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This paper seekdo help NOOsand otherdevelopmentrganizationsvhoplanto venture
into marketingof products,sourcesor institutions.

Thepaperoffersaseriesof guidelineson productselectiorfor marketing;pre-feasibility
studies; market research;technicaland economic appraisalsprganizationalsources;
environmentalssues;legal andstatutoryissues.

The paperwas preparedn December1996 by CatalystManagemenBervices(CMS),
Bangdore, on behalfof the Post-HarvesFisheriesProjectof the UK’s Departmenfor
InternationalDevelopmen{DFID), Chennai. The paperlis addresseat lay people:thc
languagehasbeenkeptnon-technicato the extentpossible.

The projectand CMSwould appreciateanyfeedbaclkon theguidelinessothat theycanhe
improvedand scrvcbetterthe NGOsandthe otherorganizationshey are meantfor.

CMS notesthat no NGO canhandleall theissuegaisedin this manualentirely by itself.
If the manualalertsNGOs to theseissuessothat theyseekexternalhelpto handlethem.
this manualwould haveservedts purpose.

The DFID-PHFPworkswith small-scaleartisanafishing communitiesin reducingpost-
harvestlossesof fish; developslow costimprovementsn handling, processingand
marketingfish: and provides technicalsupport, advice and training to governmentand
non governmenbrganizationstisherfolkassociationand women’sgroups.

The DFID-PHFPIs fundedby the Governmenbf the United Kingdom and coversthree
countriesvithin theBay of Bengalregion_— India, Bangladesland Sri Lanka.The project
startedn 1987 andis presentlyin its third phase.

This informationbulletin hasnot beenclearedby the governmentgoncernedor by the
DFID.

August 1997
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A TYPICAL USER OF THIS BOOKLET IS

INTRODUCTION

An NGO

involved in development

with a 'service’ orientedorganisationaktructure and personnel
non-profitapproach

registeredunder(charitable)trust, societyor co-operative law

with long-term goals aimed at upliftment of poor and
underprivileged

informal systems/procedures

little or no experiencewith commercialactivity

a general aversion to notionsf profit & competition,and
businessralues

Venturing into commerciadctivity to

obtain higher incomes faargetcommunities

promote sustainability of livelihood®f poor households

e andpossiblyto augment thi\GO'’s sources of funds

(1)



PROJECT EXPERIENCESIN FISH MARKETING IN
ANDHRA PRADESH, TAMIL NADUAND KERALA

Marketing of dried fish productsy KanyakumarDistrict Fishermen Sangankederation(KDFSF)
Fish pickle production and marketing BanthidanNagercoil, Tamil Nadu

Dry fish marketing. ROSA, NagapattinamJ arnil Nadu

Smokedfish productionand marketing DF!D-PHFP,East& WestGodavaridistricts AndhraPradesh
Marketing of rack-dried anchovieXDFSF/DFID-PHFP, Tarnil Nadu
Fishpickle marketing. COPDANET,Tamil Nadu

Common problemsidentified by NGOsin theseefforts:

Non-availability of or inadequatemarket information - regardingproduct, demand,price,
quality, etc.

Absenceof systematicapproach

Operatingatvery smallvolumes

Nexusbetweencredit and trade channels

Unpredictabilityof raw material supplysuchas erratic fish landings
Storageandpreservatiorproblems-insecinfestation

Improper and unhygienic handling practices

Lack of infrastructure

Packing

Legal issues

Poor costingnethods

Lack of technical guidance

Quiality control

Value addition doesnot necessarilyetchhigher pricesn the market
Limited marketreach ofocal communityorganizations

Lack of commercialexperiencedistrust/discomfort in a commercial environment

Specific areasrequiringexternalintervention asidentified by NGOs:

Systemati@approachto startinga commercial venture
Obtainingmarketinformationintelligence
Evaluatingconsumeperceptions andastes
Productdevelopment

Building a marketingorganization: structure& strategy
Costingand pricing

Legallstatutory requirementsinvolvedn marketing

Quality control
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The presentdocumentseeks toaddressthese issues to the extent of providing a broadjeneralised
framework for evaluating and commencingmarketing ventures by NGOs. The processn outline,
is described diagrammatically on the next page. lItis only a generaldescription. Each venture is
hound to have special featureswhich must be given due attention. The process or framework
suggestedn this document is but the skeletoron which to build the rest of the evaluation.

This documentmainly addressesNGOs involved with fishing communitiesin peninsular India,
particularly thoseon the eastcoast; but its relevanceto almost any marketing venture by an NGO
should be apparent.

SWORD OF CAUTION:

This documen uses langua@ that is simple and non—technich to the extert possible but sone technical
terminlogiesare unavoidable lt explainswhatneedso hedone withougoinginto detailsof how todo it since
that would makethis documenta texthookrather than a referengeanual. In any caseno NGO is likely to he
ableto undertakeall by itselfthe entire exercisedescribedn this manual.

It would be useful for NGOs to mark portions of thismanual whichthey do not understand. or steps which seem
beyord their capabilitiesand sek extern assistanceThisis also oneway of minimising ard eliminating any
biasesof the NGO. like pre disposilionin tavour of a particular productr marketor a particularway of
working.

Understandingthe procesgust outlinedwould probablyhe easieiif wetookup an illustrative case. Let ustake
the exampleof an NGO interestedn. say, marketingfish pickle.

NGO basedn TamilNadu, whom we shallcull 'Our NGO', haslongbeeninvolvedin development,
working with fishing communitiesn a coastadistrictlike Kanvakwnari,TarnilNadu. Thesecommunities
engagein traditional fishing; they sell mostof their catch in thefreshcondition, and salt-dry afew
specific varietiesfor sale later Oneof the aimsof Our NGO is to help poorfisherfolk togethigher
returnsfor their produce.In the existingmarketingenvironment,a chain ofintermediariesontrol most
of the business Ou NGO has bea toying with the :dea gf promotirg value addel products to he
marketedn urbanareado obtain higherreturns.

Technologyandtrainedpersonelare available (throgh DFID andotheragencies)thereis a wide
rangeof productsto choosérom —fish pickle, fish chips,fishflakes,andsoon.

Sound.ggood sofar, OurNGO is enthused.ltis time to rakea closerlook. Whatare thequestionsOur
NGO need to answer beforeputting hard money into the venture? Thisdocument seeks to suggest some
questions that M UST be asked. There will always be other questions in each particular case, butthe li st
belowis a goodoneto beginwith; in manycasest may suffice.
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PRODUCT MARKETING BY AN NGO:
SEQUENCE Of OPERATIONS

Have you aproduct
to market?

]

YES

History & Genesis

of the idea

|
NO

!

markets

Identification of potential}

L 4

Decisionon product(s) to ¢

be offered

h

Factors to be Studied
NGO's institutional capacity
Govt. policies & priorities
Preliminary market study
Production overview
Level of risk

EVALUATION POINT

. _hon feasible

Pre-feasibiity

I;asible

Detailed market research “

7

Technical feasibility

{

Economic feasibility

T

Organisational issues

T -

Social issues

h 4

EVALUATION POINT

Cdl

non feasible

W

Detailed feasibility

(4)
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Doyoualready have something to market?

you almostcertainly arefamiliar with the market for fresh
fish, saltdriedfish, andthe like

fish chips, usingraw material available locallyyou may PRAWN
evenhaveexperimented witlsomeof themin a smallway PictkLE
Well, list th t o

ell, list themou —
OurNGO is interestedn the production and marketingf =

fish picklein nearbymarkets. Thetechnologyorproduction

Stage 1.
WHAT PRODUCT TO MARKET?

andare probably comfortablewith at leasta few processed % N

productssuchas fish flakes,rack driedfish, fish pickle, and | e O

and trainingforpersonneWas obtainedrom DFID-PI-IFP

So the answerto thefirst question put t@urNGO is_—
tentatively yes.

Ifyou don’t have a product, how will youdentify one?

You cando it in many ways.Here are some:

Exploratorystudyofthe market- you could visitthe market,talk to retailers and distributorsyen
housewiver childrenor peoplein generalinformally), toarrive atalist of possibleproductgelevant
to yourorganisation'dield of activity.

ExaminingperformanceofexistingbusinessesYou could study existingousinesse¢some ofwhich
may bejust small, oneman/womanshows)find out what their productsre,and get informatioron
profitability, capacityutilisation, resourcesgtc.. Don't expect people tpart with information too
easily,or to giveyou very accurater truthful replies.

Investigatio n Of local skillsand resources  to shortlist productstha could be producel and marketed
locally with relativeease, stayingithin the generalboundariesof your capabilities, and buildingn
existingproducts/skills.

For examplejn the EastGodavariarea (AP),fisherwomepossess skilforproducingofgood quality
smokedish. Themarketfor smokedish could be examined ithe light ofthispre-existingesource.

Expert advice from consultantsmarket research agencies, acadeamdtechnicalinstitutes,even
your ownstaff, to help you construca list of possibly profitableproductsrelevantto your field of
activity

Our NGO couldapproachthe Gentral Marine FisheriesResearclnstitute, and/or marketresearch
agencies$or suchadvice.

Suggestions from funding agencies/financial ingtitutions Marny suc organisatiosfrequenty undertake
anumber oftudies,prepardeasibility reports andrein a position to offevaluablesuggestionghat
could helpidentify productswith potential forcommercialisation.

New product@nd technologies. Informationon new products, or nevprocessesand technologies
for existingproducts,are oftenavailableat research institutes, tratsrs, and thdike.

Example.’rackdried anchovies,fislehips,andfish flakes are some nenoducts/processdbat have
emerged in recent years, and could he examined by Our NGO.
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« Analysisof Governmenguidelines/policies- This often
providesusefulinformationon marketopportunities.

Example. Governmensometimegrovidessubsidiefor

acquiring equipmentsor creatingproduction facilities in %
specifiedocations, which couldbeusedo the advantageof

targetcommunities. [ G
PRAWN
« Unfulfilled needsofconsumers. An informal exerciseto PICkLE
find out if existingproductsare really what the consumer e
wants_ in termsof quality, price,conveniencef point of c.qﬂ_a:
availability, timely availability, andotherproductattributes LS,

andwhetherany improvementgouldbe undertakencould
lead to identification of productsor processesworth
commercialising.

In one suchstudyit wasfound that thoughsalt-driedfish
had a demand,consumersvere dissatisfiedwith the existingquality ofprocessingand cleaning. A
bettermprocessedgleanedandpackedproductcouldcommand goodmarket.

The importantthing to remembeiat this stageis thatyou are only looking for possibilities, not seekingto

eliminateanythinghut the mostunpromisingcandidatesWith this list of possibilities,you arereadyto moveto
the nextstageof your appraisal.

(6)



Stage 2.
PRE-FEASIBILITY

Stagel gaveyou a list ofpromisingproducts.You now need tdknow
whether yowan produce and market theprofitably. Further,you
haveto be sure thatyour organisatiorcan handlethe venture.

You needo look at the following:

2.1 institutional capacity
2.2 Govt.policies & Priorities’
2.3 The market

2.4 Productionprocesses
2.5 Risks

You arerequiredto do thisexercisetwice — oncenow, aspart of the
'Pre-feasibility’ study,andagainlater, in greatedetail. For now you

needto answerthe questions thafollow only tentatively, and you
may skip thosethat do not seemimmediately important.

2.1 institutional capacity:

The capacityof your organisation to undertake commercial activity is very importatite moreso because
mostNGOs involvedin ‘development’ have littler no exposure to a commercial environment whichiighly
conipetitive andwherethe rules ofthe gameare entirelydifferent. An evaluatioron the lines proposedhould
give youan ideaof the strengthsandweaknessesf yourorganisatiorwhen itcomesto commerciahctivity. It

should alsohelp youidentify the resources and expertise you need to bimilol your organisationto ensure
success for your proposenture.Under ‘Institutional Capacity’,therefore,you need to covethe following
main areas’:

Organisational, Financial, Technical Marketingand infrastructure
Whatyou need to loolat in eachofthese areas andsaiggested approach eachaspects givenbelow:

2.1.1 Organisational
e Legalstanding:
= Whatis your organisation’'degal status?
= Are you allowed toundertakea commercial venture under the salegal structure?
= Doesaseparateorganisation need to be formed?
~ Whatare thelicencesand clearanceshat would be needed?
= Implicationsof labourand othedaws.

= What arethe implicationsof the proposed venture for theay you nowmaintainyouraccountsthe way
you raisefunds, indeedthe way you do almost anythinghat you now do?

e Senior management
= How qualified, competent and resourceful is your leadership, ircoiéextof acommercialventure?
— Whatis their experiencer their ability to absorlexperiencen commercial activity?
— Whatis the kind of leadershipanddirection they could offer to thenewventure?

e Staff

= How qualified,experiencecandcompetenare yourstaffin commercialactivity, and what is theiability
to learn fast andthink on theirfeet’ in suchanenvironment?

> Whatis the ageprofile of your grassrootsiiddle and seniomanagement?

You may need external assistantehelp you arriveat an objective andalid setof conclusions.
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= How motivatedare your staff and howdo they react to your
proposed venture?
— What is theidevel of professionalism and knowledge base?

< Organisationalsystenss structure:

- How good are your internal communication systems,
particularly with respect toinformation capture& storage,
processingretrieval and dissemination, opportunitieand
channels fbeasyaccess?

— And how goodare your security systems for maintaining
confidentiality neededo maintain competitiveness?

=~ And how good are your control mechanisms, particularly with
regardto accountingreporting,costing andecoverieof dues?

= IS yourorganisation‘cost-conscious’?

= Whatis yourhistory ofacceptance andadoptionof improvedandhealthymanagemenpracticesvhenever
mistakesand lapsebhave been discovered?

—» What is your organisational structure, and howdoesit facilitate commercial activity®hat is your
policy andpracticefor delegation of apthority and responsibilipwnwardandlaterally?

= How are policy decisions maden your organisationwho areinvolved, and what is the process?
— Flow fast or slow has your organisation bedristorically, in responding to a crisis?
—» What has been yowrganisation’sresponse historically to innovation and informed dissent?
< interfacewith environment and otherganisations:
— Whatis the image ofyour organisation in the market place?
=» Whatis your history of collaboration with other organisations and agencies?

—» Canyouniakeouta list of organisations and prominent individualsosegoodwill you have eamed, and
how relevantare they to your proposed venture?

2.1.2 Financial

 Resources
= Whatare theinternalfinancial resources available forrew venture?

What externalfinancial resources cayou mobilise?
What isyour capacity to absorb losses?
Financial management

Whatare your existing assets and their usage?

6 o o 0 U

low good are your financial management and control systems, and what are the general standards

of accountability in your organisalion? (Y our auditors should be ableto offer agood opinion on
this.)

= In the context of financial management, repeat the questions raised under ‘Organisational systems
andstructure’in a previous sub-section.

> Who are you, as an organisation. accountable tofinancially, and what would their view be of the
proposed venture? (Include in this list your beneficiaries, donors, government, tax and excise
authorities, the genera public, and your governing body in this list.)

(8)



2.1.3 Technical

—

[

Sonicof the documentssources of information, angchiiiquesthat you may user refer towhile answering
the foregoingquestionsare

Whatarc theprodw non and quality controlfacilities (relevantto
the propose producfs) aval able to you. and wha else do you
needtO acquire?

W hat isthe level of technical capability within the organisation in
termsof personnelandexpertise?

What is your access to externa e expertise?

Do you haseanyprevious experiencein processing.storage.
preservation packirg and transpot of the kind of product($ you
havein mind ?

Wha is vour levd of awarenes of new technolog and production
methodsthat arc currently evolving in the fields relevantto you ?

Whatis your estimate of their inipaci your proposedventure?

2.1.4 Marketing

= Whatis the experience of yourrganisationin marketing?

= How doyou ratethe ability of your staff to absorb anghderstandhe dynamtc®fthe marketplace?

= How competitivels your organisation?
= What isthe ‘efficiency’ of your currentoperations?

= How goodareyour staff ainnovativeproblem solving?

= Whatis the presentimageofthe organisation and amyoduct(s)you may havein the market?

= Whatis the level of yourfamiliarity with existing distribution channel@Vholesalesdistributors.
retailers,andthe like), their terms for services rendered, thaiterrelationshipsandmechanismsor

sharingprofits andrisks.

= Whatis your rough estimatef the size of the market,volumestraded, and thesharesof various

‘players’; and howhaveyou arrived at these estimates?

= Whatis yourlevel of awarenessfnewtechnologyandproductionmethodghat are currentlgvolving

in the fields relevant to you?

= Whom do you consider to be youallies and adversaries the marketplace, and why?

= Cansomeadversariedbecomeyour alliesand/orcollaborators?

2.1.5 Infrastructure:
= List the availableinfrastructurein terms of physical assets, marketing network/linkages, technical/production

facilities, etc.

= sourlegal advisors anduditors,aswell as othei experts whereecessary.
= our MemorandumandAtrticles of Association bye-laws.andthe statute tinder whiclyou areregistered.

= Generalrules, prescribed proceduretaws and Acts of Legislature pertainingto factories andthe food
industry like: StandarddVeights and MeasuresAct. Preventionof Food Adulteration Act, FactoriesAct,
pollution laws and regulations.rules for licencesfrom the local Electricity Boardand theFlectrical

Inspectorateandlabourlaws.
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— Personnelrecords and informationon your staff with regardto
qualifications andexperience.

= Financial statementandaccountsof yourorganisation.

= Open-endedliscussionsand brainstormingessionswith groups
of staff andexternal experts.

= Individual interviewswith staff to obtain views,perceptions and
opinions.

= Caseanalysis of historicalssuesandexperience.

= Oncethis part of the exerciseiscomplete you needtdist out your
organisation ‘s strengths and weaknesses, and exploreways of
capitalisingon the one and overcoming ttagher, by enlisting
externalhelp, and buildingn new skills andcapacitiesinto your
organisation.

2.2 Governmenpolicies& priorities:

Governmentpolicies concerning production andarketingof certaintypes of products often have wery
significantimpacton the viability of a productline. Someproducts cannot bproducedin certainareas,or
cannothe sold in certainothers,or cannotbe produced or marketed except certain categories of persons or

agencies.Policies of different states mayary. Governments sometimes encourage certain productsthrough
subsidies or concessions in taxes, interest rates on capital employed, and so on. You would be well advised to

scan all such policies before commencing our venture, to gain maximum advantage. Somequestions you may
askare:

= What are Government policies relating  to your selected products/ideas?
= Do these products/ideas tall within any priority lists or sectors?

— Arc any chances in policies with regard to licensing, regulation or deregulation expected?

Much of the information you need should be asailable with the Departnzentr of Indu.stries, of Fisheries, of
Industries ¢ Commerce, Sales Thy. Standard Weights & Measures, Prevention of FoodAdulteration, anddiverse

financial public ations.

2.3 Preliminary market study:
The next part of the study focuses on the market.

For any marketing venture to succeed, the product must command a sufficiently large demand. The
volume of sales must support production at levels which make the venture profitable. You need to examine
the following factors to get a preliminary idea of the size of market to expect.

= Total present demand for the product
(an estimate of quantities of the product(s) under consideration currently being sold in the market
including any substitutes and/or competing products.)

= Fxisting suppliers and sources of the same
(list of suppliers existing in the market, the volumes of sale, price, quality, pack size, etc.)

For example, in the area of OUR NGO, two brands offish/prawn pickle.s are currently available.

= Price-Quality profile
(What is the range of quality ofthe product(s) sold, each quality at what price?)

for e sample, in the area of Our NGO, fish pickle made ofseerfish can he sold at Rs. 28fora 200
gm packet, whereas pickle ofother variety offish can only be sold in the same market at Rc. 20 22
per packet of200 gm.

(10)



= Consumepreference
(informationon what theconsumewantsfrom the product.)
For example,consumersprefer pickle made of seerfish, withlow oil content,in apack sizeof 100
or 200 gm, in non-leaky packets.

= Marketingchannels
(The route followed by the product from producer to consumer. The more the number of
intermediaries, the more agencieShere are to take a shareof the profit, or ‘margin’ in market
parlance. On the other hand, the fewer the number of such 'channelpartners’. the smalleryour

‘reach’ to the broad baseof potential consumers.You needabalancebetweenhe two, sothat you
canreach maximum number ofconsumersat theleastost,andrealisethegreatesinarginsyourself.)

= Projection of demandinto the future

(Is the demandfor the product(s) under consideratiorexpectedo increaserr decreasé coming
yearsor months?Isthere aseasonatrendin demand? Whatls the magnitudeofthesechangeor

fluctuationsWhatis thebasisfor theseprojections,and how surecanyoube of them?)

= Barriers for newentrants

(Are you likely to encounter anybarrierswhen you enterthe market? What isthe likely natureof
these baniers,andwho is likely to be behindthem?Sometimesdistributorsandretailers(and
manufacturers) form a cartelor employ lessethicaltacticsto discourage&ew entrants.On the
otherhand,therem.ight bepatentaw limitationsfor aparticularproduct)

> Your shareof the market

(Of the total volumeof the product(s)underconsideration,how muchdo you estimatewill form
your share? Whatis the basisof theestimate andbowthuchfluctuationshouldyou expect?)

The informationyou needfor this partof the study couldbe obtainedin avariety of ways. visits tothe market,
talkswith distributorsretailersandconsumersjiscussionsvith experts researclagenciesndfundingagencies,
andcareful observation. For now, you needonly indicative estimates;ater, a more detailedsurveywill he
required,which is describedaterin Partlll of this document.

2.4. Productionoverview:

Now thatyou havesomeidea of the market,particularlyvolumesyou may expectto sell, you may go on to
examinethe issue of creatingproductionfacilities. You would needa certain amountof capital, technical
know-how,accesso raw material, utilities like power, water and the like, labour managemengystemsand
many otherinputs. Look atthe following questionsn this context:

= Whatis the capital requiredto createfacilitiesfor productiomatthe levelsenvisage®Whatisthe rateof
interest? Whatare the othertermsthatit is availableat?

= Are the capital requirementsithin manageabldimits, given
yourresources?

= Whatarethevariousraw materialsrequiredfor productionand
packing?

= Are theseraw materialsavailablelocally/nearby/oraretheyto
he imported;andwhatare the costs?Are thereanyassociated
problems?s the flow regular?Isit seasonal?®s it intermittent?

= Whatare the utilities (power, water, etc.) required? Are they
availablecontinuously andwhat arethe costs7Do you require
exiemaloradditional sourcesas back-up?

— What is the technologyfor manufactureinvolved? What
machineryand/orequipmentwouldyou need?Whatlandand
buildingswould you need?

(11)



—~ Whataretheskills requiredin the workforce, and howmanyof
each kindof worker and supervisor woulglou need?

= Whatare thelevelsof productionthat couldbe established; in
what increments andvith what additional inputs could
productionlevelsbe steppedip or reduced?

— Make out a flowchartof the productionprocess,andestablish
the inputsrequiredto produceone unit, or abatch dhe product.
Remembeto includein the flowchartALL activitiesand inputs
required,omitting none.

2.5 Levd ofrisk:

A commercial venturalways carriesn elemenbfrisk. Someofthe
factors that contribute tie level of risk (not necessarilin that order
of importance)are:

= Government controls

(Governmenimayimposewithoutwarningor atshortnotice, restrictionsn productionandmarketing of
certain products. Othere may come intoexistencenew laws or regulationswith respect totax,
transportationjabour,andthe like.)

= Technologicakthanges
(which could makeyour productsr processesbsolescentand therefore less competitive.)
= Competition,including substitutgoroducts

(Your conipetitors mayecomemoreinnovative and/oaggressiveand/orcould introduce products that
are good substitutes foyours. Such challenges could come from eith@ral, domestic competitors, or
from moredistant,evenforeign products)

= Environmentalfactordike inflation, changesn family incomes socialbehaviouandconsumptiorpatterns,
andthe like

It is not easyto assesshese riskgo any appreciabledegreeof accuracybut it is usuallypossibleto makesome

roughestimatewith the help of expertsand by studyingthe experience of other entrepreneurs in faeneand
similar fields.

EVALUATION POINT
Pre-feasibility

Proceedurther, if generallyfeasible up to this point, i.e., is yoorganisationcapable of takingip
sucha venturecanyou produce what the market demands, and is yealisatiorikely to atleast
cover your costs, and do the risksolved seemreasonabte yourteam

or

go back to thebeginningto start afrestwith’ new products, ideas, institutional structuriegprmation

The stageghat follow arein a sense aepetitionof what you havedoneso far, butin much greaterdetail. You
canno longeraffordto skip any issueunlessit is clearlyirrelevantto your proposegroject. And the degree of
accuracyof your answergo themwill haveto he muchhigher. The rigourwith whichyou approachssueswill
haveto be of a muchhigher order.Therewill of course remaisomedegree of uncertaintyn the results that
emergein the courseof your appraisal.Your effort should alwayde to minimisethat.

(12)



Stage 3:

DETAILED MARKET RESEARCH

All thequestiongisked earlieunder‘Preliminary MarketStudy’'need
to heaskedagainhere.Theyarenot thereforerepeated.The emphasis
hereis on technique ofesearch.

Whatis marketresearch?

A systematic collectioniecording, and analysis of datelevantto a
specific problemin hand

How will youget the researchdone.?

Youcoulddo it with your ownstaff, providedthey havethe required
time and expertise

You couldrequest helfrom studentsr staff ofmanagemerinstitutes

You couldapproach professionaharketresearchagencies

Whatarethestepsin marketresearch?

3.! Defining the problemandresearctobjectives
3.2 Developingaresearchplan

3.3 Collectionof inftrmation

3.4 Analysisof information collected

3.5 Presentindindings

3.1 Defining theproblemandresearchobjectives:

The firststepisto defineyour problentarefullyto yourresearcfroupandagreeon researclobjectives.
What, specifically, are the questions you wardnsweredpr theinformationthat you seek? ou should
notdefineit too broadlyor toonarrowly.

Forinstance Our NGOcouldaskthe researcher thnd out everything about thmarkeforfishproducts,
but that wouldmakethe costofcollectinginformation pmhibitivemuchmore than thevalue offindings.
Thequestionis too broad. Or theycould ask the researcherfimd out whether gparticulargroup of
consumersvouldbuy seerfisipickleatRs.20fora 700gmpolythenpacket. The questiornouldnow
betoo narrow You have excluded varietiesffish that couldhavepotential, andalso deniedyourself
information on other pricerangesand packingoptions. It wouldbe more logical toaska seriesof
questions, addressing the entire range of issues relevant to Our NGO (see ‘PreliminaryMarket Sudy’
for anindicative list)

it maynotalwaysbe possibleto preciselyformulateobjectivesn all cases,Marketresearch couldither

be exploratoryn natureordescriptive. Much would dependon the natureandextentof the preliminary
informationavailable and thekind of venture being undertaken. Sometimes, it mapdeessaryo start

with an exploratorysurvey,to be followed up with a more specific descriptiservey. As a general rule,
it is desirable tatatethe objectivesvith asmuch precision as is possible, withextludingthe possibility

of obtaining information operspectiveshat couldbe usefubrrelevant.

3.2 Developing aesearchplan

You now need a plan of action to systematically gaihérmationrequired toattainyour objectives. One
cannol simply go around asking peopl# they would be interested in buying fish pickle nman onejust
locate somdfish pickle users and ask questions of them. How would you know that they reptasagreat
massof the market?You cannoton the otherhandinterview eachand every persomm yourareaof interestto
obtaintheinformationyou need;atleastot within areasonabléime orbudget. Fortunatelytherearetechniques

thatyield fairly reliableresults.
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A researctplantypically includes:
= The generalapproacho the researclproject
= A list of sourcesof datarelevantto the objectives

= Researchinstrumentsor questionnaireso be usedfor data
collection

— A samplingplan, or the methodof selectingintervieweesn
suchaway thattheyrepresenthe communityto be studied

= Methodsandapproachew establishcontactwith interviewees

3.3 Collection of information:

Sourcesf data: Therearetwo typesof sources
3.3.1 secondary
3.3.2 primary

3.3.1 Secondaryatais informationthatalreadyexists somewherdnavingbeencollectedby someoneforsome
otherpurpose. You only needto find out whereit is and obtainaccessThis is the place to startall market

researchandyou maywell find that you couldsaveyourselfmuchtroubleandexpensdy lookingvery carefully
for andatall pre-researcheslibjects. Someof theplacesto look are:

> Internal sources your ownold researcleports records,andmarketinformationcollectedby field staff.
= Funding/financingagencies marketresearctandfeasibility reports,projectappraisals.

=» Governmenpublications. An indicativelist of someis atAnnexureA.

> Booksandperiodicals. Businessmagazinesjournals,newsletters.

=» Commercial data - availablefrom professionamarketandotherresearcragencies

— Libraries, particularlyin technicalandfinancial researclinstitutes

= Internet

You needto carefully makeanevaluationof thereliability, accuracyandrelevanceof datasogathered.Someof
the questionsyou shouldaskare:

Who gatheredhe data?Why andwhen wasit gatheredhowrelevants it today?Wherewasit obtainedfrom?
How was the sampleif any,drawnup?WVhatwasthe quality of the exercise™ow wasit analysedandhow is
it presented?Any biases?

Onceyou havessifted andorganisedll availablesecondarydata, you needto identify gapsthat still existto
completeyour researchincluding anysecondarydatayou may wishto verify orrevalidate. Thesegapsareto
be filled by direct collection of informationby you, which will thenconstituteyour primary data:

Secondarylata, thougheconomicabnduseful,doesnot usuallygive acomprehensiveasis for analysis. It is
almostalwayssupplementedby primarydatacollectedfor the specific purpose.This latterexerciseis usually
costly andlime-consuming,but you do getdatarelevantto the problemin hand. There are various ways of
collecting primary data; the importantonesare outlinedbelow.

3.3.2 Primary data:

3.3.2.1 Collectionof primarydata: You cancollectprimarydataby directobservation,focusgroup’ interviews,
individual interviews,andexperimentatesearch.

= ObservationResearclstaffobservahe subject(relevanipeoplein themarketsetting retail outlets,

distributorpoints,dry fish market,etc.) andtakenoteson howthe businesssdone. Onemay also
watch consumersgr actas onein the marketto get adirect ‘feel’ of transactions.
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= Focus groupinterviews: A subjectis discussed witta
group of people(6-10 isaconveniensize). Participants
may sometimesmeedsomesmall inducemento attend
theseinterviews. The interviewemeedsto be skilled
enoughto focuson the subject, withoutnjecting his own
opinionsor biasesnto the discussion.This technique is

usefulin assessingonsumeperceptionsattitudes and
satisfactionlevels.

— Individual interviews: This is best suited fatescriptive
researcto obtainspecifics suclasdemand foaproduct,
knowledgeabout a productr aconceptprices,andthe
like.

— Experimentalresearch: You selecta group ofpeople,
ask themtotry asampleof your product(s)and obtain
feedback,ncluding reactions to product features, price

174

pattern oluse, andsoon.

3.3.2.2. ResearclinstrumentsThesearedocumentsr procedureshatfacilitate collectionof information.
The mostcommonlyusedinstrumentsare questionnaires arutheck-lists.

Theyconsist of asetof questions to aespondentandmust he carefully prepared, tested arfteckedout
on asmallscalebeforeuseon alargesurvey. Particulacareisneededn selectionywording andsequencing
guestions.In generathere are twtypesofquestionsglosed. which provideall possibleanswersfrom
which therespondent chooses one: and open-ended questions arkighiondent answeis his own
words. Pre-testingthe questionnaire and traininthe interviewer,and monitoringthe survey is very
importantio0ensure results afuality. A sampleof aquestionnaire for interviewing retailersfish pickle
isat Annexure B.

3.1.2.3 Samplingplan: Your coverage ofespondentsnterviewee®r subjectsis basedon asystematic
samplingplan, which answershe following questions:

(@)
(h)
(©)
@)

(b)

(©)

Who is to besurveyed?
How many peopleto be surveyed?
How shouldyou choose them?

Who vhouldhe surveyed?:You need todefine the community of personsor subjectsthat
comprise youttargetfor the studyclearly. It is not always easyo do this. For a survey
concernindish pickle forexample thetargetpopulationmustexcludevegetariangpossibly
should concentrate onbn those segments of tipppulationthat traditionally eatish, and
possiblyexcludethosewho cannot ordinarily afford pickle of anyariety. Is the unitin
your targetpopulationthe individual or the household? Whahould be acceptedsthe
representative of the househaolde woman,man, orchild? (These questions are nas$
trivial asthey mayseem.) Do you need to subdivide (¢segmentin marketing parlance)
yourtargetpopulationinto socio-economic sub-groups? Once yamswelrthesequestions.
you are ready tgo to thenext.

How mani people to hecurveved?:You cannointerview,say, eachandeveryfish-eateiin
the population, nor (fortunately) i necessary tdo so. You cansometimegjet reliable
resultsby coveringlessthan!% of thetargetpopulation. Muctdependson the degreeof
homogeneityandothercharacteristicef the varioussegment®f your target population.
as well asthe nature of th@parameteiyou intend taneasure.Thereare formal statistical
techniques to establish tk&e of the ‘sample’to besurveyed which isabeyondthe scope
of the presentdocument.We would suggesthat you consult anarketing researchdrere.
How should you choosthem?Simply put, arandom. Thereare mathematicatules that
ensure that theelectionis truly random,but common-sensendomselectionmethods
like a throw of dice, a pack ofcards,or somethingsimilar oftensuffices. For surveys
requiringahigh degreeof accuracyit isbestto consult arexpert. (AlsoseeAnnexureC.

(15)




332.4 Establishingcontactwith interviewees: Commonly used
methodsare:

(a) personalinterviews
(b) telephondnterviews
() mailedquestionnaire.

(a) Personalinterview:
= Most commonlyused

= Interviewermeetsindividuals,asksquestionsand
records

= Observationsare possible during the interview
(dress,body languagegtc.)

= Time consumingandexpensive

(h) Telephoneanterview:
= Relatively quickandinexpensive
=» Only peoplewith telephonesanbe interviewed
= Interviewhasto beshort
=» Not very personal/oss of opportunityfor directobservation

(c) Mailedquestionnaire:
= Mail questionnaireto individualsandwait for reply
= Responsesot biasedby the interviewer
= Clarificationsnot possible
= Failureto respondJow responseates

3.4 Analysingthe information:

This is bestdonewith the help of experts. A formal statisticalapproachcombinedwith the sensitivity of an
expertto issuesof quahtyis usuallynecessarunlessthe matterunderconsideratioris simple. Simpleaggregation
andaveragesan he quite deceptive.

3.5 Presentingindings:
A tabularformat, precededy the mostimportantfindingsin a summarisetbrm is usuallythe best.

You needto go backto the objectivesof your researclandcheckwhetherall havebeenachievedandalsobring
into focusinformation and insightsthat may haveemergedas a resultof the study, which might show your

projectin anew light. Too narrow a focuson researclobjectivesmay be counterproductive.

As we said earlier, the answersyou seekat this stageare essentiallythe samethat you soughtduring your
preliminary study;only the reliability of the answerss now greater.
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Stage 4

TECHNICAL APPRAISAL:

Now that, after Stage 3, you are (hopefully) reasonablysure of the
marketfor your product(s), you are ready takea closer look at the
production processes.

Again, the questionsheforeyou are essentially thesameas the one
askedof you earlier,but theremustnowbe nothingtentativeabout
your answers.

Whatkind ofproduct, with whatspecific qualityattributes,doesyour
mar ket demand?

In what quantities, in what seasons?

Go hackto the questions listednder ‘Preliminary FeasibilityStudy’,
arid answerthemin the context of theseewquestions.

Make detailed flowcharts/diagrams tracing or describing the
productionprocessest variouslevels ofoutput,for the following:

Flow of materials fromthe
sourceonwardsandflow of
finishedgoodsfrom you to
theendconsumer

Transformatiommfmaterials,
each stage separately
describedintofinishedand
packedgoods, including
facil ities/equipment/ . 1
machineryequiredfoeach \

stage 1

Quiality controland
assurance

Transportationpreserva

~ tion, storage,processes,

technology,skills, labour,
power/utilities, and inputs
required at eachstage of

58 flow of materials and

finishedgoods.aswell asof
transformatiorinto finished
goods

Capture, recording,
processingand flow of
information of all kinds
concerningeachof the
stages and processes
describedbove

Decisionsto be taken at
eachstageofthe processes

and stageglescribedbove

Accounting functionspaymentgyansfers
andreceiptsoffundsassociatedith each
ofthe aboveprocesses

If you havepaid sufficient attentionto detail in chartingtheforegoing, muclof yourwork is now done.
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At this point a number of other questionsshould occur to you. For
example:

Utilities: Availability ofpower, water.fuel etc. Whatquantities

do yourequire,howmuchis available,and atwhatcost? Would
von need backup or alternative arrangements® yes, what is
the cost?

Proccess technology: Do von have the technology#&you have
to buyit, at whatcost? From whom? Whatis thecost oftraining
up your personnel?

Products: Whashouldbe the qualityofyourproduct(s)? What
is the size andtypeofpackaging required? Whatarethecosts?

Production capacity: How much of your product do you need
toproduceper day/month/year? Whatshouldbe the installed
capacity in view of your expected market projections?

Location: Whereshould you locate yourproduction facility? Nearer raw materials or the market? Or
where infrastructurc/facilities like powen transportation, water and communication are better available?
What about statutory approvals?Tax advantages?

Machines: For thecapacitiesdesired, what is the machinery and equipmentto be installed? The source?
Time requiredfor orderingand installation? Costs?

Structures & civil works: Requirement ofbuildings, other structures and cost? Time frame?
Outlinc organisation & Staffing: Organisation charts, departments, staff specialists, andsoon.

Sonic of these questionsnay sendyou back to revise previous conclusionsrassumptions.Youmayalso end up
being confused. Don‘t worry, yon‘re in good company. The process ofproject appraisalis rarely smooth, and
is strewnwith many doubtsand ambiguities. The important thing is notto allow yourselfto he intimidated, hut
to plod on, systematically and carefully, neverjumping to conclusions or ignoring a doubt raised. Go back and
begin all overagainasmany times as necessary; it is time well-spentind will save you many regrets later.

Now for the next stage.
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Stage 5:
ECONOMIC APPRAISAL:

Economicappraisahelpsto computethe profitability of the project.

It makesalot of senseto call in an experthere. However, it is quite
possiblefor a lay personwith a lot of commonsense,to do it all
alone.

The following stepswill take you throughthis stage:

e Market estimates:

Quantity of projectedsales,expressedn termsof a unit of sale
(gms, kgs, Itrs, etc), Your marketresearchshouldgiveyouagood —
ideaof what you mayreasonablgxpecto sell. After allowing for \:Ig
sometime for your productto take off, andtakinginto account

seasonahtpf demandgrowth,fluctuationscompetition prevailing
marketrateslor the product(s)underconsideration,andexpected
trendsin the future, how much can you sell, and atwhat price?
You needto makea projectionfor, say, thefirst two to five years.

A tabularform on acomputerspreadshees the best format, but a manuallygeneratedable will often
suffice. Be sureto state all assumption@ndcaveats.

» Proectedcosts/expenditurég include, andtaking into account:
= Rawmaterialandconsumable$/sedin manufactur@nd packingprocesses

= Advertisemen& promotion
= Marginsandincentivesto marketchannelpartners_ distributors,retailers,commissionagents,
stockists etc.

> Salariesyagesandconnecte@xpenseflike providentund, Employees'Stateinsurancegratuity,
houseent,andsoon)

= Rent& lease

= Electricity

= Water

= Maintenanceofmachineryequipmentservicesbuildings, etc.
= Transportation

= Storage

= Wastagesndlosses

= Royaltiesandcommissions

© insurance

= Administrationandoffice expenses

= Audit

= Statutoryfees,taxesduties,and otherexpenses

= Depreciatiorof building, equipmentplant& machinery
= Interesion loans (see ‘Capital Estimatesbelow)

= Othemiscellaneougxpenses/costs

You needto go backto the charts/diagramgieneratedinder ‘Technical Appraisal’ to ensurethatthe costor
expenditureassociatedvith eachcomponenor activity describeadthereinhasbeenincluded,making surethat
thereis no ‘double-counting’or omission. Also refer AnnexureD for costingformats.
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e Capitalestimates:
= Land

~ Building

= Machinery, plant & Equipment,including installation&
commissioning

=~ Costofinitial training of staff

= Purchaser commissioningf software systemsandtechnology

= initial (settingup)coststo includetrial production,testing out
systems,security deposits,acquisitionof external storage
facilities andstockingpoints

0

Working capitalto coverinventory,work-in-processadvances
(to be paidformaterial& services, salarieandwages, utilities
andthe like), credit(to distributors/retailers)ndeedall money
thatis likely to be ‘locked up’ for a period of timebefore you realise payment. (More details anea
subsequergection. underCashFlows.)

= Any othercapitalinvestmentrequired

You notonly need to estimatihe amountof capital so requiredut alsothe point ofime at which youwill need
the money.That shouldgive youa goodidea of the level of funds you need to mohiliseeforestartingup your
venture,following which you needo identify thesourcefrom whichyou can raisethe money..how much can
you mobiliseasgrants,how muchas 'equity’ (share capital), and how muekloans and at what costr rate

ot interest.

With the aboveestimatesthefollowing kindsof financial projections need to be made:
(a) Break-evervolumes
(h) Return On Capital Employed (ROCE)
(c) Cash Flows
(d) Profit& Loss
(e) Balance Sheet

(a) Break-evervolume:

Break-evernvolume is the level of salesat which thencomeisjust sufficientto meetall expenditure in a
given periodof time. Only when salescross the break-eveyoint or volume doesthe venture begin to
showa profit. the greatetthe sales,the greater theprofit. When salesfall below break-eveipoint, losses
areincurred.

The significanceof breat-evemwolume is thatit establishes a minimutavel of sales that mustbe assured
in order tomakea venture ateastworth considering. Also referAnnexurekE.

(b) ReturnOn Capital Employed(ROCE):

Returnon Capital Employedis the ratio of profits generated in a giveperiod of time to the amount of
capital investedy an entrepreneuirom within his own personally ownegksources.This indicates the
degreeto which the projectis a profitableventure,andis oftenusedto evaluatehe relative attractiveness
of two or more competing alternativelsefore the entrepreneur. (Naturally, two alternatives would be
comparablenly if all other factors, particularlgisk levels,areequal.) ROCHs oftendiscountedor risk,
but a discussiomwf techniquesnvolvedis outsidethe scopeof the presentlocument.As arule, givenalow
level of risk,aROCE thatis higherthantheruling commercialnterestrate forlong-termdepositsepresents
areasonablygood venture the higher. of course the better.

The ROCEis only atool for analysis,andmustbeviewedin the contexbf other objective®f the project,
particularlysocial objectives.
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(©

(d)

CashFlow statemen{working capital requirement):

The nextstepis to generatea month-wisestatementbasedon
the foregoingprojectionswhichrealisticallyestimatetheinflow
andoutflow of cashin the courseofoperationsstartingfrom the
time theprojectis conceptualisedyver a period of two to five
years,or longerif possible. Any shortfallsatany point of time
would indicatethe needfor a ‘bridging’ loan, whichwould
constituteyour working capital requirements.lIt is alwayswise
to slightly overestimateoutflows, andunderestimaténflows.

AnnexureF givesan exampleof a cashflow projection.

Profit & LossAccountandBalanceSheet:
Theseprojectionsfollow from all theforegoingsteps.

The servicesof an accountantvould be necessaryo generate
them.

The P & L accounis a statemenfor a given period of time, which showsall incomeandexpenditure

during thatperiod. A numberof accountingconventionsandproceduresireinvolved,alsoseveralifs and
buts,but essentiallythe P&L accounin the endindicatesthe amountof profit (orloss)maden aparticular

period. It is differentfrom a cashflow statemenin thatthe formermerelyrecordsactualflow of cash,

including those that may not be incomeor expenditurefe.g. receiptof loans,paymentof advancesand
depositsandsoon). PleasereferAnnexureG.

A balance sheet,as distinct from aP&L statementshowsa snapshopictureat a givenpoint in time,

listing outall the assetandliabilities ofan organisation.Comparisorof aseriesof balancesheetenables
one to judge the rate of growth and healthof the organisation. A balancesheetis usually prepared
eachyear, asis a P&L accountput organisation®ften prefermorefrequentstatements.Pleaserefer
Annexure H.
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Stage ©:

ORGANIZATIONAL ISSUES:

A numberof issueswere consideredy you earlierunderthis head
during Stagel, under“institutional capability”. Now thatyouhave
much moreinlormationatyourdisposalyou needo carryout amore
detailed appraisalof thosesamedssues.

One of thefirst thingsyouneed todo isto look atyourorganisational
structure carefully. The flowcharts/diagramgeneratedh the course
of your technicalappraisalwould be useful here. Your production

process_esdecis_i(_)n-m_akingproqessesinf(_)rmationro_ws_, and
accounting/administrativenechanismsmust find expressionin the

form of an ‘organogram’ which describesnterrelationshipsgontrols,
communications delegationof authority, staffing, skills, and job
descriptions.you thenneedo estimatehetime, resourcesandcosts
of recruiting,onenting,training staff, andsettingup yourorganisation
to ‘operationalise’your venture— andmakesurethatthesecostsare
built into the economicsof your project.
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Stage 7:
SOCIAL & ENVIRONMENTAL ISSUES:

For an NGO, this part of the appraisalis particularlyrelevant. The
projectneedso be reviewedto confirm that itis likely to achievethe
socialobjectiveghatit (implicitly orexplicitly) seekst@achieveand
that thereare no undesirableeffects. direct or tangential. Itisdifficult
to lay downaformat for suchanappraisalwhich mustbe carriedout
with a greatdeal of sensitivityand imagination,involving as many
expertsin variousfields as possible. ingeneral,the mainissuesthat
would usually haveto he considered woulgde:

Socio-Economic:

The question of distribution of benefits emanating from fireject,
direci andindirect, to variousgroups or classeaf persons.Theissue
of equity is particularly important. Inevitably therewill be hard
decisiongobe made with somecompromises..The importantquestion
to askis whetherthe project has theffectof improvingthe qualityof
life of the underprivilegedwhich of them and hownany,in what
way, andto what extent:and also whether any group of underprivilega@ further marginalisetly the project.
The eventualimpact of the project on the lives of people is at leasds importantas the immediate benefits
accruingfrom the project. Someotherissues likelyto emergein the course of appraisare:

= Changesn lifestylesand distributionof work within thefamily

= Changesn consumptiorpatternsn families, anddemands/access nowgoods/services

= Changesn socialstatus

= Changes in relations between social/economic groups

= Acquisition of/acces$o newassets

= Changesin power structures

= Conflictsand friction arisingfrom thechanges, = and management/resol utions of the same
= Genderand child-relatedaspectsvhile addressingheseissues

Emironmentallssues

This constituteshe other segment of this stageappraisal. Again, the numbeof questions that could ariaes
far too numerougo make anexhaustivdist here. The mainones likely to arise relate to pollution, degradation,
facilitation or denialof legitimateaccesgo resourcesand resolutionofconflicts.
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Stage 8:

LEGAL AND STATUTORY ISSUES:

The specificissuego he addressedhereareagainthose raiseaarlier
in Stagel. With the detailed information now available t@u, you
needo look at themcarefully again,with thehelpofyour legaladvisors
andtax consultants.

EVALUATION POINT
Detailedfeasibility

Proceedfurther, if found feasible

or

go back tothe step "identification of productsfor
marketing”

ORGANTZINGYOUR STUDY

We have prescribed eight stages for your study or appraisal of feasibility. It should be obvious by now
that it is not necessary to execute the study sequentially as described. Outputs of some stages condtitute
inputs for others, and one may often have to shuttle back and forth between various stages, to re-
examine the results of one stage in the light of results of another. |

If your resources permit, we would recommend that your study be carried out by a number of sub-
groups, each engaged simultaneoudly with one particular stage. The outputs generated each subgroup
must continuoudly he integrated with the work of others through a mechanism of joint meetings and
discussions at frequent intervals. You could start with Stage | in this manner. and go on thereafter to the
rest of the study Needless to say, co- ordination and monitoring of progress would have to be done very
carefully.

Depending on the size and nature of your project, and the funds/support available, you may decide to
co-opt experts into your study. You may on the other hand, decide to drop, for very good reasons, some
issues or aspects listed by us as not relevant or not important for your proposed venture.

While a good appraisal is not in itself a guarantee of success of a venture, it certainly goes along way
in eliminating those which are not feasible, and in bringing into focus al relevant issues that could
make the difference between failure and success.

We wish to emphasise that the framework for analysis described in this document is anything but
exhaugtive. When in doubt, it is always prudent to seek expert opinion. Nevertheless, we offer this
framework with the confidence that, given the kind of ventures that NGOs tend to undertake, it is more
than adequate.

Please get back to us with your comments!




AnnexureA

AN INDICATIVE LIST OF GOVERNMENT PUBLICATIONS

1. Censusof India - information on population,demographiccharacteristicshouseholdcomposition,
size,etc.

2. IndiaYearbook. publishedby Ministry of Information and Broadcastinginformation on economicaspects.

3. Annualsurveyofindustries publishedy CentralStatisticalOrganisation informationon industries state-wise
raw malerials, finishedgoods,employmentetc.

4. The stockexchangelirectory. publishecdoy Bombay Stock Exchangeinformationon financial statements

5. Industry potential survey - publishedby Industrial DevelopmenBank of India - information on potential for
industriesn backwardareas.

6. Plan reports. issued by PlanningCommission. information on plan proposals, financiatargets,
outlays,etc.

7. Statisticalbstracof thelndianUnion - publishedy Central StatisticalOrganisation informationondemographic
profile, nationalincome,agriculturalandindustrial statistics.

Following are someof the sources of data for marine products sector
1. Statisticsof Marine Products Exports. publishedby Marine ProductsExport Developmeriuthority, Cochin.

2. Yearbook of Fishery Statistics. FAO, Rome.

Annexure B

SAMPLE QUESTION NAIRE
TargelGroup : Processors/traders/(retail/wholesale)
Place . Landing centre/wholesalenarket/retailmarket
Surveymethod :  Individual i nterviews/groups-PRA

Name ofthe LC/Market

Number of participants : Date:—
Names : Time:—
Survey conductedoy-

(1) Detailson varieties handle@nd purchase:-

Fresh Processed
SI.No. Varieties From Typeof  Price From Typeof Price
Purchase Purchase
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@

If processingundertakerby the trader/processor:

Typeof processing:

Varieties

Method

Cost Component
(a) Salt:
(b) Fuel:
(c) Labour:

(d) Wastage:
(e) Others:

Storage,packing &transportatiordetails:

Material/ Cost Quantity Cost/kg
method

a Storage

b Packing

c Transport

(Rs/kg/km)
(4)  Detailsof Sales:
SINo Varieties Soldto Place Qty Type Price

Details on quality checks:- (explain)

Otherdetails:
(a) Practices

(b)  Protective mechanism

(¢) Interestinganecdotes

(26)



Annexure C

TYPES OF PROBABILITY AND NON-PROBABILITY SAMPLES

1 Probability sampling:

a. Simplerandomsample
Samplesreselectedat random andverymembein the targefpopulation has equal chancegdet surveyed.
b. Stratified randonsample
Heretarget population iglivided into groups (basedn income levelsage-groupetc.)and from each of the
groupssamplesare selectedat random.
C. Clustersample

Here,the target population idividedinto groups;sample groupsre takerup andinterviewed.

2. Non-probabilitysampling:

a. Convenience sample
Most accessible membersfine target populatiorare selectedfor a survey
b. Judgemensample
Samplesre drawnup. on the basisof aresearcher’gpidgementto getaccuratanformation
C. Quota sample
Targetpopulationis divided into severalcategoriesThe researcher interviewscartainnumberof people in
eachcategory.
Annexure D
FORMAT FOR PRODUCT-COSTING
Unit Qty Rate Value Recovery | Finished
(@ (o) (c) (d) (e) Product
(bxc) Qty
(dxe)
Raw Material:
a.
b:
Labour:
Packing.
Other variable/direct costs:
TOTAL 0.00 (A)
SALE PRICE 29.00(B)
Contribution: 29.00 (B)- (A)
Contribution%: 100%(B) - (A) /(B)




COSTING FOR 300 gmsOF MIXEDFISH PICKLE

Unit Qty Rate Value Recovey | Finished
(@ (b) (c) (d) (e) Product
(b xc) Qty (gms)
(dxe)
Material:
Fred fish: Kgs 0.15 20.0 3.00 0.20 30.00
Edible oil: Ltr 0.05 45.00 2.25 1.00 45.50
Mustard seed: gms 10.00 0.05 0.50 1.00 10.00
Gingerpieces: gms 10.00 0.05 0.50 1.00 10.00
Garlicpieces: gms 10.00 0.05 0.50 1.00 10.00
Greenchilly pieces: gms 10.00 0.05 0.50 1.00 10.00
Redchilly powder: gms 10.00 0.05 0.50 1.00 10.00
Karimasalpowder: gms 10.00 0.05 0.50 1.00 10.00
Jeergpowder: gms 10.00 0.05 0.50 1.00 10.00
Kayam powder: gms 10.00 0.05 0.50 1.00 10.00
Mendiumpowder: gms 10.00 0.05 0.50 1.00 10.00
Preservatives:
Sodium henzoate: gms 10.00 0.05 0.50 1.00 10.00
Citric acid: gms 10.00 0.05 0.50 1.00 10.00
Vinegar: gms 10.00 0.05 0.50 1.00 10.00
Packingandsealing:
Bottle: Nos. 1.00 3.50 3.50
Sealing material: Nos. 1.00 0.25 0.25
Labourtime: Nos. 0.20 25.00 5.00
TOTAL: 20.00 195.50 gms
SALE PRICE: 29.00
Contribution: 9.00
Contribution % 31%

NOTE : Costs/rates of commoditieshownare not the actual markeateshut assumegrices.



Annexure E

FORMAT FOR CALCULATION OF BREAK-EVEN VOLUME

Salaries:

No

Rs/month

Rs/month

Marketing person

Supervision

Others

Total

Rent:

Insurance:

Water:

Otherfixed expenses:

TOTAL FIXED EXPENSES/MONTH:

CONTRIBUTION PERUNIT SALES:

Break-evenpoint:
(Total/fixedexpenses Contribution per unit)
Notes:

No of personnel can beindicated infraction depending on time
invested Expensemdicatedhere will be incurred irrespective
of scaleof activity

BREAKEVEN POINT COMPUTATION - AN EXAMPLE

Salaries:

No

Rs/rnonth

Rs/month

Marketingperson

1

3000

3000

Supervision

0.2

3000

600

Others

Total

3600

Rent:

3000

Insurance:

500

Water:

200

Otherfixed expenses:

1000

TOTAL FIXED EXPENSES/MONTH:

8300

CONTRIBUTION PERUNIT SALES:

Break-even point:
(Totalfi.red expenseg Contribution per unil)

922

bottles/month

Notes

No of personnelcan be indicatedn fraction dependingon time
invested Expensdadicatedhere will be incurredirrespective
of scaleofactivity
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AnnexureF

FORMAT FOR CASH FLOW PROJECTIONS

Example: FishPickles)

Months 1 2 3 4 5 6 7 8 9 10 1 12 Total

INFLOWS.:

Sales Qty:(Nos.)| 461 553 664 797 956 | 1147 1377 | 1652 1983 2379 2855 3426 18251

Value:  (Rs) 13372 16047 19256 23107 27729 33274 39929 47915 57498 68998 82797 99357 529279

Other Income 0 0 0 0 0 0 0 0 0 0 0 0 0
Total  inflows 13372 16047 19256 23107 27729 | 33274 39929 {47915 57498 68993 B2797 9357 529279
EXPENDITURE:

Productioncosts 9222 11067 13280 15936 19123 | 22948 27537 | 33045 39654 | 47585 57102 68522| 365020
Fixedexpenditure 8300 8300 8300 8300 8300 8300 8300 8300 8300 8300 8300 8300 9960(())
Othercosts

Total Costs 17522 19367 | 21580 24236 | 27423 | 31248 35837 | 41345 | 47954 55885 65482 76822 464620
Netdeficit/surplus -4150 -3320 -2324 -1129 305 2027 4092 6570 9544 13113 1739 22535 64659
OpeningbalancgCash) (A) 0 775. 335 354 249 379 260 267 1137 10681 | 23794 41190
Netdeficit/surplus (8) -4150 -3320 -2324 -1129 305 2027 4092 6570 9544 13113 17396 | 22535
WorkingcapitalLoan (C) 5000 3000 2500 1200 0 0 0 0 0 0 0 0

Working capitalrepayment (D) 0 0 0 0 0 2000 4000 5700 0 0 0 0
InterestONWC C-D*.18/12 75 120 158 176 176 146 86 0 0 0 0 0

Closing balance A+B+C-D 775 335 354 249 379 260 267 1137 10681 | 23794 | 41190 63725

Int

NOTES:

50% of break-evervolume estimatedn first month
20%increasen volumesevery monthin the first year
Value= (Salesgty) x (perunit saleprice)

Productiorcosts= (Salegyty) x (per unitproductiorprice)
Working capital loartakentocovernet deficitplusinterest

As surpluses  are generatedworking capitalrepaid
Interest  on working capitalassumedt 18%

Productioron firm ordersassumedIf stockis maintainedworking capitalcalculationtotakenintoaccountthe same

Closing balanceofcashis theopeningbalancefor the next month
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Annexure G

FORMAT FORPROFIT & LOSSACCOUNT
Example: Fish Pickles)
Months 1 2 3 4 5 6 7 8 9 10 11 12 Total
INFLOWS:
Sale s Qty:(Nos.) 461 553 664 797 956 1147 1377 1652 1983 2379 2855 3426 18251
Vaue (Rs) 13372 16047 19256 23107 27729 33274 39929 47915 57498 68998 82797 99357 529279
Other  Income 0 0 0 0 0 0 0 0 0 0 0 0 0
Total inflows 13372 16047 19256 23107 27729 33274 39929 47915 57498 68998 82797 99357 529279
EXPENDITURE:
Production  costs 9222 11067 13280 15936 19123 22948 27537 33045 39654 47585 57102 68522 365020
Fixedexpenditure 8300 8300 8300 8300 8300 8300 8300 8300 8300 8300 8300 8300 99600
Depreciation 1667 1667 1667 1667 1667 1667 1667 1667 1667 1667 1667 1667 20000
Intereston loans
Debts(long term) 1250 1250 1250 1250 1250 1250 1250 1250 1250 1250 1250 1250 15000
Working capital 75 120 158 176 176 146 86 0 0 0 Q 0 93p
Othercosts 0
Total Costs 20514 22403 24654 27328 30515 34310 38840 44262 50871 58801 68318 79739 500555
Net deficitlsurplus -7142 -6357 -5398 -4221 -2787 -1036 1090 3654 6628 10196 14479 19618 28725
NOTES:

50% ofbreak-evervolume estimatedn first month
20%increasen volumesevery monthinthe first year
Value= (Sales gty (perunitsale price)
Productiorcosts= (Sales qgty)x (per unit productionprice)
A totalinvestmenbf Rs. 1,00,000assumed
Depreciation@ 20% of investment assumed

Delt of Rs 1,00,00 0 assumd at 15% P.A. interest
Working capitalloan takento covernetdeficit plus interest
As surplusesre generatedworking capital repaid
Interesion working capital assumedt 18%

Productimon fir morder s assumed/fstod is maintained working capitd calculatio totaken into accour the same
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AnnexureH

FORMAT FOR BALANCE SHEET

Months

10

11

12

Total

LIABILITIES
ShareCapital
Long termdebts
Working capitalloans
Other current liabilities
Profit & Loss alc
Total liabilities
ASSETS
Fixed assets less depreciation
Land
Building
Machinery
Cashin hand
Cashin Bank

Other current assets

Total Assets
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