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EXECUTIVE SUMMARY

This training manual was developed under the GIZ-develoPPP project, which aims to
enhance livelihoods within Ethiopia's dairy value chain. The project focuses on
establishing and equipping six dairy cooperatives with Milk Collection Centers (MCCs) in
selected woredas of the Oromia Region. A critical pillar for the sustainability of this
intervention is strengthening the business management capacities of these cooperatives.
A rapid capacity gap assessment conducted by DAB-DRT identified specific weaknesses
in areas such as financial management, record-keeping, good governance, and business
planning, which this manual is designed to address.

The primary objective of this manual is to enhance the entrepreneurial, business, and
financial management capabilities of cooperative leaders and members. Concurrently, it
aims to expand dairy farmers' technical knowledge in modern dairy farming practices.
The goal is to increase milk production, improve quality, boost farmers' incomes, and
ensure the profitability and long-term sustainability of the dairy cooperatives.

The manual is a comprehensive and practical guide structured into seven core training
modules:

& Introduction: Background and Objective of the Manual: Sets the stage
for the training, covering objectives, expectations, and workshop rules.

W Module 1: Overview of Dairy Farm Management: Introduces dairy farming
as a business, covering management functions (planning, implementation,
evaluation) and Key Performance Indicators (KPIs) for herd, feed, and
production management.

& Module 2: Cooperative Good Governance: Focuses on the principles of
transparency, accountability, and participatory decision-making. It details
governance structures, roles and responsibilities of organs (General Assembly,
Management Committee), and conflict management strategies.

W Module 3: Record Keeping and Data Management: This module covers
essential records for both farms and cooperatives, including financial, member,
inventory, and production data. Practical tools and formats are provided to
streamline data entry and analysis. Proper record keeping enables evidence-
based decisions, improves accountability, and supports compliance with legal
and cooperative standards. Enhanced data management practices help
cooperatives track performance, identify trends, and optimize services for
members, ultimately contributing to long-term sustainability and growth.

M Module 4: Financial Management: This module emphasizes financial
planning, budgeting, and control to ensure transparency, accountability, and
informed decision-making. Key components include assessing financial
viability, preparing cash flow and profit/loss statements, and implementing
robust internal controls.



M Module 5: Business Planning and Operations- Planning for Business
Growth: Guides cooperatives through the process of developing and
evaluating business ideas, formulating growth strategies, and creating
actionable business plans to secure funding and guide strategic expansion

@ Module 6: Customer and Market Management: Equips cooperatives to
conduct market research, understand customer needs, analyze competitors,
develop marketing strategies (the 8 Ps), conduct supplier analysis, and
negotiate effectively.

® Module 7: Evaluation & Next Steps: Provides a framework for evaluating
the training's impact and planning for the application of learned skills.

The manual is designed to be highly interactive and participatory. It employs a variety of
adult learning methods, including:

¥ Brainstorming and group discussions

I Case studies and practical exercises (e.g., profit/loss calculation)
I Role-playing and simulations

I Visual presentations and Q&A sessions

This approach ensures the training is engaging, relevant, and directly applicable to the
daily challenges faced by the cooperatives.

By utilizing this manual, trainers will be equipped to deliver a program that enables dairy
cooperatives to:

VIOperate with greater financial transparency and accountability.

MImplement sound governance practices that build member trust.

VIDevelop and execute strategic business and marketing plans.

MImprove milk quality and yield through better farm management.

VISecure better prices for members' milk through collective marketing and
improved negotiation.

MUItimately, achieve economic sustainability and significantly improve the
livelihoods of their member farmers.

This manual serves as a vital capacity-building tool, directly contributing to the
resilience, profitability, and growth of the dairy sector in the Oromia Region.



1.INTRODUCTION: BACKGROUND AND OBIJECTIVE OF
THE MANUAL

The German Federal Ministry for Economic Cooperation and Development (BMZ)
through its develoPPP program, supports private-sector initiatives that combine
entrepreneurial goals with development policy objectives. Partnering with Sebeta
Agro-industry PLC, GIZ is working to enhance livelihoods within Ethiopia’s dairy
value chain by establishing and equipping six dairy cooperatives with milk collection
centers in Oromia Regional State. The project aims to establish and capacitate six
dairy cooperatives with milk collection centers (MCC) in Sebeta, Debre Libanos,
Degem, Kuyu, Sululta and Wachale woredas of Oromia region.

It places a strong emphasis on empowering smallholder farmers through training
programs for improved milk production, farm management, and organic fertilizer
production from cow manure through vermi-composting. Sebeta Agro-industry
"Mama Milk" brand aims to address dairy infrastructure gaps in rural Ethiopia. To
ensure the sustainability of this intervention the participating cooperatives need to
be capacitated in business management. The aim being that through rigorous
bookkeeping and the ability to manage cash flow they can successfully recognize
and achieve profits.

DAB-DRT Firm has been contracted by GIZ-develoPPP to conduct a rapid capacity
gap assessment of the cooperatives. This assessment will identify specific
weaknesses and inform the development of a customized training manual. To this
end, the manual is designed to address the cooperatives’ unique needs through
targeted training and mentorship, ensuring they can operate independently and
profitably in the future.

As such, this manual is a collaborative effort to boost rural livelihoods, improve dairy
production, and promote sustainable agricultural practices in Ethiopia’s dairy sector
through capacity-building and support private sectors.

The training manual is designed to enhance the entrepreneurial, business, and
financial management capabilities of cooperative leaders while expanding dairy
farmers' technical knowledge and skills in modern dairy farming practices. By
strengthening these competencies, the program aims to increase milk production
and improve quality, directly boosting farmers' incomes, profitability, and
sustainability of the cooperatives business.

The manual shall guide you along the various steps. It is structured into 7 modules:

Each module starts with the rationale for the entire module, followed by an overview
of the sessions; then, the different sessions are briefly described with their
objectives, and Methods and how to proceed



Table 1: Structure of the manual

Session Time
1 Welcome& self-introduction 45’
2 Objectives 25’
3 Expectations of participants 30°
4 Program overview 15’
5 Workshop Principles & Rules 20’
1.1. Definition, Learning Objectives, 120°
1.2. Functions of Dairy Farm Management 25’
1.3. Key Performance Indicators and Standard 25’
2.1. Purpose of Cooperative 60’
2.2. Pillars, Values, and Principles of Cooperatives 10’
2.3. Principles of Good Cooperative Governance 40’
2.4. Governance Performance Indicators 40’
2.5. Good/Bad Cooperative Governance 20’
2.6. Governance Structures 40’
2.7. Roles and Responsibilities of Governance Organs 40’
2.8. Conflict Management and Resolution 40’
3.1. Objectives and session action plan 20’
3.2. Importance of Recordkeeping 60’
3.3. Types of Dairy Cooperatives Records 30°
3.5. Recordkeeping Practical Exercise 30°
3.6. Inventory and Stock Management record 30’
4.1. Objectives and Importance of Financial 20’
Management 60’
4.2. Responsibilities in Financial Management 30’
4.3. Assessing Financial Viability 30’
4.4. Financial Planning and Budgeting 120’
4.5. Preparation of Financial Statements 100’
4.6. Financial Controlling and Monitoring 100’
5.1. Understanding the Business Plan 30°
5.2. Developing and Evaluating Business Idea 30’
5.3. Business Growth Strategies 30’
5.4. Designing Business Growth Plan 120’
6.1. Market Research and Analysis 60’
6.2. Understanding Customer Needs & Wants 30’
6.3. Competitor Analysis and Differentiation 60’
6.4. Developing a Marketing Plan (8 Ps) 30’
5.5. Costing, Price-Setting, and Profit Maximization 30’
6.6. Supplier Analysis and Negotiation Skills 30’
6.7. Negotiation Strategies and Phases 30’
6.1 Self-confidence to conduct a training 15’
6.2 Training evaluation 30’
6.3 Closing and Next steps 30




1.4. Welcome & Self-introduction

0)
% Rationale

The first hours of training are decisive for the entire duration: the atmosphere is
being created, participants will get to know each other and will learn about the
background of the training and check on their own learning requirements. The
methods we apply are exemplary for the whole training.

The first question a participant has in mind is to find out,

- Who the fellow-participants are,
- Why the training was organized (background and learning objectives)

- What the contents of the entire training will be (thus, an overview of the
program needs to be provided as early as possible)
- How the rules and working modalities will look like (working schedule, ground
rules, responsibilities).
- How logistics are arranged.
This provides a good frame and security for the participant so that he/she does not

have to worry about all these points and can concentrate on the different aspects of
the training.

gESuggested session plan

1.1 Self-introduction of participants 30
(@) Mutual interview 15
(b) Sociometrics

1.2 Objectives 25

1.3 Expectations of participants 30

1.4 Program overview 15

1.5 Workshop principles & rules 20"

1.4.1. Self Introduction of Participants
@ objective

By the end of the session, participants will be able to:

Understand the purpose of the training

MKnow each other, the facilitators (a) the professional background and experience (b) a
little about their personality and in the process help participants to relax at the
beginning of the training.

MList the key objectives of the training

MParticipants discover of each other:
MGet a first link to the topic.




=

—~" Method and materials

(a) Mutual interview

1. Ask participants to pair up with someone they do not know/know least.
2. The pair then interview each other on the 5 questions listed and take note.

Self-introduction

Name
Background

Cooperative/organization
Function/roles
Find a symbol representing your personality

3. The pair then present each other to the plenary.

Self-introduction of participants
m!(b) Sociometrics
1. Ask participants to get up, as we want to use a different method forgetting to
know each other
2. Ask the participants ...
a. to line up in order of the years of membership/ without talking

b. to group themselves based on their roles in cooperatives

c. to group themselves according to the number of trainings they attended,
who did not.

d. to position themselves according to the coop/kebeles from which they
come (northeast, south, west of the training location)

EMaterials
PowerPoint presentations, projector
Flipchart, markers, notebooks and pens
1.4.2. Expectations

@ objective

To make participants think about their expectations and to express them.

To find out participants’ expectations regarding the training.

To initiate participants to understand the expected outcome and the different
dimensions of learning (knowledge, skills and attitude).

Y

——~"(a)Method: Visual presentation




Tips

Cut A4 papers into three equal sizes; give 2 for each with a marker and collect,
shaffle and read load. Put on the on a flipchart and put on the wall if there is space
for that. Otherwise show PPT Slide.

Emphasize the learning objectives.

Encourage participants to ask for clarification.

=
—— Method: Anonymous card collection

“What are the two

¢ Present the taslg
D - main points that I

want to learn in this

training?

¢t Distribute blank cards and markers and let participants write on the cards; collect
the cards and shuffle them.

% For each card, be sure to show and read out the cards.

¢ As you pin the individual cards, cluster cards with similar ideas, together with the
participants.

¢ Find headings to the clusters summarizing the main points - together with
participants.

t During the summary, link to the training objectives by indicating where the
different points mentioned will be tackled - and which ones will not be dealt with
and why.

Materials

A4 paper, paper cutter, flipchart, scotch tape

1.4.3. Program Overview

&

Objective

1) To give participants an overview of the training program so that they know what to
expect and when.

@ Method: Visual presentation

1. Present the program outline as shown, either on a flipchart or pin-board.
2. Keep this program outline somewhere where it is visible by the participants,
always.

You may need to write programme for the day on the flipchart and post where
everyone can see.



Morning

8:30

10:00

1:00

Afternoon

3:30

5:00

Hints

1. Refer to the expectations and link where in the program the different expectations
will be addressed.

2. Mention that a more detailed program will be presented at the beginning of every
day.

gMaterials

Flipchart, markers, and scotch tape

1.4.4. Workshop Principles & Rules
@ objective

Participants agree on:

a. common rules to abide by during the training

b. the consequences when rules are not followed
Cc. responsibilities.

Tl
JQ%Method: Brainstorming, visualized discussion

Ask a discussion question: what rules and principles should we follow during this
training?

M Agree on the schedule using the suggested schedule of the training
program.

MInvite participants to suggest rules and principles that should be followed
for a successful training. For each suggestion, invite other participants to give
their Mopinions and reach a consensus. Discuss the consequences on the
learning atmosphere and outcome if rules are not kept.

MAgree on realistic penalties for rule breaking.

(On recap) Explain that each day will begin with a short recap of the main learnings
of the previous day. This is to be done by the volunteer who signed up for that day
and can be done orally or with the help of the program of the previous day or any
other media. It should be kept short. (maximum 10 min)

10



Ground Rules

Ask participants, based on their hopes and fears, what would help create a
supportive learning environment. Answers could include time for questions, respect,
being on time etc. Take notes on the flipchart and make sure that you have named
the key ones if they haven't been mentioned:

Be on time
Participation
Keep mobile Silent
Listen to each other
Respect others' ideas
No side talk/one meeting, etc.
Keep the agreements on the wall for the remaining training as a reminder.

Highlight that the participants are expected to participate and that the training is
designed to be interactive.

Tips
e [Recap should not exceed 10 minutes

e [Its refresher on the day before i.e. short summary of the day
e [MYou can add personal view or others ‘view connecting to key learnings

|§| How to present?

% Can be orally
% Using program of the day

% You can use symbols, drawings or illustrations, as creative as possible and
interesting for your colleagues

11



MODULE 1: OVERVIEW OF DAIRY FARM MANAGEMENT

S
Rationale

Dairy farming faces several major challenges as a business, including fluctuating
milk prices, high production costs, farmers' lack of technical and financial
management skills, and the need for more efficient management practices. The
Need Assessment (NA) finding shows that the lack of technical skills for better
forage production and dairy farm management directly leads to low milk
productivity, high calf mortality, and herd health issues. These factors make it
difficult for dairy farmers to keep their operations profitable and sustainable.

So, the session is aimed at equipping the cooperative leaders and dairy farmers with
the knowledge and skills on dairy farming as a business and dairy farm management
functions.

The sessions will highlight the following topics:

MDefinition of dairy farm management
MDairy farm management functions
MDairy farm management KPI

gESuggested session plan

Time
2.1. Definition, Learning Objectives, 25’
2.2. Functions of Dairy Farm Management 45’
2.3. Key Performance Indicators and Standard 25’

@ objective

By the end of this session, participants will be able to:
1. Define farm management and explain its specific application in dairy farming; and
2. Identify the core functions and key management areas of a dairy farm operation

JgiMethod:

Brainstorming, visualized discussion
Q&A

PowerPoint presentation
Group works

1.1. Definition, Learning Objectives, Key Aspects and Training
Approach

ﬁ What is Dairy farm management?

Farm: An economic unit that produces outputs from inputs using natural resources
and human-made elements.

12




Farm Management: The process of making decisions about how to use limited
resources for chosen activities to achieve farm objectives, like maximizing profit or
meeting other goals.

Dairy Farm Management: Activities focused on maximizing milk production, herd
health, and farm profit. This includes:
VDaily Operations: Overseeing livestock care, staff, equipment, and facilities.

MProduction Management: Planning feeding, monitoring milk output, and
ensuring health/safety compliance.

MAdministration: Handling finances, budgeting, and purchasing supplies.
VIStrategic Planning: Guiding the farm's long-term direction.

1.2. Dairy Farm Management Functions

Like other management responsibilities, dairy farm management encompasses three
key management functions: Planning, Implementation, and monitoring and
evaluation (or controlling).

For theoretical purposes, it may be convenient to separate the functions of dairy
farm management; however, in practice, these functions are overlapping in nature,
meaning they are highly inseparable. Each function blends into the other, and each
affects the performance of the others.

1.2.1. Planning

Planning is the fundamental function of dairy farm management. It involves deciding
in advance what to do, when to do it, and how to do it. Additionally, planning is
systematic thinking about the ways and means for achieving predetermined goals. It
bridges the gap between where we are and where we want to be.

The planning aspect of dairy farm management consists of the following
components:

MAssessing the internal and external situation of the dairy farm.

MSetting an objective.

MStrategy design.

MActivity design and resource planning

MDeveloping key performance indicators and monitoring methods

Let’s look at Obbo Abdisa Yadata dairy farm case as an example.

Obbo Abdisa Yadata owns a farm in Sardo kebele, Ada’a woreda. He has three local
breed cows that produce an average of 1.5 liters of milk per cow each day, and he
seldom delivers his milk to his cooperatives when village collectors don‘t come. One day,

Obbo Abdisa attended a dairy farm management training held in his village and decided
to improve his dairy farm using the knowledge and skills he gained from the training. He
then began continuous consultations with his kebele extension workers and followed
their advice.

The first action he took was to record his dairy farm expenses and income, as indicated
in Table 2.

13



Exercise 1
Step 1: Calculate the profit and loss of ObboAbdisa dairy farm with 3 local breed cows.

Step 2: discuss his dairy business and recommend what he needs to improve and how?

Table 2: Obbo Abdisa dairy farm profit/loss calculation with 3 local-breed
cows

Types of records Unit Quantit Unit Price Total
Yy price

1. Expenses/costs

Input and service costs
Vaccination Rounds 9 450
Treatment Lumpsum 9 300 2700

Herding per month Months 12 1500 |
Supplementary feed (Firushka/atela) Months 8 70
Total costs of inputs and services
Labor costs
Milking (30 minutes /day/cow for 180 days) MD 33 400
Transport to market (20 minutes/day for 180 MD 8 400
days)

Cleaning barn (20 minutes/3-days for 180 MD 4 400
daysO

Total labor needs and costs MD 29

Total cost (Total costs of inputs & services + total costs of labour)

2. Income

Milk Liter 810 55

Manure kg 1,095 1

Calves Number 2 10,000

Total income
3. Profit or loss? (Total income - Total cost)
Unit cost of production (total cost/milk produced)

As you see from the result Obbo Abdisa’s unit cost of production is higher than the
market price of milk. He used to lose 0.2 birr/liter.

@What should Obbo Abdisa do? Facilitate these questions in plenary to harvest
the opinion of the trainees and reflect carefully!

Ji%Method: Brainstorming

Yes, as per your suggestion and recommendation, Obbo Abdisa has decided to
change his local breed cows to improved breeds and increase his farm milk
production in consultation with his kebele extension workers.

Finally, Ato Abdisa has planned the following farm objective:
To change the three local breed cows to crossbreed in the next 3 years:
#Strategy:
e To get a loan from MFI and buy two crossbreed cows

e To get one cross-breed cow through cross-breeding of the local using Artificial
Insemination (AI)

14



To produce 12 liters/cow/day and 36 liters/day/farm
+#=Strategy:
e Improved forage production
e Improved feeding
¢ Improved routine farm management

Implementation refers to the execution of planned activities according to the
schedule and allocated resources, to achieve the intended results. The
implementation function includes the following key responsibilities:

MFulfilling the necessary human and non-human resources required to
realize the farm objectives. The resources could be mobilized internally or
from an external source,

VOrganizing and leading farm human resources efficiently and effectively.

The evaluation and control function of dairy farm management includes three key
steps: measuring performance, comparing the plan against actual achievements,
and taking corrective action. These processes are often combined because they are
intertwined, with the farm owner inquiring about its performance and identifying
necessary changes for success. The fundamental question to consider in each of
these processes is presented below:

Evaluation
The evaluation process asks the following three key questions:

MWhere are we now in comparison with where we want to be(plan)?
MWhat lies ahead that can affect the farm either positively or negatively?
MWhere will we end up if we continue the current path?

Answering these questions is what we mean by evaluation. The process provides
what we call “gap analysis”.

Control

After the farm (farm owner) has evaluated its performance, the farm (farm owner)
should answer the question “what changes need to be made, how and where?”. The
decision to make changes or not is the beginning of the control process.The
following figure provides a summary of the evaluation and control process.

Figure 1: A summary of the evaluation and control process

KEY ACTIVITIES IN THE EVALUATION AND CONTROL FUNCTION

The specific activities in the evaluation and control function include:

MDetermining if the farm is achieving the desired objectives.

MEnsuring the objectives and associated strategies remain relevant while
implementing the farm plan.

MDoing periodic gap analysis between what is planned and achieved.
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MEnabling the farm to be flexible as the farm environment changes.

MEnsuring appropriate control mechanisms for the different farm management
areas, personnel, financial, and other strategic issues.

MDesign a support structure for the evaluation and control process within the farm.
MFinding and sharing farm best practices

Finally, it is worth mentioning that the evaluation & control process requires a clear
plan and measurable targets.

1.3. Key Performance Indicators

Key Performance Indicators (KPIs) are diagnostic and benchmarking tools allowing
dairy farmers to improve their farm. So, appropriate recording and analysis of each
dairy farm activity and costs are a prerequisite to compare your farm results with a
standard (see milk production cost recording formats in the annex), as well as to
know whether you are making a profit/loss.

Table 3: Dairy Farm Management Key Performance Indicators

Key Performance Indicator Measurement unit

1) Herd Management

Percent of productive cows

Herd Structure (% of replacement heifers, Cows older than
4, 6, 8 years, Type of breed [cross breed/local breed], etc.)

Herd size

2) Feed and Feeding Management

On-farm forage production

Proportion of feed covered from on-farm source (on-farm
forage production, other sources such as crop residue,
natural pasture...)

Availability of good-quality forage for cows' feeding

Total feed cost % of total dairy farming cost,
amount in ETB

3) Youngstock Management

The average weaning age of a female calf

Average age of the heifer at first insemination

Average age at first calving

Regular access to clean drinking water

4) Milk Production

Proportion of adult cows milking

Average milk production per cow per day

Average lactation period

Farm milk production per day/month/year Liter

Cows with a milk production performance record %, number

5) Fertility Management

Time from calving to first heat

Average service per conception Number

Cows conceiving through Artificial Insemination

Average inter-calving interval

Average gestation period

Cows aborted

Cows with a breeding performance record

6) Health Management

Cows/heifers with health records Number, %
Cows/heifers received internal &external parasite prevention Number, %
Cows/free of mastitis

Cows/heifers with health problems Number, %
On-farm mortality rate Number,

7) Housing &Manure Management
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Waste disposal rate

Percent of manure used for biogas

Type of bedding used

Amount of water used for cleaning liters

8) Milk Processing &Marketing

Milk soled liters

Butter produced

Milk product sold

Exercise 2

Obbo Abdisa bought two crossbreed cows using a loan from his kebele Rural Saving and
Credit Cooperative (RUSACCO) and one crossbreed cow through crossbreeding his local
cow with AI. He has also improved his farm management and increased milk production.
Let’s calculate his dairy farm profit or loss and evaluate it according to his plan.

Step 1: Calculate the profit and loss of the Obbo Abdisa dairy farm with 3 crossbred cows.

Step 2: Discuss the changes you realized in his dairy business and recommend areas he
still needs to improve, and how

Step 3: Is this change possible based on your experience?

Table 4: Dairy farm profit/loss calculation with three cross-breed cows

Milk Production with 3 cross-
breed cows Q Total Price

1. Expenses/Costs
Input and service costs

Minerals kg 12 100 1200

Vaccination Round 12 50

Medication and treatment Round 6 500 3000

Roughage kg 8432 10 84320
100kg

Concentrate feed (mixin) bag 12 1200 14400

Fertilizer 50kg bag 1 5000 5000

Forage seed kg 1.5 2000 3000

Transport to market (donkey cart) Frequency 610 50 30500
Total costs of Inputs and services

Labor costs

Feeding and Watering MD 50 400

Milking MD 114 400

Water fetching MD 30 400

Land preparation for forage

production MD 1 400 00
Sowing of forage seed MD 1 400 00
Weeding MD 1 400

Cut and carry MD 5 400 _
Silage making MD 5 400 _
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Cleaning barn (30 minutes/3-days

for 305 days) MD 6.5 400 -
Transport to market MD 8 400 _
Total Labor needs and costs MD 221.5 _
Total cost (Costs of inputs & services + cost of labor) m

2. Income _
Milk Liter 10980 55
Manure kg 2190 1
Calves Number 3 15,000
Total Income

3. Profit or loss? (Total income - Total cost) O
210

Unit cost (Birr per liter)
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MODULE 2: COOPERATIVE GOOD GOVERNANCE

S
Rationale

Cooperatives in Ethiopia face several challenges that hinder their growth and
effectiveness. These include a lack of awareness and training, insufficient support
and weak regulation, governance and accountability issues, and limited access to
resources such as capital and infrastructure. The NA finding indicated that the
absence of formal training on Cooperative Good Governance (CGG) is undermining
the ability of cooperatives to adhere to principles of transparency, accountability,
and participatory decision-making.

Effective governance, built on principles like transparency, accountability, and
participation, is crucial for cooperatives to achieve their social, economic, and
cultural objectives for their members.

So, this session is aimed at equipping cooperative leaders and members with
knowledge and skills:

MPillars, Values, and Principles of Cooperatives

MPrinciples of Good Cooperative Governance

MGovernance Structures of the cooperative and the roles and responsibilities of
each organ

MConflict management and resolution

EESuggested session plan

2.2. Principles of Good Cooperative Governance 30°
2.3. Good Governance Performance Indicators 10’
2.4. Good/Bad Cooperative Governance 20’
2.5. Governance Structures 40’
2.6. Roles and Responsibilities of Governance Organs 20
2.7. Conflict Management and Resolution 30’
@ Objective

By the end of this session, participants will be able to:

Describe and explain the governance structure of cooperative and roles and
responsibilities of each organ

Characteristics of good and bad cooperative governance
Causes of conflicts in cooperatives and how they can be resolved
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—
Jg Method

= Brainstorming, visualized discussion
= QRA

= PowerPoint presentation
= Group works
»= Role pla

3.1. Principles of Good Cooperative Governance

ﬁ Definition and objective of good governance

Good governance refers to the structures, processes, and practices that ensure a
cooperative is managed effectively, transparently, and in accordance with its values
and principles.

Objective of good governance

M To increase the confidence of the Cooperative’s different stakeholders in its
work, increasing its long-term value.

M To ensure a proper balance in the functioning of the Members’ Assembly,

M Supervisory Board and Management, as the central governing bodies of the
Cooperative

M Ensure transparency among the various governing bodies of the Cooperative,
generating relevant, timely, reliable, and verifiable information, minimizing
conflicts of interest therein.

3.2. Characteristics of good governance

@ Based on the above definition, would you please describe the characteristics of

good governance? Please facilitate this section using the Q&A method in
plenary and then link their reflections with the characteristics listed below.

a) Participation: all members have a voice in the decision-making process either
directly or through the organs that represent them.

b) Transparency: all processes, decisions, transactions and relevant information
are handled in a transparent manner and are accessible to all those concerned.

c) Responsiveness: the cooperatives should serve all stakeholders equally within a
reasonable timeframe.

d) Consensus Oriented: the general assembly and stakeholders should reach
consensus on the overall benefits and strategic plan of the cooperative.

e) Accountability: clearly defining who is accountable to whom depending on
whether decisions or actions taken are internal or external to an organization or
an institution. or actions.

f) Rule of Law: good governance requires fair legal frameworks and bylaws that
are enforced impartially

g) Equity and inclusiveness: a cooperatives wellbeing depends on ensuring that
all its members feel that they have a stake in it and do not feel excluded from the
mainstream of society.
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h) Legitimacy and Voice: the establishment and organization of the cooperative
based on members’ volunteering; legal registration of the cooperative; holding of
periodic fair and democratic elections of the management committee and other
committee members as deemed necessary.

i) Strategic Vision: cooperatives need to have a short, medium and long-term
strategic vision to operate successfully, given that there will be changing
conditions that could act as an opportunity for or threat to their existence.

Exercise 3

In your group, compare a dairy cooperative with good governance and bad governance and
present the result for the rest of the group

The consequence of a dairy | The consequence of dairy cooperative
cooperative with good governance with bad governance

3.3. Good Governance Performance Indicators
Good governance is indicated by:

MExpanding the range of services to members (e.g., increasing involvement in
bulk procurement of inputs, starting with marketing farmers’ produce, offering
small loans to members, collaborating with VET services, and helping farmers
access vet services, etc.)

MLower prices for inputs; better selling price for farmers’ produce, due to
adequate bargaining power

MInvestments in assets, e.g., for adding value to farmers’ produce
(e.g. processing)

MAnnual “profit”/ dividends paid to members

MGrowing number of members

3.4. Characteristics of Bad Cooperative Governance
The following practices characterize bad cooperative governance:

KIndividualism rather than collective decision making

KLack of consensus

KLimited or no participation of members in the affairs of the cooperative
KlLeaders do not follow the rule of law

XIGovernance is not equitable and inclusive

KLeadership is unresponsive to the needs of members

XLack of accountability
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Let’s examine the history of Obbo Abdisa’s involvement with his cooperatives.

=0bbo Abdisa is a member of a dairy cooperative in his kebele, but he has never
attended any meetings, has never paid the monthly membership fee, and rarely
delivers milk to the cooperative. = The dairy cooperative was also struggling with a
lack of good governance, poor service for members, and a lack of trust by members.

w=After attending cooperative good governance training organized by the woreda
cooperative promotion agency, Ato Abdisa has started attending meetings, delivering
all the milk to his cooperative, and buying feeds from his cooperative.

wThe cooperative leaders have also restructured the leaders, started proper
recordkeeping, improved service provision for members and built trust and
confidence of their members.

3.5. Governance Structures in Cooperatives

A cooperative governance structure is a system of leadership and control within a
cooperative, designed to reflect its member-owned and democratically controlled
nature. It differs from traditional corporate structures by emphasizing member
participation, accountability, and the fulfilment of the cooperative's purpose while

upholding its values.

Table 5: Governance structure of cooperative vs other organizations

Characteristic

Cooperative

Other organizations

Usage of offered
services

Strong expectation that members
use the services of coop

Not mandatory

(e.g. members  of  industry
association do not have to use the
services)

Voting One person - one vote One share - one vote
(e.g. in shareholding companies)

Transfer of | Shares are not transferable from : Shares are freely transferable, but
shares one member to another. the withdrawal of capital is not

Any member of the cooperative | possible

can withdraw his/her capital by

giving due notice to society.
Capital Mobilization of large amounts of | Mobilization of capital for large

capital is not realistic. investment is possible
Membership The minimum number of members | Other forms of organizations have
size required to start a cooperative | a limit

society is 10 and there is no

maximum limit.
Locality of | Members are in a particular place | Members (shareholders etc.) are
members or town generally scattered over a wide

geographical area

Ownership and
control

Members belong to the same area.
This makes it very convenient for
members to attend all meetings
and take active part in the
management of the cooperative
society

Members of companies tend to be
scattered over a wide area.
Therefore, they are not able to
attend
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3.6. Roles and Responsibilities of Governance Organs

@ As a member of the cooperative management committees and/or governing

organ of the cooperative, what are your roles and responsibilities? Please
facilitate this section using the Q&A method in a plenary session. Start from
their experiences and knowledge at hand and build on their reflection.

Cooperatives have a distinctive governance structure based on member ownership
and democratic control. Key features include a member-elected management team
appointed by the board and a strong focus on member participation in decision-
making. This structure aligns with the cooperative principle of "one member, one
vote," ensuring all members have a voice in the cooperative's direction as illustrated
in Figure 2 below.

General Assembly
Election Reporting/ Reporting (about compliance of
asking for management with laws/ rules)
approval
Management committee Control committee

bout day-to-
making- process; delegation (about day-to

Informing about decisions Reporting
and involving into descion- I P
of tasks day activities)

Manager

Hire and deligate Reporting (about day-
staff to-day activities)

Operation staff/ employees
(e.g. manager of the rice
processing hub, operator,
accountant of coop,...)

Figure 2: Organs of the cooperative governance structure
3.6.1. General Assembly

The General Assembly (GA) is the supreme governing body of a cooperative,
composed of all its voting members. It's responsible for making key decisions and
setting the overall direction of the cooperative. Here are the roles and
responsibilities of GA in detail:

MPolicy Making: The GA is the highest policy-making body, setting the overall
direction and goals for the cooperative.

VIDecision Making: it approves major decisions, including those related to the
cooperative's operations, finances, and membership.
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VIElection of the management and supervisory committee: the GA elects the
board of directors, management committee, and control committee who manage
the cooperative's day-to-day affairs.

IReview of Operations:The GA reviews the cooperative's performance and
financial statements, ensuring transparency and accountability.

VISetting rules & regulations as well as amendments to Bylaws: The GA may
amend the cooperative's bylaws, which govern its operations.

VDepending on the cooperative's specific rules, the GA may also handle other
important matters, such as approving budgets, admitting new members, or
dissolving the cooperative.

VIEndorses business plans and budgets

MOversight of works done by various committees

The management committee of a cooperative society plays a crucial role
in overseeing the organization's operations, ensuring its financial health, and
upholding cooperative principles. They are responsible for setting strategic
directions, managing finances, ensuring legal compliance, and representing the
interests of the members.

This committee comprises not fewer than three members but not more than nine
members. The management committee consists of the chairman, vice chairman,
secretary, treasurer, and such other committee members.

Functions of management committees

a) Day-to-day running of the cooperative

b) Opening and operating a cooperative bank account

c) Savings mobilization

d) Procurement of goods and services

e) Collective marketing

f) Representation of cooperative in different forums

g) Crafting of a budget and workplan for the cooperative

h) Conflict resolution

i) Identification of problems and opportunities for the cooperative.
j) Enforcement of the Act, by laws and internal regulations of the cooperative
k) Keeping all the accounts and books of society.

24



Leader

Chairpe
rson

Secretary

Treasurer

Role

Team
leader

Records and
communicatio
n
management

Financial
management

Responsibilities
Provide overall leadership in the
management of the cooperative
Ensure the cooperative policies
are formed
Call the meeting to order and
chair the meeting
Maintain  discipline in
meeting
Ensure the meeting follow the
procedure
Ensure resolution and work
plans related to the cooperative
are extended
Facilitate solutions to conflicts
between members
Present plans and strategies for
cooperative growth
Signatory to the cooperative
account
Ensure effective communication
to matters related to the
cooperative
Manage group records such as
membership  register, keeps
attendance register, make
record management decision
Plans group functions, develop
agenda for meetings and
schedule meetings
Signatory to

the

cooperative

account

Reads aloud minutes at all
meetings

Receives cooperative collections
and ensure that they are
deposited

Manage cooperative fund

Keep financial records
Safeguard cooperative funds
Issues of receipts on
transactions involving group

funds
Report to the cooperative the
financial position of the group

Desired qualities

Respected

Dynamic

Visionary
Trustworthy

Fair and capable of
being neutral
Strong personality
Tactful

A good listener
Patient

Organized

Punctual

At easy speaking in
Infront of people
Business attitude
Confident

Literate

Capable of
maintaining records
Trustworthy

Honest

Always available
Punctual

Business minded
Secretive
Committed

Keen on detail

High numeracy
skills

Trustworthy
Reliable

Responsible

Literate
Committed
Has an
detail

eye for

Table 5: Desired qualities and responsibilities of the management committee

Term of Office and Remuneration of the Management Committee

e [MNo member of the management committee shall

cooperative business

make a profit from

e No member shall receive salary from the cooperative in respect of his duties

e [MMembers of the management committee shall receive allowances such as
transport subsistence whenever they are out on cooperative business, however

this should be approved by the Register of Cooperatives.
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e MMembers of the committee shall ensure that due diligence is taken when
executing cooperative business, as negligence, default, or breach of duty will
make them liable for an offence.

e [MThe term of office for the management committee shall be 3 years; however,
every year elections are supposed to be held and one third of the members of
the management committee shall retire from office.

e MIf a post on the management committee becomes vacant before the end of
the financial year, the management committee may opt for any member from
the cooperative to fill the post.

This committee is made up of not fewer than three members but not more than five
members and this committee is set up when the cooperative membership is above
fifty members.

Duties
MAccountable to the GA, and roles and responsibilities can be found in the coop
bylaws.
MSupervise operations of the management committee
MAscertain the authority and validity of all expenditure
MExamine cooperative accounts
MEnsures that there is proper record keeping
MPresent a report on the Annual General Meeting on the cooperative’s situation.
MControl the financial, human, and physical resources of the cooperative
MRecommend how to improve the effectiveness and efficiency of cooperatives

The accountability of cooperative managers shall be to the management committee
or board heads and have the following duties and responsibilities.

Duties
VEffectively lead the cooperative operations based on his duties and
responsibilities to achieve the goal,
MLeading, organizing, controlling, and solving problems of cooperatives,

MAnalysing policy issues, implementing operations based on law, regulation,
and directives,

VPrepare a business plan or operational plan, as well as a budget and
operational directives, and then put them into action once approved.

MHire cooperative workers, manage, and evaluate cooperative workers based
on cooperative staff organization and management guidelines.

MOpen a bank account with the other management committees and make
payments based on the responsibility and delegation given.

VProperly managing a cooperative book of accounts and facilitating an audit
service at least once a year.
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VIAdvising the management committee to manage the cooperative operation
properly and create the latest operational systems. MControl properly and
proper the cooperative's money, assets, and materials to maximize the
efficiency of the cooperative

MSubmit operational reports to the management committee or board as
needed and on time.

MPerforms additional tasks that are assigned by the management committee
or board.
Operation staff/employee

Staff members are responsible for the efficient and effective execution of the day-to-
day operations of the cooperatives. This includes tasks like:

Mmanaging inventory,

Mhandling sales/procurement,

Mfinancial management and compliance, and

Mmaintaining facilities.

3.7. Conflict Management and Resolution in Cooperatives

Cooperative conflict is defined as an expressed struggle between at least two
interdependent parties who perceive incompatible goals, scarce resources and
interference from the other party in achieving their goals. Conflict in cooperatives
can only be defined as so if it involves the business of the cooperative. It is
important to note that conflict in cooperatives is common due to different
backgrounds, beliefs, age, and changes in one’s needs, etc. group.

Exercise 4

e
];QMethod: Group work (form 2-3 groups with gender mix and allow them to
discussion on the points below!)

In your group/cooperative, write at least 3 main conflicts you have encountered in
the past three years, the causes of the conflict, how you managed/resolved, and
lessons you have learned as an organization.
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1) Competition for scarce resources

When resources are scarce and all the members compete for the few resources,
there tend to be conflict as those who expect to benefit but fail may not understand
it and that can arise into a dispute.

2) Priority differences between the members

The way cooperatives are defined in terms of making a profit or not can lead to
future conflict. A debate can arise regarding what to do with profits from a
cooperative, whether to divide them among members or reinvest in the cooperatives
for growth and a more secure future.

3) Management and governance challenges

Management and governance challenges around lack of transparency, lack of
accountability, undemocratic decision-making, and lack of independence. These can
spark conflict within a cooperative.

4) Lack of trust between the management committee and members
Conflicts between the management committees are caused by the following:

Mviews about the cooperative’s objectives,

Mlack of focus on long-range planning by the management committee
nepotism,

Mmanagement committee’s failure to represent the membership,
MUndemocratic decision making

5) Lack of cohesiveness

In some cases, the groups came together not out of a joint need but as a means of
accessing available funds, and due to differences in motives, there is a lack of
cohesiveness, which leads to internal conflicts and the inability of members to work
together.

6) Lack of Business planning

Cooperatives sometimes do not have proper, feasible/business plans, market
opportunities are ill-prepared, and, in some cases, cooperatives lack the necessary
infrastructure.

7) Lack of proper record keeping and financial literacy
A cooperative with no proper record keeping is likely to have more conflict as

MMembers fail to understand what is happening in the cooperative
MManagement fails to explain what is happening in the cooperative
MAuditors fail to understand what is transpiring in the cooperative

The result of the above will be labelling, mistrust, low member commitment as well
as low management commitment.
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The following are methods that can be used to resolve conflicts in cooperatives:
1) Negotiation

The main goal of negotiation with your opposition is to come to an agreement that
benefits all parties. Negotiation is the most basic means of resolving differences and
the primary method of choice for problem-solving and reaching a mutually
acceptable agreement. It involves back-and-forth communication between the
parties of the conflict, with the goal of finding a solution.

The characteristics of negotiation are that:

MNegotiation is voluntary

MIt is private and confidential

MIt is quick and inexpensive
MNegotiation is informal and unstructured

MParties control the process, make their own decisions, and reach their own
agreements (no third-party decision maker)

MNegotiation allows you to participate directly in decisions that affect you.
MNegotiated agreements can be enforceable
MCan result in a win-win solution

2) Mediation

Mediation becomes inevitable when parties in conflict fail to reach an agreement.

Mediation is a voluntary process in which an impartial person (the mediator)

helps with communication and promotes reconciliation between the parties,
which will allow them to reach a mutually acceptable agreement.

MThe registrar has a mandate to resolve the business conflicts/ disputes among
different parties in the cooperative through mediation.
The mediation process is as follows:
MThe mediator manages the process and helps facilitate negotiation
between the parties.
MA mediator does not decide or force an agreement.

MThe parties directly participate and are responsible for negotiating their
own settlement or agreement.

VAt the beginning of the mediation session, the mediator (Registrar) will
describe the process and the ground rules.

MThe parties have an opportunity to explain their view of the dispute.
MMediation helps each side better understand the other’s point of view.
vISometimes the mediator will meet separately with each side.
VISeparate “caucusing” can help address emotional and factual issues

IMediation is generally held in the office of the mediator (Registrar) or
other agreed location.
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8)

Arbitration

Arbitration, as another method of conflict resolution, is opted for when
mediation fails to make the parties reach an agreement.

MArbitration is the submission of a disputed matter to an impartial person
(the arbitrator) for decision.

MThe Registrar can refer the dispute for settlement to an arbitrator or
arbitrators appointed by him.

MThe arbitrator controls the process, will listen to both sides and decide.
MThe arbitrator will conduct a hearing where all the parties present
evidence through documents, exhibits and testimony.

The Characteristics of Arbitration:

Can be used voluntarily

Private

Maybe it is less formal and structured and less expensive than going to court

Each party will have the opportunity to present evidence and make arguments

A decision will be made by the arbitrator which may resolve the dispute and be final

Litigation

This refers to the use of the courts and civil justice system to resolve legal

disputes. Litigation can be used to compel the opposing party to participate in the
solution.

Avoiding Conflicts

XINever leave any problem unattended, as a small problem can eventually
become a major reason to worry later

KTransparency must be maintained at all levels

KICommunicating clearly

XlLeaders must be fair to everyone

XUphold cooperative principles of equity, equality, solidarity, and self-help
KlAccepting opinions of other members

Importance of Management of conflicts

¢ Conflict management strengthens the bond among members

e ensure long term survival of the cooperative

¢ members feel motivated to give their level best to the cooperative
e minimizing disruption stemming from the existence of a conflict

e promotes teamwork

@Of the above-discussed conflict resolution methods, which one/of them did you use

and how effective was it? Facilitate these questions in plenary, allow them to ponder
their experiences!
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MODULE 3: RECORD KEEPING AND DATA MANAGEMENT

@
[
ﬂ Rationale

Cooperatives, as member-owned and democratically controlled entities, require
rigorous record-keeping to ensure transparency, accountability, and sound
management. A Needs Assessment (NA) revealed that poor record-keeping practices
within cooperatives are obscuring financial transparency, hindering progress
tracking, and undermining accountability. Concurrently, dairy farmers struggle to
maintain accurate records of their production, income, and expenses.

To address these challenges, this training is designed to strengthen the record-
keeping capabilities of both cooperative organizations and their member farmers.

The objectives the module are to:

ISensitize management, board members, extension officers, and lead farmers
on the critical importance of robust record-keeping;

MIllustrate the clear benefits of effective record-keeping for individual members,
primary cooperatives, and apex organizations;

VIEnhance the capacity of farmers to accurately register and analyze production
and financial data;

MImprove data management at primary cooperatives to enhance service
delivery, business operations, and strategic planning; and

IAdvance data registration and analysis at the apex level to improve services,
provide evidence for lobby and advocacy efforts, and strengthen the
organization's position with third parties, including financial institutions.

O,
& Suggested Session Plan

4.1. Rationale and suggested session plan s 20’
4.2. Importance of recordkeeping 25’
4.3. Types of dairy farm records and tools 20’
4.4, Types of dairy cooperative records and tools 30’
4.5. Recordkeeping exercise 90’
4.5. Inventory and stock management 30
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@ objective

By the end of this session, participants will be able to:

1) Understanding the importance of records at farm level and cooperative

2) Understand types of dairy farm and dairy cooperative records

Utilize recordkeeping tools and enhance recordkeeping practices
Start evidence-based decision-making practice at farm and cooperative level

Brainstorming, visualized discussion
Q&A
PowerPoint presentation

Group works

3.1. Importance of Record Keeping for Dairy Cooperatives
3.1.1. Importance of record for farmers

Record-keeping helps dairy farmers enhance profitability by enabling informed
management decisions, tracking herd performance, optimizing financial planning,
and ensuring the health and welfare of their livestock.

@An ideal dairy farm maintains the following information:

animal identification/history record
breeding record
animal health record

milkproductionrecord
forage production record
feedingrecord
youngstockrecord
financial record

By proper recording and analysis of the above records a model farmers identify
high-performing cows, improve breeding strategies, control costs, and ultimately
improve overall farm productivity and sustainability (see dairy farm
recordkeeping formats in the annex).

3.2.2. Importance of record for dairy cooperatives

Recordkeeping is vital for dairy cooperatives, providing data for informed
management decisions, financial planning, and performance evaluation to enhance
profitability and sustainability.
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Benefit of meticulous recordkeeping

VISaves a lot of time and effort

MAssists in preparing financial statements quickly and accurately

MProvides information to enable control of cash in the cooperative

VIProvides information on which to base business decisions

MEnables prompt assessment of the financial situation of the cooperative

VIKeeps a good track of the cost of staff and their performance

Dairy cooperative records include the following

IMember records: such as membership applications and agreements.

MFinancial records: income, expenses, member payments, members
credits and loan

viInventory records:
vIOperational records: milk collection, rejection, processing, and sales.

IManagement and administrative records: board meeting minutes,
management meeting and decision minutes and employee information.

Standard recordkeeping tools help to ensure that information are recorded properly
and stored safely (see recordkeeping formats in the annex).

Each type of document should be stored separately, for example:

vIDaily sales record

VICredit sales

[IReceipt book

“ICashbook

VIProfit and loss statement (income statement)
ICash flow statements

VIFixed assets registration

VIStock taking

Table 6: Types of cooperatives Business Activities and Primary Records

Business Type of activity | Description Primary Record
Activity
Sales Cash sales Any sale made that is paid | ¢ Receipts if issued

Receipts if issued for
immediately by cash

Credit sales Any sale made for which | ¢ Sales orders
payments will be made later | ¢ Invoices
e Credit notes
e Delivery notes
Purchases Cash purchases Any purchases that your | ¢ Receipts from
business makes that you supplier
pay for in cash including ¢ Supplier invoice
raw materials e Sticky note
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Credit purchases | Any purchases made for Purchase orders
which payments will be Invoices
made later typically within Credit notes
7 days Contracts/Service
agreements

Expenses Rent Amount that you pay for Receipts from

the premises you operate in landlord
Bank account
statements
Wages & Salaries | Amount paid to your staff Expenses notebook
Payslips (if you pay
salaries)
Electricity This captures your power Electricity bills
costs (monitor this to
ensure you are using power
efficiently)
Overheads Overheads are those costs Receipts
(stationeries, required to run a business, Petty cash
transport, but which cannot be directly book/vouchers
insurance, attributed to any specific
depreciation etc) business activity, product,
or service.

Stock Raw materials Raw materials are those Purchase orders
‘ingredients or basic Production and Stock
materials that you use to Book
make the products you sell

Finished good These are the products that Production and Stock
your business makes or Book
buys in to sell Sales book

3.3. Record-Keeping Practical Exercises

Preparing records

ajﬂjp - -
Bl The steps below are examples only, so that trainees can have experience of how

records are made. It is not exhaustive

Step 1 Create a transaction record based on the following transactions:

Cash received from milk sells -----=---=--==-----occoocmoomn 45,000
Cash received from animal feed--------------------------oo-—- 70,200

Cash received from members registration fee------------------ 1,000
Cash received from members share payment ------------------ 6,000

Step 1.1 Enter the revenue transaction on the cash receipt

Example of Cash receipt voucher

Account code ' Account title Debit Credit Remarks

Step 1.2 Journalize the income received
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ﬁThis cash receipt journal is used to record all the income that the coop is
receiving from day one of the month up to the last day.

At the end of the month the total monthly income is calculated.

Example of cash receipt journal

Date ' Description  Income Total Milk Animal Members
receipt income sells feed contribution
No

Step 2 Recording expense transactions

Step 2.1. Create expense transactions

Cash paid for milk purchase ----=--==-=======--=--coocmoommo oo 30000
Cash paid for fuel -=--===========mm oo oo 3000
Per diem------==-==mmm oo oo o o e e 1000
Stationery-----===-== === e e e 1000

P
Ml Cash payment vouchers are the same step as income received voucher

Step 3 Record store transactions

Step 3.1 Practice documenting and recording store good, received
transactions using the examples below

ﬁ See Good received note (GRN) in the annex part

Concentrate feed-------------=--=- - 20 quintal
Wheat bran-------==========--mmmommm oo 10 quintal

Example of goods received voucher

Date Description Unit Quantity Price
Unit Total

Step 3.2 Journalize goods received on the goods receiving journal

Example of goods received journal

Date  Item No. R/N of Unit Quantity Price
name/ GRN store issue Unit | Total
description voucher

Step 3.3 Enter goods taken out from store on the goods issue voucher
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% See Goods issue voucher in the annex part

Step 3.4 Enter goods taken out from store on the goods issue voucher
Step 4. Post transactions on accounting ledgers
Step 4.1 Record items that make up your fixed and variable/working costs

VIPurchase ledger,

ViLabor ledger,

ViLand ledger,

MTransport ledger
VILedger for all other costs

3.4. Inventory and Stock Management

ﬁStock is all the goods your business has for sale. Stock is also all the raw

materials or spare parts your business keeps and uses to make goods or provide
services. Different types of businesses have different types of stock and stock
inventory tools (see stock inventory sheet 1 & 2 in the annex).

Good stock control could help you to decide:

? What goods do you need to buy, how many goods you should buy and
when you should reorder supplies.

? What goods to sell.

Stock control means organizing the way you:
Record your stock: Write down all goods or materials coming into or going out
of your business.
Store your stock: Keep the right amount of stock in a safe and practical way.

Arrange your stock: Arrange your stock so that it attracts customers to buy and
make it easy for you to see and count.

Check your stock: Check and count your stock often to make sure that it is in
good condition and that no stock is missing.

Reorder your stock: Reorder the right stock, in the right quantity at the right
time.
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MODULE 4: FINANCIAL MANAGEMENT

S
Rationale

Cooperatives are member-owned and democratically controlled organizations that
require specific record-keeping and financial management practices to ensure
transparency, accountability, and effective management. The NA finding revealed
that poor record-keeping practices of the cooperatives are obscuring financial
transparency, hampering progress tracking, and accountability. An additional lack of
business and financial management skills undermines their ability to budget,
mobilize capital, or strategize the utilization of surplus funds was another key finding
of the NA result.

Against the above backdrops, the session is aimed at equipping the cooperative
leaders with the knowledge, skills and tools to document transactions, financial
activities, and member information, which is crucial for legal compliance, informed
decision-making, and sustainable operations.

This training module is designed for non-finance staff, board members, and
supervisory committee members seeking to strengthen their skills in financial
planning, control, and reporting. The course aims to reinforce internal controls and
promote organizational transparency. It is also highly suitable for managers and
finance staff looking to enhance their financial management systems and better
support their program and technical colleagues.

i
F—
EESuggested Session Plan

3.1. Objectives and Importance of Financial Management 20’
3.2. Responsibilities in Financial Management 60’
3.3. Assessing Financial Viability 30’
3.4. Financial Planning and Budgeting 30’
3.5. Preparation of Financial Statements 120’
3.6. Financial Controlling and Monitoring 300’
Objective

By the end of this session, participants will be able to:

MUnderstand the purpose and benefit of financial management

MImprove their financial management and controlling process

MEnhance their capital mobilization and budgeting

—_—
J;QMethod:

< Brainstorming, visualized discussion
= Q%A

< PowerPoint presentation
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< Group works
< Role pla

4.1. Objective and Importance of Financial Management

Financial management can be defined as the process of managing the cooperative's
finances to serve its members satisfactorily, as stipulated in the bylaws. Financial
Management deals with planning, budgeting, financial analysis and reporting,
assessing & managing risk, controlling and compliance with financial procedures and
policies.

ﬁ Objectives of financial management

Building on those pillars, financial management helps cooperatives in a variety of
ways, including but not limited to:

IMaximizing profits: Provide insights into, for example, rising costs of raw
materials that might trigger an increase in the cost of goods sold.

MTracking liquidity and cash flow: Ensure the cooperative has enough
money on hand to meet its obligations.

VIEnsuring compliance: Keep up with regional, federal, and cooperative-
specific regulations/bylaws.

vIDeveloping financial scenarios: These are based on the business's
current state and forecasts that assume a wide range of outcomes based on
possible market conditions.

IManage relationships: Dealing effectively with customers, members of
the cooperatives, management committee, and other stakeholders.

4.2. Responsibilities in Financial Management
MProfessionally trained accountants and bookkeepers should be employed, who
regularly report to the cooperative manager.

MThe manager must report financial performance indicators (e.g. balance,
costs, revenues) on a regular basis to the management committee.

MThe management committee must report on the financial situation to the GA,
annually, and define the modalities of financial reporting.

MAIl cooperative members must receive the financial report (in GA and, if possible,
in written)

4.3. Assessing Financial Viability

=
Ml Financial viability is the ability of an entity to continue to achieve its operating

objectives and fulfill its mission over the long-term. i.e. Revenues from a commercial
activity (e.g. milk collection and sell/processing OR livestock feed processing) should
be higher than the costs, so that an investment can be paid off within an acceptable
time-period.

Cooperatives need to identify and analyze the viability of what they are doing. This
is done in several different ways, using the financial records of the cooperatives.
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One simple and useful way of ensuring and assessing viability is to produce a finance
plan/ budget, including a careful cost-benefit-analysis, and to carefully monitor it.

4.4. Financial Planning and Budgeting

ﬁA budget is a detailed, written financial plan for the income and expenditure of a

cooperative over a specific period. This can be one month, six months, a year, 5
years, etc.

Any budget identifies and compares the costs and profits of different enterprises, so
that cooperative members and leaders can see which of its enterprises are most
profitable and why. e.g. milk collection and selling vs livestock feed retailing.

The budget is the foundation on which the financial control system must be built.

4.1.1. Budget Preparation Process

@How do you prepare a budget? What are the processes involved? Please

categorize the trainees into 2-3 groups to discuss on the above questions and
assign time for each group to present.

The development and approval of the budget involves the following people:

The treasurer and cooperative manager usually prepare the annual budget and work
plans, and the financial administrator, along with the staff. This should be done in
accordance with the guidelines and policies of the cooperative (See annual budget
format in the annex).

There may, from time to time, be special groups who are asked to be part of the
process (e.g. support organizations).

Once the draft budget and work plans have been developed, they need to be checked
and approved by the Cooperative Management Committee.

The changes and decisions made by the Cooperative Management Committee should
be incorporated into a formal budget which is prepared by the manager and treasurer
and presented at the next meeting for formal approval by the Cooperative
Management Committee, which must then be approved and signed off by the
members at the AGM.

4.1.2. Resource Mobilization

Financial Management also includes careful planning on how an

investment/business shall be financed. This includes a strategy for mobilizing
resources from internal or external sources. In general, for any planned cooperative
business activities:

[VIInternal financing is much better than External financing, which usually implies high risks
and makes cooperatives vulnerable.

MLoan redemption (principal payment + interest rate) should be served comfortably out of
the operating cashflow.
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Before mobilizing resources, cooperatives must discuss:

Mwhat is needed,

Mtheir existing resource mobilization schemes and map out possible different
schemes,

MLook at the challenges and opportunities associated with each type of resources

Table 7: Templates used to select resources mobilization methods

Resource needed Source of  Why this | Any Solutions/
funds source you | challenge mitigations
prefer associated
Working capital/cash | Members All members | Funds not | Collecting extra
to construct milk | contribution | contribute enough funds:
collection center loans/members

contribution

VInternal sources of capital are mostly from:
o Cooperatives own savings (e.g. from retained profits from sales)
o Cooperatives investment in shares,
o Membership contribution/ fees, savings, buying share

VIExternal sourcesof capital are from other sources and not from a cooperative own
investment,

o Loans from banks, loans from rural savings and credit cooperatives,
o Grants from supporting partner organizations

Financial statements (FS) enable the evaluation of past activities, and are the
basis for deciding on future projects

[VICash flow statement,
VIProfit and loss statement,
IBalance sheet.

The cash flow statement shows how much cash has been generated and used by

the cooperatives during a given period (see Cash Flow Plan formatl & 2 in
the annex)

The cash flow statement is divided into three sections:

VICash flow from operating activities,
ICash flow from financing activities
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ICash flow from investing activities
A. Cash flow from operating activities
Operating activities which generate cash inflows:

VICustomer collections from sales of cooperative primary products (milk)
VIOther cash receipts, such as grants

Operating activities which create cash outflows:

MIncluding payments to suppliers,
IPayments to employees/committees,
VInterest payments, and

VICash flows from operating activities

B. Cash flow from financing activities
Cash flow from financing activities includes:
VIborrowing and repaying money,
Missuing stock (equity) and
VIpaying dividends.
C. Cash flow from investing activities
Cash flow from investing activities:

IPurchase of plan, and equipment

VISelling non-current assets, which will be used to generate revenues over a
long period of time

4.2.2. Profit and Loss
Profit and loss statement

[VIMeasures the cooperative’s sales and expenses during a specified period

VIt totals all sources of revenue and subtracts all expenses related to the
revenue

4.2.3. Balance Sheet
A balance sheet is a statement of the financial position of a business.

VLiabilities and
VIEquity (overall worth) at a particular point in time.

A balance sheet comprises (see balance sheet format in the annex)

Vlassets (current and fixed)
Mliabilities (short and long term)
Viequity, or net worth (the balance of assets and liabilities)

4.3. Financial Controlling and Monitoring

Financial controlling is the process of monitoring and analyzing financial
performance to:
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Visafeguard informed decisions and
Vitake corrective actions.

Financial controlling typically includes:

icreating budgets,
Mtracking actual performance against those budgets, and
Midentifying variances that need to be addressed

Financial control is also important for ensuring compliance with laws.

Financial controlling is the process effected by the cooperative's internal
controlcommittee, management committee, and others.

Management control

VIt requires establishing standardsand methods for measuring performance
IHaving cooperative-level financial rules, regulations and guiding manuals
IRespecting the bylaws, regulations, and members' decisions

IManaging the implementation of transactions based on the plan

Accounting control

Accounting control primarily focuses on cash management (receipts and
disbursements) and ensures compliance with the cooperative's bylaws and
regulations. The standards are:

[VISetting accounting procedures and steps

MUsing printed receipts with successive serial numbers

VIUsing sequentially numbered forms to identify missing forms

VIPreparing accounting record books and minute journals

IRecording business transactions daily

“Closing accounts monthly

VITaking a cash inventory every quarter

Cash control

ICash management is defined as the efficient collection, disbursement, and
investment of cash, while maintaining the coop’s liquidity

Methods of cash control include:

VISeparating the duties of different personnel who deal with cash
VILimiting access to cash

VIChecking the inflows and outflows of cash daily

VIPutting cash management procedures in place

IDocumenting transactions sequentially and adequately.
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Internal auditing

MThis consists of systematic and independent reviewing of the operations and
controls of the cooperative
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MODULE 5: BUSINESS PLANNING AND OPERATIONS-
PLANNING FOR BUSINESS GROWTH

0)
% Rationale

In Ethiopia, dairy and milk cooperatives play a vital role in improving the livelihoods
of households and contributing to local economic development. However, many
cooperatives face challenges such as low productivity, inadequate value addition,
limited market penetration, and weak financial management. One of the critical gaps
identified during need assessment is the lack of well-prepared and actionable
business growth plans. Without a clear roadmap, cooperatives often struggle to align
their production capacities with market demands, attract investors or financial
institutions, and plan for sustainable growth. Additionally, with Ethiopia’s dairy
sector undergoing changes due to urbanization, increased consumer demand, and
evolving quality standards, cooperatives must adopt structured business and
operational plans to remain competitive. Ultimately, this training equips cooperative
leaders and farmers with the knowledge and practical skills to develop and
implement a business growth plan that enables them to strategically expand
operations, increase milk production, diversify products, and strengthen market
linkages.

~,
52— Suggested Session Plan

5.1. Understanding the Business Plan 45
5.2. Developing and Evaluating a Business Idea 45
5.3. Business Growth Strategies 45
5.4. Designing a Business Growth Plan 45

@ Objective

By the end of this session, participants will be able to:

1) Clearly define what a business plan is and why it matters in the diary
cooperative context.

2) Generate and evaluate business ideas relevant to milk production, processing,
value addition, and marketing.

3) Apply practical tools (e.g., SWOT analysis, market potential assessment) to
analyse opportunities and threats in the dairy sector.

4) Design business growth strategies that address productivity, quality
improvement, market expansion, and value chain integration.

5) Draft actionable business growth plans tailored to their cooperative’s capacity
and market realities.

—
J;QMethod:

Brainstorming, visualized discussion
Q&A

PowerPoint presentation
Group works
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5.1. Understanding the Business Plan

5.1.1. What is a Business Planning and Why it is Important?

From Milk to Market: A Dialogue

| have milk, but sometimes |
don't know where to sell it or
how much | will earn.

That's why you need a
business plan—it’s like a
roadmap for your milk
business.

Roadmap? What does it
show?

It shows your goals—how
much milk to produce, how to
keep it fresh, who to sell it to,
and how to use the money
wisely.

With a business plan,
cooperatives and farmers
ﬁ can work together, reduce

@

losses, and earn more
-,

|p.‘«n income. «;!"I
@Business planning is the foundation of every successful business. For dairy farmers

and milk cooperatives, it is like a roadmap that shows where you want to go and how
ou can get there. A business plan helps you decide what you want to achieve, how
much milk you want to produce, how to keep good quality, and where to sell it.

Why Business Plan is important?

ﬁ Business plan is a roadmap that helps farmers and cooperatives grow sustainably
and increase members’ income.

MIt guides decision-making and goal setting.

MIt helps secure financing or investment.

MIt assists in identifying potential risks and challenges.

MIt supports internal and external communication.

MIt enhances business credibility and preparedness.

MIt helps in monitoring progress and measuring success.

5.1.2. What are the types of business plan?

@Business plan can be classified in various ways depending on purpose, audience,

scope, or stage of the business. In this training, we will focus on classifying business

45



plans by purpose, which helps us understand why a business plan is developed and
how it should be structured.

Startup Business Plan

WA startup business plan guides a new dairy cooperative or milk business through

its first steps. It helps clarify production methods, target markets, and expected
income, and is useful for attracting support, funding, or aligning cooperative
members.

A group of smallholder farmers wants to form a cooperative to collect and sell fresh milk
in their town. Each farmer currently sells milk individually, often at low prices, and
sometimes struggles to find buyers. By working together, the cooperative aims to
improve bargaining power, ensure regular income, and provide the community with a
reliable supply of fresh milk. Developing a startup business plan will help them clearly
define what they want to achieve, how to organize operations, who their customers are,
and how to secure initial funding.

Feasibility Business Plan

ﬁA feasibility plan tests whether a new milk product, service, or market can
succeed. It helps cooperatives avoid risks before investing heavily.

A cooperative of farmers wants to produce cheese from their collected milk. Before
investing, they need to assess whether the idea is practical. The feasibility business
plan helps them understand market demand, technical requirements, and financial
viability. It highlights potential risks, resource requirements, and market
opportunities, allowing the cooperative to make informed decisions. If feasible, the
plan also provides a roadmap for implementing the project successfully, reducing
mistakes and improving the chance of long-term profitability.

Growth (Expansion) Business Plan
[ A growth or expansion plan helps cooperatives increase milk production, reach

new markets, or introduce value-added products like cheese or yogurt. It
provides guidance for managing growth while reducing risks.

A cooperative that already collects and sells milk locally wants to expand its
operations to supply hotels, restaurants, and cafes in nearby towns. At present, it
mainly serves households and local shops, which limits income and growth
opportunities. By developing a growth business plan, the cooperative can expand
strategically while maintaining milk quality and protecting member benefits.

Operatlons Business Plan

W An operations plan focuses on running the cooperative smoothly every day. It

defines roles, processes, and coordination for milk collection, storage, and
distribution.
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A cooperative of farmers wants to improve its daily operations to ensure that milk is
collected on time, tested for quality, stored properly, and delivered to buyers without
delays. Currently, farmers deliver milk at different times, some milk spoils before
reaching the market, and customers occasionally complain about inconsistent quality.
By implementing an operations plan, the cooperative improve coordination among
members and ensure that fresh, high-quality milk consistently reaches buyers.

Strategic Business Plan

il A strategic plan sets the long-term direction of the cooperative, usually over

three to five years. It aligns goals with market opportunities, resources, and
community needs.

A dairy cooperative wants to plan for the next 3-5 years with clear goals: increasing milk
production, introducing value-added products such as cheese and yogurt, and reaching
new local and regional markets. Currently, the cooperative operates mostly at a small
scale, which limits income and growth potential. A strategic business plan helps the
cooperative align its vision, goals, and resources with market opportunities and
community needs. With this plan, the cooperative can make informed, long-term
decisions that guide sustainable growth.

Discussion Questions

MHow do different business plans complement each other?”
MCan you identify which plan your own cooperative or business might need next?”

5.1.3. What Are the Qualities of a Good Business Plan?

@For a business plan to be valuable, it must be comprehensive, well-organized,

and grounded in accurate and reliable information. These qualities ensure that the
plan can effectively communicate the business vision, attract stakeholders’
confidence, and support successful implementation.

Accuracy Feasibility
Provides correct and Ensures strategies and Strategic Vision
current data with reliable projections are achievable. Reflects long-term goals
sources. and direction.

Consistency Flexibility

Maintains logical
connections and avoids
contradictions.

Completeness .
P r‘ Time-bound Goals
comcz\r‘gr?t:l]l:f; ‘ Includes timelines to
poner measure progress.
comprehensive plan. '

Risk Awareness

Allows adjustments as
circumstances change.

Ensures easy
understanding by avoiding Identifies and mitigates
jargon and using simple potential challenges.

language.

47



5.2. Developing and Evaluating Business Idea
5.2.1. What is a Business Idea?

VI A business idea is the initial concept that defines what a dairy cooperative
or milk enterprise will do, who its target customers are, and how it will
provide value.

M Fundamentally, it is the critical starting point that transforms a concept into
a viable and sustainable business.

M In dairy cooperatives, the business idea often comes from shared needs
and opportunities among farmers.

Think about your dairy farm or cooperative:

MIf you think about your farm or cooperative in the next 3 years, what are
the most important things you want to achieve?

Business Idea for a Dairy Cooperative
A group of farmers in a town notice that selling milk individually often results in low
prices and unreliable buyers. They decide to form a cooperative to solve this
problem. Their business idea is to collect milk daily from each member, test and
store it for quality, and sell it to households, schools, and hotels at fair prices. Over
time, they also plan to produce yogurt and cheese to increase income and create
more value for all members.

5.2.2. Characteristics of a Viable Business Idea

@A viable business idea for farmers and cooperatives in dairy is one that can succeed

in the market, increase members’ income, and benefit the community.

Characteristics of a Viable Dairy Business Idea

Competitive
Advantage Problem Solving

Legal and Social

Acceptability ~ w — Target Market
L ]

LK ]
o -
Scalabilityand —7 ~ Value Addition

Flexibility 7\ ,\
Financial Resource
Sustainability Feasibility
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5.2.3. Innovation vs. Imitation in Business Ideas

@ Business ideas can be either innovative—introducing new solutions to the market—

or imitative—replicating proven models with necessary local adaptations. Both
approaches can be effective for dairy cooperatives.

Innovation @ O [t? G@ Imitation

Intreduces new methods and products, o Bullds on successful models, reducing
offering a competitive edge but with O uncertainty by adapting proven
higher risk, approaches,
=]
o
(v]
Balanced Approach

Combines innovation and imitation,
customizing best practices with local
innavaticns.

Discussion Question
M In your community, do you see more businesses based on new ideas or copies of

existing ones? Which is more important for business survival—innovation or
imitation? Why?

5.2.4.Sources of Business Ideas

@In dairy and milk production, business ideas for farmers and cooperatives often come

from daily practices, market demand, and community needs.

Sources of Business Ideas for Dairy and Milk Businesses

Training and Extension Services &% - . m Trends and Consumer Preferences
Community Needs ‘ﬂr - - %gﬁ Member Experiences
1 1 o

p—
[p—

Sources of
. Business N

’.' Ideas X
Competitor Practices E - ~1

[

1
:
A
Technology and Innovation ':%? - ~- @ﬁg Government and NGO Programs
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Business Idea Sources: Practical Scenarios

Customer Needs
In a small town near Addis Ababa, women
in the community complained about the
safety of raw milk for children, which
inspired the local cooperative to act. After
consulting  extension  workers, they
invested in a small pasteurizer and trained
youth members to handle packaging and
hygiene. Instead of selling milk in
jerrycans, they supplied pasteurized,
packaged milk to shops and later to
schools, gaining customer trust, reducing
spoilage, and increasing prices.

Key Lesson: Paying attention to customer
needs can help farmers and cooperatives
identify profitable business opportunities.

External Trends and Learning
Cooperative members from  Sebetta
attended a dairy exhibition and discovered
simple yogurt-making technology that
sparked their interest. They purchased a
small incubator and began producing plain
and flavored yogurt for local cafés and
shops. Within months, their products
became popular, generating jobs, steady
income, and a recognizable local brand.

Key Lesson: Exposure to new ideas and

practices can inspire innovation and help
farmers diversify their businesses.

5.2.5.Analysis of a Business Idea

Problem/Challenge
In Muka Turi, a farmer often lost income
when milk spoiled during transport to
market, especially on hot days. To
overcome this challenge, he began
processing part of his milk into butter and

traditional cheese (ayib) after receiving
training from his cooperative. These
products lasted longer, fetched better

prices, and reduced waste, increasing his
daily income while turning dairy processing
into a family activity.

Key Lesson: Turning challenges into
opportunities through value addition
increases income and reduces losses.

Experience and Skills

In Chancho Town, a dairy farmer attended
a cooperative training on feeding, housing,
and milking hygiene. By applying the
lessons—providing balanced rations,
improving cow shelter, and practicing clean
milking—his milk yield and quality
increased, allowing him to sell at better
prices. He also shared these practices with
cooperative members, boosting overall
productivity.

Key Lesson: Practical training helps
farmers to transform knowledge and skills
into valuable business opportunities.

@Analyzing a business idea involves carefully examining and evaluating the potential
of a proposed dairy product, service, or cooperative initiative before developing it into

an actual business.

Discussion Question
MIf your cooperative wants to introduce yogurt to shops, how would knowing
customer preferences, competitors’ weaknesses, and your cooperative’s internal

strengths and weaknesses help

ou decide whether to start

production?

Market Analysis

A group of farmers in Oromia, forming a cooperative, want to sell more than raw milk.
They visit nearby towns, schools, and small cafés, discovering that parents prefer
pasteurized milk for their children and that yogurt and cheese are in growing demand.
They note that customers are willing to pay extra for clean, safe, packaged products. The
farmers also identify that delivery and storage are key challenges for reaching schools on
time.

Key Lesson: A market analysis helps cooperatives understand the characteristics and
preferences of their potential customers, identify growing demand for products, and make
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informed decisions about which dairy products to produce and how to position them in the
market.

Competitors’ Analysis

The cooperative studies other local suppliers and finds that some deliver regularly but
often have milk spoilage or hygiene issues, while others cannot meet bulk orders
consistently. Using these observations, the cooperative decides to focus on consistent
quality, proper packaging, and reliable delivery, which helps them gain trust from
schools and cafes.

Key Lesson: Analyzing competitors allows cooperatives to recognize the strengths and
weaknesses of other suppliers, uncover gaps in the market, and determine strategies to
differentiate their products, ensuring they can attract and retain customers effectively.

SWOT Analysis

The cooperative evaluates its business:

o Strengths: access to fresh milk and strong cooperative membership;

o Weaknesses: limited pasteurizing and storage equipment;

o Opportunities: rising demand for safe milk and yogurt;

o Threats: new competitor entering the area or livestock disease outbreaks.
They use this information to prioritize investing in a pasteurizer and training for hygienic
handling.
Key Lesson: A SWOT analysis enables cooperatives to assess internal capabilities and
external conditions, revealing strengths to leverage, weaknesses to improve,
opportunities to pursue, and threats to mitigate, which collectively inform strategic
business planning.

Discussion Question
M Before investing in pasteurizers and packaging, how could understanding target

customers, estimating costs and benefits, and projecting income and expenses
guide your decision-making?

Marketing Strategy Analysis

The cooperative designs a strategy targeting households, schools, and cafés. They
organize tasting sessions, use 1-liter bottles and small yogurt cups with labels, and
schedule deliveries in the morning to maintain freshness. They also educate customers on
product safety and benefits.

Key Lesson: Developing a marketing strategy helps cooperatives align their products and
services with customer needs, determine effective communication and distribution
methods, and establish a competitive presence in the market, supporting sustainable
growth and brand recognition.

Cost-Benefit Analysis

In Oromia, a dairy cooperative considers the decision to invest in processing equipment
and packaging for their milk and yogurt products. They reflect on the potential benefits
of improving product quality, increasing market acceptability, and enhancing income
opportunities. They also weigh the costs associated with acquiring and maintaining
equipment, labor, and other operational requirements. This analysis helps the
cooperative determine whether the investment will strengthen their business and
support long-term sustainability.

Key Lesson: Cost-benefit analysis allows cooperatives to evaluate the value of
investments in terms of potential returns and business growth.

Financial Analysis
The cooperative reviews its projected income from milk and yogurt sales against the
anticipated expenses of running the operations, including processing, packaging, and
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staff support. They consider factors such as fluctuations in production and market
demand over time. Through this analysis, the cooperative gains insights into financial
sustainability, cash flow management, and the ability to achieve long-term growth
objectives.

Key Lesson: Financial analysis provides a comprehensive understanding of the
cooperative’s financial position and guides strategic planning for sustainable operations.

Discussion Question
M How can anticipating risks, analyzing strengths and weaknesses, and planning

daily operations together help your cooperative maintain consistent milk quality
and delivery?

Risk Analysis
The cooperative identifies risks such as cattle diseases reducing milk supply, pasteurizer
breakdowns, price drops from competitors, or transport delays. They develop contingency
plans including backup equipment, small emergency funds, diversified dairy products, and
alternative delivery options.
Key Lesson: Anticipating and mitigating risks helps ensure business continuity and
resilience.

5.3. Business Growth Strategies
5.3.1.What Is Business Growth?

o
Bl Business growth is not only about expanding in size but also about becoming
more competitive and resilient in the marketplace.

o
Bl Growing a business takes planning and concentrated efforts that fall into these
main categories:

How should the dairy
business grow?

Organic Growth Strategic Growth

Focus on internal expansion
by increasing herd size,
improving feed, and
diversifying products.

Adopt modern systems and
technologies to improve
efficiency and expand market
reach.

Partnerships/Mergers

Collaborate with other
businesses to enhance
opportunities along the value
chain.

5.3.2. Stages of Business Growth

-
Bl Businesses typically go through several distinct stages of growth as they develop
and mature over time.
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leading to potential
decline or need for
renewal. Maturity
Well-established farm or
dairy processing plant
with steady supply and
demand.

Growth

Expanding herd size or
processing capacity with
developing distribution
channels.

Renewal/Decline
Innovation downturn

Small-scale dairy farm or
milk processing with
limited resources.

Discussion Questions
M Why is it important for a cooperative to generate and evaluate business ideas

before starting an activity?
M What challenges might cooperatives face if they start a business without carefully
analyzing the idea?

5.3.3. Strategies of Business Growth

-
Bl Business growth strategies are deliberate actions and approaches that dairy

cooperatives adopt to expand their operations, increase milk production and
product offerings, boost revenue, capture a larger market share, and enhance
their competitive position over time.

The major Business Growth Strategies

Market Penetration -0 E Market Development

Expand reach to new
customer segments and

Focus on increasing sales to
current customers through

incentives and marketing. ® ® areas.
Product Development @ Diversification
Introduce new or improved Explore new business
dairy products. opportunities beyond dairy.

5.3.4. How to Create Business Growth Strategies?

ﬁThe process of creating a growth strategy involves a thoughtful and structured

approach to identifying opportunities, setting clear goals, and outlining
actionable steps to expand a business.
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Conduct a SWOT

Explore market and
analysis

product

development
Assess the

Current
Situation

Identify Growth
Opportunities

Set SMART goals for
expansion

Outline tactics for
growth

Strategic Growth Journey for Dairy Cooperatives

Plan financial and
staffing needs

Continuously review
and refine strategy

Monitor and
Adjust

Allocate
Resources

______—

Define Growth Develop Create an
Objectives Strategic Implementation
Initiatives Plan

Develop a detailed
action roadmap

Discussion Question
M What key factors should a cooperative analyze before deciding which business idea to

pursue? How can involving members in generating and screening business ideas
strengthen cooperative ownership and commitment?

5.4. Designing a Business Growth Plan

5.4.1.What is a business Growth plan?

Cooperative Leaders’ Discussion

Alemu: Tola, we are collecting more
milk, but I feel we are not growing in
the right way. How can we expand
safely?

Tola: Alemu, we need a business
growth plan. It shows us step by step
how to grow. We can set goals, plan
how to utilize our resources, and ensure
that all members are working together
effectively.

Alemu:So it’s more than just producing
more milk?

Tola:Yes. It also helps us manage
problems, use money wisely, and
identify new opportunities, such as
making yogurt or cheese.

Alemu:That sounds helpful. It will
guide our cooperative and keep
everyone focused.

Farmers’ Discussion

Tigist: Jitu, I want to produce more milk,
but I don’t know where to start.

Jitu: Tigist, a business growth plan can
help. It helps you set clear goals, like how
much milk to produce or how many
customers to sell to.

Tigist: Will
work?

it help with my everyday

Jitu:Yes. It shows you how to use feed,
take care of your cows, and improve
milking. You can also plan for dry seasons
and consider introducing new products,
such as butter or yogurt.

Tigist:So it’s like a guide for my farm?

Jitu:Exactly. It helps you grow your farm
step by step and make better decisions.

Discussion Question

MWhy is it important for farmers and entrepreneurs to think about future growth instead

of just day-to-day activities?
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5.4.2. Purposes Business Growth Plan

A business growth plan is essential for guiding dairy and milk producer cooperatives
and farmers toward achieving their expansion goals in a structured and efficient way.

The purposes of a Business Growth Plan are:

VIDefine a clear vision and direction for expansion.

VISet specific, measurable goals for growth

VProvide a roadmap for resource allocation and risk management
MAlign all stakeholders toward common objectives

MFacilitate monitoring and evaluation of progress
VEnhance decision-making by anticipating challenges and opportunities

5.4.3. Components of Business Growth Plan

i A well-structured growth plan in the dairy and milk sector includes several key
components that work together to guide expansion effectively.

d al
Wi These components provide a comprehensive framework to ensure that every
aspect of growth is carefully planned, monitored, and executed.

Discussion Question

MWhat key elements should be included in a business growth proposal?

@Elements of Business Plan

1. Executive Summary
A concise overview of the cooperative’s mission, key achievements, growth objectives,
investment requirements, and competitive edge, summarizing the full plan.

2. Business Description
Background on the cooperative’s history, legal structure, governance, membership base,
product portfolio, production capacity, and core values.

3. Market Analysis
An examination of the dairy market, including trends, target customers, competitive
landscape, key opportunities, and potential threats.

4. Growth Objectives & Strategies
Measurable 3-5-year targets for expansion and the core strategies to achieve them, covering
production, sales, product development, and member engagement.

5. Marketing Plan
The strategy for product positioning, brand building, customer acquisition, and loyalty,
including target segments and marketing channels.

6. Operational Plan
Details of the end-to-end operational workflow, from milk collection and quality control to
processing, distribution, and required equipment.
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7. Management & Organization
The governance structure outlining leadership accountability, staff roles, management
processes, and member participation mechanisms.

8. Financial Projections
Forecasts for revenue, expenses, profitability, and cash flow, including the total investment
required and expected financial returns.

9. Sustainability (Environmental & Social)
Commitments and plans for minimizing environmental impact (resources, waste, energy) and
maximizing positive social impact for members and the community.

10. Risk Analysis
Identification of key operational, market, environmental, and regulatory risks, alongside
corresponding mitigation and contingency strategies.

11. Implementation Timeline
A phased schedule of activities, assigned responsibilities, key milestones, and resource
requirements to guide execution.

12. Monitoring & Evaluation (M&E)
The framework for tracking performance using defined KPIs, including data collection
methods, review cycles, and processes for adaptive management.

Case Story: ABC Dairy Cooperative

In a small town near Addis Ababa, small farmers struggled to sell their milk. Much of it
spoiled, and they often had to sell it at very low prices, leaving their families with little
income. To address this, the farmers decided to work together and form a cooperative.
Their plan was to collect milk from all members, process it into milk, yogurt, and cheese,
and sell it in the nearby town. With support from development partners like GIZ, they
created a business plan. The goal was to become the main supplier of fresh dairy in the
district. They planned to collect 300 liters of milk daily, process it in a rented facility, and
sell it in town markets and cafés. Initially, the cooperative faced many challenges. Milk still
spoiled because they lacked cooling equipment. Farmers sometimes failed to deliver milk
on time, and sales varied seasonally. Their packaging was plain and unattractive,
competition from other suppliers grew, and the leaders had little experience managing
money or making business decisions. To tackle these issues, the cooperative developed a
growth plan. They improved packaging and branding, negotiated deals with supermarkets,
schools, and hotels, added new products like butter and flavored yogurt, invested in a

small cooling tank, trained members on hygiene and record-keeping, and strengthened
leadership skills among their committee. After two years, the cooperative made significant
progress. Daily milk collection increased from 300 to 500 liters, spoilage decreased,
market reach expanded, and members’ incomes doubled.

Discussion Questions: ABC Dairy Cooperative

1) Why did the farmers decide to form a cooperative, and was their business idea
realistic for their situation? What other solutions could have worked?

2) What challenges did the cooperative face? How did these problems affect their
business, and what strategies did they implement to solve them?

3) Which growth strategies were most effective, and why? What additional actions
could help the cooperative expand sustainably?

4) What lessons can other farmers, cooperatives, or small businesses learn from the
experience of ABC Dairy Cooperative?

5) How important are partnerships and support from development organizations in
enabling business growth?
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MODULE 6: CUSTOMER AND MARKET MANAGEMENT

@
[
é Rationale

Based on the need assessment, dairy cooperatives in Oromia face significant
challenges in market management, including price disparities, uneven negotiation
power with multiple buyers (e.g., Helen, Zagol, Holland Dairy), lack of structured
market strategies, and inconsistent milk quality leading to rejection. Many
cooperatives also lack awareness of market dynamics, formal sales planning, and
customer retention strategies—resulting in lost income and member dissatisfaction.
Thus, as per the NA, the focus needs to be on:

Overview of buyers, private collectors, and processors operating in Oromia.

Training on how to identify and evaluate potential milk buyers and market
opportunities.

Linking milk quality standards (organoleptic, alcohol testing) to market
acceptance and pricing.

Techniques for collective price negotiation and avoiding price exploitation.
How to build and maintain long-term relationships with reliable buyers.
Developing monthly/annual milk supply targets and buyer-wise distribution
plans.

This module will empower cooperatives to enhance their market positioning,
negotiate more favorable prices, reduce rejections, and increase profitability through
structured market engagement.

)
52- Suggested session plan

6.1. Market Research and Analysis 60’
6.2. Understanding Customer Needs & Wants 30’
6.3. Competitor Analysis and Differentiation 60’
6.4. Developing a Marketing Plan (8 Ps) 30’

6.5. Costing, Price-Setting, and Profit Maximization
6.6. Supplier Analysis and Negotiation Skills
6.7. Negotiation Strategies and Phases
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@bjective

By the end of this training, participants will be able to

conduct fundamental market analysis,

identify key customers and competitors,
develop a simple marketing plan, and

employ improved negotiation skills to secure better prices and terms for their milk.

Power Point presentation
Group works
Role play

Flip charts, markers,
handouts (SWOT template, pricing calculation sheet),
real data from their cooperative (if available),

case studies based on examples from the report.

6.1. Market Research and Analysis

Market research and analysis is the process of systematically gathering, analyzing,
and interpreting information about a market, its customers, and its competitors. This
process helps cooperatives understand market dynamics, identify opportunities, and
make informed decisions regarding their product, marketing strategies, and overall
business strategy.

6.2. Understanding Customer Needs & Wants

The focus of this activity is to find out as much as possible about your potential
customers’ buying habits and competition. You need to answer the following
questions:

Who are my customers?

What are my customers’ needs and wants?
Where do they buy?

Why do they buy from you?

When do they buy?

How much do they buy?

Which price do they pay?

What are their preferences?

Do they get any extras?

How can I satisfy my customers?

How do | make a profit as | satisfy my customers
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a. Who are my customers?

o

Bl Your customers are the people or other businesses that want your products/
services and are willing to pay for them. They include:

IPeople who are currently buying from you.
VIPeople you hope will buy from you in the future.
VIPeople who stopped buying from you, but you hope to get them back.

b. What are my customers’ needs and wants?

"“N“]'An important point to note is that customers want to examine different products
so that they can choose the one they like best. Some customers want a different
design, while others prioritize high quality and are willing to pay extra for it.

c. How can I satisfy my customers?

g%’?-f:You need to do everything possible to identify who your customers are and what
they need and want, and satisfy them to improve your sales and generate a
profit. You need to find out:
MProducts/services your customers want.
MThe price your customers are willing to pay.
VLocation of your business to reach your customers (Place).

VPromotion is used to inform your customers and attract them to buy your
products or services.

@Always listen to what your customers like and don't like. When their needs

change, change your products and services to satisfy the new demands.

6.3. Competitor Analysis and Differentiation

erererer

competitors are and evaluate their strengths and weaknesses, such as location,
technology, production practices, quality, volume, price, and costs. Talk to
potential competitors to find out:

MTheir products or services (for example, quality and design)

MWhat prices do they charge

VMWhat exactly do they sell

vIHow their product/services differ from yours

MWhere do they get their input?

MWhere do they sell?

VIHow they promote their product/service

MAny special approaches to customer care

MHow can you compete
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@Important note: Be very careful to conduct research in a friendly and sensitive

manner; ask questions, but also observe and be aware that nobody likes
competition.

The market research provides important information about customers’ needs and
how your competitors have been fulfilling those needs. Consequently, in your
Marketing Plan, you need to consider and describe how you will address the needs
that your competitors have not met. To clearly describe what different methods you
will use to serve your customers, write down the 4 Psof the marketing mix.

‘%The key components of the marketing mix, therefore, include Product, Price,
Place, and Promotion.

The marketing mix consists of the set of marketing tools that cooperatives use to
reach their marketing goals within the target market. The 4Ps of the marketing
mix should work together, not conflict, to create a synergy that effectively satisfies
customer needs.

1. Product

HA product is a good or service intended to satisfy a customer’s want or need.
Customers buy a product inter alia because of its specific characteristics:
M nature (e.g., customers who want milk may want patronized milk
because it's safe from contamination);
M packaging (e.g., customers may only buy milk if it is packaged in
plastic);

M quality (e.g., customers may only buy good quality milk because it's
good for their health);

M size (e.g., customers may prefer a half liter of milk to a large one);

M taste (e.g., customers may only like flavored yogurt over the normal one
because they may like the taste);

M brand name (e.g., customers may prefer a particular brand (e.g., Holland
dairy, Mama milk, Shola Milk, etc.

ﬁ Customers buy goods and services to meet their basic needs and specific

requirements. Fulfilling their basic needs is only the first step your business
should take. Addressing their particular needs can make your business more
competitive and sustainable.

The following are examples of how companies can meet specific needs:

Table 8: Example of Basic and Specific needs

Product @ Basic need Specific need
Satisfied with the need to | Milk that is pasteurized and packaged
Milk consume milk daily satisfiesthe need to save time boiling in the
kitchen.

60



Milk processors need fresh | Quality fresh milk with high fat and protein
milk to meet their daily | percentage satisfies a need to generate higher

processing target profit
Customers’ needs butter for | Refined and spiced butter (ghee) will satisfy a
Butter cooking food specific customer need by saving time in the

kitchen through the refining process.

“ﬁCooperatives must find out what their target customers consider essential in a

comparable product. Once they know this, they should shape their product as
much as possible according to the customers’ preferences.

2. Price

B Price is the amount you will charge your customers for your goods or services.

The price also includes any discount you will offer and whether you will provide
credit. There are several factors to consider before setting your price.

@For example, let’'s see how conditions in the market, i.e., changes in supply and
demand, will affect price:

I When supply exceeds demand, the prices fall, as is the case with the long
fasting period by Orthodox Christian followers on milk demand.

v When demand exceeds supply, prices rise sharply, as is the case when
there is an unexpected drop in supply due to calamities such as drought.

To set your price, you need to:
I Know the cost of your products so you can set a price that is above your cost.

I Be aware of how much customers pay for a similar product and then decide
how much extra they would pay for fulfilling any specific unmet need supplied
by your product.

“ Know the highest and lowest prices charged by the competitors, so you will
have a better idea of the prices you can charge for your product.

I Know how to make your prices more attractive

@Refer to Section 3.6 in this module for more information on costing,

profit maximization, and other relevant topics to help you set your
prices.

3. Place

llllllll

It is in the market where transactions take place and produce change. Ensure that
your products are easily accessible to your customers. Keep in mind:

“ A good business location is easily accessible for customers, clean, safe,
attractive, clearly visible, and open during regular and convenient hours

I A good presentation of products (display)
v Finding the best way to distribute your product
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your products/services to where it is easy for customers to buy. This is called
distribution. Choose between direct distribution, retail distribution,and
wholesale distribution.

@“The right produce at the right price must be distributed to the right
place at the right time.”

3. Promotion

Promotion involves informing your customers about your products and services, and
enticing them to purchase them. Promotion includes packaging, advertising, sales
promotion, publicity, and personal selling.

Use advertising to increase customer interest in your products or services. Some practical ways
of advertising include traditional communication methods, such as Dagu in the Afar region, as well

as signboards, posters, brochures, business cards, price lists, photos, newspapers, radio,
television, online trading via Telegram, Facebook, and other platforms.

i You can use sales promotion to make customers buy more when they come to
your business, you could also:

 Ensure you maintain attractive displays
Let customers try new products (samples)
Have competitions/contests, rebates and sweepstakes

Give demonstrations

N M X X

Sell complementary products (products that go together)

6.5. Costing, Price-Setting, and Profit Maximization
Costing

Costing is the process of establishing the exact amount paid to produce or provide a
product or a service. Costing is the way you calculate the total cost of making or
selling a product or providing a service. It will allow you to calculate the net profit
you can make from your business.

Importance of costing:
Costing will enable you to:

I set competitive prices for your goods/services
evaluate how much profit/loss your business is making
reduce and control costs

find out how much each product/service costs

N NN A

make better decisions about business

4
Costs for businesses can be broadly classified into two categories: Fixed Costs and

plan for future needs of the business

Variable Costs.
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1. Fixed costs

B Fixed Costs remain constant even when production volume changes, sales

volume changes, or the number of services being provided changes. Rent, loan
payments, and salaries for administrative workers are examples of fixed costs.

2. Variable costs

W Variable Costs are those that fluctuate with production volume, sales volume, or

the number of services you provide. For example, raw materials, packaging, and
the wages of production workers are all variable costs.

Product Pricing

H Price: is the sum or amount of money or its equivalent for which anything is
bought, sold, or offered for sale.

Prices of products and/or services:

ﬁ Pricing is the monetary value of a product or service that you charge to cover

your total costs (direct and indirect costs) and the profit that you desire on each
unit of product or service.

i Price is important in all business ventures. This is because it determines the

profits that the entrepreneur will make. In setting the price, one must make
marketing-mix decisions, estimate the demand curve, calculate the cost,
understand the environmental factors, set pricing objectives, and determine the
selling price.

Markup

@When you add a certain percentage of profit desired on the sale of a product or
service, it is called a markup.

Exercise 5:

Obbo Abdisa dairy cooperative has initiated a dairy product input supply service for its
members, following the strengthening of its cooperative governance structure and an
assessment of the members' service demand.

The dairy cooperative has purchased a quintal of wheat bran for 6,000 birrs, with loading and
unloading at 30 birr/quintal and transportation to the warehouse at 100 birr/quintal.

Exercise 5.1

Step 1: Calculate total costs per quintal spent up to Obbo Abdis’s warehouse
Step 2: Calculate the selling price of Obbo Abdisa by adding 10% markup
Exercise 5.2

Step 1: consider that you decide to provide the service for your members, and add the
additional remaining costs you may incur

Step 2: Add the amount of markup you will decide on by your committee

Step 3: Calculate the final per quintal selling price to your members
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Table 9: Calculation of markup/profit margin (Obbo Abdisa’s dairy cooperative)

Key for calculation Value in birr
Purchase price/quintal (A) 6,000
Transport cost to warehouse (B) 100

Loading and unloading (C) 30

Total cost (D)=(A+B+C) 6,130

10% markup (E) (6130X10%) 613

Selling price (F)= (D+E) 6,743

Profit (F-D) 613

Some simple formulas
Profit= Revenue - Expenditures
Revenue= Price x sales volume
Expenditure= Material + Labor + Transportation +...
Price= Cost + Profit
ﬁA formula that articulates how to estimate the selling price is: Selling price =

cost of goods sold/unit + Operating costs/unit + Desired profit/ unit

Factors that influence pricing

Nature of the market: abundant supply and low demand typically mean low prices, and
vice versa

Consumer demand for and nature of a product: customers generally buy more of a
product when prices are low and better-quality products.

Costs on the distribution channel: if a product is sold through a middle person, the
price charged will be affected by how that middle person treats the product.

Competitor price for similar product

Profit maximization

i
B Profit is the money a business makes after accounting for all expenses. i.e. It is

net income: total earnings after expenses are considered. Making a profit is the
goal of every for-profit company

Ways to Increase Profit
%To increase profit, one or both of the following must be done:

¥ Increase Revenue.
I Reduce Expenditure.
Increase revenue: revenue can be increased by taking measures on the marketing

mix.

i The marketing mix is a planned combination of controllable elements in a product
marketing strategy, commonly known as the 4 Ps: Product, Price, Place, and
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Promotion. These elements are fine-tuned until the right balance is achieved,
satisfying customer needs while maximizing revenue.
v Selling more by reducing prices
I Aggressively promoting the product
I Changing places where it is sold/to get the right buyer
I Making the product more attractive
vl Increasing quality, etc.
Reduce expenditure: an expenditure can be reduced by taking measures on cost

components between the producer and consumer. Examples of reducing expenditure
include:

¥ Acquiring supplies from more affordable sources

v Joining with other cooperatives to reduce the cost of transportation or
selling costs

6.6. Supplier Analysis and Negotiation Skills

“ﬁSupplier evaluation is a term used by many businesses and organizations to

evaluate and approve their existing and potential suppliers through a series of
assessments. One of the best ways to prepare for a negotiation is to create a
negotiation checklist and a supplier evaluation form. In the tool below, several
common factors and related questions are highlighted. A matrix on which you can
‘assess’ the options for suppliers — and identify areas within which you might want
to negotiate is included.

Table 10: Negotiation factors and key considerations

Factor Key considerations ' Your note
What is the agreed price?
Are there any extra costs that will be charged (e.g. for transport,
packaging, VAT etc.)? If yes, what are they?
What price are other suppliers offering? How does this compare?
Is there a minimum order quantity?
Are volume discounts available for purchase in larger quantities or
0 different pack sizes?
g Can the supplier agree to fixed prices for future Purchases?
o Will the supplier give credit terms for payment?
Can a supplier meet your quality specifications?
Does the supplier have the full range of products that you need?
Have you checked and confirmed test samples?
o What is the returns policy? Are you able to return products that do
= not meet the required quality and get a replacement or refund?
g Does the supplier meet Government or trade standards for their
54 products e.g. Bureau of quality?
How long does it take for delivery after receipt of order?
0 What is the supplier’s delivery process? Frequency of deliveries in
£ your location. Use of third parties.
= Confirmation of receipt.
W @ = What technical support does the supplier offer? What is typically
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required - to ensure that the product is right for your business, is
properly used, properly displayed etc.?

Does the supplier offer any post-sales support to you and/or your
customers?

What is typically required e.g. repairs, spare parts and servicing?
How quickly can support be given in the event of a problem?

What experience do they have? Who else do they supply?

o
E What do their other customers think of them?

- How are their products perceived in the market? (E.g. best price,

g = best quality, best design, most durable etc.)
'.g o Does the supplier have a good financial position?
B ; Who are their competitors? How do they compare them?
% § What impression do you get of the supplier’'s premises and your
€ s contact with their staff?
o Be wary - if a deal looks too good to be true, it probably is! Best
* quality does not come at lowest price.

Try before you buy. Do not pay money to unknown suppliers. If
g you are dissatisfied, you may not get your money back.
] It is easier dealing with suppliers who are close to you or easily
& accessible.

o What does your heart tell you? Is this a supplier you feel you can
= % do business with? Do you trust him/her? Will he keep his
< g promises? Is he hungry for your business? Is this a good fit for
(SIS your business?

Exercise 6

Assume that you decided to buy Noug cake as a cooperative based on the demand
collected from your members. After a quick market assessment, you chose to
proceed with three potential suppliers of Noug cake: Supplier A, B, and C.

Step 1: Use the supplier analysis checklist provided for you and evaluate the three
suppliers

Step 2: Identify the best supplier you selected as per the analysis result
Step 3: I identify key points you want to negotiate with the chosen supplier
Step 4: Add any operation costs and profit margin/markup you decide

Step 5: Present the result to your members for a decision

Step 6: Prepare an operation plan for the activity if you get members' approval

Negotiation Strategies

[+ Negotiation is the process of securing an agreement between parties with

different needs and goals, but each having something to offer the other, and
each benefiting from establishing the agreement. Negotiating involves being
able to discuss and reach a mutually satisfactory agreement.

Strategy for successful negotiations
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&

Listen carefully to the arguments of the other party and assess the logic of their
reasoning

&

Clarify issues you are not clear about by asking how, why, where, when and
what questions.

Identify the key issues

Identify any areas of common ground.

Understand any outside forces that may be affecting the problem.
Keep calm and use assertive rather than aggressive behavior.
Use tact and diplomacy to diffuse tensions.

Remember: NO is a little word with big power!

Use both verbal and non-verbal persuasion skills.

(SN CN ) N SN CN R SN N N

Know when to compromise. Offering concessions was necessary, but minor
ones at first.

&

Distinguish between needs (cannot compromise) and interests (can
compromise)

&

Make sure there is an agreed deadline for resolution

&

Decide on a course of action and come to an agreement.

M The final agreement needs to be summarized and written down at the
conclusion of the negotiations.

¥ Plan for alternative outcomes if you can't reach agreement.

Three-phase process

Figure 1: Basic Phases of Megotiation

Phase 1 Phase 2 Phase 3
*Collect and Analyze * Discussion * Implementation
information * Further infermation of Agreement
- Set Objectives collection
- Formulate Strategies - Analysis

- Reaching agreement
Figure 3: The phases of negotiation; Source: COMCEC, 2017
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i A marketing plan enables dairy cooperatives to collectively market their

members' milk, reducing the costs of individual marketing for members,
increasing bargaining power, and securing better prices for them. This ultimately
aims to eliminate middlemen and benefit both producers and consumers.

i A milk marketing plan should address the needs and goals of dairy cooperatives,

detailing strategies for marketing, pricing, distribution, and promotion, while
also incorporating principles such as member benefits and shared resources to
foster growth and sustainability.

WA marketing plan should comprise of:

v a technical analysis,
v economic and financial analysis of both the cooperative and its
members
vl operation plan
I monitoring and evaluation
Exercise 7

Obbo Abdisas dairy cooperative has now started with 500 active members and is collecting
2500 liters of milk per day. The cooperative committee has agreed to prepare a marketing
plan to secure better prices for the members and make a profit for the cooperative. Let’s
prepare a financial statement and operational plan for Obbo Abdisa’s Dairy Cooperatives.

Step 1: Conduct a one-year financial analysis (profit/loss and cash flow) for Obbo Abdisa’s
dairy cooperative

Step 2: Prepare a five-year cash flow assuming the cooperative will continue to deliver the
same amount of milk at the same price

Step 3: Prepare an operation plan if its financially attractive using the template provided to
you

Exercise 7.1:

Milk Marketing Unit cost, Service fee and group profit

1. Information needed for

calculation Unit Unit cost Quantity Total cost
Service unit [Number of

operating days*performance per liters of milk sold 912,500

day]

Purchase (milk cans) ETB 10,000 15 150,000
Period of use Years 10

Resale value at the end of

period of use (15%) ETB 1,500 15 22,500
Purchase (Bajaj) ETB 400,000 1 400,000
Period of use Years 15

Resale value at the end of

period of use (20%) ETB 80,000 1 80,000
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Purchase (Mik quality testing
equipment)

Period of use

Resale value at the end of
period of use (10%)

2. Fixed costs

Depreciation milk cans [
(Purchase price - resale value) /
period of use ]

Depreciation Bajaj [Purchase
price - resale value)/ period of
use]

Depreciation milk quality
equipment [ (Purchase price -
resale value)/ period of use]

Warehouse rental

Manager (permanent staff)

Milk collectors (3 permanent
staff)

Accountant (permanent staff)

Marketing committee
General Assembly
Bank charges
Stationary

Fuel for Bajaj

Water

Total fixed costs year
3. Variable costs

Purchase of milk
Alcohol
Total variable costs year

4. Total cost [Variable costs+
fixed costs]

5. Unit cost of service [total
cost/ quantity service unit]

6. Profit margin

7. Service fee [Unit cost of
service + profit margin]

8. Group profit (profit
margin*Quantity)

ETB
Years

ETB

ETB/Year

ETB/Year

ETB/Year

ETB/Year
ETB/Month
ETB/Month
ETB/Month

ETB/Year/Lumpsum
ETB/Year/Lumpsum
ETB/Year/Lumpsum
ETB/Year/Lumpsum
ETB/month

ETB/Year/Lumpsum

ETB/liter
ETB/liter

ETB

ETB

ETB/kg
ETB/kg

ETB/kg
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50,000

5000

15000
15000
5000

10000

10000

300

1500

96

3000

62

62.6

65.0

12
12

12

365

912,500

1,000

50,000

5,000

12,750

21,333

15,000
o
180000
180000
60000

10000
10000
300
1500
35040

3000

528,923

56,575,000

6,000

56,581,000

57,109,923

2,190,000



Exercise 7.2
Milk Marketing Cash Flow Analysis

Expenditure
(Money-Out)
Purchase of
milk cans
Purchase of
Bajaj
Purchase milk
quality testing
equipment
Total fixed cost
(Without
depreciation)
Total variable
costs

Total
expenditure
Income
(Money-In)
Service fee
paid (Profit
margin + cost
for providing
the service) *
(Quantity)
Resale of milk
cans

Unit Year 1

ETB 150,000

ETB 400,000

ETB 50,000

ETB 479,840

ETB/vear 56 581,000

ETB/year g7 660,840

Unit Year 1

ETB/vear 54 599,923

ETB/year

Resale of Bajaj ETB/year

Resale of milk
quality
equipment

ETB/year

Total income  ETB/year

59,299,923
Cash fl_ow Year 1
analysis
Annual cash
balance
Cumulative

cash balance

Unit

ETB/year 4 639,083

ETB 1,639,083

Discussion

Year 2

479,840

56,581,000

57,060,840
Year 2

59,299,923

Year 3

479,840

56,581,000

57,060,840
Year 3

59,299,923

Year 4

479,840

56,581,000

57,060,840
Year 4

59,299,923

59,299,923 59,299,923 59,299,923

Year 2

2,239,083

3,878,167

Year 3

2,239,083

6,117,250

Year 4

2,239,083

8,356,333

Year 5

479,840

56,581,000

57,060,840
Year 5

59,299,923

22,500

80,000

5,000

59,407,423
Year 5

2,346,583

10,702,917

What did you understand from Obbo Abdisa’s dairy cooperatives milk marketing financial

analysis?

Is it financially attractive for the cooperative and the members?

Yes, as you observed, the milk marketing plan is financially attractive for both the
cooperative and its members. Let’s prepare an operational plan for milk marketing
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Exercise 7.3

Milk Marketing Operation Plan
What
Setting up a marketing committee
defining the roles of participants

Analyzing the milk market
Identifying potential buyers

and

Organize a negotiation meeting with

buyers
Choose the best offer and
contract.

sign

Continuous mobilization of members to

deliver milk

Daily quality monitoring and collection

of milk from members

Daily delivery of the milk to
processor

Monthly and quarterly analysis of
collected milk against the target
Biweekly invoicing of the processor
Biweekly pay for members

Annual review

the

the

When (indicate Wh
time) o

Other aspects to
keep in mind

ﬁ Marketing milk through their cooperatives gives milk producers more bargaining

power against buyers, better access to larger markets, and services such as
credit and training, as well as shared resources for tasks like milk collection and
quality improvement. Under section 3.9, Obbo Abdisa’s dairy cooperative has
negotiated and signed a contract with potential milk processors on behalf of its
members. Ato Abdisa has now started delivering all 36 liters of milk he produces
from his three crossbred cows to his cooperative.

Exercise 8

Let’s see how Obbo Abdisa has generated more revenue by selling his milk through
his cooperative and buying concentrate feed for his cows from his cooperatives

Exercise 8.1

Benefit of group marketing of milk

Group sale of milk

Number of cows

Annual Milk Production
Price
Income

Profits of group sales

Unit
No
Liter
Birr
Birr

Birr

Individual sale

3

10980
55
603,900

0
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Group sale

3
10980
62
680,760

76,860



Benefit of group purchase of input

Group purchase of input Unit

Number of cows No

Total cost of input (mineral,

concentrate, roughage etc) Birr

Profits of group purchase Birr

Total benefit of group business

Profits of group purchase of input
Profits of group sales of milk
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Individual input
purchase

3
107,920

0

Group input
purchase

3
97,128

10,792

10,792
76,860



MODULE 7: EVALUATION & NEXT-STEPS

0)
% Rationale

At the end of the training, it is important to review learning achievements. One of
the first aspects to evaluate is self-confidence, meaning the feeling of being
prepared to apply what was learned. During the assessment, participants should
provide their feedback on the content, atmosphere, and overall training environment
to help improve future training sessions. In line with the initial objectives, feedback
should be gathered regarding knowledge, skills, and attitudes. The questionnaire is
organized accordingly. The next steps for the refresher training and follow-up will be

discussed and agreed upon.

32: Suggested session plan

6.1 Self-confidence to conduct a training 5
6.2 Training evaluation 20"
6.3 Closing ceremony 15

7.1. Self-confidence to conduct a training

@ Objective

By the end of the session, participants will be able to:

1) reflect on their learning and self-confidence of putting the training into practice
and/or cascading to the members of cooperatives/ farmers;

2) demonstrate physically this self-confidence.

@Method: Sociometric

MRemind participants of the objectives of the training, the different parts of
it, and working modalities. Use the flipcharts of the objectives and the

overall program.

¥ Inform them that you would like them to think about their self-confidence
to put into practice and/or cascade to the farmers

M Describe the line from “not at all” to “very” confident, and ask the
participants to position themselves along this line.

M Randomly, ask 3-5 participants what made them stand where they are

and why.

gMaterials

< Flipchart,markers, cards
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Hints for facilitation

1 Ensure that there is enough space for the sociometric.

7.2. Evaluation of the training

Objective

The participant:

1) reflect on their learnings;
2) Provide their assessment of the training content, atmosphere, and environment.

@ Note

Even if time is tight and participants want to finish quickly, insist on conducting the
evaluation based on the rationale. You have two options: (1) Questionnaire or (2)
Anonymous card collection. The questionnaire requires careful preparation (make enough

copies) and analysis (count answers, summarize comments), which might create more work.
However, you will get more responses. You can also choose to ask only the first two open
questions. You might need to write the program of the day on the flipchart and post it where
everyone can see.

@Method 1: Individual work - filling the questionnaire

VIExplain briefly why the evaluation is necessary and how it will be done.
“IDistribute the questionnaire and explain the different parts (Annex).
VIGive time to fill in the questionnaire, then collect it.

@Method 2: Anonymous card collection

VIExplain briefly why the evaluation is necessary and how it will be done.

VIPresent the two questions, distribute cards and markers, and give participants
5 min to reflect and write.

VICollect, shuffle, read out, cluster the cards, and find headings.
VIAlternatively, let participants read out and pin their cards themselves.

gMaterials

Alternative Evaluation

Additional open questions

? What were the three most interesting learnings for
you?

? What was the most difficult for you to apply? Why?

? What do you still need to learn to conduct the flip-

? What did you like most?

? What do you recommend to
improve the training?
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over training session better?

?When you get back to your workplace, what will
you share with your colleagues from this training?

? Any other comment or observation

7.3. Closing and Next Steps
@ Objective

Participants agree on:

1) celebrate their achievements
2) discuss the next steps and follow-ups; and
3) receive their certificates.

@ Note

MBrainstorm and explain how the training will be cascaded or users or shared among the
members of cooperatives, as well as subsequent follow-ups ups

MClarify beforehand whether certificates will be issued at the end and who will be the
responsible body for signing.

MAdapt the template in time and copy the necessary number of certificates.

MIdeally, an official (from the woreda or zone) could assist and do the closing ceremony
and the handing over of certificates. This demonstrates the interest the woreda/zone
puts on the training.

@Method 1: Presentation, Groupwork, and Brainstorming

MPrepare and present a table of action plan and follow-up,
VProvide to each cooperative that they develop their action plan,
MBrainstorming and explanation, referring to the objective of the training.

Table 2: Action plan and next steps
(Each cooperative committee that attended the training will develop it)

Timeframe Action Responsible Resources/ Expected Follow-Up Status
Item Party Tools Outcome Method

Immediately after (]

Training

Within 24 Hours O

1 Week Post- O

Training

2 Weeks Post- O

Training

1 Month Post- O

Training

Quarterly (3 (]

Months)

Ongoing O
O
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@Method 2: Plenary Closing speeches

MAsk whether a person from the group representing the participants wants to
take the floor.

As a trainer, you may also talk about your highlights during the training
MAsk the official person to give his/her speech.
IProceed to the handing over of certificates. This could be done in two ways:
a) The official hands each certificate to the participants.

b) The trainer begins by handing over the first certificate, then this person

passes it to a colleague; continue until all certificates have been handed
out.
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Financial recording formats

Oromia Regional
Producers Cooperative.

CREDIT SALES RECEIPT

APPENDICES AND ANNEXES

State,

Zone

T O m s o o o e e e e e s
From Milk Producers Cooperative, I bought the following items with
credit.
Purchase price Sales Price
No Items Unit Quantity Unit Total Unit Total
price price e price
1 Milk (------- Liter 8000 65
2 Feed kg 100 70
3
Total

Prepared by:

Authorized by:

Delivered by

Supplied by

Name Name Name Name
Signature Signature Signature Signature
Date Date Date Date
Invoice no---------------
Date-----------------------
Oromia Regional State, Zone Woreda Milk
Producers Cooperative.
CREDIT PURCHASE RECEIPT
Name of the payer -=--=-====-=--mmmmm oo
Amount of money payable in figures-------------------- in letters-----------------------
The reason to pay ---------==========--=--=ommoomooe
Purchase price Sales Price
No Items Unit Quantity Unit price To_tal Ur_ut To_tal
price price price
1 Feed Kg 8000 67
2
3
Total
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Prepared by: Authorized by: Delivered by Supplied by

Name Name Name Name
Signature Signature Signature Signature
Date Date Date Date
Invoice no---------------
Date-----------------------
Oromia Regional State, Zone Woreda Milk

Producers Cooperative.

DAILY CASH RECEIPT INVOICE from milk sale

Name of the payer------------=-=------cocoooo-
Amount of money in figures------------------ /in words------======-=-=-------omooo--
Reasons for payment -----==-==-==mmm oo oo oo oo oo
Volume of the molasses (kg) ------------------- Unit price-------========-mnmmmmmmmmoen
Total price---------
Quantity for the feed (kg) ------------------ Unit price--------------- Total price---------
Total---=-=====m= oo
Prepared by: Received by
Name Name
Signature Signature
Date Date
Invoice no---------------

Date-----------------------

Oromia Regional State, Zone Woreda Milk

Producers Cooperative.

DAILY SALES INVOICE (feed & molasses)

Name of the payer---------=--==--=-----ooumoo--

Amount of money in figures---------------- /IN WOrds---=========-c-moommmmomoooe
Reasons for payment ------===-===-mmmmmm oo oo

Quantity sold in (kg)----------==-=--=------

Unit price--------=========-=-mmommommoo Total price------==========-==mmmmmmmmmooo oo
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Prepared by:

Received by

Name Name
Signature Signature
Date Date
Invoice no---------------
Date-------=-=-=----ccuu--
Oromia Regional State, Zone Woreda Milk
Producers Cooperative.
SUMMARY OF CASH RECEIPT INVOICE
Name of the payer--------=-===-=--mmmmmmmmmm
Amount of money in figures--------------- /in words------======mmmmmm oo
The reason for payment---=--=====-= oo
Mode of payment cash------------ Bank receipt----------- CPO--~mmmmmmm e
No Invoice number | Title of Debit Credit
accounts
Cash 20000
milk 20000
Total 20000 20000
Prepared by: Authorized by: Main Cashier
Name Name Name
Signature Signature Signature
Date Date Date
Invoice no---------------
Date-----------------------
Oromia Regional State, Zone Woreda Milk
Producers Cooperative.
RECORD OF CASH RECEIPT JOURNAL
Date Description @ Invoice Total Milk Animal | Members Other
receipt income | sells feed contribution
No
25/05/2017 | From invoice | 009675 50,000 50,000
EC no-------- to--
---- a cash
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collected

from milk

sales from 2

buyers
15/06/2017 | Feed sold to 009676 100,000 20,000
EC nonmembers
Total 150,000 | 50,000 20,000

NB: This book is on the market for all types of cooperatives

Invoice no-----
Date-------------
Oromia Regional State, Zone Woreda
Producers Cooperative.
PROPERTY INCOME RECEIPT/INVOICE
From Mr/Ms--------------------- Address--------------- Name of receiver---
Type of property----------------- Property ID-------------- Property Account number----

Purchase Sales price Remark
Type of Stock price P s
card Uni | Number/quantit . Tota - Tota
No propert numbe t y Un_lt I Un_lt I
y r pric ric pric pric
e P e
e e
Tota
|
Prepared by: Delivered by Received by
Name Name Name
Signature Signature Signature
Date Date Date
Invoice no---------------
Date----------------mmmm-
Oromia Regional State, Zone Woreda Milk

Producers Cooperative.
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PROPERTY EXPENSE RECEIPT

Name of the receiver

The reason to provide for the receiver

No Type of | Stock Uni | Number/quantit : Purchase Sales price | Remark
propert | card t Yy price s
' numbe Unit  Tota ' Unit '@ Tota
r pric || pric ||
e pric e pric
e e
Tota
|
Prepared by: Delivered by Received by
Name Name Name
Signature Signature Signature
Date Date Date
Oromia Regional State, Zone Woreda Milk

Producers Cooperative.

DAILY CASH RECORD TEMPLATE/BOOK

This form is used to record all daily sales. It helps to establish the total sales per

day.
Daily Cash Records
Date:
S/N | Product/Particulars Quantity Price Total amount

Prepared by:
Name
Signature

Date

Approved by
Name
Signature

Date

Oromia Regional State,
Producers Cooperative.

STOCK INVENTORYSHEET(1)

Year:

Item:

Zone

Woreda Milk

H Date Itemnr In

Out

Balance H
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Quantit Z::;e( Quantit \EI_?IBL;e( guant VELE(EUE)
Y )4 ity
Prepared by: Approved by
Name Name
Signature Signature
Date Date
Oromia Regional State, Zone Woreda Milk
Producers Cooperative.
STOCK INVENTORYSHEET(2)
Year:
Date Itemnr Nameofitem Value(E Date Modeofdisposal
ofpurc TB) DL
h P fromin
ase ventor
Y

Sortitemsinstockaccordingtoentrydate(firstin-firstout)

Prepared by:

Name
Signature

Date

Approved by

Name
Signature
Date
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Milk recording and analysis formats

Name of Farmer

Dairy Cooperative-Rejected Daily Milk Record Sheet (to be filled by milk collector)

Year Month
Year Month

Nameof ' Un |1 4 5 6 7 9 1 1.1 1 1 1 1 1 1 1 2 2 2/ 2 2 2 2 2 2 2 3 Tot
Farmer | it 0 1. 2. 34 5 6 7: 8 9 0 1 2 3 4 5 6 7 8 9 0 al

lit

er
Total
Oromia Region zone Woreda Dairy Cooperative Daily Milk Collected Record Book




Date Unit (liter) Amount rejected Reason for rejection | Feedback provided for the farmer

Total

Oromia Region zone Woreda Dairy Cooperative Daily Rejected Milk Record Book

Dairy Cooperative Monthly and Quarterly ANALYSIS of Milk Records (To be filled by Denkaka coop (financial)

manager)




YEAR TARGET (acc. to business and finance plan): liter; Quarter : Target
liter

Annual target liter; Quarter target liter
Month Collected No. farmers, Average Rejected No. of Difference Difference Difference
Milk who brought ' dropped milk due to farmers collected milk | collected milk @ collected
in liter the milk milk per quality in whose milk ' to previous to previous milk to
farmer, in | liter rejected month, in no. month, in TARGET
of farmers liter (+/- (+/- liter)
liter)
July
August
September
Summary, SUM: AVERAGE: AVERAGE: SUM: AVERAGE: Difference to
1st quarter target of
of year liter

Short description of the development of collected milk:

1. Describe the trends from month to month (in terms of number of farmers and volume of collected milk) and try to explain
reasons for up- and down-trends:
2. Conclusions/ Suggestions (e.g. how down-trends can be addressed and how target can be better achieved):

Dairy Cooperative biannual and annual ANALYSIS of Milk Records (To be filled by Denkaka coop (financial)

manager)



YEAR TARGET (acc. to business and finance plan): liter; _ 2 year: Target
liter
Month Collected No. farmers, | Average Rejected No. of Difference Difference Difference

Milk (M & E) | who brought ' dropped milk due to | farmers collected milk ' collected collected milk

in liter the milk milk per quality in whose milk | to previous milk to to TARGET

farmer, in liter rejected month, in no. previous (+/- liter)
liter of farmers month, in
liter (+/-
liter)
July
August
September
October
November
December
Summary, SUM: AVERAGE: AVERAGE: SUM: AVERAGE: Difference to
1st half of targetof __ |
year (6 x30x801I):
Summary, SUM: AVERAGE: AVERAGE: SUM: AVERAGE: Difference to
2nd half of target of 14.400
year __ | (6 x30x801):
TOTAL SUM: AVERAGE: AVERAGE: SUM: AVERAGE: Difference to
YEAR target of 28.800
I:

3. Describe the trends from month to month in the first/second half of the year (in terms of humber of farmers and volume of
collected evening milk) and try to explain reasons for up- and down-trends:
4. Summarize the ANNUAL performance at collected milk for the whole year and come to conclusions/ suggestions (e.g. how
down-trends can be addressed and how target can be better achieved):




Annual budget format

Activity

Amount
(currency)

Description/ further
explanation

Expenditures

Service 1* (milk sale)

Service 2 (feed sale)

Service 3

Other charges

Fuel

Staff salary

Replacement of parts

Tires

Taxes

Water

Vehicle maintenance

Travel expenses

Telephone/ Communication

Office furniture

Total expenditure

Income

Service fee 1 (milk sale)

Service fee 2 (feed sale)

Members registration

Additional income

Car rental

Payment of shares

Total income

0

Balance

0

NB : Budgeting should follow the business plan to ensure coherence.

*for each service the detailed budget is added as

Annex

Sales and Cost Plan format

Year:20

Details  Sep  Oct  Nov

Dec

Jan

Feb | Mar

Apr

May Jun Jul Aug

Total

Sales

Direct
material
costs
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Direct
labor
costs

Gross
profit

Indirect
cost

Net
profit

Cash Flow Plan format (1); Year: 20

Sep

Oct

Nov

Dec

Jan

Feb

Mar

Apr

May

Jun

Jul

1. Cash at
the start of
the month

2. Cash in
from milk
sales

3. Cash in
from feed
sales

4. Total
Cash in

5. Cash
out for
direct
material
costs

6. Cash
out for
direct
labor costs

7. Cash
out for
indirect
costs

8. Cash
out for
planned
investment
in
equipment

9. Loan
repayment

10. Any
other cash
out

11. Total
Cash out

12. Cash
at the end
of the
month
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Cash Flow Plan format (2); Year: 20

Activities

Time (Year)

5

10

Expenditures

Service 1

Service 2

Other charges

Fuel

Staff

Replacement of parts

Tires

Taxes

Water

Vehicle maintenance

Travel expenses

Communication

Office furniture

Total expenditures

Income

Service fee 1

Service fee 2




Additional income

Milk sale

Payment of shares

Feed sale

Total income

Cash-flow

Cumulative cash-flow




Balance sheet format

Actives (what the group has)

Passives (funding resources)

Amount Amount
(currency) (currency)

Current assets Liabilities
Capital in bank Input loans
Capital in cash register Mortgage loan
Petty cash balance Bank overdraft
Customer accounts Other loans
Staff accounts Dividends payable to

members
Other accounts Wages payable
Prepaid expenditure Buyers' pre-financing
Total current assets 0 | Other accounts payable
Stocks (valued at market Premiums payable to
price or retail price, members
whichever is cheaper)
Finished products Tax liabilities
Unfinished products Pension fund liabilities
Raw material Total liabilities
Total stocks 0

Fix assets

Equity

Land at cost price

Member shares

Property at cost price

Earnings reinvested

Factory, machines at cost

price

Internal reserves

Vehicles at cost price

Total equity

Minus: depreciation

Total fix assets

Total actives

Total passives

Profit and loss account format

Profit and loss account

Amount

(ETB)

Revenue

Service fees service 1

Service fees service 2
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Costs of goods sold

Etc.

Gross profit (1)

Operating expenses

Variable costs service 1

Variable costs service 2

Depreciation and amortization

Etc.

Total operating expenses (2)

Operating profit (3)= (2)- (1)

Non-operating income (4)

Earnings before interest and taxes (EBIT)

(5)=(3)+(4)

Financial income (6)

Financial expense (7)

Earnings before income taxes (EBT) (8)=(5)
+(6) - (7)

Income taxes (9)

Net income (10)=(8)-(9)




EXECUTIVE SUMMARY

Name of Business

Type of Business

O Manufacture O Service Operator O Retailer O Wholesaler

Product or Service

Customers

Oowners

Number of Staff Required Startup Capital

Sources of startup capital Amount

BUSINESS IDEA

Name of Business

The business is going to (write on the applicable line)

O Provide the following product or products

O Provide the following service or services

O Run the following type of shop

O Run the following type of wholesale business
The customers will be

The business will sell in the following way

The business will satisfy the following needs of the customer

MARKET RESEARCH

1 2 3 4

Product or service A Customers Needs and Competitors

preferences of
customers

MARKETING PLAN
PRODUCT

Product, service or range of product

1 2 3

Quality

Volume/unit 93




Packaging

MARKETING PLAN
PRICE

For retailers and wholesalers

Product, service or range of product

1 2 3 4

Cost

How much
customers are
willing to pay

Competitors’ price
policy

Price policy

Reason for choosing
this price policy

Discount will be
given to the
following customers
or types of
customers

Reason for giving
discounts

Credit will be given
to the following
customers or types
of customers

Reason for giving
credit

MARKTING PLAN
PLACE
O Location 94




Describe the planned location

This location is chosen for the following reasons

of the

O Methods of distribution
The business will sell to:
O Individuals O Wholesale O Retailers

This way of distribution is chosen for

MARKETING PLAN
PROMOTION

O Others

the following

business

reasons

Types of advertising Details

Cost

Types of sales promotion Details

Cost

FORM OF BUSINESS

The business will operate as a

The reason for choosing this form of business is
The owners will be

Name Name

Description of skill Description of skill
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Relevant experience Relevant experience

STAFF

Tasks Required skills and Performed by Monthly pay
experience

Total number of staff

LEGAL RESPONSIBILITIES AND INSURANCE

The following taxes apply to the business

The following regulations apply to the employees

The business will need the following licenses and permits cost

The business will have the following insurance cost
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Other responsibilities of the business

LABOUR COST FORM

For manufacturers and service operators

DIRECT LABOUR COST

INDIRECT LABOUR COST

1 2 3 4 5 6 7
EMPLOY TOTAL TOTAL HOURS IN PAY FOR HOURS NOT  PAY FOR
EE WORKING A MONTHL PRODUCTI | TIME IN IN TIME NOT

HOURS Y PAY ON PER PRODUCTI PRODUCTI 1IN

PER MONTH ON ON PER PRODUCTI

MONTH MONTH ON
Total
O Direct labor cost per hour

Total pay for time in production
—>from column 5
——

Total hours in production per month

->from column 4

INDIRECT COST FORM
INDIRECT COST PER MONTH

Direct labor cost per hour

Q7




| Total indirect costs per month |

PRODUCT COSTING FORM
For manufactures and service operators

Product

1. Direct Material Cost Per Item

1 2 3 4

Raw materials Buying cost X8 Quantity per item = Cost peritem

Total Direct material cost per item D

2. Direct labor cost per item

Activity Time per Item
(Man-Hours)

3 =]

Total Direct labor cost Direct labor cost

Per hour per
item
->From labor cost form
1. Indirect cost per item

OIndirect cost per hour

Total indirect cost per month
=>from indirect cost form

—

Total hours in production per month
->from column 4 on labor cost form indirect cost per hour

L =

Total time Indirect cost

Indirect cost
per item per hour per item
(Man-$fur)



2. Total cost per item

PRODUCT COSTING FORM

for retailers and wholesalers

O Indirect Cost charge (%)

Total indirect cost per month

Total cost per item

X 100 = %
Total direct material cost per month Indirect cost
charge
1 2 3
Product Direct material cost Indirect cost per Total cost per

Per item

item (column I X g
Indirect cost
charge)

item
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SALES AND COST PLAN

20

Details Sep | Oct

Nov

Dec

Jan

Feb

Mar

Apr

May

Jun

Jul

Aug

Total

Sales

Direct
material
costs

Direct
labor
costs

Gross
profit

Indirect
cost

Net profit

CASH FLOW PLAN

Sep

Oct

Nov

Dec

Jan

Feb

Mar

Apr

May

Jun

Jul

Aug

Cash in

1. Cash at the
start of the
month

2. Cash in from
sales

3. Any other
cash in

4, Total Cash
in

Cash out

5. Cash out for
direct material
costs

6. Cash out for
direct labor
costs

7. Cash out for
indirect costs

8. Cash out for
planned
investment in
equipment

9. Loan
repayment

10. Any other
cash out

11. Total Cash
out

12. Cash at the
end of the
month
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ANNEX 1: REQUIRED START-UP CAPITAL
Investments
O Business Premises

Construction or purchase of building

Conversion or reconstruction of business premises

O Equipment

+ 4+ + + 4+ o+

O Working capital

Stock of working materials or finished goods

Promotion

Wage

Rent

Leasing

Insurance

+ + 4+ + + + o+

Other costs

Total start-up capital

SOURCES OF START-UP CAPITAL

Required start-up capital

Sources of start-up capital

Own equity

Other sources

Total (must be the same amount as required start-up capital) =
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Collateral (if applying for a loan)

ANNEX 2: ACTION PLAN

Action

Contact

When

Product

Price

Place

Promotion

Form of business

ANNEX 3: ACTION PLAN

Action

Contact

When

Staff

Legal responsibilities and
insurance

Costing

Financial planning

Required start-up capital

Sources of start-up capital
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ANNEX 4: FINAL EVALUATION SHEET

Good Governance and Financial Management Manual for Dairy Cooperatives in

Oromia Region

Please tick the corresponding square for your opinion on the respective questions.

1=Very low 2=Low 3=Medium 4=High 5=Very High

To what extent did the training increase your knowledge on ....
Understand the general dairy farm management

Good Cooperative Governance

Customer and Market Management

Record Keeping and Financial Management

Business Planning for Business Growth

Understand the link and usefulness to improve cooperative Businesses
In what way did the training help you improve your skills...
Practice dairy farm performance indicators.

Practice good cooperative governance principles

Carry out marketing research and analysis

Able to plan and budget.

Able to keep records and data

Able to prepare financial statements

How confident are you in putting the training into practice...
Manage dairy as a business

Conduct capacity building for cooperative members

Conduct regular financial control and monitoring.

Properly plan and budget.

Keep records and data

Prepare financial statements

Thank you!
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