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SEED ENTERPRISE MANAGEMENT INSTITUTE

(SEMIs)

Overall Goal
*Eradication of food and
nutrition insecurity
through capacity building
of seed actors.
equality seed
*affordable seed

Objectives:

1. To produce seed
production and marketing
management expertise in
SSA region

2. To train seed industry
practitioners on the best
practices to efficiently
produce adequate high
quality seed for farmers.

3.To enhance production
of seed of improved
varieties for the SSA

* Efficient production

* Marketing

* Good distribution

4. To strengthen the
capacity of the SSA region
to train on seed
production and marketing

management strategies
Enhanced technology

Growing the Seed Industry in Africa

5.To develop a regional
capacity to facilitate
information sharing on
seed issues and related
disciplines in SSA.
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GROWING THE SEED INDUSTRY IN AFRICA



SEMIs in 21 African Countries!!!
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Sierra Leone
Senegal
Guinea Eissau
Mali

Ghana
Burkina Faso
Libera
Nigeria

MNiger

. SouthSudan
. Ethiopia

. DR Congp

. Usanda

Kenya

. Rwanda
. Tanznia

Zambia

. Zimbabwe

. Malawi

. Mozambique
. South Afria




SEMIs COURSES AT UON:

Course Collaborators Coordinators

Seed production

Seed drying processing and
storage

Seed marketing

Seed Business Mgt.

Seed Quality assurance and
Seed Enterprise Quality
Management

Seed Production Field
Diagnostics

National Plant Protection
Organizations (NPPO)

UoN, CIMMYT, KEPHIS,
KALRO, Leldet seed co.

UoN, ISU, KEPHIS, KALRO,
Kenya seed Co.

UoN (sch of Bus), Aline
O’Connor, Kenya seed Co.

UoN (Sch. Of Bus.) Aline
O’Connor, Kenya seed Co.

UoN, ISU, KEPHIS, KALRO,
Kenya Seed Co.

UoN, KEPHIS, KALRO, Kenya
Seed Co.

UoN, KEPHIS, KALRO, Kenya
Seed Co.

Prof. Kiarie Njoroge/ Prof.
Olubayo

Dr. Onyango Mbunge, Prof.
Kiarie Njoroge, Prof. Olubayo

Dr. Justus Munyoki,
Prof. Kiarie ,

Prof. Evans Aosa, Prof.
Olubayo, Mr. Herick ondingo

Prof. Olubayo, Prof.
Muthomi, Prof. RD. Narla,

Prof. Olubayo, Prof.
Muthomi/Prof. Narla/Prof
Mwang’ombe

Prof. Kiarie, Prof. Olubayo



SUMMARY OF TRAINED PERSONNEL IN PHASE | -

2010-2013

Course 2010|2011 |2012|2013/T°t2! Per
Course

Seed Production 29 | 27 | 30 0 86

Seed Drying Processing and 31128 | 30 0 39

Storage

Seed Business Management 29 | 26 | 29 | 25 109

Seed Marketing 28 | 25 | 30 | 27 110

Seed Quality Assurance 30 30

Seed Legislation and

Accreditation 2> 25

Seed QL.Ja|Ity As§urance and seed 56 | 29 0 o5

Enterprise Quality Management

Total( Yearly) 172 | 132 | 148 | 52 504




SUMMARY OF TRAINED PERSONNEL IN PHASE |l -

2014-2016
Course 2014 | 2015
Seed Production 23 26
Seed Drying Processing and Storage 23 25
Seed Business Management 19 30
Seed Marketing 20 31
Seed Quality Assurance and seed
Enterprise Quality Management 19 30
National Plant Protection
Organizations and Seed Quality
Regulators 21 24
Seed Production Field Diagnostics 18 24
Total( Yearly) 143 190

_._ m l Seed

production

Marketing



Long Term courses in Seed Technology and Business:

Curriculum already in place for:

|. Certificate-Seed Technology and
Business

Il. Diploma -Seed Technology and
Business

Ill. Post-graduate Diploma-Seed
Technology and Business

V. MSc.-Seed Technology and Business

15 Students have enrolled for the MSc. Seed
Technology and Business program




SEMIs Curricula

Involvement of
stakeholders in the
development;

ISU, Consultants,
CIMMYT, UON, KARI,
Seed Companies

Annual Review every year
to keep abreast on seed
Issues and changing
trends in the seed
industry

Result

m—

One of the best “thought-
through” and relevant
curricula in Africa
focused on seed
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Aline O’Connor —Seed
Business mgt

Dr. Joe Cortes-ISU



TRAINED PERSONNEL ARE A GREAT ASSET FOR SEED
COMPANIES:

The training at SEMls is e | ras

helping Scaling up

[DRYLAND
production of high quality

seed for farmers around
\igler:

Dry Land Seed co.

So far over 100 seed companies from 21 African Countries have benefited
from training at SEMIs



Other Activities at SEMIs:

Foundation seed production at CAVS:

Varieties:

= Meizi mbili
=Kenya Wonder
=Kenya Red Kidney
=Kabete Super
=Kenya Sugar Bean
=Super Rosecocco




Provision of foundation seed for seed co.

White label seed produced at SEMIs

2013 1.76 tonnes Kenya Red Kidney, Meizi Mbili

2014 4.3 tonnes Kenya Red Kidney, Kabete
Super, Miezi Mbili

“Seed companies all over
Africa indicate foundation
seed availability and access
as a major contributor to
low seed production”

Presentation of White label breeder seed to Kenya seed
company CEO. Mr. Soi at a ceremony at CAVS



SEMIs INFRASTRUCTURE DVPT

Modern Seed laboratory and Seed
Processing facility being
constructed at CAVS with SEMIs

funds
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Phase 1: Seed Processing

Unit.
*Seed from UNISEED and

other seed companies to be
processed

Phase 2: Modern Seed
Laboratory for Seed Quality
Assurance

*Seed Quality Laboratory
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Phase 1: Seed Processing Unit

Construction of Seed | v ,
processing factory is LB ‘ '
complete. The factory | =LA

to process over 5000
MT of seed

Installation
of seed
processing
machines
ongoing.
*Expected

1l handover
=] date- Early
|l August 2015
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Construction of seed
laboratories is ongoing- 90% is
complete

Painting works and fittings
ongoing with expected
handover — End September,
2015




Participation in National and Regional Workshops and
Meetings on Seed Issues

i

UNIVERSITY OF NAIROBI

Agricultural Sector Development forum-Kibaki in
attendance

Other meetings

FARA Meeting 2011

KARI congress 2012

STAK congress 2013 . / il
ASK Show 2014 H.E. Mohamed Shein Pres. Of iba at the

AFSTA-Congress Zanzibar



SEMIs at the ASK show in Nairobi

Rosebenna from SEMlIs talks to farmers on the New Bean Varieties



SEMs is a point of call for seed companies:

Seed company personnel with STAK officials

call in at SEMls

*Agricultural /Seed
Institutions are using
SEMs as a port of
call during meetings
and visits

*Point of reference
for seed trends.
*Need to platform
this to become the
leading seed
reference pointin
Africa



Highlights ..

Experiential training-Visit to the Traini'n.g.on Finance and capital

seed industry Ach|S|t|qn. .
-Root capital and ASIF funding Experts
at SEMls



Collaboration with Stakeholders and Experts:

Dr. Julius Kipng’etich-Director, Kenya Wildlife
Services (KWS)

Guest lecture at the seed business module course

Observed Changing trends in the Seed Industry
in Africa.....

“as | move across Africa, | see African Farmers
have changed their strategy to improved seed”

Dr. Joe DeVries-Director, PASS




Highlights contd:
Seed Production May 2012:

Visit to KARI Wheat Rust Resistance Breeding Station-Njoro




Seed Marketing Course-July 2012
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Participants with the MD-Simlaw Seed company Mr. Soi



Seed Business Management-2013

Visit to Dry land Seed company seed store in Machakos



Seed Processing Course 2014

Familiarization with Certified seed packaging at a seed
company in Kenya




Working with consultants to enhance capacity
Building

Seed Business Class with Dilip Gokhale



Graduation —Certificate presentations:

’
. 44
......
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Joe DeVries-Director Pass presents Prof. Mwang’ombe-SEMIs Pl presenting a
certificate and books to participants certificate to Janet Gyima from Ghana

Rewarding our Participants with certificates at the end of each course
motivates them to be better “seed men”



Comments from Participants:

“The knowledge | have
acquired through the
course will be highly
valued not only in our
seed company but in
the whole of Zambia”
Dorica Banda
Indigenous seed
company Zambia

“I like every topic we did in this
course especially seed certification
and de-taselling “

Annonymous .

“Previously I did not know
how to project seed
requirements and co-ordinate
backwards for procurement of
basic, pre-basic seed...” Now |
know”

Mr Omari Mduruma-Aminata
seed company Tanzania

3/11/2016




Monitoring and Evaluation:

A monitoring and Evaluation team
from AGRA visited SEMIs on 19t
February 2012 to assess the
project




SEMIs Website:
www.semis-africa.org

] Fwd: Rooming List SEMIs G... XJ-" " Seed Production Field Diag... % "-\h+

| € ) @ www.semis-africa.org/courses-offered/seed-production-field-diagnostic
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Seed Enterprise Management Institute

7 (SEMIS)

ﬂ About Us ~ Activities ~ Courses ~ Media Center ~ Virtual Tour/Projects Apply Online Our Partners Contact/Enquiry Q

SHORT COURSE

SEED PRODUCTION FIELD DIAGNOSTIC

Short Course Seed Production Field Diagnostic
Date: 22th - 27th June 2015

1. Introduction

During the past SEMIs training courses a case for training seed-industry field technicians on seed-related pest and disease diagnostics and on agronomic aspects such as
identification of nutritive disorders and deficiencies was established by all the seed production course participants as one that could assist them to improve seed quality. Losses
due biotics agents range from 30 to 80% but the regulatory tolerable infection levels for seed crops range from zero to 5 %. The regulatory tolerable limits are based on the fact
that seed infection levels of even 1% has potential to cause disease and pest epidemics in the subsequent crop. Seed crops with higher that tolerated levels are condemned and
the resulting seed downgraded as food thus leading to loss of market for the affected seed companies. However, many seed company personnel lack skills on identification of

gses and pe d emerging diseases and new diagnostic technigues. In addition. nutritional and ohysiclogical disorde

e W ICIIEIR  SEwe

=Sharing information on seed issues, current happenings in the seed industry in Africa
=Staying in touch with SEMIs participants
=Online registration of Students
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SEED MARKETING



* By A. V. Monayo




Contents

1. Demand Forecasting G.M.O.’S And Their
Impact In Seed Marketing

2. Choosing Agro Dealers And Retall
Management




NIVERSITY OF NAIROBI HOOL OF BUSINE
BUSINESOS ADMINOSTRATION DEPARTMENT

SEED ENTERPRISE MANAGEMENT INSTITURE (TRAINING 20 — 25 JULY 2015)

AV. MONAYO - LECTURER SCHOOL OF BUSINESS TOPIC: DEMAND FORECASCTING G.M.O.’sAND THEIR IMPACT

IN SEED MARKETING

“A good data base and detailed market surveillance are crucial to good forecasting.”
A.Wilson

¢ Marketing has been defined as “Management process responsible for identifying anticipating and satisfying customer requirements profitably”
(Philip Kotler)

¢ Demand forecasting is an estimate of sales in monetary or physical units for a specified future period under a proposed market plan or programme
and under assumed set of circumstances. (Economic and other forces outside the unit for which the forecast is made, the forecast can be for a

specified item or merchandize or entire line. (American Marketing Association)

¢ According to Philip Koltler, “The company sales forecast is the expected level of company sales based on a chosen marketing plan and assumed

environmental conditions”.
¢ Cundiff and still states that sales forecasts is an estimate of sales during a specified future period which is tied to a proposed marketing plan and

which assumes particular set of uncontrollable and competitive forces.”

Note: Sales forecasting is an estimate of future sales from the company(s” point of view sales forecasting means deciding in advance its share in the

total market demand. The estimate is made considering different factors, controllable and non controllable, and present and anticipated market

conditions.




Importance of demand forecasting

¢ Essential to enable firm produce required quantities at a right time and organize in advance other various factors of production (enable for establishment of
suitable production policy.)

¢ Provide guideline for demand forecasting for related industries. (Demand for seeds vs. demand for packaging materials.)

¢ Maximize profits co2 can produce on basis of demand (avoidance of over and under production)

¢ Demand forecast enables the government to outline its policy and related decisions like provision of export incentive for any surplus. Hence demand forecasting
is critical to the government, the company and the industry.

General approaches to demand forecasting

The following issues need to be noted while undertaking a demand forecasting exercise.
i. Use of survey or data if already available.
ii. Select an appropriate method of forecasting.

E rs dictating methodol f for in

¢ The degree of accuracy required and risk and associated.

¢ The availability of data and information.

¢ The time horizon required which will affect the approach.

¢ The position of product life cycle which will influence the time horizon sought and types of data and information available.
Nature of objectii\llﬁs of the forecast — short term, long term; marketing share, industry wise.

iv. Identify variables affecting the demand for the seed and express them in an appropriate manner.

v. Prepare the forecast and interpret the results.
vi. Statistically determine the relationship between the department and independent variables.

Managerial view points of seed demand forecasting.

¢ Failure to adequately estimate demand may lead to overproduction / underproduction both which have serious financial consequences for the seed

company. Too  much




carryover and stock wrife-offs will be expensive and lack of the seed means lost revenue, dissatisfied customers, frustration of the sales force and

dealer networks.

¢ Special elements / issues in the seed industry make accurate assessment of demand critical. It is issues are as follows:-

Production subject to variables like climate which is uncontrollable variables.

Seasonality of production.

High volume — low value ration of same seed crops like cereals make long distance transport and long term storage unattractive.
Statutory controls and quality standards.

Long lead times for the development of new products from breeding programmes.

Existence of generation systems whereby the production in one year is a progenitor of the next.

Limited shelf life and loss of germination.

¢ The first step in demand forecasting is to calculate the existing requirement x percent bought seed) is the amount of commercial seed that is

purchased by farmers.

¢ In calculating seed requirement, seed application rates must be taken into account, i.e. the difference between a crop grown for grain or forage,

the difference between irrigated and dry land, the difference between a crop which is sown directly or transplanted. It is also important to define

the various categories of seed that exists in the market, as an understanding of these segments will assist in the assessment of demand. Seed can

be categorized as being:

v" Grain retained on farm and used as seed,;
v’ Grain bartered for seed at village or neighbor level;
v Grain sold as unlabelled seed bought from a market or trader;

v Certified or labeled seed bought from the distribution system.

¢ Local custom and practice may be such that grain is retained on farm for use as seed. Alternatively, farmers may replace seed every three to five

years. Recognizing that grain or inbred crops will be retained by farmers for use as seed if it is possible to do so, the challenge for the seed

industry is to convert as much as possible of the unofficially traded seed to certified or labeled seed sales.




The factors which affect seed demand

Demand, to the seed seller, is the quantity that buyers are willing and able to purchase at a particular price. This is called effective demand and is not the same as
the seed requirement. It is important to distinguish between the amount of seed farmers will actually buy and how much they would like to buy, or indeed how

much the government would like them to buy. The total amount of certified or labeled seed sold may be quite a small proportion of the total requirement.

Many f rs hav nsidered when ing and for in mand. Some of th re;

a. Cropping pattern and intensity
Extension of irrigation areas; development of double cropping systems and multiple cropping of intensively grown crops; competing crops; new crops;

rotations

b. Seeduse
Type of seed used, i.e. non-hybrid or hybrid; variations under different farming systems, such as irrigated or dry land, and grade of seed used, e.g. if seed is

graded and mechanically sown

c. Climate

Rainfall and temperature patterns

d. Demand for crop products

Commodity demand; export demand; agro-industrial development.

e. Marketsituation
Commodity prices; yield levels; prices of seed and other inputs and farm costs; cost of growing competing crops

f. Disposable FarmIncome

Levels of farm income; what a farmer will spend on seed; availability of credit

g. Rateor level o fadoption o f new technology

Farming techniques; mechanization (precision drills use less seed); hybrids replacing non-hybrid varieties; adoption of new varieties and certified seed

h. Government policy




Subsidies and other inducements such as price support and credit; privatization; extension programmes; import or export policy and duty levels

i. Cropcycles

Frequency of good years and poor years; occurrence of natural disasters

j- Habits and traditions

Socio-economic factors

k. Product performance

Comparison with e alternative varieties

I.  Competitiveness
The choice the farmer has of using alternative varieties and suppliers; how do the suppliers compare in terms of image, convenience of supply, customer

support'?

m. Price

How prices compare with alternative sources?

n. Promotion
Special promotion campaigns being planned

When an individual company or organization is estimating the market share which may be gained by its own products, product performance, competitive

positioning, price and promotion are the most important factors which need to be taken into account. This will form the basis of sales' forecasting and

production planning.

The effect of price and farm income on demand

¢ In general, 'the higher the price the lower the quantity purchased', especially where there are substitutes available. In the case of seed, farmers can retain

the grain of non-hybrid crops, switch from hybrids to non-hybrids or grow different crops.

¢ Inaddition to price, farm income is the major limiting factor affecting what a farmer will spend on inputs. The farmer will have to balance the cost versus

it is possible to save money on, even though less is usually spent on seed than on any other input. He will ask the questions: "What



are the chances o f getting a return on my investment?"- "Will the rains cornet:"- "What will the market be like for the produce?” It must be recognized that

there are conflicting demands on farm income and the supplier of inputs is competing for that income.

¢ Marketing and promotional campaigns are designed to persuade farmers that seed represents good value. Farmers often do not attribute value to seed since, in
the case of grain, they think they are producing the very product which they are being sold. Thus it would seem to many farmers that they could just as easily

replant their own grain.

Demand for in hni
Forecasting is the process of making projections of demand for products by examining past and present performance levels, combined with an assessment of

available products and markets. This may be carried out within the government service or by individual companies in a purely commercial context. The following

approaches can be used:

i. Target setting;
ii. Growth trends; :
iii. Growth rates adjusted for new technology adoption;

iv. Sampling.

¢ Target setting. This method is commonly used in developing countries where government is directly involved in planning and seed supply. In a centrally

managed economy, targets are likely to be set at a national level and production plans fixed for each region.

India is an example of a more open economy where both the public and private sectors coexist in a well-developed seed industry, but where the government
retains a coordinating function and has the ultimate responsibility for the security of seed supply. The Ministry of Agriculture sets the targets and organizes
meetings to establish the supply situation and production plans of the various organizations involved.

Companies may opt to set a target for an ideal sales level while, at the same time, recognizing that this is unlikely to be achieved and budgeting for a more

achievable situation.

¢ Growth trends. This approach is based on the assumption that the rate of growth of seed demand as seen in past years will continue. This may give

unrealistically high torecasts



and will depend on the stage of market development for improved seeds. Small increases in volume in the early stages of improved seed use

will represent a large increase in percentage terms, which may not be possible to sustain.

¢ Growth rates adjusted for new technology adoption. Using this approach a given region is considered on the basis of degrees of new
technology uptake and the likely speed of change. Each part of the region can then be categorized as 'low' to ‘medium’ or 'high' growth, better

reflecting the overall situation.

¢ Sampling. The accuracy of the above approaches can be improved if sample groups of farmers are questioned to gauge their anticipated

demand for seed. This exercise is more reliable where there is a reasonable awareness of the benefits of using improved seeds.

| | T ial
Historical sales can be examined to develop trend lines but the resulting projections must always be reviewed with the benefit of judgment and
experience. Seasonal patterns and the variance between years need to be explained. Sales data from previous years are examined by preparing a
graph of monthly and cumulative sales and comparing the different years. A graph of successive years gives the overall trend and should answer

the following questions:

v Is the market expanding or contracting?
v If company sales are to be expanded in existing markets, shares will be taken from which competitors?

v Are increased sales going to come from existing customers or from new ones'? What products are being launched or phased out?

¢ The sales forecast for each crop group is the total of individual variety forecasts. Thus each variety has to be considered as a different product
line at different stages in its life cycle.

¢ When forecasting demand, a certain percentage should not just be added to the previous year's figures as the previous year may not have been
typical. It is necessary to create a market-based forecast involving people in the company, as well as those in the distribution chain. If a
company expects to increase its sales by ten percent the dealers will need to plan accordingly. Demand forecasts prepared by dealers need to

be discussed with them if they do not correspond to the company's forecasts. For instance, it is possible that a dealer was left with carryover

stock as a result of a late delivery in the



previous season. Alternatively, local conditions may not correspond to the wider picture in the company's area.
The following is an example of a process adopted by an international company operating in a developing seed market:

1. The company holds a planning meeting involving the entire sales and marketing team. The individual sales representatives have
collected market intelligence during the season and the sales manager has prepared an analysis of the sales for the current and
previous Yyears. Figures are recorded on a large board and refined as the discussion progresses.

2. The size and segmentation of the market is first established for the product
group under discussion with any changes, trends or special factors being noted.

3. The market volume in the current year is allocated to each competitor noting shares of particular varieties. As much information
as possible has been collected about production and farmers' reactions to competing varieties. Information should also be
available about the level of seed imports.

4. The forecast demand for individual varieties in the company's portfolio is then considering in the light of pricing, the dealers’
comments on  whether
the varieties are ‘as good as’ or ‘better than’ the competition, the dealers’ commission structure and planned promotional

activities.

IHE COLLECTION OF DATAFOR FORECASTING
¢ Seed marketing firms have various options when it comes to data collection; they can utilize primary data or secondary data for their

respective decision making processes.

¢ Marketing information relevant for seed demand forecasting.

Relevant and detailed information’s required when it comes to making marketing
decisions touched on the seed factor. The information should indicate the extent of the market in terms of size and the kind of factors

influencing farmers in their buying of seeds and particular varieties they choose such information can be either quantitative.

¢ Quantitative data involves data which is factual and considers how big a market is in terms of volume, value and the percentage of farmers




¢ Qualitative data is all about opinions and attitudes reflecting issues like why farmers buy the seed and how they select the variety. This helps production,

planning in marketing.

Specific marketing information (forecasting purposes)
v The market place

The company and its products

The political / economical / social / technological

The competition

The distributors

The farmers

AN N N N R

The traders and industrial users who buy farm produce.

The political / economical / social / technological environment contains the following information:-

- The agricultural policy

- The seed sector policy, seed legislation

- Infrastructure development

- Crop and regional development assistance

- Industrial development in the food sector

- The national economic performance and political indicators

- Seed legislation

Note:- These information is very critical for long range planning and company investment programmes.

¢ The following information is paramount about the market place:-
- Size, volume value of seed required.
- Structure, farm size and type of regional differences.
- Trends, changes taking place in the market.

- Seed supply, volume of seed certified, imports

Transnort
H-aHSP O

- Geographic and climatic factors

- Import regulations and duty payable.



Note: This kind of information is critical in sales and seed production and purchasing decisions, this basic data is also needed when considering is

being given to new seeds (products and new markets.

¢ Information required by managers on their company and products include:-
- The image and reputation of the company among distributors and farmers.

- Satisfaction of the dealers and their customers with the company products / services.
- The responsiveness of the organization to customers’ needs and changes in the market.

- The reasons why farmers choose company products e.g. for cost benefits, technical benefits, superior fields.
- New products in the pipeline.

- Progress reports on production and processing and stock available for distribution.

- The company products representation and services which should be improved.

Note: All the above types of information is qualitative in nature, collected through asking farmers questions, this will help in organization, re-

organization and promotional campaigns, also information management requires for day to day basis operations.

Information required about competitor companies includes

¢ Ownership and organizational details.
¢ Market shares by variety, breeder, distributor; new varieties undergoing official trials;

¢ Distribution systems used, number and location of outlets; pricing to distributors and fanners, price history, margins and commission, terms
of

Trade;

Promotional activities, extension, product and market support, advertising, packaging;

Number and location of sales representatives and their areas of operation;

Dealers shared with other suppliers and how much they sell from each company;

" " ®" N N

Responsiveness of competitors to customers' needs and changes in the market.

In-a market economy Seeds of the same or similar varieties will be available from various SOUTCES, allowmg customers to choose between

different brands. It is therefore important to know as much about thé¢©ompetition as possible since choice is based on many factors, not just

product performance.



Seed companies will also require the following information on their distributors:

¢ The company's distributors and their location

Methods of communication with thedistributors;

Their purchasing pattern and history;

The level of support they need;

The factors limiting their purchases of the company's products;

Their financial soundness;

" R " A" RN W

Alternative channels of distribution.

Note: This is operational information that is used to manage and control the channels of distribution and to evaluate alternative methods.
Information needed regarding farmers include:-

Factors which limit or influence their demand for seeds.
Land ownership and who makes the buying decisions
Banking and credit sources to which farmers have access
Agronomic problems such as pets, diseases and weeds
The leading farmers in the area

Literacy level

Availability of transport and in what form

" A" " " " N W™ MW

Sources of information used by farmers

Note: Customers information of this type help in market planning and focusing the target of sales and promotion efforts. Such information is also useful to
distributors and dealers. In deed distributors and dealers may be used to collect information on farmers.

Finally, information is required from the buyers if farm produce grown from the company’s seeds. This information includes:-

Marketing arrangements that exist for farm produce

The uses to which the product is put

Quality requirements

Quality premium available to the farmer

Contract growing systems and whether seeds are supplied or varieties specified.

" R R B® W )

Development in the commodity and final products markets, including demand, price and replacement by substitutes.



This will indicate the extent to which the buyer or industrial user influences the farmer's decision to buy a particular seed. Often industrial users provide seed
aspartofa buy-back

contract. Research gives an indication of the strength of the market for farm produce and, therefore, future demand for seed. There are also quality factors
which should be understood and incorporated into plant breeding objectives. Examples are barley used for making malt, wheat used for bread making and

cotton used for high quality yarn.

Sources of information
¢ Internal information
Much of the information required by management can be found within the company so that is the best place to start. Often, extensive records are kept but the
data is not made available in a form that can be readily used by management. All organizations collect information in the course of their everyday
operations. For example, orders are received and delivered, costs are recorded, activity reports are submitted and invoices are sent out. As an example, the

information that can be derived from invoices includes:

o Sales by territory:

o Sales by customer type (if they are classified):

o Average order size by customer type and area;

o Sales by product type and variety, package type and size;
o Average sales by the personnel responsible;

o Frequency and seasonality of orders;

o Sales incentive or promotion programmes;

o Payments outstanding.

Such information helps managers analyze sales performance, target the sales and promotion effort, evaluate distribution channels and dealer performance,

and follow up  late payments when credit is given.

External information:- There are many sources, depending on the particular type of information required”. Some of these sources are listed below, with

examples of the kind of information available.




Dealer network
Variety and types of seed grown, buying habits, competitors' products and prices, stocks

Farmers and farmers' organizations
Consumer profiles, factors affecting seed purchasing, level of input use

government agricultural and trade statistics
Crop area, yield and farm size and number, imports and exports

Provincial and regional government offices
Precise statistical data and local knowledge, support programmes

Government organizations breeding institutes, certification and extension services
Crop agronomy and variety, information, seed certification tonnages

International agencies
Statistics, special studies, crop and commodity reports

Seed associations and other trade organizations seed
Company listings and details, seed production and supply data

Product catalogues
Comepetitor product range, treatments, prices, terms of trade, sales organization

Trade directories
Company listings, product details

Related industries
Agrochemical, fertilizer and machinery companies

Agricultural Banks
Economic data, credit and loan facilities, linkage with development programmes

Universities and other tea clung establishment
Library facilities, technical and research data, studies and specialist knowledge

Journals and publications
Technical articles and special features, product and market reviews



Attention must be given to the accuracy and reliability of the source and attempts made to cross-reference and double check. Data must be
treated with care. Seed import, export and production figures, for example, may no/distinguish between seed used for sowing and oil seed for

crushing.

Commissioned market research projects
There will be occasions when it is desirable to commission work from professional market research organizations. In order to get exactly the

right kind of information from a commissioned study, it is important to adequately brief and agree on Terms of Reference with the company

selected to carry out the research. This involves defining with care exactly the sort of information that is required.

If the research is conducted by means of a questionnaire, the market research company will begin by preparing the questionnaire and running a
set of pilot interviews. The company should then report back to the client before undertaking the survey proper to ensure that the questions

have been formulated appropriately, and make any necessary recommendations.

Although commissioned market research is expensive and will be beyond the means of many small seed companies, serious consideration
should, nevertheless, be given to seeking professional help when the consequences of making business decisions based on insufficient or

inaccurate data can be costly.

The main techniques for gathering data re through:
Deskresearch

Personal interviews

Group discussions

Telephone interviews
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Postal surveys

Desk research is the term given to making use of data that already exists or publishes data which can be accessed. This is always the starting

point of any market research project but



the information may not provide sufficient details or may be out of date, thus making it necessary to undertake field research to generate new

information.

Government statistics provide information on a regional basis such as crop areas, yield, number and size of holdings. These can be used to
determine total seed demand and give information about the farmers and the quantity of seed they will be likely to use. Fertilizer
distributors will have records which will indicate the general level of inputs used. The seed certification service will know the quantity of
seed that has been certified and the extension service will be familiar with the use of the different categories of seed, e.g. seed retained on
farm, unlabelled and certified seed, information needs to be collected in such a way that the respondent has little opportunity for an opinion
to tee expressed. For example, questions might be phrased as follows,”" What variety of rice did you grow last year?"- "What area did you

plant?"

Conversely, qualitative information may require a more discursive approach so that farmers are given the, opportunity to express their
opinions with questions like, "Variety A, B and C are similar. " - "Why did you choose variety B. ?"Thus, the researcher needs to consider the

type and quantity of information required in choosing the method of communication.

Face-to-face interviewing is the best form of contact as it involves two-way communication, providing instant response and reaction. The
information is usually immediate and the closer personal approach is frequently a good way of getting detailed and accurate information.

However the process can be time consuming and expensive if travel is involved

This form of contact and information gathering happens all the time on an informal level, but for a formal study it requires a very structured

approach and the use of a questionnaire.

Group discussions bring a group of people together to judge their opinions and can be used to test new ideas and concepts. But the presence

of a professional is needed to ensure that the exercise is effective.




¢ Questionnaires are often used as a way of collecting both quantitative and qualitative information through face-to-face interviews, by post or
over the telephone. Some principles of questionnaire design are:

- The questionnaire must suit the contact method, to be used;

- Questions should be unambiguous and unbiased;

- Questions should be asked one at a time;

- Questions should be clearly related to the objectives of the study.
Questions are of three basic types
1. Single choice, yes / no, for example,

“Do you buy rice seed?”

2. Multiple choice, for example,
“How often do you buy rice seed?” Every year?...

....Every second, third, forth year?”

3. Open — minded, for example,

“Why do you not buy seed each year?”

Using these three types of questions the questionnaire can be:
- Structured using all single — or multiple — choice questions;
- Semi — structured using a combination of the above with open — ended questions;

- Unstructured using open — ended guestions determined by the interviewer.




CHOOQOING AGRO DEALERS AND RETAJL MANAGEMENT

¢ Retailing is defined as a set of activities that markets products or services to the final customer for their own personal or household use; it
does so by organizing the availability of goodsand then supplying them to consumers on relatively small scale (Newman & Cullen 2002)

¢ Retailing is also defined as all activities involved in selling goods or services directly to final consumers for their personal non business use
Kotler (1988).

¢ Retail store — a place where exchange of goods takes place with the customer is defined by Philip Kotler as “any business enterprise whose
sale volume comes primarily from retailing.”

¢ Retail mix is the mix of variables including price, location, communication, merchandize, physical attributes, service and personnel. These

components from the overall strategic marketing components of retailing.

SIRATEGIES FOR RETAIL CHANNEL MANAGEMENT

¢ Retailers are the closest point to purchase and have a wealth of information on consumer shopping behaviour. Retailers have unique
advantaged for managing brands such as continuous and actionable dialogue with customers; control our brand presentation at point of sale,
control over shopping environment, display location / adjacencies and signage. They have these advantages with tremendous success.

¢ Rural / urban consumers interact with retail sales person who has a strong conviction power and whose recommendation comes weight. The
retailer’s relation with the customers is based on the understanding of their needs and buying habits and is cemented by retailers extending
credit.

¢ Seed marketers should understand the rural retailing enable them develop strategies which will be based on facts and bear the inclination of

rural mindset.

STRATEGIC OPTIONS AVAILABLE FOR ORGANIZATION TO MANAGE THE RURAL RETAIL CHANNELS
» Understand retailers behaviour
» Ensure availability

> Provision of credit



Provision of quality based discount for the distributors.

Provision of van subsidy for rural distribution

Appointing rural sub-stockiest

>
>
» Placement of company staff with the distribution
>
>

Exclusive distribution for rural sector.

Selection of seed dealers

The number and distribution of sales’ points and dealers is influenced by the cover required to adequately service the market. A judgment will

have to be made on how best to service the farmers in a region and achieve the sales and financial objectives of the organization. As a guide

for selecting dealers a check list is provided in Figure 10.

A guide for selecting dealers

a.

o o

@

The location in relation to the convenience of seed consumers and to the seed company in supplying the dealer.

The general appearance of the building and surrounding area.

The suitability of the available storage area and space.
The existing product range and representation agreements held by the: dealer for competing or complementary products.

The terms of existing agreements and exclusive arrangements.
The size of the dealer's existing business in terms of volume and value, best selling products, customer profile, cash or credit sales.

The dealer's general commercial activity rating based on the display ofproductsand point of sale material, qualityof service and level of

customer contact.

The number and quality of staff.

The dealer's financial security and record, bank references and credit rating.
Ownership, including details of partners or associates.

Whether it is a single retail outlet or part of a network.

Communications available, e.g. telephone and fax facilities.

m. The development potential



| : : Refi bove

o > v e

N o

The partiesinvolved, e.g. the supplier and the distributor or dealer.

The products covered, e.g. the variety, the brand, product range.

The period of the agreement, e.g. one year, two years, and whether renewable.

Obligations of the supplier, e.g. to supply seed of a given standard, to advertise the product, to supplypromotional material, to offer product training.
Obligations of the distributor or dealer, e.g. to display and promote the product, to achieve agreed targets, to store the seeds correctly, to

provide the required information.

Marketing territory, e.g. a district defined bya local administrative boundary.

. Terms of trading, e.g. exclusive or non-exclusive, limitations to trade, discount or margin allowed plus any standard volume-linked discounts on

published prices; payment

8. Performance clauses, e.g. minimum levels of trade, companyreward schemes.

9. Termination, e.g. acts detrimental to the interests of the supplier, non achievement of minimum levels of trade, notice period for both parties, procedure

10.

in case of dispute, legal jurisdiction.

Date and signatories.

These agreements should be simple and easy to understandand, if necessary, reproduced in the local language.
It is important to make an assessment of the general activity of the dealer since, as well as selling seed, the dealer is the primary contact point with the
market. There is no point in a company servicing inactive dealers. Once selected they should agree to minimum targets for a mix of products. The

dealership should be worth holding so the dealer will work to achieve-targets rather thanrisk losing his dealership.

It is recommended practice to sign representation agreements with distributors and dealers. Elements to be included in a dealer representation agreement
are shown in Figure 11.

It is important that the dealer be willing to participate in company training programmes. The dealer should be trained, not only in the technical and
agronomic aspects of the product range, but in product presentation, selling and storage. There will also be a requirement for the dealer to follow

various administrative and record-keepingprocedures.

The farmer may need a credit before being able to buy inputs. Credit can come from several sources but competition between seed companies may lead

to credit being extended to farmers throughthe dealers. Dealers may therefore be required to operate a credit system supported by the seed company.



SEED MARKETINGAND BRANDING PRACTICES

¢ Def. Abrand is a distinguishing name and / or symbol such as logo, trademark, package design, or a combination of those intended to identify and

differentiate goods or services of either one seller or group ofseller (AMA).

¢ Abrand signifies to the customer the source of the product.

N

Protectsboth the producer from the competitorswho attempt to provide productsthat appear to be identical.

Aproduct if just a small component of a brand.
Brands add value of the product throughits propositionsand customer valuation.

Brands have become a major player in modern society.

" " " N

Brands penetrate all sphere of our life, economic, social, cultural, sportingand even religion.

CHOICESOF BRAND ELEMENTO TO BUILD EQUITY

¢ Brand elements’ sometimes referred as brand identities are those trademarks devices that serve to identify and differentiate the brand — notable examples
include spokes people, slogans, packages, and signage.

¢ Marketersshould choose brand elements to enhance brand awareness; facilitate the formation of strong, favourable and unique brand associations; or elicit
positive brand judgments and feelings.

¢ Well managed brand elements elicit positive customer responses whenever options exist in terms of choice.

iteria for choosingbrandel

Memorable — Easilyrecognizes & recalled.

Meaningful —Descriptive, persuasive.

Likable — Fun and interesting, rich visual and verbal imagery, aesthetically pleasing.
Transferable — Across geographical boundaries within and across products categories.

Adaptable — Flexible, updatable.
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Protectable— Legally, Competitively.

BRANDING CHAILILENGES AND OQPPORTUNITIES

Brand management is important to the firm however challenges always around:- under listed in some of thechallenges.

¢ Savvy customers



More complex brand families and portfolios.
Maturing markets.

Sophisticated and increasing competition.
Difficulty in differentiating.

Decreasing brand loyalty in many categories.
Growing of own labels.

Increasing trade power.

Erosion of effectiveness of traditional / media.
Increasing promotional expenditure.

Increasing cost of product introduction and support.

Short term performance orientation.
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Increasing job turnover.

SIRATECIC BRAND MANAGEMENTPROCEDSD

Strategic brand management involves the design and implementation of marketing activities to build measure and manage brand equity.

EQUROTEPS

1. Identification and establishment of brand positioning.
2. Plan and implement brand marketing campaigns.

3. Measure and interpret brand performance.
4

. Growing and sustaining brand equity.



Steps

Identify and establish brand

positioning and values

Plan and implement brand

marketing campaigns

Measure and interpret brand

performance

Increase and sustain brand equity

Concepts

Mental maps

Competitive frame of reference
Points of parity and point of difference
Core brand associations Brand

mantra .
Mixing and matching of brand elements

Lute grating brand marketing activities

Exploiting secondary association

Brand value chain
Brand audits Brand
tracking

Brand equity management systems

Brand product metrix
Brand portfolios & hierarchies
Brand extension strategies

Brand reinforcement and revitalization



EQUITY

¢ Marketing communications are means by which seed firms utilize to inform, persuade, remind farmers and other stakeholders, directly or
indirectly about brands that they are selling.

¢ Marketing is the voice of brands and a means by which the brand can establish a dialogue and build relationships with farmers
(consumers)

¢ Marketing communication can contribute to brand equity by creating awareness if brand; linking points of parity and points of difference
associations to the brand in consumers memory; eliciting positive brand judgments or feelings and establishing a stronger consumer
brand connection and brand resonance.

ket o i .

» Media advertising — TV. Radio, News Paper, Magazines.

» Direct response advertising — Mail, Telephone.

» Broadcast media — Print media, computer related, and media related.

» Online advertising — Websites, interactive.

> Place advertising — Billboards & posters, Cinema, Airlines, Product placement, point of sale, point of sale.

» Point of sale advertising — shelf displays, shopping trolleys.

» Trade promotion - Trade deals & buyer allowances, point of display allowances; trade shows, point of sale allowances, cooperative
advertising.

» Consumer promotions — Samples, couples, premiums, refund rebates, contests, bonus packs, contests & sweepstakes.

» Event marketing and sponsorship — Sport, arts, entertainment, tours and festivals, cause — related.

> Publicity and public relations.

» Personal selling.



* By Aline O’'Connor
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Marketing and Sales Overview

Aline O’Connor
Consultant, Agri Experience Limited

SEMIs




What are you marketing and selling?




Agenda

1. What is marketing?

2. What is selling and how does it differ from
marketing?

3. What are the key elements of marketing?




“Marketing is the strategies and tactics used to create
and maintain satisfying relationships with customers
that result in value for both the customer and the
marketer.”

From the Web site www.knowthis.com



http://www.knowthis.com/

An even simpler way to look at marketing Is to think of it
as working to solve customers’ problems and doing
It profitably for both the customer and the firm
supplying the product. That is, both the company and
the customer benefit from the solution.

Business should always be about customers and
solving their problems. If you and your team always
keep this in mind as you build your business, you will be
on the road to creating a very successful seed
company.




The 5 P’'s of Marketing

Product
Packaging
Pricing
Promotion
Place

X N X X

These are called your "marketing mix”




Marketing activities are planned and implemented
year-round, to meet a strategic schedule.

Most of them will be implemented prior to the
onset of the selling season.

Marketing decisions must be made with a strong
knowledge of the competition, customer needs
and desires, and product value.




Agenda

1. What is marketing?

2. What is selling and how dees it differ from
marketing?

3. What are the key elements of marketing?




Selling vs Marketing

Selling is the process of initiating-and completing a
sales and purchase transaction between the company
and a customer.

Selling can include “pre-selling” activities, which differ
from marketing activities because they are targeted
towards specific customers, with the goal of later
completing a successful transaction.




Marketing activities are planned and implemented
year-round, to meet a strategic schedule.

Most of them will be implemented prior to the
onset of the selling season.

Marketing decisions must be made with a strong
knowledge of the competition, customer needs
and desires, and product value.




Selling activities are planned before the selling
season, and then implemented during the selling
season, to meet a customers’ needs.

Most selling activities will be implemented just
prior to, and then during, the selling season.

Selling decisions must be made with a strong
knowledge of the competition, distributor heeds
and desires, and product availability and
profitability.




Selling Activities
Include, but are not limited to:
» Sales calls and visits
« Taking orders

 Designing and using sales reports and record-
keeping systems

« Ensuring product distribution
* Collecting the revenue

* Developing and maintaining relationships with
agrodealers and other distributors

« Dealing with customer and distributor complaints




Toolbox Marketing Tools

SECTION 2: YOUR CUSTOMERS

17.
18.

19.
20.
21.
22.
23.
24.
295.
20.
27.
28.
29.

HOW TO PROFILE AND TARGET CUSTOMERS

KEY THINGS TO UNDERSTAND ABOUT YOUR
CUSTOMERS

MARKETING: WHAT IT IS AND WHY YOU NEED IT
THE VALUE OF VISUAL REFERENCES

SET UP A GOOD DEMONSTRATION PLOT

PLAN A SUCCESSFUL FIELD DAY

PROMOTIONAL BROCHURES THAT SELL

RADIO ADVERTISING: WORTH IT OR NOT?
DISTRIBUTION PLANNING TIPS AND TOOLS

VITAL SALES TRACKING TOOLS

UNDERSTANDING AND CHOOSING AGRODEALERS
THE 80/20 RULE AND HOW TO USE IT

ELEMENTS OF A SUCCESSFUL COLLECTION PROCESS




Agenda

1. What is marketing?

2. What is selling and how does it differ from
marketing?

3. What are the‘key elements of marketing?




The 5 P’'s of Marketing

Product
Packaging
Pricing
Promotion
Place

X N X X

These are called your "marketing mix”




And a 6™ P for seed companies!
v Positioning!

v (and some companies like to add People)




Marketing and Sales Concepts

Brand

Brand promise
Value

Target customer
Customer loyalty
Trust
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Wrat are you rnarketing and selling?




Agerica




www.knowthis.com



http://www.knowthis.com/




4 (5 or 6l) P's of Marketing
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Selling vs Marksting

Selling is ine process of inffiatipexand cornolaiing a
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Sslling Activities




Toolpox Marketing Tools

SECTION 2: YOUR CUSTOMERS
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4 (5 or 6l) P's of Marketing

—
—
©®




T’
g\
j -
0
0
o

A
[
(“de
. cl
Jr)\_cl\f3
|
S|




<
QY
b_
CD
L_
ab)
)
=
‘IN
0y
D
(2
CY
QO
=
Q.
D
@
@




—

Burity : 98% Kind  :BEET ROOT

fic purity :95% Variely :BIKORES
Date of Testing :03° gp
:70% pate of Packi R - 200¢
acking:10’ gpp g
= 2009

Date of Expiry : g9
: 250g. y ;02
.25 9 Max. Retail Price: RDEC'ZUUQ
:84274  (inclusive of all ,axess.?sn/ L

Caution Treated with poison (Thwarﬁ‘ ™ |
Do ot use for 1000 feed & oil purpose.
V’ PRODUCED & MARKETED BY
bejo sheetal seeds pvt. Lid.

r care no.0 432_2440(]?

Customer 2
emaﬂufbejosheeta sales @ gmail.gq
.6om

pate of packing

S |lic up 0
A y/ox. Retail Price Rs.:

(Inclusive of all taxes)

Produced & Marketed by:
Bejo Sheetal Seeds Pvt. Ltd.

p.0. Box 77,Bejo Sheetal Corner,
Mantha Road, JALNA - 431 203 (INDIA)




Tel.: +226 70 00 06 96 ® Email: jonasyogo@yahoo.fr ¢ BURKINA FASO

SEMENCE CERTIFIEE

Espece
Variété
Catégorie
Lot n°

Cycle

Date du test
Germination
Humiditeé
Pureté
Validité
Poids (KG)

New, post-training, seed bag label for
Burkina Faso seed company







PRODVCTION DE SEMENCES: |

Espece :R1Z../ Variéte ineB1GaL
late de semis :2.4./2¢ Cycle:2007..
Tel: 220 06 79 / 628 24 76 §







=)

i















- n AR

m NEEMA AGRICOLE DU FASO. SAR(
Hurkina Faro
| —

B PN ESRVEIEBEED

K CAMPAGNE 2009 / 2010
- VARIETES : FKR 43:45N; 4TN; 49

/
/- p (

SITE DE SWANDEN







)

5 W

Farze e
Surerl‘!cie { 4 ha
Cutture (\(<H' . Mmais
Varicta
Syele

N Suciéte Adio-Pronii - iaed
o e N 1.9

< hnﬁs ONR O

‘do-rosyra

.
s
% P =4
< ” b
Qg2 .
v,



















e

-



















AULE OB N I IR T N



Key Things to Understand About
Your Customers

Aline O’'Connor
SEMIs Marketing Module



Can you be a successful company
without understanding your
customers?



Can you be a successful company without
understanding your customers?

Apple Computers

Cell phone companies in Africa



Exactly WHO Is the customer for
Improved seed?



Exactly WHO Is the customer for
Improved seed?

Government?

Global Organizations, e.g. FAO?
NGOs?
Agrodealers?
"Seed-Only” Dealers?
Farmers?



Estimated Usage of Improved Seed In
SSA
(excluding RSA)




Design, Supply ¢

Greenhous




1. TRUST

Trust Is the most critical element of a farmer’s
relationship with a seed company.

mocuaoa

SEMENTE

1KG
LOZANE FARMSE
Calgm o Cnf o il




2. CONVENIENCE

The convenience of making the purchase Is a
big factor for customers.

What determines convenience?



3. RELIABILITY

From season to season, customers want their
supplier to be reliable and consistent. They will
be loyal to those brands that become reliable
suppliers of high-quality seed.

What do farmers do if they do not have a
reliable source of supply?

How do NGOs fit into this picture?



4. FAIR DEAL

Customers want a
fair deal. They do not
want to feel like they
are being
overcharged, nor do
they want to hear that
another farmer.-got a
better deal than they
did. ‘




5. PURCHASING PATTERN

Customers can be characterized by their
purchasing patterns. For example:

— Do your customers want to buy all their seed at
once, in one large package?

— Or do they prefer to make several smaller
purchases?

— How will- they transport the seed, and how does
your packaging size relate to this?




Farmers are extremely
VISUAL! Your
marketing efforts will
Improve significantly if
you always add strong
visual elements to any
Interaction you have
with farmers. (See tool
#20, the Value of
Visual References.)




/. APPRECIATION

Appreciation is the forgotten element in most
customer relationships. Customers have
choices, so good companies demonstrate their
appreciation to loyal customers, especially if
they are satisfied and spread good news about
your company. Don’t take them for granted!




8. EDUCATION

You are the seed
expert. Your
customers both
need and expect
good education
from you. Whether
it is a talk ata field
day or thoughtful
Instructions on your
bag, education is
iImportant to your
customers.




9. CONSERVATIVE NATURE

Farmers are conservative risk managers. They will
probably want to see your product perform for at least
one season and possibly two before trying it for
themselves. Keep this in mind in setting up both your

demos and your expansion plans.




10. WORD OF MOUTH

If a farmer has a good experience with your
seed, most likely he or she will tell
approximately 10 people. But if that same
farmer has a bad experience with your seed,
ne or she will likely tell 50 people! This Is just
numan nature, but it Is a great incentive to
pay attention to quality.




11. SMART!

Farmers make |
smart decisions! y— /

b
> Yl setls

The more successful you are at looking at the
seed purchasing decision through their eyes,
the more you will be able to understand how to
educate them and market to them.




Let's Get Practical!

 How do you come to understand your
customers?

— Market Analysis?

— Formal Data Surveys?

— What Your Family Tells You?

— Anecdotes?

— Staying Close To Your Customer?



Let's Get Practical!

Given what you now understand about

customers, what kind of company do you want
to be? What actions must you take?

Trustworthy?

Reliable and consistent?
Understanding?

Visual?



“Opportunities are usually disguised as
hard work, so most people don't
recognize them.”

Ann Landers

SEMIs



Elements of a Successful Sales
Collection Process

Aline O’Connor
SEMIs Marketing Module



Seed Marketing Notes By Aline

e Business Economics — lllustrative
* Marketing and Distribution Calendars
 Collection Process



Key Elements of a Good Collections Process:

1. Accurate, timely record-keeping

2. Clear, advance communication of expectations
and company policy, including credit limits

3. Disciplined follow-up by the seed company

Tool # 29, Section 2




Additional Terms to Know and Use

* Credit limit

e Aging of accounts
* Credit watch list
* Credit review



Looking at real numbers

SEMIs Student Seed Co (SSS Co) distributes seed worth
the following in 2012:

Rice seed $290,000 USD
Sorghum seed S 75,000 USD
Millet seed S 42,000 USD
Maize seed S173,000 USD
5% of the seed is returned after the planting season.

Dealer A does not pay for 11,000, Dealer E does not
pay for 24,000, Dealer G does not pay for 5,000, and
Dealers K, M and P do not pay for 1,000 each.




Looking at real numbers

One of SSS Co’s biggest distributors is Alice’s Agrodealer

Shop (AA). SSS Co’s assigned credit limit to AA is $4,000
USD.

Seed sales are brisk. At the beginning of each week, AA
restocks with $2,000 USD of seed from SSS Co. She makes
payments as follows:

Day 9 after delivery $1,000
Day 16 after delivery  $1,200
Day 25 after delivery  S800




Looking at real numbers

Day 1 delivery
Day 8 delivery

Day 9 payment
Day 14 delivery
Day 16 payment
Day 21 delivery
Day 25 payment
Day 29 delivery

Entries

(52,000)
(52,000)
$1,000
(52,000)
$1,200
(52,000)
$800
(52,000)

Cumulative Total

(52,000)
(54,000)
($3,000)
(S5,000)
(53,800)
(55,800)
(55,000)
(57,000)



Looking at real numbers

At the end of the calendar year, SSS Co is owed $42,000
USD

S14,000 has been owed for the last year
S 7,000 has been owed for 6 months
$21,000 has been owed for 3 months



Looking at real numbers

At the end of the calendar year, SSS Co is owed $42,000
USD

S14,000 has been owed for the last year
S 7,000 has been owed for 6 months
$21,000 has been owed for 3 months

(14,000*12 + 7,000*6 + 21,000*3)/42000 =
6.5 months
This is called Aging of Accounts Receivable




Looking at real numbers

In prior years, AA has always paid about 1 month
after the seed is delivered. Thisyear AA has been
selling seed very well, but after several months the
bookkeeper notices that payments are much slower
than usual.

What should the GM do?






How do YOU collect money?



Marketing and Distribution Calendars

SEMIs Marketing Module
Aline O’Connor



Example: Marketing and Distribution Main
Calendar

WarsApr | May une Sy AvghSept | Oct

*Select demo
sites

*Review sales
plans
w/agrodealers
(ADs)

*Ship product
to ADs
*Deliver
marketing
materials to
ADs

(Planting
season)
*Regularly
review stock
requests with
ADs

*Manage
inventory
*Restock key
ADs

*Monitor credit
and payments
*Oversee demo
planting

*Monitor
demos; coach
demo farmers
*Contact ADs
re: leftover
stock

*Collect
leftover stock
(if it is your
practice)
*Collect
feedback from
ADs

*Plan for field
day activities

*Hold field day
activities
*Monitor
customer
perceptions
(germination,
etc.)

*Meet with key
ADs to review
their sales
season
*Collect all
monies from
ADs

*Hold some
field days

(Harvest
season)

*Hold more
field days

*Take photos of
customers with
crops for use
next year
*Collect

customer
feedback




Example: Marketing and Distribution Main
Calendar

(Harvest season) *Hold post-season *Develop marketing
*Hold more field days | planning meeting plan for coming year
*Take photos of (review what worked, | *Develop marketing
customers with crops | what didn’t work) materials for next
for use next year *Develop year
*Collect customer appreciation plans *Review AD
feedback *Hold customer performance
*Radio testimonials, | feedback meetings *Determine
“expert” radio (ADs and farmers) distribution goals
programs *Develop input for and plans for coming
production year
department *Review staffing
needs, hire if
necessary




Example: Sub-Plan (or Detailed Plan)
Field Day Detailed Plan

Tk owe [omment_____penon_

Select site Xx/xx Improve on last year
Lay out site, identify farmers, Xx/xx  Mr. Mapani would be good EA
Select date(s) Xx/xx  Two days, back to back EA
Identify “what you want to Xx/xx Include Duma, Pannar, landrace. EA and RK
prove to farmers who attend” Treat all entries equally. Taste,

poundability, storage demos.
Identify groups to attend Xx/xx Invite 700 to get 600 RK
Plan publicity campaign Xx/xx  Send notices, tape testimonials MW
Plan program for the day Xx/xx Review feedback from last year EA
Select technical support Xx/xx Invite local extension team, NARS RK
guests and entertainers breeders, fertilizer specialist
Invite groups Xx/xx  Track responses RK

Notify press & radio, ETC Xx/xx Invite, and deliver press releases MW



Farmer Conversion Funnel

FARMERS OUR SEED IN THE PAST

FARMERS WHO CURRENTLY PLANT YOUR SEED

This is your ultimate goal!

FARMERS WHO ARE VERY LOYAL CUSTOMERS



Business Economics -- lllustrative

Total Sales Revenue
Cost of Goods Sold
Selling Expense
Research & Dev'ment
Gen’l & Administrative
Operating Income

A

100%
43%
22%
8%
%
20%

Company
B

100%
51%
18%
13%

8%
10%

100%
64%
16%
4%
17%
-1%




By Dr. Rose A. Nyikal
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MANAGEMENT INSTITUTE
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Approaches in analyzing the marketing
sector

Dr R A Nyikal




The process of profitably brlnglng goods and
services from producers to consumers, in the
right form, and at the right time and place:

+ Seed, not seed-like, In the right packaging, volume

and weight, where consumers easily have access,
when needed.
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mree approaches in analyzing tHE™

marketing sector

+ The functional approach: baslc aqt|V|t|es to be
performed N\

+ The systems or behavioral and Institutional approach:
number and Kind of firms that perform the tasks
(structure of the system: interrelations)

+ Commodity approach: functions and systems with
respect to a particular commodity
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P

Why the analysis?

(L
For a sustainable and competitive business,
It IS necessary to analyze the marketing
sector of the national (sometimes regional

or county) economy
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A marketing function is a fundamental or basic
physical process or service requﬂred to give a
product the form, time; place and possession
utility consumers desire (Branson and Norvell
1983)

Utility: ability for a commodity to satisfy a need; Its
usefulness to the consumer
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+ Maize produced for food (flour) to be used as seed?

+ 50kg package for a farmer with 1 ha, when the seed rate is
25kg per ha?

Place utility

* The seed in EA Seed and Simlaws Seed Company shops
along Kijabe Street, Nairobi, for use in Kisumu (350Km
away)?
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’unctional approach (contd.)

—

+ Seed available after onset of rains in SSA which majorly depends
on rain-fed agriculture?

Possession utility

« Seed is not a capital item to lend out ; ownership has to be
transferred for it to be used

Various functions, basic and facilitating, must be performed at
least once In the system, to create utility
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Basic functions of marketing (dISCUS$ wrt ﬁeed)
+ Assembling, grading and storing raw materials

+ Processing raw materials into finished products, and packaging the
processed products

« Storing processed products

+« Distributing products to wholesalers, retailers and consumers
+ Transporting products and commodities

Which utility does each create?
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unctional approach (contd.)

<1 societies s

+ Market research: firms to keep abreast of eonsumer needs

+ Product research and development |mprove existing and create new
ones

+ Development of demand; for high output at lower costs

+ Exchange services: price and the process (who)

+ Finance and risk bearing: possession utility

+ Market information: to improve buying, selling and other decisions
Note: NOT without cost; cost could be spread in large firms
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* What kind of firms provide the funCtlons jUSt described?
« How are the firms organized within the Industry?

AnNs:
A marketing system: the sequential set of types or kinds of firms
through which a product passes during the marketing process

* Some systems are short and simple while some are long and
complex (cf. the chain speech concert)
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=3

ystems approach (contd.)

e
;y""w; . o T

+ The number of marketing functions required, and to what
extent each can be specialized or combined with others, and
performed at lower cost as separate business

+ The degree of concentration of raw materials
+ The degree of dispersion of buyers and their location
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Systems approach (contd.)

P
. e

« Control by one or a few companies under patented process
+ Stage of economic development

* Two or three examples from participants on their countries’
seed systems
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' " | Seed Marketing Notes By Dr.Nyikal

ey e

+ Commodity approach .

+ Key characteristics of flrms that attract and/or retain
customers
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Commodity approach

e

o T

OIS alTe G a1viaua Odlty SyStem
+ The extent to which mternal ecdhomlés of size exist

+ The degree to which a commodlty can be differentiated as to
quality or appearance

+ Spatial 1solation of producing areas

+ The degree to which a product may be changed in form
during processing: product differentiation, brand
identification, and emergence of firms
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E : ommodity approach (contd.)

Integration
and technology: some governments prohibit vertical
Integration :

* Non-governmental institutional forces
« Technical innovations

University of Nairobi ISO 9001:2008 178 Certified http://www.uonbi.ac.ke



o

Question

Which approach is desirable for seed marketing?

©
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MANAGEMENT INSTITUTE
(SEMIs)

Key characteristics of firms that attract
and/or retain customers

Dr R A Nyikal




P

The business goal

Maximizing the long-term profits-of a firm by
profitably satisfying customer needs is central to a
business success

The firm should present the product to customers in a
way that attracts them and inspires them to come
back.
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Ok

"The business phenomenon

o T

e

D A N A ~ Ay ~ Ny
0 () L O C

The business would like to meet customer satisfaction as it
generates profit. Three important elements in this are:

+ The product: what the customer wants Is available, and the
four types of utility

+ The customer: changing tastes and preferences in a dynamic
world | |

+ The firm: and customer relationships
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m_e"business phenomenon (contd.) k7

e
4 [ auc NE
customers In a way to attract and / or retain the
customers
+ The product: form, time, place and possession
utility ‘
+ The customer: profile, target and understand
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ok

e

fairness, known purchasing pattern VISUAL
appreciation, knowledge of the product and
others, risk aversion (do own trials), quality, and
farmers make smart decisions
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me/ business phenomenon (contd.) k7|

« Some seven key characteristics of firms have
been identified, that harmonize the firm, the
product and the customer
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et

even Key Characteristics of firrs |

ey e
" -

+ Appearance

+ Prices

+ Knowledge of the product

« complementary and other products
+ Interaction /. communication

« Information: advertising
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+ Demographic area: exhibiting socioeconomic
factors like age, sex, education level, income
levels, religion, birth and death rates, occupation,
family size, ...

+ Exact location, layout, size, right or left of street,
neighbors, traffic jams
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Appearance

\
." \ -
AN

“ First impression is a lasting one
« Great prices but with unsightly premises are
likely to discourage clients

+ The product-should also be presentable (i.e.
not In dirty packaging that has seen better
days)
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competitiveness Wlth respect to busmesses of the same
Kind Is also important

+ Price 1S a determinant of revenue In two different
opposing ways:

- revenue = price X quantity

- when prices rise, demand falls for many
commodities (elasticity)
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o

+ The price must be falr for both the seller and
the buyer ‘
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N

"‘Knowledge of the product

P

-

—

{1
« Employees need to -have complete knowledge
of the product(s) offered; take into account the
utility aspects of the products also

+ Wrong information?
+ Come back tomorrow for information?
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WEOmplementary and other
products

+ One -top shop is preferred

+ Find out what else shopper of seeds would
normally take
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N

Interaction / communication

P
" e

—

« Avoid rudeness and callousness when serving
customers :

+ Make suggestions without being overbearing
(possible only with knowledge of the products)

+ Learn changing customer needs and wants
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'Advertising / information

P

#In the right places "

« In different ways: newspapers, coupons, word
of mouth (this can be devastating If things are
wrong)

« Two day sale
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_ ") Key Thoughts

« Does the customer need the product?

« Does the customer like-the product?

« Can the customer afford the product?

+ Does the customer have access to the product?
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P

The firm’s Strategy

« Match the customer and the product
+ Understand and compete with competition

The firm needs just these to attract and / or
retain.customers
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P

Parting shots

« A bird in hand is worth two'in the bush (it is
easier to sell to existing clients than to brand
new ones)

+ Customer loyalty Is earned; customers do not
owe firms loyalty
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Introduction

& The development of an orderly and responsive agro-supply
dealer system within the private sector Is crucial to the
success of food security initiatives

& The dealer network Is important in the marketing system
especially in countries. where farming is dominated (in
terms of numbers) by small-scale producers

& In many developing countries, farm level education and
extension activities are lacking and agro-dealers perform
multiple roles including farmer education and, distribution
and selling.

& In some cases, the roles extend to include financing/credit
provision



Marketing Channel Options

@ There are several options available to seed
companies to deliver his products to the
farmer/customer

& Seeds can either be delivered directly to customers
(factory outlet shop); or they can establish and
manage factory run agro-vets.

& The latter option can be expensive especially where
the geographic scope of the market is vast

& Alternatively, the seed company can deliver their
products indirectly through intermediaries such as
wholesalers, farmer associations/cooperatives, or
dealers/retailers or a combination of any of the three



Marketing Channel Options

& Seed companies may prefer to market their products
through a network of intermediaries to reduce costs
and improve accessibility of the products

@ Intermediaries can  better = perform certain
distribution and marketing functions and can
provide local expertise, skill and experience In
carrying out the services needed by the consumer

& The choice of an appropriate marketing channel is
vital to the success of seed business since the
channel would most likely be the only link between
the manufacturer and the farmer



Marketing Channel Options

@ While the marketing strategy of the supplier will
have a major influence on the final choice of a
marketing channel, the requirements of the market
ultimately dictate the decision

& In countries where the majority of farming Is
performed by small-scale farmers, geographically
dispersed with seasonal seed requirements of small
lots, and- where the farmers need farm-level
education on improved crop production technology,
the - choice of a dealer type of marketing is
appropriate

& Dealer network development is a decision requiring
a_long-term commitment



Marketing Channel Options

@ In planning physical distribution a balance has to be
struck between the need to provide good customer
service and the need to minimize costs

@ If a bag of seed does not get to the right place at the
right time there iIs no sale and, as a consequence, the
customer may be lost

& Farmers' demands are seasonal and they generally buy
seed just before sowing time, rather than planning
ahead, with the result that the transport and delivery
system can be put under extreme pressure.



Marketing Channel Options

& Intermediate storage between the seed company's
stores and the retailers will therefore need to be
considered to make the system more responsive, but
this will add to the cost

& Another a

0

oroach Is to encourage farmers to buy

early so that stock can be moved to the dealers, thus
easing the transport problem

& For this purpose a 'buy early' promotion campaign
could be run.



Sources of seed available to farmers

1. Direct sales
The seed producer supplies the farmer directly from central
seed stores and a network of his/her own supply points

2. farmer producers
farmers with seed production contracts are licensed to
supply other farmers within their zone of influence

3. Cooperatives
cooperatives act as 'farmer producers' and/or as suppliers of
Inputs to members



Sources of seed available to farmers

4. farmer dealers
farmers act as dealers, supplying their neighbours;
this can evolve into a highly developed system

5. commission agents
these work directly with the producer or his/her
Intermediaries, passing on orders from the farmers

6. Grain merchants
traders involved In the seed and grain business who
are also licensed seed producers



Sources of seed available to farmers

7. Crop buyers
collectors and crop or commodity traders who provide
a point of contact with farmers and can be used to

market seed

8. Retall store dealers
town and village dealers who retail a range of
agricultural inputs, with the larger operators possibly
having sub-dealers

9. Industrial processors
processors interested in specific crops including oilseed
crushers and vegetable canners, who may have an
Interest in supplying seed as part of a growing contract
or-integrated production system



Sources of seed available to farmers

10. Consumer outlets
garages, shops and supermarkets (are best suited to
display small packets of seed)

11. Mail order
suitable for low volume high value products such as
vegetables and flowers



Selecting Qualified Dealers

@ Defining dealer selection and operating criteria for
dealerships are first steps in establishing the dealer
network

& The process must be carefully performed since the
recruitment process Is the core of the development
program



Criteria for Dealer Selection

. Business experience: Involvement In business
either as a profession or in actual business for at
least 1 year

. Adequate educational background

. Credit worthy: good credit standing with  financial
Institutions

. Full-time involvement: willingness to devote
full-time In dealership business

. Customer/stakeholder  relations:  ability  and
willingness ~to maintain good relations with
customers and other stakeholders

._Business capitalization: sufficient capital for existing
and potential business or anticipated market



Criteria for Dealer Selection

7. The size of the dealer's existing business in terms of
volume and value, best selling products, customer profile,
cash or credit sales

8. The dealer's general commercial activity rating based on
the display of products and point of sale material, quality of
service and level of customer contact

9. The number and quality of staff
10. Ownership, including details of partners or associates

11. Communications available, e.g. telephone and fax
facilities



Criteria for Dealer Selection

12. Store: presentable store, strategically located and
readily accessible

13. Storage/delivery facilities: sufficient to handle the
volume of business, especially during peak season

14. Product line: complete line sufficient to supply the
market requirement both for seed and applied
products such as fertilizer, herbicides, pesticides etc.

15. Promotion/extension services. perform agro-
service activities for farm level education

N/B: It iIs-beneficial to assign a dealer a market area
In~. which he 1s the principal supplier and
responsible for its development. Secondly, targets
must be set and agreed upon.




Establishment of dealership

& A measure of dealer performance Is necessary to
determine  effectiveness of - requirements for
Improvement

& This requires formalized system for measuring
performance followed by sustained training efforts and
Incentives

& Performance areas subjected to appraisal may cover:
sales volume, market share, credit record, store
presentation, extension services etc.
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Introduction

& Resources Invested In variety development and seed
production will be wasted If farmers are not persuaded to
use the improved varieties

& All promotional activities involve sending messages to the
distributors and consumers in order to inform them about a
company's products and help them to make their decision to
buy a particular variety or brand of seed

& It Is iImportant to-monitor how effective this communication
IS by ensuring feedback from both the dealers and the
consumers



Introduction

& Such communication can be divided into two distinct types:
a) Non-controllable methods

» These are personal recommendations that reflect the
consumers' overall perception of the product and service

» They are powerful messages and will influence buying
decisions



Introduction

b) Controllable methods

» These are the marketing messages which are carefully
designed and directed to achieve the objectives of an
organization's promotional campaign

» Types of marketing messages which can be used
Include:

* advertisements o _
messages sent via the media to inform and influence
the farmer

* sales promotions _ _
specific techniques designed to increase sales of
particular seeds



Introduction

 personal selling
the importance of salesmanship

 publicity and public relations
generalized communication which is designed to
promote the company's image rather than that of
specific seeds

* extension
taking the promotional activity out into the held



Promotion planning

& It should be recognized that educational and literacy
standards will not always be high in rural communities

& The use of visual material will help to overcome some
communication problems

& In all forms of communication, companies should always
try to make the subject of seeds interesting and relevant to
the consumer

& The communication and promotion process must be
carefully thought out and the person responsible must be
very. clear about the aims and objectives and anticipated
effect



Promotion Planning

& These should all be timed for maximum effect and designed
to reinforce each other

& When introducing a new variety, expenditure will be higher
as awareness must be created

& As timing Is very important a calendar of key events should
be drawn up indicating the involvement of all those
working on the campaign

& Individual responsibilities must be clearly defined and
activities involving other services, such as extension, well
coordinated



1. Advertising

& A company may use an advertising agency in order to benefit
from its specialist skills

& The assistance provided by an advertising agency may range
from the production of a simple poster to a whole series of
events and activities linked to a product campaign.

& There will usually be one person who acts as a focal point
with the advertising agency and who would ideally become
familiar with the client’s business and market

& Printed or broadcast media can be used for advertising. It is
Important to select the most appropriate.



2. The published print media

@ This includes newspapers, periodicals, magazines,
trade and professional journals

& Some advantages of the printed media are that:

» good coverage can be obtained and, by using the
local press and specialist papers, accurate targeting
can also be achieved;

> 1t Is relatively cheap and immediate;

» complex messages can be given in print; these last
and can be read again and again;

» reply and cut-out coupons with an exchange value
can be used to encourage farmers to request further
Information and buy the product.



3.Television

& Advantages of television are:

» the impact will be greater as both sound, colour and
movement can be used to convey the message,

» massive coverage can be achieved and some local targeting
may be possible

& Some disadvantages of television are:

> It can be very expensive and is only suitable for simple
messages;

» the exposure time is short and the advertisement may miss
the target audience



3.Television

» TV reception may be poor and if local targeting Is
not possible the message will not be relevant to
many VIewers;

»there may not be any related interest programmes
that will be viewed by the target audience;

» In many countries farmers cannot afford television,
although televisions are often available in clubs,
bars and other public places.



4. Radio.

& Some advantages of radio are:

» good coverage Is achieved; this is not confined to the home
as people listen to the radio everywhere, including when
they are working on the farm;

> It Is relatively cheap to broadcast on radio compared to
television and advertisements are easier to prepare;

» the incidence of local broadcasting, in local languages, Is
greater than with television



5. Cinema

& In rural locations where cinema-is.the main
entertainment a high proportion of the audience will
be involved in farming so this medium could be
considered for advertising

& Advertising slides are not expensive to prepare and
these can be shown during the show.



6. The outdoor media

& Outdoor media include posters, signs and
advertising on transport, bus shelters, walls and
buildings

@ These forms of advertising can be used to increase
the visibility of the company and its products

& Outdoor advertising may have considerable and
lasting impact at a low cost If it I1s well situated and
If there Is not too much competition for the
available space

& Exclusive arrangements can always be made for the
use of space.



& In addition to commercial advertising, retailers
should be supplied with signs and crop boards

@ It Is Important that good sites are chosen which are
highly visible and strategically placed to ensure
maximum exposure



/. Packaging design

& Packaging is a form of advertising

& Clear printing, the use of colour, brand or company logo
and well reproduced photographs.or images are all
Important components of design



Sales Promotion

& Sales promotion Is the term given to describe a
variety of techniques designed to encourage
customers to buy

& They complement advertising and other promotional
activities
& They are tactical devices that provide incentives to

'buy now', thus sales promotion Is short-term whereas
advertising Is a longer term communications process

& The techniques used to achieve these short-term
effects can be divided into either selling to the
market channel or selling out of the marketing
channel.



a) Selling to the marketing channel

& These are the techniques which, by providing incentives
and support, enhance sales to the trade and encourage the
distributors and dealers to stock the product. Examples
Include:

» Dealer 'loaders‘: These are ways of encouraging dealers to
build up their stocks in sufficient time, so that inadequate
supplies and last-minute transport problems are avoided.



a)

Selling to the marketing channel

» Point-of-sale materials: These are materials

sup
sup
to C

nlied by the seed company to the sale points to
port sales of their product range. They are used

Isplay and attract attention to the product range

as well as to provide information. This form of sales
support encourages the dealer to order stocks



a) Selling to the marketing channel

» Dealer competitions: T

ne larger seed companies can afford

to offer significant prizes linked to dealer sales'

performance

» Dealer training: Training dealers in the use and benefits of
the product is a vital form of support. A dealer will attract
customers and sell more if confident and knowledgeable
about the product. Training should also cover product care
In store and stock rotation as well as retail presentation.

» Credit: Credit can be used as an incentive to dealers where
companies have to compete for shelf space



a) Selling to the marketing channel

» Sale or return: This is particularly relevant for the
stocking of new products as It provides an element of
risk-sharing. However, it can be costly to the supplying
company. A return system is used to promote
preferential stocking but simply stocking the dealer on
a sale or return basis should be avoided as the dealer
will have no commitment to sell.

» Promotional gifts: Small gifts (give-aways) can be
given to dealers as added incentives. The seed
company's hame can be promoted on pens and
calendars. These serve the purpose of keeping the
company and its brand names in the dealer's mind.




b) Selling out of the marketing channel

& These are the techniques which assist the retail trade In
promoting and selling products to the final consumer.
Some examples include:

» Free samples: Dealers can give out samples of new
varieties

» Seed exchange: Seed can be exchanged for farmers'
grain to overcome Initial resistance to buying and using
Improved seed

» Coupon offers: Refundable coupons can be used
offering ‘'money off' the next purchase to encourage
repeat orders or purchases of other products in the
company's range.



b) Selling out of the marketing channel

» Price reductions: This will obviously be popular but the
danger is that revenue will simply be reduced without
significantly increasing sales so the technique needs to be
used selectively

» Competitions: Competitions only create interest if they
capture the imagination, e.g. a yield competition and
membership to a 'yield club' for a certain achievement

» Field demonstrations and group discussions: These are
both very effective ways of promoting seed products and
supporting the local dealer



Visual References: Seed Demonstration

& Demonstrations creates the value and benefit of using
Improved seeds and cultivation techniques.

& In a competitive market, each company will organize its
own field demonstrations to promote its individual varieties
and brands.

& Field Demonstration is potentially a very powerful
promotional technique but good planning and execution are
needed If it Is to have the desired effect.



Visual References: Seed Demonstration

& Demonstrations can be used to:

» promote the adoption of certified seed and
Improved farm management techniques;

» conduct comparative variety yield trials;

» launch a new variety or stimulate interest in existing
varieties;

» demonstrate single varieties in a larger block trial,

» teach farmers how to grow crops to maximize
variety benefits.
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MARKET SEGMENTATION,
 PROFILING AND TARGETING
@ CUSTOMERS




KEY TERMS

o Market segmentation
o Profiling customers
o Targeting customers




MARKET SEGMENTATION

The three premises of segmenting a market are:
People are similar in some ways.
People are dissimilar in other ways.

Homogenous groups (market segments) can be identified from
a heterogeneous market.



MARKET AGGREGATION OR MASS MARKETING

This 1s an approach whereby individual marketers or
organizations assume that consumers have or show

more or less 1dentical demand, tastes and preferences
for the products/commodities they offer to the market



MARKET SEGMENTATION

o Process of dividing the mass heterogeneous market
into homogeneous segments

o A market segment 1s a sub group.of people who have
more or less similar characteristics .




IDENTIFY SEVERAL MARKET SEGMENT
FOR YOUR PRODUCTS

o Large scale farmers

o Medium scale
farmers

o Small scale farmers




The main ways of defining segments are:
Geographical area
Industry or industry sub-sector
Product
Size of end-user
Distribution channel
Order size

Order frequency



HOW IS MARKET SEGMENTATION DONE?

Using either or a combination of the following factors

namely
Geographic factors
O country
O province
o Size of City, town,
o density

J




Behaviour factors of farmers
Purchase occasion Rainy seasons

Benefit sought quality seed, high
yielding, drought
tolerant, diseases
resistant

User status regular users,
non users(those using saved
seeds from previous season)

Usage rates light, medium
and, heavy users



BENEFITS OF SEGMENTATION

o Customer satisfaction
o Profitability of business.
o Customers needs focus




REQUIREMENTS FOR EFFECTIVE
SEGMENTATION

o Accessible
o Measurable

o Responsive to marketing effort
o Profitable
o substantial




WHAT IS A TARGET MARKET

o A specific market segment chosen.by the seed
company to serve/to market products.

24 i "., ff‘ g




TARGETING OPTIONS

o Concentrate on one market
segment with one product or
different products

o Serve or target several market
segments with differentiated
products




CHOOSING A TARGET MARKET

Factors to consider
Resources available
Structural attractiveness

Potential growth of the
market segment



CUSTOMER PROFILING

The main goal of Customer
Profiling 1s to ;

o Categorize the traits and
characteristics of current
customers,

o Identify the primary
characteristics of good and
bad customers




BENEFITS

o Discover which customers are sales
and profit contributors

o Identify customers who have
profitable growth potential for the
future

o Find out who are your unwanted
(unprofitable) customers




ABC PROFILING APPROACH

A” Customers INVEST-ON RETENTION
Customers that are OF THESE
currently contributing CUSTOMERS
the highest sales and Quality customer care
profits Loyalty programs

Relationship marketing

OR offer .the most programs(End of the
growth opportunity for year parties where best
profit and.sales performing
contribution. farmers/customers are

recognized



“B” Customers

Group of customers with
modest (or stable) growth
potential

Also 1n this group are New
Potential Customers (targets)
who match the business
objectives but are not yet a
significant part of the business



o “C” Customers

Are group of customers
with no growth (or
shrinking) potential
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DEVELOPING COUNTRIES
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Introduction

Seed marketing in developing countries is

characterized by the following challenges
among others;

 Low market potential due to farmers over-
reliance on rain-fed agriculture

* Low availability and access of quality
declared seed




Introduction

* High marketing costs brought about by poor
infra-structure

* Insect /pests and diseases




Introduction

Fake seeds in the market

Lack of cash or credit among farmers
Long distance to seed retailers

Unpredictable and unattractive grain
prices (particularly immediately after
harvest),




Introduction

* Lack of information on variety
performance

* Seed availability are the main
disincentives to use improved

seed.




Introduction

® Customers are diverse, decentralized, and

have a wide range of product requirements related
to the highly variable socio-economic and
biophysical environment of Africa.




Introduction

* seed marketing systems are often
characterized by intermediaries and

minimal distribution beyond
commercial centres.




Introduction

* Yields of crops in Africa are generally
low due to various biotic, abiotic and
managerial constraints.

* Generally, grain markets are poorly
developed in Africa, such that on a
local scale, price fluctuations are highly
influenced by available grain stocks.




Introduction

* Our main problem is the erratic
rainfall. To handle this, we are
shifting to irrigation since we have

been depending only on rain-fed
production.




Seed marketing challenges in Kenya
Seed shortage

Monday, 25 April 2011

Why exactly is there a seed shortage?

Lack of rains two years ago in most
parts of the country is the major problem.
We also recorded a high demand of seeds
from farmers. Most farmers who were not

using certified seeds before changed
following education by Kenya Seed
[Company] thereby pushing up demand by
about 30 per cent
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Measures by Kenya seed to avert seed
shortage in future L j

Y

e Shifting to irrigation since we have
been depending only on rain-fed
production.

Construction of a six-acre dam to
collect water to be used in seed
breeding in Kitale.

Talking with the National Irrigation
Board (NIB) to help us in producing
maize seeds in places where they
have projects like in Hola, Perkera
and Yala.



Measures by Kenya seed to avert seed
shortage in future R :*

® Contracted more farmers

both large and small scale
farmers and we have
increased the price of maize
seeds so that we get more

farmers.



Strategies for coping with seed
marketing in developing countries

*positioning “wholesale” outlets in
strategic rural centres, where small
retailers from neighbouring districts
may purchase seed stocks with cash.

*Encouraging farmers to form buying
groups.




Strategies for coping with seed
marketing in developing countries

* The appointment of farmers as rural
consignment stockists

* Mobile seed shops



Strategies for coping with seed
marketing in developing countries

* promotional activities to entice
farmers to travel to rural centres to
purchase seed




Strategies for coping with seed
marketing in developing countries

 Seed companies may adopt a number of strategies to stimulate
seed sales through increasing farmer productivity such as




Strategies for coping with seed
marketing in developing countries
A number of novel approaches have been advanced to improve
the grain market stability in Africa these include;




Mini-pack seeds
Affordable And Popular
In West Africa




India commodity market



Seeds like
these can save
the world.
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Ethics in Marketing

By

Mary Kinoti
School of Business
University of Nairobi




Ethical Issues in Marketing

* Ethics in marketing is taking center stage in
today’s business.

* Ethics are a collection of principles of
right conduct that shape the
decisions\people or organizations
make:



Discussion on Marketing

Ethics in seed industry
1. Ethical issues on seed as a

product
2. Ethical issues on distribution of

seeds to the farmer
3.Ethicalissues in packaging of

seeds
4. ethical issues in pricing of seeds
5. Ethical issues in promotion of

seeds



Ethical Criticisms of Marketing

High prices
Deceptive practices
High-pressure selling

Shoddy, harmful, or unsafe products
Planned obsolescence
Poor service to disadvantaged consumers



Caused by:

— High costs of
distribution

— High advertising
and promotion
costs

— EXxcessive

markups
(greed & profit pressures)

High Prices

Why do branded products cost more than
generics (i.e. store brand)?

The cost of advertising?



Deceptive Practices

* Deceptive Pricing

— Falsely advertising “factory”, “wholesale”, “clearance” or other
seemingly large reductions from a phony high original retail (list) price.

* Deceptive Promotion

— Overstating a product’s features or performance, running rigged or
fraudulent contests.

— “Bait-and-Switch” advertising

* Deceptive Packaging

— Exaggerating package contents through slick design, misleading
quantity or quality imagery and misleading labeling



High-Pressure Selling

* Salespeople are trained to deliver smooth,
canned talks to entice purchase.

— High-pressure selling persuades people to buy
goods they neither need nor want.

— Driven by compensation structures (i.e. high
oonus potentials).

— High-pressure selling ultimately destroys
customer relationships and goodwiill.



Shoddy or Unsafe Products

=3
O

deat

How it

udes

Poorly made products

Products that do not perform well

Products that deliver little benefit

Harmful products (cause bodily harm, iliness, even

)

happens

® Undue focus on profit, increased production
compIeIX|ty, poorly trained labor, and poor quality
contro

® New products without safety track records

® Outsourcing of production often leads to quality
issues



Russia suspends import and
use of American GMO Corn after

study revealed cancer risk.

“"WALL STREET JOURNAL
SEPT 25, 201 2




Planned Obsolescence

e Refers to:

— Products needing replacement before they should
because they are obsolete. (computers and software)

— Producers who change consumer concepts of
acceptable styles. (clothing and fashion)

— Intentionally holding back attractive or advanced
functional features, and introducing them later to
make the old model obsolete. (electronics)

How do consumers attempt to combat Planned Obsolescence?



Poor Treatment of Disadvantaged Consumers

 Examples

— The poor are forced to shop in smaller stores
where they pay more for inferior goods.

— The poor receive worse service (or no service) at
stores.



Marketing’s Impact on Society as a Whole

* Marketing creates false wants
and needs

 Marketing

makes people
materialistic
* Marketing promotes
poor quality products




Cultural Pollution

Does constant exposure to advertisements assault
our senses?



Buyers’ Rights

 Buyers have the right to:

not buy a product offered for sale.

expect the product to be safe.

expect the product to perform as claimed.

= W

be well informed about important aspects of
the product.

5. be protected against questionable products and
marketing practices.

6. influence products and marketing practices in
ways that will improve their “quality of life.”



Consumerism

Consumerism is an organized
movement of citizens and

government agencies to improve
the rights and power of buyers in
relation to sellers.




Ethical Issues in Marketing

 Ethical issues

Ethics and pricing

Ethical Issues related
to pricing may affect
competing firms they

are discussed below




Ethical Issues in Marketing

(also undercutting) : is

a pricing strategy where a
product or service is set at a
very low price, intending to
drive competitors out of

the market, or create
barriers to entry for potential
new competitors.

i. Ethics and pricing




Ethical Issues in Marketing

Price war 1is
"commercial competition
characterized by the
l. Ethics and | repeated cutting of prices

pricing below those of competitors'".

 Ethical issues




Ethical Issues in Marketing

* Ethical issues is a form of fraud in
which a commercial contract is
promised to one party even
though for the sake of
appearance several other parties
also present a bid.

i. Ethics and
pricing




Ethical Issues in Marketing

1s an agreement
between participants on the
same side in a market to buy
l.Ethics and | o1 sell a product, service, or
pricing commodity only at a fixed
| price, exploit consumers

 Ethical issues




Ethical Issues in Marketing

Price Gouging-is selling of products
at very high prices which are
unreasonable or unfair altogether.

 Ethical issues

i. Ethics and

pricing It occurs mostly where there is a
sharp rise in demand or a sharp drop

in supply.




Ethical Issues in Marketing

is when the price for
a product is first sold at a very high
price and then gradually lowered.

 Ethical issues

i. Ethics and
pricing




Ethical Issues in Marketing

e Ethical issues
Placing a product at a special offer

. . price without making the consumer
l.= Ethics and | 5\vare that there is a limited

pricing stock/availability

Falsely stating that the product will
only be available for a limited time

with a view to persuade consumers
to make an immediate purchase of
the product




Ethical Issues

 Ethical issues and
distribution

Involves the selling of
products through channels
of distribution that are not
authorized

Slotting allowances
demanded by distributors
to carry new products




Ethical Issues

 Shoddy or unsafe
products in
terms of

i. quality
ii. Benefits

product recall:Recall involve
return, repair by manufacture and
or removal from sale of products
In the distribution channels and
with consumers because of some
actual or perceived safety or
quality problem or some legal
Infringement
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Objectives

By the end of the session, participants should be able
to:

a) ldentify Ms Excel tools manipulating seed
marketing data

b) Analyze seed salestrend using Pivot tables, what-
if-analysis, etc

c) Appreciate the application of these analysis tools
in seed Marketing & Vital Sales Tracking



Ms Excel for Data Analysis

e Ms Excel provides powerful tools that for data
analysis which include:

a)

b)

Sort: Help to arrange data in either ascending or
descending order. You can sort your data on one
column or multiple columns

Filter: This is a tool used to display records that meet a
certain criteria

Conditional Formatting: Conditional formatting
enables one to highlight cells with a certain color,
depending on the cell's value.



Ms Excel for Data Analysis

d) Charts: Enables one to present data in graphical form

e) Pivot Tables: A pivot table allows one to extract the
significance from a large, detailed data set. It enables one
to view data in summarized form which enable him/her
to draw a meaning from the data

f) Tables: Tables allow one to analyze data quickly and
easily.



Ms Excel for Data Analysis

g) What-If Analysis: What-If Analysis in allows one to try out
different values (scenarios) for formulas and predict the
possible outcomes based on different scenarios

h) Solver: This tool uses techniques from the operations
research to find optimal solutions for all kind of decision
problems

i) Analysis ToolPak: The Analysis ToolPak is an Excel add-in
program that provides data analysis tools for financial,
statistical and engineering data analysis.



Sort

* Steps:

I.  With an open worksheet, click inside the data that you
want to sort

ii. Click on data tab
ili. Click on sort from the data ribbon

iv. The sort dialog box below appear;



Sort

4/5/2014|EGYPT

Sart =
- My data has headers

Column Sort On Order
Sortby | FBUTRY |E| Values El AtoZ El

4| Add Level || X Delete Level || =5 Copy Level |

0K, ] ’ Cancel

v. Select the field to sort by
vi. Select the order to sort by
vii. Click Ok
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Filter

* One can do simple filter or advanced filter
* Steps for simple filter:

i. Clickinside the data you want to filter

ii. Click on the data table

iii. Click on filter under sort & filter group

iv. Click on the drop arrow next to the field you want to filter
by

v. Select the field to filter by

vi. Click Ok

NB: Click on filter under sort & filter group again to clear the
filter arrows
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Filter

D E F
AMOUNT |~ |DATE - |[COUNTRY E|
¢ 74| sortatez
$ 48%| sotztoa
S 6,5 Sort by Color r
5 7.5
S 6,5
5 2,0 Text Filters ,
5 4,6 Search j o
> 45 -] (Select All) -
5 8 ~[JEGYPT
$ 2,5 -] GHANA
’ -] LIBERIA =
S 6,5 [ ]MIGERIA
6,5 -] SOUTH AFRICA
> -] TAMZAMIA _
5 45 -] TUNISIA
$ 4,5 ~[JUGANDA il
S ss O
$ 9.0 [ ] 4 ] [ Cancel
5 SFDuu-uu LT Uy LT THCTY I I %
S 7,540.00 |23/6/2014 KENYA
S 5,260.00 |29/6/2014 KENYA
& 2 Mmvnomn e S Mna a l1IcCcCnl A
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Filter
Steps for Advanced filter:

i. Set the criteria range in two cells on adjacent rows using a field
name and the condition

ii. Click inside the worksheet
iii. Click on data tab

iv. Click on advanced filter under sort & filter group to display the
dialog box below;

r @) .
Advanced Fiter " “l

Acbon
@ Fiter the kst, nplace
Copy to another location

3/11/2016 333



Filter

v. Select the list range and the criteria range

vi. You can copy the filtered data in another location within
the same sheet or a different sheet by choosing the copy to
another location option on the dialog box

vii. Click Ok



. C
. T
C

V.

3/11/2016

PivotTables

ick on insert tab

ick Ok

Create PivotTable

ick on pivot tables from the ribbon
he create PivotTable dialog box below appears;

Choose the data that you want to analyze
@ Select a table or range

T R P ODLUCT SALES' | SAS1:SFS77

Use an external data source

Connection name:
Choose where you want the PivotTable report to be placed
@ Mew Worksheet
Existing Worksheet

Location:

Ik

| |

Cancel

335



PivotTables
* The PivotTable field list appears;

PrvotTable Field List -
Choose fields to add to report: [ﬁ -
[ |ORDER ID ~
[TPRODUCT b
[T CATEGORY i
[ AMOUNT 1
[FDATE i
[ COUNTRY -

Drag fields between areas below:

W Report Filter 1 Column Labels

I | | |
1] Row Labels 2. Values

I | | |

] Defer Layout Update Update
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PivotTables

* In our sample data, to get the total amount exported for
each product, drag the following fields to the different
areas;

1. Product Field to the Row Labelsarea
2. Amount Field to the Values area
3. Country Field to the Report Filter area

A PivotTable as the one below appears and changes as
you select different fields



PivotTables

—

i T — ;
& - DRE&le SEMIS 28-11-2014.xd5x - Microsaft Excel T — | | 5 il
ﬂ Home Insert Fage Lagout Formulas Data Review Wiew Options Design & a‘ o g 8
= K cut ) st v . - rl ! - Tom P Foh  E Autosum = & !
) copy - o BA N T 9 et geneet e o oo STl &
Faste B I . My A - IEERE SMergecicCenter= | % - % o | % ;97 Conditional Format  Cell | Insert Delete Format Sort & Find &
= F Format Painter U i EER FE BEHvegence - o Jhl Farmatting = &2 Table = Shyled = v v 2 Clear = Filtes = Select=
Clipboard Forit Aligrment Humber Chyles Cells Editing
Ad - J«  Row Labels ¥
A B C D E F G H | J K L M N o] P o] R 5 ':"
1 CATEGORY  (All) =
2 COUNTRY (Al x
3 PreotTable Fisld List - X
. Sumufn.MI‘JuN'l' Choose fislds to add to report: |-:]-‘I =
5 APPLE TaTE4 QRDER ID
6 BAMANA 37915 JIPRODUCT
7 BEANS 18600 I CATEGORY
g BROCCOL 25249 o AMOUNT
9 CABBAGE 23870 DATE
10 CARROTS 35470 o COUNTRY
11 LEMON 10812
12 |MANGOS 26830 Drag felds betwesn areas below:
13 ONIONS 30150 W Report Fiter ] Column Labsls
14 ORAMGE 26310 CATEGORY -
15 SUKUMAWIKI 49734 COURMTRY .
16 Grand Total 3noTaa
17 L] Row Labels I Values
18 PRODUCT = Sum of AMOUNT ~
19
20
Defer Layout Uipdate
21
22
23
24
25 =
CR Sheetl -~ PRODUCT SALES - Sheet2 - Sheetd 72 4 L4

3/11/2016
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PivotTables

* You can sort, filter and change the summary calculations
using the options provided under the PivotTable tools
shown below;

| A e | | = y— ﬂ o +l e
Al ‘A2 re 1 ‘ ‘ , |
/1 IA :J’ g .’f ‘.'YG t’; JiJ ‘%J .]l“ i.”
“ Sort Insert  Refresh Change Data  Clear  Select  Move Summasize  Show  Fields, ltems, PvotChart { Field | /- Field
Slicer * v Source * v *  PwolTable Values By~ Values As+ & Sets~ List  [ButtonsiMeaders

Actions alculations
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PivotChart

e Steps for inserting PivotChart

i. Click on the PivotTable

ii. Click on PivotTable tools

iii. Under options, click on PivotChart

iv. From the insert chart dialog box, select the type of the
chart to use e.g. 3-D Clustered Column

v. Click Ok

NB 1: Under PivotChart tools, you can change chart layout
options as you want e.g. chart title, chart axis titles, etc

NB 2: The chart display changes as you change the filter
criteria under the PivotTable e.g.



PivotChart with all data in the PivotTable

I d9-- QA58+ SEMIS 28-11-2014 xdsx - Microsoft Exc

\,,..._JL_A_

Fde Home Insert Page Layout Formutas Data Revew View Design Layout Format Analyze
L_:] *CU' Calibri (Body) 10 AN Twmg ¥ o’ Wrap Tent ' ¢
Paste -\J'Copy' B 7 U- ﬁ. A. B 3 - 1 X B IT 1o < Lt .9

™ J Fo \ Daind s .= - - - L = e S » '

Clipbomd " Font - Alignment Number

[ Chart 2 - (» fu
4] A | 8 TR D T R
1 CATEGORY  (All) v ,
2 COUNTRY  (All) -] | CATREORCY CORIRY.S

3 Average of AMOUNT

4 Row Labels .' Average of AMOUNT

5 BROCCOLI 3607 Total

6 ORANGE 4385

7 BEANS 4650

8 BANANA 4739.375

9 CABBAGE 4978.333333 2000 l

10 APPLE 4986.5 ®Total
11 ONIONS 5025 d. Q@éo\*’ "“00“ &d’ e“‘*\

12 CARROTS 5067.142857 Q F @é‘

13 MANGOS 5366 <

14 LEMON 5406 PRODUCT +

15 SUKUMAWIKI 5532.666667

16 Grand Total 4878.736842
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PivotChart with filtered data in the PivotTable

@d9-c-DREE TSR 511 2014 - Micror
n Home Insert Page Layout Formulas Data Review View
ol
j ® Cut Calibn *11 A A - L 2P W _;'rx‘.'raphn General v
Tt 4 Copy * . .
95.“‘ o Format Painter BZ U- [ A EEW PR MergeacCenters 8 + % » | B
Clipboard o Fomt o Alignment . Number
811 v i 3
[a]C A _|[WUTE- - cc [ o | e e | e _H_] @
1 CATEGORY  (All) v| |
3 Average of AMOUNT
4 Row Labels .' Average of AMOUNT
5 BROCCOL 4500 Total
6 CABBAGE 5260
7 APPLE 5868 o
8 CARROTS 9000
9 Grand Total 6012.5
10 S000 ¢ Total
gty ! .
12 0 ¥ . . . :
13 BROCCOLI CABBAGE APPLE CARROTS
14 PRODUCT v,
15 ..
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WHAT-IF ANALYSIS

 What-If Analysis allows one to try out different
values (scenarios) for formulas -and predict the
possible outcomes based on different scenarios

* Steps

2

Cli

ick on your worksheet
ick on data tab

ick on What-if Analysis on the data ribbon

C
Cl
C

Noose to use scenario manager or goal seek or table



WHAT-IF ANALYSIS

Using the Scenario Manager

* Click on Scenario Manager from What-if-Analysis
drop down list

 The dialog box below appears;

3/11/2016

Scenario Manager I. 2} |&J
Scenarios:

ovmy P Add...

cabbage price

Changing cells:
Commen t:

Sbs4: 5858

Created by KYALD on 11/28/2014

[ Close

344



WHAT-IF ANALYSIS

v. Click on add to add a Scenario

vi. Type scenario name

vii. Choose the changing cells e.g. Quantity
viii. Enter new values for the changing cells
ix. Click ok

X. Then click show to view the changes in the calculated
values



WHAT-IF ANALYSIS

* Using the Goal Seek

i. Select the cell containing the formula that will return the result
you’re seeking; in this example, cell G5

ili. On the Data tab, choose What-If Analysis->Goal Seek in the
Data Tools group

NB: Dialog box below appears;

" B
| Goal Seek B
Set cell: G5 ﬁ

|| To value:
By changing cell; ﬁ
QK ] | Cancel
b |
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iil.
iv.

Vi.

WHAT-IF ANALYSIS

Select the To Value text box and enter the goal

Select the By Changing Cell text box and select the cell that you
want to change

Click OK

If you want to keep the values entered in the worksheet as a
result of goal seeking, click OK as in the diagram below;



WHAT-IF ANALYSIS

3/11/2016

A B C D E F G
1 WHATIF ANALYSIS
2
3 PRODUCT QUANTITY (KGS) |[UNIT BUYING |TOTAL BUYING PRICE |UNIT SELLING PRICE |SELLING PRICE |PROFIT
4 |BEAMS 500,00 105.00 52,500.00 120.00 a0,000.00 7,500.00 |
5 |MAIZE 350,00 126.00 44,100.00 144.00 50,400.00 6,300.00
6 SOGHURM 250,00 89,00 22,250.00 101.71 25,428.57 3,178.57
7 MILLET 420,00 95,00 39,900.00 108.57 45,600.00 5,700.00
8 PEAS 600,00 93.00 58,800.00 112.00 67,200.00 8,400.00
9 TOTAL SALES 217,550.00 248,028.57 | 31,078.57
10
11
12 PROFIT MARGIMNG 14%
13
14 Goal Seek Status EI=)
15
16 Goal Seeking with Cell G4 1
found a solution. -
17
18 Target value: 7500 1
Current value:  7,500.00 -
19 mmmrnesammmanns -
20 [ .............. Ok ] l Cancel ]
21
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WHY ANALYZE MARKETS ?




» Understand my market — what is
It

—Place?

—Product Vs Customer Cf Seller
Vs Buyer

—Reiion




* A market may be viewed as
comprising of people with
demand, that Is, with both

and to buy, and Is
therefore the source of
opportunity.

P



* Abllity to buy — why would a
willing customer not be able to
buy ?

P



* pbeing unable to access
* Financial ability

» Compatibility

» Package size

T




Able?




* Willingness to buy — A state of
mind , due to opinions, attitudes,
experiences and lifestyles of the
people.

P



Is he willing ?




* What Is Its composition in terms
of the buyers (customers) in the
market?

T







 Should be based on the needs of the
customers, rather than on the basis of the
product.




* Who are our competitors ?




» Understand the environmental
trends — these provide
opportunities and threats

* Do we know some of these?

P



—Willing and able consumers
—Modern technology
—A growing market

—Favourable economic
environment

aVv a

aNnvironnmaomnt



* Threats
—Intense competition
—ODbsolete technology
—Unskilled personnel
—Lack of facilities

Gaaao o o)



* Trends in the market dynamics




Can | analyze a market without
data?

# Whatkind of data dowe nesd2,







* Reliabllity of information
—Can we rely on this?

* Credibility of information.
— Who gave It?

-




* Relevance of information

 How current? Time dimension?
» Currency: how current?

» Accuracy : Is It accurate?

e



What to analyze

e Customers

« Competitors

* Market trends

* The environment







* the total demand for the product
category (primary demand) VS
demand for particular brand
(selective demand)

cf

for Hybrid 611 t



» Market potential can be
estimated by:

1. —
considering factors in the market
place that are associated with
the product,

Seed? i -



2 — by
estimating the number of buyers
In the market and the quantity
purchased per yeatr.

D=n.q.p
where n= no. of buyers in the

per year, p= price : *



* The number? What exactly does
this mean?




Numbers matter




» quantity purchased per year?
What is the frequency of
purchase?

P



* |S buying only once but very
large volume better than many
small purchases spread out
across the year?

e



* Price
» What Is the significance of price?







Remember

* The analysis of marketing could
be on the basis of

. The
functions performed by
organization

P



. focusing
on the organization







. — considering the
product itself




Bean seed




Malze seed







* Analysis involves consideration of key
market characteristics such as

-Size of the market
- structure of the market




 |dentifying Market Characteristics

* Generally, a good market would be one In
which:

* There is good potential for market growth.
* There are few barriers to entry

» Has opportunity for competitive
advantage

T



* There Is stablility in customer demand.
* No large capital material is required.

* There is good prospects for increased
market share

A high return on investment relative to
other markets.

P
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PRODUCT STRATEGY,
BRANDING AND PACKAGING

Prof JUSTUS M MUNYOKI

WELCOME



MEANING OF A PRODUCT

GOOD OR SERVICE



* Product: anything that can be
offered in the market for attention,
use or consumption to satisfy a need
or a want.
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 Product decisions are based on the
customer product perceptions,
which are at three levels.



* Level 1: Benefits and satisfactions
that a particular product provides;
e.g. Fridge may be just for prestige,
storage or for preservation.



Preservation?




Storage?




Prestige?




* Level 2: Based on the tangible
attributes such as quality, style
packaging, branding etc.



* Quality seed, certified seed




* Level 3:Extended product which
include promotion, company image,
distribution



* Need to blend the levelsin a
systematic, synergetic manner in
order to properly to create the
customer’s overall perception of the
product meet the needs of the
customer.



Do you know

 Product line?



* Product line: Group of products that
are in someway related e.g. Maize
seed, onion seed

* beans




Maize as a product line




* Product mix?




* These are variations of the same
product line. Shows depth of a
product line



* Which is better
* Fewer lines but very deep?
OR

* Wide range of product lines, very
shallow?

 Why?



Branding

The process of developing unique
identifying features that help to
market a company’s product.



A brand is a name, designh or symbol
that identifies the products of a
seller.









|

Kenya Power



* The unique feature that helps to
distinguish the product from others



Elements

* Brand name — word, letter (number)
group of words or letter (numbers)
that can be spoken e.g Toyota,
Philips, Compagq.






* Brand mark — Symbol, design or
distinctive colouring or lettering

e .g. Lion : Kenya Commercial Bank;
e Eagle for ?
e And the elephant?



* Think about this..

e Why did KCB not choose a cow? Or a
dog?

e \Why did BBK avoid a chicken?



e Trade character — These represent a
special type of brand symbol, and
takes on human or real life
characteristics eg use of a person’s
name

e \Which-names?..mainly celebrities..



e Sample these

e Drogba, Kipchoge, Keino,
Ronaldinho, Bekele, ....which
others?



Know this one?




Who are these?




Who is this?




SAMECIINE .



Which country does he come from?




* Trade mark — brand name, brand
mark or trade character or
combination of these, given legal
protection. E.g. Blueband®,
Rexona®, Mastercard®



ior st



Mercedes-Benz



* Need to protect brand names,
* Copyright
* Patents



Branding is very important in marketing. Its benefits
to the firm include

* Enhancing product identification

* Customers can be guaranteed of quality by
reordering the same brand.



* Enabling the firm responsible for the brand to be
known.

* Reducing price comparisons when customer’s
perceive distinct brands.

* Increasing product prestige.



* PACKAGING

* Packaging is the process of designing
the container (s) for a product.



* A packageis a product’s-physical
container or label and may include
cardboard box, glass, plastic can,
paper bag etc.

* There are three levels of physical
packaging:



* Primary Package — materials that
envelope a product and hold it. E.g.
a Coca Cola can.







Onion seed




Onions In container
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* Secondary Package — packaging that
holds the primary package for
transportation of a cardboard box
for holding medicine bottles.



* Tertiary packaging — Bulk packaging
to hold secondary packages for
example, several boxes may be put
in one big box for transportation.



* Packaging Functions (strategy)

—Aid new product strategy — some
packaging is such an integral part
of the product that it becomes a
major part of new product
strategies.



—Provide access to channels —
packaging can open up new
distribution channels



—Support pricing strategy —
Premium quality and design
packaging can contribute to being
able to ask premium price.



* Serves as part of promotion



—Provide Protection and
containment

—Provide information to customers



DISTRIBUTION STRATEGY AND PLANNING

Channels of Distribution
Link producers and consumers

Many activities take place involving hours of
information, products, negotiations, risks, money
and people.



Number of Channel Levels

Channel Level - Each Layer of Marketing Intermediaries that Perform Some Work in Bringing the
Product and its Ownership Closer to the Final Buyer.

0-level channel

Producer

» Consumer

1-level channel

Producer

2-level channel

JOCUET — \Wholesaler

3-level channel

Producer ~  Wholesaler

Jobber

-

Retailer Consumer
Retailer ~—~  Consumer
Retailer ~—~  Consumer



Market Intermediaries
link the and users of products to the producers.
They may be classified as follows:



 Retailers

* buy and resell merchandise to end users. They
usually buy from wholesalers or agents, but may
also buy directly from the manufacturers.






They usually

take title of the goods.

Retailers are the final link between
manufacturers and consumers,.



* They usually buy from wholesalers and resell to
consumers, although there are a few cases where
large retailers buy directly from manufactures.



 The main functions of retailers are:
* Selling goods to consumers
 Storage of goods

* Transportation of goods from wholesalers to the retail
outlet.



* SMALL SCALE RETAILERS












Large scale retailers

 Department Stores — These are a number of single
shops under one roof and under the same
management, for example, the stores may have
several units dealing with clothing, hardware, a bar
and so on.



* Supermarkets. These are self-service stores which
usually stock a circle variety of goods.

* Occupy 50,000 - 80,000 sq feet

* All the goods are put on open display with fixed
prices indicated.
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* Mail order shops. Operated by manufactures, in
which a list of their goods and prices is sent to
prospective customers, who place an order through
the post.

* Goods are also sent through the post..



* Vending machines — Automatic vending machines
can be used to sell a variety of goods with a high
convenience.

 Example are jukeboxes and electronic computer
games, drinking tea, coffee and soda.

* They offera 24 hour service to consumers.



* Service Retailers: These are retailers that offer
services rather than physical goods, to consumer.
They include doctors and lawyers.



e Wholesalers

 Buy ands resell merchandise to retailers or to
institutional, industrial or commercial enterprises.

* Normally take title of goods they sell.



* Their functions include:
— Purchase in bulks from producers,
— Assume all the risk — transporting and storing goods.



— Provides storage and transportation services
— They sometimes offer credit facilities to retailers.

— They offer advisory services to retailers, for example,
how to display, or promote products.



Types of Wholesalers

(i) Merchant Wholesalers — These take title of goods,
and are involved in buying of goods from
manufacturers and selling them to retailers and
internal users.



(ii)) Agents and Brokers- Agents do not take title to

the goods, but only negotiate and arrange sales on
behalf of other the sellers or the buyers, for a
commission

* Their main function is to facilitate selling and
buying.



* Brokers negotiate purchases or sale for a
commission and do not therefore take title of the

goods.
* Unlike agents who may handle the goods through

not owning them, brokers only bring buyers and
sellers together to negotiation the sale, but do not

handle goods.



* Brokers are commonly found in the insurance
industry, and in real estate (buying and selling of
land and houses).



(iii) Manufacturers’ sales branches and offices .
Some manufacturers establish their own
distribution offices with their own staff, who
market products for the manufacturers.

They ensure total control by the seller in the
marketing of his product.



 Role of market intermediaries

* Contact — market intermediaries establish contact
between consumers and producers



* Physical distribution —

* Storage.



* Breaking the bulk

e Research-



 Risks

* Logistical Support- for example, facilitating
payments between commenced producers, and
banking services.






* Channel Logistics

* Efficiency and effectiveness of a distribution

channel depends on there being a well coordinated
physical movement of products,



* Includes such activities as production, scheduling,
storage, inventory control, materials handling,
purchasing order processing, transportation and
plant/warehouse site selection.



Store layout
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* The Logistical Plan

* Companies need to have a well coordinated
logistical plan that takes into. amount the
interdependence of the different distribution
functions and provides an opportunity for cost
saving.



The logistic system has three broad categories:
Stationary facilities

Transportation network

Location



e Stationary facilities. Any geographical location in
which there is storage or transfer of goods from
one mode which are located at some points
between the company’s plant and its customers.















* The transportation network. Includes all types of
carriers — rail, water, highway, pipeline and air.

* The mode of transport varies according to
circumstances and the nature of product.












Transport logistics




* Location. The location of the sellers production and
distribution facilities in relation to those of
customers is an important factor in his ability to
deal with the limitations of time and space.



* System Operations

 Concerned with the how much, when and where of
product movement, and has five functions
communication, scheduling, inventory control,
materials handling and traffic.



e Communication. both external as well as internal
communication.



* Scheduling. Involves proper synchronization of all
the operations and coordination between the
marketing manager and production managers.



* Inventory Control

* Very important in order to ensure the
sufficient inventory is kept to match
customer demand at the most economic
terms.

e Maintain a buffer stock



* Considerations in selecting an-appropriate channel
of distribution:

— Customer characteristics

— Product characteristics

— Company characteristics.

— Environmental characteristics.
— Intermediaries

— Competitors



Selection of Middlemen

Consider.

Number of years in business

Location:

Potential for growth

Other products handled by the middleman.
Sales records.

Financial Ability



* Modes of transport




-
-
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PROMOTION DECISIONS

* Any form of communication used to inform,
persuade, or remind people about an organization
goods, services, image or ideas”.



* Customers need to be persuaded to buy a product
* Customers need to be reminded that you still exist



Promotion mix variables include
* Advertising,

e Sales promotion,

* Personal selling

* Publicity (public relations).



* Advertising

* This is one of the oldest forms of communication
with records going back to Roman, Greek and
biblical days.



* [tis a paid, non-personal presentation and
promotion of ideas, goods and services by an
identified sponsor.



* The leading media are newspapers, television,
radios and direct mail. Bill boards are also
commonly used.






ADVERTISEMENTS ACTUAL BURGER
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Advantages

Attracts a large and geographically dispersed market
Low cost per customer or listener

Uniform message is delivered to all people

Sponsor has control over message content, graphics,
and timing



* Disadvantages

* Inflexible and not responsive to consumer
guestions since they are standardized

 May be wasteful to some audience that is not
interested ( Since message targets everyone)



Decisions:

 Determine message content . This includes colour,
illustrations, size or length, and source.



e Specify the location of an ad in-a broadcast
program or print medium, egin the cover page,
sports pages or entertainment pages or at the back



* Outline a promotion schedule.



* Choose how many variations of the basic message
to utilize. This depends on the frequency of
presentation and the quality of the ad



* |dentify the advertising target group. Select the
media.

* Define the advertising budget



Before an advertising message can be
communicated effectively, carry out some research
and find answers to the following

What are the product’s selling points?
What kind of people will buy it?

What kind of media will reach the market most
effectively?




 Sales Promotion

* seeks to achieve given objectives by adding
extrinsic tangible value to a product or service.









* involves communicating with-an-audience through
various non-personal, non media vehicles such as
free samples, gifts, games, concerts, tradeshows,
trading stamps, sighs and displays, sweepstakes are
also part of sales promotion.



* Advantages

* SP schemes help to bring the manufacture and the
customer closer together



* SP schemes can help to establish corporate identity
by exploiting the logo style of packing and brand
names



* Can win the good will of customers who enjoy the
benefits of the offers



* Can provoke quantity and repeat buying and so
achieve high awareness of the product which is
constantly in use or in the home, to the exclusion
of rival brands.



* Lures customers to the product



* Negative aspects

e Special promotional offer can appeal to the bargain
seeking or greedy people, who will wait and only
buy when a product is on special offer.



* Customers may buy the offer rather than the
product and brand awareness may be minimal



* Distributors may be reluctant to handle goods not
on offer. As goods not on offer may not be as fast
moving.



 |f the offer or scheme disappoint customers in any
way, bad relations will be created which can be
damaging to both the manufacture and the

distributor



* May mislead customers into believing that
discounts represent decline in-quality



* When used very frequently, consumer may learn to
wait and stock only when there is promotion



* Examples of sales promotion

 Games and competitions. Company arranges for
games in which winners are rewarded, or they win
specific items, as is the case with beer promotion
by Kenya breweries, Safaricom, Airtel etc



* Free gifts. The gift may be attached to the product,
as a pair of socks with a ruler tied onto them



* Rebate schemes. refund of cash to consumer who
have bought a certain product on production of
coupon (receipt) which specified that the item is on
offer.



 Demonstration, free samples. For customers to
taste, seeing is believing
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* [n developing the sales promotion programme, It is
important to clearly establish such items as

— Size of the incentive- provide a realistic incentive that
will not eat too much into the sales returns;

— Conditions of participation- specify who should
participate.. Are company employees allowed?



— The duration of the promotion—.it should not be too
long or too short. Slogans like * buy now while stock last
are common ;

— timing — decide when the promotion should be done.
Improver timing can be very bad



* Personal Selling

* An oral presentation in a conversation between
one or more prospective buyers.



* involves communicating directly with an audience
through paid personnel of the organization or its
agents (sales people).









* may include door to door selling where sales
people move from door to door selling goods



Also includes

* prospecting — Getting and maintaining new
customers,

 Communicating -about the company’s product



* selling — sales people play a crucial role in the
selling process which involves creating awareness
arousing interest, evaluation, trial and adoption
(AIETA)



* Includes closing the sale by the customer finally
buying the product and after-sale follow up.



* Servicing their customers though advising,
maintenance and technical assistance, and are
supposed to gather relevant information from the
field for the use in decision making by the firms.



* Effective personal selling depends on how well the
sales force is managed.



Company should therefore deal with

e Recruitment and Selection -- Of the sales force
personnel



* Motivation-- Of the sales force personnel



e Compensation-- Of the sales force personnel



* Training and development.. Of the sales force
personnel



* Publicity and Public Relations

* Publicity is the non-personal stimulation of
demand for a good or service by placing
commercially significant news about it in a
published medium, or by making a presentation on
television.



* Not paid for by an identified sponsor.



* Good Aspects
e there are no costs for message time or space,



* reaches a mass audience, and within a short time
new products or company policies are widely
known.



* Enhances credibility about message because they
are reported in independent media



* Limitations
* the firm has little control over messages, their
timings, their placement or coverage

* the firm may not be able to plan publicity in
advance because new worthy happenings take
place quickly.



* PR is a continuous process, unlike advertising which
may be seasonal.

* |t goes on and on whether we like it or not, and
every one in my organization is involved in public
relation and is affected by it.



* The strength of public relations is its role in
creating understanding.

* [tis very crucial in converting negative image to
positive image:



* Hostility to Sympathy
(-VE) (+VE)
Why are customers hostile to us?



* Prejudice to  Acceptance
(-VE) (+VE)

* Customers are very bitter with us, may be because
of our past bad record..But we have since changed,

vet they still hate us!



* Apathy to Interest

e (-VE) (+VE)



* |[gnorance to Knowledge
* Are customers knowledgeable? What is our role?






What are they saying ?
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Exercise ONE
(in groups of 6 students)

George retired from the civil service last year, and
has opened a business where he is sells a variety of
packaged seed .

He has very fixed opening hours (2 am to 5 Pm on
Monday to Friday, and is closed on Saturdays and
Sundays). These hours are very strictly observed
and no customer is allowed in after closing hours



George believes in making money and does not
care a lot about his customers. On his shop is a
writing.. “Cash only.. No credit”. His shop frequently
experiences stock shortages and customers often
complain of poor Services

George has no long term plan for his business and
believes in making as much sales as possible,
regardless of whether customers are satisfied or not



Margaret, on the other hand, runs a medium size Seed
Company in Nairobi, She has long term expansion plan
for the company, and is very mindful of her customers.
Her business opens from daily from 8 and to 5pm
(Monday to Friday), and 9am to 12 noon on Saturdays.
However, Margaret is flexible and always listens to a
customer who comes in late

She has very flexible working hours and often stays on
a little later than the closing hour. She also has credit
facilities for her regular customers



QUESTIONS
A) Who, between George and Margaret is

a marketer

A seller
(Justify your answer)

B. Advise George on what he needs to do to
increase customer satisfaction



EXERCISE TWO

Discuss

Qualities of a good seed marketing manager



MARKETING STRATEGIES
GOALS AND MARKET

ANALYSIS

Justus M. Munyoki, PhD




WHAT IS
STRATEGY?

. ...series of ACLIVITIES
done to achieve a g O al

(game plan)



A marketing strategy

»outlines the strategic directions and
tactical plans that marketing

teams must implement to support their

company's overall business objectives,
iIncluding:

B Increasing revenue
B Growing profits
B Reducing costs

602



A marketing strategy

...contains a number of important
decisions about

»product offerings,
» pricing,
»communications, and

>dadistribution channels.



Marketing strategy could be:

1. Corporate, Long term:
Overall organization, resource
allocation, highest risk

2. Business, mid.-term:
Divisional, resource utilization,
competency, efficiency

3. Operational, short term: day
to day operations, tactical

604



Determining how
much marketing

strategy you need




The level of detall and the effort associated

with your marketing strategy depends on
several factors, Iincluding:

@S|ze of your company.
@ Where your companyisin its lIfe cycle

(for example, starting up, growing, maturing, declining).

& Whether you are making Strategic

deciSIoNS. about the company's entire product
portfolio, a particular product line, or just one

product.

& How much marketing strategy formulation
you have done in the past. 606



Use A Structured Process

* Developing a marketing
strategy is important, but
it's difficult work.

 |ttakestime and
commitment to create.

« A marketing strategy is

committee that is using 5

often developed by a
Information collected

607



The key to creating a usable marketing
strategy Is to

B follow a clear, structured, well-thought-out
pProcess.

E Doing so helps you keep the team focused,
ensures the consistent use of information,
and streamlines decision-making.

E A more structured process also involves
some front-end preparation, but this process
ultimately saves you time and money.

B This leads to the Marketing Plan

608



MARKETING
PLANNING




The nature

and Contents of a Marketing Plan

Introduction

» Each product level (product line, brand) must develop a
marketing plan for achieving its goals.

 The marketing plan is the outputs of the marketing process.

 Marketing plans are-becoming more customer- and
competitor-oriented and better reasoned and more realistic
than in the past.

* The plans draw more inputs from all the functions and are
team-developed.

610



CONTENTS OF THE MARKETING PLAN

(1.) Table of contents &

Executive summary :
* A table of contents

* Abstract:summary of the main
goals and recommendations.

* Permits senior management to
grasp the plan's major thrust.




This section presents relevant background data on
« sales,

* costs,

o profits,

« the market,

» competitors,

« channels, and

 the forces in the macro-environment.

» Use this information to carry out a SWOT (strengths,

weaknesses, opportunities, threats) analysis.

612



(3). Opportunity and issue analysis

» Task: Reviews the main
opportunities found in the
SWOT analysis and identify the
key issues likely to affect the
organization's attainment of its
objectives.

613



(4). Marketing Objectives

The product manager outlines the plan's major
» financial and marketing goals.

Expressed in

* sales volume,

* market share,

* profit, and

*_otherrelevant terms

614



(5). Marketing strategy
» Brand manager defines the
. Market S€gMention %

+ Market Tal‘getlng and
. market POSItIONINg




(5). Marketing strate
Al this is done with inputs

from other departments, to
ensure that the company can

provide proper support for
effective

Implementation

=Cont’d
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(6).Action programs

o Specify the actual-marketing

Prograims, derived from the marketing

strategy, to be used in achieving the business
objectives.

@ Marketing mix elements

Product

Pricing

Distribution

Promotion 617
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 Each marketing strategy element must
be elaborated to answer these

guestions:
a) What will be done?

b) When will it be done?

c) Who will do 1t?

d) How much will it cost?

e) How will progress be measured?

618



(7). FiInancial projections

* Action plans allow the brand manager to build a supporting
budget.

On the revenue side, this budget shows the forecasted
v’ sales volume in units and average price.

On the expense side, it shows the expected
* costs of production,
 Marketing expenses.

The difference between revenues and sales is projected
profit.

* Once approved, the budget is the basis for developing
plans and schedules for material procurement, production
scheduling, employee recruitment, and marketing
operations. 619




(8). Controls

» Show the controls for monitoring and
adjusting implementation of the plan.

* Typically, the goals and budget are spelled
out for each month or quarter so
management can review each period's
results and take corrective action as
needed.

» Some organizations include contingency
plans outlining the steps management
would take in-response to specific
environmental developments, such as price
wars or strikes, etc.




(9). Inplementation matrix

* Very important to implement the
plan

« Shows

» Strategic objectives
o Strategies

* Activities
 Responsibilities

* Time frame

» Costimplication

621



Example;

Strategic Issue 1. Resources and
Governance

Strategic Objective: To manage the
Company efficiently and effectively

Strategies:

I. Review and strengthen governance
practices at the company
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* |. Institutionalize high performance culture
In the company

. Safeguard, upgrade and fully exploit
the company’s assets
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DISTRIBUTION STRATEGY AND PLANNING

* Channels of Distribution
* Link producers and consumers

 Many activities take place involving hours of
information, products, negotiations, risks, money
and people.



Number of Channel
Channel Level - Each Layer of M!lkﬁygrlrgiaries that Perform Some Work in

Bringing the Product and its Ownership Closer to the Final Buyer.

0-level channel

Producer » Consumer

1-level channel

Producer » Retailer ~ Consumer

2-level channel

ALCUNEN —  Wholesaler > Retailer — Consumer

3-level channel

NG a = Wholesaler Jobber Retailer ~— Consumer



Market Intermediaries
link the and users of products to the producers.
They may be classified as follows:



 Retailers

* buy and resell merchandise to end users. They
usually buy from wholesalers or agents, but may
also buy directly from the manufacturers.






They usually

take title of the goods.

Retailers are the final link between
manufacturers and consumers,.



* They usually buy from wholesalers and resell to
consumers, although there are a few cases where
large retailers buy directly from manufactures.



 The main functions of retailers are:
* Selling goods to consumers
 Storage of goods

* Transportation of goods from wholesalers to the retail
outlet.



* SMALL SCALE RETAILERS












Large scale retailers

 Department Stores — These are a number of single
shops under one roof and under the same
management, for example, the stores may have
several units dealing with clothing, hardware, a bar
and so on.



* Supermarkets. These are self-service stores which
usually stock a circle variety of goods.

* Occupy 50,000 - 80,000 sq feet

* All the goods are put on open display with fixed
prices indicated.
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* Mail order shops. Operated by manufactures, in
which a list of their goods and prices is sent to
prospective customers, who place an order through
the post.

* Goods are also sent through the post..



* Vending machines — Automatic vending machines
can be used to sell a variety of goods with a high
convenience.

 Example are jukeboxes and electronic computer
games, drinking tea, coffee and soda.

* They offera 24 hour service to consumers.



* Service Retailers: These are retailers that offer
services rather than physical goods, to consumer.
They include doctors and lawyers.



e Wholesalers

 Buy ands resell merchandise to retailers or to
institutional, industrial or commercial enterprises.

* Normally take title of goods they sell.



* Their functions include:
— Purchase in bulks from producers,
— Assume all the risk — transporting and storing goods.



— Provides storage and transportation services
— They sometimes offer credit facilities to retailers.

— They offer advisory services to retailers, for example,
how to display, or promote products.



Types of Wholesalers

(i) Merchant Wholesalers — These take title of goods,
and are involved in buying of goods from
manufacturers and selling them to retailers and
internal users.



(ii)) Agents and Brokers- Agents do not take title to

the goods, but only negotiate and arrange sales on
behalf of other the sellers or the buyers, for a
commission

* Their main function is to facilitate selling and
buying.



* Brokers negotiate purchases or sale for a
commission and do not therefore take title of the

goods.
* Unlike agents who may handle the goods through

not owning them, brokers only bring buyers and
sellers together to negotiation the sale, but do not

handle goods.



* Brokers are commonly found in the insurance
industry, and in real estate (buying and selling of
land and houses).



(iii) Manufacturers’ sales branches and offices .
Some manufacturers establish their own
distribution offices with their own staff, who
market products for the manufacturers.

They ensure total control by the seller in the
marketing of his product.



 Role of market intermediaries

* Contact — market intermediaries establish contact
between consumers and producers



* Physical distribution —

* Storage.



* Breaking the bulk

e Research-



 Risks

* Logistical Support- for example, facilitating
payments between commenced producers, and
banking services.






* Channel Logistics

* Efficiency and effectiveness of a distribution

channel depends on there being a well coordinated
physical movement of products,



* Includes such activities as production, scheduling,
storage, inventory control, materials handling,
purchasing order processing, transportation and
plant/warehouse site selection.



Store layout
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* The Logistical Plan

* Companies need to have a well coordinated
logistical plan that takes into. amount the
interdependence of the different distribution
functions and provides an opportunity for cost
saving.



The logistic system has three broad categories:
Stationary facilities

Transportation network

Location



e Stationary facilities. Any geographical location in
which there is storage or transfer of goods from
one mode which are located at some points
between the company’s plant and its customers.















* The transportation network. Includes all types of
carriers — rail, water, highway, pipeline and air.

* The mode of transport varies according to
circumstances and the nature of product.












Transport logidtics




* Location. The location of the sellers production and
distribution facilities in relation to those of
customers is an important factor in his ability to
deal with the limitations of time and space.



* System Operations

 Concerned with the how much, when and where of
product movement, and has five functions
communication, scheduling, inventory control,
materials handling and traffic.



e Communication. both external as well as internal
communication.



* Scheduling. Involves proper synchronization of all
the operations and coordination between the
marketing manager and production managers.



* Inventory Control

* Very important in order to ensure
the sufficient inventory is kept to
match customer demand at the
most economic terms.

e Maintain a buffer stock



* Considerations in selecting an-appropriate channel
of distribution:

— Customer characteristics

— Product characteristics

— Company characteristics.

— Environmental characteristics.
— Intermediaries

— Competitors



Selection of Middlemen

Consider.

Number of years in business

Location:

Potential for growth

Other products handled by the middleman.
Sales records.

Financial Ability



* Modes of transport
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ldentifying The Company’s I
Competitors







































Existing Markets

New Markets

Existing Products

Mew Products

Market

Penetration

FProduct

Development

Market
Development

Diversification




Market Penetration
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Product development
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STRATEGIC MARKETING PROGRAMS FOR
PIONEERS



















































STRATEGIES FOR MATURE AND
DECLINING MARKETS






MARKETING STRATEGIES FOR
MATURE MARKETS




























































UNIVERSITY OF NAIROBI
SEED ENTERPRISE MANAGEMENT INSTITUTE (SEMIs)

SEMIs Seed Marketing

Case Analysis

GREENFIELD SEED COMPANY (GSC)

By J. Munyoki
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Greenfield Seed Company (GSC) is a local seed company based in Nairobi, with branches in Kisumu and Mombasa. The
company has been doing very well in the Kenyan market, and already has a sizeable share of the market. Management is
realizing that the market in Kenya is becoming increasingly competitive, and feels that this is the time to come up with
strategies to deal with the competition. The company has been experiencing low profits as a results of poor sales. It lacks
financial resources to expand its productivity, and the staff are poorly paid. The company recently closed down its offices in
Mombasa over huge unpaid rental and other operational expenses. Its staff do not seem to have enough information about
the company’s seed products and often give misleading information about the products. This has made some customers

uncomfortable and a number of previously loyal customers have run away to competitors

Last year, the company introduced a new maize variety, LH2000, which is meant for low altitude areas. The product has so far
not peaked up, and most farmers do not seem to know about it. Distribution of the maize variety has been very poor and

often reaches the stockiest long after the onset of the rains, when farmers have already bought other varieties.

Recently, the company held a three day workshop during which several options were explored. One of the most exciting
presentations was made by James, a seed marketing a consultant. James convinced the managers that in order to deal with
competitors properly, the company must first understand them “ you cannot compete with a competitor you do not

know”, He argued.

James explained that the company should collect information about its competitors, analyze it, and use it to come up with
appropriate strategies. “But we already have most of the information we need about our competitors” exclaimed Joshua
with a sigh of relief. “We know their names, their location, and their ownership” He went on to say. ‘That’s very good, but

there is a lot more we need to know about competitors* Interrupted James .

- /




e

The company has resolved to have a follow up Workshop during which strategies to deal
with competition will be discussed. Some managers are already of the view that the
company should open up and expand within the region, particularly to areas where
there is a big potential for growth. Southern Sudan and Rwanda are already being
proposed as possible targets for expansion. It has also been resolved that the
company should, over the next three weeks, collect information about its
competitors using market intelligence.

Required
How can the company carry out market intelligence?

b.  What more should a company know about competitors, as far as James is
concerned?

. Do you support the idea of expanding to new regions? Explain
d.  How can GSC enhance the sales of LH2000 ?
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MARKETING PROCESS AND TRACKING

1. INTRODUCTION

1.1 Definitions:

e Marketing is the bridge between production
and consumption of goods and services.

e Marketing forms the vital link between human
needs and the means of satisfying them.
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e Marketing is about doing research to learn
what people want; creating products that
people want; pricing them competitively and
making it easy for people to buy.

e Marketing is a series of activities that satisfies
human needs through exchange processes.
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1.2 A Simple Marketing System

Communication

O™

Products
Industry (Collection of | Market (Collection

Sellers) M of Buyers)
oney

\

Feedback Information

Figure 1: Simple Marketing System

© Professor Kibera
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1.3 Main Actors and Forces in a modern Marketing

System
CompetitorsC
ooperators
Suppliers
Company
(Marketer)

Market

Intermediaries

| End User

Market

© Professor Kibera
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1.4 Marketing Commandments

e Know thy customers/markets.

e Know thy products/services.

e Know thy competitors/collaborators.

e Know the environment/context.

© Professor Kibera
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2. MARKETING PLANNING AND TRACKING

2.1 Introduction

= Marketing planning can be defined as:
v’ deciding in advance what to do,
v how to do it, and
v" who is to do it.

" More, formally, it is defined as a systematic process that
involves:

v the assessment of opportunities and organizational resources,

57
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v' the determination of marketing objectives and of a
marketing strategy, and

v' the development of plan for implementation and
control.

© Professor Kibera 758



2.2 Steps of Marketing Planning

" Any organization that embarks on marketing planning
should start by asking the following questions:

v' Where is your company now?
v' Where do you want your company to go?
v' How does your company get there?

v How will you know whether you got there or not?

= These questions correspond to the major stages of the
planning process as shown in Figure 2.
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Figure 2: Marketing Planning Cycle

v

1. SITUATION ANALYSIS 4. SCHEDULE AND BUDGET
e Where is you company now? e Timetable for implementing the
strategy

e Analysis of the past.

e Cost of implementing strategy

e Assessment of resources and e  Monitoring & Evaluation

opportunities

2. MARKETING OBIJECTIVES 3. STRATEGY DEVELOPMENT
e Where do you want your * How does your company get
company to be? there?
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1. SITUATIONAL ANALYSIS

The situational analysis usually covers Fiwe major areas:

>

. Sales trends

AN

Analysis of actual sales results by territory, product,
customer, size of order, distribution outlets.

v Each product’s sales figures are examined over the previous
several years.

v’ The planners compare these figures to similar ones for
competing products.
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B. Previous forecasts versus previous performance:

v A review of the accuracy of past planning is made in
terms of both sales and profits.

C. Market situation and competitive environment:

|. Customer/Market Analysis

= A marketis a group of people with:
v’ a desire for a product;
v willingness to buy it;
v ability to pay for it; and

v’ authority to buy it.

762
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(a) Questions to guide you in conducting customer/ market
analysis:

v Who are our customers?

v’ Where are they located?

v What do our customers see as important?
v What do they buy, from where and how?
v Why do they buy?

v" Are all customers the same (80:20 rule)?
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(b) Market Segmentation

(i) The three premises of segmenting a market are:
v' People are similar in some ways.
v' People are dissimilar in other ways.

v" Homogenous groups (market segments) can be
identified from a heterogeneous market.
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(ii) The main ways of defining segments are:
v' Geographical area

Industry or industry sub-sector

Product

Application

Size of end-user

Distribution channel

Order size

Order frequency

N N X X X X X

Type of decision maker
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" The key to market segmentation is to let the marketplace
segment itself because the individual segments exist
independently of the company and its products.
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ll. Competitor Analysis
" Questions to guide you in performing competitor analysis:

v

X X X X X X

Who are your competitors?

How do they compare with your company in size?
Where are they located?

Do they operate in the same market sectors as you do ?
What products do they manufacture/sell?

How does their pricing compare with your own?

What sales/distribution channels do they use?

Have they recently introduced new products?
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D. Planning assumptions and constraints

v" An assessment is made of corporate, financial, personnel,
and production strengths and weaknesses.

v External factors such as the state of the economy,
government regulations, and broad social trends are taken
into consideration.
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E. SWOT Analysis

v' SWOT Analysis stands for Strengths and Weaknesses as
they relate to our opportunities and threats in the market
place.

v Presentation of SWOT Analysis:

STRENGTHS WEAKNESSES/CONSTRAINTS

(Activities that we do well or | (Activities that we don'’t do well
resources we have plenty of) | or resources that we lack)

OPPORTUNITIES THREATS/CHALLENGES
(Positive or favourable (Negative or unfavourable
conditions existing in the conditions existing in the
market place) market place).
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2. MARKETING OBJECTIVES

e Objectives/goals are what we want to achieve.

e A marketing objective concerns the balance between
products and their markets.

e [t relates to which products we want to sell into which
markets.
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= |n all plans, marketing objectives should be set for the
following :

v’ Sales turnover for the period of the plan by product

v

and market segment;

Market share for the period of the plan by product
and market segment;

Customer:satisfaction, brand awareness, etc;
New product development;

Gross profit on sales, etc.
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. MARKETING STRATEGIES

Marketing strategies are the means by which marketing
objectives will be achieved.

Strategies are the broad methods chosen to achieve
specific objectives.

Marketing strategies relate<to general policies for the
products, price, promotion, and distribution.

A useful way of looking at the types of strategies that may
be available is to'use a product-market matrix (Figure 2).
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Figure 2: Strategies based on Product-Market Matrix

Low Risk

High Risk

Low Risk

High Risk

Present Product

New Product

Present | Expand existing Develop new
Market | market with existing | products for
product existing strategies
New Sell present product | Develop or
Market | in new markets acquire new

products to sell
into new markets

© Professor Kibera
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4. SCHEDULE, BUDGET AND IMPLEMENTATION OF PLAN

v’ The actual implementation programs that are
undertaken to carry out the company's strategies must
be stated in greater detail.

v' The action programs set priorities for the actual steps by
which the strategies are to be put into practice, and they
also situate the strategies in terms of specific schedules
and budgets.
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v Schedule: This is designed to show when specific activities
and budget expenses occur.

v Budget: Budgeting is a critical step in the planning process
because it commits the company’s financial resources to a
given strategy.
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= Each action plan should include:

v Current position — where you are now;
Aims — what to do/where do you want to go;
Action — what you need to do to get there;
Person responsible —who will do it;
Start date- when action will start

Finish date -when action will end

N X X N X

Budgeted costs.
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5. Monitoring and Evaluation of Performance

(Tracking)

5.1 Introduction
‘j\
= Establishing the criteria by.which performance is to be evaluated is a
fundamental management responsibility

= Performance ratios are very useful for monitoring performance.

= Ratios enablewyou te.benchmark performance across different parts
of the business,'across teams within the business, or overtime
across companies within a sector.

i
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= Once trends have been highlighted that indicate a
weakness in performance, management can investigate
the causes and take corrective action.

" The control process is essentially a'simple one (Figure 3).
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Figure 3: The Control Process

Setting Goals
What are we trying

to achieve?
Taking Corrective Measuring
Action Performance
What can be done What is actually
about it? happening?
Diagnosing
Performance
Why is it
happening?

N
-
o
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5.2 Types of Marketing Control

a. Strategic Control

" The tool that is used to carry out strategic control is
marketing audit.

» The three steps of carrying out marketing audit
are:

» Marketing environment review: markets, customers,
competitors and microenvironment: present and future.

» Marketing system review: organization objectives,
programs, implementation and organizational structure

» Detailed marketing activity review — review of 4p’s;
corrective action is recommended.
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b. Annual Plan Control

v

Management by objectives (results) is the key to annual
plan control.

Specific objectives for every actor in the company.

Each person’s performance is checked by supervisor on
weekly, monthly, or quarterly basis.

Below normal performances trigger analyses of causes. The
findings lead to a corrective plan to performance.
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Five (5) performance tools used to check the progress of
the annual plan.

v' Sales analysis: actual versus expected sales.
Sales variance analysis: customers, territories.

v' Market share analysis: for the whole company; by product,
territory, customer group, etc.

v Expenses to sales-ratios: gross profit to sales, etc

v Other ratios: revenue per employee, percentage of revenue from
products introduced in the last three years, etc.

v’ Attitude tracking: Share of mind (awareness), Share of heart
(preferences), Share of sales (sales volume versus those of
competitors).
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c. Profitability Control

= Periodic research is conducted to.determine the actual
profitability of different:

v’ products,
v’ territories,
v’ customer groups,

v’ trade channels, etc.
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= Marketing costs analysis is used to:
v' evaluate profitability of products, etc;
v identify functional expenses;
v assign the expenses to marketing activities; and
v

prepare a profit/loss statement for each marketing
activity.
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6. SUMMARY OF THE CONTENTS OF A MARKETING
PLAN

e Most marketing plans, particularly product and brand
plans, will have the following sections:

v Executive summary

Current marketing situation

Opportunity and issue analysis
Marketing objectives

Marketing strategies

Action programs
Projected-profit-and-loss statement, and

NN N N X X X

Monitoring and Control Tools.
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These sections and their purposes are as follows:

$/No |Description Purpose

1 Executive A brief summary of the marketing
Summary plan.

2 | Analysis of current | An analysis of trends and changes
marketing in the marketing environment, the
situation market situation, customers and

competitors.

3 The major opportunities and

threats (both inside and outside
the organization) facing the
product for which the plan is being
developed.
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Marketing

The goals to be achieved through the

Objectives marketing plan in such areas as customer
satisfaction, sales volume, or market share.
The overall marketing strategy-market
segmentation and product, price,
promotion, and distribution activities-that
will be used to achieve the objectives.

Action Pinpoints who is responsible for the

programs marketing activities and establishes
budgets and timetables for executing the
marketing strategies.

Prqected This summarizes the excepted financial pay

profit and loss
off from the plan.

statements

Monitoring Details the procedures for monitoring the

and Control plan over time and for taking corrective

Tools

action if needed.




Conclusion

" Effective implementation of the marketing plan will enable your
company to:

v’ capitalize on its strengths and overcome its weaknesses;

v take advantage of emerging opportunities especially those
related to technological advances; and

v address any challenges posed by both national and global
operating environments.

= This process will.in turn propel your company to higher levels of
performance and attainment of its vision and mission for the
benefit of your key stakeholders.

END

© Professor Kibera
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KEY CHALLENGES IN AGRO-INDUSTRIAL DEVELOPMENT IN AFRICA
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LOW AGRICULTURAL PRODUCTIVITY AND POST-HARVEST LOSSES \ s

DEVELOPMENT BANK

AFRICAN

Irrigation

Sub-Saharan Africe IV 4 1. In sub-Saharan Africa, countries
outh Asic [
e seint P [ I average post-harvest losses are
i vt ot A E— e — estimated at over 40% (up 0 30% in cereals
Latin Amarica & Caribbaan I 11 and upsto 70% in some fruits and vegetables) — UNIDO
0 10 e o 0 2007
Fertilizer use
Sub-Saharan Africa 0 13 ‘ .
South Asic [ 5 2. In Ugénda, approximately 27% of all
ast Asia & Pacific [ — H i .
Middle EEEE,::SNO;PML_ . e milk produced IS loSt: 6% is wasted at the farm
 Europe & Central Asia IS S0  level, while 11% and 10% of production is either lost to
Latin America & Caribtinen I spillage or spoilage during transport or marketing,
1] 20 40 1] B0 100 120 140 160 180 200 reSpeCtively— FAO 2004

K g of nutrients per hectare of arable and permanent cropland

[W1%2 W 1952 W 2002 |

Sources: Evenson and Gollin 2003; FAD 200Ga.

1. The growth-and competitiveness of the agro-industry sector is directly

linked to the competitiveness of the raw material suppliers. Lack of inputs,
appropriate teeéAmologymand infr@structure, in conjunction with high post-harvest losses drives the lack of
competitiveness oftaanyilecal raw produce in Africa, and therefore the competitiveness of local agro-
processers too.

2. Agro-industry in Africa cannot be understood without improving the first

steps of the value chain, such as storage, transportation, and basic grading-packaging that secure
the qualityythe preservation, and the first value addition of the produce.




POOR INFRASTRUCTURE - ESPECIALLY IN RURAL AREAS

everon
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DEVELOPMENT BANK

% “* R

N

There is still a big gap in infrastructures in Africa, and especially at rural level where the

raw produce IS grown. Appropriate infrastructures together with capacity building are the key pillars that can successfully
decrease post-harvest losses"and Serve @8 nitial trigger for attracting private sector investments.

Lack of storage capacity in conjunction with poor rural electrification and water access,
insufficient road network, and difficult access to communication tools (telephone, e-

mail...) constrains the successful development of agro-industry, affecting the competitiveness of the
final productsin terms0f'cost, quality, and supply.

Low and unstable agricultural productivity affects directly to the success of agro-industry.

More infrastructures for production (irrigation schemes, dams...) are needed in Africa in
order to increase production, make it more cost effective, and fulfill the demand in volume and quality of agro-industry.



LACK OF CAPACITY BUILDING \
IN AGRO-INDUSTRY AND MARKET LINKAGES N et

DEVELOPMENT BANK

1. The level of capacity building in agro-processing in Africa has been rather

low so far; the focus has been basically on production extension. this can explain

partially the high percentage of post-harvest losses apart from the lack of @appropriatelogistics and storage capacity. Also
public R&D has been focused on production, prioritizing investments in agriCulture research extension but not in post-
harvest and food technology.

1. B .
2. Nowadays the entire value chain is being driven by markets and finally by
consumers; besides, most ongoing agricultural operations in Africa
(especially at small-medium farmer level) continue to be focused on

p roduction as pects with no forward lin kag €S, therefore, there is an urgent need of strengthening
market intelligence and market linkages and make them sustainable especially in rural areas (e.g. oranges and tomatoes in
Uganda are being broadly grown in some distgicts as raw produce without knowing the threshold and potential processing
needs of the market / e.g. marketaeb-based systems have been launched in many countries but because of lack of
resources they become @aiselesgvery soon)




LOW ACCESS TO TECHNOLOGY

AFRICAN
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Agro-Industry Value Addition %
(Food and Beverages) - 2003

20 40

W Africa _
0 South and Southeast Asia
B LatinAmerica

60

There is tremendous regional disparity among
developing regions in the distribution of formal

sector agro-industry value addition. ror food and

beverages, LatiisAmerican countries accounted for nearly 43 percent
of valuggadditien 2003 and countries of South and Southeast Asia

for 39 percent. In contrast, African countries contributed
less than 10 percent of value addition

Actually the level of agro-processing at rural level in Africa is in most of the cases
inexistent or just very basic. This is linked to the fact that access to agro-processing
technologies is very limited due to the lack of expertise/know-how and affordable cost.

Besides, and due to poor infrastructures, production factors like water, electricity, and

diesel-petrol are either not available or very expensive. The high cost of these production factors
affects the availability, quality, and cost of other key inputs in agro-industry like packaging materials.

Accessing technologies is not always affordable based on the fact that taxation systems in many
Africanieatntries overload the imported cost of agro-industry equipment. The creation of free trade areas at regional level
canfhelp to overcome this when local equipment is required, but still the challenge is how to make international technology
avallable and affordable without undermining the potential emergence of local technology providers.



MEETING MARKET DEMANDS - CERTIFICATION SCHEMES
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Quality

CONSUMER
MARKET -45‘

/I— Modern markets demand _\
reliable supply in terms of
volume, quality, and cost;

food safety is a non-debate
for any modern food industry

Cost — k J

AGRO-INDUSTRY

Certification
Food Safety

Volume

GROWER

The challenge in Africa (where in many cases agro-processing is in a primitive stage) is how
to start incorporating certification systems that in a first phase could fulfill the local-
regional requirements, and in a later stage the regional and international requirements if the

final target is the export market. in this respect, there is a gap in the knowledge of basic principles like GMP,

HACCP. gftheir implementation, and in the availability of local certification bodies that could make the process accessible and cost
effectiv@ even for. small. and medium food processors.

It is also necessary to take one step backwards up to farm level (first step of the supply
chain) to secure full traceability and implementation of good management systems (e.g.

GAP). Thetypical African farmer has no expertise in this area because the priority has been just simple production so far. Here,

farmers associations and capacity building can play a key role in terms of creating awareness, implementing food industry schemes,
and achieving vertical integration in the value chain.



DEVELOPMENT OF FARMER ASSOCIATIONS AND COOPERATIVES

DEVELOPMENT BANK

MARKETS

Identify Sector Niches for SMEs:

AGRO-INDUSTRY

These challenging requirements could

-Basic and primary agro-processing
-Labour intensive activities
-Local and internal markets

ke out of the market SMES benefiting
big processors that can meet volume and
additional costs related to certification,
traceability...

- Oriented production

FARMERS
ASSOCIATIONS

- Finance Services

- Contract Farming
- Farm extension and Traceability
- Access to technology
- Basic agro-Processing
- Become agro-industries
- Meet agro-industry demands

COOPERATIVES

GROWERS

- Marketing Services
- Technical Skills
- Certification Schemes
- Managerial Skills
- Extension Services




TRADE AREAS AND AGRO-INDUSTRY

DEVELOPMENT BANK




LOW ACCESS TO FINANCE SERVICES AND INADEQUATE \
ENVIRONMENT FOR ATTRACTING INVESTORS AND PRIVATE SECTOR S aemcan

DEVELOPMENT BANK

1. Africais characterized by the limited
financial resources, which have direct
implications in the industrial

development. Commercial banks work at very
high rates which are unaffordable for many small-
medium entrepreneurs. Although some actions are
being taken to help domestic enterprises, the impact
remains very limited. This financial constraint is further
magnified when it has to service to start-up business in
agro-industry.

2. ltis clear that “the easier to do
business the easier to invest”. This is
100% applicable to the agro-industry
sector. Many African countries are still
at a very low position when ranking

them on how easy is to do business.
Therefore, it can step in someigasesyforeign agro- i
processing investorsjyang.also make difficult the access | O .
to technologies and equipments A R B

3. Licensing, business start-up cost,
trade procedures, time required
...worse in sub-Saharan Africa than
other developing regions.




NEW CHALLENGES - BIOENERGY

DEVEL A e
AFRICAN
DEVELOPMENT BANK

Africa - Specific Challenges

Availability of technology (big-
How to make it costly and medium-small scale)

environmentally feasible

Infrastructures and Logistics

How to balance bio-energy
needs

with food needs

Market demand and Trade (local-
regional-international level)

e
BSENZA

How to deVeIop bio—'energy toa

e




- By Victor Ndambuki
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RETAIL MANAGEMENT
BY
VICTOR NDAMBUKI




What?
» This is the process

of promoting greater sales

and customer satisfaction by gaining a better

understanding of t
services produced

» Is the activity of se

ne consumers of goods and
Dy a company

ling goods and services to

fund consumers for their own use.




Types of retailers
eDepartmental store
eSupermarket
e\Narehouse retailer
eConvenience retailers
*E-tailer

* Flea market

« Factory outlet }

Multi brand

Single brand

Specialty category killers



Types on the basis of size
» Small scale retailers
»  Large scale retailers




Types on the basis of method
» 1.Store retailing
» 2. Non-store retailing




Characteristics of a successful retailer

»  Establishes its market position to serve the
needs of a well defined group or groups of
customers e.(?. some specific advantages e.g.
more focused product lines, opening longer

nours.

»  Retailer, supports its market positioning by

oricing, display etc.

»  Retailers manages store operations e.q.
forecasting, customer services

»  Retailer manages behind the scenes
operations effectively

» .~ Retailer maintain the business and community
standing.




Types of business in retailing

Sole proprietorship /partnership
The private company

The public company
Co-operatives

4
4
4
4




Utilities provided by retailers(what does the retailer
do?)

»  Form utility

»  Place utility

»  Time utility

»  Possession utility




Functions of the retailer
»  Assembling of seeds from different producers

»  Storage - maintains ready stock for the right
time

» Grading and packing - packs in smaller

qualities (break bulk)

Risk bearing

Transportation

Sales promotion - displays

Information to farmers

Information to companies.

4
<
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Alternatives in considering the retail strategy mix

>
>
4
>
>
>
>
>

Low-end strategy — High -end strategy
Low rental location High rental location (CBD)
No extra service or charged - Services such as credit, delivery, advice

A fee if offered

Non elaborate fixture and display-Elaborate fixtures and displays
Price emphasis in promotion -Non price emphasis

Crowded s tore - Spacious s tore

Most merchandise visible - Most merchandise in backroom




Retail competition

» Need for complete competitive analysis during the
business planning style

» Generate competitive intelligence

» A retailer cannot control what competitors do but can
minimize their impact on its business.




Retail planning process

Deciding on the stories philosophy, mission and
objectives

l

Situation analysis

!

Formulation of retail strategy

|

Strategy implementation and control




Ansoff’s Matrix on Retalil strategy

Market segment
Existing New
Market penetration Market development
- Increase basket size | - New customer bases
Retail - Increase purchase
format existing frequency

Retail format Diversification

development - New retail format
New | . New format with directed at new

existing customers market




Retail decisions

Location - where?
Design and layout
Category management
Retail branding

Retail pricing

1.

2
3
4.
5




Brick & Mortar Vs Dot.com
Electronic retailing (e-tailing)
» Sales of seeds through the internet

» Requires businesses to tailor traditional business
models to the rapidly changing face of the
internet and its users

- Must consider
- e-selling

> e—promotion
- e=branding




Disadvantages of e-retailing (challenges) in e-
retailing
» After sales care difficult

» Lesser role for traditional high street retail
expertise

» Complex logistics of fulfillment

» May lack know-how

» Substantial set-up investment and ongoing costs
» It is less powerful than face to face.




» Category management
- Is a retailing concept in which the range of products purchased
by a business organization or sold by a retailer is broken down
Into groups of similar or related products. E.G
- Maize seeds category
- Legume seeds category
- Flower seeds category etc

4

»  Merchandise planning+




Seed Pricing Mechanisms
By
Victor Ndambuki

WELCOME



SEED PRICING
What ?

-Price creates sales revenue and is therefore important in
determining the total value of the sales made.

-Price is determined by, say, what farmers perceive as the value
of seed of a particular variety.

-It is important to understand how farmers value seed as well as

how much money they are prepared to pay in relation to the
benefit they expect to earn.




Different meanings of the price
o To the buyer — It’s a cost used as measure of value
o To the seller — It is revenue and is therefore critical

o To the government — It may mean popularity and votes, therefore
governments may seek to control seed pricing.
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Price and demand

The manager responsible for pricing a product must know how much
more will be sold if the price 1s lowered and conversely how much less
will lbe sold if price is increased .

There 1s obviously a limit to what the farmer will pay as well as a limit
on demand however low the price is

As prices increase, a point is reached where substitutes to Bought
seed, such as Farm saved seed, may be used or the farmer may
choose to plant a different crop.

Demand can be estimated by:
- Statistical Analysis
- Price Experiments
- Surveys

825



The cost
o The cost 1s a major feature in any discussion about the price.
o The costs of production must be properly recorded and analysed

o In marketing costs could be classified into production costs and marketing costs

Examples of seed production costs

* Procurement

» Processing and storage

* Quality control and certification

Examples of seed marketing costs

» market research

» Advertising and promotion

» Sales and distribution

826




Pricing policy

o The firm has to set price policies when a new product 1s launched or a new
distribution channel i1s used.

o Decisions may have to be taken to change the price in response to competition
and to the market situation.

o Inthe public sector prices are often based on an economic policy

o Ideally, however, even the public sector ought to price with costs and element of
profits in perspective,
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Pricing objectives

Objectives in government seed pricing

To induce farmers to use certified seed of improved varieties in
order to increase national production

To provide adequate incentives to seed producers to supply seed in
sufficient quantity to meet demand

To encourage the development of private distribution channels
To 1implement government agro-economic policies.
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Objectives in private sector seed pricing

Profit maximization
Price competition
Return on Investment (ROI)

Survival
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o

Pricing strategies

Once objectives are set, the pricing strategies must be considered.

1) Low price strategy

o

Low price strategies are used where consumers- respond very positively to small
downward changes in price, but a company may not always gain from setting low
prices.

Firm must consider;
» quality associations
» Price sensitivity of the product
» State of supply

830




2) Market price strategy

- This 1s prevalent where a few large companies dominate supply
- The role of price tends to be neutral

3) High price strategy

o The company will have identified a market segment for-a high quality, value
added products such as graded and treated seed.

o A high price may reflect the exclusiveimage or added value of the product.
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Price determinatio

o The important influences are;
* Cost
* Demand
» Prices of competitor’s product
» Sales targets

y,




1)

Cost —plus pricing

This method involves calculating the chief cost.of a product and
adding the appropriate profit margin to give a base which may be
altered in relation to the prevailing market conditions.

This approach tends to ignore'developmentsin the market

A rigid application of cost-plus pricing may lead to price increases
when demand 1s weak and vice versa.
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2.Contribution pricing

It is a form of cost-plus pricing which involves separating the
different products that make up the product portfolio and allocating
to them the direct costs associated with their production.

The price is set at a level which will generate revenues in excess of
these

costs thereby contributing towards business overheads.

Individual products can be analysed in terms of their ability to
cover their direct costs and contribute to overheads.
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3) Competitive pricing

o The nature and extent of competition from similar products influences
the price

o Consider the pricing options under
- Direct competition

- Indirect competition
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4)

Short — term pricing techniques

Pricing can be a useful tool for pursuing short-term marketing and
sales targets.

When a new variety is launched higher prices can be set providing an
opportunity of earning higher returns form-those farmers willing to
pay the higher prices before seed becomes more widely available.

Lower prices may be linked to promotional activities or stimulating
interest in existing varieties or for stock clearance

836




Price - Adjustment strategies

1) Discount and allowance pricing

o Adjusting prices to accommodate discountse.g.
- seasonal discounts
- Cash Discounts

- Quantity discounts.

2) Psychological pricing

o Adjusting prices for psychological effect especially where price is seen as
an indicator of quality.
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3) Geographical pricing

o Adjusting the price to take into account the geographical location of
customers e.g. zone pricing and basing point pricing.

4) Discrimination pricing

o) When Different customers play different prices for the same product

Price discrimination can be on the basis of :
- The customer

- Season
-Channel

838




5) Captive pricing

o Used for products produced by the same producer and which must be
paid together.

o Generally the accompanied products 1s priced low because it is a one
time purchase

o Captive products experience repetitive purchase and are hence priced

higher.

839




WHY WOULD A SEED MARKETING COMPANY
INCREASE THE COSTS OF-ITS SEEDS?

840




DUE TO :
-COST INFLATION
-ANTICIPATORY PRICING
-TO MANAGE OVER DEMAND

841




