
Enterprise Development Training Course 
 
DAY FIVE - SESSION FIFTEEN 
 

Introduction to Marketing 
 
 
Objective: to enable participants to identify ways in which the products and services of poor 

people's enterprises are marketed, in order to be able to assist and advise their 
clients to market their goods and services more effectively. 

 
Time:  One to one and a half hours 
 
 
Session Guide 
 
1. Ask participants to recall a recent purchase which they made. It might be something quite 

trivial, such as a tube of toothpaste, a packet of cigarettes or a newspaper, or it might be 
something more important such as a car, an item of clothing or a gift. 

 
Ask them to think carefully about why they bought that particular item, from that place. There 
are almost always many different providers of the products or services we need, so what was 
the most important reason that they chose that particular product, from that place? 

 
You should now use the reasons participants have given in order to lead participants to 'discover' 
for themselves the principle of the 'marketing mix' of the 'Four Ps': Price, Product, Place and 
Promotion. 

 
Divide the board into four quadrants; allocate one quadrant to each of the four Ps in your mind, 
but do not at this stage state or write any titles in each quadrant; the purpose is to let the 
participants discover this for themselves.  
 
Go round the class, asking participants in turn to say what he bought and why; write a brief 
note of each item, and the reason for its purchase, in the appropriate quadrant, in the following 
form: 

 
(Price) 

Car – best price 
Shoes – cheapest of that type 

(Product) 
A meal – best quality 
Shirt – the best brand 

(Place) 
Toothpaste – only shop open 
Newspaper – delivered to home 

(Promotion) 
Cinema – it was advertised 
Cold drink – saw the stall 

 
 
2. Continue until there are at least two entries for each quadrant. If one or more of the quadrants 

are empty, you may yourself fill the gap by describing a purchase you yourself made recently 
and asking participants to suggest why you purchased that product at that place, or you may ask 
participants to think of another purchase, perhaps suggesting a product for which the purchase 
reason is likely to fill the empty gap. 

 
When all the participants' purchases and reasons have been listed, or, if the pace is dragging, 
when there is at least one entry in each quadrant, ask participants to try to explain why you 
have allocated them into the four quadrants, which are at the stage unlabelled. Arrive at the 
conclusion that you have put together reasons of a particular type and that the all the reasons 
in a particular quadrant can loosely at any rate be defined under the particular 'P' to which you 
have allocated it. Then label each quadrant with the appropriate 'P'. 

 
Explain that people's reasons for purchases, and thus the motives to which suppliers must try to 
appeal if they are to succeed, can loosely be divided into these '4 Ps'. This simple classification 
provides a useful tool for deciding how to market any product or service. 
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3. It is probable that the majority of the reasons will fall into the 'Price' or the 'Product' quadrants, 

but it is important that participants should recognise that they, and thus their clients' customers 
too, actually buy things for a far more complex 'mix' of reasons than we ourselves often 
recognise. Successful businesses put together a marketing 'mix' in the right proportion of each of 
the 'four Ps' to suit the needs and tastes of their potential customers. 

 
Ask participants to think about the clothes they are wearing right now, in the classroom; why 
did they choose those particular items?  Some may refer to the low price or the durability of a 
particular piece of clothing. Ask them whether that particular shirt or dress is in fact the 
cheapest and most durable way of satisfying the basic needs for warmth and decency which are 
satisfied by clothes.  

 
Elicit the response that they are almost certainly not; a plain empty cloth bag with three holes 
cut in the top would satisfy these needs just as well, and perhaps better and more conveniently 
than some clothes, and certainly far more cheaply. How many participants actually use their 
clothes until they are worn out?  

 
Participants should realise that when we buy clothes and many, if not most other things, we are 
in fact 'buying' a whole mix of benefits, which go far beyond the physical product itself, e.g.:  

• we are buying beauty and attractiveness 

• we may 'buy' the pleasure of making purchases from a particular shop 

• we are making a statement about ourselves to the world 

• we are confirming our opinion of ourselves to ourselves 
 
 

4. Confirm participants' understanding of the idea of the 'marketing mix' by referring to the four 
quadrants on the board. Ask someone who purchased a fairly expensive item such as a 
motorbike or large home appliance whether he would have been prepared to travel a few 
kilometres to save ten per cent.  Would someone who bought a newspaper or packet of 
cigarettes have been willing to do the same for a saving on that item?  Clearly not. 

 
The marketing mix is designed to satisfy the most important needs involved in each type of 
purchase. The mix for small 'convenience' items concentrates on the 'P' of Place, while suppliers 
of more expensive items have to think more about the Price 'P'. List a few familiar items and ask 
participants which 'P' is most important for each of them?  

 
• Newspaper -  Place (which includes time) 

• TV Set -  Product and Price and Promotion, a known brand. 

• Cold drink -  Place and Promotion 

• Clothing -  Product 

• Rice and other staple foods -  Price (for a given quality) 
 

Show by examples how a producer can vary the 'mix' for different circumstances and customers. 
Some people are willing or able to travel a long way to save money, while others may have to 
buy locally and pay more.  Some people insist on a certain brand while others will buy any 
brand, or unbranded products, to save money. 

 
Remind participants that the same principle applies equally to services such as banks, insurance 
or transport. Everyone, including an NGO providing enterprise development services to the 
poor, has to design a 'marketing mix' which suits the needs of his clients. 

 

© NORAD  2 



Enterprise Development Training Course  Day 5 – Session 15 

 

5. Remind participants of their enterprise experiences; ask them to say which of the '4 Ps' they 
used to market their goods or services. Typical examples might include: 

 
• Snack food items -   Product quality and Promotion 
• Laundry services -   Place 
• Photographic services -   Place and Promotion 
• Evening entertainment -  Place and Product quality 
• Weekend outing -   Product and Price 

 
Ask participants to think about some of the products on which their clients spend money. 
Everyone spends money on 'non-essential items' and price is a less important reason for 
purchase, by poor customers as well as richer ones, than we commonly suppose. 
 
Ask participants to mention some famous brand names of products which seem to have a 
dominating share of their markets.  Elicit examples such as:  

 
• Volkswagen for cars. 
• Colgate for toothpaste. 
• Omo for washing powder. 
• Coca-cola for carbonated drinks. 
• Aspro for aspirins. 

 
Ask whether these are the cheapest products of their kind on the market; generally they are 
not. Successful businesses are those which market their goods effectively and this usually 
involves spending more money than competitors on product quality and on items such as 
promotion, packaging and brand names rather than making the product as cheaply as possible.  
 
Ask for an example of a local small business which is known to them and has gained a major 
share of its market. Discuss the reasons for its success and analyse it in terms of the marketing 
mix. It is unlikely to be the lowest cost supplier, even if its customers are poor people. 
 
People with very little money often choose not to buy from fair price and government ration 
shops, even when their prices are much lower than other shops. Discuss why this is so, and 
guide participants to the conclusion that marketing is about adding value, not cutting prices. 

 
 

6. Ask participants whether micro-enterprises such as those which development projects assist 
their clients to operate can market their products or services by adding value rather than 
cutting prices. Is this an advantage which only large national or international companies can 
benefit from, or do smaller businesses enjoy some advantages which their larger competitors do 
not? 

 
List micro-enterprise advantages such as: 

 
• They can offer tailor-made products and services. 
• They operate locally, near to their customers. 
• Their owners can make fast decisions, on the spot. 
• They can offer round-the-clock service. 
• Their customers can negotiate directly with the owner.  

 
Remind participants that entrepreneurs are people who see opportunities where others see 
problems, and marketing is perhaps the best test of enterprise.  Enterprise development 
advisers should be aware of the market advantages of their clients' businesses and encourage 
clients to exploit them.  
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