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ABSTRACT
Therearemanydifferentmicroandsmallenterprisesdimensionswhichhas

marketingproblems;themajoraim oftheresearcherpaperwastheassesingof

marketingproblemsofmetalandwoodworkingenterprisesinWolkitecity.More

ever,ittrytoinvestigatetheproblemsofmarketingmixinsmallbusiness

enterprises.Thestudyemployeddescriptiveresearchdesign.Bothqualitative

andquantitativetypesofdatawereusedforthepurposedofthestudy.Inorder

tocollectprimarydatastructuredquestionnaireswasdesignandcollectthrough

conveniencesamplingtechniquesfrom customersandalsostructured

questionnairesweredistributedforemployedofthehotelbyusingsimple

random technique.all60structuredquestionnairesdistributedquestionnaires

werefulfillreturnedfrom employeesofthemetalandwoodworkingenterprise.

Theresearchersusedfrequency,table,percentagetoanalysistheprimarydata

whichiscollectedthroughquestionnaires.Findingtheneedfortheownerto

placeanemphasisontheunderliningdominionsofservicequalityonconfidence,

tangibilitycommunicationandreliability.Theownerreinforcesandmorefocus

ontangibility.Thestudyincludesconclusionofthedataanalysisand

recommendationtotheownerandworkersbasedontheproblem identified.



ChapterOne

Introduction

1.1BackgroundOfTheOrganization

TheagencywasestablishedinDecember1996E.Cbyformulatingthreewhichare

strategicbusinessplanwithonesupervisionandsixprofessionalswho'reemployed

temporarily.InJuly1997theagencyrestructureditsorganizationinordertoprovide

improvedandbetterserviceformicroandsmallenterprisesundertheagency.italso

strengtheninbetterandqualifiedworkers.

WiththeapplicationofBPRatnationalandregionalleveloftheagencyBPRadoptedin

may2001E.Cinordertoprovideefficient,accessibleforbetterdevicetoallmicroand

smallenterpriseinthetownbyextendingitsystem toKebelelevel.

Therearedifferentfacilitating(factor)forestablishmentattheagencyinwolkite,those

are

• Highandincreasingunemploymentraterelatedtointerceptionat

kchattradewhichasbaseformanypersonalincome.

• Highruralurbanmigrationwhichfartheraggravatedtheproblem or

unemployment.

• Thechainofeconomicsystem adoptedbydergwhichisanti-

investmentandprivatizationthatarebaseforemployment.

Inordertoalleviatesuchunemploymentproblem inwolkitetheroleatmicroandsmall

enterpriseisindispensablesincetheyarelowcapitalorientedandlaborintensivemakes

them themostfeasiblesolutioninordertosolvetheproblem ofunemployment.

Beneficiariesattheagencyaremicroandsmallenterpriseswhichareengagedinsmall

scaleproductionandtradingactivitywithintherangewhichhavetotakethefollowing

requirement.

• Thosesmallscaleenterprisesprepaidcapitalisbelow20,000birr.



• Thosesmallscaleenterprisewhoseprepaidcapitalisinb/n20,000-

50,000birr.

Themainsourceinordertohelpthisactivityistherecurrentbudgetfrom government,

inadditiontothistheagencyfindsdifferentfinancialsourcesforinstancefrom

NGO.Servicesprovidedbytheagencytosmallandmicroenterprisesundertheagency

are,

• Provisionatproductionandmarketplace.

• Creatingjobopportunityforthosewhoareunemployed.

1.2BackgroundoftheStudy

Smallbusinessenterpriseisabusinessusuallyprivateownedandoperatedwithsmall

numberofemployeesandrelativelylowvolumeofsale.Smallbusinessisgenerallythe

driving force behind mostlocaleconomics.These smallbusinessesthrough their

growthgenerallyaretheonesthatcreatemostjobopportunitiesforunemployment

problem inthearea.Alsosmallbusinessesarevitalintodayeconomybecausemanyof

therevenueobtainedbythegovernmentarefrom businesstaxesandsmallbusinesses

which are responsible forjob creation innovation contribution to large business

stimulatingeconomiccompetition(Ayele2011).

The issue ofsmallscale enterprise and entrepreneurship developmenthas got

aggregated dealofattention aspriorityin both private and publicinterestin the

developmentofsmallscaleenterpriseindevelopingcountriesandalsothroughoutthe

world(Alemu1987).

InthepastthedefinitionofMicroandSmallEnterpriseswasbasedonpaidupcapital

only.Anenterpriseiscategorizedasmicroifit’spaidupcapitalislessthanorequalto

Birr20,000.Similarly,anenterpriseisconsideredsmallwhenitspaidupcapitalisless

thanorequaltoBirr500,000.However,thisdoesnotprovideinformationonthesizeof

jobsornumberofemployeesintheMSE.Italsodidnottellthesizeofthetotalassetfor

the MSE and did notdifferentiate between manufacturing (industry)and services.

Currentdefinitionconsidershumancapitalandassetasthemainmeasuresofmicro

andsmallenterprisetoaddressthelimitationsofolddefinition.



ThenewMSEdefinition(2011),statesthatformicroenterpriseinindustrysectorhuman

resourseis<5andwiththepaidupcapitalof<100,000(birr)andforservicesector

humanresourseis<5withcapitalof<50,000(birr),Andforsmallenterpriseinindustry

sectorhumanresourseis6-30withpaidupcapitalof<1.5million(birr),forservicesector

humanresourseis6-30withcapitalof<500,000(birr).(FeMSEDA,2011)

AspartoftheindustrialsectorSBEareincreasinglybecomingpopularandimportantin

theEthiopiaeconomyasitwouldplayadecisiveroleincontributingtoemployment

generation,povertyreduction and the opening ofwiderdistribution ofwealth and

opportunities.(StevensonandAnnette,2006).

Marketing mixhelp asthemain factorto activitiesin businessaspectsofsmall

businessenterprises.Hencemarketingisasocialandmanagerialprocesswhereby

individualsandgroupsobtainwhattheyneedandwantthroughcreatingandexchanging

productsandvaluewithothers.(P.Kotler10theditionpage5).

AccordingtoP.Kotler10th editionpage56,Marketingmixisthesetofcontrollable

tacticalmarketingtools.Product,price,placeandpromotionthatthefirm blendsto

producetheresponseitwantsinthetargetmarket,accordinglymarketingmixisvery

important,todobusinessactivitiesinsmallbusinessenterprise.

InEthiopiasmallscaleindustrieshavenotbeenabletocontributesubstantiallyas

neededtotheeconomicdevelopmentparticularlybecauseoffinancial,productionand

marketingproblem.Theseproblemsarestillmajorhandicapstotheirdevelopment.

(HaileGebretinsae,2003).

Thisstudywastoassessthemarketingproblems ofMSE,inthemetalandwood

workingenterprisesatwolkitecity.

1.2StatementoftheProblem

Smallbusinessenterprisesarebasesforthedevelopmentofthecountrygenerally,the

living standard ofthepeopleand thedevelopmentofthecityin particular(Haile

Gebretinsae,2003).However,thegrowthandsustainabilityofsmallscaleenterprisein

Ethiopiaisnotthatmuchprominent.Thereasonsbehindthisaredifferentfactorthat

obstaclethegrowthandexpansionofsmallbusinessenterprise.Amongthesefactors

marketingproblemsarethemostprominentcausesthatobstaclethedevelopmentand



expansions ofsmallbusiness enterprises.The business line ofmicro and small

businessactivitiesinEthiopiaisrelativelysimilar.Alackofproductdiversityhoweveris

prevalentand as a resultsimilarproducts are overcrowding the market.(Bds-

ethiopia.net/marketing).Somemicroandsmallbusinessenterprisesellatbreak-even

orevenbelowcostduetolackofknowledgeoftheexactearningsfrom salesseparately,

manufacturesdonotcorrectlyknow how muchraw materialsandaccessoriesare

requiredtomakeoneunitofproductandthelikes.

Moreover,Lackofinformationwherethebestmarketareasarelocated,Inabilityto

analyzetheirrespectivemarket,Lackofskillstosetcompetitivepricearethemost

marketingproblemsfacedbymicroandsmallbusinessenterprisesinEthiopia.

Evenifsmallbusinessenterprisesarefacingtheabovemaintainedmarketingproblem

there is no practicalresearch as to the marketing problems ofsmallbusiness

enterprises.Astheresultthisresearchwasdesignedtoaddresstherealmarketing

problemsofsmallbusinessenterprisesandtargetedtoanswerthefollowingresearch

questions.

• Whatarethemajorproblemsofmetalandwoodworkingenterprisein

relationwithproductandproductrelateddecisions?

• Whatarethepriceandpricerelatedproblemsofmetalandwoodworking

enterprises?

• Whataremarketingcommunicationproblem ofmetalandwoodworking

enterprises?

• Whatmarketing knowledge and skills does metaland wood working

enterpriseslack?

• Whatare the majordistribution problems in metaland wood working

entrprises?

1.3ObjectiveoftheStudy



1.3.1Generalobjective

Theoverallobjectiveofthisstudywastoassessmarketingproblemsofmetalandwood

workingenterprisesinwolkitecity.

1.3.2.Specificobjective

• ToevaluatetheinfluenceofmarketcompetitionsamongMSE.

• Toassessthelackofproperpriciningstrategies.

• ToassesstheweakmarketpromotionofSBE.

• Toassessmarketrelatedknowledgeproblems.

• Toevaluatechallengesrelatedwithproductquality.

1.4ScopeoftheStudy

Thestudywasdelimitedbothconceptuallyandgeographically.Itwasboundedto

examineonlymicroandsmallbusinessenterprisesinmetalandwoodworking

enterpriseinWolkiteCity.Conceptuallyitwaswithinsetboundariestoseeonly

marketingandmarketrelatedprolem ofmicroandsmallbusinessenterprises.

1.5Limitationofthestudy

Itisclearthateveryresearcherhadbeenfacedwithsomedegreeoflimitation,while

conducting certain investigation.By the some sense the following were major

constraintsthatfacedthestudentresearchertocompletethisstudysuccessfully.

• Unwillingnessoftherespondentstofillthequestionnaires.

• Unwillingnessofrespondentstogivebackthequestionnairestotheresearchers.

• Unclearnessofresponsesgivenfrom respondents.

• Lakeofexperienceofthestudentresearchersinpracticalresearchwork.

• Timelimitationandfinancialproblem toconducttheresearch

1.6SignificanceoftheStudy



Themajorsignificanceofthisresearchwastoprovideconcreteorclearinformationfor

readersaboutmarketingproblem ofSBE’s.WolkiteCityundertakemarketingstrategy,

moreover,SBEmaybenefitfrom thisfindingasitwouldgivethem anideaofwherethey

presentlystand,intermsofthestudyfurtheronimprovingmarketingactivitiesandwhat

theyshoulddointhefuture.

Inadditiontoabovethesignificanceforthestudyarethefollowing:

• Toprovideabetterunderstandingaboutmarketingproblem ofsmallbusiness.

• Inordertosolvethemarketingproblemsofsmallbusinessenterprises.

• The studyenables smallbusiness enterprise to know how to improve the

activitiesofSBE’swhichisrelatedproduct,price,promotion,marketingrelated

knowledgeandcompetition.

• The study can provide betterunderstanding knowledge ofthe marketing

problemsofSBE,forcompanies,customersandalsotheresearchers.

• To providea betterknowledgeand clearunderstanding ofmarketrelated

financialandproductionproblemsthatMSEfaceforboththeresearcherhimself

andotherresearchers

1.7OrganizationsofthePaper

Thegeneralstructureofthestudyconsistsoffivechapters,thefirstchapterdealsabout

introductionwhichincorporatesbackgroundoftheorganization,backgroundofthe

study,statementoftheproblem,objectiveofstudy,scopeofthestudy,limitation,

significanceofstudy,organizingstudy.Thesecondchapterpresentsliteraturereviewthat

issystematicallyorganizedfrom differentbooks,journalarticles,internetandother

publications.Thethirdchapterconsistsofresearchmethodology.Theforthchapteris

data anlyze and interpretetion. And the last chapter will be conclution and

recomondation.



CHAPTERTWO

LiteratureReview

2.1DefinitionofMicroAndSmall-ScaleEnterprise

Thedefinitionofmicro andsmallenterprisesisstillcontroversial.Thereisno

generallyaccepted definition ofmicro and smallenterprises.Micro and small

enterprisesinonecountrymaybesmallormedium enterprisesintheothercountry.

Manydeveloping countries applybased on specific parameters,which include

factorssuchasthenumberofemployees,asset,capital,salesturnover,etc.The

definitionwhichisbasedontheabovecriterionpartiallyfocusesonspecifictarget

groupsforanypreferentialtreatmentofthevariousactorsintheMSErecognizing

that,therearenostandarddefinitionsofMSE.Thus,thedefinitionofMSEdepends

onthestageofeconomicdevelopmentofthecountry.(Alemu2017)

It's sometimes called smallbusiness enterprise.Small-scale enterprise is a

businessthatemploysasmallnumberofworkersanddoesnothaveahighvolume

ofsales.Such enterprises are generally private owned and operated by sole

proprietorships,corporation orpartnership.The legaldefinition ofsmall-scale

enterprisevariesbyindustryandcountry.(FloraRichard-Gustafsonandbeenwriting

professionalsince2003).

Thereareessentialcharacteristicsofasmallfirm;itsactivitiesaresolelymanaged

byitsowner,itservesarelativelysmallshareofthemarketanditisindependentina

sensethatownershipisrelativelyfreefrom externalcontrol.(Boltoncommitteeor

smallfirmsinitspublicationsupportsystem forsmallenterprisesindeveloping

countriesareview(1971,P.42).

IntheUnitedStatesthesmallbusinessadministrationinitspublicationmarketing

planguide(2000.P.11)definedsmallbusinessasonefirm whichisindependently

ownedandoperatedandwhichisnotdominantinitsoperation.

Accordingly,smallbusinessesintheEthiopiacontextaredefinedasthosebusiness

activitiesthatare:



• Independentlyownedandoperated:

• Haveasmallshareofthemarket

• Aremanagedbytheowner

• Employ6-49employees(WoldayAmhaandothers,1997,P.8)

2.2TheContributionofMicroandSmallBusinessEnterprises

MSE’senhancecompetitionandentrepreneurshipandthushaveeconomywidebenefits

inefficiency,innovationandproductivitygrowth.Thus,directgovernmentsupportof

MSE’scan help countriesreap socialbenefits.Second,MSE’sare generallymore

productivethanlargefirmsbutareimpededintheirdevelopmentbyfailuresoffinancial

marketsandotherinstitutionsforcapitalandothernon-financialassistances.Thus,

pendingfinancialandinstitutionalimprovements,directgovernmentsupportofMSE’s

canboosteconomicgrowthanddevelopment.ThegrowthofMSE’sboostsemployment

morethan thegrowth oflargefirmsbecauseMSE’saremorelaborintensiveSo

subsidizingMSE’smayhelpreducepoverty(Beck&Demirguc-Kunt,2005).

Smallbusinessesareacceptedasimportantvehiclesofmoney–makingdiversification,

employmentcreation,incomegenerationanddistribution,andpovertyalleviation.The

governmentofEthiopiahasbeenpromotingthedevelopmentofMSE,throughthe

formulationandimplementationofmicroandsmallbusinessdevelopmentstrategyas

ofNovember1997.Abebez(Q)hel.edu.etorZebebe61(Q)yahoo.com

Smallbusinessescontributegreatlytotheeconomyallaroundtheworld.Almostall

businessissmallbusiness,orevenstartedoutassmallbusinesses.Theycontributeto

thesocietybysellingtheirproductstocustomers,productthatpeopleneed.Theyalso

provideemploymentopportunities,whichcanbecome reasonablecarrierpathand

choice(task1Luke-tripod.com/:d1html-cached-similar)

Small-scaleenterprisehelpstimulatelocaleconomicsbyprovidinglocalindividualswith

Job,aswellasproductandservicetocommunitymembers.Moreover,suchenterprises

helpdiversifyandgrow theirrespectiveindustryasmanywomenandminoritiesmake

significantcontributiontothesmallbusinessworld.Whenthereisariseinsmall-scale

enterprises,countriesmayseereformsinbasicright.Smallbusinessesalsoenhance



thesupplyofproductsandlocalrawmaterialsbyallowingmarketforcetooperate.

2.3AnOverviewofMarketing

Therearedifferentdefinitionsofmarketing.Marketingisdeterminingandsatisfyingthe

needandwantsofconsumersthroughtheexchangeprocess.Keyinthisdefinitionis

satisfying needsand wants,consumersand exchangeprocess.Wheneverthereis

marketingonehastothinkofmetingwhatconsumersneedfrom theexchange(Fares,

Liosandothers.1991.P.40)

Similarlythechartered instituteofmarketing in apublication marketing of small

business(1997.P.88),definedmarketinginadifferentwordasthemanagement

processwhichidentifiesanticipatesandsuppliescustomerrequirementsefficientlyand

profitably.Ifthatyourbusinesshasto focuson two areas.Customerorientation

coordinationofmarketledactivitiesandmutuallybeneficialexchange.

2.4.MarketingMSESector

Inafreemarketeconomy,especiallywithstaffcompetition,marketingisakeyfactorto

thesuccessofMSEs.Efficiencyinmarketdeterminessales,profitofgrowth;marketer

shouldaim atcreatingmarketsanddevelopingsaleableproductsofMSEoperations.

Likemedium oflargescaleenterprises,marketingintheMSEsectorinvolvesthreebasic

inputs:theproduct,thepromotionmethodsadoptedandthedistributionsystem.These

imposeshouldbeinterpretedtoachievemaximum consumersatisfaction,salesand

profits.Marketing in theMSE sectorshould addressthemarketing problemsthat

emanatefrom thefollowingfactors.

• IncreasedcompetitionbetweentheMSEsectorsaswellasfrom medium and

largescaleenterprises,andimprov

• LimitedconsumerawarenessoftheproductorserviceofMSE's;

• Theneedtoset-updistributionnetworkstoreachoutwidelydispersedmarkets;

and

• InabilityofMSE'stoexploitexportmarkets.



Ingeneral,anymarketingefforttoimprovethegrowthandperformanceofMSEsshould

focusonfindingoutwhatconsumerswant,planninganddevelopingproducts/services

tosatisfythesewants,anddeterminethebestwaytoprice,promote,anddistribute

them.Thus,inordertofacilitatethemarketeffortofMSEs,thegovernment,NGOsand

other stakeholders should encourage and support the operations of market

organizations orunits thatare engaged in promoting sales ofMSEs products

(GebrehiwokAgebaandWoldayAmha,June2004page42)

2.4.1.Distributionchannels

Theyarethedifferentwaysofgettingproductsofenterprisesintothehandsoffinal

users.Theseincludeusingintermediaries(suchasbrokers,wholesalersandretailers)

andsellingdirectlytocustomers.Thesimplechannelissellingdirectlytothecustomer.

Thegoalofenterprisesisto build adistribution networkthatincreasesalesand

operatesattheleastpossiblecost.Distributionchannelarekeystrategicassetsthat

can lead to sustainable competitive advantage to business operators.Distribution

channelsofMSEoperatorsvaryacrossenterprisesandchangeoverthetime.Weasked

MSEoperatorstoindicate,from agivenlistofpossibledistributionchannelsthemain

cannelstheynormallyuseinsellingtheirproduct/service(Source:GebrehiwotAgebaand

WoldayAmhapage45Jin2004).

2.4.2.Pricesetting

EfficientpricingofgoodandserviceiscriticalfortheoperationofMSE’s.Low price

couldbeusedasinstrumenttobuildmarketshare.Pricethatunder-cutcompetitors

attractnewcustomersandallowforgreaterutilizationoffacilities.However,lowprices

alsosequencemarginsandoftenreducenetprofits.Thus,thechallengeofMSE’sisto

findapricingstrategythatbalancestheincreaseofsalesagainstthedemandfor

profits.(source:GebrehiwotAgebaandWoldayAmhapage47Jun2004).

2.4.3.Competition

ThedegreeofcompetitionintheMSE’ssectordependsmainlytomarketattractiveness

(marketsizeandgrowthrate,economicclimate,possibilitiesforeconomicofscale,

technologicalinnovations,differentiate,and segmentation)and industry structure

(numberand diversity ofcompetitors,case ofentry and barrios to exist).The



relationshipbetweencompetitorsisacontinuum,rangingfrom conducttocollusion

passingthroughcompetition,coexistence,andcooperationalongtheway.Asindicate

earlier,competitionintheSE’ssectorcanbewithinthesectoritself,withmedium and

large-scaleenterpriseand/orwithimportedproduct.(Source:GebrehiwotAgebaand

WoldayAmhapage47Jun2004).

2.5.MarketingStrategy

Attheheartofanybusinessstrategythereisamarketingstrategy.Businessesexistto

deliverproductsthatsatisfycustomers.

Marketingistheprocessofplanningandexecutingtheconception,pricing,promotion

anddistributionofideas,goodsandservices.(QuickMBA/marketing/.)

Marketing is also the conceptofbuilding an organization around the profitable

satisfactionofcustomerneeds.Italsohelpedfirmstoachievesuccessinhighgrowth

throughmoderatecompetitivemarkets.However,tobesuccessfulinmarketinginwhich

economicgrowthhasleveledandinwhichthereexistmanycompetitorswhofollowthe

marketingconcept,awelldevelopedmarketingisrequiredsuchastrategyconsidera

portfolioofproductandtakeintoaccounttheanticipatedmovesofcompetitorsinthe

market.

Strategyisalong-term plantoachievecertainobjectives.Thestrategicplanisthe

definedplanninginvolvingmarketingresearchandthendevelopingamarketmixto

delightcustomerseveryorganizationneedstohaveclearmarketingobjectives,andthe

majorroutetoachievingorganizationalgoalswilldependonstrategy.A marketing

strategyiscomposedofseveralinterrelatedcomponentscalledthemarketingmix.

(MARKETINGSTRATEGY2000,5THEDITIONP.529)

2.6.MarketingMixStrategy

• Themostbasicmarketingmixtoolsare:

2.6.1Products:Thefirmstangibleofferto whichincludestheproductquality,specify

marketneedsthatmaybeservedbydifferentcompaniestomarketstratifies,that

eventuallycometo dominateboth overallstrategyand thespiritofthecompany.

Productstrategiesdealwithsuchmattersasnumberanddiversityofproducts,product



innovations,productscope,andproductdesign.

2.6.1.1.Productscope:Dealwiththeperspectiveoftheproducemixofacompany(i.e.,

thenumberofproductlinesanditemsineachlinethatthecompanymayoffer).

Theproductscopestrategyisdeterminedbymakingreferencetothebusinessunit

mission.

2.6.1.2.Productdesigns:Abusinessunitmayofferastandardoracustom designed

producttoeachindividualcustomer.Thedecisionaboutwhethertoofferastandardora

customizedproductcanbesimplifiedbyaskingthesequestions,amongothers;what

areourcapabilities?Whatbusinessarewein?Withrespecttothefirstquestionthereis

adangerofoveridentificationofcapabilitiesforaspecificproduct.

2.6.2.Price:Istheamountofmoneychargedforaproductorservice.Pricingdecisions

arethekeydecisionsallthewaythroughbusinesstransaction.Therearedifferentkinds

ofpricingstrategiesavailableforbusiness.Thetwomostcommontypesofpricing

policiesthatfirmscanpursueare:

2.6.2.1.Marketpenetrationpricing:Herethefirm priceslow,sacrificingshortterm profit

toaim atadominantmarketsharecircumstancesfavoringthispolicyare:

• Wherethemarketishighlypriceelastic.

• Wheretotalunitcostswilldeclinesubstantiallywithproductionexperience,

• Whereaslow pricewilldiscouragenew competitorsentering themarket.

Source(Opcit,Bakerpage309)

2.6.2.2Marketskimmingpricing:

Thisentailssettinghighinitialprocessandgenerallyforashortperiodoftime.Itis

availableactive.

• Asegmentofsignificantsizeexistswhichwillbuyatthehighinitialprice

• Thefirm haslimitedproductionorresourcewithwhichtoexpand.

• Thehighinitialpricewillnotattractorimmediatecompetitivetakeoverofthe

market



• Thehighpricecreatesanimageofsuperiorproduct.

Source(Opcit,Bakerpage309)

2.6.3.Distributionstrategies:Thisareconcernedwiththechannelsthatafirm may

employtomakeitsgoodsandserviceavailabletocustomers.Channelsareorganized

structuresofbuyersandsellerthatbridgethegapoftimeandspacebetweenthe

manufacturesofthecustomer,marketingisdefinedasachangeprocess.Inrelationto

distributionexchangeprocessoftwoproblems,

first,goodsmustbemovedtoacentrallocationfrom thewarehousesofproducerswho

makeheterogeneousgoodsandwhoaregeographicalwidespread.

Second,thegoodsthatareaccumulatedfrom diversifiedsourcesshouldrepresenta

desiredassortmentfrom theviewpointofcustomer.Thesetwoproblemscanbesolved

bytheprocessofsortingwhichcombinesconcentration(i.e.bringingthegoodsfrom

differentsourcestoacentrallocation)adispersioni.e.,pickinganassortmentofgoods

from differentpointsofconcentration).Twobasicquestionsneedtobeansweredhere.

Who should perform the concentration ofdispersion tasks the manufactureror

intermediaries?Whichintermediaryshouldthemanufacturerselecttobringgoodsclose

tothecustomer?Thesequestionverticalusetodistributionstrategies.

2.6.4.Marketingcommunication

• Elementsofmarketingcommunication:

Marketingcommunicationcanbeunderstoodbestbyexaminingthetwoconstituent

elements,Marketingcommunicationistheprocesswherebythoughtswhicharecovered

ofmeaning sharedbetweenindividualsorbetweenorganizationthatcreatetransferof

calve(exchanges)betweenthemselvesandtheircustomerstomarketingmoregeneral

activities.Takentogether,marketingcommunicationrepresentsthecollectionofall

elementsinabrandsmarketingmixthatfacilitateexchangesbyestablishingshared

meaninginthebrandcustomerofclients.

2.6.4.1.Personalselling;isaform ofpersontopersoncommunicationwherebysales

peoplehaveinformation,educateandpersuadeprospectivebuyerstopurchasethe



company’sproductorservices

2.6.4.2.Advertising:Itinvolveseithermasscommunicationvianewspapermagazines,

radiotelevision,andothermedia(billboard,theinternet,etc),ordirectcommunication

thatpinpointedtoeachbusinesstobusinesscustomerorultimateconsumer.

2.6.4.3.Salespromotion:consistsofmarketingactivitiesthatattempttostimulate

quickbuyeractionorimmediatesalesofaproduct.Salespromotionsaredirectedboth

atthetrade(wholesalersandretailers)andconsumer.

Trade oriented salespromotion include the use ofvarioustypesofallowance to

encouragewholesalerandrequiresresponse.

Consumerorientedsalespromotioninvolvetheuseofcouponspremium,freesamples,

contestorsheep’stakes,rebatesandotherdevices.

2.6.4.4.Sponsorshipmarketing:isthepracticeofpromotiontheinterestofacompany

anditsbrandbyassociatingthecompanyoroneofitsbrandswithaspecificevent.

2.6.4.5.Publicity:like advertising describesnon personalcommunication to mass

audience,butunlikeadvertising,thesponsoringcompanydoesnotpayforadvertising

timeorspace.

2.6.4.6.Pointofpurchasecommunication:encompassdisplays,posterssigns,anda

varietyofothermaterialsthataredesignedtoinfluencebuyingdecisionofthepointof

purchase.

Thisindividualistictendencyquiteoftenresultsinirrationaldivisionmakingaboutprice

productdevelopmentetc.thisisalsohighlyinterrelatedwiththemanagementskillof

theownerwhichindeedincorporatesmarketingskillsuchasmarketingresearchand

marketingplanning

Fewsmallbusiness,ifnotatallnone,conductinformalmarketing researchandquite

oftenthemajorityofthesemarketingresearchneglectthebasicelementsofmarket

research.Peacock (2000.p63)highlights thatsmallenterprise owners cannotset

standardandpriceinawellinformalmannertherebyresultinginproductswithout

acceptablequalityorproductwithexaggeratedhighorsignificantlylowprice.



Customers ofsmallbusiness come to buywhen theybypass.This depicts the

prevalenceofbidinformationsmallbusinesswhichmakeconsumerproductssellthem

directtothefinaluserswithoutgoingthroughintermediaries,theyareabletodothis

becausetheyaresmallandcandisposeoftheirproducttotherelativelysmallnumber

ofpeoplewhopassbytheirshops.

2.7.MarketingChallengesofMicroandSmallEnterprises

Despitethecontributiontoemploymentandeconomicgrowththisday,mostMSEsface

criticalconstraintsbothattheoperationandstartuplevel.Accordingtoresearchreport

ofCommissiononLegalEmpowermentofthePoor(2006),someoftheseconstraints

includelackofaccesstofinance,lackofaccesstopremise,lackofinfrastructure,lack

oftraininginentrepreneurialandmanagementskills,lackofinformationonbusiness

opportunities,socialandculturalfacts,inparticulardeficiententrepreneurialcultureand

excessivecorruption.

MSEsentanglewithmanyproblems.Harper(1984.PP.30,120-122underscores)Capital

aloneisnottheonly,oreventhemostimportantproblem formostsmallbusiness.

Lackofdemandisprobablytheproblem mostbusinesspeoplewillmentionafterthe

shortageofcapital;thisisnotsomethingwhichcanberemediedbyprovidinganything

tangible,suchasfinanceamachineofrawmaterial,andthenatureofsmallenterprise

marketingproblemsmustbeclearlyunderstoodbeforeanattemptismadetosolve

them.Inaddition,smallbusinessesarealsoatadisadvantagewhenattemptingto

promotetheirproducts.

Traditionalpersonallinksbecomelessimportant,andarereplacedbymassmediasuch

asposters,radioandnewspapers.Advertizingisonlyeconomicifitscostcanbespread

overalargevolumeofsales,Sothattheseadvertisingagenciesareoutofthereachof

smallbusinesses.Itthusappearsthatsmallenterprisesareunlikelytoobtainmorethan

asmallshareofthegreaterpurchasingpowerwhichcomeswitheconomicdevelopment.

Notonlyweakadvertisementendeavorbutalsotheindividualisticdecisionmaking

characteristicsofasmallbusinessowners,asBaker(1999,P622-623)stated,impedes

thegrowthanddevelopmentofsmallenterprises;suchdecisionmakingwillinvariably

besimplisticbecauseofthelimitedexpertisewithregardstomarketing,ittendstobe



unstructuredbecauseitissoreactivetoeventswithlittleornomarketresearches.

CHAPTERTHREE

RESEARCHMETHEODOLOGY

3.1Researchdesign

Theresearcheruseddiscripitiveresearchdesign.Becauseithelpstodescribethe

marketingproblemsofMSE.Andalsoitdetermineshowtheinformationwillbeobtained.

3.2Sourceofdata

Togetreliableinformationtoexplaintheproblem,theresearcherwouldusebothprimay

andsecondarysourceofdata.

3.3Datacollectiontechnique

Primarydatahadbeencollectedthroughquestionares.thequestionarieshadanumber

ofopenandcloseendedtypesthatarerelevantandnotexhaustiveastothesubjectof

thestudy.Theresearcheralsousedsecondarysourcesofdatawhichhadbeenobtained

from writtendocumentsoftheorganization,internetwebsiteandreferencebooks.

3.4Samplesizeandsamplingtechniques

Thereare64smallbusinessenterprisesinwolkitecity.Amongthosesmallenterprises

50hadbeenselected,25from metal,whereas25from woodworkingenterprises

becauseit'sconcentratedonmanufacturingsector.Thesamplingtechniquethatthe

researcherusedisconveniencesampling,becauseithadresearchadvantagethatit

allowstheresearchertoobtaininformationandtrendsregardingthestudyata

convenientplaceandtime.

3.5Dataanalysis

Afterthedatawerecollectedthroughquestionnaireithadbeenanalyzedbydiscriptive

statisticsandhadbeenpresentedbypercentageintables.

3.6Timeandbudgetschedule



3.6.1Timescheduleplan

Thefollowingtimeschedulewasaschedulewhichtheresearcherhadusedwhile

conductinghisstudiesinthe.

S.n

o Activity

Jul

201

9

Au

g

Se

p

Oc

t

No

v

De

c

Ja

n

Fe

b

Ma

r

Ap

r

Ma

y

Ju

n

1 Problemdefinin

gandliterature

findingtitle

selection

2 Questionnaire

preparation

andtranslation

3 Datacollection

4 Edtingentering

&co

5 Dataanalysis

6 Report

generalization

s

7 Finalreport

writing

8 Submissionof

thereport



3.6.2Budgetplan

ITEM No.Of

item

Unit

cost

Total

Paper One

package

150 150

Internet – 100 100

Photocopy 50 0.50 25

Pen 10 8 80

Ruler 1 10 10

Transport 6 10 60

Print 100 3 300

Miscellaneo ‐ 200 300



usexpense

Totalcost 1125

CHAPTERFOUR

DataAnalysisInterpretationandPresentation

4.1Introductions

• Descriptiveanalysisofmarketingproblemsofsmallbusinesssector(thecaseof

metalandwoodworking).

In thischapterthedatagathered through questionnairesto assessthemarketing

problem ofsmallmicrobusinessenterprise(thecaseofmetalandwoodworking

enterpriseinwolkitecity)ispresentedinterpretedandanalyzed

Atotalof50questionnairesweredistributedtorespondentswhowereselectedusing

conveniencesamplingtechniques.

Table and percentage were used to presentin a summarized and easy way to

understandanddescribedastheresearchteam believedas.

Samplesizesof50questionnairesweredistributedtotherespondentsamongwhich47

were collected and remaining 3 questionnaireswere notcollected due to lackof

willingnessoftherespondents.

4.2.BackgroundofRespondents

Theresearcherselectedthestudyareaswhicharerelatedwiththemarketingproblem of

MSE's,namelyproduct,price,distribution,and communication.To collectdatathe

researcherdistribute50questionnairesoutof64totalpopulations.

Table-1:Sexdistributionofrespondents



Sex Number Percentage

Female - -

Male 47 100

Total 47 100

(Source:Primarydata)

Asitindicatedontheabovetable100%ofrespondentsrespondthat,themajoroperator

ofwoodandmetalworkingenterpriseismale.Thestudentresearchercanunderstand

from theabovedatathissectorhighlydominatedbymalerespondents.Thisimpliesthat

femaleparticipationisnilinthisbusinessarea.

Table–2:SociodemographiccharacteristicsofMSE

Age Noofrespondent Percent

18-28 25 53.2

29-38 19 40.4

39-48 3 6.4

49andabove - -

Total 47 100
(Source:Primarydata)

Theabovetableshowsthat,25(53.2%)oftherespondentsarefoundbetweentheofage

18-28 yearsold,19(40.4%)ofthe respondentsare found the age of 29-38 years

old,3(6.4%)oftherespondentsarefoundintheageof39-48yearsoldand49andabove

yearsoldarenotparticipatedamongMSE.

Table3:Educationallevelofrespondents

Educationstatus Noofrespondent Percentage

Illiterates - -

Primaryschool 16 34

Secondaryschool 21 44.7



Certificate 6 12.8

Collegediploma 4 8.5

Total 47 100

(Source:primarydata)

Astheabovetable3,showsthat,16(34%)oftherespondentsarecompletedprimary

school,21(44.7%)oftherespondentsarecompletedsecondaryschool,6(12.8%)ofthe

respondentswhohavecertificateand4(8.5%)oftherespondentarecompleteddiploma.

Theresearcherunderstandfrom theabovedatathattherespondentsofMSE'sare

participatedinwoodandmetalworkenterprisesthathavecompletedsecondaryschool.

Table-4:Yearofworkexperience

Experienceinyear Noofrespondent Percent(%)

Lessthan2year 7 14.9

3upto5year 28 59.6

Equalorabove6year 12 25.5

Total 47 100

(Source:primarydata)

Asshownintheabovetable4,7(14.9%)oftherespondentswhohavelessthan2years

workexperience,28(59.6%)oftherespondentshave3upto5yearworkexperienceand

12(25.5%)oftherespondentshaveequalandabove6yearsworkexperience.This

impliestheexperienceofrespondentswho areoperatedmetalandwoodworking

enterprises.From thoserespondents3upto5yearworkexperiencedenterpriseare

dominatedintheworkareaoftheseenterprises.

Table-5:Theproblem whichfacestheoperationofSBE

Item Noofrespondent Percent



Lackofmoney 10 21.3

Lackofmarketplace 15 32

Lackofmarketaccess 13 27.7

Governmentpolicy - -

Lackofinput 9 19

Other - -

Total 47 100

(Source:Primarydata)

Theabovetable5,presentsrespondentsresponseabouttheproblemsthathinderthe

workingprocessofSBE’s.10(21.3%)oftherespondentsfacedlackofmoney,15(32%)

oftherespondentsarefacedlackofmarketplace,13(27.7%)oftherespondentsare

facedlackofmarketaccessand9(19%)oftherespondentsarefacedlackofinput.All

theabovefactorswhichfaceSBE’sduringstartingtheirownbusinessandtoperformed

theirworkprocess.Italsoaffectnotgotenoughprofitfrom businessarea.

Table6:Themarketingproblem ofSBE’s

Howcouldyouthinkaboutthemarketproblem ofsmallbusinessenterprise?

Item Noofrespondents

Only have 1

choose

% Above1choose (%) Total(%)

• Lack of marketing

knowledgeandskill

4 8.5

• Competitiveproblem 9 19.15



• Lackofmarketplace 3 6.4

26

55.

391

• Lackoffinance 5 10.62 - -

Total 21 44.7 26 55.3 100%

(Source:Primarydata)

Accordingtotheabovetable6,respondentsgavetheirresponseaboutthemarketing

problem ofmetalandwoodworkingenterprise,4(8.5%)oftherespondentsthatfaced

thelackofmarketingknowledgeandskill,9(19.15%)oftherespondentsarefaced

competition situation,3(6.4%)oftherespondentsfaced lackofmarketplaceand

5(10.62%)ofthe respondents are faced lack offinance.On the otherhand the

respondents thathad respond and selected above one choice from the given

alternatives,26(55.4%)oftherespondentsarefacedlackofmarketingknowledgeand

skill,competitionsituationandlackofmarketplace.Basedontheaboveinterpretation

theresearcherunderstoodthat,metalandwoodworkershadfacedmarketingproblems

and also theaboveconditionsarehindering theirgrowthand incomelevelofthe

enterprisewhentheyoperatetheirbusiness.

Themajorproductsthatareproducedbymetalandwoodworkingenterprisesare:

Accordingtotherespondentsresponsesproductswhichareproducedbymetaland

wood,from thetotalrespondents22aremetalworkingenterprise,whereas;25arewood

workingenterprise.Metalworkingenterpriseproduceproductslike:Door,Window,Metal

Bedandgeneralmetalwork.Ontheotherhandwoodworkingenterpriseproduce

productslike:Buffet,Shelf,Box,TV set,Bed,Dressing,andTable,homeandoffice

furnitureandgeneralwoodwork.Thesearethemajorproductsofmetalandwood

workingenterprise.

Table7:Strengthofproductandproductquality

Howdoyouevaluateyourproductqualityandstrength?



Response Frequency Percent(%)

Excellent 6 12.8

Verygood 7 14.9

Good 12 25.5

Modest 22 46.8

Poor - -

Total 47 100%

(Source:Primarydata)

Aswecanseefrom theabovetable(7),6(12.8%)oftherespondentssaidthat,strength

oftheirproductandqualityproductisexcellent,7(14.9%)ofrespondentsaidthat

strengthofproductandproductqualityisverygood,12(25.5%)ofrespondentssaidthat

strengthofproductandqualityproductisgood,22(46.8%)oftherespondentssaidthat

strengthofproductandproductqualityissatisfying.From thisdataitcaneasilybe

understoodthatmostoftheenterpriseofferedaresatisfyingproducts.Howeveritis

believedthatcompaniesshouldproducequalifiedproductstowinthecompetitioninthe

marketplacewheretherearecompetitionslikethemarketoftheMSE’sareoperating.

Table8:Comparisonbetweenthepricesettingsofenterprisewithothers

Pricesetting Noofrespondent Percentage

Verygood 6 12.8

Good 17 36

Medium 22 46.9

poor

varypoor

2

-

4.3

-

Total 47 100

(Source:Primarydata)



Theabovetable8,showsthattherespondentwhorespondabouttheirpricesettingof

theenterpriserelativewithotherfirms,6(12.8%)oftherespondentsaidthattheprice

settingisverygoodcomparingwithothers,17(36%)oftherespondentrespondthatthe

pricesettingoftheenterpriseisgoodrelativetoothers,22(46.9%)oftherespondent

saidthatthepricesettingismedium and2(4.3%)oftherespondentssaidthattheprice

settingisbelowwhencomparingwithotherfirms.Basedontherespondent’sresponse

theresearchersaidthattheenterpriseshouldunderstandthepricesettingstrategyin

consideringtoanypotentialcompetitorsthatmightwanttojointhemarket.

4.3MarketTraining

Table9:Marketingtrainingandknowledge

Doyouthinkthatyouandyouremployeeshavemarketingskill?

Response Noofrespondents Percent

Yes 10 25.3

No 37 79.7

Total 47 100

(Source:Primarydata)

Theabovetable9,indicatethatregardingtothemarketingtrainingandknowledgeofthe

SBE's,37(79.7%)ofthe respondents are notreceived marketing training whereas,

10(21.3%)oftherespondentssaidthattheyhavereceivedmarketingtraining.From this,

asweunderstoodthatSBE'sareproduceproductsthroughtheirexperience,butnot

usingoftheirmarketingknowledgeandtraining.

Table10:Thewayofacquiringmarketingtraining

Howdoyougetmarketingskillandtraining?

Item Noofrespondents Percent

Bytrainingfrom Governmentbody 8 80

Byeducation 2 20

Byexperience - -



Others - -

Total 10 100

(Source:Primarydata)

Aswehaveshownontheabovetable10,8(80%)oftherespondentsacquiredtraining

from thegovernmentand2(20%)oftherespondentstheyhavetakentrainingthroughby

education.From theaboveinterpretationweunderstoodthat,thegovernmentplaysa

greatcontributionforSBE'sbyprovidingmarketingtrainingandeducationtoimprove

thecountryeconomy

4.4.Distribution

• Thewayofdistributiontothemarket:

Mostoftherespondentshavesaidthattheydistributetheirproductwithouttheuseof

anyintermediariesthatisthewaytheyuseisdirectdistributionmethodwhichisfrom

producerdirectlytotheconsumer.Thereasonstheseenterpriseusethismethodof

distributionisbecausetheyhavefinanceconstrains,lackofplaceduetotheruleand

regulationofthecityadministrationandthenegativeattitudethattheintermediaryhave

forthosesmallscaleenterpriseproductandarenotgoodqualityproducts.

4.5.Communication

Table11:Communication

Didyouusepromotionalactivityinyourorganizationwhenyoustayinthemarket?

Response Noofrespondent Percentage

Yes 15 31.9

No 32 61.1

Total 47 100

(Source:Primarydata)

Asshowninthetable11,15(31.9%)oftherespondentareusingpromotionalactivity,



whereas;32(61.1%)oftherespondentarenotusingpromotionalactivities.Becausethe

respondentshavelackoffinance,lackofmarketingknowledgeandskill.Inadditionto

thisrespondentsproducesmallamountofproduct,duetothistherespondentsdidnot

engageinpromotionactivities.Moreovertherespondentsbelievethat,iftheyproduce

qualityproducts,thecustomerswillcomeatanytimetobuytheneededproductsfrom

theenterprise.Aswehaveexpressedontheabovetable14,therespondentswhoare

usingpromotionactivitiestointroducetheirproducttothecustomersandtothetarget

market,byusingthefollowingpromotionactivitieslike;Banner,Billboards,Wordof

mouthcommunicationandBazaaretc.

4.6.Segmentation

Table12segmentation

Doesyouusesegmentation?

Response Noofrespondent Present

Yes 20 42.6%

N0 27 57.4%

Total 47 100%

Source:(primarydata)

Asshownthetable12,20(42.6%)oftherespondentsaidthattheenterpriseareusing

segmentation,whereas27(57.4%)oftherespondentssaidthattheenterprisesarenot

usingmarketsegmentation.Intheabovetable12,shownthat57.4%oftherespondent

responsesaidthatmarketsegmentationisnotapplicableintheenterprise.

Tabel13,methodofsegmentation

Bywhichmethodsegmentationmarket?

Response Noofrespondent Present

Geographical 3 15%

Demography 13 65%

Psychograph - -



behavioral

total

4

20

20%

100%

Source:primarydata

Asshowntheabovetable13,3(15%)oftherespondentsaidthattheenterprisesareuse

geographicalsegmentation,13(65%)oftherespondentssaidthattheenterprisesare

usedemographysegmentation,4(20%)oftherespondentssaidthattheenterprisesare

usebehavioralsegmentation.clearlyindicated,thattheabovetable13,13(65%)ofthe

enterprises,supportthedemographymarketsegmentation.

CHAPTERFIVE

5.ConclusionandRecommendations

5.1.Conclusion

Itwaswidelyacceptedthat,smallscaleenterprisearethebackboneforthe

developmentofmedium andlargescaleenterprise,andalsomicroandsmall

scaleenterpriseareveryimportantfortheoverallsocio-economicdevelopment

ofanycountry.Inaddition,smallbusinessisgenerallydrivingforcebehindmost

localeconomics.TheseSBE'sthroughtheirgrowthgenerallyareonesthatcreate

mostjob opportunities forunemploymentproblem in the area.Also small

businessesarevitalintoday’seconomy;becausemuchrevenueobtainedbythe

governmentisfrom businesstaxesandsmallbusinessesareresponsibleforjob

creationinnovationcontribution.Butthisresearchhasattemptedtoidentify

majormarketingproblemsthataffectthegrowthandexpansionofmicroand

small scale enterprise. Therefore,depending on the analysis and the

interpretations there are identified marketing problems in metaland wood

workingenterprisesinWolkitecity.

Conclusionsaregivenaccordingtotheidentifiedproblem.Therefore,themajor

factorsthathinderSBE'sthecaseofmetalandwoodworkingenterprisearethe

following.



• Weakmarketingcommunication:Mostoftherespondentsdidn'tconduct

promotionalactivities to introduce theirproductto the targetmarket.

Becausethereislackofawarenessabouthow topromotetheirproductto

theirtargetmarket.Inadditiontothisweunderstoodfrom thecustomerpoint

ofview,SBE'snotintroduce(inform)abouttheirproducttothem.

However,theliteraturedictatesthat,marketingcommunication(promotion)is

theessentialandthebasicaspectofmarketingmixelementsinwinningthe

competition.

• Lackofpricesettingstrategy:ItisoneofmarketingproblemsofSBE’sthat

affectthosemetalandwoodworkingsectors.Asweseenfrom thefinding,

theysettheirproductprice byexperience and considering the costof

productionwithoutusingpricingsettingmethods.Buteverybusinesssectors

bettertousethepricesettingstrategyinordertomakethepricereasonable

andaffordabletothecustomers.

• Asweunderstoodfrom thefindingofthisresearch,mostofthetimeSBE's

areproducingsimilartypesofproductstothemarket.Duetothis,thereis

lackofproductdiversityorVaritywhichisproducedbymetalandwood

working enterprises in Wolkite City.However,ifSBE's produced Variety

productswheretheyareoperating,firmscangetcompetitiveadvantage

throughproductdiversityorVariety.

• Lackofskillandknowledgethatrelatedwithmarketingstrategy:Accordingto

thestudy,mostoftherespondent’seducationalbackgroundindicatesthat

theyhavelackofmarketingknowledge,skillandtraining.Astheresult,most

ofthem doingbusinesstraditionally,theyproducedproductwithoutmarket

analysis,settingpricearbitrarily,marketingcommunicationactivitiesisnil

andsoon.

• Theproblem thatrelatedwithdistribution:From thefinding,mostofthe

respondentshavesaidthat,theydistributetheirproductwithouttheuseof



intermediarythatisdirectlyfrom producertocustomer.Thereasonthis

enterprisedidn'tusedistributionchannelksbeacausetheyhavefinancial

constraintsandlackofmarketplace.Inthiscase,distributionproblem was

facedforsmallSBE's.However,itisbetterforSBE’sfindanduselesscost

marketingintermediariesastheyproducedconsumerproducts.

5.2.Recommendation

Ashasbeenpointedoutintheconclusionthemarketingproblemsofsmall

businessenterprise,theresearcherhavetriedtorecommendtotheownerofthe

smallbusinessenterpriseinordertoarrangethebusinessactivities.Therefore,

thefollowingrecommendationsareforwardedtothecityadministrationbody

andmetalandwoodworkingenterprise.

• Concerningthecityadministrationbody

SBE'sarefavorablefortheexpansionanddevelopmentofthecountry’seconomy.

Therefore,allmicroandsmallscaleenterpriseneedsupportandconducive

environmentinordertogrow themselvesandtocreatejobopportunityforthe

society.Thecityadministrationbettertofacilitatethingswhichareneededtothe

smallbusinessenterpriselike,electricpower,road,watersupplyanddifferent

communicationnetwork,regulatingthemarketinsuitableway,controllingthose

illegalbusinessenterpriseprovidingdifferentcreditcentersforthemicroand

smallscaleenterprise.Thegovernmentandotherconcerningbodieshaveto

contributetheirshareinordertocommunicatemoderntechnologiestothose

microandsmallscaleenterprise,whichhelpthem toproducemorequality

productandtoreducetheiroverallproductioncost.

Thegovernmentshouldcontrolthoseillegalornonlicensedenterpriseandmake

them realizedorlikenedwithminimum costastheircapitalwasconcerned,in

ordertomakeconduciveenvironmentfortheoverallgrowthandexpansionof

microandsmallscaleenterpriseintheWolkitecity.Inadditiontothisthe

governmentshouldsupportsmallbusinessenterpriseinprovidingplaceforthe



businessactivitiesthatenablesthem todistributetheirproducttothemarket.

• Concerningtheownerofthemetalandwoodworkingenterprise

• Theconcernedbodybettertopromotetheproductsmoothlyoraccessibility

bymodifyingtheexistingworkingsystem,soastoattractmanycustomers

and to create awarenessto the customeraboutthe productwhich are

providedtothem.

• Tosolvetheproblem thatrelatedwiththedistribution,itisadvisabledevelop

andusemarketingintermediarylikeretailerandwholesellertoofferthe

productto the market.Those intermediaries buythe productand they

distributetheproducttodifferentareas.Eveniftheproblem ofdistribution

existswithinbusinessenterprise,intermediariescanreducetheproblem that

relatedwithdistribution.

• The small and micro business enterprise department in the local

administrativeofficehassofarprovidedseveraltraining.

So,ifyoutaketrainingwhatthegovernmentprovides,thegapofskilland

knowledgewillbereducedtoyou.

• Theresearchersrecommendedthat,itisbettertoproduceproductsbasedon

theneedsandwantsofthetargetmarket.ProducingVarityproductsinterms

ofqualityaswellastypeisveryimportantinaddressingcustomer’sneeds

andwantsascustomersinmarkethavedifferentpreferences.

Ingeneral,itisadvisabletodeveloppositiverelationshipaswellasstrong

integrationandcoordinationbetweentheenterpriseandcustomersinorderto

solvetheproblem thatisrelatedwiththemarket.

Appendix-I



WolkiteUniversity

SchoolofBusinessandEconomics

DepartmentofMarketingManagement

ThesequestionnairesarepreparedinWolkiteuniversity,CollegeofBusinessand

Economicsbymarketingmanagementstudent.

Dearrespondentsfirstiwouldliketothankyouforgivingyourvaluabletimeandforyour

cooperationinfillingthisquestionnaires.

Thequestionnairesaim tostudymarketingproblemsofmetalandwoodworking

enterprisesinWolkitecity.So,dearrespondentsweneedyourideasandfeelings,while

weuseyourresponseonlyforeducationpurpose.

Guideline:Notallowedtowriteyourname

:Putyouransweronthegiventickmark()

:Writeyouransweronthegivenspace

:Ifitisnecessaryyoucanchoseaboveonealternativeanswer

•

•

• Sex: Male Female

•

•

•

• Age: 18–28 39–48 49andabove

•

• Educationstatus:

illiterates primaryschool secondaryschool

Certified Diploma Other------------------



• Howmanyyearsyourenterprisesstayonthejob?

lessthan2year 3–5year 6andaboveyear

• Whattypeofproblemsfacedonoperatingyourbusiness?

Lackofmoney Lackofmarketplace

Lackofmarketaccess Lackofinput

Governmentpolicy

Ifyouhaveothers---------------------------------

• Whichproblem doyouthinkthatfacedSBE’s

Competition

Luckofskill Lackoffinance Marketproblem

Ifyouhaveother-----------------------------------

• Howdoyouevaluateyourproductstrengthandqualityproduct?

Excellent Verygood Good Medium Poor

Varypoor



• Howisyourenterprisepricesettingstrategycomparewithothersimilarfirms?

Verygood Good Medium Poor verypoor

• Doyouthinkthatyouandyouremployeeshavemarketingskill?

Yes No

• Fortheabovequestion9youranswer“Yes”howdoyougetmarketingskilland

training?

Bytrainingfrom governmentbody Byeducation

ByExperience Ifyouhaveother…………………………………….

•

•

• Didyouusepromotionalactivityinyourorganizationwhenyoustayinthemarket?

A.Yes B.No

• Fortheabovequestion10ifyouransweris“Yes”whattypeofpromotionalactivities

douse-----------------------------------------

•

•

• doseyouusesegmentation?

Yes No

14.fortheabovequestion13,youranswer‘’yes”bywhichmethodsegmentationmarket

?Geograpcal demography

Sychogeraphy behavioral

Thankyouforyourcorporation!!
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