
APPENDICES 

A P P E N D I X : TRAININ G MANUA L 

M O D U L E ONE: 

SIMPLE BOOK-KEEPIN G AN D RECORD KEEPIN G 

1.0: OBJECTIV E (S ) 

It ha s bee n th e polic y o f Tanzani a governmen t t o brin g al l cooperativ e sector s int o a 

modern commercia l sector . T o fulfi l thi s requiremen t the  governmen t passe d a n ac t o f 

parliament know n as Cooperative Societies Act No. 2 0 of 2003. 

This Ac t provide th e formation , constitution , registratio n an d functionin g o f cooperativ e 

societies a s a n instrumen t fo r the smoot h implementatio n o f proper financia l plannin g and 

record keeping . 

Financial affair s practice d i n cooperative societie s as per cooperative Ac t of 2003 includes : 

• Incom e an d expenditur e o r a n accoun t o f th e sam e natur e acceptabl e t o th e 

registrar. 

• Balanc e sheet 

This modul e wil l enabl e th e member s t o understan d an d maintai n th e prope r book s o f 

accounts i n order t o sho w th e result s o f their financia l operation s an d th e positio n o f th e 

society a t any particular period of time. 
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Generally, fo r the cooperativ e to maintain accounting enables cooperative member s t o plan 

conduct an d contro l their ow n activities and i n another hand i t encourages the outsider s t o 

have fait h whe n engagin g i n busines s contract s wit h cooperatives . Thu s plannin g 

cooperative accountin g g is a useful too l in planning cooperative economi c activities. 

2.0 ELABORATIO N OF STEPS/TOPICS AND MATERIALS: 

2.1 T H E ASPECT S OF BOOK KEEPIN G AND RECORD KEEPIN G 

Definition: 

Book keepin g i s a  scienc e an d ar t o f correctl y recordin g i n book s al l thos e busines s 

transactions tha t result i n a transfer o f money o r monies wort h within o r between entities . 

Specific book s required by the cooperativ e societie s are a s follows : 

(a) Receipt s book. 

(b) Paymen t vouche r 

(c) Cash book 

(d) Ledger book 

(e) Invoic e book 
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2.2 P R O C E D U R E 

2.2.1: RECORDIN G O F TRANSACTIONS: 

Business Transaction 

Recording of transaction shoul d aim at disclosing complete an d accurate information to th e 

proprietor o r t o an y othe r perso n o r grou p o f person s a s desire d fro m tim e t o time . 

Generally, transaction s ar e recorde d eithe r a s the y occu r i n a  maste r boo k o n th e variou s 

documents o r vouchers ar e file d i n the orde r i n which transaction s occur . 

Cash Book 

The cash boo k i s both a  book or original entr y an d a  principal book . I n fact i t is part of the 

ledger boun d separatel y you r convenience a s al l transactions hav e t o resolv e int o cash an d 

therefore cas h transaction s mus t necessaril y ou t numbe r al l other transaction . I t i s divide d 

into two side s -  on e th e lef t han d sid e fo r receipts o f cash t o the lef t han d sid e (debi t side ) 

and al l payments o r outgoin g cas h t o th e righ t han d sid e (credi t side) . I t i s customary t o 

put th e war d " T O " befor e al l entrie s o n th e debi t entr y an d war d " B Y " before al l 

transactions (entries ) o n the credi t entry. Th e opening balance o f cash i n hand o r at bank i s 

written firs t as "To Balance Brought Down" or simply "TO B A L .- B / D " .  A t the en d 

of th e perio d th e tw o side s ar e totalize d an d generall y th e debi t sid e wil l b e bigge r th e 

credit sid e a s incomin g cash shoul d be o r more than outgoin g cash althoug h i n some case s 

where a n overdraf t ha s bee n advance d o r secure d th e credi t sid e migh t b e bigger . Th e 

balance t o whateve r sid e i t migh t occu r i s carrie d t o th e shorte r sid e fo r th e sak e o f 

"balancing" an d thi s i s written "T o Balance Carried Down " o r Simpl e " t o Balanc e c/d. If 

then debi t sid e i s bigger i t i s called a  debit "balance " an d i f the credi t sid e i s bigger i t i s a 
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"credit balance " Th e balance whethe r Debi t or credi t (i s closing balance) i s brought dow n 

on whateve r sid e i t occur and this wil l b e opening balance o f the nex t period. 

A SPECIMEN CASH  BOOK: 

DR C R 

Date Particulars Folio Cash Bank Date Particulars Folio Cash Bank 

Ledger: 

This i d the mai n boo k o f account. I t ha s page s whic h ar e numbere d an d eac h pag e i s 

collected "a n account " th e number s ar e writte n i n th e to p righ t han d corne r an d ar e 

called 'folio ' numbers . 

Points to note: 

(1) Th e page is divided dow n the middle. 

(2) Th e left-han d sid e i s calle d the  debi t sid e o r debto r sid e an d ofte n ha s th e 

abbreviation of "DR" printed at the top . 

(3) Th e righ t -han d sid e i s calle d th e credi t o r creditor s sid e an d ofte n ha s th e 

abbreviation of " C R" printed at the top . 

(4) Column s are drawn on each sid e for the dates details, foli o numbe r an d amount . 
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A SPECIMEN  LEDGER  PAGE 

DR C R 

Date Particulars Folio Amount Date Particulars Folio Amount 

Trial balance 

One o f the build-i n check s o f double entr y syste m i s that a  tria l balanc e ca n b e prepare d 

and the failur e of the tria l balanc e t o balance indicate s that there are error s i n the accounts . 

Since t o ever y debi t i n the ledge r there i s a  credi t correspondin g t o it , then i t follow s tha t 

total devi t and credi t balance mus t also be equal. 

Balance sheet: 

Balance sheet is a statement showing the cooperativ e own s and what i t owes a t a  particular 

period. I n principl e the Balanc e shee t doe s no t relat e t o a  perio d bu t set s ou t th e boo k 

value of the assets , liabilities and capital as a t a  particular period. 

Items to b e liste d on th e Balanc e Shee t ar e eithe r asset s on on e sid e an d liabilitie s o n th e 

other side . 
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Assets ar e groupe d int o fixe d current  assets . Fixe d asset s ar e characterize d a s a n asse t 

acquired b y th e cooperativ e fo r us e i n the operation s an d tha t thei r influenc e wil l exten d 

over a number of years, e.g Buildings , equipment machines furniture's etc . 

In othe r han d curren t asset s ar e asset s whic h ar e hel d int o cas h i n th e ordinar y cours e 

business eg. Cash stock s debtors etc . 

Liabilities on the other hand can be classified int o three groups namely: 

(i) Curren t liabilities . 

(ii) Long-ter m liabilities 

(iii) Capita l and reserves . 

Current liabilitie s include s short-ter m obligation s which ar e payabl e withi n a  perio d no t 

exceeding on e year . Long-ter m liabilitie s ar e liabilitie s t o outsider s whic h ar e no t t o b e 

paid al l in one accounting period but a number of years. 

Capital reserve s include s part o f the cas h o r other belonging s which the y hav e investe d in 

the business either originally (capital ) or by retaining part o f the surplu s accumulated in the 

business (reserves o r undistributed surplus). 
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M O D U L E TWO : 

SIMPLE BUSINES S PLA N 

"RUNNING A BUSINESS WITHOUT A  BUSINESS PLAN I S LIK E A  SHIP 
WITHOUT A  RADDER " 

1.0: OBJECTIVE : 

A busines s pla n i s a tool tha t can guid e an entrepreneu r toward s th e maximu m chance s 

of success , effectivel y plots a  course o f action and therefor e a  blue prin t o f a business . 

Therefore thi s modul e wil l enabl e th e member s o f a  cooperativ e t o understan d th e 

following aspects . 

• Focu s for the idea s of the business . 

• Highlight s the existing opportunities. 

• Settin g the potentia l of investment. 

• Convincin g potential investor s the soun d growth of the business . 

• Convincin g the potentia l investor s about th e existing expertise. 

• Show s individua l activatin g specia l aspect s lik e resourc e availabilit y timing , 

Copt intende d output quality , value and available markets. 
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2.0: MAI N COMPONENTS/PROCEDUR E OF PREPARING A  BUSINESS PLA N 

2.1: E X E C U T I V E SUMMARY : 

The Executiv e summar y shoul d a s brie f as possible . I t shoul d b e take n a s a  stand-alon e 

document. A l l highlights o f busines s pla n shoul d b e containe d i n it . Th e executiv e 

summary wil l cover: -

• Purpos e o f the plan . 

• Ho w much finance i s needed an d what purpose . 

• Brie f description of business an d it s market . 

• Highlight s of the financia l projections . 

2.2 DESCRIPTION  OF  THE  BUSINESS 

This includes : 

• Purpos e o f the business . 

• Brie f historica l backgroun d o f the business . 

• Record s of the pas t performance . 

• Lon g and shor t ter m objectives . 

2.3: DESCRIPTION  OF  THE  PRODUCTS/SERVICES 

This part of the busines s pla n should describe th e product s o r service s 

so be offered, th e followin g wil l b e included in this part: -

• Descriptio n of a product an d it s application. 
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• Uniquenes s of the products/services . 

• Technologie s and skill s required fo r the business . 

• Futur e potentials . 

2.4: MARKET  OF  THE  PRODUCT/SERVICE 

A marke t ca n be defined a s a  place or a means by which buyer s an d seller s are brought int o 

contact wit h each other . Mai n focu s has to be on the following: -

• Th e prospective customers . 

• Competitiv e strength an d weakness . 

• Marke t segments . 

• Estimate d market shar e 

• Competitors ' responses . 

2.5: MARKETING 

Marketing refer s t o combinatio n o f activitie s tha t a n entrepreneu r doe s t o mak e his/he r 

product o r services accepted an d bought b y potential customers . 

The factors upo n which through analysi s be made involve: -

• Marke t positioning. 

• Qualit y products wil l giv e your customers reaso n t o buy from you. 

• Price s that are easil y acceptable . 

• Advertisin g and promotion 

72 



2.6: PRODUCTION/OPERATION: 

This par t describe s th e physica l identificatio n o f th e busines s an d process . Thi s wil l 

include among othe r things: -

• Descriptio n of the locatio n of a premise . 

• Capacit y of production. 

• Source s an d suppl y of input s 

• Whethe r there is a need o f engaging expertise' s 

• Appropriat e Technology to be applied. 

2.7: MANAGEMENT: 

The Management sectio n wil l provid e information regarding: -

• Owner s and ke y management personne l 

• Expertis e and experiences (CVs) . 

• Planne d staf f and recruitmen t Progra m 

• Advisors . 

2.8: FINANCIAL  REQUIREMENTS: 

This sectio n provide s detail s o n finance s neede d t o undertak e th e busines s an d financia l 

projection containe d i n the plan . 

• Capita l at starting . 

• Source s o f such fund s includin g the associate d condition s and costs . 

• Projectio n o f sales, profi t and cas h flo w 
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• Risk s and uncertainties and how these can be sustained. 

2.9: APPENDICES 

This among others wi l l include : 

• Locatio n map s (sketch). 

• Organizatio n chart s 

• C V ' s o f key managers . 
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M O D U L E T H R E E 

FEASIBILITY STUDY : 

1.0: OBJECTIVE : 

After selectin g the enterprise/opportunit y th e activit y tha t follow s i s the feasibilit y stud y 

for the purpose of: -

• Helpin g an entrepreneur decid e on the visibilit y and profitability o f the project . 

• Generatin g knowledge base for entrepreneur wit h regard s t o market, technology 

and inputs . 

• Preparin g the ground for project implementatio n i.e.: requirements 

• Bein g a  basi s upo n whic h financia l institution s ca n b e approache d fo r 

support/loan. 

• A l l significan t factors have to be analyzed. 

The feasibilit y stud y normally focuses on three major areas:-

• Marke t feasibilit y study . 

• Technica l feasibilit y study . 

• Financia l feasibilit y stud y 
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2.0: MAJO R AREA S OF T HE FEASIBILIT Y STUD Y 

Market Feasibility Study: This includes 

2.1.1 Product  Description: 

• Understan d i n detai l th e produc t (s ) yo u wis h t o produce . I s i t reall y 

marketable? Doe s i t satisfy th e need ? I s i t realistic to offer it ? 

• Potentia l customers : includin g age , gender , race , hobbies , occupation , socia l 

class, income leve l an d famil y lif e circle . 

• Standard s that' s product shoul d fulfill . 

• Productio n capacity o f the ente r price. 

• Identif y gros s marke t deman d -  tha t is volume of a product tha t wil l b e brough t 

by a  defined grou p o f customer, i n a defined geographica l area in a defined tim e 

period i n a defined busines s environment . 

• Competitors : Thei r output , size , prices , quality , innovations , marke t share , 

marketing strategies  in terms of advertisement an d sale s promotion. 

2.1.2 Information  Input: 

Determine th e require d informatio n an d prope r method(s ) o f gatherin g an d analysi s o f 

information. 

The entrepreneur has t o be aware o f government polic y o n trade such as : 

• Brand policy: althoug h bran d name s t o micr o enterprise s owner s ar e no t ver y 

popular a t th e momen t the y ca n hol d magi c fo r consumers . Mos t consumer s 

76 



are attracte d no t onl y b y produc t bu t als o b y thei r bran d names . Howeve r 

licensing brand name s is compulsory 

Product mix: A  product mi x (Product assessment ) i s the se t o f al l produc t line s 

and item s that particular seller offers fo r sale to buyers . 

An entrepreneu r wh o i s keepin g animal s lik e cows , pig s an d poultr y ca n als o 

run a  farm. Anima l wil l provid e manure an d anima l power while they ca n fee d 

on crop residue . 

Packaging: Packagin g involve s activitie s o f designin g an d producin g a 

container o r wrapper fo r a product. Recently , packaging has become a  potential 

marketing tool . Packagin g shoul d b e accordin g t o standard s offere d b y 

Tanzania Bureau of Standards . 

Pricing: A t this era of free marke t i n SSEs "th e follo w other s pricing method i s 

popular. 

After sale s service s and promotion. 

Channels o f distributio n -  trad e linkage s an d impact s o f channel s o f 

distributions. 

Sales -  forc e decision s -  t o emplo y ful l tim e sale s person s o r commissio n 

agents. 

Advertising - conside r it s importance an d magnitude . 

Insurance: Du e to som e uncertaintie s an d risk s an entrepreneu r ha s t o decid e 

to pa y a  fixe d amoun t o f mone y t o th e insuranc e compan y a s on e o f th e 

business surviva l strateg y 
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*Note: SSEs = Small Scal e Entrepreneur s 

27.5: Export  Market: 

The entrepreneur shoul d be awar e o f the environmen t prevailin g on the internationa l scen e 

with regard s to the following: -

• Th e Legal fram e wor k (laws regulating trade) 

• Internationa l relationship s 

• Cultur e 

• Administrativ e and Commercia l Infrastructure . 

• Politica l militar y situation. 

22: Technical  Feasibility Study: 

Denotes adequac y o f the  manufacturin g proces s an d plan t an d machiner y t o produc e a 

given product , largel y within th e fram e wor k of predetermined qualit y specifications , ra w 

materials an d utilit y consumption level s and outpu t qualit y per given time period (usually 8 

hrs) without long or expensive breakdow n problems. Thi s includes:-

2.2.1: Size of Enterprise 

In determining the siz e of the enterprise considers : 

• Th e minimum economically viable cost. 

• Degre e of risk in commensurate wit h suc h project cost . 

• Th e size of the marke t an d outlook for it s growth. 
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2.2.2: Layout  of the production/manufacturing process. 

• Establis h an d ma p th e variou s operation s i n th e production / manufacturin g 

process ie : land preparation t o harvesting . 

2.2.3: Working out production requirement: 

• Identif y th e complet e rang e of inputs required . 

• Consul t inpu t supplier , present users and technician s fo r advice on wha t shoul d 

be bought . 

2.2.4: Selecting  a location/site consider: 

• Governmen t polic y on enterprise location . 

• Physica l infrastructures (ie : water, land , power, an d roads) . 

• Socia l infrastructur e (education , health , housing) . 

• Commercia l Infrastructure (banking , posta l services) , price , financial incentive s 

ie subsides, tax) . 

• Manpowe r availability (skilled , semi and unskilled). 

• La w and orde r positio n in the area (overall industrial position of the area) . 

2.2.5: Raw  Materials  and Utility  requirements: 

• Identif y al l the input s required . 

• Fin d ou t home s an d addresses of major suppliers . 

• Ascertai n the prevailin g prices; the credi t facilitie s suppliers normall y grant. 

• Secur e trad e informatio n o f regulation s o n distributio n o f agricultura l inputs , 

licensing and clearanc e o f imported agricultura l inputs . 
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• Fin d ou t how utilities i.e.: water, fuel , electricit y or steam ca n be secured . 

• Ascertai n the utilit y consumption costs. 

2.2.6: Appertain  manpower requirements: 

i.e. peopl e o r personnel t o operat e an enterpris e a t al l stage. Thus ; an entrepreneu r ha s t o 

do the following : 

• Determin e job specifications (skilled, semi and unskilled). 

• Determin e job responsibilities (duties). 

• Wor k ou t enterpris e tota l manpowe r nee d an d thei r categories , i. e permanent , 

semi-permanent an d casual-workers. 

• Determin e recruitment procedure , worke r development an d remuneration/salar y 

scale incentives. 

• Observ e the worke r safety an d labour laws. 

2.2.7: Copying  with environment protection laws: 

The entrepreneu r i s require d t o tak e a  numbe r o f importan t step s t o protec t th e 

environment. I n particular the entrepreneur ha s to develop programs/devices to fight . 

• Ai r pollution ie : Throwing garbag e an d chemical s int o the water-fin d the safe r 

way to dispose of harmful materials . 

• Nos e pollutio n -  reduc e nois e pollutio n b y providin g nois e proo f device s 

around the part s that make the mos t noise. 

• Lan d degradatio n -  adop t practice s whic h wil l leav e th e surrounding s loc k o f 

natural a s possible, 
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2.3: FINANCIA L FEASIBILIT Y STUDY : 

Reveals ho w attractiv e o r hopeles s financia l angl e th e projec t is . I t i s divide d int o si x 

major components . Thes e include:-

2.3.1: Projected cost: 

Entails workin g ou t th e tota l cos t o f th e project . Fixe d capital , ie : building , land , 

machinery, equipmen t etc . Workin g capita l ie : agricultura l input s an d othe r productio n 

expenses (utilities and salaries) . 

2.3.2: Means  of Finance: 

There shoul d b e som e investmen t b y th e owne r (owner' s equity) . Stat e additional capita l 

requirements. Prepar e cas h flo w budget . 

2.3.3: Capacity  Utilization  and Income Estimates: 

Consider th e degre e o f competitio n o n determinin g capacity . Incom e i s th e functio n o f 

estimated quantit y an d pric e per uni t (Y1 xPy 1). 
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2.3.4: Annual  Expenditure Estimates: 

Involves the financin g of day to day operation activitie s such as purchase o f physical stoc k 

ie: (ra w materials , stores ) an d findin g o f othe r overhea d expense s ie : administratio n 

expenses, sellin g expenses, repai r and maintenance , rent , taxes , insuranc e etc . 

2.3.5: Profitability  Estimates: 

Work out the profit/los s of the busines s b y preparing the profi t and los s account. Wor k ou t 

various financial ratio s usefu l forjudgin g the viabilit y of the project . 

2.3.6: Risk  and Uncertainties  Analysis: 

There ar e importan t operationa l risk s to b e carried . I t i s essentia l fo r th e entrepreneu r t o 

determine thei r risks and estimate thei r degree o f impact to the business . Risk s considered 

include drought, diseases , thef t etc . 
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M O D U L E F O U R : 

A N I M A L H U S B A N D R Y 

1.0 I N T R O D U C T I O N : 

Animal Husbandr y include s al l activitie s o f anima l managemen t rangin g fro m Healt h 

condition toward s maintainin g animal s welfar e wit h an intentio n o f increasing productio n 

milk an d mil k products . 

2.0: PURPOSE : 

This modul e wil l enabl e th e participant s t o understan d an d gai n knowledg e o n th e 

following aspects; 

• Anima l shed . 

• Feed s an d feeding . 

• Disease s control . 

• Routin e Management . 

• Record s Keeping. 

3.0: E L A B O R A T I O N O F M A I N A S P E C T S : 

3.1 A N I M A L S H E D 

This i s she d tha t constructed fo r th e purpos e o f preventing th e animal s fro m ba d weather . 

Animals she d shoul d not compromis e the animal' s welfare . 
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Selection of the sites: 

• A  little far from the residen t house , 

• Are a should be slope , for easy cleanin g and drainage . 

• Accessibl e through ou t the year . 

• Marke t for the mil k produced . 

• Availabilit y o f water throughout . 

• No t far fro m the sourc e o f pasture to minimize the time and cost fo r labor . 

• On e should consider the win d direction. 

Material fo r animal shed : 

This depends very much on the financia l positio n of the owner , one should choose on 

materials: 

• Corrugatin g iron. 

• Cemen t 

• Iro n bar 

• Stee l pipe 

• Ston e 

• Pole s from forest . 

• Makut i fro m coconu t trees. 



Partition of animal House: 

• Walking/restin g place 

Sleeping plac e 

• Feedin g trough. 

• Wate r trough 

• Stor e 

• Handin g facility (crush ) 

3.2: FEED 

Quality: 

• Protei n sourc e 

• Carbohydrate s 

• Mineral s 

• Vitamin s 

• Wate r 

Quality depend s on the bod y weigh t an d animal type s e.g . lactating animals , bree d 

bulls, bull calves and in calf heifers. 

Protein Sources are: 

• Cotto n seedcak e 

• Sunflowe r cake 

• Copr a (Coconuts 



• Nitrogenou s plants e.g Lucina , Leguminou s plants 

Carbohydrates Source s are : 

• Maiz e brain 

• Grasses/hay s 

• Whea t bra n 

• Molasse s used fo r improve quality of crops residue lik e maize straws . 

Minerals and Vitamins: 

• Calciu m 

• Phosphorou s 

• Sodiu m 

• Coppe r 

• Iodin e 

• Chloride s 

• Cobal t etc. 

Those mineral s available at market a s a  multi-mineral blocks and/or powde r form. 



DISEASES CONTROL 

Hygiene 

• Vaccinatio n 

• Dewormin g 

• Inoculatio n 

• Spraying/dipping/pou r on 

• Isolatio n of sick animals. 

Hygiene this involv e the genera l cleanlines s o f the environmen t a t the are a where animal s 

are kep t sinc e dir t ca n b e source  o f diseas e causin g organism s whic h ar e threa t t o th e 

animals and income . 

Vaccination i s the preventiv e measur e for the infectiou s diseas e that could cause threat t o 

the animals , disease s tha t ar e commonl y havin g vaccin e i n ou r countr y involve s th e 

following:-

• Foo t and mout h disease (FMD ) 

• Lump y skin disease (LSD) 

• Brucelosi s 

• Contragiou s Bovin e Pleurophemonia (CBPP ) 

• Anthra s 

• Eas t Coast Feve r (ECF ) 

• Blac k Quarte r (BQ). 
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De-worming: i s a n ac t o f contro l interna l parasites , whic h us e th e availabl e nutrien t in n 

the bod y o f the animals , Animal s should b e give n an ant i worms drugs every three months 

for thei r health achievement . 

Inoculation: i s an  ac t o f injectin g drug s i n th e animal' s bod y an d allowin g i t t o 

disseminate slowl y t o th e bloo d circulation , henc e provide d protectio n agains t infectio n 

cause organism fo r a t leas t three month e.g . Smorin e injection . 

Control o f External Parasites : 

This i s the metho d o f controlling external parasite s lik e ticks and tsetse flies which are th e 

source o f disease s suc h a s Eas t Coas t Feve r (ECF) . Anaplasmosis , Bebesiosi s an d 

Trypanosomis. Th e commonl y use d accaricid e ar e Dominex , Steladone , Baytico l an d 

Ectopor. Metho d of applying that accariside includes : 

• Sprayin g by use o f spray rac e or hand sprayer . 

• Dippin g by us e o f dip tank. 

• Pou r on by use pou r o n preparation e.g . Baytical . 

Isolation: Thi s i s the metho d use d t o contro l the sprea d o f infectious disease s i n the give n 

area, where b y the disease d animal s i s isolated awa y fro m the healt h animals . 

3.4: Routine  Management: 

• Identificatio n 

• Recor d keepin g 

• Breedin g 
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• Milkin g 

• Dehoning/hoo f treaming 

Identification i s the metho d o f given number o r identit y fo r safet y o f animals an d recor d 

keeping, i n cattle ther e ar e tw o types of identification , which are commonl y used ea r tag s 

and ea r notching . 

3.5: Recording Keeping: 

This i s very important fo r the farmer s t o know the statu s of the project . Typ e of records: 

• Feed s records , minera l blocks given and it s cost . 

• Production , milk produce/day/month/year/mil k 

• Treatmen t records , diseas e that encountered an d treate d an d cos t used , cos t fo r 

vaccines, cost fo r ant i worms, cost o f accricides. 

• Breedin g records , dat e o f certai n animal s t o sho w heat , dat e o f animal s t o b e 

served, date of calving, sex of the calves . 
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M O D U L E FIVE : 

MARKETING MI X INTERACTIVE PROCESS 

1.0 INTRODUCTION : 

To b e a  successfu l businessperso n yo u mus t desig n a  so t o f strategi c appropriat e fo r the 

chosen target market. Afte r conductin g market researc h an d identifyin g a target market th e 

next phas e involve s creating a  successfu l marketin g mix . Th e marketin g mi x i s the se t o f 

marketing strategies  chose n t o reac h an d influenc e th e targe t market . Fo r simplicit y w e 

refer t o this mix as the 4  Pc of marketing an d these are: -

• Produc t 

• Pric e 

• Plac e 

• Promotio n 

According t o G. A Cole, Managemen t theor y an d practic e 3r d editio n h e ha s site d tha t a 

marketing mi x i s follows "A marketing mi x i s a vita l elemen t i n every marketin g strategy . 

Professor Nei l Borde n o f Harvar d Universit y first  expande d th e concep t i n th e 1940' s 

when identifie d twelve ke y variables i n the typica l marketing Program . Late r writers hav e 

subsequently reduce d thes e twelve variable s t o fou r mai n headings . Th e mi x may no w b e 

defined a s a  particular grou p o f variables offered t o the marke t a t a  particular poin t i n time" 

as mentione d above . 
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PURPOSE: 

This mode l wil l enabl e participant s to understan d an d gai n knowledg e on th e 4  PC 

elaborated hereunder : 

3.0 Mai n Aspect s of Marketing Mi x interactiv e Process: 

P R O D U C T 
The require d quality o f the product . 
How long the product i s expected to 
last. 
The bran d name of the product . 
How the produc t wil l be packaged . 
What type and how man y other 
products wil l be offered . 
What of the sale service is expected 
What guarantees will b e given 

P L A C E : 
• B y what method will the produc t b e 

distributed t o the purchaser . 
• Ho w large an arch will be covered by 

the distribution ? 
• Wha t method of transport wil l be used? 
• Wher e will the sales outlet be located? 
• Ho w the sales areas will b e arranged. 
• Wha t level of stock will be required to 

meet customer purchase 
• Wher e Warehouses will be located? 

T 
I 

T A R G E T M A R K E T 
E 

PRICE 
• Wha t will b e the pric e of the 

product. 
• Wil l th e produc t b e offered o f a 

different prices in other markets . 
• Wha t terms of payment or credit 

will b e expected and offered? 
• Wil l an y discount or allowances 

be given? 

P R O M O T I O N 
• Wha t use wil l be made of 

advertising, personal , 
selling, publicity, publi c 
relation an d sales 
promotion techniques. 



PRODUCT: 

A produc t i s something tha t is capable o f satisfying need o r wan t 

3.1.1 STAGES  IN  THE  PRODUCT CYCLE 

There ar e fou r mai n stages in the produc t lif e cycl e namely 

• Introductio n stage . 

• Growt h 

• Maternit y 

• Declin e 

These stage s are wel l illustrate d in the followin g figure : 

Sales Introduction Growth Maternity Decline 
Revenue Stage Stage Stage Stage 

Profit 
To • Tim e TO 

INTRODUCTION STA  GE: 

This stag e i s dominate d b y th e nee d t o establis h th e produc t i n th e marke t b y buildin g , 

buyer an d distributo r awarenes s of the produc t an d it s benefits . Promotio n i s importan t i n 

this initia l process . 

THE GROWTH  STAGE: 

One successfull y establishe d th e ne w produc t may  begi n t o enjo y rapi d sale s growt h tha t 

along wit h the relativ e lac k of competition. Thi s stage ma y b e th e mos t profitabl e on e o f 

the lif e cycl e of the product . 
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The growth stage should be Managed so that:-

• A  ful l custome r demand bas e is built i n the Marke t a t the expense o f existing or 

substitute product . 

• Ther e i s selective building o f customers' deman d a t th e expens e o f existing o r 

substitute produc t types marketed by competitors. 

• Ther e is the beginnin g of search for other target marke t segments int o which th e 

product one modifie d o r further differentiate d can be sold . 

3.1.1.1 THE  MATURITY STAGE 

It i s essentia l t o th e maintenanc e o f company/cooperativ e profitabilit y an d cas h 

flow tha t thi s stag e b e prolonge d fo r a s lon g a s possible . Fo r wel l establishe d 

products an d brand s thi s shoul d b e a  tim e fo r consolidatio n critica l marketin g 

activities need to be managed a t this stage . 

• T o maintain product distribution and customer access to product. 

• T o maintain customer loyalt y to the brand or product. 

3.1.1.2 THE  DECLINE STAGE: 

Whether for reasons o f technical obsolescence , changes i n customer or trade altitud e 

toward th e product , ove r familiarit y wit h it , or the emergenc e o f a better o f product 

elsewhere i n the market , a  stage may be reached whe n sales an d profitabilit y star t a 

consistent an d perhap s irreversibl e decline. Onc e managemen t ha s recognize d and 

accepted the inevitable , it has a number of choices: 
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• Withdrawin g al l expenditur e o n th e produc t abov e it s variabl e cos t o f 

production. 

• Eliminatin g th e produc t o r service s onc e deman d fo r th e produc t hi s droppe d 

below a pre-determined thi s hold , 

• Maintainin g production and sale of product on a restricted basis . 

3.2 PRICE: 

A Pric e is a value, or sum of money, at which a  supplier of a product o r service and a buyer 

agree t o carr y ou t a n exchang e transaction . Th e price s a t whic h suc h exchang e 

transactions tak e place may either be: -

• Fixe d t o buye r - th e custome r eithe r agrees to the price , or does not unde r tak e 

the purchase . 

• Negotiabl e - i n which cas e the supplie r and customer bargai n together to arrive 

at mutually agreed pric e at which the transaction ca n take place . 

Prices are charge d betwee n seller s and buyers a t various points i n the chai n of distribution. 

Prices are charged betwee n 

• Th e original supplie r and the fina l customer . 

• Th e original supplie r and a wholesaler 

• Th e original supplie r and a retailer. 

• A  whole sailor and a retailer. 

• A  retailer and the fina l customer . 
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Pricing determinants : 

• Leve l o f market demand. 

• Natur e of market competition. 

• Custome r types and market segments . 

• Custome r behavior and perceptions. 

• Impac t of channels of distribution 

• Researc h and development costs. 

• Cos t of production. 

• Macro-economi c trends . 

Cost-Price Relationship: 

Selling a  product involve s determining an accurat e price . A  pric e that i s neither to o hig h 

nor too lo w in relation to the cos t o f production and marke t conditions . Remembe r to add 

in al l production costs correctly . Sellin g +  produc t give s determinin g an accurat e price -

one whic h i s neither too hig h no r too lo w in relation to the  cos t o f production and marke t 

conditions. 

3.3 PLACE 

This refer s t o the distributio n strategy tha t include s business locatio n ho w the produc t and 

service wil l b e distributed. 

Channel o f distribution provide s the lin k betwee n productio n or supply , and consumption. 

They ar e use d t o mak e product s o r service s accessibl e an d availabl e t o consumer s o r 

buyers. A s a product o r service s passes through it s channel o f distribution i t gains adde d 
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value (o r valu e enhancement ) becaus e i t become s availabl e t o th e consume r whe n an d 

where i t is wanted. 

3.3.1 TYPES  OF  CHANNELS OF  DISTRIBUTION: 

There are fou r main channels o f distribution namely : 

• Direc t supply. 

• Merchan t supply. 

• Shor t Channel 

• Lon g channel . 

DIRECT SUPPLY : 

The supplie r or manufacture r supplie s the custome r throug h a  merchant wh o acts as th e 

retailer. Thi s i s widely use d because i t cost effective fo r the manufacturer . 

M E R C H A N T SUPPLY : (Manufacture r — • Merchan t — > Customer ) 

The supplier/manufacturer s supplie s th e custome r throug h a  merchan t wh o act s a s th e 

retailer. Thi s i s widel y use d becaus e i t i s cos t effectiv e fo r th e manufacturer/supplier . 

Merchants wil l bu y bulk quantities o f products an d break them dow n into smaller unit size s 

for resal e t o the customer . 

SHORT CHANNEL . (Manufacture r — > Retaile r — • Customer ) 

The supplie r or Manufacturer s suppl y the custome r i n a consumer good s marke t throug h a 

retailer wh o act s as th e reselle r o r intermediary . Thi s channe l typ e minimize s the los s of 
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contact. Whils t a t th e sam e time i t maximizes the supplie r influenc e an d contro l over th e 

retail intermediar y or agent. 

L O N G CHANNEL fManufacturer — • wholesale r — • Retaile r — • Customer ) 

The supplier or Manufacturer supplie s the custome r i n the consume r good s marke t throug h 

a se t o f two intermediarie s (wholesal e &  retailer) . Th e supplier s sel l his/he r merchandis e 

on a  bulk basi s t o th e wholesale r who i n turn break s thes e bulk orders dow n and supplie r 

smaller quantities t o retai l outlets . 

P R O M O T I O N : 

Promotion i s an elemen t o f marketing strateg y wher e communicatio n to targe t market s i s 

done t o mak e the m awar e o f the produc t o r service an offer . Organisation s mak e us e o f a 

variety o f promotiona l method s suc h a s advertisin g persona l selling , publicit y o r 

exhibitions. Promotiona l activitie s ar e undertake n b y commercia l companies , trad e 

association, government bodie s educationa l institution s etc . Th e marketing promotion mix 

consists o f four major tool s namely:-

• Advertising . 

• Sale s Promotion. 

• Publi c Relation. 

• Personne l selling . 
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ADVERTISING: 

Advertising i s th e proces s o f communicatin g persuasive informatio n abou t a  produc t t o 

target market s b y mean s o f th e writte n an d spoke n word . Th e principl e medi a o f 

advertising ar e suc h a s mails , telephone , television , newspapers an d othe r non-persona l 

contact tool s to communicate with or solici t a response fro m specifi c customers. 

SALES PROMOTIONS : 

Sales promotion is that business activit y that provides incentives to encourage purchas e o r 

sale o f a product o r service . A  businessperson mus t communicat e wit h his/he r customer s 

to promote sales . Thi s can be done usin g the followin g method s namely : 

• Windo w display. 

• Sellin g goods o r credit. 

• Offerin g cas h discounts . 

• Givin g donations . 

• Organisin g competitions or games . 

• Afte r sale s services . 

PUBLIC RELATION AND PUBLICITY: 

A variet y o f Program s ar e designe d t o promot e and/o r protec t a  company' s imag e o r it s 

individual products . Fo r exampl e publi c relation s an d publicit y ca n b e don e throug h 

invitation o f high-ranking officials t o officiate or close your activities. 
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PERSONAL SELLING: 

This i s a face to face interactio n and persuasion with on e or more prospective customer for 

the purpose of making sales . 
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MODULES SIX : 

BASIC MARKETIN G RESEARC H PRINCIPLE S 

1.0 INTRODUCTION : 

Marketing researc h i s fundamentall y abou t the  acquisitio n an d analysi s o f 

information require d for the making of marketing decisions. 

2.0 PURPOSE : 

Kotler (OP.Cit ) see s a n increasin g nee d fo r marketin g information , becaus e o f thre e 

important trends i n marketing. Thes e are: -

• Th e shift fro m purel y local to wider markets. 

• Th e changing emphasis fro m buye r needs to buyer wants. 

• Th e trend towards competition based on non-price weapon. 

The implication s of these point s ar e tha t wide r markets ar e no t a s familia r t o supplier s a s 

local markets , an d the y mus t therefor e see k ou t source s o f informatio n abou t distan t 

markets. 

The tren d toward s non-pric e competition requires firm s to evaluat e thei r ow n methods o f 

assembling the marketin g mix for their markets ou t a  better after -  sale s servic e be offere d 

to hol d of f competitors? Ho w effective ar e ou r advertisin g campaigns compare d wit h ou r 

competitors? Should w e put mor e effort int o sales promotions ? Thes e are example s of the 

kind o f questions whic h firm s have to face . I n order to answe r them the y nee d marketing 

research. 
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Therefore thi s modul e wil l mak e participants/member s t o understan d marke t researc h i n 

order to expand their business volume. 

3.0: ASPECTS  OF  MARKETINGRESEARCH 

The dat a whic h form s th e ra w material s o f marke t research , ca n b e place d unde r tw o 

categories: Namel y Primary and Secondary . Primary dat a i s gathere d directl y fro m th e 

person concerned , b e customers , whol e sellers , o r eve n competitors . Primar y dat a i s 

usually collecte d by means o f surveys an d othe r formalise d methods . Secondary data i s 

information availabl e from publishe d sources externall y and from compan y records . 

4.0 STEP S ON M A R K E T I NG RESEARCH : 

A marketin g research stud y usually includes the followin g steps : 

• Definitio n o f problem and specification of information to be sought . 

• Desig n o f study/project , wit h particula r referenc e t o dat a collectio n method s 

(surveys etc ) implementatio n (questionnaire s etc ) an d simpl e design (o f target 

population). 

• Fiel d wor k (utilizing questionnaires, structure d interviews , consumer panels) . 

• Dat a analysis (using statistical and operational research (OR ) techniques). 

• Presentatio n o f report. 
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M O D U L E SEVEN : 

PROJECT PLANNIN G AN D M A N A G E M E N T : 

1.0 INTRODUCTION : 

Development ca n generall y b e define d a s th e proces s o f peopl e t o chang e a  negativ e 

(unsatisfactory) situatio n t o a n improve d on e (i n whic h som e pressin g problem s d o no t 

persist). I t is always linked to norms and values. 

Intervention i s development , i n other words : A projec t o r progra m i s confronted wit h th e 

danger o f transferrin g externa l norm s an d models . Bu t th e peopl e concerne d mus t 

determine the objective and the strategy to reach it . 

Therefore, a  pragmati c orientatio n fo r developmen t intervention s onl y involve s thre e 

dimensions: 

• "What " th e objec t o f developmen t intervention s ar e th e materia l livin g 

conditions o f people an d thei r improvement , ie : in a wide sense the alleviatio n 

of poverty . 

• "Time " the  effect s o f developmen t intervention s mus t b e sustainable , whic h 

includes the  capacitie s o f peopl e an d thei r societie s t o maintai n th e targete d 

living condition s unde r give n (an d possibl y changing ) natura l an d economi c 

condition. 

• "Ho w far " i n vie w o f th e pressin g an d growin g problem s o f peopl e i n 

developing countries , th e degre e o f attainin g developmen t objective s fo r 

interventions i s determined b y the satisfactio n of basic needs. 
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Summarizing: Developmen t intervention s ai m a t improvin g the sustaine d capabilitie s of 

people an d their societa l institution s to (a t least ) satisf y thei r materia l basi c needs by using 

available natura l resource s (withou t endangerin g thei r reservation ) an d unde r changin g 

frame conditions , which entrail s tha t especially the poo r peopl e mor e an d mor e ca n solv e 

their prevailing problem themselves . 

A projec t i s a  packag e o f measures , whic h i s limite d i n terms o f issue s tackle d ie : time , 

area, targe t groups , subjec t matte r specializatio n i n orde r t o reac h planne d objectives , 

which ar e solutio n t o identifie d problems . Furthe r th e achievemen t o f these objective s 

must b e verifiable . I f problem solution s ca n no t b e identifie d and realise d easily , projec t 

may be t externa l support ; the n the y ar e implemente d (o r t o b e implemented ) o r behal f of 

financing agencies , throug h executin g agencie s (eg , interna l and/o r externa l implementin g 

agency) i n close co-operation wit h ultimat e beneficiarie s an d implementin g organizations. 

Projects dea l wit h comple x and innovativ e tasks whic h requir e th e cooperatio n betwee n a 

numbers o f specialists/disciplines, they requir e tea m approaches . I f a project i s defined a s 

a joint undertakin g betwee n partne r agencies , i t need s t o b e stresse d tha t i t mus t no t b e 

identified wit h on e contributio n only e.g.: th e externa l support . A  projec t a s th e solution -

finder usuall y i s a  componen t o f a  large r o r comprehensiv e o r are a Program , whic h i s 

responsible fo r providin g required supplie s an d service s i n orde r t o sustai n th e solutio n 

find. 
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2.0 M A I N S T E P S O F P A R T I C I P A T O R Y P L A N N I N G 

2.1 A N A L Y T I C A L S T A G E : 

2.1.1 PARTICIPANTS ' ANALYSIS : 

It is an analysi s of the problems , fears, interests , expectations , restrictions , and potential of 

all, importan t groups , organisations/institutions , implementing agencies, othe r project s an d 

individuals who may have an influence on a situation/project . 

2. L1 How  to  Conduct a Participant's Analysis: 

The procedur e i s fairl y open . Generall y ther e ar e tw o phase s whil e conductin g a 

participant's analysis. 

• Collectio n o f participants and their characteristics. 

• Analysi s of each individua l to identify those in crucial state . 

Therefore, the followin g i s done: 

STEP: 1 

• Identif y al l groups , organisations , person s relate d t o an d affecte d b y situatio n 

under consideration. 

STEP: 2 

• Characteriz e them (e. g Beneficiaries , functional groups etc. ) 
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STEP: 3-ANALYSE: 

• Thei r problems, needs and expectation s o r interest s (fro m th e poin t o f view o f 

participants wit h respec t t o a potential project) . 

• Thei r weaknesses , constraint s an d potential s (fro m th e poin t o f vie w o f 

potential projec t wit h participants) . 

• Fin d wha t the y hav e alread y trie d or what d o the y actuall y do to overcom e th e 

constraints. 

STEP 4: 

• Identif y consequence s o f a potential project s i.e : Specifi c approache s require d 

confluent area . 

2. /. 2 Problem  analysis: 

Problem analysi s visually organise cause an d effect relationship s of the existing problems. 

How to do it: 

• Facilitat e participants/members t o lis t existing problems in the projec t area . 

• Identif y main problems of the secto r fro m al l problem areas identified. 

• Determin e cor e proble m (starter ) b y analysin g th e mai n secto r proble m 

identified. 

• Us e the mai n sector problem identified as a "starter" problem to analyse causes . 

• Analys e the effect s o f the starte r problem. 
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2.1.3: Objective  analysis: 

Objective analysi s describe s th e futur e situatio n tha t wi l l b e achieve d b y solvin g th e 

problems identified during problem analysis. 

2.1.4: Alternative  analysis: 

It identifie s th e projec t component s an d feasibilit y an d select s concret e projec t strategie s 

bases on the informatio n attached i n the objective analysis. 

How t o do it: 

STEP: 1 

• Identif y possible alternative project strategie s or project components . 

STEP: 2 

• Asses s an d selec t whic h alternativ e represent s an  optiona l projec t strateg y b y 

using criteri a suc h a s availabilit y o f resources , cos t benefi t ratio , socia l risk s 

etc. 
PLANNING STAGE: 

The secon d stag e i s plannin g which wil l provid e a pla n o f operation befor e enterin g int o 

implementation. Normall y plan has to answer a  set of questions a s follows : 

• Wh y the projec t i s carried out (who/what wil l benefit? ) 

• Wha t the projec t i s expected to achieve (utilisation of services) 

• Ho w the projec t i s going to achieve its outputs/results (measure s executed) . 
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• Whic h externa l factor s ar e crucia l for the succes s o f the projec t (risk s and fram e 

conditions). 

• Ho w we can assess the succes s (indicators ) 

• Wher e w e wil l find  th e dat a require d t o asses s th e succes s (mean s o f 

verification). 

This stag e require s constructin g a  pla n o f operation , whic h give s wa y t o th e 

implementation o f a particular activity . I n short i s the detaile d pla n of implementation o f a 

project. Th e project tea m an d the implementatio n committe e establis h it . Therefore: -

• I t describes the  majo r activitie s and sub activities. 

• Fixe s the period s i n which the activitie s and su b activitie s are to be carried out . 

• Indicate s comprehensivel y th e resourc e require d fo r activities/sub-activities and 

responsibilities. 

• Indicate s th e intermediat e target s (milestones ) t o b e reache d b y activities/sub -

activities. 
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A For m o f Project Pla n o f Operation: 

Activity/ 
Sub Activit y 

Milestone Responsible Time/Months Required resource s 
budget 

3.0: Main  aspects for project establishment: 

3.1: Project  description: 

3.1.1 Objective  of the Project: 

. eg: To improve the suppl y of water to the community throughout th e year . 

Target: 

eg T o enabl e 2,50 0 Hamlet/Su b village member s t o hav e clea n an d saf e wate r suppl y b y 

2010. 

Type of the Project: 

e.g. Constructio n of 2 shallow wells fitted with hand pump. 

3.1.4: Project/Activity area: 

Shows the specifi c area/place wher e the projec t wil l b e carried out. 

3.1.5: Time: 

Time duratio n o f projec t implementatio n shoul d b e know n b y implementations / 

stakeholders: 

e.g. Lon g term which i s 1 0 years or medium term 2-5 year s o r shor t term 1- 2 year s 
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3.1.6: Project  Income and Expenditure: 

If i t is an economic project , incom e an d expenditur e statement s shoul d b e produced to 

stakeholders; i f it is a servic e deliver y project , th e situation befor e an d afte r shoul d be 

measured e.g . how many peopl e ar e benefitin g fro m the project . 

3.1.7: Market: 

Observe availabilit y of market . 

3.1.8: Production: 

Projection o f the production shoul d don e accordingl y e.g . Daily production , monthl y 

production and annual production . 

3.1.9: Sales: 

Sales projectio n shoul d b e done accordingl y thi s wil l involv e pric e pe r item, pe r day, 

month an d pe r year . 

3.1.10: Costing 

List and elaborate all costs involved in production. 

3.1.11: Ability  of  the Stakeholder/Implementer in terms of resources. 

Make Assessment o f available resources i n project implementation. . 

3.1.12: Statement of Affairs: 

These wil l sho w assets and liabilities . 
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3.1.13: Income and Expenditure: 

This wil l reflect/itemiz e incom e o f the projec t o n one sid e an d expenditure o n the othe r 

side and later surplu s o r deficit. 

3.1.14: Cash  Flow: 

This is a statement which shows inflow s and outflows of cash monthl y i n a year . 

3.1.15: Evaluation: 

Evaluation shoul d be conducted i n a specified perio d o f time e.g Quarterly, sem i annua l o r 

annually. 
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4.0: OPERATIONA L PLA N REVIEW : 

4.1 Objective: 

The objective is to assess the project performanc e fo r a specified perio d of time agreed by 

the stakeholders/implementers . 

4.2: Steps  to be follows: 

STEP: 1 

Assessment o f accomplishments of the projec t pla n for the previous period, say one year. 

The ai m is to assess how far the planed targets for the given period had been achieve d in 

order to get the remaining targets i.e. no t achieved or partly done and assess the situation. 

Format Output 

Major/Activity Plan Target Achievement/ Reasons for Remaining fro m 
Activity Jan-Dec Fully deviation the planning target. 

achieved/Partly 
achieved 

1 2 3 4 5 

STEP II 

Review o f strategic Pla n eg : 2003-2004 .  To assess wha t i s unacomplished and what is 

planned fo r 2005 an d get the realistic achievable targe t fo r the plan of operation o f year 

2005. 

Format Output : 

Major/Activity 
Activity 

Remaining fro m 
the Planne d target 

Target Jan- Dec Target for 2005 
remaining target 

(1+2) 

Realistic 
achievable target 
for Jan-Dec 2005. 

1 2 3 4 5 
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STEP III 

Plan o f Operation: 

Assess by using the realisti c target and pla n fo r year 200 5 

Output: 

Activity/Sub Costs 
Activity Inputs Quality Rate Total Code 

1 2 3 4 5 6 
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APPENDIX 2 : R E Q U E S T L E T T E R T O C BO 

Ephrem Wi i l ia m KaSimalwendo , 
C/o Ha\mas\iaun  y a Wiiaya. 

S.I...P. 20 . 

Muheza 

9/11/2003 

Mwenyekiti, 
Chama 'cha Wafugaj i Ng'omb e w a Moziwa, 
M U H E Z A 

OMB-I- LA K -UFANVA KAZJYA  U T A P I T I N. A KUANDA A 
M R A D I C H A W A M U 

TafadhalL husika n a krchw a ch a habar i c h a hap o juu. 

Naomba kujitambulish a kwak o kwamb a mim i n i Mwanafuriz i n  asomec som o 
la MaendeSe o ya Uchumi wa Jamii Chuo Klku u ch a Souther n Ne w Hamsphir e 
aha Marekan i na-Chuo Kiku u Huri a cha Tanrania . 

Kcma mwariafunz i il i kufuzu masom o nahitaj i kuandiki a Mrad i w a aim yoyot e 
kupitia kikund i chocho te ch a kimami i ambacho kw a kushirikian a nami 
tutafanya u ta f i t i kit u gcn i kmawez c kufanyw a kulingan a n a mahitaj i yo 
kikundi ch a jamii ambacho ndich o futcandiki a mrad n 

Kwa maelez o naomb a kufany a kaz i n a kikund i chako ambach o n i Ushirika w a 
Wcfugaji Ng'omb e w a Maziw a Muhez c (CHAWAMU) . 

Mimi n i mkazi wa wilaya ya Muheza , naishi Muhez a na n i mtumishi katlk a  
Halmashaarjya Wilayayc'Muheza . Mamb o muhimu.yatakazingatiwa n i pamoj c 
na 

(i) ..Hakutakuw a n a madai  y a malipo kufok a pande zot e mbil i 
tutajitolea.  

(ii) Tutachambu a kw a pamoja maene o ya kufany a kazi . 
(iii) U t a f HTu-taf'anyika kw c kujadi-Iiana n a wancushirikana wakat i 

mwingine kuj a kudodos a kutumi a madodos o cmbcy o 
yatasambazwa kw a wahusika n a tatiz o lolof e lifakaiojitokez a 
litashughulikiwa kw a pamoja kupat a ufumbuzi . 



(iv) Nitaomb a kama nitakubaliwa nipewe rntu wa kufanya naye kaz i 
kwa muda wotc mpaka nitakapokamilisha kazi hi i mwezi Machi 
2005. 

(v) Tutaanda a ratib a ya kazi kw a pamoja ambapo baad a ya 
kukamilisha utafiti wang u na mapendekezo y a Mrad i nitawap a 
taarifa. 

Nitashukuru iwap o ombi.iangu litafikiriwa n a kukubalrwa. 
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Appendix 4 

WORK PLA N FO R PROJECT PROPOSA L I N WEAKNESSES IN FINANCIAL 
C H A W A M U B U D G E T T I N G FO R COOPERATIVE SOCIET Y ENTERPRIS E 

TIME 1* ACTIVITY RESPONSIBLE 
PERSON 

REMARKS 

1-9/11/03 Looking for CBO Kalimalwendo E.W Task Completed 
8/11/03 Identifying th e CB O Kalimalwendo E.VV Task Completed 
0/11/03 Sending application to the CBO Kalimalwendo E.W Task Completed 
17-25/11/03 Attend session in Arusha Kalimalwendo E.W Task Completed 
26/12/03-5/1/04 Annual Leave Kalimalwendo E.W Task Complete d 
6/01/04 Introduction myself to the CBO 

leadership ' 
Kalimalwendo E.VV Task Complete d 

1/1/04-8/01/04 To meet management of the CBO Kalimalwendo E.VV Tas k Complete d 
9/1/04 To meet District Cooperativ e 

Officer 
Kalimalwendo E.V V Tas k Complete d 

} 
... 

.12/01/04 To meet District- Agricultural and . 
Livestock Officer 

Kalimalwendo EAV Task Completed 

Task Complete d 13/01/04 To meet Regional Secretariat 
Cooperative Officer. 

Ka 1 ima 1 wendo E. W 

Task Completed 

Task Complete d 

14/01/04 To meet Tanga Dairy Cooperative 
Union Manger.(TDCU ) 

Kalimalwendo E.VV Task Complete d 

15/01/04. To meet the Tang a Fresh Manager Kalimalwendo E.VV Task Completed 
16/01/04 Literature review on existing 

documents in CBO and other 
sources 

Kalimalwendo E.VV Task Completed 

2/02/04 Focal group formation Chairperson of CBO Task Completed 
3/02/04 

4 / 0 2 / 0 4 " 

To call first meeting (Foca l Group) 

Preparations for meeting 

Hamisi Mzee 
(Focal Person) 
Hamisi Mzee 

Task Complete d 

Task Complete d 
5/02/04 First Focal meetin g to agree on 

what to do 
Hamisi Mzee /CB O 
Manager 

Task Completed 

14/2-23/2/04 Attend Classes in Arusha Kalimalwendo E.VV Task Complete d 
24/2-29/2/04 Selection of the Supervisor Kalimalwendo E.W Task Completed 
1/03-2/3/04 To Meet the Supervisor Kalimalwendo E.VV Task Complete d 
3/3/04-12/3/04 Designing the structure 

Questionnaire 
Kalimalwendo E.W Task Complete d 

...13/3/94 'Lo-meeRhe Supervisor Kalimalwendo. E.W1 Task Completed 
.14-20/3/04 Pre-Jbesting the Questionnaire to the 

communitv _ 
Kalimalwendo E.W Task Complete d 

.-21/3-28/3/04 To Attend Classes'in Arush a - Kalimalwendo E.VV Task ComnleLV 
29/3-30/3/04 Analysis of pre- tested 

Questionnaire 
Kalimalwendo /Foca l 
person 

Task Complete d 

31/3/04 To meet the Supervisor Kalima Iw.endo E. VV Task Complete d 
1-8/4/04. Constructing final structure 

questionnaire 
Kalimalwendo E.VV Task Complete d 

Task Completed 9/4/04 . To meet th e Supervisor . Kalimalwendo E.W. 

Task Complete d 

Task Completed 



10/4-17/04 Preparation for conducting interview. Kalimalwendo E.W Task Completed 
I 18/4-25/4/04 To attend classes in Arusha Kalimalwendo E.W Task Completed 
26/4-10/5/04 Conduct the Intervie w Kalimalwendo E.W Task Completed 
11/5/04 To collect Questionnaire from 

respondents 
Kalimalwendo E , W Task Completed 

12/5/04 To meet the Supervisor Kalimalwendo E.W Task Completed 
13/5/04 Organizing data Kalimalwendo E.W Task Completed ; 
14/5/04 -
15/5/04 

To go through the questionnaires 
from Respondents 

Kalimalwendo E.W Task Completed 

14/5/04 To meet the Supervisor Kalimalwendo E . W Task Completed 
Task Completed 24/5-8/6/04 . Data analysis and interpretatio n Kalimalwendo E.W 
Task Completed 
Task Completed 

9-10/6/04 To meet the Supervisoi" Kalimalwendo E.W Task Completed 
11/6/04 Identifying; pardcipanjts for workshop. CBO Chairperson Task Completed 
12-14/6/04 Preparation for Workshop Session CBO 

Chairperson / CB O 
Manager 

Task Completed j 

15/6/04 Calling for Workshop CBO Manager Task Completed 
16-18/6/04 To meet the Supervisor for 

consultation 
Kalimalwendo E.W Task Completed 

19-20/6/04 Appointing team from members. Kalimalwendo E.W Task Completed 
21/6/04 To mee t the Supervisor for 

consultation 
Kalimalwendo E.W Task Completed 

22-25/6/04 Conduct four days workshop CBO Chair Person Task Completed 
26/6/04 To meet the Supervisor Kalimalwendo E.W Task Completed 
27/6/04 -
9/8/04 

W;riting the strategic plan/Attenda 
Classes in Arusha 

CBO 
Team / Kal i m a lwendo 

Task Completed 

10-11/8/04 To meet the Superviso r Kalimalwendo E.W Task Complete d 
12-13/9/04 To meet Management of CBO Kalima! wendo E . W I ask Completed 
14-16/8/04 To mee t the Supervisor Kalimalwendo E.W Ta sk Compi eted 
27-31/8/04 Continue Waiting the proposal CBO 

Team/ Kalima I wendo 
Task Completed 

1-2/9/04 Meeting the Leadershi p of the CBO Kalimalwendo E.W Task Completed 
-3.1.3/9/04 . To Continue Writing , the projec t CBO 

Team/Kalimalwendo 
Task Completed 

-14/9/04 To issue fî st of the project CBO 
Tea-m/Kaiima 1 wend o 

Task Completed 

15-38/9/04- Discussion with th e 
Supervisor/Attend Classes m Arusha 

Kalimalwendo E~ W Tas k Completed 

1/10-
10/11/04 

Writing Final Report CBO 
Team/ Kalima i wendo 

! Task Completed 

'1 aM. Completed 

Task Complete d 

; Tas k Completed 

11-30/11/04 Typing of the Final Report / Attend 
classes in Arusha 

CBO 
'learn/ Ka lima 1 w end o 

! Task Completed 

'1 aM. Completed 

Task Complete d 

; Tas k Completed 

1/12/04 -
4/1/05 

Annual Leave Kalimalwendo E.W 

! Task Completed 

'1 aM. Completed 

Task Complete d 

; Tas k Completed 5/1/05 Final Report Issued Kalimalwendo E.W 

! Task Completed 

'1 aM. Completed 

Task Complete d 

; Tas k Completed 

128 



TIME ACTIVITY RESPONSIBLE PERSON REMARKS 
6/1/2005 Meeting CBO Management to 

discuss final report project 
Kalimalwendo E.W Task Completed 

7/1/2005 Meet the CBO Leadership to discuss 
final report (project) 

Kalimalwendo E.W Task Completed 

14/1/2005 General meeting of the Cooperative 
Society to discuss and adopt final 
report(project) 

CBO 
Chai rperson/ Ka1iamiwen d o 

Task Completed 

16/1/2005 To attend classes in Arusha Kalimalwendo E.VV Task Completed 
30/1/2005 Final Presentation Kalimalwendo E.VV Final Reporting 
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Appendix 5 B: Worksho p Participant s 
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