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Abstract

An international GTZ consultant was commissioned to improve the management and services of private BDS providers in three Ethiopian regions, namely in Addis Ababa, Tigray and Amhara. 

In detail he was requested to

· pay visit to 5 private training providers in each of the three regions

· identify their strengths and weaknesses

· identify needs for better organisation and management and better services to business owners

· identify and implement actions to improve paid BDS, e.g.

· introduce advertisement and promotion measures

· collaborate with other partners and potential clients

· improve existing and identify new training products

· devise market strategy for existing and newly identified training products

A local consultant prepared the mission and collected data on 23 training providers in these regions. As requested, the international consultant selected 5 training providers in each of the regions and offered consultancy services to these entities.

The training providers were promoted in the following areas:

· Analysis of strengths and weaknesses of the organisation 

· Discussion and improvement of planning, monitoring and evaluation techniques used by the respective organisation

· Analysis and discussion of quality criteria of a TVET provider

· Discussion of the so-far implemented marketing strategy

· Advice and on-the-job training in improved marketing strategies corresponding to identified needs of the market and to own competitive advantages

· Discussion of new business ideas and new products

· Dissemination of templates to be used for brochures and web-pages. Assistance to prepare respective texts

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM 

· Discussion of selected publications on this CD ROM 

· Presentation and discussion of booklets which have recently been published by the GTZ MSE Development Program (such as “Start and Improve your business”; “Marketing”, “Accounting”, etc.)

· Creation of linkage to EU MSE program through preparation of a respective non-formal project proposals asking for capacity building support

· Creation of linkages to entities promoting MSEs (for example REMSEDA, Chambers) and to other private entities, which might be suited for joint ventures

· On-the-job computer advice and installation of computer programs, anti-virus programs and anti-virus updates

· Analysis and improvement of CVs, project proposals, already existing leaflets, etc.

The international consultant discussed problems of private training providers with approximately 30 managers, instructors and owners of these entities. Based on these discussions the most important recommendations are to

· Analyse and discuss problems of TVET managers with the new TVET system: TVET managers reported significant difficulties to implement requirements of the new TVET system. These difficulties should be analysed and discussed in hearings and seminars. The GTZ TVET program could take a leading role in this matter (see recommendation 5.1)

· Discuss options to cope with market deterioration caused by subsidised public training programs (see recommendation 5.2)

· Encourage informal, non-registered consultants to become legal and to stop unfair, illegal competition (see recommendation 5.3)

· Build-up a network for long term support of private training providers (see recommendation 5.4)

1
Introduction

The GTZ MSE Development Program is currently implementing its 3rd phase of implementation. The third result of the planning documents focuses on capacity building of public, private training providers. These training providers are to be strengthened in order to offer services which are demanded and (at least partially) paid by customers. Private training providers play an increasingly important role in this context. They need special attention and support.

An international GTZ consultant was hence commissioned to improve the management and services of private BDS providers in three Ethiopian regions, namely in Addis Ababa, Tigray and Amhara. 

In detail he was requested to

· pay visit to 5 private training providers in each of the three regions

· identify their strengths and weaknesses

· identify needs for better organisation and management and better services to business owners

· identify and implement actions to improve paid BDS, e.g.

· introduce advertisement and promotion measures

· collaborate with other partners and potential clients

· improve existing and identify new training products

· devise market strategy for existing and newly identified training products.

A local consultant prepared the mission and collected data on 23 training providers in these regions. As requested, the international consultant selected 5 training providers in each of the regions and offered consultancy services to these entities. He conducted the above mentioned activities from March 3 to April 14, 2004.

The consultant often had to cope with non-optimal working conditions. The pre-selection of training providers had not been optimal in all of the cases 

(for example incorporation of public institutions, which is contradictory to the scope of the mission, and selection of rather heterogeneous providers). Managers of training institutions were often distracted by numerous other activities (telephone calls, visitors, activities related to ongoing training, organisation of a trade fair in Mekele). Some organisations did not possess any computers. Others had computers with essential virus problems, so that installation of virus programs and virus updates had to be conducted first. Most of the managers had only very limited computer skills. 

English language was in many cases insufficiently spoken and understood, so that interpreters had to be asked for assistance. Basic marketing skills were also missing in most of the cases. It was hence necessary to explain certain issues and to repeat on-the-job training exercises numerous times. Important basics of marketing had to be explained in detail before outlines of marketing strategies could be discussed.

The training providers were, however, very grateful and sometimes even enthusiastic about the offered assistance. They ask for intense follow-up in order to consolidate the already made progress.

2 Promotion of private training providers in Addis Ababa

2.1 Jethro Management Consultancy Services

Background

Jethro is a private management consultancy firm. It was licensed in 2002 and started its operations in March 2003. The objective of Jethro is to provide services to existing and potential micro, small and medium business enterprises throughout Ethiopia. The services of the firm are offered in the area of business management, co-operative management, farm entrepreneurship, training of enterprise trainers and gender training.

The firm is managed by Ato Habteweld Zergaw, who is responsible for the overall management of the firm as well as for delivery of training. He is supported by his wife through secretarial services. When additional manpower is required freelance consultants are commissioned. 

In detail, the services offered by Jethro are especially training in the area of:

· Improve Your Business (IYB)

· Start Your Business (SYB)

· Competency based Economies through Formation of Enterprises (CEFE)

· Basic Business Skills (BBS)

· Grass root management

· Saving and credit concept

· Community leadership management

· Training of enterprise trainers

· Farm enterprise training

Jethro earns its income from the services it offers. The type and duration of training is designed on the basis of cost calculations;. Variables for cost calculation include market price, administrative cost, government tax and profit margin. 

Examples for training fees per person are:

· CEFE - Birr 250-300 for a one week training;

· Saving and credit concept - Birr 200-250 for a three days training and

· Business management and farm entrepreneurship - Birr 250-300 for six days training.

The promotion and advertising measures of Jethro are brochures, business cards, a sign board in front of the office and personal contacts.

Strengths and Weaknesses

The manager of Jethro is an accountant by profession. He worked 9 years for FEMSEDA, where he was offering CEFE training. He was trained in SIYB and other grass root level programs and owns the respective certificates. He hence has a long experience in training delivery and knows many “players” of the MSE sector. Intensified offer of training in business management can be seen as the major perspective of the organisation.

A weakness is especially insufficient use of marketing techniques. The manager of Jethro still expects NGOs and donors to contact him instead of being proactive and contacting them. 

He also suffers from so-called unfair competition: The Government and freelance consultants would not pay taxes and therefore offer services for very low prices. Most of the donors and NGOs would only talk about private sector promotion but then cooperate with public entities.

An additional (and significant) weakness is missing entrepreneurship mentality of the owner. The manager of Jethro worked decades for public entities and is still very much influenced by working habits of this sector. He would need intensive training in order to compete with other consultants in the MSE sector. 

Assistance offered during mission

· Creation of linkages to the MSE networks (regional and TVET network) – the owner of Jethro will be invited to the next network meetings.

· Assistance in preparation of a non-formal project proposal to be addressed to the EU MSE program.

· Discussion of “Start your Business” concept and handing-out of a copy of the respective file.

· Presentation of the MSE Network CD ROM. Training on-the-job in the use of this source of information.

· Installation of a ZIP program in order to enable him to open respective documents on his computer.

· Installation of a virus programme and update.

· Preparation of a new brochure (with photos and detailed information).

· Preparation of an own webpage which will be added to the MSE network internet files.

· Improvement of his CV.

· Discussion and improvement of visualisation inside and outside the office (sign boards, presentation of certificates, pin-board with specific information, presentation of reports…).

· Creation of linkages to specific CEFE manuals focusing on rural and illiterate target groups.

· Presentation of planning and M&E methodologies and tools (plans of operation in different formats, visualised follow-up of achievements, etc.).

· Implementation of an own M&E system for acquisition purposes.

· Discussion of an own marketing concept focusing on permanent contacts to important players of the MSE sector, physical presence in important committees and meetings and permanent dissemination of own means of publicity (brochures, CV, etc.).

· Presentation of a methodology for follow-up of own training programs.

· Presentation and discussion of participatory BDS approach used by MSE PRO (by request of the manager).

Perspectives and recommendations 

The strengths of Jethro are seen in the training area. The build-up of consultancy services would, however, require intensive upgrading in planning and monitoring, computer skills, marketing skills, etc. One might have doubts that MSE PRO has the capacities to offer all this upgrading training.

MSE PRO staff should follow-up the above mentioned initiatives. Staff of the program should use the above mentioned activities as a kind of checklist and ask the owner point by point what he has achieved in the respective area. The first follow-up should be conducted end of April 2004. 

It is recommended to contract the owner of the firm for basic business skills training and to improve his performance in these training's through ongoing counselling. It is also recommended to analyse the option to purchase the CEFE manual for illiterate and rural people for project purposes. Jethro could be trained in the use of this manual.

2.2 BCaD Management Consulting

Background

Established in 1998, BCaD focuses on training in entrepreneurship development and business management. The clients of BCaD are entrepreneurs and potential entrepreneurs who are often sponsored by: Governmental Organisations, Non-Governmental Organisations, Self Help Associations and international organisations.

The owner and manager of the organisation is Afework Yohanes. He manages the firm and conducts training and consultancies as well. Ato Afework is supported by a secretary. He sub-contracts additional instructors and consultants for bigger contracts.

Major services of BCaD are:

· Entrepreneurial training – CEFE methodology;

· Micro and small enterprise development studies;

· Training in gender and advocacy;

· Project proposal preparation;

· Community empowerment training, grass-root management, impact assessment studies, etc.

Strengths and Weaknesses

The owner of the enterprise has been trained in MSE development in Israel in the early 90s. Being relatively young in these days his offer as a consultant was not accepted yet. He hence upgraded his skills through training in CEFE. He additionally worked for the GTZ, where he got more insights into MSE development concepts and quality standards in this area. Even now, with many employment contracts per year, he still invests in his firm through upgrading of his business management skills (through participation in a internet based post-graduate program of the University of Liverpool). The manager of BCaD can be seen as a dynamic, very well qualified and open-minded sector specialist, who is able to meet the demands of donors and of medium and large enterprises as well.

The weaknesses of BCaD are especially the relatively high training fees, which are often not accepted by entrepreneurs. Used to the low fees of subsidised training programs of public institutions and NGOs, the entrepreneurs are not willing to pay the amount requested by a private, commercial entity. This weakness is hence not a fault of the enterprise, it is the result of market distortion caused by too much public interventions and by unfortunate donor strategies.

Assistance offered during mission

· Discussion of the significance of impact monitoring and presentation of the impact monitoring system of MSE PRO.

· Demonstration of current BDS trends through discussion of reports focusing on improved BDS concepts.

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM.

· Analysis and discussion of quality criteria of a TVET provider. Use of a checklist for accreditation of selected providers.

· Creation of linkage to EU MSE program through preparation of a respective project proposal asking for capacity building measures.

· Analysis of the business profile of BCAD and improvement of the design of the document.

· On-the-job training in customer-oriented design of documents.

· Analysis and improvement of several project proposals.

· Discussion of own marketing strategy and advice on how to highlight own competitive advantages.

· Delivery of international web-page addresses and CD ROM for research of high quality business plan designs.

· Presentation of results of an advanced CEFE ToT Training and delivery of the respective file.

· Discussion of cost-sharing arrangements and delivery of a report on this subject.

· Presentation of M&E techniques for acquisition purposes and presentation of tools (table formats).

· Installation of anti-virus update.

· Analysis and improvement of the CV.

· Discussion of a new product: BCAD could be trained in accreditation procedures of training providers. This training could be offered by the GTZ TVET Programme. BCAD could then assist training providers to go through the accreditation process. This service would be an interesting offer for numerous training providers intending to be accredited as an officially authorised training entity.

Perspectives and recommendations 

BCaD is a well managed firm with good future perspectives. MSE PRO should assist the firm in continuous upgrading of marketing strategies (M&E of own acquisition measures, reformulation of proposals with stronger focus on own competitive advantages). 

The future market of the firm will most probably be medium and large firms, especially in the export segment. The proposal addressed to the EU can help to equip BCaD with modern tools. They are needed for high-quality training to be offered to demanding, successful exporters.

MSE PRO should assist through linkage services, for example to the GTZ TVET program in order to get acquainted with quality standards and accreditation criteria for high level organisations. MSE PRO staff should pay special attention to the new product idea (on-the-job training in accreditation procedures), which has been described above.

2.3 Hope Hotel Consultancy and Training Centre

Background

Hope Hotel Consultancy and Training Centre was founded in 1994. The centre is, in view of many independent industry pundits, one of the most important training institutions for Hospitality business consultation and Hotel skills training in Ethiopia. Hope manages three training centres in Addis Ababa, where more than 600 school-leavers are trained per year. The centre employs 24 certified professional trainers with years of experience in the hospitality sector. Ato Getachew Teshome, the general manger of the firm, is responsible for the overall administration of the Centre.

The primary mission of the institution is to provide basic and advanced training to students in various areas of the hospitality sector. It addresses training related to hotels, restaurants and canteens. The creation of jobs is envisaged through active job-placement of graduates. 

Hope Hotel Consultancy and Training Centre offers training in the area of 

· Food & Beverage service and sales

· Food Preparation

· Food and Beverage control

· Front office operation

· House Keeping & Laundry

· Supervisory Management

· Secretarial services

· Language training (English, French, Arabic)

· Banqueting

All trainees are exposed to three to six months of on-the-job training in leading hotels and restaurants of Addis Ababa.

The institution is also engaged in consultancy and related services such as

· On-the-job consultancy offered to hotels and restaurants

· Management consultancy 

· Counselling of public institutions in relevant issues of the hospitality sector

· Support of graduates opening up their own businesses

· Upgrading of Hotel and Catering schools and training institutions

· Consultancy related to tourism with special emphasis on better performance of the hospitality sector

Strengths and Weaknesses

Hope addresses hundreds of school-leavers per year. It offers a well-designed (basic) training responding to the elementary needs of the sector. The centres posses the most important devices and training materials. Job-placement programs ensure a high employment rate of the trainees. The manager of the firm himself worked more than ten years in one of the bigger public hotels of Addis Ababa (Ghion Hotel). He is committed to his work and has excellent contacts to stakeholders. Hope can hence be seen as a well-functioning training entity offering appropriate training for school-leavers and playing an important role in job-creation (and hence poverty alleviation).

Weaknesses of the firm are insufficient computer skills of staff and non-optimal usage rates of the physical facilities. Standardised marketing strategies are also non-existent. Similar to BCaD, training fees are often not fully accepted by beneficiaries, who know the lower fees of subsidised public training institutions. Modern equipment is missing in some areas (bar equipment, computer, TV and video, means of transport, etc.).

Assistance offered during mission

· Advice on how to use a CD ROM (basic computer training).

· Installation of anti-virus program and update.

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM. Conduct of several sessions with on-the-job training on how to find required information.

· Analysis and discussion of quality criteria of a TVET provider. Use of a checklist for accreditation of selected providers.

· Creation of linkage to EU MSE program through preparation of a respective project proposal asking for capacity building measures.

· Discussion of an own marketing strategy. Advice on how to organise acquisition procedures.

· Preparation of the text of a web-site which will be presented on the Ethiopian MSE network (through internet and CD ROM).

· Presentation of cost-sharing arrangements and delivery of a report on this subject.

· Discussion of techniques of training needs assessment and delivery of respective toolkit.

· A new product was proposed, discussed and highly appreciated by the manager of HOPE – namely training of farmers in the production of high quality items for top-segment hotels and restaurants in Addis Ababa. First step: Investigation in top-segment-hotels and restaurants about their problems with constant delivery of high quality raw materials for food and beverage services. Second step: Preparation of a tailor-made training for farmers designed to meet the demand of these top-segment hotels and restaurants. Third step: Conduct of training. Fourth step: Follow-up of the impact and creation of permanent contact to top-segment hotels and restaurants (including the option to install a cost sharing arrangement for this kind of training).

· The management can use the contacts to top-segment hotels and restaurants for identification of upgrading needs of staff of these entities. HOPE could then respond to these expressed needs and offer tailor-made upgrading programs.

Perspectives and recommendations 

HOPE has to identify all important players of the sector, establish contacts to them and follow-up the results of these contacts. A format for this kind of acquisition has been prepared. The firm is also very much interested to implement the above described new products. 

MSE PRO staff should visit the organisation from time to time and assist them to conduct these measures. MSE PRO staff should also link them with the GTZ TVET program and assist to get relevant inputs from this program (for example in the area of delivery of training materials, quality management, occupational standards, curriculum development, needs assessment and evaluation of training impact). On-the-job computer training would help to increase the effectiveness of operations. 

2.4 Opportunities Industrialisation Centre

Background

Opportunities Industrialisation Centre-Ethiopia (OICE) is a non-governmental, non-profit organisation. OICE was established in 1969 and was registered by the government in July 1973. OICE provides vocational training to the unemployed, underemployed and unskilled individuals in the country. Its services are offered to the construction sector.

The centre is run by an Executive Director. It has a Board of Directors which is responsible for planning, decision-making and policy matters. The Board consists of private business operators, professionals, community members as well as government organisations.

OICE employs 13 instructors, 9 of them possess a College diploma. In the last 28 years OICE has graduated 5262 trainees (1077 female and 4185 male). Enrolment in 2004 is 498 (48 female and 450 male). 

The centre offers day, evening class and short term training in the area of building trades: carpentry, masonry, electrical house wiring and plumbing. 

Beneficiaries of the special short term training program are unemployed persons who need training to enter the labour market. These programmes are conducted on request by Regional Administrations and NGOs at their place or at OICE's training centre.

Sources of income of OICE are training fees and funds obtained from sponsors. Normal cost to train one student is Birr 2810, but the centre charges Birr 960 per annum (registration Birr 120 and monthly fee Birr 80).  The difference is covered from donations. 

Strengths and Weaknesses

OICE has good relations with the public sector – the Government recently donated 12,000 m² of land to the organisation. OICE is also supported by some private entities (for example: Chamber of Commerce). Approximately 80% of the graduates are reported to be employed after training. The organisation possesses basic means to conduct training for starters in the construction sector.

A weakness is dependency from financial support of donors. The organisation is not able to finance the necessary construction activities on the donated piece of land. Marketing tools (brochures, web-page, etc.) are non-existent or relatively weak. Some instructors need upgrading. The physical facilities do not correspond to international TVET standards. They are insufficiently equipped and lack proper organisation. Safety standards seem to be ignored.

OICE faces problems to implement curricula proposed by the Government. These curricula see them as sufficiently practice and demand-oriented. 

Assistance offered during mission

· Creation of linkage to TVET program. A visit of Mr. Welter to the training institute was arranged. 

- It was agreed that OICE sends a letter to the TVET program indicating their problems with a.) their problem to get accreditation for their own curriculum and b.) their reluctance to implement the official curriculum, which they do not see as demand-oriented. The TVET program will find ways and means to use this letter for advocacy purposes.

- OICE should specify their need for training materials (books, guidelines). The GTZ TVET program can supply them with respective materials.

- Support in the area of designing a new centre on the donated land is possible. A prerequisite for this support is proper identification of training requirements in the respective area.

- Upgrading of instructors through senior experts might be possible. It seems, however, to be indicated, that instructors of OICE join a training of these experts in another training institution. The physical facilities at OICE do not seem to be adequate to allow on-the-job training.

· OICE was introduced to CEFE methodology. Representatives of OICE visited the MSE-PRO office. Ato Biruk gave an introduction to CEFE and presented relevant materials.

· Discussion about Start-your-Business topics in the construction sector. MSE PRO staff working on the preparation of a respective booklet exchanged ideas with sector specialists of OICE. 

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM. Advice on how to use the information for better marketing strategies.

· Presentation of a checklist for better marketing strategies. Discussion of important topics for improved marketing and outline of a respective concept.

· Analysis and discussion of quality criteria of a TVET provider. Use of a checklist for accreditation of selected providers.

· Creation of linkage to EU MSE program through preparation of a respective project proposal asking for capacity building measures. Special focus on a request in build-up of facilities on the land donated by the Government.

· Preparation of the text of a web-site which will be presented on the Ethiopian MSE network (through internet and CD ROM).

· Preparation of a new brochure.

· Creation of linkage to MSE networks.

Perspectives and recommendations 

OICE faces at the moment numerous severe constraints: The physical facilities do not correspond to standards for certified technical and vocational training. Curricula used by the organisation are not accredited by the Government and OICE does not agree to the officially proposed curricula. Financial means for building up new physical facilities are not available.

Support of OICE should therefore concentrate on some assistance in continuing non-formal training for self-employment. MSE PRO staff should follow-up that a.) a letter describing their curricula problems is send to the GTZ TVET program, b.) a list of requested training materials (books, guidelines, etc.) is prepared and also send to the GTZ TVET program, c.) upgrading of instructors of OICE in training programs of senior experts is analysed by the GTZ TVET program, d.) support in designing the new physical facilities is offered and e.) representatives of OICE are invited to MSE network and TVET network meetings.

2.5 Zewditu Sewing and Embroidery Training Centre

Background

Zewditu Sewing and Embroidery Training Centre was established in 1977. Since then approximately 10.000 tailors graduated in the centre. They either started their own business or were employed by companies. The owner, W/o Zewditu Kebede, is the General Manager of the organisation. She is supported by the administrator, Ato Girma Desta. 14 instructors work for the training centre. Two of them possess a college diploma and twelve a 10+2 educational certificate.

The centre offers two types of services, namely tailoring and embroidery training. The average number of participants in a training course is 25. The training fee for long term training is Birr 2700 for tailoring and Birr 1260 for embroidery.

Strengths and Weaknesses

Zewditu training centre offers well-organised basic training in the area of tailoring and embroidery. Zewditu is an accredited training institution. The management is committed to its work and tries to update training offers in accordance to new trends and fashions. They also help graduates to find a job or to start an own business.

The centre, however, has to meet the requirements of the new approved curriculum. This means that they have to offer some additional education and that they have to offer training on electric and electronic devices (electric sewing and embroidery machines as well as computer training). The centre possesses only few electric machines. Computers for training are not available. The management faces significant problems to purchase the requested items. If they cannot buy them, they risk to loose their accreditation. As a consequence, employers might not be interested to employ graduates from Zewditu training centre with non-formal certificates. School-leavers might loose their interest to be trained in a centre, which cannot conduct official graduation.

Assistance offered during mission

· Creation of linkages to the German TVET program. Mr.Welter was informed about the problem with the new curriculum and was invited to visit the centre.

· On-the-job training in computer skills.

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM. Advice on how to use the information for better marketing strategies.

· Presentation of recently published brochures of MSE PRO (Start your business, accounting, marketing, etc.).

· Preparation of better marketing strategies. Discussion of important topics for improved marketing and outline of a respective concept.

· Creation of linkage to EU MSE program through preparation of a respective project proposal asking for capacity building measures.

· Preparation of the text of a web-site which will be presented on the Ethiopian MSE network (through internet and CD ROM).

· Preparation of a new brochure.

· Creation of linkage to MSE networks.

Perspectives and recommendations 

The management of Zewditu needs training in computer skills (use of Window programs, especially WinWord). MSE PRO staff could assist a.) through direct input (on-the-job advice and training) or through creation of linkages to well-performing training institutions with good price-value offers in this area.

A project proposal asking for assistance in the area of acquisition of new machinery will be addressed to EU. MSE PRO should assist to follow-up the issue. The biggest problem of Zewditu is, however, the new curriculum. MSE PRO staff should help to discuss this problem with the German TVET program. Private training providers facing problems with the application of the new curriculum should be invited to present their point of view in a specific meeting. The question whether the new curriculum really corresponds to the capacities of private training providers should be raised.

3 Promotion of private training providers in Mekele (Tigray Region)

3.1
National Videography and Photography Institute

Background

The National Videography and Photography Training Institute was established in February 2003. Supported by her family the owner, Helen W/Gebriel, started this business. She is the owner and the manager of the centre at the same time. 3 instructors, all diploma holders in the profession, are employed by her. These instructors have a work experience of one to two years.

The institution offers three training courses: videography, photography and computerised editing. The duration to complete the three training courses is 1 year. The training fee per month is Birr 150. For those who are interested to be trained in only one module of four months the fee is Birr 200/month and it takes 4 months to complete it. 

The first batch of 45 students (16 female and 29 male) will graduate in April 2004. New entrants will be accepted after the 1st group has graduated. 

Strengths and Weaknesses

The National Videography and Photography Training Institute has relatively modern equipment (several computers, 3 video cameras - one of them digital, a mixer, etc.). Four rooms are available for training. The manager is motivated and open to new ideas. Trainees of the centre seem to have good chances to be employed in this new market.

The management has, however, no strategic vision. She is not aware that the market will soon be saturated with hundreds of trained video and photo specialists. Marketing skills are not sufficiently developed and training programs are not sufficiently seen as a product, which needs promotion and strategic placement. 

Assistance offered during mission

· Discussion of a checklist for better marketing strategies. Definition of important topics for improved marketing and outline of a respective concept (for example: pricing, appropriate marketing mix).

· Preparation of a table for continuous contact with the most important players in the sub-sector.

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM. Advice on how to use the information for better marketing strategies.

· Discussion of several booklets (Start-your-Business, accounting, business plan preparation). Analysis of how the content of these brochures can be used for new service offers.

· Creation of linkage to EU MSE program through preparation of a respective project proposal asking for capacity building measures. Special focus on a request in build-up of facilities on the land donated by the Government.

· Preparation of the text of a web-site which will be presented on the Ethiopian MSE network (through internet and CD ROM).

· Preparation of a new brochure.

· Assistance in the preparation of graduation ceremony through idea generation.

· Linkage to Tigray REMSEDA in order to know their service offer and to get support in the preparation of the graduation ceremony.

· Discussion of methodologies for monitoring, evaluation and follow-up of training programs.

· Discussion of new products which can be offered by the training centre: 

· Offer of embedded services: Additional training in accounting, business plan preparation, marketing etc., can be offered. The booklets of MSE PRO and information on the MSE network CD ROM can be used for this purpose

· Offer of linkage services: A special one week training program could serve the purpose to link graduates to important organisations (for example: to micro finance institutions, REMSEDA, licence offices, other training providers…)

· Sub-contracting for the best qualified videographers and photographers: The centre can subcontract video- and photo-production whenever it is asked for such kind of support. A 10% commission fee could generate additional income

· Offer of short-term training on specific subjects, such as video production for sports events and for advertisement purposes; training of supervisory staff of firms and institution in use of modern photo- and video equipment; training in use of photos in presentations and advice for tourists on how to produce high quality pictures

Perspectives and recommendations 

The manager of the training centres should be trained in SIYB or CEFE. The marketing strategy outline (and especially the proposed new products) need further follow-up. MSE PRO staff should assist to implement these measure (for example through contact to REMSEDA and through on-the-job advice).

3.2
Don Bosco Technical School

Background

Don Bosco Technical School is a non governmental and non profit making organisation which was established in 1979 by the Ethiopian Catholic Church. The general objective of the school is to train young men and women as technicians and automechanics. Admission requirement is based on the directives of Ministry of Education (TVET office) and Zonal education. The school employs 15 well qualified instructors.

Two types of training programs are offered by the school, namely machine technology and automotive technology. Students who have completed 12th grade are admitted after taking entry exam. They stay in the school for 3 years. Each department admits 20 students in a year. From 1st year to 3rd year, there are 3 batches and 120 students. 

Strengths and Weaknesses

The centre is run by a catholic organisation which is known for high quality standards. The whole training centre is well-kept and clean. It possesses modern machinery and electronic devices. The centre is managed by Mr. Joseph, who does his job since 28 years. He has a very good knowledge of training requirements in the respective areas. The centre is without any doubt the best designed and run centre of all 15 training centres which have been counselled during the consultancy.

A weakness of the centre is not a internal one, but one which is caused by the new TVET system. The management of the centre has severe problems to implement the new curricula, to get accreditation and to be informed about new standards of the system. It is not quite clear how upcoming graduation of trainees can be arranged.

Assistance offered during mission

The consultant focused especially on a thorough analysis of the problems of the centre with the new TVET system. These problems were added to a list which is supposed to inform decision makers about potential weaknesses of the new TVET system. They are summarised in chapter 5 (recommendations) of this report.

The consultancy focused additionally on the following topics:

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM. Advice on how to use the information for better marketing strategies.

· Discussion of several booklets (Start-your-Business, accounting, business plan preparation). Analysis of how the content of these brochures can be used for new service offers.

· Creation of linkage to EU MSE program through preparation of a respective project proposal asking for capacity building measures. Special focus on a request in build-up of facilities on the land donated by the Government.

· Preparation of the text of a web-site which will be presented on the Ethiopian MSE network (through internet and CD ROM).

· Preparation of a new brochure.

Perspectives and recommendations 

It is recommended that GTZ TVET program managers discuss potential deficiencies of the new TVET system with the manager of the training centre. MSE PRO staff could assist to create these linkages.

3.3
Yaine Hair Dressing Training Centre

Background

Yaine Hair Dressing Training Centre was established in 1999. The centre is run by a young, dynamic business woman named Yaine Abeba Abate. Yaine was trained in hairdressing, cosmetics and decoration in Addis Ababa. She employs a manager, 4 instructors and 3 assistants in the beauty saloon. Additionally, a cashier, a storekeeper and a guard are employed. A branch office has been opened up in Addi Grat town.

The services offered are hair dressing, cosmetics and decoration for events and ceremonies. Hair dressing training takes 8 months (5 days in a week, 4 hours a day). The fee for training is Birr 200 per head. A major source of income is decoration for weddings which costs Birr 1000-2500 depending on the type of the service quality. Besides the training centre, Yaine runs a commercial beauty and hairdressing saloon. 

Strengths and Weaknesses

The centre and the saloon possesses modern hairdressing equipment. All graduates of the centre are reported to be employed or self-employed after training. The manager runs a financial management system (including audit) and has several formats in order to oversee ongoing training delivery. Both, the owner and the manager, are committed to their work and intend to offer quality services.

It is, however, obvious that the market in Mekele and surrounding will soon be saturated with hundreds of well-trained hairdressers and beauty specialists. Yaine knows that and tries to develop new ideas. But marketing concepts are non-existent.

Assistance offered during mission

· Discussion of a checklist for better marketing strategies. The focus of this strategy is, among others, to know more about the needs of customers in town, to increase the number of contacted entities for advertisement purposes, to develop improved means for advertisement, to develop flexible pricing and to have offer which correspond to the seasons of the year with all the different holidays, ceremonies and events.

· Preparation of a table format for continuous contact with the most important players in hairdressing/cosmetics. Identification of these players.

· Encouragement to offer training in a modular format. This would allow the offer of short-term training with only one or two modules of the entire training program.

· Design of a new format for improved monitoring of ongoing training and the progress of individual trainees.

· Advice to conduct systematic follow-up of former trainees in order to identify weaknesses of training and ideas for new training offers.

· Presentation of techniques of evaluation of training.

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM. Advice on how to use the information for better marketing strategies.

· Discussion of several booklets (Start-your-Business, accounting, business plan preparation). Analysis of how the content of these brochures can be used for new service offers.

· Creation of linkage to EU MSE program through preparation of a respective project proposal asking for capacity building measures.

· Preparation of the text of a web-site which will be presented on the Ethiopian MSE network (through internet and CD ROM).

· Discussion of new products which can be offered by the training centre: 

· Offers in wellness (massage, contemplation techniques, aerobic) could attract new customers and enlarge the training program

· Free-of charge hairdressing of stakeholders of the community (especially during important events) could improve the image of the centre 

· Special offers for graduates of universities and colleges would most probably create linkages to hundreds of new customers

· The use of mobile hairdressing and beauty services in hotels would increase the annual turnover and additionally serve marketing purposes

Perspectives and recommendations 

The owner of YAINE was very busy during the days of the consultancy. She had to prepare a trade fair for women entrepreneurs. Most of the discussion was therefore held with the manager of the organisation. MSE PRO staff should ensure that the above mentioned assistance is discussed with the owner (Yaine) as well. A systematic follow-up of all measures mentioned above is indicated.

3.4
DANAET Broker Agency

Background

DANAET was established as a broker firm by the entrepreneur Ato Destaalem Abraha. The owner and manager of the firm is a physics graduate and has been working in the Bureau of Labour and Social Affairs of Tigray Region. The owner of DANAET employs 2 additional staff members, an assistant and a secretary.

The firm offers brokerage services in the area of:

· House and apartment brokerage (sales and rent);

· Employment exchange – linkage of unemployed with offers on the market

· Brokerage of machinery and equipment

Employment exchange is offered for Birr 20 (Birr 10 from each party). Other fees vary from 2 to 8% of the total amount.

Strengths and Weaknesses

DANAET links approximately 30 to 60 unemployed per month to job offers. The firm is hence a useful organisation for job placement. It also offers valuable services for those who do not know how to obtain certain services and goods. The manager uses different means of promotion such as business cards, sign board and letters written to organisations regarding its services. A register of contacted organisations and individuals comprises approximately 300 addresses. 

The firm is the only licensed broker agency in town. This creates the advantage of good contacts to public institutions and authorities. DANAET tries to offer quality services (for example: If an employer is not satisfied with the performance of an employee send by the agency, another employee will be send. The employer does not have to pay for this second linkage service).

A weakness of DANAET is non-existence of a marketing strategy. The public perception of brokerage services is negative. No attempt has been made in order to start Public Relations activities for better reputation of this business. 

The firm also suffers from competition of non-licensed brokers, who can offer their services for lower rates. The office of the agency is rather small and might not correspond to expectations of international clients (for examples expatriates looking for houses or apartments). New business ideas, such as offering house-keeping training, are relatively vague. 

Assistance offered during mission

· The major support offered was a detailed discussion of better marketing strategies. Elements of this strategy are systematic follow-up of offered services, staff meetings in order to generate new business ideas, systematic analysis of costs of different services, collection of market information, flexible pricing, preparation of a budget for marketing purposes, selection of the most important promotional strategies and channels and definition of the appropriate marketing mix.

· Preparation of a table format for continuous contact with the most important players which are relevant for brokerage services.

· Encouragement to link up with brokers in Addis Ababa in order to organise Public Relations.

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM. Advice on how to use the information for better marketing strategies.

· Discussion of several booklets (Start-your-Business, accounting, business plan preparation). Analysis of how the content of these brochures can be used for new service offers.

· Creation of linkage to EU MSE program through preparation of a respective project proposal asking for capacity building measures.

· Delivery of a format for the preparation of a web-page. This web-page which will be presented on the Ethiopian MSE network (through internet and CD ROM).

· Discussion of new products which can be offered by DANAET: 

· Internet research and creation of linkages to firms who offer their services on the internet.

· Creation of linkage to a training provider in Addis Ababa in order to organise training for housekeeping and other hospitality services.

· Offer of car hire to tourists, expatriates and other target groups.

· Establish contacts to donors who might subsidise job-placement of vulnerable groups who are not able to pay brokerage fees.

Perspectives and recommendations 

DANAET got many new ideas during the discussion with the international consultant. Staff of MSE PRO should ensure that these ideas are put into practice. This requires systematic follow-up of the above mentioned assistance and creation of linkages to organisations in Addis Ababa (broker firms, training providers in the hospitality sector).

3.5
Mega Poll Computer Systems

Background

Mega Poll Computer Systems (MPCS) was established in 2003 by 5 partners. Major objective of the centre was to give computer maintenance and training. The centre stopped to offer training. This decision was taken after three of five computers broke down due to inappropriate use through trainees. Some of the still functioning computers have already been sold. The firm focuses at the moment on maintenance, some office services (photocopies, printing, etc.) and sales of equipment.

Strengths and Weaknesses

A strength of Mega Poll is long experience in computer maintenance inclusive the respective technical know-how. The Vice-Manager reports to be well-known in Mekele. Due to this, a certain number of clients still call Mega Poll and ask for maintenance services. The firm is also situated on a main road, with easy access of clients to secretarial services.

During the visit only the vice manager, Ato Fantahun Tekalign, and an assistant were present. It was obvious that the firm is going through a crisis. Like dozens of other firms they tried to benefit from the computer boom in Ethiopia. Without any appropriate marketing strategy they risk to fail on the already saturated market. Misunderstandings between the partners who have created the firm contribute to the crisis. 

Assistance offered during mission

Assistance offered during the mission highlighted the importance of a marketing strategy. Systematic follow-up of offered services, staff meetings in order to generate new business ideas, systematic analysis of costs of different services, collection of market information, flexible pricing, preparation of a budget for marketing purposes, selection of the most important promotional strategies and channels and definition of the appropriate marketing mix were discussed. 

Additional offers were

· Preparation of a table format for continuous contact with the most important organisations requiring maintenance services. Encouragement to contact all potential clients with promotional materials and to be pro-active instead of resting in the office and waiting for calls of clients.

· Encouragement to link up with ReMSEDA in order to get business management training.

· Creation of linkage to the Chamber of Commerce and Industry in order to get addresses of providers of computer equipment

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM. Advice on how to use the information for better marketing strategies.

· Discussion of several booklets (Start-your-Business, accounting, business plan preparation). Analysis of how the content of these brochures can be used for new service offers

· Creation of linkage to EU MSE program through preparation of a respective project proposal asking for capacity building measures

· Delivery of a format for the preparation of a web-page. This web-page which will be presented on the Ethiopian MSE network (through internet and CD ROM)

· Delivery of a format for a new brochure. Advice to use modern computer techniques on this brochure in order to show customers the know-how of the firm

· Discussion of two new products: 

· On-the-job training in computer skills which could be offered to bigger firms

· Signing maintenance agreements with firms guaranteeing continuous maintenance services in the next years

Perspectives and recommendations 

Mega Poll is one of the weakest firms visited during the consultancy. The management urgently needs training in business management (SYB, IYB or CEFE). MSE PRO staff should assist to arrange a specific training.

4 Promotion of private training providers in Bahir Dar (Amhara Region)

4.1
Union Technical Training Centre (UTTC)

Background

Union Technical Training Centre (UTTC) was established in 1997 under the name 'Union Complex Academy'. Its objective is to contribute to the regional and national development through training. UTTC has opened a branch in Gondar in the year 2000.

The centre in Bahir Dar is managed by the engineer Aderajew Sahilu, who is also an instructor. Eng. Aderajew has worked in different positions and responsibilities in the Ministry of Education. He was a director of public training institution as well. UTTC has 10 instructors; one has a MSc Degree in Engineering, four possess a college diploma and five a certificate.

The services offered by the centre are

· Automotive technology for 10+2 and 10+1 students (35 trainees in one class)

· Short term training for driver mechanics for 3 months;

· Drivers training for 5 day

Strengths and Weaknesses

The manager of the centre has a long experience in auto-mechanic training. He is well-known in Bahir Dar and has numerous contacts to important players of the sector. An additional strength of the centre are short term training offers. For the 5 days drivers training nearly 900 drivers have already been trained in both branches (Bahir Dar and Gondar). 

The centre faces numerous constraints. The long-term training is so far not accredited by the Government. Training materials, machinery and other equipment is not (at all) sufficient. The drivers training, for example, can only be conducted in theory classes – the centre does not possess a car for practical training. Additionally, UTTC only owns some engines, old cars and spare parts for practical training of long term trainees. One might have doubts that this equipment corresponds to expectations of the new TVET system.

Another weakness of UTTC is missing marketing strategies. All marketing has so far only be conducted in a spontaneous, non-structured way.

Assistance offered during mission

· Discussion of marketing issues and preparation of a brainstorming document summarising the most important elements of a future marketing strategy.

· Preparation of a table format for continuous contact with the most important organisations in the auto-mechanic sector.

· Encouragement to contact all potential clients in Bahir Dar with promotional materials.

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM. Advice on how to use the information for better marketing strategies.

· Discussion of several booklets (Start-your-Business, accounting, business plan preparation). Analysis of how the content of these brochures can be used for new service offers.

· Creation of linkage to EU MSE program through preparation of a respective project proposal asking for capacity building measures.

· Delivery of a format for the preparation of a web-page. This web-page will be presented on the Ethiopian MSE network (through internet and CD ROM).

· Assistance to prepare a list on upgrading needs of instructors. 

· Assistance to prepare a list on required teaching materials and teaching aids. Both lists will be handed over to the GTZ TVET program.

· Encouragement to contact the GTZ TVET program whenever accreditation problems occur.

· Introduction to the CEFE business management approach. Encouragement to meet staff of AmMSEIDB in order to be trained in CEFE.

· Discussion of new products: 

· Safety driving training for ministries and big companies

· Maintenance training for mechanics

· Maintenance training for car owners and drivers

· Training in the assessment of the value of used cars

Perspectives and recommendations 

The topics mentioned above should be followed-up by MSE PRO staff. It is also recommended to create linkages to the GTZ TVET program. This program could assist through upgrading of instructors and through delivery of training materials and equipment. It could also assist in accreditation procedures.

UTTC plans to build up a new training centre. A respective project proposal has been approved by the Government and land has been given to the centre. The manager might need assistance to plan the physical facilities on the new land. MSE PRO could assist in this matter.

4.2 Kobel Industrial Share Company

Background

Kobel Industrial Share Company has been established in 1999 by the Amhara Development Association and the Regional Government. The objective of the organisation is to rehabilitate war-disabled people through productive activities.

The company is mainly involved in furniture-, leather-, metal- and cloth production. Initially, the number of shareholders was 140. Currently, there are 81 (72 male and 9 female). The company is governed by a Board. The General Manager is responsible for the administrative and operational activities. The company employs administrative and support staff (21 staff members). 

Different types of short term training have been given to the disabled. According to Ato Abebe Beyene, the acting General Manager, the training was not sufficient. To offer additional upgrading four specialists with advanced diploma in their area had been employed. Two of the experts have left, one passed away and currently only the wood work expert is at work. This shows the somewhat hopeless situation of the enterprise.

Kobel produces office, household, and school furniture and leather products. The industry was, however, rather inactive during the visit. The textile workshop was closed. Leather producers had been sent to Addis Ababa in order to purchase raw materials. Metal workers were looking forward to produce more than 40 metal market stands in the next months – an order of the Amhara Development Association.

Strengths and Weaknesses

A strength of the organisation is the ongoing willingness to support disabled former soldiers. Even though production is very difficult, Kobel industries keeps on trying to earn money through productive activities. 40 houses have recently been built to offer shelter for the most vulnerable of the disabled workers. 

Due to physical limitations of the disabled the company cannot, however, be competitive on the market. The income from sales cannot cover the costs. The firm has to be subsidised by the Regional Government. 

The current “manager” of Kobel Industries is an accountant by profession. He does not possess the necessary skills for management and he seems to lack the entrepreneurial spirit which might help to create a better future of the enterprise. A marketing strategy was so far non-existent. 20 administrative and support staff members seem to be too much for an enterprise of 81 workers and very low productivity.

The manager of the company reports very difficult behaviour of the disabled producers (aggression, insults, etc.). Kobel Industries should hence be seen as a social-welfare activity which will need permanent support from outside.

Assistance offered during mission

The international consultant discussed a marketing strategy with the manager and an accountant. This marketing strategy should highlight the charity aspect of the products: Whoever buys a product of the disabled soldiers should get the feeling to do something good for suffering people and to assist the country in it’s effort to integrate former soldiers.

It is hence necessary to prepare posters showing disabled soldiers at work and to ask for support of these workers. The products should always be exposed in special sections of a shop in order to highlight the specific character of these products. Especially churches. NGOs and donors should be addressed in order to get assistance. Products of Kobel should be exposed in all exhibitions and trade fairs in Bahir Dar and surrounding.

Additional offers were

· Preparation of a table format for continuous contact with the most important organisations which might promote the products of Kobel

· Encouragement to link up with AmMSEIDB in order to get a list of organisations who might assist Kobel Industries.

· Encouragement to employ extension workers staying in contact with these organisations. These extension workers should identify the needs of potential customers. They should get a commission for successful sales promotion.

· Encouragement to contact all potential clients with promotional materials (brochures, posters, examples of well-made products)

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM. Advice on how to use the information for better marketing strategies.

· Encouragement to ask AmMSEIDB or the Chamber of Commerce and Industry for training in business management.

· Discussion of several booklets (Start-your-Business, accounting, business plan preparation). Analysis of how the content of these brochures can be used for new service offers.

· Presentation of a discussion paper on improved leather production. Encouragement to use the recommendations of this paper and to discuss it with stakeholders in Bahir Dar.

· Creation of linkage to EU MSE program through preparation of a respective project proposal asking for capacity building measures.

· Delivery of a format for a new brochure.

Perspectives and recommendations 

MSE PRO can assist through follow-up of the above mentioned activities (for example: preparation of training in business management, assistance in follow-up of marketing activities, employment of extension workers, etc.). 

Kobel Industries faces, however, structural problems. The shareholder firm needs a new management. It also needs permanent support through a motivated, dynamic long-term specialist (for example a volunteer of a donor organisation or an active employee of a local NGO). Only long-term intensive promotional measures might help to overcome the massive problems of this industry.

4.3
Abay Gulf Pre-School Teachers Education Institute

Background

Abay Gulf Pre-School Teachers Education Institute was established in October 2003 and is under the process of getting the required permission from the Education Bureau of the Region. The institute has already rented training rooms and offices. The centre is the first of its kind in the town. The manager stays in contact with several pre-school teachers who will become trainers as soon as the centre starts its activities.

The future training service of the centre is training of pre-school teachers in short and long-term courses. The short term and long-term training takes 3 and 10 months respectively. The proposed training fee is Birr 150/month. 

Strengths and Weaknesses

The owner of the centre was trained at the Primary School Teachers Training Institute in AWI Zone/Amhara Region. This qualifies him to run a pre-school training centre. He already prepared the necessary documents for accreditation and handed them over to public authorities. The concept of the training centre addresses the need of Amharic Region for training in pre-school pedagogic – a training which does not exist at all in the region.

A certain weakness of the management is that advertisement has not been prepared. The manager did not contact the six kindergartens in Bahir Dar so far. 

Another weakness or threat might be saturation of the market – one might have doubts that Amharic Region offers jobs for hundreds of pre-school trainers, who will soon enter the market.

Assistance offered during mission

Assistance offered during the mission highlighted the importance of precise business planning. Business plan preparation and techniques of starting a business were therefore presented in detail. Booklets about these issues were also shown to the manager.

Additional offers were

· Presentation of the GTZ and its MSE and TVET programs in Ethiopia.

· Discussion of a marketing strategy addressing existing kindergartens and identifying their need for upgrading of staff. Public institutions should be addressed in order to promote the idea. Marketing extension workers should get a provision for every new customer.

· Preparation of a table format for continuous contact with the most important organisations requiring pre-school training.

· Encouragement to link up with ReMSEDA in order to get business management training.

· Creation of linkage to MSE PRO in order to receive Montessori pedagogic materials from a Montessori school in Addis Ababa.

· Creation of linkage to MSE PRO in order to receive information on German language training which is offered by Goethe Institute in Addis Ababa.

· Advice on how to use the internet for acquisition of pedagogic materials.

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM. Advice on how to use the information for better marketing strategies.

· Creation of linkage to EU MSE program through preparation of a respective project proposal asking for capacity building measures.

· Delivery of a format for the preparation of a web-page. This web-page which will be presented on the Ethiopian MSE network (through internet and CD ROM).

· Delivery of a format for a new brochure. Advice to use modern computer techniques on this brochure in order to show customers the know-how of the firm.

· Discussion of three new products: 

· Short-term child care training for baby-sitters.

· Short term training in event management for kids (for example: sport events, birthday parties,…).

· Design of the long term pre-school training in a modular format, which allows customers to be trained in specific areas.

Perspectives and recommendations 

MSE PRO should follow-up the above mentioned activities. It should especially monitor the creation of the new training institute in order to arrange linkages with entities which might offer support.

Pre-school training for instructors is, however, not in the core area of an MSE development program. MSE PRO staff should therefore concentrate more an typical MSE training institutes (for example in the area of automechanics, construction, tailoring, computer skills, etc.).

4.4
Link-Net Media Promotion and Advertisement PLC

Background

Link-Net Media Promotion and Advertising PLC was established by two media specialist in December 2003. Major objectives of the firm are to give media promotion and advertising services to government organisations and private businesses. Link-Net’s long term plan is to build up a media promotion training centre (photography, video, audio-advertisement, etc.).

The General Manager is responsible for the administration of the overall activities of the centre. He employs five other staff members: two sector specialists and 3 support staff.

Link-Net offers services in the area of media promotion; design of publications, organisation of promotional events, advertisement, documentation, public relations and electronic communication. The centre generates additional income through internet and secretarial services, hall-rent and cinema-fees (entrance fees for TV on a large screen).

The management of Link-Net contacted already some public institutions in Bahir Dar. The firm is recently working on a bigger contract, a photo-presentation for an important public institution. A first business newsletter has been published by the organisation. This newsletter will generate additional income through commercial advertisement in the paper. The centre also started to produce wedding cards with photos and some brochures.

Strengths and Weaknesses

Link-Net is one of the most promising enterprises which had been visited during the mission. The management is experienced in media promotion and possesses good contacts to public institutions. The general manager is hard-working and has numerous ideas for new services. The offer of PR and marketing services is a very promising market, which has not been addressed in Bahir Dar so far. Staff of Link-Net seems to be well-trained and hence has good chances to address big market shares. The offer of additional services (graphic and secretarial services, internet, hall rent, cinema) assists the firm to survive the build-up phase. 

A certain weakness of the firm seems to be a work-overload of the manager. He is already working in evening hours. His double function as a manager and supervisor of the whole build-up of the firm and as the major media specialist can easily overcharge him. He risks to loose orientation in the conduct of daily business and should delegate more of his work to other media specialists.

Assistance offered during mission

The consultancy was complicated by the work overload of the management. The general manager was obviously very tired. He had to work on a presentation for a public entity. The client for this presentation showed up several times. The manager was therefore not as concentrated as desirable.

A marketing strategy of the firm was discussed. A table format with all potential customers was prepared and very much appreciated by the management. The management was encouraged to address all hotels conducting seminars and workshops. Contacts to the host-organisations of these seminars and workshops could generate orders of professional seminar documentation and respective PR activities. It was also advised to conduct needs assessment and market research. This could lead to new service offers. The presentation of posters in town could inform potential customers about the offers of the firm. A systematic follow-up of offered services could help to adjust these offers and to generate ideas for new products. 

Additional offers were:

· Creation of linkage to the National Videography Institute in Mekele.

· Creation of linkage to HOPE Training Centre in Addis Ababa. This training centre owns a manual on project management, which was requested by the manager of Link-Net. MSE PRO should assist to copy this manual and to hand it over to Link Net.

· On-the-job advice in trade fair preparation, which will help the firm to conduct an intended exposition on tourism (for example through discussion of booklets on trade fair preparation).

· Encouragement to link up with ReMSEDA and with the Chamber of Commerce and Industry in order to get project preparation and management training.

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM. Advice on how to use the information for better marketing strategies.

· Discussion of several booklets (Start-your-Business, accounting, business plan preparation). Analysis of how the content of these brochures can be used for new service offers.

· Creation of linkage to EU MSE program through preparation of a respective project proposal asking for capacity building measures.

· Delivery of a format for the preparation of a web-page. This web-page which will be presented on the Ethiopian MSE network (through internet and CD ROM).

· Discussion of two new products: 

· Seminar and workshop documentation

· Offer of professional PR tools for NGOs and donors

Perspectives and recommendations 

The management of Link Net needs training in project management (for example preparation of Plans of Operation and Monitoring and Evaluation Techniques). MSE PRO should assist to conduct this training. It is recommended to use a CD ROM of the project manager, Ato Fantahun, for this purpose.

Staff of the GTZ project should also visit the firm continuously and follow-up its activities. Ongoing on-the-job advice in project implementation seems to be indicated. The manager of the firm should be sensitised to delegate more of his technical work to other staff members. He should instead invest more time in management duties (planning, monitoring and evaluation, etc.).

4.5
Hawaz Computer Centre

Background

Hawaz Computer Centre was created in January 2004. The manager of the centre, Ato Fekadu Teshager, and his wife W/ro Martha Abebe own the enterprise. The centre employs two computer trainers. Ato Fekadu also runs 3 shops, an internet café, which also offers services in photo-copying and office machine maintenance and two other photo-copy shops.

The training centre was created as a reaction to the plan of the Government to train all staff of public institutions in computer skills. This means that thousands of public sector employees have to be trained in the next years. The Government will outsource the whole project – all computer training will be conducted in private computer training centres.

Hawaz Computer centre already won the bids of the Audit Bureau, West-Gojjam Trade and Industry, South-Gondar Agricultural Department and Amhara Region Agricultural Research Centre. A total of 54 trainees will be trained in the next months.

Hawaz Computer Centre offers computer training in Ms-DOS, Ms-Windows 2000, Ms-Word 2000, Ms-Excel 2000, Ms-Access 2000 and internet training. The duration of the entire training program is 5 months.

Strengths and Weaknesses

A strength of Hawaz Computer Centre is market orientation: The centre reacts to the demand to train staff of public institutions in computer skills. The centre is well-equipped with 11 computers with Pentium 4 processors. Hawaz Computer Centre works with well-designed training materials and guidelines for basic computer training.

Weaknesses of the centre are hard to identify at the moment. The centre just recently started its operation and seems to be on a good track. A certain deficiency might be a training room which is too big for 11 computers and costs too much rent. The manager also states that he should take more risk and invest more money into his business.

Assistance offered during mission

A marketing strategy was discussed with the managers of Hawaz Computer Centre. It is obvious that the centre benefits at the moment from the plan of the Government to train staff of the public sector in computer skills. This market will only exist for a limited time (approximately two to three years). The management has hence to identify new markets and to design new products. Systematic follow-up of offered services, staff meetings in order to generate new business ideas and systematic analysis and collection of market information might be a way to get inspirations for new products. Flexible pricing, preparation of a budget for marketing purposes, selection of the most important promotional strategies and channels and definition of the appropriate marketing mix were also discussed with the managers of the centre. 

Additional offers were

· Training in follow-up of training measures in order to generate feed-back and new ideas from trainees

· Preparation of a table format for continuous contact with the most important organisations requiring computer training and maintenance services. Encouragement to contact all potential clients with promotional materials and to be pro-active instead of resting in the office and waiting for calls of clients.

· Encouragement to link up with AmMSEIDB in order to get business management training. Advice to ask  sector specialists of AmMSEIDB for information on entities who might need computer training.

· Creation of linkages to the Chamber of Commerce and Industry in order to get addresses of providers of computer equipment

· Presentation and on-the-job advice in the use of the MSE Ethiopian Network CD ROM. Advice on how to use the information for better marketing strategies

· Discussion of several booklets (Start-your-Business, accounting, business plan preparation). Analysis of how the content of these brochures can be used for new service offers

· Creation of linkage to EU MSE program through preparation of a respective project proposal asking for capacity building measures

· Delivery of a format for the preparation of a web-page. This web-page which will be presented on the Ethiopian MSE network (through internet and CD ROM)

· Delivery of a format for a new brochure. Advice to use modern computer techniques on this brochure in order to show customers the know-how of the firm

· Discussion of new products: 

· Acquisition of software for the hospitality industry. Training of hotel management and tour operators in the application of this software

· Training in presentation skills (for example Power Point Presentations)

· Training in desktop publishing

· Training in the use of the internet

· Individual on-the-job  computer training for managers who might hesitate to join computer training classes

· Acquisition of a bus and purchase of computers to equip this bus with electronic devices. Offer of mobile computer training in rural areas based on solar energy units

Perspectives and recommendations 

Hawaz Computer Centre is a very promising training provider. The management has to learn to be pro-active and to implement dynamic marketing strategies. The management should hence be trained in business management (SYB, IYB or CEFE). MSE PRO staff should assist to arrange a specific training. MSE PRO staff should also follow-up this training and offer assistance in the implementation of the new business ideas which have been described in the last paragraph.

5 Recommendations 

5.1 Analysis and discussion of problems of TVET institutions with the new TVET system

Training institutions seem to face numerous problems when they want to implement the new TVET systems. According to managers of training institutions typical problems seem to be:

· Directives and delivery of information

It is not transparent and easy to understand how training centres are informed about new directives of the Government. It is not clear when and how official information is disseminated.

· Certification for ongoing training

Management of training centres does not know how to certify ongoing training. It is forbidden to use the old certification system, but the new certification system and respective grading mechanisms are not known.

· Quality of curricula

Especially higher level curricula (10+3) of some sectors seem to have significant deficiencies (for example mechanics, auto-mechanics).

· Content of curricula

According to TVET managers, important topics are sometimes missing in the curricula (for example chemistry and physics for auto-mechanics). TVET managers in the construction sector addressed the responsible authorities about gaps in their curricula. They did, however, not get any answer yet.

· Feed-back mechanism

Only in the beginning of the process (2001) some meetings with training providers were held. But they were conducted after decisions had already been taken by Government officials. According to participants, they had been arranged in a kind of top-down approach without sufficient involvement of the training providers themselves. Participants in these meetings were reluctant to express their point of view. Some training providers said that they are afraid of consequences when they mention deficiencies of the system.

· Rigidity of the new system

Elements of the new TVET system, such as curricula, do not foresee flexibility. No different options are offered, only one way of implementation seems to be possible. 

· Too many new elements in a short time

Neither the official bodies nor the managers of training centres seem to have sufficient time to adapt to the new numerous elements of the new TVET system. As a consequence, informal and sometimes even contradictory information leads to confusion and misunderstandings.

· Flexibility and upward mobility

Trainees in some occupational areas were told that they cannot go to institutions for higher education (engineering levels). Government officials told them that they have to join the world of work after training completion. They had not been informed about this regulation, when they started their training. These trainees are upset and feel manipulated.

· Quality of trainees

As a consequence of the above said, well-educated school leavers do not go to colleges anymore. They look for other ways to reach higher educational and technical levels. The quality of new trainees in technical colleges is reported to decline significantly.

The international consultant can only refer to statements of managers of TVET institutions. He did not have the time to check the validity of these statements. If only some of the above mentioned deficiencies prove to be true, thorough investigation and discussion is urgently needed. It could be indicated to announce a transition period, which gives public institutions and training providers more time to get used to the requirements of the new TVET system.

5.2 Discuss options to cope with market deterioration caused by subsidised training programs

Training offered by public institutions is in the most of the cases subsidised: Salaries of trainers, support services, rent for facilities and training equipment is financed by the Government. These entities can hence offer their services for far lower prices than private providers. Customers get acquainted to these subsidised prices and are not willing to accept a higher training fee. As a consequence private entities are often not competitive on the market and are bankrupt after some months of operation. NGOs and donors often aggravate the situation through additional sponsoring of public training offers.

This unfortunate situation should be discussed in network meetings. It seems to be indicated to emphasise the support of private training providers.

5.3 Encourage informal, non-registered consultants and brokers to become legal and to stop unfair, illegal competition

Consulting and brokerage firms suffer from competition through illegal, non-registered providers. It should be analysed how donors and Government entities could encourage illegal providers to register and to become legal. This could be achieved through sensitisation campaigns showing the advantages of legal business (for example: better access to services of public support entities).

5.4
Build-up of a network for long-term support of private training providers

MSE PRO staff should follow-up the work of this consultancy. Even these visits might, however, not be sufficient to consolidate the performance of private training providers. The training providers need long-term support and ongoing counselling (especially training and upgrading in business and project management, technical training, physical upgrading, assistance in appropriate design of training facilities, etc.). A network (or a task force) of private training providers could help to identify needs for promotion and to implement the respective measures.

Appendix 1:

Terms of Reference

Terms of Reference for an international short term consultant for Support to Commercial training centres

1.
Background

The GTZ- MSE Development program is currently implementing its 3rd program phase focussing on BDS delivery through facilitators of its partner institutions. In the program’s effort to gradually develop a BDS market that offers services to micro and small business operators, organisational development and networking initiatives are also under way. 

Partner institutions, which are providing BDS are bearing all costs. If this continues, it will have a negative impact on the outreach and the sustainability of BDS delivery. BDS providers/facilitators of government and private sector institutions (not-for-profit) should devise a mechanism with which costs of BDS delivery are shared between them and the users (MSEs). A viable strategy of cost sharing and later on cost coverage has to be designed by all partner institutions. 

Accordingly, the Plan of Operations of the MSE Development Program contains:

· Result 3 "Capacity of public, private and commercial service providers to deliver services that are demanded and paid for by clients is strengthened" and

· Indicator 3 "In each of 3 Regional States 15 public, private and commercial service providers (PPCSPs) are functional at project’s ending to deliver services that are demanded and paid for to female and male MSE clients."

For this assignment, an international expert, who has a proven knowledge and experience in the topics concerned will have to be hired in order to advise private training centres to help them offer better services and increase their income.

2.
Objectives

· Improve the management and services of commercial BDS providers (especially private training centres) in the three project regions of Tigray, Amhara and Addis Ababa.

· Identify and strengthen paid BDS services to MSE operators.

3.
Duties of the Consultant

The consultant has the following duties:

· Pay visits to at least 5 commercial training centres in each of the three regions.

· Identify their strengths and weaknesses.

· Identify needs for better organisation and management and better services to business owners.

· Identify and implement actions to improve paid BDS, e.g.:

· Introduce advertising and promotion measures (leaflets, brochures, contacting media and business operators).

· Collaborate with other partners and potential clients (NGOs, GOV, Chambers, ReMSEDAs etc).

· Improve existing and identify new training products.

· Devise sound market strategy for existing and newly identified training products 

The consultant should try to initiate practical improvements of paid services in an action-oriented approach.

4.
Duration of assignment

The assignment takes 6 weeks in Ethiopia and 10 days in Germany (7 days for preparation and 3 days for report writing).

· 5 training centres in each of the three project regions have to be visited (5 days) and be counselled in a second run (5 days). 

· Each BDS provider will benefit from feed-back sessions (including summarised recommendations) organised by the international consultant.

5.
Report

The consultant writes a report on the results of the mission including the situation analysis, needs assessment and activities for the training centres' improvement and further recommendations for follow-up.

Appendix 2:

Checklist for the Analysis of Marketing Strategies of Private Training Providers

Checklist for your marketing strategy 
Chapter 1: Culture, structure and status of the organisation

1.1 Introduction

1.2 Organisational Structure

· How many departments has you organisation (organisational chart)? 

· Who is responsible for needs assessment? 

· Who conducts Monitoring & Evaluation of training?

· Who establishes and maintains contacts to beneficiaries and important players of the sector?

1.3 Organisational Culture

· What is your vision (related to your target clientele, your offer, your marketing idea)?

· What kind of management approaches do you use in your company? Top down approaches? Team work?

· How are new ideas generated? 

· How do you generate feed back from employees? 

· How do you generate feed-back from stakeholders?

· Which are your strengths and your weaknesses? 

· How do you react to results of this analysis in order to be competitive on the market?

1.4 Services of the organisation

· Which services do you offer? 

· Standardised or customised products? 

· Do you implement new services corresponding to identified needs of your target groups?

1.5 Most important service of the organisation

· Which services generate the most income for your organisation? 

· What is special about this service?

· What makes it so attractive to customers?

· In which area do you have the biggest competitive advantages?

· What is unique about this service?

· Could you offer other services with similar advantages?

1.6 Self-sufficiency of the firm

· Analyse the costs of your services and/or products::

Direct Cost: Trainers (salary, travel expenses, per diem), venue, materials, refreshments, equipment, consumables (flipchart etc.), administrative support, follow-up visits…

Indirect Costs: Promotion for the training, program administration (letters/calls to clients, venue organisation, etc.), research,…

Allocated overheads: Support functions through accounting, management, premises, energy, depreciation (vehicles, computers, furniture..), promotion of the provider itself, ...

Service improvement and Development: Time/material for research, testing and development of new services

The price for the training ideally should cover all these costs, and should also include, if possible, a profit margin! 

Ask yourself the following question: With the present cost base, the product offer and the realistically projected sales income from other sources -  is my organisation financially viable?

If you cannot answer this question with yes: What can be done to reach financial viability?

Chapter 2: Differentiation and competitive strategies

2.1 Introduction

· What is your target segment?

· Do you conduct any market assessment, for example UAI market study:

	Profile of Users
	Business type, size, age, entrepreneur gender, 

education, income

	Awareness & Understan-

ding
	Knowledge of product, its features, potentials and benefits of use

	Usage
	Market size, penetration, frequency of use, volume of use, when use started

	Perceived Value and Satisfaction
	Reasons for use and non-use, importance/satisfaction

	Suppliers and their Offer
	Location of suppliers, types of suppliers and products, substitutes


2.2 Differentiation Strategies

· How do you address different segments of your market? 

· How do your make your product special and more competitive?

2.3 How customers perceive your organisation

· What kind of feed-back do you get from former trainees, employers, customers? 

· How do you react to this feed-back? 

· Do you use it for advertisement? 

· Do you adjust your programs in accordance to this feed-back? (If yes: How? Which mechanism?)

2.4 Processes for identifying new service opportunities

· Do you have access to needs assessments of other organisations (Universities, NGOs, donors, public institutions)? 

· If yes: How do you use these assessments?

· If no: How do you conduct own needs assessment?

2.5 Competitive price strategies 

· Do you know the prices of competitors? 

· How do you react to it? 

· If your price is higher - how can you convince customers that your product is better than others? 

· Can you generate income from other sources (cost-sharing, special services?

· Use ways for intelligent pricing:

Menu Pricing: Break down the service into smaller parts with lower prices.

Third party payment:

Identify and deliver business services that are mutually beneficial to both small and large firms, and let large firms pay the fees.  

Spread Payments

Allow participants to spread the payment and to pay in instalments)

Success Fee:

Make full/partial payment conditional on achieving outcomes

Package Price: 

Disguise the cost of one service by packaging with a more saleable one (“embedded services”):

Adopt a portfolio approach for services

Ensure that services with a high profit margin can balance those with only a very low profit margin. 

Cross-subsidise between more and less profitable services Donors might subsidise services which are not profitable, but important for vulnerable groups with low income

Differentiate prices for different clients:

Charge different prices for different customers in accordance with their respective ability and willingness to pay. 

Group purchase:

Assist MSEs to buy as a group and to get a discount

Bonus packs:

Offer extra services free of charge

Chapter 3: Design of personnel selling and sales management

3.1 Introduction

3.2 Personnel selling process

· Do you use word to mouth promotion? 

· Do you have strong personal selling skills? 

· Use of tender notices? 

· Which standardised acquisition process do you implement? 

· Are you reactive (passively waiting for customers) or proactive (actively addressing customers)?

3.3 Sales forecasting process

· Can you forecast your sales in 2004?

· If yes: How do you react to this forecast?

Chapter 4: Channels of distribution and promotional strategies

4.1 Introduction

4.2 Distribution channels

· How do you contact customers?

· How do you disseminate information of your organisation (through brochures, advertisement, web-page, public relations, exhibitions, events, networks)?

· Do you use different marketing tools for different segments of your customers?

· If yes: Which one? How?

· What is your promotional mix and your strategy?

Chapter 5: Formulation and implementation  of a marketing strategy

5.1 Overview of the market

· Define your market: Who wants to buy your services? 

· Write down the addresses, telephone number, etc. of these entities and contact all of them!

5.2 Implementation of strategies

· How do want to address your customers- which is the ideal marketing tool for different segments of your market?

· How do you want to highlight your competitive advantages - what is your specific strength? 

· Which extraordinary ways and means do you use?

Try to decide on your marketing mix:

The Marketing Mix 

	PRODUCT
	PRICE 

	Scope of service mix

Depth of service mix

Quality

Individual or group service
	Price positioning

Rebates and conditions of payment

Financing conditions

	PROMOTION
	PLACE

	Advertising

Personal sale

Sales Promotion 

Brand Policy
	Channels of service delivery

Distribution density

Lead time


This marketing mix outlines your marketing strategy!

Last but not least: 

· Draw conclusions from our discussion and put them into action!!!

Paul Wolterstorff

GTZ consultant

April 2004




Appendix 3:

Brainstorming Exercise: Marketing Strategy for Union Technical Training Centre in Bahir Dar and Gondar

Brainstorming Exercise: Marketing Strategy for the Union Technical Training Centre/Bahir Dar and Gondar

The following text summarises a brainstorming exercise with the manager of the Union Technical Training Centre in Bahir Dar. The objective of this brainstorming exercise was to identify core elements of an improved marketing strategy of the organisation. 

Similar brainstorming exercises were conducted with most of the visited training providers. This exercise serves therefore as an example showing typical elements of advice on improved marketing strategies.

1. Organisational issues

Needs assessment:

The manager of the organisation was working for the Ministry of Education. He was also a director of a technical school (Dilla). The knowledge about training needs in the automotive sector was generated in these days. 

The management does not use any tools for identification of needs of customers. Information is gathered through informal contacts to some sector specialists. Systematic contacts to stakeholders are not conducted. A systematic assessment of training needs of potential customers should be conducted (for details see “conclusions” at the end of this document).

Importance of services

Short-term training generates more income than long term training. This is especially caused by missing accreditation of long-term training. Trainees are not very much interested to go through training, which is not officially certified. The manager is currently preparing the accreditation of the centre for 10+1 and 10+2 training. He is hence reacting to a deficiency and tries to upgrade his centre.

Costs

Costs are sometimes calculated, but in a “traditional non-formal way” based on estimates. The following costs should be calculated in order to identify the most profitable training programs:

Direct Cost: Trainers (fee, travel), venue, material, refreshments, equipment, consumables (flipchart etc.), administrative  support, follow-up visits…

Indirect Costs: Promotion for the training, program administration (letters/calls to clients, venue organisation, etc.), research time…

Allocated overheads: Accounts (support functions), management, premises, energy, depreciation (vehicles, computers, furniture), promotion of the provider itself, etc.

Service improvement and Development: time/material to research, testing and development of new services

2. Competitive strategies

Systematic market research is not conducted. It is recommended to analyse the following issues: 

	Profile of Users
	Business type, size, age, entrepreneur gender, education, income

	Awareness & Understanding
	Knowledge of product, its features, potential use and benefits of use

	Usage
	Market size, penetration, frequency of use, volume of use, when use started

	Perceived Value and Satisfaction
	Reasons for use and non-use, importance/satisfaction

	Suppliers and their Offer
	Location of suppliers, types of suppliers and products, substitutes


Pricing:

It is recommended to use different pricing strategies as described below:

Menu Pricing: Break down the service into smaller parts with lower prices:

Training  is often much too long and therefore too expensive for MSEs. If a one-week training is offered in 5 one-day training modules it might be affordable for low-income target groups.

Third party payment: 

A variation on cross-subsidies is to identify and deliver business services that are mutually beneficial to both, small and large firms, and to have large firms pay the fees. 

Spread Payments (credit): allows participants to spread the payment over a longer period. The fee is paid in instalments.

Success Fee: Make full/partial payment conditional on achieving outcomes. In this case an indicator of success has to be defined.

Package Price: disguise the cost of one service by packaging with a more saleable one (“embedded services”):

Portfolio approach for clients and services

In this case a supplier serves a range of clients with different sizes and abilities to pay, so that the supplier has a mix of bigger and smaller sales. Equally, s/he has a range of products with different profit margins, so that some with a high profit margin can balance those with a very low profit margin. 

Cross-subsidise between more and less profitable services (e.g. through donors).

Differentiate prices for different clients. For the same product or service the supplier can charge different prices for different customers in accordance with the respective ability and willingness to pay.

Group purchase: helps MSEs to buy as a group and to get a discount.

Bonus packs: Offer extra services who are free of charge.

The entrepreneur should also ask him/herself the following questions:

· Do you know the prices of competitors? 

· How do you react to it?

· If your price is higher - how can you convince customers that your product is better than others? 

· Can you generate income from other sources (cost-sharing, special services)?

The manager of the centre expressed special interest in implementing success fee pricing, where the success of a certain training is guaranteed by the centre (for example: Safety driving training leads to less car accidents).

3. Sales management and distribution channels

The centre uses notice boards and some mass media (Amhara Radio). The manager himself states, however, that the sales management is not quite active. It was concluded that active contacts to stakeholders and sector specialists should be conducted. 

The most important channels of distribution should be

· Dissemination of information materials (brochures of the organisation, leaflets describing special short-term training offers, etc.)

· Presentation of posters and stickers in town

· Contact of all stakeholders (which have been identified and registered on a table format during the brainstorming session)

· Advertisement through the own web-page which will be designed in the next weeks

· Presence in all meetings and events for micro and small operators

· Participation in network meetings

A respective budget for these marketing tools should be prepared. The budget should describe how much will be spend for different marketing channels.

4. Marketing Mix as a basic Marketing Strategy

The following marketing mix was discussed:

Product:

· Special focus on demand-oriented short-term training programs

· Introduction of new products: a.) Safe driving training, b.) maintenance training for mechanics, c.) maintenance training for car owners and users and d.) revalue (estimation of the price) of used vehicles

· Accelerated attempt to be accredited as a training institution for 10+1 and 10+2 long-term auto-mechanics training

· Linkage with MSE PRO and with the GTZ TVET program whenever problems with accreditation occur

· Offer of training to groups for special conditions

· Offer of modules of the long-term auto-mechanic training to auto-mechanics who need upgrading in specific areas 

Promotion:

· Allocate a budget for marketing purposes and decide how much money you want to spend for specific marketing channels (radio, TV, newspapers, brochures, etc.) 

· Put special emphasis on direct contact to all stakeholders and sector-specialists in Bahir Dar and Gondar

· Participate in all events/seminars/exhibition for MSEs and present your advertisement materials

· Prepare posters and stickers and expose them

· Prepare a text for a web-page and advertise this new web-page

· Participation in network meetings

Price:

· Conduct a meeting with all staff members and discuss the pricing strategies presented in chapter 2 of this document

· Put special emphasis on success fees (guarantee the success of your training and promise a rebate in case of failure)

· Design special offers for groups of trainees

· Offer special packages in accordance to seasonal events (special Christmas offer, special offer for school-leavers or graduates, special maintenance and safety courses in times of intensified travelling…)

· Introduce rebates for vulnerable groups

· Analyse option to get subsidies from third parties (for example from Government for safety driving courses or from donors for training related to safety issues)

Place:

· Analyse option to offer on-the-job training in Ministries, public institutions, firms, etc.

· Prepare a list of all places (or organisations) with special relevance for your training

· Analyse how often these places (or organisations) can be addressed with special offers

5. Conclusions

Needs assessment 

A systematic assessment of training needs of potential customers should be conducted. This can be achieved through use of a table format identifying all important players of the automotive sector in Bahir Dar and Gondar (for example Finance Bureaux, Agriculture Bureaux, Urban and Town Development, Regional Government, University, Travel Agencies, Taxi Driver Association, Drivers Association, etc.). Discussions with the stakeholders mentioned on this table should focus on new products responding to the needs of the sector. A respective table format was discussed and handed out to the manager.

Trainees in ongoing automotive training, former trainees and their employers should also be addressed in order to know more about new training needs of the sector.

Costs

Systematic cost analysis should be conducted for all of the training offers. The management has to know the per capita cost of all training offers. He should react, if certain training offers prove to be less profitable than others.

Market Study

It is recommended to conduct market studies as described under point 2 of this paper. The results of the market study can be used for a tailor-made approach for different segments of the market (low or high educated target groups, public or private customers, relatively rich or poor beneficiaries, etc.).

Sales management and distribution channels

The PR agent of the centre should stay in contact with all important stakeholders and conduct marketing as proposed in chapter 3 of this paper. She should prepare a budget for marketing and present it to the manager.

Marketing Mix

Analyse and implement the marketing mix as proposed in chapter 4.

New products

· Safety driving training offered to big entities (respective brochure for this offer should be prepared)

· Basic maintenance for drivers (respective brochure for this offer should be prepared)

· Maintenance training for mechanics

· Revalue training: Techniques of how to estimate the value of a used vehicle

Aderajew Sahilu and Paul Wolterstorff, Bahir Dar, 5/4/2004
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� The checklist uses marketing concepts proposed by MSE PRO (for example cost-sharing training offered by Katja Legien/GFA and booklets on marketing). The content of these marketing concepts were modified and used for lively brainstorming discussions with managers of private training providers. The managers took note of all results of these discussions. They will improve their marketing strategies in accordance to these proposals.





� Similar brainstorming exercises were conducted with the other 14 training providers. The managers took note of all results of discussions and intend to implement the new marketing strategies.
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