
Enterprise Development Training Course 
 
DAY FIVE - SESSION SIXTEEN 
 

Marketing Applications 
 
 
Objective: to enable participants to apply their knowledge of marketing to real situations. 
 
Time:  One and a half to two hours 
 
Materials: 

Sufficient copies of the handout ‘Marketing Micro-Cases’.  These, like all the case studies in these 
session guides, should be amended to include examples of the kinds of businesses with which 
participants are likely to be most concerned. 
  
Participants should also be asked to bring to this session the material they presented the previous 
day on the businesses they had visited. 
 
 
Session Guide 
 
1. Ask a participant to remind the group about the '4 Ps'.  During this session they will have an 

opportunity to see how the marketing tools which have been developed by large-scale 
manufacturers of cold drinks, newspapers or toothpaste, or by themselves for their own 
enterprise experiences, can be and are applied by poor people for their own businesses. 

 
Distribute copies of the 'Marketing Micro-Cases'.  Explain that they can use the concept of the '4 
Ps' to think about the present situation of each example and to identify ways in which the 
people in question can add value by marketing innovations.  Remind them of the earlier 'brain-
storming' exercise when they were trying to convert problems into opportunities. This is a 
similar exercise but with a marketing slant.  

 

2. Allow participants five minutes to think of as many suggestions as they can for the shoe shine 
man in the first example.  Ask round the class for suggestions, and do not allow any idea to be 
dismissed out of hand.  Here are some possible answers: 

 
• Sell shoe laces, shoe polish and brushes to his customers. 

• Offer a shoe dyeing service for customers who want to change the colour of their shoes. 

• Offer a shoe repair service. 

• Offer slippers on loan to customers who are in a hurry, so that they can complete their 
shopping while he cleans their shoes. 

 
Show that these and similar suggestions arise from considering the customers' needs and how 
they can be satisfied. This is the essence of successful marketing for any business. Do not put 
forward the above suggestions as the 'right' answers but use them to encourage other ideas from 
participants if necessary. All these ideas, like those for the other three examples which follow, 
are actually being successfully implemented by micro-enterprises which faced the problems 
described in the case studies. 

 

3. Allow a further five minutes for participants to study the second case - the wood carvers.  Then 
ask for suggestions as to how they could improve their sales. Some possible answers are: 

 
• Encourage tourists to visit the carvers in the village and see the carving being done. Sell 

simple refreshments as well as the carvings. 

• Make new products such as furniture which incorporate the traditional designs. 

• Negotiate to set up a demonstration area in a hotel lobby or similar place in the tourist 
area, and sell carvings to people who come to see it. 
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Many governments and NGOs believe that traditional handicraft skills can only be preserved 
through protection or subsidy rather than by innovation. This usually fails or can only benefit a 
small number of products.  The above suggestions are modest examples of ways in which 
traditional producers can compete in the modern market place, which have all been done by 
craftsmen in various parts of the world. 

 

4. Now discuss the third case - the fruit sellers. Possible suggestions for adding value in this case 
are: 

 
• They could get together and rent a vehicle to take the fruit to the town and sell it there for 

higher prices. 

• They could get together and make an arrangement with the factory buyer to collect the 
right quantity of fruit for him in advance, at a pre-determined price, to save him time. 

• They could identify other competitive factories and offer to provide the same service for 
them. 

 
These and other suggestions require group action. You should stress that small producers often 
have to work together to develop linkages and market their goods, but that they will only 
succeed if they offer an extra service to their customers. Purely protective group action, with 
no improvement in marketing, is unlikely to succeed. 

 

5. Finally discuss the fourth case - the tailor. Some suggestions for this example are: 
 

• She could start to make a few ready-made garments herself, in her spare time. 

• She could make an arrangement with a local clothing shop to make alterations for ready-
made garments which are not a good fit. 

• She could buy, repair and re-sell second hand clothing.    
 

Show that nearly every type of business has evolved from earlier businesses which have been 
'destroyed' by new tastes, new technologies or new ideas. Cars destroyed horse drawn carriages 
but created a vast market for new micro-enterprises such as road-side repair services and car 
cleaners as well as for large oil companies, car manufacturers and so on.  
 
Some older businesses respond to changes by treating them as opportunities, like the above 
examples. Others treat them only as threats and problems, and are eventually destroyed. 

 

6. Ask the sub-groups from the previous day's business presentations to get together and apply the 
'4 Ps' concept to the business they studied, and to identify some ways in which the owners could 
improve their marketing. 

 
The recommendations they made in the earlier session may already have been for marketing 
improvements but this session gives them an opportunity to refine and add to what they 
proposed then, in the light of what they have learned now about marketing.  
 
Remind the participants of the significance of 'Product' as one of the four Ps. The critical 
difference between selling and marketing is that selling is just about how to persuade people to 
buy the products you have, in the place and at the price that you have decided. Marketing 
covers the whole way the business relates to its customers, who are of course the reason why 
the business exists at all. So marketing should never be separated from the business as a whole. 

 

7. Ask a representative from each sub-group to state briefly what marketing improvements they 
have identified, showing which 'P' or combination of 'Ps' they relate to.  
 
Make sure you stress that the 'four Ps' is only a concept, which they should use or discard 
depending on whether they find it valuable or not. It is not something which should be learned 
and applied for its own sake. 
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8. If time allows, introduce other marketing concepts, e.g.: 
 

a) Market segmentation, which means identifying a particular type of purchaser, and targeting 
the 'mix' at them. The person who needs more than just a shoe shine and the factory fruit 
buyer, are examples of specialised market segments.   

 
b) The choice between selling more of the same products to new customers, like the tourists 

buying carvings, or selling new products to existing customers, like shoe laces or repairs to 
people who have their shoes cleaned. 

 
 

9. Some participants may feel that marketing is in some way unethical, in that it usually involves 
selling products for more than their physical cost. Explain that good marketing is a way of 
adding value to people's labour. A day labourer only earns the minimum price for his time and 
effort, while his employer collects the value added by marketing. Business advisers should help 
their clients to market their products better, so that they too will add value to their labour.  

 
 

10. Remind participants that they should not only understand and assist their clients to market their 
products and services more effectively; but they must themselves market the services of their 
organisations better. 

 
Ask whether the concepts of the '4 Ps' and the marketing mix can be applied to an organisation. 
Can an NGO or similar organisation use these concepts to improve its services to its clients?  
Help them to come up with the following ideas: 

 
• Product: the product of an organisation like an NGO is it services, which must be designed 

in such a way as genuinely to address the needs of its clients. 
 
• Place: the place where an organisation offers its services is vital. It must reach out to the 

community, so that it can serve its clients where and when they need the service. 
 
• Promotion: an organisation must promote its services in order to inform its clients, and 

maybe its donors, about what it offers. The best services are useless if the clients for whom 
they are intended do not know about them or do not understand them. 

 
• Price: even if clients do not have to pay for an NGO's services, they have to spend time and 

perhaps money on travel, absence from work and lost earning opportunities.  
 

Marketing can be misused to exploit people's ignorance and to create 'artificial' needs. 
Participants should not complain that soft drinks, cigarettes and other extravagant and not 
particularly desirable products are so effectively marketed, even to poor people. Rather they 
should learn from successful commercial marketing in order to satisfy their clients' real needs 
more effectively and efficiently. 
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