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Quite often it 1s said that you have to scan the environment o

This paper addresses few basic questiohs to understand and

1deas.
Some of the

apply the same for i1dentification of business 1deas.
basi1c questions that occur to our mind are 1
\ :
' 1. What 1s a business idea and opportunity ?
SMEs 7

T8 wWhat 1is environment and its structure for
relevant

wWhat are the components of environment that are
to SME idea generation 7

A

G What 1s Scanning 7

I How to generate 1deas via. scanning ?

Area there any 7
v What Formal/lnformal sources for Environment Scanning

are available”

WHAT 1S BUSINESS IDEA AND OFFORTUNITY 7

To be a successful entrepreneuwr . 1t 15 necessary to have the
and quality of sensing opportunities. It 18 an

foresight
calls for the

important Entrepreneurial function which

the curious

abi1lity and eaqgerness to perceive and receive
si1gnals, sieve and process them for arriving at & final
decisi1on 1n favour of an 1dea/enterprise. An entrepreneur
cearches for and 1dentifies an opportunity before working
eneragetically to convert 1t 1nto a business 1 ality.,




interaction between the need of

Opportunity is a result of

the society, capability of the entreprenéur and resources

availlable i1n the environment. It 1s this need that needs to
he i1dentified as Idea. Thus 1dea becomes an opportunity iF
1t has good chance of success. The chance c success 15 1ts

evaluation i1n the environment 1in which this idea 1s going to

A good idea that lands in the hands of capable

emerqge.
entreprengur has better chances of success. Thus a good

idea, capable entrepreneur and adequate resources are a must

LF]
for ideas to emerge as successful business opportunities.
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WHAT IS ENVIRONMENT AND ITS STRUCTURE FOR SMES 7

All the small, medium and large industries emerge exists 1n
an environment around them. This environment is nothing but

as components) which

a set of factors (could be called

influence needs that lead to emergence of an idea, survival
of the business opportunity and its growth. It will be

1mportant to know those factors - which could be inseparable

components in an environment and understand the linkages to

1dentify both emerging and existing

2.1 Structure of Environment.

Looking to the needs of the society and resources available.

>

we can classify the structure of environment as follows

(c) Distrigts (d) States

(a) Blocks (b) Towns
International(h) Inter-regional.

(e) Regional (f£) National (q)

i1) Global.

-
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Left to market Férces, the emergence is based on the
requirements or needs of E) specific structure of the
the

environment. There could be several tvpes of trends 1n
needs and such market—-trends are tremendous sources of
opportunities. The i1nfluence oF‘developed countries on the
developing countries (Garments. Consumer durables) 18 @&
of such shifts creating opportunities.

classical example
Thus understanding environments. trends etc. would immensely

of new ideas and existing business

help identification

1deas.

WHAT ARE THE COMPONENTS OF ENVIRONMENT THAT ARE RELEVANT TO

SME IDEA GENERATION 7

Environment scanning refer to the understandinag of

]

trends/changes that wi1ll bg qQoing through on long term

1s necessary to understand the various component s

basis. It
of such environment and the current status and future

changes that might take place with respect to each
component. This will be the starting process for
of

1denti1fication of business 1dea. Some of the components

the environment are as follows

Need and demand of an area, reglon or Country (market)

Natural resources and thélr utilisation

2%

X Teehnnloqy changes

4. Industrial development and trends
S Socio—-economic trends :
5. Problems.

Lo Government Folicies.
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Bt Wyl d be essential to study the above comp.nents thal
bring the vital linkage to needs of the consumers and
resources through the creation of new entrepreneuwr with

tOr

respect to any geographical area and environment

neneration of Business Ideas.

WHAT IS ENVIRONMENT SCANNING :

refers to

q.

the understanding of

Scanning of environment
market . economic. socio-cultural (changing li1fe style) .,
technological and community problems of a spec1fic
geographical area. It is not a matter of j)ust observing the
deviation in the environment but sensing the emerging
opportunities out of the present situation and from - the
needs for goods and services. As mentioned

emerginag
could be

earlier, every components of the environment

Need to solvinag problems of community could be a

scanned.
1S

for service business i1deas. Environment scanning

source
’
problems and

then the process of thinking about the chronic
needs of the communities in the present context and also
the problems that hold future prospects. It

understanding
by intuition,

the process of thinking about the future

1S
qut feeling and observable pattern 1n todays events.
4.1 Understanding Environment Components & Their Linkages to
New Ideas :

to

Market “ has been the driving force for 1deas to emerqe
meet the (growing) met/unmet needs. However , these
met /unmet needs are i1nfluenced by several factors called

The evolution of iheas could be best explained

components.

.

by the following model :

I~




of met /unmet needs (E»c ludes

(1) Mar ket — Combination

1nflows/out flows of an area/lncatieg)f«rw
/ \
~

Unmet Needs

Market /LocalOut—" \
! sourdside | l Present
o Sourcf / Market
Market needs. \ \\\ : /K
Ny o ! New Needs
e e

3 sgﬂﬂ/,/’//
ntial busine ideas. Only thina

or

Unmet needs are always pote

that needs to happen is its growth. With growing level
volume of unmet needs the economlc size of potentlal
busi1nNess 1S reached to force the promotion of an investment

1dea. Further. growth of existing mar ket might force upon
new investments oOr force the expansion of existing area.

This could be very simple than of 1dent1fication.

L 11 Market Shifts' -~ Sources for New Eusi1ness ldeas @

i MARKET

L)

factors which catapult new needs are presented in the

Thie

tullowing diaqram 3
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ENVIRONMENT SCANNING FOR IDEA

GENERATION IN ANY GIVEN AREA




It may be essential to establish the component as a cause
to effect market shifts. New technology brinas e
benefits, replace products/services that presentiy of fer
benefits below par. This shifts creates scope for e
products and thus new technoloaqy becomes a cause to effect
business 1dea.

also practiced 1n

Guite often environment scanning 1s
invol ved in

groups. The group could be various executives
the industrial developments, officers from financial
institutions, successful entrepreneurs, futuraistac wi1ld
thinkers etc. These people meet and discuss what 1
what future will hold for the

currently happening and
As this 1¢ a

business 1deas that they are brainstorming on.
phase of idea generation. there will be no evaluation of

ideas.

Experience of such exercises 1n one state of India namely
Andhra FPradesh shows encouraging results. In the process
of industrial development , there were larqge number of
businesses which are replicated and the point of saturation
was set in the early on BUOs. The institutions funding

1ndustrial projects were not finding enough opportunities to
support and entrepreneurs were not getting opportun:ities to

tnvest. Sometime non—-availability of alternative 1deas 1s a
big bane for healthy industrial development. It 18 in thas -
that environment scanning was practiced and a two

,context
deve lopment

days deliberation of nearly 20 industrial

officers resulted 1n over 50 1deas which were futuristic.




HOW TO GENERATE IDEAS THROUGH SCANNING ENVIRONMENT

Some oOf the basic steps i1nvolved in the identi1fication ot
business 1deas through scannina and solving problems could

be 1llustrate with the following table

FProblem Need

Hunger Food Farm: g

Disease Medicine Clinics Fathological

‘ Services.

EBEoredom Entertainment Clubs and Music Groups

Heat Ventilation Fans

Theft Security Locks, Remote Control
Car Key

SOME_ SOURCES FOR EBUSINESS IDEAS :

informal sources could be

Some of the established formal and
involved while environmental scanning 1is done either by an
individual or a qgroup. These sources are presented 1n the

following table :

Pc?nmnal Information Sources 1

% Family i1. Customers idi. Friend

1iv. Colleagues v. Salesmen vi. social contacts

vii. Employees

Personal Formal Sources 1

1 Bankers i1. Business Counsellors

"Impersonal Writen Bources 1

3 Magazines 11. Journals 111. Books

1v. Newsletters v. Newspapers vi. Cataloaques




Impnfsonal Oral Sources 1

i Trade shows 11. Seminars/Workshops
111. Professional 1v. Small Business Organisations

Organisations

Suppliers/Dealers.

Business Opportunity Identification 1 Idea G. eration

This paper which sets the background for 1dentification of
Fusi1ness Opportunity 1s expected to offer new directions for the
ldeas. As mentioned earlier, lIdea 1s the

generation of Business
and

of the society and understanding of the current needs

needs
components

the future needs of the society by scanning various

and related trends is what generation of ideas 1s all about. In

order to distinquish fads from 1deas. business opportunity
scan various

identi1fication becomes essential task. When you

components you normally generate large number of 1deas but 1dea
generation 1s one aspect of the whole exercises. The othe:
aspect of the identification 1s to look at the soundness of the
business Idea. The 1dea thus generated needs to be converted 1n
to entrepreneaurtal business opportunity by the study of
interaction of the needs, capability and resources. The
fellowing diagram 1llustrates the generation of business

opportunities :
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Dynamics of Business Opportunity Identification

Need bF the sqciety (Feople)

Entrepreneui1al
Opportunity

o .

T

Capability of Entrepreneurs Rescurces Avallable 1n
the Environment

-
-

Need of the Society (Feople)

AN idea may be very good but for converting into  an
entrepreneurial opportunity., people must feel 1ts need. If the
the idea will remain dormant t1ll efforts

need hés not been felt,
In

are made to convey this need into a felt need in the society.

case such felt needs already exist, the job of the entrepreneur
Eut before finalisinag the project such

1s comparatively simple.

needs of the society should be ascertained through various means.

Capabi1lity of Entrepreneurs z

11 )

Fotential entrepreneurs may possess & variety of capabilities and

potential due to different family background, previous
experience, exposures and personality traits. These varied
capabilities make an entrepreneur more sultable for certain
projects and less capable for others. These require careful
matching with the existing and desirable capabilities of the

entrepreneurs for pursuing the given business opportunities.
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DEVELOPING NEW ENTREPRENEURS:
Business Opportunity Guidance
by '

C.H. PATHAK
Faculty, EDI

SYNOPSIS

The structure of a new venture rests on the bed-rocks of business opportuni-
ties and the entrepreneur's response to it. If the foundation is not properly
aligned and is thus weak, the structure may well collapse or require exten-

sive repair and support efforts in course of time.

So, all the care and efforts. time and troubles taken in preparing a sound
foundation, by way of selecting or helping to select a right business oppor-

tunity for a venture, pay rich dividends in due course.

Business Opportunity Guidance (BOG) for prospective or potential entrepre-

neurs. therefore, assumes a significant role in any Entreprencurial Develop-

ment Programme (EDP).
STRUCTURE

Based on the field experience of several EDPs, this paper highlights the
four aspects of Business Opportunity Guidance (BOG) component of EDP

as they have evolved over a period of |4 years in Gu:arat and other 5tates

of India :

[i] Importance and relevance of business opportunity.
(.1 Process of identifying and assessing business opportunity.
[.] Linking potential business opportunities to the needs of potential entre-

preneurs.

[ v] Modus_operand: tor Business Opportunity Guidance.
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On the basis of our long and varied experience, it has been possible for
us to develop suitable techniques for opportunity identification as also appro-
priate training methods for imparting Business Opportunity Guidance to
potential entrepreneurs. In course of discussing the above menticned aspects
of BOG some successful techniques and counselling practices which have,

been tested and proven over a period of time have also been presented.




2.0

2.1

IMPORTANCE OF BUSINESS OPPORTUNITIES

A
Business Opportunity Guidance for prospective and potent ial entrepre-
neurs is one of the critical inputs in developing or guiding new entrepreneurs.
The need is not only of identifying potential business opportunities but
also to counsel entrepreneurs for taking up viable and relevant business

opportunities.

What is a Good Opportunity ?

An entrepreneur is supposed to be an opportunity seeker. His/her first task

is to identify and select an attractive business opportunity.

But what is an opportunity? Unless we have known that, we would not know

what is a good opportunity.

In simple terms, opportunity may be defined as an attractive project idea

which an entrepreneur accepts for investment on the basis of certain assum-

ptions about the feasibility of the project.

A mere possibility has to be distinguished from real business opportunity.
In the latter, two ingredients are highlighted viz., (i) good market scope
ie. gap between present supply and current or likely demand and (ii) an

attractive return on investment.

It is difficult to d‘eﬁne in exact terms what one means by a good market
scope and an attractive return. The basic requirement is nonetheless clear
and has to be specified in terms of the potential entrepreneur's individual
perception  which is, beyond all doubts, sharpened by his exposure to an

EDP.
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A trader doing good business, as an entrepreneur, is not likely to worry
much about market scope but he will certainly be more concerned about
production bottle-necks. On the other hand, an entrepreneur having technical
background may be more worried about market and marketing activities

rather than production or production-relatéd problems.

Apart from these two criteria of market-scope and investmert returns,
BO has to be analysed from other view points also : its technical/production
and commercial/managerial viabilities, the availability of raw-materials,

man-power needs, power requirements etc.

Since EDP activities are carried out at a specific place or a centre and
are aimed at local target groups, BO also requires evaluation in the local
context. For example, a business opportunity in a hilly or forest area, such
as Assam, will not be the same as one in an industrially developed region
such as Gujarat.

f,

Thus, location considerations or constraints as also individual strengths

and weaknesses are to be considered while identifying good opportunities.

This multiplicity of considerations makes the whole process of indentifying

viable business opportunities all the more interesting and challenging.

Importance and Need

To become an entrepreneur, the first requisites are to have a strong desire
to take up a new venture, possess sufficient motivational force to gear
him out of his groove and be ready to face some uncertainty and risk invari-
ably involved in new ventures. Mere dream or desire is not enough. For,

one becomes an entrepreneur only when one has transformed his desire

into a feasible business opportunity.
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3.1

One of the basic requirements of EDP activities, therefore, is to help the
potential entrepreneurs after they have been - identified and motivated in
selecting suitable business opportunities. EDPs can not be effective unless
a basketful of attractive business opportunities suitable for a given centre

or region are provided so that a large number of potential entrepreneurs

happily come forward to join the programme.

The identification of such opportunities befose the programme starts, nor-
mally helps in accelerating the process of entrepreneurial development

and in generating institutional interests in the programme.

Apart from being an important ingredient of an EDP, Business Opportunity
Guidance i also crucial for potential entrepreneurs to take right decisions.
A host of problems even at the operational stage may crop up if a wrong
product or project selection has been made. Therefore, a systematic appro-
ach to design and impart BOG training inputs as part of EDP becomes all
the more important. '

BOG, therefore, has to be evaluated and performed from the view point

of first those who wish to offer EDPs and second, those individual entre-

preneurs who have to participate in such programmes.

PROCESS OF IDENTIFYING AND

ASSESING BUSINESS OPPORTUNITIES

Business Opportunity Identification

\
Identification of business opportunities calls for intensive efforts and specia-
lised skills. However, certain indicators or guidelines may help one in iden-

tifying and assessing opportunities on the local level. Such main indicators

are @




(1]  Environment
- basic features of an area and its resource inventory

population, occupational pattern, socio—ei_conomic background etc.

[b] Current Business Scene

present pattern of trading and business activities in the area

with reference to inter-regional flow of commodities, local consum-

ption and needs for industrial goods as also services.

= emerging trends and patterns of trading and business activities

in terms of new demands for consumption of goods and services

in the area.

[c] The Target Group )

- their expectations, strengths and weaknesses (i.e. skills, know-

ledge. financial resources etc.)

These indicators enable one to draw right conclusions on some specific oppor-

tunities or suitable lines of business for a particular target group at a specific

centre.

The actual process of identifying business opportunities begins from exploring

potential opportunities 1n a given situation. This Is a continuous process

and requires sustained efforts for building up and updating the inventory
of opportunities that can be readily offered to entrepreneurs. Such a gathering

.




7

of potential investment opportunities or project ideas has to be undertaken

during the pre-programme promotion work and much before the actual imple-

mentation of EDPs.

The alternatives given below would help one to identifv potential opportunities
in any area. For a clear and analytical understanding, the alternatives are

listed below in terms of sources and areas to be approached for the identifi-

cation of such opportunities :

[a] Resources

[i] industries based on mineral, agricultural and marine-natural res-

ources.

[ii] Waste-based products such as agro-waste, wood-waste, metal-waste

elc.

[b] Linkages

[i] industries arising out of various types of linkages such as backward

and forward integration from existing lines of manufacturers.

[11] ancillary develop.ment projects.

[iii] industries based on substitution i.e. products which are either

obtained from outside the region or the country at large.

[c] Export-oriented Products

[d] Market Shift or Growth

Consumer and industrial products that have growth potential as a result

of increased population or purchasing power, changes in style, living

standards, etc.




[e] Special Products

[1] research and invention-based products _
[11] skill/knowledge based products 1
(i1i) products 'based on Institution/Government purchases, Hospitals/-

Schools etc. 1

: [iv] foreign collaboration.

[f] Service Sector

Household repair and maintenance, service facilities/wrkshops/esta-

blishments to cater to industrial and household needs.

It is possible to identify viable business opportunities on the basis of readily
available data/information. The initial process would involve collecting and

co-ordinating relevant information from the right sources.

Various sources to identify business opportunities can be grouped under three

categories.

[i] Individual contacts
[ii] Institutional contacts; and

[iii] Publications and other literature.

The individual evaluation of each source-category has been presented in

Annexure 'A'.

But, in fact, one must bear in mind that the sources of identifying business
opportunities are almost unlirnited. All the same, with creative and innova-

tive approach, better results can always be cbtained.

Great care has t be taken to effectively explore the right sources for an
appropriate purpose. Since each source has its own dependability, useful-
ness and limitations, the utilisation of these sources by a trainer or an entre-
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preneur has to be done very carefully. Annexure 'A' also indicates the degree

of availability, dependability and usefulness of these source-categories.

From where does this process of identifying business opportunities begin
ar. where does it end ? And upto what extent should such an exploration
be carried out ? These questions have no ready answers. In fact we cannot
even definitely say anything "about the form/format in which these opportu-
nities should be identified and presented to the potential target groups.
The more convenient and popular form/format, however, being used at present
to provide information about business opportunities to prospective entrepre-
neurs, is by Project Profiles (giving preliminary information only) and feasibi-
lity reports-(gwlng detailed information). And there is no plausible reason

for us to suggest anything other then these.

Assessment of a Business Opportunity

The above mentioned framework may simplify the task of identifying oppor-
tunities but the kind of pre};arations and efforts required at this stage will
have to bé carefully formulated. It is not only the extent of information
or type of format (project profile) which is important but also understanding
the expectations of the target group and background of the location, which

play a major role in devising the BOG strategy.

The task of this assessment is better understood if it is broken up in the

following two stages : '

[1]  Pre feasibility Study; and

[i1] Feasibility Study

Pre Feasibility Study

Once the entrepreneurial response starts forth-coming, it is immediately
required to sustain and channelise entrepreneurial interests. That purpose
is first served by the identification of opportunities and second consolidated

by the pre feasibility study the prime objectives of which are to determine

whether :
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-t
- the investment opportunity is promising enough to take & decision in that
regard.
the project is viable from marketing, manufacturing and other points
of view.

the project justifies further analysis in terms of advanced feasibility study.

any aspect of the project is critical or crucial enough to call for indepth

analysis.

On the whole, a pre-feasibility study is an intermediate stage between Project
Opportunity Study and Detailed Feasibility Study, the difference being prima-
rily in the details of information obtained, framework however remains the

same.

Feasibility Study

Having determined the viability of a business opportunity, it is necessary
to acquire a comprehensive technical, economic and commercial data for
the final investment decisions. In most of the cases, an entrepreneur has
to explore the suitability of the opportunity to his own specific skills and
expectations e.g. an Engineering Workshop Project, identified as business
opportunity, calls for details of specific market survey etc., at pre-feasibility
study state itself. But, at feasibility study stage, technical skill and invest-
ment Capabilities of an entrepreneur have to be assessed before a final deci-

sion about the investment is taken.

LINKING BUSINESS OPPORTUNITIES
TO ENTREPRENEURIAL NEEDS

The earlier discussions about the identification and assessment of business
opportunities are more relevant and useful for working out EDPs at different
centres for specific target groups. But more important and crucial pre-con-

dition of selecting those projects is to suit the individual needs of entrepre-

neurs.
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It goes without saying that a good deal of personal counselling on the part
of a trainer-motivator becomes necessary at this stage where the finai seiec-
tion of one single project out of two or three opportunities identified earlier

‘is done by a particular entrepreneur.

The matching of the chosen opportunities with the selected potential entre-
preneurs is an interesting as well im-riguing exercise. An entrepreneur's
own criteria and his peéuliar behaviour in going for a particular business
opportunity out of so many is a somewhat complicated and at times, confusing
process. It is at this juncture that a trainer-motivator has to interfere/assist
in making highly objective efforts to match correct enterprise with the right
entrepreneur one by one with a view to have the best yield of impressive
results in EDPs. This is not difficult since the identified opportunities become

specific goals towards which all efforts have to be directed and the specific

training irputs related to.

The conceptual framework given below broadly helps the trainer to understand
the intricacy of the matching process and thereby render more effective
personal counselling to an entrepreneur in going for the best business oppor-

tunity presently available :

(i] Understand major criteria for the final selection of business opportunt-

ties by entrepreneurs and analyse their relevance in different contexts.

[iil Remember the cycle of stages an entrepreneur goes through before

he makes a final decision to select his venture.

Major Criteria for Final Selection

of a Business Opportunity

An entrepreneur is a person who perceives a business opportunity and finally

transforms 1t into a successful economic activity with an ambition to span




4.2

12

the same beyond his life even ! As such, apart from many motivations, one
of his important aims is profitaility. But then, this is common for all entre-
preneurs. What makes the study more interesting is to look out for typical
motivation of different entrepreneurs. While the simplest answer would be
a profitable venture, yet it is not easy to formulate about an entrepreneur's
motivation. Some of them want to minimise risks while others loock for conge-
ntal sort of activity which is easily manageable. A few may be reckless
and are prepared to wait for a long period to reap enormous gains.
1

Keeping in mind various target groups and different motives of entrepreneurs,
their peculiar preferences are described in Annexure 'B'. Though the groups
in Annexure 'B' viz., traders, technicians, women, artisans, etc. are not

exclusive, the more common limiting factors in the selection of final project

tend to be :

[i1] amount of investment; and

[ii]  nature of technology

Other factors are somewhat flexible and can be adjusted to suit the situation

or individual preferences through personal counselling.

Cycle of Stages for Individual Decision

An entrepreneur is described as an iceberg-one tenth of which is visible
while the rest is deep in water. It Is, t‘herefore, at times, frustrating to
orcbe into the process of business cpportunity selection made by an entre
preneurs. Before an entrepreneur finally decides about his venture, he passes
through various stages of decision-making, some of which are 'peculiar'.This

process may be presented schematically as per Annexure 'C'.

The complexity of the project-selection process begins when an entrepreneur
starts weighing pros and cons of other opportunities available. In this exer-
cise, normally, i1t 1s the favourable response at the very first stage which

leads him further to assess a given business opportunity.
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The process of business opportunity selection, however, is a continuous one
requiring exploration of situations from all angles like marketing, finance,

infrastructural facilities etc., till the first decision is reached. In order to
facilitate and accelerate this process of decision-making, it is necessary
that entrepreneurs are provided with sources of information and right con-
tact points at the right time. In EDPs, continual counselling by a trainer

to_help contact right persons or gather required information smoothkns the

process of decision-making. Meetings with successful entrepreneurs, technical

advisors, or references to authoritative data will hasten and help an entrepre-

neur in taking the final decision.

Our EDP experiences also reveal that absence of information sometimes
delayed the final decision considerably. And there are instances of some

entrepreneurs even forced to abandon their schemes due to that.

The other critical aspects of opportunity selection are (i) family members'
support; (ii) encouragement by friends or relatives and (iii) entrepreneur's

faith in their judgement. These factors deeply influenced the choice of busi-

ness opportunities in quite a few cases. The EDP trainer-motivator who

has to know the individual strengths and weaknesses of his trainee entrepre-
meurs, has an important role to play in this regard. He can meaningfully
help the entrepreneurs in individually reaching for more correct and sound

decisions,

MODUS-OPERANDI FOR BUSINESS OPPORTUNITY GUIDANCE

The BOG process understood and practised as on date may be described

In two stages :

[i]  Pre-training preparations; and
[ii] Business Opportunity Guidance sessions with proper approach.
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5.l Pre-Training Preparations

Ideally speaking, EDP training programme should be announced in a parti-
cular centre only after identifying and preparing ready project profiles (pro-
duct notes). This would yield better results. But considering the limited res-
ources and certain operational difficulties, actual practices differ ranging

from no project profile to a large number of profiles.

During the promotional stage of the training, a trainer explores the possibility
of various business opportunities largely on the basis of local needs and res-
ources. The process is discussed in detail in an earlier part of the paper.
Simultaneously, during his search for potential entrepreneurs, he also tries

to get the feel regarding opportunities which are likely to become attractive.

In many cases, a list of potential feasible business opportunities is circulated
to all interested prospective entrepreneurs. This attracts better local res-
ponse with more persons coming forward with interest in EDP and eventually

joining the programme. On the whole, the success of a centre would largely

depend upon the preparations the trainer has been able to make for denti-

fying opportunities in that centre.

D2 BOG Session

The content and intensity of trainirg inputs needed in an EDP package have
their own importance at different stages. The inmputs required for business
opportunity guidance also have their own challenges and demands. It has
been the fate of many other models of EDPs that many a time majority

of the potential entrepreneurs are unable to finally decide on their projects.

The whole training exercise then becomes infructuous because it is not geared
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to the goal of leading the entrepreneur to specific business enterprise to
be set up. This aspect has been inbuilt into the EDI-EDP Model which
emphasises selection of business opportunity in the very initial stage of

the programme and further provides suitable guidance for this purpose during

the programme.

This not only enables the entrepreneur to have clarity regarding his goal
but also subsequently helps him to make better use of the training programme.

In the initial stage of training, we have different groups of participants
with varying expectations. In order to try and satisfy individual demands
of a heterogeneous group and to deal with each of them individually, the
prelerred practice is to classify them into three categories as shown in Anne-
xure 'D'. The treatment, expectations and training input requirements for

each of the three classes are given in the same Annexure.

On the basis of the above classifications, the trainer discusses with individual
trainees, their preferences and helps them in collecting maximum information

about the type, class, level of investment, size of venture etc., of their

choice.

This information is then classified into several groups based on the type
and nature of industry such as chemical, engineering etc. A team of expert
advisers and counsellors are then selected on the basis of these groups. Kee-
ping that in view, even the training methodology adopted involves individual
personal counselling and discussions with team of experts. The basic approach
is to find out how feasible a specific business opportunity is for the individual
and which other relevant opportunities can be explored by him." Instead of
his)approach being merely that of an auditor, it is to help and guide an entre-
preneur in solving difficulties and hindrances implicit in a specific opportunity.

The trainer has to play a critical role of satisfying the trainees and get
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the best out of experts through co-ordination and liaison. As a result of
this, most of the entrepreneurs arg- left with one or two business opportunities
with which they could proceed for final selection. Though the decision is

not instantaneous, the process enables them to gain confidence.

Trainer's Role

Apart from individual counselling which the trainer provides, it will be neces-
sary to help and guide the entrEpreneur in his final decision by external
assistance and support. Such external help is not only restricted to the supply
of infcrmation but also‘ex:ended to counselling assistance. The trainer arran-
ges requisite visits to appropriate persons, officers, institutions and units
in the region. The various supplementary resources which could be tapped
for this purpose are illustrated in Annexure 'E'. At this stage, it is not only
the trainer's ability, but also the entrepreneur's initiative, activity level
and efforts which play an important role. The final decision is reached only

after the entrepreneur conducts his own market ‘survey and is fully convinced

about tie feasibility of the project.

At present, as 1t is evolved, the BOG component takes the first two weeks
of an EDP. The formal sessions may be two or at the most four, but the

supporting sessions to supply relevant information and impart personal coun-

selling take all the time.

CONCLUDING REMARKS

Only carefully implemented BOG training-cum-counselling session can lay
a strong foundation for the success of an EDP. However well planned and

sound the rest of the training programme may be, the success will not be

forth-coming unless business opportunity guidance work at the initial stage
is carried out properly. One cannot build upon a foundation which is not
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strong enough to take the load of the eventual business venture. In other
words, if the initial decision concerning the project is defective, the project

may eventually fail in actual practice or run intc serious troubles.

Our approach and objective is not force decision of project or project choice
on an entrepreneur. The decision has to be of his own in the sense that
he should feel responsible for it and must pursue it with commitment and
conviction. This is not possible unless he himself goes through the whole
process at various stages intensively and personally. The trainer can only
facilitate and quicken the decison-making process as also help the entrepre-

neur in avoiding a false trail or from going intoa wrong direction.

Our experience reveals that the trainer-counsellor will have to strike a bala-
nte between carrying out efforts for identifying business opportunities and
simultaneously counselling new entrepreneurs for taking up these opportunities.,
However, in many cases, opportunities identified may not be subsequently
taken up by entrepreneurs. This makes the trainer's role more difficult and
often frustrating. Yet, it is' the understanding of the individual needs of

entrepreneurs that can help the Trainer in maintaining a balance between

thw two tasks effectivey.

vasant
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ANNEXURE E

SUPPLEMENTARY TRAINING RESOURCES FOR B.O.G.

EXPERT/FACULTY MEMBERS

INSTITUTIONAL

LITERATURE

1

Consultants

Technical Advisors

Existing Entrepreneurs
Traders/Salesman/Commission

Agents etc.

Purchase Officers and Store- keepers of big companies

Officers of Bank and Financil! Institutions

Industry Promotion Officers

Research Institution/Laboratories
Technical Institutions

Government Departments

Tenders of Public Company ot

Government Purchase

Statistical Reports - Districtwise, Industrywise
etc.

Directorate of Industry

Project Profiles/Product Data

Magazine and Periodicals

Project Report of financed unit, Trainees, Clients
etc.

Govt. Plans and Budgets (State

and Central)

Special Survey conducted by Agencies like Banks

etc. Consultancy Firms
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FEASIBILITY STUDY -
FRELIMIN.:RY - PROJECT,REPORT ( PPR )

o BY A
e B.P.MURALT

As a prospectlive entrcprencur, you are required to

décidc at the outset the product that you have to
menufacture. If you dccide to goct into 'scrvice sector!,
you must decide the type of 'scrvice activity' for your
ventures Having made such a decision tentatively, you must
answer certain questions beforce you cxpand time and

resources required to make a detailed study of the

project for getting financial assistance.

The questions that you have to anscer are:

i) Can I do 1t ?
ii) Can- ¥ sl % ?
iit) Can'I earn out of it ?

What is Preliminary Froject Repert ?

Preliminary Project Report, in short FPR, is a simple

bricf data-sheet that gives you an insight into the

following:
: 33 How much monecy, man-power and matorial
would be required to set up the project?
| ii) Wh-t typc of machines wculd be required? .
i1ii) What arc the sources of technolegy that
| would be required ¥ and
iv) Wh-t would be tho cconemic gains frem

the projeact
In short, PPR is a briecf outline of the project that
tells yOu'quickly about the vizbility of the preject,
sO os to help you decide whether it is worth pursuing

further er not.




o

Why Preliminary Project Report ?

At the stage of preparing a PPR youmayhave in hind ndbt

just one venture/product, but 3 or 4 ideas to choose from.
Since it calls for considerable time and resources to
prepare a Detailed Project Report (DPR) it would not
bc advisable to prepare a DPR for cvery product idea ;

that may be swimming in your mind.

Even if you could prcpare DQR for all the product ideas
that you have in mind, the Eime regquired to do so would
bc so much that it would makce the firkt DPR obsolete '
or outdated by the time you complete all DPRs.

Further, the moneys time, and informaticn required to
prepare DPRs for all the product ideas that you have in
mind only to examinc their viability may make the very
cxercise of DPR preparation ynféeasible.This does not mearn
that PPR can substitute a DPR. It only. means that it is
nccessary to prcpare a PPR prior to cxpending resources
on preparation of a DPR.

There are other advantages of prepering a PPR -s

enumerated below:

i) You get cnough data quickly to fill up the form
required for provisional registration of your
unit with the statc govbrnmcnt. It is a2 must )
before commencing various time consuming formalitics
connected with plcnning and setting up of a small-
scale unit.

ii) The Data you get from PPR will help you in completing
certain formalities in anticipation of setting up a
project. For example, if fou want to set up an
elecctronic unit, you have to get your produétion
programme approved from the ¢-ncernzd State/Central

"
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Government departiment. For this, you have to supply
d-ta about the projccted production level and raw-
matericl requircment, which you could gct from

PPR,

iii) Thc data collccted by preparing a PPR forms a
good taoke-off point for preparing a DPR when

you desire to de so.

iv) It will help you iduntify in advance the infra-
structural rcequirement for ycur projcct and sound
the concerned government agencies accordingly, so
that you ccn gcet necessary focilitics such as land/
shed/SE%Ehe right time.

v) Finally, thc major contribution of a PPR in the
nascent stage of your cntrepreneurial carecr is
that it instills confidence in you and motivates
you tc start the time-consuming proccss of data

collection and preparation of a DER,

How to Preparc P P R ? -

To hilp you prepare . PPR systomatically, o proforma is
~djoincd tc this scction. 4 quick perusal of the proforma
will indicate that the information called for could be

collected and presentid quickly 2s well as systematically.

Let us now scc how becst one can preparc a PFR as per the
cnclosced proforma. Let us procccd point-to-peint as it
appears in the proforma.
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In this section titled 'General’, therc is an

~item 'locotion®. You m?y not be in o position

to pinpoint the cxact location, but then, you

should indicate the city/industrial estate where

you want to sct up thc unit. What is important

is that you should sctisfy yourseclf whether the
location, in torms of geographical area, is
appropriate after takiﬁg into account the availabi-
lity of raw-moterial, i:bour, markcting cte., and
the cost involved in trznsport-tion of raw-matcricl/
finished goods if they arc freight-sensitive.

Furthcr, you will have to indicate whether you

will bc sctting up the unit in . rented premiscs or . -

in the industricl arca or in 2 place owned by vyou.
This information will help your ~dviser/
counscllor in identifying your requirement of land/

shed so as tc make certoin advance arrangement

with concerncd agency that provides land/shed.

The information called for under this point pertcins
to your educational qualifications, experiencc cte.
These' are readily available and therefore, con be
p}esentgd easily. This information will help the
advisor to understand whether the project pProposi-
tion vis-a-vis thc‘background is likely to be

acceptable to the financial.

This point dcals with various details of the oropescd

-project in torms of raw-matcerial requirement,

production progromme ctc. Here, you may be
rcauired to move around and collect the information
since you will not bu having it recadily. For
example, more often than not, you may not know

the specificaticn or cven the names of the

5
-




machincry you nced. In such o casce, you must
approach your advisor/other knowledgcable persons
and ask them for their guidance on the sources

for getting the neccessary information.

You may rcfoer to ready-made project profiles
available with the trainer or District Industrics
Centrc or any good library. You can even approzxch
pecople trading in the product and got information
from them. You may visit onc or morc e¢xisting
units manufacturing the somec product that you
have in mind. Though difficult, it is the best

source of collecting information that you necd.

The manufacturirs/supplicrs of machinery can 2lso
give quitc a gcod amcunt of information. A chat
with thc consuit-nts of the State Bechnical
Consultancy Organisaticn (there are 14 such orgoni-

sations 2ll over country) cculd prove fruitful.

In short, what is important is that ycu should
identify the sources of informstion and get into
action at the first instancc to collect necessary
information. You can utilise the time devoted

for market survey for collecting such infor-
mation. You necd to kecp in mind certain points
while collecting ond prcesenting such information

pertaining to point N..2 as noted below:

While listing down the machinery, care has to be
taken to indicate the power requirement. This

could be uscful for further calculations. While

arriving at thce total cost of the machinery, your
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have to take into Jccountithc cost of transport-tion,
sales tax, insurance, handling chafgcs-ctc. In
short, ycu have - to consider the 'landed ccst'!
i.¢c. cost of machinery plus all other expenscs

till they reach the factory site.

At this stage, it is not neccessary to identify

in detail cach component of the landed cost of

tnc machinery. Whot can be done is that depcending

on the nature of the machinery and socurces of

supply, rough e¢stimatecs in.terms of 20% or so

of the gquoted pricc ¢f the machinery can be made
and added to the total cost of the machincry.

any cxtra charges for installation/crection of the

machincry must also form a part of the cost undcr

this head. n

2 i Here, the items that you proposc to manufacture
and the quantity to be produced 1in a year must
be indicated. Thc moment you have a list of
machinery, ycu can calculzte the quantity of
goods that can be produccd in a year basced on .
the capacity of machinery. Further, while indicntihg
production for the yeor, it is not advisable
to assume that you shall bc able to produce 100%
of @hat the machincry can produce at its maximum

capacity in a yucore.

Suppose a machinc can producc 100 Kgs. of an
item per day (8 hours), it would be wrong to
assume that thce annual production would be
30,000 Kgs. (wec normally calculate annual g
production on the basis of 300 working days

in . year). It is 8sc because that in a given
year, the machine may break down calling for >

______-_________._.........----------"""""----'
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a shut-down or there may be power-cuts or
raw-matcrial shortage. Thus, considering such
cventualitics the total quantity to be produced
in a ycar may bc calculated, as 2 thumb-rulec

at 70% or 80% or so of thc equipments capacity.

Col.No.4 of Itcm 2.2 in the proforma dcals with
sales revenue which can be celculated by
multiplying thc annucl production with the

sclling price pcr unit. While deciding the selling
price, thare is no nced te go into the details

of product cost at this stage. What you have to
dc” is to look at the markct price of the product
which you intend to manufacture and deduct any
commission cr discount at the retailer and whele-
saler level so that you ¢an get an idea of ex-

factory price.

23 This point dcals with details on raw-materials.
You arc requirced to indicate item-wise require-
ments Of raw-materials in terms of quantity
and valuc. Further, the sources of procurement
of these raw-materials i.c¢. places from where
you intcnd to buy thoesce metcecrials should be
indiéated. This cxercise will help you in
identifying whoere the raw-moterials would be
easily aveiloble and whether it is necessary for ‘
you to procurc raw-matcrial from far-off places. |
While giving thc list of raw-materials, it is j
neces: :ry to takc into account the raw-materials |
required for packing, matcrials/storcs reguircd
for maintcnance of machinery (for example, grease, |
cotton waste ctc.) and thosc matericls required
for testing (for uxample, chemicals uscd for

testing if your unit nceds a testing

laboratory) .
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Under this head 'Utilitices', those inputs that J
do not form a part ¢f the end product but

facilitete the production are included. Such

items arc electricity, coal, furance oil, diesel/ :
pctrol, compresscd air, water and the like. Though

only 3 items arc mentioned under this head in

the proforma, you should take care to identify

all thc utilities that your unit would be needing

and account for the same.

As far as clectricity is concerned, you should
take into account the power required for light-
ing cf factory prcemisces and to run motors or

gencrate heat.

This point dezls with Man-power requirements.
There are just 3 clasgsifications based on skill-
level under this head in the proforma. Your

man powcr requircinent will be for (a) operating
m-chincry, (b) asscmbly of £inal product,

packing ond supervision, (c) sceling/marketing
staff (d) office work. While taking into account
the wages/salerics, you must kcep in mind the
wages offcred by other mznufacturers in the field
and the Minimum Wages Act. In case you decide

to take help or cmploy your own family members,
you must take into account their salaries also.
You can safely add 20% or so over and above the
wages to account for additional benefits that

you have to provide for your workers.

This point deals with market study which forms -
the most important part of the PPR. Markct study/
market survey nhas been declt with separately




clscwherc. Thc only thing that you have to keep

in mind is that the PPR will bc incomplote without
a m-rket survecy recport. Such a survey report
would tcll you whure you would stand in the

market witen you start manufocturing the product.
It also zZnswers cne of the thrce major qucstions
i.e. '"CAN I SELL IT?'. While answering this
question, the survey coupled with PPR wzuld olso
3nswur.thc oth.r questions, i.e. '"CAlN YOU ERN
ouT OF IT?2'.

i, 0 This point deals with the Cost of the Project
and Profitability. By the time you start working
on this point, the information that you wculd have
ccllectcd sc for would help you in making
necessary calculation as explained below: .

-
L

a1 This point dc:ls with Fixed Capital i.e. the
value of the £-cilitivs deployed in the prcduction
cf goods. In «thor words, fixed capital refors

to items as noted nelows

1) The cost you have to incur on rurchase

"nd installation of machinery:

2) Cest of I1and/shed irrespective of whethor
they arc alrcady owned by you or whether
ycu have o prrchasc them on ownership/
lense bosis.

3) Payment, Lf any, to be made tor acquisi-

tion of t.ochnical know-how.

4) All expunces' ¢ther than those indicoted

abovce such as, preparation of project

| 99
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repert, mérkct survcy, travelling expenscs
for data coullection, deposit to be given
to clectricity board/telephone department
« otc. 4l these cxpenscs can collectively
bce termed og preliminary and pre-operative

uXpenscs.,

Inis d< :1s with Vorking Capital which refers
to the vzluce of 211 cther forms of assets, such

-
233

1) Stock of Raw Materials

2) Stock of Finishcd Goods

3) Value of gocds that are under process

4) Money you have to reccive from your
customers tor the goods you have sold
them on crodit.

5) The cash ycu have tc maintain to meet

day-to~-day ixXpenses.

;s recgerds the stock of raw materials, you must
£ind out how much time it takes to procure the
raw-m=terials and accordingly decide how many
d.ys' rcquirement of raw-matcrial you need to
stock. The same is to be shown under Col.No.3
of point No.4.2. With this information and the
information that is alrcady available under
item No.2.3 which tclls you the annual raw-
material requirenent, you can casily decide

the quantity and volue of raw-materials that you
nced to steck.
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You have to do the some excrcisce keeping in

mind how mony days of output i.e., recquirements
of buyers and e¢nzble cost savings/convenience

in transportation of tindshed goods from your
factery. While indicating the vealue of finished
goods, you can toke its ex-factory price into
account at this stage without going into the
intricacies of calcul:ting the 'cost value' of
tne finished goods. ins far as semi-finished
goods arc concernced, you must find out how many
dcys it takes to convert raw-material inco
finished goods. Whilc asscussing the value for
the semi-finishcd goods, you can toke the average
of raw-material cost and the cx-factory pricc cof
finished goods without going into the detcils

of calculation.

-5 records debhors you must find out o0 what an
cxtoer i che ol ting monufacturcrs in the field
cffer credit t - the buyers (normally such credit
Zacilities range from 30 tc 50 days). For

excemuic, if the existing manufacturers are
offer*ng 30 days' crcdit Eacility, you can

safcl -ssume that your buyers will be cxXpecting
at lcas’. 30 deys' credit. In other works, you _
would get the payment for the goods that you sellr
today only aftor 30 days. Since you know the
nnual production from point No.2.1, you can
calculzate production in terms of quantity and
valuc for 30 days perisd whaich gives you the
figure portaining to the total 'debtors' for
calculation of wirking capital. As regards cash
on hand, you have to make 2 rough estim:zte of

how much cash ycu would require i.e. payment

to workers, conveyance cxpensces ctc. Which forms

a part of the wurling ccpital.
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This point deals with the total cost of the
project which is the summation of Fixed Capital
and Working Capital. The total of point No.4.1
and 4.2 will give you the necessary figure.'®

Having worked out the total cpst of the project,
you must identify the sources for financing the
project. The leLd capital can be finance teo/

the extent of shy about 75% to 80% by way of ”
'long-tcrm'lOan' from St~tc Finance Corporation .
of Commercial Banks. The funds for working capital
to the extent of say cbuut 60% to 75% of the
requirement would come from commercial banks as
'wérking C:pitil Loan'. If your unit is coming

up in a backward arel, you will be eligible for
capital subsidy to the uxtcng of 10% to 25% of
the Fixcd Capital depending ﬁpcn the location and
the government policy for that location.Your own
investment which should be around 10 - 20% of the
projected cost will also form a source such
as, deposits/loans from friends and relctives.
Y.u have to kecp in mind that the loan component
as far possible¢, should not exceed 70-80% of the
total projecctcc. cost. Thé total 'Means of Finance'
should match with the totcl 'cost of the Project'
as it appears in Point No.4.2

This point dcals with the project profitability.
There are 9@ items under this need

i)  This deals with manufacturing expenses
which can be calculated:-by adding the
total under point Nos.2.3, 2.4 and
2.5
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ig) This dcals with selling and distribution
eXpenscs. Here, you have to include
cocmmission payable to the sales-men in
case you have to appoint sales staff/under
such pcrsons. Further, you may have to add
2 lump-sum amcunt towards advertiscment
and publicity c¢xpenscs. In case you are
supplying the gcods at the door-steps of
the buycers you have to t-ke into account
the transportation -ost from the factory
to the buycrs' place. All thesc items of
cost together constitute 'Sales and

Distributicn Expenscs!'.

iii) As regards 'Administrative Expenses', the
varicus axponscs on postage, stationery,
tclephone and tclegrams, and charg: s ete,

will hdve to be included.

iv) This deals with intcrcest which is in
two parts-one is the intcrost on Term

Loan and the other on Working Capital.

From point 4.4 you know the amcunt ©n

Term Loan. You can calculate the interest
on that amount @ 12.5% to 14.5% depcnding
upon thc quantum of loan, the lending
agency and schemc under which you avail
the logn. Furthcr, the ihtefest on Working
Capital can be calculated on thc amount
that appears in peint No.:.4, @ 13.5% to
16.5%, the interest being stipulated by
the lending agency. '

.

v) As regards, deprecistion, a flat rate of

15% of the valuc of machinery and 5% of
the value of buildings may be taken into

account.
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vi) Further you have to makc a provision for
"certain expenscs/which cannot be pocinted
under the titlc Misccllancous Exponscs.
For this purpose,; you can make¢ an estimate

on lump-sum basis.

vii) All the aforcescid items of cost out togocther
will give you the total cost per year which
is to bc indicated in Point No.7 under

itClTl NC‘.4- -:}.

viii) This cdcals with Sales Revenue which can be
obtained from Point NC.2.2

ix) Thc gross profit can be calculatcd by
deducting the Total Cost (vii) from the

total Sales Revenue (viii). "

x) As regards Income, ycou should f£ind out
the appropriate ratc of tax applicable to
you from ycur tox advisor. Accordingly,

: the tax is to be calculated for which

you may ncued trainer's help.

xi) The Nct Profit is arrived at after deducting
the Tax from the Gross Prcfit.

This point dcals with ccrtain details about the
promoter of the project, rulevant to the financing
institution. Thcise deteils will help the
counsellor as well as the represcentative from the
financial institution to =2scertaitn whether the
project proposal vis-a-vis thc promoter's

background is acccptablc for fundinge.
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Having prepdred PPR based on the methodology so
far discusséé, ygﬁ must not fo;get to append

the market Survq} report so that the PPR bucomes,
a complete document for further action towards

realising your drcams of becoming an entre-

preneur.,

pPSs/

1




ENTREPRENEURSHIP
DEVELOPMENT
INSTITUTE OF
INDIA

\&

BHAT (Via Ahmedabad Airport & Indira Bridge)
Post : Chandkheda 382 424, Gandhinagar, GUJARAT

PRELIMINARY PROJECT REPORT

CENTRE :

1.0 General

Name of the Enterprencur

Birth date Age

Project

Lucation

Rented Shed

Propreetory/Partnershup

I'ype of the organisation :

Nce ne of the Firm

Address

1.1 Educational Qualification
. 1 : : z .
S.5.C. or Below | Degree/Diploma Institute | Major Subject |Year of Passing
I
il : | 1
1.2 Special Training
Training in institute Duratiori Achievement
%, | 5 e
R S N e = m2wen. =
1.3  Work Lxperience (Past and Present)
Nature of Work Duratiun

Orgarusation Position




2.0 Delails of Proposed Project : Manufacturing/Servicing

2.1 Production Programme

Sr.No.

Item

Wuantity/Year

Total Sales

Revenue/Year

Capacity
Utilisation

2.2 Machineries/ Equipments

Sr.No.

Description

Vos.
required

Price

Total
value

Names and addresses
of the suppliers

Total :

2.3 Raw Materials

Total Annual

Sr.No. Item Requirements
; Value
Quantity R,

Source

S —————— .,

Total :




%

2.4 Utllities
Sr.No. Particulars Ary\ual Total .4m:tual Remarks
Requirement expenses “Rs.
A Electicity
2. Water
3. Cuwal/0il ‘
4. Any olher
Total :
2.5 Man Power.—
Sr.No. Particulars No. SafaI:thsclR:a(g;:rfear} ' Remarks
1. Skilled
2. Semiskilled
3. Unskilled
4. Office Staff

Tulal :

. — 4

3.0 Markel Study : include Details in Appendix

4.0 Cost of the Projecl

1.1 Fixed Capital
sr:No. Item T lalueuR:.
l. | LOI’!C-L’:B;J_:;(;HIQ l
2 Macmrwr.)-'/&.'qu:pmenr
& Furniture & Fixtures
Total :
;._2 Working Capi la-l—_
Sr.No. Item Duration Quantily Value (Rs.)
1 -_f;(-l-\:_:'\-f-f:(t'f'ldh' Stuck
2 Semi-fuushed goods Stock {
fr 3. Finushed guwds Stock l
1, Onemonth productlion expenses !
(Utdlities « Wages ¢ Salaries)

Total :

4.3 Total Cost of Project

sr.No. Particulars Value Rs.
P Fuxed Caputal
2 Working Capital =
| (Total of Item No. 4.2)




4.4 Means of Finance

Sr.No. Particulars Value Rs. Remarks

1. Terrﬁ Loan

2 Working Capital Loan

3. Own Investment

4. Subsidy

S, Any other

4.5 - Project Profitability Analysis | )

Sr.Nb. Description Value Rs.
1. Sales Revenue
2 - Manufacturing Expenses
'l {2:3.% 2,4 + 2,5)
3. Selling & Distribution Expenses
e
4. Administrative Expenses
S Interest ]
6. Depreciation
7 Gross Profit
¥ [1-(2+3+4+5+86)]
8. Income Tax
9. Net Profit (7.- 8)
5.0 Supplimentory Details :
5.1 Do yvou own House/Property ete. (Given details) :
5.2 Own insurance Policy :
5.3 Any interest in other firms : ' aos

5.4 Do you belong to S.C./S.T./0.B.C./General
(Please Tick whichever is applicable) :

5.5 Present monthly income Rs. :

6.0 Re[érences :

Sr.No. ' Name Address Occupation

Date : ; Signature

Place :




MARKET SURVEY AND RESEARCH
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ZNCURTNG YOUR MARKET : MARKET SﬂRVEY ~AND RESEARCH
BY ¥
C.H.PATHAK

wHY MARKET SURVEY ?

L

50

For a new entrepreneur the risk oi setting up an entsrprise o
me&naging it successfully, depends mainly on how he makes his
decicions in conditions of uncertainty which involves both risk
2nd opportunity. Market for the product of his venture must,
therefore, be examined and analysed thoroughly befcore plunging
into it. Market Research/Survey is a tool through which, though
it may not be possible to eliminate the risk or gusrantee &n
cpportunity, its intelligent and systematic use can help in
reducing risk and provide sufficient indications about the

probability of its success.

Prodnct markets are becoming increasingly dynamic and cumipcbitive.
+helr successful exploitation calls for greater investment and
more freguent innovations. Calculated decisions therefore, have

to be quickly taken for which detailed infurmations about the
rmarket and the feasibility of ‘'marketing the products', becote
an unavo;dablc necessity. i

]

WHAT DOES IT INVOLVE 2

arket Research or Survey may be defincd as an ob ective and
3yed “Wct1c rm11mﬁ«1nw rncordlnc analyOLS uné inbernretaticon
"tretecics, 4

methc ds and current or Dgtential pfooucts/serv1ce5.
iving at certain uCClathq Lhrough analytical hpproach and
of the efiects tnat such decisions

g
assists in the evaluation
weould lead to.

“he objective of the survey, should be, thcrefore, tc answer
the following gucstions :

P

s @) What is tho size of the market and share éanticipeted
for a product/service in terms of volume and valuc ?

b) Whet is the pattern of demand ?

c) Wwhat is the market structure ?
d) What are the buying habits and motives of buycers

?




2

©) What will oe the company's strong points.in
marketing ?
£f) Wwhat have been the market tradition and trends ?2

(4

STEPS IN THE MARKET RESEARCH/SURVEY

For new entreprencurs, Market Research/Survey involves all the
following steps : though the sequence may not be adhered to, an

attempt should be made to cover all the aspects :

1. Defining objectives of the study and specifying
information required.

a) identifying sources of obtaining information.
b) time and cost involved in the study.

c) working out methodology and action plan.
2. Selecting samples and deciding contacts and visits.

3. Preparing questionnaires and plans for survey$ and
interviews. A model questionnaire is given in
Annexure - I.

4. Collecting data and analysis of data.
5. Preparztion of Report with specific findings.
The operational work can be divided into thrce mejor arcas :

a) Table work
b) Field work |
c) Report writing

One of the major problem in conducting market survey has been
not knowing sources and contacts for getting information. So
the best way is to try to collect information without bothering
about not gettipg it. For more than the information the feel
and direct experience of market during personal visits, is
important.

Thne information sources can be divided into :

1) Prihary Data Sources

0
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This is information which originates directly from
contects directly involved in relevant activities e.q.
in the survey for plastic toys, information obtained
from toys manufacturers or traders would be treated

as of prime significance.

2) Secondary Data Sources :

Trade or Manufecturers Associations or published data are
secondary sources. Informetion from these sources may be

used for furthsr investigation.

TIPS FOR CONDUCTING MARKET .. SURVEY

For entreprencurs, market survey end getting requirocd information
is very important, but not for those who are going to supply the
information. Thus, intelligent efforts have tc be made to get
information from all sources. Following tips can help one in
conducting the survey effectively and systematically.

1. Do not be prejudiced or status conscious. Your own
prejudices towards education, caste, communities can
-8ct &8s negative fectors in co! .ecting information.

2 Keep your cool and be patient during the survey. Do not
enter into arguments. You will have to persevere to

gather information.

3 Keep in mind that You are going as & surveyor and not to
collect informetion for other's use. Do not pass on
information to others.

4. Write dowrn the information immediotely after you get it.
But try to avoid writing or referring to your papcrs while
interviewing someone.

5 In sequencing questions, your own involvement and

all

commitment to get information arc the key factors in
that you survey.

6. The best way to approach your competitors is to go therc
as their client, showing interest in selling their

prroducts.

At the end of the survey, detailed report on findings must bu
prepared in writing. Key componcnts of your markcet survey report

is presented at Annexure II.
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This market survey rcport would not only help in assessing the
fcasibility of marketing your product, but would also act as an
important document to convincc your financial institutions

about your understanding of the market and scale the chances of

succeeding in your venture.
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ANNEXURE - I

(B) QUESTIONNAIRE FOR  MARKET SURVEY

A new entrepreneur, while planning to set up a new industrial
venture, should carry out a market survey in order to get a feel

of the market. The following questions would help the entrepreneur
in collecting information and in turn would enable him to,
understand the exact nature of his business. The market survey
should cover broader perspective, enabling an entrenreneur to

have a well-rounded cammercial information.

1) For Raw Materizls :

a) Who are the major muunfectnrors/supplier s Lor the
materials ?

b) How much time is required after placing orders to get

the materials ?
What are the terms of supply ?
(Tax structure, price, packing, payment terms, etc.)

c) What is the standard/minimum packing or minimum
order gquantity ?

i

d) Is the material frecely available ?

e) Are there any shortages in the market at any
particular time of the year ?

How was the price fluctuation and availahlity of the
meterial in the past ? (At least for the last 2 years)

Hh
e

' g) Will any Government decision affect the availability
or the price of the material ?

h) Will it bé advantagcdus' td procure the. material * 'y
locally. or purchase from.outside ?

II) For Machinery Equipments : 4

a) Who are the menufacturers/suppliers ?

b) What capacity, specifications and makes (Brands) arc
available in the market ?

Cc) What is the price of machines ? (Consider all
applicaple taxes, transport, accessories, etc.)




III)

d)

£)

g)

h)

i)

j)

k)

What clectricals, like motor, starter, switches, etc.

are required.
What guarantee/warrantea of performance is given by

manufuscturer ?

What is the normal repair/maintenance cost per year 2

which spares or parts would be frequently required ?

What are the terms for ordering paymenﬁ, advance,
delivery time, etc. 2.

Before taking delivery of machine, whether inspection
can be done at the factory ?

what is the market standing of manufacturers and list
of parties to whom similar machines have been supplied

Will special type of transport and handling be
required ?

what are the overall outer dimensions of machines and
working (floor) arce requirements ?

what average (maximum) quality standards and output
(production) can this machine give ?2

Market :

Manufacturers/Competitors :

a) what is the gcneral factory layout and space
occupied ?

b) Their range of products, installed capacity
and selling price.

c) Their normal terms of business.

d) What are his future plans for expansion/
diversification.

e) Salfent features of the unit like technical
skill, finance, other resources, etc.

f) His market area and practice
g) Any other special problems faced by
the unit ?

Supplicr (frader)

?




a)

b)
c)

d)

e)

e

Who arc the present principal traders 2

Range of products they deal with and their
general .. business terms, commissions, etc.

His market are» and annual turnover estimaces.
Pcssibility of trading with him and his expectod
business terms.

Normal level of stock he is maintaining and any
specific problems he might have in stocking goods.

His future predictions/comments on business
ccnditions.

Consumers (Customers)

)
b)

c)

h)

whaet is the annual consumption and requiremcnt ?

What are the present sources of supply ?

Customers' loyalty to Brand (Make) and prefervices
like price, quality, payment term etc.

whoether he is satisfied or dissatisfied with

present product and supply ?

what are his purchasing criteria and what
what purchasing power he holds ?

what is the ccnsumption pattern (basis of
calculating his requirement)

what changes in his future consumption is cxXpected
Is qguantity, quality due te changec in technology
ete.,

What is his average order guantity a@nd 2t what
time and freguency he placcs order 7

>
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ANNEXURE II

A) KEY COMPONENTS OF YOUR MARKET SURVEY REPORT.

Introduction * End products
* End uscrs
“ * Suitability and strength

of selecting particular
product

* Spccification, sizes,
brands, packing,
selling price, ctr.

Product

Asscssment of Demand * Class and type of
consumcrs/clients

* Patterns of consumpticn
and frequency of purchesc

* pProduct life cycle
end present status

! * pPast demand pattern

* Future anticipated
demand projections

* Buying criteria and
influencing factors

Supply pcsitiocon * Current availability of
and production capacities
vs. utilisation.

* Present indigenous and
imported supply scurces
their price comparisons
services etc.

Marketing practices * Present precvailing markcting
practices

Distribution

Packing - Forwarding

Crodit Policy '

Delivery, after
sales service

* Selling price, texation
structure 2nd commission patterns.




Own Marketing Plens
2nd Strategies

Purchasing prccedures,
time & practices
prevailing.

Own markct share eof
supply-demand gap.

Strengtn and special
services to be offered
if any.

Possible clientage
and their likelihood
cf buying from you.
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LINKING BUSINESS OPPORTUNITIES TO ENTREPRENEURIAL NEEDS

The earlier discussions Abou t the identification and

oppoartunities are more relevant and

assessment of business

for working out EDPs at different centres for

specific target groups. Euft more 1mportant and crucial

pre-congition of selecting those prolects 1s to suirt the

1iNndividual needs of entreprenaurs,

[t gues without say1ng that a1 good deal of personal

trainer-motivator becomes

counselling on  the part of a

necessary at this stage whether the final selection of one

s1ngle project—out ot towic ar three opportunities

1 particular entrepreneur.

2arlier 13 gane by
J

tdent) fi1ed

The matching of the chosen Ipportunities with the selected

cotential entrepreneurs 15 intriguing exercilse. An

entrepreneur s own criteria and his peculiar behaviour 1N

Q3INg for 4 parfticular pusineas opportunity 15 a
]

at this

complicated andg at times, confusing process. 1t 1s
A

ancture that 4 trainer—-motbtivator nas to INntervane and

dss1st the entrepreneur 1n mat.ing highly oblective efforts

right entrepreneur

o match correct anterprise wity the

©ne by one with a view to hawve the best yield of

impressive result's 1n EDPs. This 35 not difficult since

the 1dentified opportunities be-ome specific goals towards

vfraoh all 2T torts ave Lo Lo o rec ted and the spect fic

training 1nputs related to,
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he conceotual framework Qiven below broadly helps the

trainer to understand -the intricacy of the matching

orocess soO that he mav render more effective personal

courselling to an entrepremneur 1n going Tfor the best

businass oopartunity available at the time =

-
(1) Understand major criteria for the final selection of
business opportunities by entrepreneurs and analyse
their relevance 1n different contexts.

C3aX Remember the =tages Of the cycle an entrepreneur

goes through before he makes a final decision to
select his venture.

Major Criteria for accepting a Business Opportunity

an entrepreneur 15 a4 person whao p2rceLves a business
opportunity and finally transforms 1t 1nto a successful
sconDmic activity with an ambition to expand 1t. As sSwch,
apart from many motivations, one of his 1mportant aims 1S
prafitability. But then, thi1s 1S common for all
entrepreneurs. What makes the study more interesting 1s to
1ot out for tvpical ‘mativatian or different
eNTrEpreneurs, While the si1implest answer .would be a
profitable venture, yet i£ 1s not easv to formulate about

an entrepreneur’'s motivation. Some of them want to

minimise risk while others loor for congenial sort of

activity which 1s easily manageable. A few may be reckless

and are .prepared to wait for a long period to reap

enOrmMOUS galns.

E i fferent
k2ep1ng 1n mind  various target growps and diffe
preferences are

Qotlves of entrepreneurs their peculi1ar

desribed in annexure i - 2
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The process of business opportunity ‘ 'selection. is

a continuous one, requiring exploration of situations from

infrastructural

all angles lite marketing, finance,

til]l the first decision 1s reached. In

facilities etc.

aJrder to facilitvate and daccelerate this process of

dJdeclsion-making. It 18 necessary that entrepreneurs are
pravided uilth sources of 1nformation and right contact

points at the right time. In EDPs, continual counselling
by a trainer to help contact right persons or -gatheﬁ

required i1nformation smoothens the process of decision-—

making. Meetings with successful entrepreneurs, technical

advisors, or references to authoritative data will hasten

and help an entrepreneur in taking the final decision.

reveal that absence of information
¥

EDP experiences also
sometimes delay the final decision consi1derably. And there

forced to abandon

dre 1nstances of some entrepreneurs even

their schemes due to that.

The other critical aspects of opportunity selection are

(1) family members’ support; (11) encouragement by friends

car. relatives and (111) an entrepreneur’'s TfTaith in his

ludgement. These factors deeply i1nfluenced the choice of

guite a feuw cases. The “EDP

business opportunities 10

te know the individual strengths

€

trainer-motivator who has

his trainee entrepreneurs, has an

and vieaknesses of

important role to play in this regard.,He can meaningfully

help the entrepremeurs 1in individually reaching more

correct and sound decisions.
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MODUS-OPERANDI FOR BUSINESS OPPORTUNITY GUIDANCE

The BOG process unoerstdbd and practised as on today may
be described 1n twor»stages 3
(1) , Pre=training preparations; and
140 Businass Opportunity Guidance sessS10NS with praoper
approach.
Pre-Training Preparations
programme should be

[deally speak1ing EDP training

announced in a particular centre only after identifying

and preparing ready project profiles (product notes)., This

would yield better results. But considering the limited

resolfirces and certain operational difficultidaxs actual

practices differ. These ranges from no project profile to

a large number of profiles.

During the promotional stage of the training & trainer
. _ _ 2

explores the possibiliby af wvarious business opportunities

largely on the bas:s of local needs and resgurces. The
process 15 discussed 1n detail i1n an earlier part of the
paper. Simultaneously, during his search for potential

entrepreneurs, he also tries to get the feel regarding

opportunities which are likely to become attractive.

In many cases, a list of potential feasible business

opportunities 1s circulated to all interested prospective
This attracts better local response vith”

antrepreneurs.
more persons coming forward wi1th i1nterest in EDP and
> & =
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evantually jJoining the programme. On the whole, the

success of a centre wuwould largely depend upon the

to make for

preparations the trainer has been aole

1identifying opportunities 1n that centre.

B O G Session

The content and i1ntensityv of training 1nputs needed in an
ED® pactage have their ouwn 1mportance at different stages.
The 1inputs required for business opportunity guidance also

It has been the

have their own challenges and demands.

late of many ofther models of EDFs that many a time

majority of the potential entrepreneurs are unable to

uwhole training

finally decide on their prajects. The

exercise then becomes 1nfructuous because 1t 18 not geared

to the goal of leading the entrepreneur to specific

business enterprise to be set ub. This aspect has been

taben care of 1in the EDI-EDP Model which emphasises

selection of business opportunity 1n the very Indian stage

or the programme and further provides suitable gquidance

for thi1s purpose during the programme.

This not only enables the entrepreneur to have clarity

regarding his goal but also subsequently helps him to make

VDetter use of the training programme.

Im the stage of training, we have different groups of

participants with varying expectations 1n order to try and

sati1sfy 1ndividual demands of a heterogenous group and to

#



Jeal with each oF them 1ndivaidually, the preferred

practice 1s to classi1fy them 1nto three categories as
3hown 1in  Annexure- C’. The treatment "~ expectations and
training 1nput requirements tfor each of the three classes

are given 1in the sam2 Annexure.

On the basis of the above classifications, the trainer

discussion with 1ndividual trainees, their preferences and

helps them 1n collecting maximun i1nformation about the

type, ciass, level of 1nvestment, sire of venture etc. of

their choice.

This information 1s then classified into several groups

industry such as chemical,

basec on the type and nature of

engineering etc. A team of expert advisers and counsellors

then selected on the basis of these groups. Keeping

training methodology adopted

are

that in vieuw, even the

counselling and discussions

involves individual personal

with team OT experts. The basic approach 1s to find out

how feasible a specific business opportunity 15 for the
indiviaual and which other relevant oppartunities cam be
that

explored by him instead of the approach being merely

of an 3uditor, 1t 1s to help and guige an entrepreneur in

solving difficulties and hindrences 1mplicit 1n a specific

opportunity. The transfer has to play a critical role of

satisfying the trainees and get the best out of experts

through co-ordination and liaison. As a result of this,

with one or two

most of the entrepreneurs are left

business opportunities with which they could proceed for

-
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final selection. Though the decision is not instantaneous,

the process enables them to gain confidence.

Trainer 's Role

Apart from 1ndividual counsellaing which the trainer
provides, it will be necessary to help and guide the
entrepreneur 1n his final decision by providing external

assistance and support. Such external help is not only
restricted to the supply of information but also extended

to counselling assistance. The trainer arranges requisite

visits to appropriate persons, orficers, i1nstitutions and

units 1n the region. The various supplementary resources

illustrated

which could be: tappeag for these purpaoses are

1N Annexure-‘'D'. At this stage, 1t 1s not only the:

trainer’'s ability, but also the entrepreneur’s initiative,
activity level and efforts which play an important role,
entrepreneur

The final decision 18 reached only after the

conducts his own market survey and 1s fully convinced

dbout the feasibility of the project. At present, as 1t 13

)
evolved, the BOG component takes the first tuwo weeks of an

EDP. The formal sezsions may be two or at the most four,
but the supporting sessions to supply relevant information

and 1mpart personal counselling take all the time.

Concluding Remarks

training-cum-counselling

Dnly carefully implementea EOG

sessi1ons can lay a strong foundation for the success of an
ECF. However, well planned and sound the rest af the



training programme may be, the. success will .ot be
forthcoming wunless business ooportunity guidance work 1S
carried out properly at the i1nitial stage. One cannot
build upon a foundiation mnxcﬁ 1§.nqt gstrong enough to take
the load of the eventual business venture. In other words,
x? the 1n1t;al decisi10on concerning the project |, is
defective, the project may eventually fail in actual

[ 4

practice or run 1nto serious troubles,

Our approach or objective 18 not to force a project choice
on  an entrepreneur. The decision has to be his cwn ] in
the sense that ne should feel responsible for it and
must pursue 1 t w¥th commi tment and conviction, This,
however, 1s not possible unless he goes through the whole
process at various stages intensively and personally. The
trainer can only facilitate and qu;chen the decision-

making process as also help the entrepremeur in avoiding a

false trail or from going i1nto a wrong direction.

Qur experience reveals that the trainer-counsellor will

have to strike a balance between carrying out efforts for

identi1fying business opportunities and simultaneously
counselling new entrepreneurs fér taking Ep these
opportunities. However, 1N many cases, oppaortunities
identi1fied may not be subsequently taken up by

This makes the trainer’'s role more

entrepreneurs.

difficult and oftén quite frustrating. ¥et, . it 1w fthe

1 -
understanding of the individual needs of entrepreneur

that can help the trainer 10 maintaining a balance between

the two possibilaties effectively.
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ANNEXURE -D

SUP?LEHENTAR? TRAINING RESOURCES FOR B 0 G

EXPERT/FACULTY MEMBERS

INSTITUTIONAL

LITERATURE

CONSULTANTS

TECHNICAL ENTREPRENEURS
EXISTING ENTREPRENEURS

TRADERS / SALESHMAN

PURCHASE OFFICERS AND
STORE-KEEPERS OF BIG COMPANIES
OFFICERS OF BANK AND FINANCIAL
INSTITUTIONS

INDUSTRY PROMOTION OFFICERS

RESEARCH INSTITUTION/
LABORATORIES

TECHNICAL INSTITUTIONS
GOVERNMENT DEPARTHENTS

TENDERS OF PUBLIC COMPANY OR
GOVERNMENT PURCHASE

STATISTICAL REPORTS-DISTRICTWISE
INDUSTRYWISE ETC

DIRECTORATE OF INDUSTRY

PROJECT PROFILES/PRODUCT DATA
MAGAZINE AND PERIODICALS

PROJECT REPORT OF EFINANCED UNIT, .
TRAINEES, CLIENTS ETC
GOVERNMENT PLANS AND BUDGETS
(STATE AND CENTRAL)
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INFORMATION SOURCES_ FOR
BUSINESS OPPORTUNITY IDENTIFICATION

- Shailesh Yagnik -

To identify a product, an entrepreneur needs a lot of
information. He can get the information from personal sources and
formal sources as well as impersonal written and oral sources.

A number of organizations and publications inform about business
opportunities and new products. There are primary and secondary

sources of information. In primary sources, a person has to
col lect information directly from the market. Secondary sources
are those which are publ ished by Govt. organizations,

consul tants, agencies, publishers, etc.

Sources will go on changing from subject to subject e.g. Forest

Products, Oceanography Products, Plasma Technology, etc. This
paper covers those references useful to entreprenseurs and

available at the EDI.

Product [nformation Bank (PIB)

Product Information Bank having 4080 products is being
maintained in the library to help trainers, participants,
entreprenseurs and others. Various sources such as journals,
newspapers, profiles, reports, etc. are used for developing PIB.
Nine fields viz. name of the product, title, source, page No.,
capacity of the plant, cost of the project, category (e.g. market
survey, feasibility study, project profile) and year, are covered
to retrieve the information.

Clipping Service on Business Opportunity

Thirteen newspapers are subscribed on a regular basis and thirty
two files are being maintained subject-wise at the library. This
help the users in keeping track of the latest development taking
. Place in different subjects. The useful files are as under :

= Agriculture

= Banks/Financial Institutions

» Economy/Environment & Policy

- Energy/Conventional & Non-conventional

= Foreign Trade/Export-Import/Foreign Policy/FERA
- Industry {(General)

= Small Scale Industry

e Agro Based Industry

= Chemical /Drug/Petrochemical Industry

S Electronic/Computer Industry

= Engineering Industry

- Other Industries (Diamond, Jewelry, Lather, Garments, etc.)
- Natural Resources

- New Products



Company Information

= Business Today

- Business World

= Business India ] iy .

- Kothari's Industrial Directory of India

- IDBI Industry & Finance

= Corporate Dossier (The Economic Times)
Investment Week Express (Financial

Overviews and General [ndustry

Information

- Annual Report, Ministry of Industry, Govt.

= Report on the Second All
Industrial Units (DCSSI)
- Survey of Indian Industry (The Hindu)

Survey of Indian Agriculture (The Hindu)
Economic Survey (Govt., of India)

FASSI Bulletin

ICSB Bulletin

= Laghu Udhyog

Statistics and Financial Information

Currency and Finance {(RB1)

Eight Five Year Plan .

Economic Survey (Govt. of India)

= Statistical Abstract (Govt. of India]
Monthly Abstract of Statistics {Govt.
= Statistical Production of Selected
= Annual Report (IDBI)

- Annual Report (I1FCI1)

- Annual Report (ICICI)

- DGTD Annual Report

= Industrial Databook

= Handbook of Industrial Statistics

= [IC Monthly Newsletter

- Rural Development Statistics

= India : Economic Information Yearbook
- Statistics Handbook (by each states)

- RBI Bulletin

of
I ndus

Market Information

- Sarvekshana

Kothari's Yearbook on Eusiness_and Industry

(FridaY)

Express) °

of India

India Census of Small

India)
tries in India

= National Directory of Consultants (Dirgctoryl
= Directory of Industrial Consultants {Direcktory)

= Industrial Researcher

= Corporate Observer

= Facts for You

= Advertising & Marketing

Scale
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Brand Equity and special supplement on product (The Economic
Times - Wednesday) i
The Strategy (Business Standard - Tuesday)

Special Supplement on Product (The Observer of Business &
Politics)

Market Surveys (EFY Publications)

Industrial Statistics

Investment Week Express (Financial Express)

New Product Information

Industrial Products Finder

Electronic Products Finder

Chemical Products Finder

Business Standard (Monday)

Financial Express

The Economic Times

The Observer of Business & Politics

2% Project Profiles on Electronics Vol. 1 - 1V

28 Project Profiles on Plastics Vol. [ & IV

Selected Seventyfive Highly Profitable Industries

Some Selected Project Profiles on Small Scale Industries
Viable Industrial Opportunities - The Vital Components 1in
Entrepreneurship

APIDC Project Profiles

APSFC Project Profiles

Kohima General EDP - Participants Project Reports Vol. I &
1.

Mizoram General EDP - Participants Project Reports Vol. 1[I
Women EDP, Bangalore

GITCO Series 1 - VI & VIIIT - X1I

UPC's Project Profiles for Industry

Guidelines for Investment in Chemical Projects

Project Notes on Electronic Products in Goa

Project Profiles on ELectronic Products in Goa. Vol. [ - Il
Medium Scale Project Opportunities in Mizoram. Vol. [ - Ll
Tourism Based Project Opportunities in Goa. Vol. I - 11
General EDP, Patna. VYol. [ = [II

DCSS1 Project Profiles. Vol. | - 111

Dharmapuri District's Project Profiles

How to Start Manufacturing Industries - Technological and
Investment Perspectives (UNIDO). Vol. | - IV.

SIDBI - Profiles of Tiny Sector Projects for North-Eastern
Region.

Project Opportunities in Tripura. Vol. I - 1V

Business Opportunities Identification in Ghana - FProject

Profiles. Vol. | - 11.
Selected Profiles for Women Entrepreneurs

SIRI - Profitable Home Industries and Spare Time Businesses
SIRI - Food Processing Industries

SIRI - Electrical & Electronic Goods Industries

SIRl - Selected Profitable Chemical Industries

DGTD - Product Profiles on Selected Industries. Vol. |

Science & Technology for Women (Compendium of Technologies!
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= Just for Starters - A Handbook of Smal l Scale Business
Opportunities

= Electronics Project Profiles. Vol. | - VI

> Proceedings of Technology Seminars

= SIRl - Handbook of Adhesives

- SIRI - Technology of Synthetic & Resins & Their Applications

= SIRI - Handbook of Electroplating Anodizing and Metal

Treatments
SIRlI - Soap Detergent and Perfume Industry
SIR!I - Handbook of Writing & Printing Ink Industry

]

= SIR! - Handbook on Rubber and Rubber Goods Industries

= SIRlI - Paint, Varnish & Lacquer Technology

- SIRI - Modern Techniques of Textile Dyeing, Bleaching and
Finishing

& SIR]I - Project Schemes on Selected Chemical Industries

- SIR! - 200 Profitable Chemical Industries

= SIRI - Modern Manufacturing Formulas

e SIR! - Handbook on Electronic Industries

= Formulary of Detergents and other Cleaning Agents

- Work from Waste

# Sources of Information for New and Small Businesses
- . Working at Home for Profit

= Appropriate Forest Industries

- Wealth of India

- Vorking for Yourself : The Daily Telegraph Guide to Self
Employment i

Technology Related Information

= Invention Intelligence

i Technology Information, Forecasting and Assessment Council
(TIFAC)

- Central Leather Research Institute

=~ Central Food Technologist Research Institute

G Central Machine Tools Institute

i Ahmedabad Textile Industry's Research Association

- National Chemical Laboratory g

- Central Glass and Ceramics Research Institute

= Central Building Research Institute

= Central Drug Research Institute

Mew Products (Additional Information)

- New Business (U.S.A.)

e New Business Incorporation (U.S.A.)

= New Business Opportunities (U.S.A.)

= Ad Business Report (New Business Report) (U.S.A.)
~ International New Product Newsletter (U.S.A.)
- Business I[deas (U.S.A.)

- New Product Newsletter {(U.K.)

o= New Product Survey (U.S.A.) g

- Business Opportunities (Singapore)

- Business Opportunities Digest (U.S.A.)

= Business Opportunities Journal (U.S.A.)




IST OF DIRECTORY/HANDBOOK

JSr.

Name of Directory/ Address of the Publisher

No. Handbook

g1. Handbook of Directory Bombay Market Publication,
of Industry 505, Arun Chambers,

Tardeo Road,
Bombay - 480 @34,

R2. Kothari's Industrial M/s. Kothari Enterprises,

Directory of India Kothari Building,
Utthama, Gandhi Road,
Madras - 680 @34.

g3. All India SSI1 National Small Industry

Directory Corpn. Ltd. (NSIC),
Laghu Udyog Bhavan,
Okhla Industrial Estate,
New Delhi - 110 ©020.

g4. Indian I[Industries - Indian Industries Pub.,
Reference Book & A/3, Everest,

Directory of Industries Tardso,
in India Bombay - 400 ©034.

#5. CEIl Directory - Confederation of Engg. Industry,
Technology in Engg. 23,26 Institutional Area,
Industry Lodi Road,

New Delhi - 110 003.

26. All India Directory of Media Agency Publication,
Woollen Silk & Textile 144, Manik Building,
Industries Worli Village,

Bombay - 400 @25.

&l Directory of 15,000 Business Exporters,
Indian Manufacturers - Post Box No., 94Z2,
Exporters, Suppliers F-5/3%, Krishan Nagar,

Delhi - 13- @51,

8. Dyestuff Industry in iNDEXTDb

India

Nanalal Chambers,
Ashram Road,
Ahmedabad - 380 009.




g9. Indian Electronics Electronic Component
Directory : ELCINA Industries Association,
408 & 797, Sahyog,
58, Nehru Palace,
New Delhi - 110 ©019.

19. IEEMA Directory Indian Electrical & Electronics
Manufacturers Association,
501, Kakad Chambers

132, Dr. Annie Besant Road,
Worli, =
Bombay - 400 @18.

1t.  Directory of Drugs : Universal Project Consultants,
and Pharmaceutical 263, Raj Tower - 11,
Industries G-4, Alaknanda Commercial Complex
; Kalkaji,

New Delhi - 11@ #19.

12 Indian Pharmaceutical Pamosh Publications
" Guide 506, Ashok Bhavan,
93, Nehru Place,
New Delhi - 11@ @19.

13. Indian Poultry Industry Crescent Printing Works P. Ltd.
Yearbook 14799, Connaught Circus,
New Delhi - 110 @01.

14. Chemical Weekly Buyer's Sevak Publications,
Guide 306, Shri Hanuman Indl. Est.,
Ambekar Road,
Wadala,

Bombay - 4900 #31.

15. Directory of Indién Central Food Technological
Processed Food & Allied Research Institute,
Industries Mysore - 578 ©913.

16. Directory of Machinery iNDEXTDb,
Suppliers/Manufacturers Nanalal Chambers,

Ashram Road,
Ahmedabad - 380 @09,

175 All India Textile Business Press,
Directory Maker Tower ‘E',
18th Floor,

Cuffe Parade,
Bombay - 400 ©#5.

2
-
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197

29 .

271

22.

23.

24,

255

26,

All India Readymade
Garments Exporter's
Directory

Rubber and Rubber Goods
Industry in India

Indian Plastics Guide

ACMA Directory

AIMO Directory

Dairy India

National Directory of
Consul tants

Handicrafts India
Yearbook

Handbook of Indigenous
Manufacturers
(Engg. Stores)

Apparel India Trade,
413, Commerce House,
Nagindas Master Road,
Bombay - 4060 ¢23.

iNDEXTb

Nanalal Chambers,
Ashram Road,
Ahmedabad - 380 0@89.

All India Plastics
Manufacturer's Association,
ASTRA Publishers Pvt. Ltd.,
lst Floor, Jeevan Sahkar,
Sir P.M.Road,

Bombay - 400 @@1.

Automotive Component
Manufacturer's Association
of India,

5-253, Greater Kailash - 1,

New Delhi - 112 @48,

All India Manufacturer's
Organization,

Jeevan Sahkar,

Sir P.HM.Road,

Bombay - 400 @@1.

P.R.Gupta
A-25, Priyadarshini Vihar,
Delhi - 11@¢ 292.

Apartment E-1,

Qutab Hotel,

Near Mehrauli Road,
New Delhi - 110 @16.

Handicrafts India,
72, Todarmal Road,
New Delhi - 11¢ 901.

Govt. of India,
Directorate General of
-Technical Development,
Ministry of Industry,
New Delhi,



26.

28.

29.

30.

Handbook of Indigenous
Manufacturers
(Chemical. Stores)

Hotel & Restaurant
Guide - India

World Importers
Directory

Chemical Weekly Drugs
Directory (covering
Bulk Drugs &
Fine Chemicals and
Pharmaceuticals)

New Delhi.

i R=98;

Intermediate

Govt. of India,
Directorate General of
Technical

Ministry of Industry, .

Development,

The Federation of Hotel &
Restaurant Association of

M-75 (Markset)
Greater Kailash - 11,
New Delhi - 118 @45.

Anupam Publishers
Mode! Town 111
Delhi - 110 @09.

Sevak Publ'ications,

306 Sri Hanuman Indl.
G.D.Ambekar Road,
Vadala,

Bombay - 400 ©31.

Est.

India,
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