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Spreadsheet

Conditional Formatting Workbook - Excel

Sign in

Insert  Pagelayout  Formulas  Data  Review  View @ Tell mewhat you want to do £ Share
g;. Calibri Ju c AN E=E % SwepTet General [;} Q gn:n Ex @ ::tjﬁum " Ay p

Paste & B I U~ H- D-A- === == EMergetiCenter - $ - % 2 | 58 53 Fi?::;;';a’ F‘;’;::fs S;ﬁ: et bormat g ::t’:ff SF;'I‘:dBf
Clipboard = Font ] Alignment ] 1 Styles Cells Editing A
A2 » fe | salesperson v

A B @ D E F G H
1 Sales Team Review
PRl Salesperson Region Covered Febrtary 2017 Sales January 2017 Sales  Percent Change
3 |Jeffrey Burke Oklahoma S 28,000 S 2,460 S 21,238 32%
4 |Amy Fernandez  North Carolina S 23,138 $ 1,521 S 23,212 0%
5 |Mark Hayes Massachusetts S 25,092 $ 1,530 S 20,454 23% -
GAJudith Ray California S 21,839 S 1,923 S 24,619 -11% 'ﬂ
7 |Randy Graham  South Carolina S 23,342 $ 2,397 S 20,045 16%
8 |Christina Foster  Delaware S 23,368 S 1,500 $ 17,537 33%
9 |Judy Green Texas S 21,510 S 1,657 § 24,951 -14%
10 |Paula Hall Virginia S 21,314 S 2,418 S 18,082 18%
1]
2 Totals $ 187,603 $ 15,406 $ 170,138
13|
14
15 i
16 |
17|

Sheetl ® 1 - \ o

Count: 6

B @ o -




N1SEYICTINDINIRHUFIAD

== X

Google Sheets Microsoft Excel OpenOffice Calc




NISEYICTINDINIRHUFIAD

Document] - Word | £a)

Insert Design Layout References Mailings Review View Help Q Tell me what you want to do

-y T - B p— £ Find ~
. . .| Bp| =Li=L . |e=a=| A o
i |calibri (Body) ~[11 -] A" A7 Aa- | B | =12 e AaBbCcD(| AaBbCcD: AaBbC( AsBbCcl AQB assbcer | o S
w3

Paste . A . = Py v 00 1 3 t =

" * Format Pairter B I U-aex, x [G-% A . T Normal Mo Spac.. Heading1 Heading 2 Title Subtitle < I3 Select

Clipboard F Font [F] [ Styles [ Editing Sensitivity ~

L R SR TR TR FERY FRRE SRR RE R SRR FRIE RIS P PRI DS = PRI PRI, T

12

OIS

Document or word processor :



N1STYICTINDINIWNUTIAD

S Presentation Wizard ap— - [ BT

Type
@ Emply presentalion
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LI Do not show this wizard again

Presentation slides Help Cancel Next >+ Create
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Basic visual aids and graphs
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AND DEVELOPMENT KNOWLEDGE MANAGEMENT

] For the first time, | learned about online
Through techt logy | ca promote my busines marketing and it really made a difference Through ICT and the Internet | Through Internet and ICT | can go

locally and glo & | how | romote myp” wuc. can .cce: ; diff rr . _~annels “~vcd bort o< with my business.

t ough vich can s Il m
roducts.

S’
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Thalland

KNOWLEDGE AND W, J
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After the social media for business training |
Applylng the skills in ICT for business Internet and ICT benefit not Only myself o]0] feel empowered! | created my own Business
generates more income and job opportunities also my community members. Facebook page where | promote my products

and story.
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Learning sites
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» Food business

» Beauty salon

»  Buy and sell

» Community store
» Home service

»  Online selling

» Bag making

»  Make-up artist

» Coffee shop

»  Sell clean water

» Designing

» Bake and sell cupcakes

» Bake and sell cookies
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Planning
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Mission
Statement
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IELILRA Screening questions for business ideas and sample answers

Business Idea 1: A Home Service Beauty Shop
Short Description: The beauty shop will offer haircut, shampoo, blow dry services, hairstyling and hair
treatment. | will use my house as a place to start. | can also offer these services at customers’ homes

Questions/Rating

Very
high

Quite
high

Quite
low

Very
low

None

Don't
know

Notes (strengths, constraints and
action plan)

a. Do | have (personal)

+ Knowledge (what the
business is all about)

» Skills (learned ability)

+ Competency (ability and
behaviour)

| know but | need to know more

| have experience but | need to
practise with others more

Not knowledgeable about hair
treatment

« Traits for a successful
entrepreneur

» |nterest

» [ime

| have to learn and practice more

| am very much interested

| can get help from my relatives to
do some of my domestic work
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b. Do | have money
(capital)

| have savings and | can get help
from relatives

c. Are these available?
(resources)

« Raw materials

| need to compare costs of hair
products

« Equipment

| have to buy comb, new pair of
scissors, blow dryer

« People to hire

| do not need yet but there are some
whom | can ask

d. Will people buy my
product or service?
(demand)

| will have to make a contact list of
people and possible customers

e. Are there others who
offer the product or
service? (competitors)

| will check the neighbourhood who
offers the same service

f. Other criteria
« Health concerns in
using products

| will check if there are important
health concemns

« Does business require
icense?

| will check
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| customers
. A

s ™y
Support

SEMVICes
l\ -~

i ™
Human

| networks

e o

.
Economic

clusters )

.,

[ Infrastructure /

- : ~\
Educational
Institutions

L -

N
Leadership |

ey
/"'— Government
b -

- Culture ,|
Success
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( Human 1
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government
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Entrepreneurship
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Questions to ask

1. How many people are there in
the community and nearby?
(disaggregate data by gender, age
and income levels, if available)

2. What are the most important local
institutions? (e.q., government, city
and village council halls, schools,
health centres, hospitals, banks, post
offices, places of worship)

3. What are the most important
production and trade places? (e.q.,
markets, shops, craft and repair
workshops, agricultural plots,
factories)

Sample answers based on the case
of Mrs. Kuhn
(Case Study 1)

Total population: 50,000

« Female: 25,000

« Male: 25,000

- Children (1-9 years old): 12,500
« Youths (10-19): 10,500

- Young adults (20-29): 8,500

« Adults (30-39): 6,500

« Seniors (40 and over): 12,000

= Municipal hall — 1

- Village council halls — 10

- Schools — 14 primary and 4
secondary schools (3 are privately
owned)

- Health centres — 5 (including a
big one at the municipal hall)

« Hospital — 1

« Bank-1

« Place of worship — 1

- Market - 1

Shops - 30 or more

Craft and repair workshops
Agricultural plots

Factories

Up9IsaUganAsInouAndulataonigsna

The opportunities and
constraints that are
revealed by answering
the questions

The number of possible
customers where targets
can be identified

Potential places where the
business product can be
distributed or promated,
and places that can
provide support for the
business

Possible location of
competitors
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4. What are the distances by land,
water and air, as appropriate?
(provide information on the level of
access to main roads; distances to

nearby villages and cities, and to the
capital city; and the level of access to

rivers and other waterways, and to
airports)

5. What are the means of
transportation? (e.g., by bus, train,
taxi and others)

6. What are the meeting points of
women, men and children? (e.q.,
schools, health centres, places of

worship, water wells, washing areas,

markets, women's associations,
community halls, parks)

Access to 2 major highways

To city (15 km)

To capital city (50 km)

To domestic airport (25 km)

To international airport (65 km)
Two main connecting roads reach
all the feeder roads of the villages
All roads are paved

Buses and small passenger
vehicles pass through the major
highways

Several small passenger vehicles
run by motorcycles are available
to the public throughout the day
and night

Meeting points of women and
men are in the market, place of

worship, schools and community
halls

To identify and calculate
distribution and
production costs

To identify and calculate
distribution and
production costs, and
t0 assess customer's
convenience in visiting
your business location

For promaotion and
distribution of products
and services

dulatasnniss

9

f
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Describe your typical customer

Population
demographics (include

relevant factors

such as age, gender,
educational lewel,
ethinicity and income
lewel)

Geographical location
(where they live)

Psychographic
(lifestyle and attitudes)

Buying considerations
(primary reasons
customers purchase
your productfservice)

Other description of
Customers

Others

Is this person:

« Female or male

- Old or young, and in which age group {e.qg., 0-15, 16-30, 31-45, 45
and ower)

« Educated up to primary school, high school or college

« Working, and what is her or his annual income range {e.g., USD 1,000-
UsD 5,000, USD &, 000-USD 10,000, USD 10,000 and owver)

Does the person live in:
- City

Suburbs

Your Community
Uphill

Howv far do they live from your business place?
« Your neighbour

« 500900 meires away

- 1-2 kilometres away

Is your customer a:

« Professional

- Skilled or unskilled worker
- Student

- Single or married

=« Miother with children

« Father with children

Benefits
Price
Convenience
Senice
Status

Consarvative
hainstream
Practical
Adventurous

Where do they meet socially?




Mlutv1noasu1d¥aLs:

Factor for Change

Substitution
Combination
Amplify
Minimize

Put to other use
Eliminate

Rearrange

Change Process

Replace one or several components of the product
Merge one or several elements of the product
Enlarge or make the product more sophisticated
Make the product more simple

Use the product for different purpose

Delete unnecessary parts

Revise the order of the elements contained in the product
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SMART Description Goal Example

S — Specific It is detailed and precise To increase the number of female customers aged 21
to 30 years old

M — Measurable It is quantifiable To increase the number of female customers aged 21
to 30 years old by 100%

A — Attainable It is doable and attainable To increase the number of female customers aged 21
to 30 years old by 70%

R — Realistic It is based on real life To increase the number of female customers aged 21
to 30 years old by 50%

T —Time-bound It is within a time frame To increase the number of female customers aged 21

to 30 years old by 50% in 6 months
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LOCAL WISDOM HOW THE PRODUCT MATERIALS WHY YOUR

CRAFTSMANSHIP

IS MADE : EX. SILK, COTTON, PRODUCT IS SO
SILVER

EX. HANDMADE SPECIAL
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1 Sales Projection

2

3 Product/Monthly Sales Frice( M1 | M2 | M3 M4 | M5 | M5 | M7 | M3 | M9 | M10 | M1l | M12 | TOTAL
4
5 Productl 125 150 225 250/ 300f 350 400, 250/ 300/ 350 400f 5000 3600

b Quantity 23 30 45 30 b0 70 80 50 b0 70 80| 100 120
f

o
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2)MAUANAYNSNITAAIA : 5 Ps
> PRODUCT
> PRICE
> PLACE
» PROMOTION
> PROFILE



