
Business Environment Today

¥3



Business Planning is Like Planning a
Trip

You have to know:

Where you are
Where you want to go
How to get there
Resources you need

ol olma. dne audum,

* Your business pian reflects:
= Your goals
= Your resources
= Your products or services

* Plan 2 itle
* Do a Mitle
* Pian a Bttle

Al i, P fo Saa

S lgn Buwr talins
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Writing Your Business Plan #1

* identify Your Reader

* Description of the Business
= History of the business
» What you do
= Successes

R

ot Tlact Sar 30 s

W g Maur i Moy,

Writing Y. Busi Plan #2
* Remember your reader
* Is this Industry a good one?
* Growth and size of market
= Competitive strangth of othars
= Importance of technology
* Projections for the future

Wm{g«_:;tus, ,S:l_ﬂ'__!:

S Ca Tev e

Key Success Factors

¢ Each industry has its own factors
* Examples:
» Economles of scale - toothpaste
* Flexible production - talloring
* Technology - computers
= Cost control — restaurant
* Capital - alrplane manufacturing

\Wrifing Your Business Plan #2

* Remember your reader
= identity the key success factors In your industry
* Tell how your company has these factors

WRsHISTON STy
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Value Chain

S‘,,"/,“ ogistics Service )| Prom

Lﬂﬁﬂ T oo

RAD, Technology, Systems Developrment

Human Resources mansgement
General Administration _l
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Competitive Advantage Writing Your Business Plan #4

* Competitive advantage comes from unique * Ramember your reader
capabitities * How does your company add value?
* In order to capture market you must be * What is unique?

differant, or better *Whet 4o you do best?

* What do you do better than your compatiiors?

i oo
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loday's Agenda

* Vislon/Mission

* More on Adding Value
* Introduction to Marketing
* Flald Study

w‘é@ Thd Iw&;vg"

ikt £ a0 Mt 99 Peit:

Visi | Mission Statement |

* Vision statement tells the reader what your
company will become in the future,

| Examples;

1. Our company will become the best tallor shop
In our region and provide a good living for all of
our family.

2. Our company will produce the highest guality
nut olls and become an important supplier of

olls in our region. WWRSHRIGTON
reg s

s O, Ny dr Kl

Mission Stat ¢

* Misslon statement tells what you do to achieve
your vislon and reflects your Important values,

* It should identify the company, what you do,
your target customers, and your values.

Exampie: Our company Is a family owned
business which provides custom talloring
services, to men and women, in our region. We
belleve in taking care of our employses, and

meeting customer needs. " :
g e
Wi (e few e SiE L S More e Mnx
Write Your Business Plan_ Adding Value

* Remember your reader
* Write a Vislon Statement for your company.

* Write a Mission Statemant for your company,

e
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* “Yalue added™ means

= Increasing the value of a product to the
customer

* Value means the customer will pay more

= Producer participates in the vaiue chain to

receive additional money
W
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* Base product on markst demand
* kdentity niche mariket

* Make decisions on good reconds
* Plan for the future

* Continually evaluste

* identifying and meeting customer nesds and
wants,

e (i Sowr s dym.

Market Research

* Market research means gathering information
about your market

* What do you want to know?
* How can you get Information?

okl s, S o B
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Today’s Agenda

* Fleid Exercise Review

* What is Marketing?

* A Personal Example

* Mr. Pratt on Market Information

Writing Your Business P!

* Remember your reader
* Market research Is foundation of your plan

" * Are there customers?

* How many?
* Do they need your product or services?

‘“6?%’ 1.'% X
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What is Ma:kﬁr' ing?

* identitying and meeting customer needs and

wants,

“ghER

M g T e

Market Research

* Gather information about your market

* What do you want to know?
* How can you get information?

1“&‘5@ ‘:‘l!mgﬁ 1

Stegs in S ful Markets

* Segment markets

* identify target customer

* Develop marketing strategy
* Develop marketing plan

g
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ldentify Market Segments

* Common needs
* Sufficient number
* With resources
* Can be reached

Sitesr “lice S 40 Fone.
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Ioday's Agenda

* Review Fleld Trip
* Selecting Target Markets
* What customers buy
* What Is quality?

* Marketing strategy

-* Develop marketing strategy

St ins ful Marketi
* Segment markets
* identify target customer

* Develop marketing plan

\ﬁé:-:‘n}'x‘% %E 3
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ldentify Market Segments
* Common needs

* Sufficlent number

* With resources

* Can be reached

TSSO Sty
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Writing Your Business PI

* Remember your reader

* Describe your target customer

* What are your customaer's nesds?
* How many such customers?

* How will you reach them?

“’V\ﬁmﬁ& “rm;“ ;ﬂﬂ( %
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Key Questions

* Why do they buy your product?
= Price, quality, availabllity, convenience?
* What features do they seek?

* How do the customers decide to buy?

* When do they buy?

* What do they buy?

aar Caoe R W9 Peis.
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* Strategy Is positioning your products and
services
* To gain advantage over your competiiors

RS Clmg Sew i Pom.

Writing Y. Busi P
* Remember your reader
* Compiete § in Business Plan workbook

i g S oo Vi

Why Do Customers Choose Your
Product?

* How are you differant from your competiiors?

Competition — What is Your Market
Boaition?
High
- * L ©
()
Low He
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Today's Agenda

* Marketing Plan

* Fleid Activity

* Financlal Plan

* Sales Forecasting

* Who is my customer?
* What does he want?

“* What is my competition doing?

it
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* Price
* Quality

Mg

L Cewr e

Stems In S ful Marketi

* Segment markets

* identify target customer

* Develop marketing strategy
* Develop marketing plan

wyBRR
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Ihe Four P's of Marketing
* Place (location or distribution)

* Product (or service)

* Price

* Promotion (advertising and sales)

W‘g’ R
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Product EBroduct Mix

* A product is something tangible * Related products

* Product includes: * Different products

* Packaging * Strategic approach 10 product mix
» Labeling

= Service

* Guarantes

Service Biace (Distribution)
* A service Is Intangible

* A sefvice may also include products

-CMMMMW

* “Puople” the $™ P of Marketing
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Place (Lacation)

Eisld Activity

* Where are your target customers? * Visit the woodcarving maflm
* Traffic volume * Who is their target customer?
* Setting * Why are they located where they are?

= Attractive

= Clean

= Display
* Near similar businesses

TARSENGIU T s %
Hitvar Ciagd R o face. b Lt i iy dare.

Eu' :in n s l l - E -
* Pricing strategy * What Is your objective?
* How price sensitive is your market? - mmlzo sales?
* How do you determine your prices? . mize profits?
* Why Is profit important? : g‘onvcy message about quality?

* The concept of margin

WASENCH St
Pimnies

e Ly far e o,

VARSETNGICRS ST
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Setting Pri

* What are the competition’s prices?
* What are your costs?

3%9:;?){;1::«:%?.
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* Financial Plan

* Sales Forecasting
* Cash Fiow Projections

* Remember your resder

°Wﬂmmmmuhm
and grow?

°ﬂmmthbm
lenders?

-mmmmmhbﬂu
investors a return?

s

Ml s S b e

Steps in Preparing FinanciaiPlan Analysis of Costs

* Analysis of Costs 'MMNMM}

* Direct (Variabie) costs ammmmumu

= Indirect {Fixed) costs sefvice

* Breakeven Analysis = Costs which vary with sale of product o¢

* Cash flow Analysis

- Projecting Saies * Indiract Costs (Fixed Costs)

. ng s Costs of being in business
* Costs which stay the same no matter what the
sales

Cost Information Breakeven Analysis

* Historical Actual Costs * How much do we have 10 sell to cover Direct

* Projected Costs and indirect Costs?

= Assumptions must be clear

= Assumptions must be based on Information Then we can project

* How much time will X take 10 start making

g

e S
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Today's Agenda

* Financial Plan

* Costs

* Sales Forecasting

* Cash Flow Projections

* Remember your reader -
* Will your business generate enough to survive
and grow?

* Will your business generate snough to repay
lenders?

* Will your business generate enough to give
investors a return?

g

sl - K 7 e

St in P iring. Fi ial Pl
* Analysis of Costs
* Direct (Variable) costs
= Indirect {Fixed) costs
* Breakeven Analysis
* Cash flow Analysis
= Projecting Sales
* Accounting Statements

s Lhna o o bow

Analysis of Costs

* Diract Costs (Variable Costs)
* Costs which directly contribute to product or
service
= Costs which vary with sale of product or
sefvice
* indirect Costs (Fixed Costs)
= Costs of being in business
= Costs which stay the same no matter what the
sales

ViseToRd S
PR

Inlarte TR, Mo o 2w

Coast information

* Historical Actual Costs
* Projected Costs
= Assumptions must be clear
+ Assumptions must be based on information

R

PR dulng. i by oo

* How much do we have to sell to cover Direct
and Indirect Cosis?
Then we can project

* How much time will it take to start making
monay?

i
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Breakeven Analysis

Price per Unit — Direct Costs = Margin per Unit

Margin per Unit / Price per Unit = Margin Ratio

Fixed Costs / Margin Ratio = Breakeven Sales

e

e Y 0 T Y

Exampile: 900 - 700 = 200
200/800 = .22
10,000/.22 = 45000 Kwacha

How Many Units: 43000/900 = 50

L Y

Breakeven Analysis

* How quickly can we sell enough units at our
projected price?

-Evorwlngmallwuourhmmwll
give us a profit equal to the number of units
times our margin
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Breakeven Example

Unit Price 900

Direct Cost - 700
Margin 200
Margin Ratio 0.22
Fixed Costs 10,000

Breakeven Sales | 45 000

Breakeven Units 50




[Product | A s c

Ssies | 120.000 | 200,000 | 140,000

Direct 90,000 | 150,000 | 80,000

Cost

Margin | 30000 | 90,000 | 0000
i (W) | (28) - (7))

E
|

Cash Flow Projection Steps in Cash Flow Anafysis
* Most important part of your financiai plan * Saies Forecast

* Expanses forecast
* Pradict when you will need cash
* Predict when you will have cash
°wumdpudonumw

e I ol

Earecasting Sales Eomcasting Sales
* Historical records * Projection
* Amount = Assumptions clesr and logical
* Timing » Sizra of market

s Markat share

* Number of customers

= Sales per customer

ol Taag. S dn o




Sales Forecast Example

* 1000 pregnant women

* Because of our promotion program we can
convince 200 to drink Baobab juice once a week

* 200 x 4 = 80 botties of Baobab juice per month
* 300 x K30 = K2400 per month

* Cash flow projects when you will get cash and
when you wiil need cash

YRR

v “heca Raar i e sl Chan. Kny dr b
~ash FI Basic Fi jal R I

* Maximize cash sales * Balance Sheet

* Credit policy = Assets — Liabilities = Net worth

= Collection system
* Minimize cash payments * [ncome Statement

= Suppllers offer credit * Revenue — Expenses = Profit

* Partlal payment

e R

MRS tawr i fuw,

I3 w20 e iy

Promaotion Strategy

* Know your target market!
* Advertising

* Discount

* Direct Sales

e

N e, M b e,

Qperations Plan

* Personnel

* Equipment

* Production process

* Schedule of Activities - What will you do first?

R
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Baopia-The Most Important Resource |

'Bachgmmayouamimwmm
* Tralning programs
* Quality control

ettt e, St 1 .
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CASH FLOW EXAMPLE

Month 1 (Month2 [Month 3 [Month 4 Month 5 [Month 6
Starting cash 35000 7000, -45500/ -47000| -22500 10000
Flow In
Cash Sales 10500 35000 42000 49000 35000
Credit Sales Collected
Assume 50% of outstanding 7000 8000 9000 14000
Other including Loans 35000
Total Cash In 35000 10500 42000 50000 58000 49000
Total Cash Available
(starting cash + cash in) 70000 17500 -3500 3000 35500 59000
Flow Out
Raw Materials 35000 35000 18000 0 0 0
Labor 10500 10500 8000 4000 4000 4000
Rent 3500 3500 3500 3500 3500 3500
Loan Payment 4000 4000 4000
Owner 14000 14000 14000 14000 14000 14000
Total Cash Out 63000 63000 43500 25500 25500 25500
End of Month
Flow In minus Flow Out) 7000] -45500| -47000| -22500 10000 33500

(f



CASH FLOW EXAMPLE

Cash Flow Worksheet

Starting cash
Flowin R
Cash Sales

Enter Time Period) [~

Credit Sales Collected

Total Cash In

Total Cash Available

(starting cash + cash In)

Fiow Out

Raw Materials

Labor

Rent

Loan

Transport

Advertising

Fuel

Electricity

Supplies

Taxes

Total Cash Out

End of Month
"|(Flow In minus Flow Out)

P



Appendix 3 Participant Feedback forms



WORKSHOP EVALUATION FORM

USAID / MAFE PROJECT / WSU
BUSINESS PLANNINGWORKSHOP EVALUATION FORM
9" _ 18" APRIL 2002

Please respond to each question as honestly and objectively as you can. Your evaluation
will be important in improving and restructuring future programmes for the benefit of
other participants.

Note : It is not necessary to write your name on this form uniess you so choose.

------------------------------------------------------------------------------------------------------------

1.0 How well were the objectives of this workshop met?

1.1 To be able to write a business plan for my own business
(] Met

L] Partially met

(] Not met

12 To share information and knowledge with other workshop participants
L] Met

L] Partially met

D Not met

2.0 Indicate how important you feel the following sessions were to you

Most Important Not very

Important Important
Marketing O O O
Margin O [J O
Break-even analysis N ] [
Cash-flow forecast il L] ]

Please make comments or suggestion below about how specific sessions could be
improved.

i L ‘(:..TQ/L Al d, Teer |
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3.0  What will you remember most about this workshop?
W’ S-‘-by-i—.,\___( - [J,’(.l:/r-,__;k‘r‘ t.ﬁ ~
‘aﬁr v f:_.;."fb-g_: e "Li %Lt«.—-—-*—-‘ -
{ 7o i -C('."rv' - ib"""r' *"‘""“—-—-rrl wmptla d f eec_“____,_‘ -
e R AL
C‘-”“"‘\‘Lﬁl' v asaguct
4.0 Please suggest subjects you think should have been added to this workshop
Aoty EL egar g“.'nv/én___. ;..,;-\,..‘A
Hom I fg‘r[,,.:‘_..,._._;_.,/}_5o-\r - d‘—j L\- f{a—\ L»nl £ .
P Orrey sy © ae dov -
T S
5.0  List subjects you think should not have been included in this workshop
n.-7
f
¥ 6.0  List, mr&ﬁm&hcmmhmpumegmshop
(S b ef ¢ accommedariay,
X 7.0 Distwhatyou consider as theteast Importam-topics imthis-workshop -
¥
_ ]
&0  Facilitation
Clarity of presentation was || Very good ] Good U can be
Improved
7 «C  Training methodology was B Very good (] Good U Canbe
g ¢ Reecorode " - B Improved
840/, ¢ Quality of training overall was[ | Excellent ] Adequate [ | Canbe
Improved
16.  Please write below any additional comments about the workshop
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MOMWE KOZI YAYENDELA KUCHOKERA PA 9 MPAKA PA 18
APRIL 2002

Chonde yankhani mafunso ali mmusiwa mwachilungamo. ki zitithandiza kuti
misogolo muno tikadzakhala ndi maphunziro ena ngati awa zinthu zidzayende
bwino.

Mukhoza knsalemba dzina lanu pokhapokha ngati mukufuna kutero.

1.0 Kodi cholinga chamaphunziro chakwaniritsidwa bwanji pa magawo awa?

L1 Ophunzira athe knlemha mapulani a bizinezi yawo.

/ﬂ"
ya -
a. [Chakwaniritsidwa .~

b. Chakwaniritsidwa pang’ono
c Sichidak;vaniﬁnidwe
1.2 Ophqnzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.
a.  Chakwaniritsidwa ,___~ |
b. Chakwaniritsidwa pang’ono
c Sichidakwaniritsidwe

2.0  Kodi mitu yamaphunziro iri m’ munsiyi ili yofunika bwanji kwa
inu?

Wofunika Wofunika Wosafunika

Kwamb_iﬂn‘ / _ kweni-k:eni
a) Kupeza ma kasitomala (marketing) % _ —
b) Kaikidwe ka mitengo (pricing) v T _
¢) Masamu opezera magini (margin) R s _
d) Masamu opezera Break-even ] = =

¢) Kalembedwe ka Kashiflo (cashflow) Lo

Chonde lembani maganizo anu m’musimu momwe mita taphunzirayi
tingaiphunzitsire mopitirira momwe taphunzitsira.

- . . ) o
M—ﬁpa\uﬁ—!\:':t O e — X} ﬁ;&b*ﬂ"_“ﬁ‘ i ot o T3 Y bu-.l\.:?‘c
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3.0  Kodi chimene simudzachiiwala pa maphunznrowa ndi chiyani?
rreanc e & e bu\\_ 79‘\

N o= Tet
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40 Chonde ﬁmﬁ%m mitn yamaphunzl'ro ena omwe mukadakonda akadakhalapo

pa koziyi.

TAin (A2 | Brece eCen [ TNy @8 ng ,Corews

5.0 Lembani maphunziro omwe sanafunika kuti akha!epo pakozi

yathuyi. _ P

oDNLS =i vies | o uan e \tf

6.0 Kaphunzitsidwe

Zimanveka bwino kwambiri Zimamveka ™ Sizimamveka _
7.0 Njira yakaphunzitsidwe

Inali yabwino kwambiri @/Inali yabwino O Siinali bwino __
8.0  Kodi malo ogona anali bwanji? —Z_ Ntk 2~ N alc bosdnY’

9.0  Nanga malo ophunzirira anali bwanji? = —~"\a b mea=-nl DALy -

—_

= JE ) P
Tt - % A &l ‘:.;CS\_Q. — LAR R S T ' \rmqlo
I

TG ndd muilecnl@ o mnagals Panal e prais

10.0  Nanga maphunziro onse ayenda bwanji?
a. Ayenda bwino kwambiri ‘"
b. Ayenda bwino

c. Pafunika kusintha magawo ena. Longosolani
V“C‘?-Li ("o Chrofunda Cadeta Tl N

11.0  Chonde lembani m’munsimu ngati muli ndi ndemanga yoonjezera
pokhundzana ndi momwe maphunzirowa ayendera.
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MOMWE KOZI YAYENDELA KUCHOKERA PA 9 MPAKA PA 18
APRIL 2002

Chonde yankhani mafunso ali mmusiwa mwachilungamo. lzi zitithandiza kuti
mtsogoio muno tikadzakhala ndi maphunziro ena ngati awa zinthu zidzavende
bwino.
Mukhozsa kusalemba dzina lanu pokhapokha ngati mukufuna kutero.
1.0 Kodicholinga chamaphunziro chakwaniritsidwa bwanji pa magawo awa?
1.1 Opbunzira athe kulemba mapulani a bizinezi yawo.
@ Chakwaniritsidwa
b. Chakwaniritsidwa pang’ono
C Sicﬂahaﬁ&ﬁwe
1.2 Ophunzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.
@ Chakwaniritsidwa |
b. Chakwaniritsidwa pang’ono
¢ Sichidakwaniritsidwe

2.0  Kodi mitu yamaphunziro iri m’munsiyi ili yofunika bwanji kwa

inu?
Wofunika Wolunika  Wosafunika
Kwambiri kweni-kweni
a) Kupeza ma kasitomaila (marketing) ¥
b) Kaikidwe ka mitengo (pricing) A

¢) Masamu opezera magini (margin) 0y
d) Masamu opezera Bresk-even @/
¢) Kalembedwe ka Kashiflo (cashflow) L)

O B O O

L

LI Can

Chonde lembani maganizo anu m’musimu momwe mitu taphunzirayi
tingaiphunzitsire mopitirira momwe taphunzitsira.
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3.0

4.0

5.0

6.0

7.0

8.0

9.0

10.0

Kodi chimene simudzachiiwala pa maphunzirowa adi chiyani? .. VT3
e e %\f\a\dmﬁc_hl\,wcgm hc& ) %\"L (S A S P

Chonde lembani mitu yamaphunziro ena omwe mukadakonda akadakhalapo

a koziyi. c e .
(l‘:‘tm Pgwu"?:\\r:» oONSe - aFnNia analhiPo adiMe U

Lembani maphunziro omwe sanafunika kuti akhalepo pakozi
(o AdeHno

yathuyi. ) - , aal .
. STolgBTSeekrwka GnSC anally , k
\\L@_g\qﬁz_ffe\ AR o O a adiofum
TOQ TR Ly /_,\_Q) L <
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Kaphunzitsidwe

Zimanveka bwino kwambiri i Zimamveka | Sizimamveka __
Njira yakaphunzitsidwe —Liﬂm\§ TOwine

Inali yabwino kwambiri [V Inaii yabwino | Siinali bwino L

Kodi malo ogona anali bwanji?
WAL tnaln DPNS anall=wine Kpvatnion

]

Nanga malo ophunzirira anali bwanji? . . ' -
a anal dowint  gywamisi(

\nd e ole pphunzro!

Nanga maphunziro onse ayeada bwglé{i? w8 Eera Ko aoniont .

MafPhuzite adlbn

Ayenda bwino kwambiri
. Ayenda bwino

c. Pafunika kusintha magawo ena. Longosolani

110 Chonde lembani m’munsimu ngati muli ndi ndemanga yoonjezera

pokhundzana ndi momwe maphunzirowa ayendera.
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MOMWE KOZI YAYENDELA KUCHOKERA PA 9 MPAKA PA 18
APRIL 2002

Chonde yankhani mafunso ali mmusiwa mwachilungamo. Izi zitithandiza kuti
mtsogolo muno tikadzakhala ndi maphunziro ena ngati awa zinthu zidzayende
bwino.

Mukhoza kusalemba dzina lanu pokhapokha ngati mukufuna kutero.
1.0 Kodi cholinga chamaphunziro chakwaniritsidwa bvvanji pa magawo awa?
1.1 Ophunzira athe kulemba mapulani a bizinezi yawo.
Cn; Chakwaniritsidwa
b. Chakwaniritsidwa pang’ono
c SMiﬂwanMuMwe
1.2 Ophunzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.
@&  Chakwaniritsidwa |
b. Chakwaniritsidwa pang’ono
¢ Sichidakwaniritsidwe

2.0 Koc‘l’: mitu yamaphunziro iri m’munsiyi ili yofunika bwanji kwa
inu?
Wofunika  Wofuniks  Wosafuniks
Kwamb.ri kweni-kweni
a) Kupeza ma kasitomala (marketing) [ i
b) Kaikidwe ka mitengo (pricing)
¢) Masamu opezera magini (margin)
d) Masamu opezera Break-even
¢) Kalembedwe ka Kashiflo (cashflow)

[l & (5] [9) (€
OO

I

Chonde lembani maganizo anu m’musimu momwe mitu taphunzirayi

tingsiphunzitsire mopitirira momwe taphunzitsira.
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3.0

4.0

5.0

6.0

7.0

8.0

9.0

10.0

11.0

Kodi chimene simudzachiiwala pa maphunzirowa ndi chiyani?

Chonde lembani mitu yamaphunzire ena omwe mukadakonda akadakhalapo
pa koziyi.

Lembani maphunziro omwe sanafunika kuti akhalepo pakozi
yathuyi.

Kaphunzitsidwe

—

Zimanveka bwino kwambiri Q Zimamveka D Sizimamveka |__
Njira yakaphunzitsidwe

Inali yabwino kwambiri [} inaliyabwino (]  Siinali bwino

Kodi malo ogona anali bwanji?
Nanga malo ophunzirira anali bwanji?

Nanga maphunziro onse ayenda bwanji?

® Ayenda bwino kwambiri

b. Ayenda bwino

c. Pafunika kusintha magawo ena. Longosolani

Chonde lembani m’munsimu ngati muli ndi ndemanga yoonjezera
pokhundzana ndi momwe maphunzirowa ayendera.
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Chonde yankhani mafunso ali mmusiwa mwachilungamo. 1zi zitithandiza kuti
mtsogolo muno tikadzakhala ndi maphunziro ens ngati awa zinthu zidzayende
bwino.

Mukhoza kusalemba dzina lanu pokhapokha ngati mukufuna kutero.

1.0 Kodi cholinga chamaphunziro chakwaniritsidwa bwanji pa magawo awa?

1.1 Ophunzira athe kulemba mapulani a bizinezi yawo.

a. Chakwaniritsidwa
Gb-:‘ Chakwaniritsidwa pang’ono

c. Sichidakwaniritsidwe

1.2 Ophunzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.

&  Chakwaniritsidwa
b. Chakwaniritsidwa pang’ono

e Sichidakwaniritsidwe

2.0  Kodi mitn yamaphunziro iri m’munsiyi ili yofunika bwanji kwa

inu?

Wofunika Wofunika Wosafunika

Kwambiri kweni-kweni

a) Kupeza ma kasitomala (marketing) 2 L -

b) Kaikidwe ka mitengo (pricing) | E =

¢) Masamu opezera magini (margin) E N %

d) Masamu opezera Break-even v 0J L

¢) Kalembedwe ka Kashiflo (cashfiow) [ L B

Chonde lembani maganizo anu m’musimu momwe mitu taphunzirayi

tingaiphunzitsire mopitirira momwe taphunzitsira.
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8.0  Kodi malo ogona anali bwanji?
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9.0  Nanga malo ophunzirira anali bwanji?
e B\ e UL TN AR U
10.0 Nanga maphunziro onse ayenda bwanji?
a Ayenda bwino kwambiri U
b. Ayenda bwino
c. Pafunika kusintha magawo ena. Longosolani
11.0  Chonde lembani m’munsimu ngati muli ndi ndemanga yoonjezera
pokhundzana ndi momwe maphunzirowa ayendera.
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Chonde yankhani mafunso ali mmusiwa mwachilungamo. Lzi zitithandiza kuti
mtsogolo muno tikadzakhala ndi maphunziro ena ngati awa zinthu zidzayende
bwino.

Mukhoza kusalemba dzina lanu pokhapokha ngati mukufuna kutero.
10 Kodi cholinga chamaphunziro chakwaniritsidwa bwanji pa magawo awa?
L1 Ophunzira athe kulemba mapulani a bizinezi yawo.
a. Chakwaniritsidwa
@ Chakwaniritsidwa pang’ono
c Sichidakwaniﬁtsidwe
12 Ophunzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.
@ Chakwaniritsidwa |
b. Chakwaniritsidwa pang’ono
¢.  Sichidakwaniritsidwe

2.0  Kodi mitu yamaphunziro iri m’ munsiyi ili yofunika bwanji kwa

inu?

Wofunika  Wofunika  Wosafunika
Kwambiri kweni-kweni

a) Kupeza ma kasitomala (marketing) % L :

b) Kaikidwe ka mitengo (pricing) = M O

¢) Masamu opezera magini (margin) [ C il

d) Masamu opezera Break-even lv [ =

¢) Kalembedwe ka Kashiflo (cashflow) ] B

Chonde lembani maganizo anu m’musimu momwe mitu taphunzirayi
tingaiphunzitsire mopitirira momwe taphunzitsira.
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Chonde yankhani mafunso ali mmusiwa mwachilungamo. kzi zitithandiza kuti
mtsogolo muno tikadzakhala ndi maphunziro ena ngati awa zinthu zidzavende
bwine.

Mukhoza kusalemba dzina lanu pokhapokha ngati mukufuns kutero.
1.0 Kodi cholinga chamaphunziro chakwaniritsidwa bwanji pa mMagawo awa?
1.1 Ophunzira athe kulemba mapulani a bizinezi yawo.

7a, Chakwaniritsidwa

ot
~

b. Chakwaniritsidwa pang’ono
¢ Sichidakwaniritsidwe
12 Ophunzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.

@ . Chakwaniritsidwa

b. Chakwaniritsidwa pang’ono
c. Sichidakwaniritsidwe

2.0  Kodi mitu yamaphunziro iri m’ munsiyi ili yofunika bwanji kwa
inu?

Wofunika Wofunika Wosafunika
Kwambiri kweni-kweni

a) Kupeza ma kasitomala (marketing) 3 _ —
b) Kaikidwe ka mitengo (pricing) ] L ) _
¢) Masamu opezera magini (margin) w! N —
d) Masamu opezera Break-even % {] L
¢) Kalembedwe ka Kashiflo (cashflow) U L

Chonde [embani maganizo anu m’musimu momwe mitu taphunzirayi
tingziphunzitsire mopitirira momwe taphunzitsira.
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3.0

4.0

5.0

6.0

7.0

8.0

9.0

10.0

Kodi chimene simudzachiiwala pa maphunzirowa ndi chiyani?

, / - ~ —
Katmbec,s7 4o bulimeSs Dz
Chonde lembani mitu yamaphunziro ena omwe mukadakonda akadakhalapo
pa koziyi.
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Kaphunzitsidwe
Zimanveka bwino kwambiri E" Zimamveka D Sizimamveka :

Njira yakaphunzitsidwe

Inali yabwino kwambiri [ Inali yabwino [ Siinali bwino __

Kodi malo ogona anali bwanji?

Rl

nal, Gbieon (o me M iliper ¢

-\ Ly—2
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b, Ayenda bwino

c. Pafunika kusintha magawo ena. Longosolani

Chonde lembani m’munsimu ngati muli ndi ndemanga yoonjezera
pokhundzanz ndi momwe maphunzirowa ayendera.
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Chonde yankhani mafunso ali mmusiwa mwachilungamo. i zitithandiza kuti
mtsogolo muno tikadzakhala ndi maphunziro ena ngati awa zinthu zidzavende
bwino.

Mukhoza kusalemba dzina lanu pokhapokha ngati mukufuna kutero.
1.0 Kodi cholinga chamaphunziro chakwaniritsidwa bwanji pa magawo awa?
1.1 Ophunzira athe kulemba mapulani & bizinezi yawo.
(. Chakwaniritsidwa
b. Chakwaniritsidwa pang’ono
c Sichidakwaniritsidwe
1.2 Ophunzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.
@ Chakwaniritsidwa |
b. Chakwaniritsidwa pang’ono
¢.  Sichidakwaniritsidwe

2.0 Kodi mitu yamaphunziro iri m’munsiyi ili yofunika bwanji kwa

inu?

Wofunika Wofunika  Wosafunika
Kwambiri kwesi-kweni

a) Kupeza ma kasitomala (marketing) 4 = _

b) Kaikidwe ka mitengo (pricing) 4 O _

¢} Masamu opezera magini (margin) 4 — _

d) Masamu opezera Break-even o L] _

¢) Kalembedwe ka Kashiflo (cashfiow) [ = ]

Chonde lembani maganizo anu m’musimu momwe mitu taphunzirayi
tingaiphunzitsire mopitirira momwe taphunzitsira.
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Nanga maphunziro onse ayenda bwanji?
a. Ayenda bwino kwambiri v
b. Ayenda bwino

c. Pafunika kusintha magawo ena. Longosolani

Chonde lembani m’munsimu ngati muli ndi ndemanga yoonjezera
pokhundzana ndi momwe maphunzirowa ayendera.
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Chonde yankhani mafunso ali mmusiwa mwachilungamo. lLzi zitithandiza kuti
mtsogolo muno tikadzakhala ndi maphunziro ena ngati awa zinthu zidzayende
bwino.

Mukhoza kusalemba dzina lanu pokhapokha ngati mukufuna kutero.
1.0 Kodi cholinga chamaphunziro chakwaniritsidwa bwanji pa magawo awa?
1.1  Ophunzira athe kulemba mapulani a bizinezi yawo.
k:;,; Chakwaniritsidwa
b. Chakwaniritsidwa pang’ono
c. SmanMuMwe
1.2 Ophunzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.
@ Chakwaniritsidwa |
b. Chakwaniritsidwa pasg’ono
c.  Sichidakwaniritsidwe

2.0 Kodi mitu yamaphunzire iri m*munsiyi ili yofunika bwanji kwa

inu?
Wofunika Wofunika  Wosafunika
Kwambiri kweni-kweni
a) Kupeza ma kasitomala (marketing) o Cd W
@ Kaikidwe ka mitengo (pricing) Pg O D
¢} Masamu opezera magini (margin) E’ :! ':
d) Masamu opezera Break-even 4 O O
¢} Kalembedwe ka Kashiflo (cashflow) ™ O O

Chonde lembani maganizo anu m’musimu momwe mitu taphunzirayi
tingaiphunzitsire mopitirira momwe taphunzitsira.
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Chonde yankhani mafunso ali mmusiwa mwachilungamo. ki zitithandiza kati
mtsogolo muno tikadzakhala ndi maphunziro ena ngati awa zinthu zidzayende
bwino.

Mukhoza kusalemba dzina lanu pokhapokha ngati mukufuna kutero.
1.0 Kodi cholinga chamapbunziro chakwaniritsidwa bwanji pa magawo awa?
1.1 Ophunzira athe kulemba mapulani a bizinezi yawo.
® Chakwaniritsidwa
b. Chakwaniritsidwa pang’ono
¢ Sichidakwaniritsidwe
1.2 Ophunzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.
(@)  Chakwaniritsidwa |
b. Chakwaniritsidwa pang’ono
< Sichidakwagiritsidwe

2.0  Kodi mitu yamaphunziro iri m’munsiyi ili yofunika bwanji kwa

inu?

Wofunika Wofunika  Wosafuniks
Kwambiri kweai-kweai

2) Kupeza ma kasitomzla (marketing) X B =

b) Kaikidwe ka mitengo (pricing) O L

¢) Masamu opezera magini (margin) X iJ 0

d) Masama opezera Break-even @ N L

¢) Kalembedwe ka Kashiflo (cashflow) [ 0 i

Chonde lembani maganizo anu m’musimu momwe mita taphunzirayi
tingaiphunzitsire mopitirira momwe taphunzitsira.
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Chonde yankhani mafunso ali mmusiwa mwachilungamo. I zitithandiza kuti
mtsogolo muno tikadzakhala ndi maphunziro ena ngati awa zinthu zidzayende

bwino.

Mukhoza kusalemba dzina lann pokhapokha ngati mukufuna kutero.

1.0

1.1

1.2

2.0

Kodi cholinga chamaphunzire chakwaniritsidwa bwanji p2 magawo awa?
Ophunzira athe kulemba mapulani a bizinezi yawo.

8.  Chakwaniritsidwa .~

b. Chakwaniritsidwa pang’ono

[N Sichidakwaniritsidwe

Ophunzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.
2. Chakwaniritsidwa U~ |

b. Chakwaniritsidwa pang’ono

c Sichidakwaniritsidwe

Kodi mitu yamaphunziro iri m’munsiyi ili yofunika bwanji kwa
inu?

Wofunika Wofunika Wosafunika

Kwambiri kweai-kweni
a) Kupeza ma kasitomala (marketing) U L N
b) Kaikidwe ka mitengo (pricing) 4 U 5:‘
) Masamu opezera magini (margin) v/ L] i
d) Masamn opezera Break-even M L L
¢) Kalembedwe ka Kashiflo (cashflow) D, U O

Chonde lembani maganizo anu m’musimu momwe mitu taphunzirayi

tingaiphunzitsire mopitirira momwe taphuazitsira.
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4.0  Chonde lembani mitu yamaphunzire ena omwe mukadakonda akadakhalapo

pa koziyi. e
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5.0  Lembani maphunziro omwe sanafunika kuti akhalepo pakozi

yathuyi. N . t
Roedw CUSE wd. mbrows

6.0  Kaphunzitsidwe

Zimanveka bwino kwambiri IE’ Zimamveka D Sizimamveka D
7.0  Njira yakaphunzitsidwe

Inali yabwino kwambiri i Inali yabwino W Siinali bwino [

8.0  Kodi malo ogona anali bwanji?
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2.0 Nanga malo ophunzirira anali bwanjl" .
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10.0 Nanga maphunziro onse ayenda bwanji?
a. Ayenda bwino kwambiri \/
b. Ayenda bwino
c. Pafumka kusintha magawo ena. Longosolani
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11.0  Chonde lembani m’munsimu ngati muli ndi ndemanga yoonjezers
pokhundzana ndi momwe maphunznrowa ayendera.
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Chonde yankhani mafunso ali mmusiwa mwachilungamo. lzi zitithandiza kuti
mtsogolo muno tikadzakhala ndi maphunziro ena ngati awa zinthy zidzayende
bwine.
Mukhoza kusalemba dzina lanu pokhapokha ngati mukufuna kutero.
1.0 Kodi cholinga chamaphusziro chakwaniritsidwa bwanji pa magawo awa?
L1 Ophunzira athe kulemba mapulani a bizinezi yawo.
a Chakwaniritsidwa
b. Chakwaniritsidwa pang’ono O
c Sichidakwaniritsidwe
12 Ophunzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.
A Chakwaniritsidwa &8
b. Chakwaniritsidwa pang’ono
¢ Sichidakwaniritsidwe

20  Kodi mitu yamaphunziroe iri m’munsiyi ili yofunika bwanji kwa

inu?

Wofunika  Wofunika  Wosafunika
Kwambiri kweni-kweni

1) Kupeza ma kasitomala (marketing) v Hl G

b) Kaikidwe ka mitengo (pricing) ™ 0 O

) Masamu opezera magini (margin) M U O

d) Masamu opezera Break-even M O O

¢) Kalembedwe ks Kashiflo (cashflow) [ 0 0

Chonde lembani maganizo anu m’musime momwe mitu taphunzirayi
tingaiphunzitsire mopitirira momwe taphunzitsira.
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3.0 Kodichimene simudzachiiwala pa maphunzirowa ndi chiyani? .

4.0  Chonde lembani mitu yamaphunziro ena omwe mukadakonda akadakhalapo
pa koziyi.

5.0 Lembani maphunziro omwe .sanal'unika kuti akhalepo pakozi
yathuyi.

6.0  Kaphunzitsidwc

Zimanveka bwino kwambiri B Zimamveka D Sizimamveka :]

—

7.0 Njira yakaphunzitsidwe e ,6; ot e

Inali yabwine kwambiri 4 Inali yabwino N Siinali bwino [

8.0 Kodi malo ogona anali bwanji? . . ‘
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9.0  Nanga malo ophunzirira anali bwan;ji?
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10.0  Nanga maphunziro onse ayenda bwanji? < . .. . Sl cwtme v \(J‘v\ N e
I8 a o - v X . -
a. Ayenda bwino kwambiri .~ IR N LR
b. Ayenda bwino
c. Pafunika kusintha nagawo ena. Longosolani o d e
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11.0  Chonde lembani m’munsimu ngati muli ndi ndemanga yoonjezera
pokhundzana ndi momwe maphunzirows ayendera. :
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Chonde yankhani mafunso ali mmusiwa mwachilungamo. Iz zitithandiza kuti
mtsogolo muno tikadzakhala ndi maphunziro ena ngati awa zinthu zidzayende

bwine.
Moukhoza kusalemba dzina lanu pokhapokha ngati mukufuns kutero.
1.0 Kodicholinga chamaphunziro chakwaniritsidwa bwanji pa magawo awa?
1.1  Ophunzira athe kulemba mapulani a bizinezi yawo.
a. Chakwaniritsidwa O
b. Chakwaniritsidwa pang’ono
c. Sichidakwaniritsidwe
1.2 Ophunzira athe kugawana nzeru pazomwe iwo amachita pz bizinezi zawo.
a. Chakwaniritsidwa §
b. Chakwaniritsidwa pang’ono
¢ Sichidakwaniritsidwe

20 Kodi mitu yamaphunziro iri m’ munsiyi ili yofunika bwanji kwa

inu?
Wofunika  Wofunika  Wosafunika
Kwambiri kweni-kweni
a) Kupeza ma kasitomala (marketing) ] N ]
b) Kaikidwe ka mitengo (pricing) M O U
¢) Masamu opezera magini (margin) [ N o
. d) Masamu opezera Break-even M O ]
¢) Kalembedwe ka Kashiflo (cashflow) O ]

Chonde lembani maganizo anu m’musimu momwe mitu taphunzirayi
tingaiphunzitsire mopitirira momwe taphunzitsirs.
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3.0

4.0

5.0

6.0

7.0

8.0

9.0

10.0

11.0

Kodi chimene simudzachiiwala pa maphunzirowa ndi chiyanj? ) /S_,':_{k__&;y LG\.'

Chonde lembani mitu yamaphunziro ena omwe mukadakonda akadakhalapo
pa koziyi.

Lembani maphunziro omwe sanafunika kuti akhalepo pakozi

yathuyi. Q-wnQ —~~fA] &M

Kaphunzitsidwe
Zimanveka bwino kwambiri @/ Zimamveka D Sizimamvel:a D
Njira yakaphunzitsidwe

Inali yabwino kwambiri [ Inaliyabwino (]  Siinali bwino ]

Kodi malo ogona anali bwanji?
MM

Nanga malo ophunzirira snali bwanji?

Nanga maphunzire onse ayenda bwanji?
a. Ayenda bwino kwambiri v/
b. Ayenda bwino

c. Pafonika kusintha magawo ens. Longosolani

Chonde lembani m’ munsimu ngati muli ndi ndemanga yoonjezera
pokbundzana ndi momwe maphunzirowa ayendera.
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Chonde yankhani mafunso ali mmusiwa mwachilungamo. Iz zitithandiza kuti
mtsogolo muno tikadzakhala ndi maphunziro ens ngati awa zinthu zidzayende
bwino.
Mukhoza kusalemba dzina lanu pakbapokha ngati mukufuns kutero.
L0  Kodi cholinga chamaphunziro chakwaniritsidwa bwanji pa magawo awa?
1.1 Ophbunzira athe kulemba mapulani a bizinezi yawo.
@® Chakwaniritsidwa
b. Chakwaniritsidwa pang’ono
c Sichidakwaniritsidwe
1.2 Ophunzira athe kugawana nzeru pazomwe iwe amachita pa bizinezi zawo.
(&  Chakwaniritsidwa
b. Chakwaniritsidwa pang’ono
c _Sichidakwaniritsidwe

20  Kodi mite yamaphunziro iri m’ munsiyi ili yofunika bwanji kwa

inu?

Wofunika Wofunika Wosafunika
Kwambiri kweai-kweni

a) Kupeza ma kasitomala (marketing) v ] e

b) Kaikidwe ka mitengo (pricing) % O 0

¢) Masamu opezera magini (margin) ! [ L

d) Masamu opezera Break-even N O

¢) Kalembedwe ka Kashiflo (cashflow) V] O U

Chonde lembani maganizo anu m’musimu momwe mitn taphunzirayi
tingaiphunzitsire mopitirira momwe taphunzitsira.
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Lembani maphunziro omwe sanafunika kuti akhalepo pakozi
yathuyi.

Kaphunzitsidwe
Zimanveka bwino kwambiri ]  Zimamveka [ Sizimamveka
Njira yakaphunzitsidwe

Inali yabwino kwambiri [ ]  Inali yabwino ¥ Siinali bwino ||

i

Kodi malo ogona anali bwanji?
<= caana b \oua

Nanga malo ophunzirira anali bwanji? L ' "
b ta Wueino  Fundibim

Nanga maphunziro onse ayenda bwanji?
a. Ayenda bwino kwambiri
b. Ayenda bwino

c Pafunika kusintha magawo ena. Longosolani
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Chonde lembani m’munsimu ngati muli ndi ndemanga yooujezera
pokhundzana ndi momwe maphunzirowa ayendera.
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Chonde yankhani mafunso ali mmusiwa mwachilungamo. ki zitithandiza kuti
mtsogolo muno tikadzakhaia ndi maphunziro ena ngati awa zinthu zidzayende
bwino.

Mukhoza kusalemba dzina lanu pokhapokha ngati mukufuna kutero.
1.0 Kodi cholinga chamaphunziro chakwaniritsidwa bwanji pa magawo awa?
L1 Ophunzira athe kulemba mapulani a bizinezi yawo.
a. Chakwaniritsidwa O
b. Chakwaniritsidwa pang’ono
c Sichidakwaniritsidw e
1.2 Ophunzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.
a. Chakwaniritsidwa |
b. Chakwaniritsidwa pang’ono
¢ Sichidakwaniritsidwe

2.0  Kodi mitu yamaphunziroe iri m’munsiyi ili yofunika bwanji kwa

inn?

Wofunika  Wofunika  Wosafunika
Kwambiri kweni-kweai

a) Kupeza ma kasitomala (marketing) 4 [ B

b) Kaikidwe ka mitengo (pricing) & J E

¢) Masamu opezera magini (margin) v d L

d) Masamun opezera Break-even 0 i

¢) Kalembedwe ka Kashiflo (cashflow) [ O 0

Chonde lembani maganizo anu m’musimu momwe mitu taphunzirayi
tingaiphunzitsire mopitirira momwe taphunzitsira.
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5.0  Lembani maphunziro omwe sanafunika kuti akhalepo pakozi
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6.0  Kaphunzitsidwe |
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9.0 Nanga malo ophunzirira anali bwanji? ;’ !
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10.0  Nanga maphunziro onse ayenda bwanji?
a. Ayenda bwino kwambiri ‘/
b. Ayenda bwino

€ Pafunika kusintha magawo ena. Longosolani

11.0  Chonde lembani m’ munsimu ngati muli ndi ndemanga yoonjezera
pokhundzana ndi momwe maphunzirowa ayendera.
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Chonde yankhani mafunso ali mmusiwa mwachilungamo. Izi zitithandiza kuti
mtsogolo muno tikadzakhala ndi maphunziro ena ngati awa zinthe zidzayende

bwino.

Mukhozs kusalemba dzina lanu pokhapokha ngati mukufona kutero.

1.0

1.1

1.2

20

Kodi cholinga chamaphunziro chakwaniritsidwa bwanji pa magawo awa?
Ophunzira athe kulemba mapulani a bizinezi yawo.
(&) Chakwaniritsidwa
b. Chakwaniritsidwa pang’ono
c Sichidakwaniritsidwe
Ophunzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.
a. Chakwaniritsidwa
@ Chakwaniritsidwa pang’ono
c. - Sichidakwaniritsidwe

Kodi mitu yamaphunziro iri m’munsiyi ili yofunika bwanji kwa
inn?

Wofunika Wofunika Wosafunika

Kwambiri kweni-kweni
a) Kupeza ma kasitomala (marketing) [V L C
b) Kaikidwe ka mitengo (pricing) Eg U i
c) Masamu opezera magini (margin) [ 0 _
d) Masamu opezera Break-even T N L
¢) Kalembedwe ka Kashiflo (cashflow) [=~ L B

Chonde lembani maganizo anu m’musimn momwe mitu taphunzirayi
tingaiphunzitsire mopitirira momwe taphunzitsira.
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3.0

4.0
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6.0
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11.0

Kodi chimene simudzachiiwala pa maphunzirowa ndi chiyani?
- NMalniane g fhambe Stewy alu Bedza B 1=

Chonde lembani mitu yamaphunzire ena omwe mukadakonda akadakhalapo
pa koziyi.

Lembani maphunziro omwe sanafunika kuti akhalepo pakozi

yathuyi. Bl nnls DM'M

Kaphunzitsidwe

Zimanveka bwino kwambiri 1~ Zimamveka [ Sizimamveka _
Njira yakaphimzitsidwe

Inali yabwino kwambiri [ Inaliyabwino [ Siinali bwino L]

Kodi malo ogona anali bwanji?
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Nanga maphunziro onse ayenda bwanji?
) Ayenda bwino kwambiri
b. Ayenda bwino

¢ Pafunika kusintha magawo ena. Longosolani

Chonde lembani m’munsimu ngati muli ndi ndemanga yoonjezera
pokhundzana ndi momwe maphunzirowa ayendera.
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Chonde yankhani mafunso ali mmusiwa mwachilungameo. lzi zitithandiza kuti
mtsogolo muno tikadzakhala ndi maphunziro ena ngati awa zinthu zidzayende
bwino.
Mukhoza kusalemba dzina kanu pokhapokha ngati mukufuna kutero.
1.0 Kodi cholinga chamaphunziro chakwaniritsidwa bwanji pa magawo awa?
1.1  Ophunzira athe kulemba mapulani a bizinezi yawo.
a. Chakwaniritsidwa
@ Chakwagiritsidwa pang’ono @
c. Sichidakwaniritsidwe
12 Ophunzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.
@ Chakwaniritsidwa
b. Chakwaniritsidwa pang’ono
c Sichidakwaniritsidwe

2.0  Kodi mitu yamaphunziro iri m’ muasiyi ili yofunika bwanji kwa

inu?

Wofunika  Wofunika  Wosafunika
Kwambiri kweai-kweni

a) Kupeza ma kasitomala (marketing) o O] ]

b) Kaikidwe ka mitengo (pricing) (v O E

¢) Masamu opezera magini (margin) - B 0

d) Masamu opezera Break-even e L] 4

¢) Kalembedwe ka Kashiflo (cashflow) []i— O 0

Chonde lembani maganizo anu m’musimu momwe mitu taphunzirayi
tingaiphunzitsire mopitirira momwe taphunzitsirs.
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3.0 Kodichimene simudzachiiwala pa maphunzirowa ndi chiyani?

4.0 Chonde lembani mitn yamaphunziro ena omwe mukadakonda akadakhalapo
pa koziyi.

5.0 Lembani maphunziro omwe sanafunika kuti akhalepo pakozi
yathuyi.

6.0 Kaphunzitsidwe

Zimanveka bwino kwambiri (Y~ Zimamveka D Sizimamveka _J
7.0  Njira yakaphunzitsidwe

Inali yabwino kwambiri [ Inali yabwino N Siinali bwino [ ]

8.0  Kodimalo ogona anali bwanji?
Maoe oc_.]ono Sd"xtll& CL IO\-Jl ol D

9.0  Nanga malo ophunzirira anali bwanji? ) .
Male pPhumurire cnal, b weaermbaorey

100 Nanga maphunziro onse ayenda bwanji? .
maPhurizirs  PrER OYenda  beund
a. Ayenda bwino kwambiri |____

b. Ayenda bwino

c. Pafunika kusintha magawo ena. Longosolani

11.0  Chonde lembani m’munsimu ngati muli ndi ndemanga yoonjezera
pokhundzana ndi momwe maphunzirowa ayendera.
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Chonde yankhani mafunso ali mmusiwa mwachilungamo. Iz zitithandiza kuti
mtsogolo muno tikadzakhala ndi maphunzire ena ngati awa zinthu zidzayende
bwine.

Mukhoza kusalemba dzina lanu pokhapokha ngati mukufuna kutero.

1.0

1.1

1.2

2.0

Kodi cholinga chamaphunziro chakwaniritsidwa bwanji pa magawo awa?
Ophunzira athe kulemba mapulani 2 bizinezi yawo.
"i Chakwaniritsidwa

b. Chakwaniritsidwa pang’ono

¢ Sichidakwaniritsidwe

Ophunzira athe kugawana nzeru pazomwe iwo amachita pa bizinezi zawo.
a,  Chakwaniritsidwa |

b. Chakwaniritsidwa pang’ono

¢ Sichidakwaniritsidwe

Kodi mitu yamaphunzire iri m’munsiyi ili yofunika bwanji kwa
inu?

Wofunika Wolunika Wosafuniky

Kwambiri kweni-kweni
2) Kupeza ma kasitomala (marketing) [ ] [
b) Kaikidwe ka mitengo (pricing) £ (] O
¢) Masamu opezera magini (margin) ] L] [
d) Masamn opezera Break-even M O] 0
¢) Kalembedwe ka Kashifio (cashfiow)  [] J 0

Chonde lembani maganizo anu m’musimu momwe mitu taphanzirayi
tingaiphunzitsire mopitirira momwe taphunzitsira.



3.0 Kodichimene simudzachiiwala pa maphunzirowa ndi chiyani?

4.0  Chonde lembani mitu yamaphunzire ena omwe mukadakonda akadakhalapo

pa koziyi.
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5.0  Lembani maphunziro omwe sanafunika kuti akhalepo pakozi

yathuyi.
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6.0  Kaphunzitsidwe R SR
Zimanveka bwino kwambiri Zimamveka D Sizimamveka :

7.0  Njira yakaphunzitsidwe

Inali yabwino kwambiri  Inaliyabwino L]  Siinali bwino [

8.0  Kodi malo ogona anali bwanji?
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9.0  Nanga malo ophunzirira anali bwanji?
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100 Nanga maphunziro onse ayenda bwanji?
ﬁ_._\* Ayenda bwino kwambiri
b. Ayenda bwino

c. Pafunika kusintha magawo ena. Longosolani

1.0 Chonde lembani m’munsimu ngati muli ndi ndemanga yoonjezera
pokhundzana ndi momwe maphunzirowa ayendera.
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