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Hi, Nauaspoort community!  

Welcome to Your Agribusiness Journey! 

 

Welcome, future agribusiness owners of Nauaspoort Community!  

This manual is for you. It is a practical guide, not a school textbook.  It is designed to 

help you turn your ideas, skills, and passions into a successful income generating 

agribusiness that can support you, your family and your community.  This manual is 

your guide to making the land work for you.  Itõs not about just growing food for your 

family; itõs about growing an  agribusiness that generates income for you and your 

family.  

 

Whether you finished school or not, you have valuable knowledge and energy. This 

manual will help you structure that energy into a plan.  We will use simple language, 

real-life examples from our community, and lots of hands -on steps you can take, 

whether you have a large plot or a small garden. 

 

Your location between Windhoek and Rehoboth is a major advantage.  Letõs learn how 

to use it.  Donõt forget that your most important tools are your mind , your hands , and 

your community . Let's begin! 
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Training Overview: 
 

This training program is designed to equip Nauaspoort community participants with 

the necessary Agriculture, Agripreneurship, and Agribuness management knowledge 

and skills to ideate, establish and run their own agribusiness successfully and 

sustainably.  The training will be conducted in Nauaspoort community, focusing on 

practical skills and actionable knowledge that can be directly applied to the 

agribusiness. 

 

Target Audience: 
 

Nauaspoort  community members living and staying in Nauaspoort.  This program is 

designed to be flexible and adaptable to the specific needs of each community, 

ensuring that the content is relevant and actionable for the participants.  
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UNIT 1  

1.1 ENTREPRENEURSHIP FOR FARMERS  

1.1.1 Introduction  

 

This unit is the foundation of your journey toward a more profitable and sustainable 

farming business.  Many of us farm to feed our families, but what if we could also 

farm to build a better future, create jobs, and grow our income?  

This unit introduces the mindset of an entrepreneur, a farmpreneur or agripreneur, 

who sees a farm not just as a plot of land, but as a growing business.  We will explore 

how to think strategically, spot opportunities, and shift from farming primarily for 

home use to farming for the market. This change in perspective is the first and most 

critical step toward unlocking your farm's full economic potential.  In this unit, you 

will begin to understand that farming success depends not only on producing food 

but on managing farming as a business enterprise. You will learn that profit comes 

from making informed decisions, choosing what to grow, when to grow, how to 

produce efficiently, and where to sell.  Entrepreneurship for farmers is about using 

creativity, inno vation, and smart risk -taking to build income, employment, and 

sustainability in your community.   You will also discuss real-life examples of local 

farmers who have transformed their small farms into profitable agribusinesses, 

showing that with the right m indset and planning, anyone can take small steps toward 

becoming an agripreneur. 

 

1.1.2 Learning Objectives  

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

1. Explain what entrepreneurship means in farming.  

2. Identify the qualities of an entrepreneurial farmer.  

3. Differentiate between farming for home use and farming for the market  

4. Explore opportunities to make their farming more market -oriented. 

5. Develop an action plan on how to apply entrepreneurial thinking to your 

daily farming activities.  
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1.1.3 Topics 

 

Å What is Entrepreneurship? Defining the farm-as-a-business mindset. 

Å The Qualities of a "Farmpreneur": Innovation, market-orientation, and risk -

taking.  

Å Understanding Farmer Motivations: The spectrum from subsistence to 

commercial farming.  

Å Identifying Market Opportunities: How to spot chances to move closer to the 

market. 

 

1.1.4 Activities  

Å Scenario Analysis: Group discussion of the "Mr. Johannes" case study to 

identify entrepreneurial actions.  

Å Qualities Card Sort: In small groups, participants match qualities of a 

"farmpreneur" to real -life examples from their community.  

Å My Farming Profile:  A self-assessment activity where participants plot their 

current and desired position on the subsistence-to-commercial farming 

spectrum. 

Å Market Opportunity Brainstorm:  A guided group session to identify local, 

unmet market demands for agricultural products.  

 

Time:  4 hours 
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1.2 ENTREPRENEURSHIP  

 

 

 

1.2.1 What is Entrepreneurship?   

 

¶ Entrepreneurship is running your farm like a business.  

¶ It means producing not just for eating but also for selling.  

¶ Entrepreneurs look for opportunities, take smart risks, and aim for profit.  
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1.2.1.1 Activity 1.  

Letõs do a hand-on activity : 20 minutes  

 

 
 

 

 
 

 

1.2.2 Farmers as Entrepreneurs  

1.2.2.1 Key Qualities of a Farmpreneur:  

¶ Innovative:  

o tries new crops, methods, or technologies. 

¶ Market -oriented:  

o produces what people want to buy.  

¶ Risk-taker:  

o makes careful decisions knowing there may be profit or loss. 

¶ Goal-focused:  

o has a clear vision of the future. 
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¶ Responsible:  

o manages both profits and losses. 

¶ Determined:  

o never give up. 

¶ Learner 

o Continuously seeks knowledge, attends training, and applies new ideas.  

¶ Planner 

o Sets clear short-term and long -term goals for the farm. 

¶ Networker  

o Builds relationships with buyers, suppliers, and fellow farmers.  

¶ Planner  

o Organizes farming activities and finances in advance. 

¶ Ethical  

o Practices honesty, fairness, and respect in business transactions. 

¶ Environmentally conscious  

o Uses sustainable methods to protect the land for future generations.  

 

 

1.2.2.2 Activity 2. 

 

Letõs do a hand-on activity : 20 minutes  

Ý This activity helps you recognize entrepreneurial behavior  among 

local farmers and identify traits you can develop yourself.  

 

 
 

 

1.2.3 Why Do Farmers Farm?  

 

¶ Four (4) types of farmers farming:  

1. Only for home consumption.  

2. Mainly for home, but sell a little extra.  

3. Both for market and home. 

4. Only for the market.  
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1.2.3.1 Activity 3. 

Letõs do a hand-on activity: 20 minutes  
 
Activity:  Draw a simple ladder showing the four types of farmers.  
 

 
 

 

 
 

1.2.4 Moving closer to the market  

1.2.4.1  Opportunities in the Market  

o Entrepreneurial farmers look at the market to find opportunities. You 

will learn more about this in Unit 2.  
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1.2.5 The Role of Innovation in Farming  

 

 
 

Examples: 

¶ Using drip irrigation to save water.  

¶ Producing compost from farm waste.  

¶ Adopting social media for agribusiness promotion  

¶ Adopting mobile money for transactions. 

¶ Creating new packaging to attract customers. 
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2 UNIT 2 

 

2.1 FROM IDEAS TO A SUSTAINABLE BUSINESS  

 

2.1.1 Introduction  

 

In Unit 1.1, "Entrepreneurship for Farmers,"  you ignited the essential spark: the 

mindset of a "farmpreneur or agripreneur."  You learned to see your farms as 

businesses and to identify opportunities to move from subsistence to market -oriented 

farming.  Now, it is time to turn that spark into a controlled and sustainable fire.  This 

unit provides a practical, step -by-step roadmap for transforming a simple idea into a 

viable and sustainable agribusiness. You will move from introspection, understanding 

who you are and what you have, to action, by systematically evaluating opportuni ties, 

assessing market needs, and selecting the most promising enterprise. This process 

ensures that your business is built on a solid foundation of your available resources 

and real community demand, significantly increasing your chances of long -term 

success and income generation. 

 

2.1.2 Learning Objectives  

 

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

1. Show how a person can move step by step from an idea to starting a small 

business. 

2. Be able to see and check which business opportunities can work in the 

community.  

3. Think of business ideas and make them better. 

4. Turn a good idea into a simple and doable business plan. 

 

2.1.3 Topics 

¶ The Entrepreneurial Journey: From Idea to Action.  

¶ Resource Assessment: Identifying What You Have (Land, Water, Skills, 

Labour). 
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¶ Opportunity Identification: Connecting Resources to Market Needs.  

¶ Feasibility Analysis: Matching Opportunities with Resources and Identifying 

Gaps. 

¶ Market Needs Assessment: Understanding What People Will Buy.  

¶ Enterprise Selection: Choosing the Most Viable and Profitable Business. 

 
 

2.1.4 Activities  

¶ Activity 1: Our Community Resource Map:  You will work in groups to create 

a visual map or list of your community's key resources (land, water, skills, 

tools) to establish a clear starting point. 

¶ Activity 2: Opportunity Brainstorming Session:  Using the resource map, you 

will brainstorm and list potential income -generating activities that utili se 

available assets. 

¶ Activity 3: Feasibility Check:  You will use a structured table to analy se their top 

2 - 3 opportunities, identifying both available and missing resources for each. 

¶ Activity 4: Market Demand Detective:  You will conduct a guided analysis of 

local and nearby town markets to identify high -demand products that the 

community could produce.  

¶ Activity 5: Enterprise Selection Matrix:  You will use a scoring matrix to 

objectively evaluate and select the most viable enterprise based on resources, 

skills, demand, and affordability.  

 
Time:  4 hours 
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2.1.5 Thinking Business  

2.1.5.1 Starting Point:  Who are we? 
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2.1.5.2 Step One: What do we want? 

 

 

 

 

Every journey begins with a question.  For the Nauaspoort community, the most 

important question is:  

 

òWhat do we want?ó 

 

The simple answer is: Sustainable Income Generation. Income gives us the ability to 

take care of our families, pay school fees, buy food, improve our houses, and invest in 

the future of our family generations.  But income does not come by chance. We need 

to think carefully, plan together, and make use of what we already have around us.  
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2.1.5.3 Step Two: Understanding Our Environment  

 

Before choosing any activity for generating sustainabale income, we, the community 

must first assess the environment in which we lives.   

 

 

 

 

The environment includes land, water, people, skills, culture, and the market. 

 

2.1.5.4 Activity 4. 

Letõs do a hand-on activity: 30 minutes  

 

Our Community Resource Map  

 

Ý The primary objective here is for you  to identify and visualize all 

available resources in your community that could be used for 

business ventures. 
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Instructions:  

1. Divide into small groups of 4 -5 people. Try to form groups with people from 

different parts of the community.  

2. Brainstorm and Draw:  As a group, create a visual map of your community's 

resources. You can draw a literal map or simply make a categorized list. Be as 

detailed as possible. 

o Natural Resources: Mark areas of available land, water sources (rivers, 

dams, boreholes), and climate conditions. 

o Human Resources: List the skills people have (e.g., welding, sewing, 

animal husbandry, accounting) and available labo ur. 

o Physical Resources: List tools, machinery, buildings, storage facilities, 

and transportation available.  

o Other Assets: Note things like community structures, cultural heritage, 

or existing partnerships.  

3. Present (8 mins): Each group will present their Resource Map. Highlight the 

2-3 most abundant or promising resources you identified.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Letõs reflect on what you already have. 
 

Guiding Questions:  

¶ Land: How much land do I have? Is it fenced? 

¶ Water: Do we have a borehole, river, or only rainfall?  

¶ Labor: Who in the family can work? Full -time or part -time? 

¶ Skills:  Do I have experience in farming or livestock? 

¶ Tools:  Do I have basic tools (example: hoes, spades, plough, 

etc.)?  

Others: éééééééééééééé 
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Resource What do I have? 

Land  

Water  

Skills  

Labor  

Tools  

Otherséééé...  

 

 

2.1.5.5 Step Three: Turning observations into sustainable income opportunities  

 

After assessing the environment, we ask: òWhat opportunities can bring us 

sustainable income from  the environment we have?ó 
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Some guiding examples: 

¶ If land and water are available Ƃ small-scale horticulture (vegetables, 

spinach, tomatoes), Small-stock and large stock farming. 

¶ If many households has chicken coup Ƃ poultry farming and egg sales. 

¶ If people are skilled in crafts Ƃ selling handmade products to tourists or local 

shops. 

 

The key idea: Sustainable income comes when we connect what we have with what 

people around us need. 

 

2.1.5.6 Activity 5 

Letõs do a hand-on activity: 20 minutes  

 

Opportunity Brainstorming Session  

Ý The primary objective here is for you to generate a wide range of potential 

business ideas that make use of the community's identified resources.  

 

Instructions:  

1. Review: Look at your Resource Map from Activity 4. Focus on your 

community's strongest assets. 

2. Brainstorm: Using the guiding question  "What can we produce or what service 

can we offer using what we have?", generate as many business ideas as 

possible. No idea is a bad idea at this stage. Write every idea on the new flip 

chart paper. 

o Example,  We have plenty of water and land so we can vegetable garden, fruit 

trees, fish farming. 

o Example,  Many people know how to sew so we can set up uniform production, 

school bag making. 

3. Select Top 3: As a group, discuss and circle the three (3) most promising ideas 

from your list. These should be ideas that the group is most excited about and 

that seem realistic. 
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Resource Area What Do We Have? 
What Can We do for 

Income? 

Land   

Water   

People   

Skills   

Others..   

 

2.1.5.7 Step Four: Match the òOpportunitiesó to the òAvailable Resources and 

Missing Resourcesó 

 

 
 

This step ensures that you do not just choose any activity, but selects one that fits 

your reality . 

¶ Available resources  = what you already have.  

¶ Missing resources  = what you donõt have but will need. 

¶ Opportunities  = possible agricultural activities that can generate money. 

Letõs reflect on what we can use the environment we have. 
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2.1.5.8 Activity 6 

 

Letõs do a hand-on activity: 20 minutes  

 

Feasibility Check  

Ý The primary objective here is for you to critically analyse your top business 

ideas to understand what resources you have and what you would need to 

start. 

 

Instructions : 

 

1. Set Up: Draw the Feasibility Check table on a flip chart. List your 3 chosen 

opportunities in the first column.  

2. Analyse: For each business idea, work through the table as a group: 

o Available Resources: List everything from your Resource Map that you 

already have for this business. 

o Missing Resources: Be honest. What would you need to start this 

business that you don't have? (e.g., specific tools, training, a vehicle, 

startup cash). 

o Can you get it? For each missing resource, discuss and mark YES or NO. 

Is it possible to get this resource? How? 

3. Reflect: Based on this analysis, does one idea seem more feasible than the 

others? Discuss your findings briefly.  

 

 

  

 

Letõs look at each opportunity and check:  

1. Do we have enough land, water, skills, or other resources? 

2. What is missing that we must find before starting?  

3. Can we truly get the missing resources? 
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Opportunity 

(Activity)  
Available Resources  

Missing 

Resources 

Can you get the 

missing 

resources 

(YES/NO) 

    

    

    

    

    

 

2.1.5.9 Step Five: Identify Community and Market Needs  

 

 
 

Before starting any agricultural activity, it is important to understand what people 

want to buy.  An activity is only profitable if there is need or want (demand) for the 

product. Producing something that nobody buys will result in losses.  

 

Why This Step is Important  

¶ Helps you focus on products that will sell quickly.  

¶ Reduces the risk of wasting your resources on products that are not needed. 

¶ Encourages you to thinking about nearby markets  and what people are willing 

to pay for.  

¶ Helps match your community resources with profitable opportunities.  
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Guiding Questions  

When exploring market needs, ask: 

1. Community demand: What do people in my community buy many times?  

2. Town demand: What do people in nearby towns need or buy daily?  

3. Value addition potential: Which products are expensive in towns but we can 

produce in our community?  

 

2.1.5.10 Activity 7 

Letõs do a hand-on activity: 30 minutes  

 

Market Demand Detective  

Ý The primary objective here is for you to validate your business ideas by 

investigating what products and services people actually want and will buy.  

 

Instructions  

1. List Products: On the worksheet, list the main products or services from your 

Top 3 business ideas in the first column. 

 

2. Investigate Demand: As a group, discuss and answer the questions on the 

worksheet for each product  

o Is this product bought in our local community (Nauaspoort)?  

o Is it bought in nearby towns (Rehoboth/Windhoek)?  

o How would you rate the demand (High, Medium, Low)?  

o Can we produce it locally with our skills and resources?  

 

3. Identify the Best Fit: Look at your completed table. Which product has the 

strongest combination of High Demand  and Yes, we can produce it? This is 

your most market -ready idea. 

 

 

 
¶ What people usually buy weekly in nearby towns.  

¶ Identify which products are difficulty to find in our community but 

in high need and wanted (demand) in towns.  

¶ Discuss which of these products our community can produce with 

available resources. 

 

Letõs identify our community and nearby townõs needs.  
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Product / 

Item  

Bought in 

Nauaspoort? 

(Yes/No) 

Bought in 

Rehoboth / 

Windhoek? 

(Yes/No) 

Demand  

(needed 

and 

wanted)  

(High / 

Medium / 

Low)  

Can we 

produce it 

locally? 

(Yes/No) 

Notes / 

Comments  

      

      

      

      

      

      

      

 

Tip: Focus on products that: 

¶ Are easy to produce in small scale first. 

¶ People always want it (not seasonal only). 

¶ Require resources that your community already has or can get easily. 

 

 

2.1.5.11 Step Six: Choose the Best Enterprise 
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Once you have evaluated your resources, checked feasibility, and examined market 

demand, the next step is to select the agricultural enterprise that is most practical, 

profitable, and manageable. This decision helps maximize the chances that your time, 

effort, and money will lead to success. 

 

Why This Step Matters  

¶ It prevents you from starting too many activities at once, which can use up your 

resources too quickly. 

¶ It allows you to focus on enterprises that fit your available resources and skills.  

¶ It ensures there is demand for your produce, so it can be sold. 

¶ It lowers risk by choosing an activity that is affordable and sustainable.  

 

How to Choose the Best Enterprise  

1. Review Feasibility Scores 

Ý Look at the resources feasibility test. The enterprise with the highest 

score usually has the greatest chance of success. 

2. Consider Market Demand  

Ý Even if you have resources, the enterprise must meet community or 

nearby towns demand.  High -demand products sell faster and generate 

income quickly.  

3. Assess Affordability  

Ý Choose an enterprise you can start with available funds.  Activities 

requiring too much investment may be risky for beginners.  

4. Check Skills and Knowledge 

Select an enterprise that you or your community already have basic skills in, 

or are willing to learn quickly.  

5. Sustainability and Environment  

Ý Ensure the enterprise is suitable for your communityõs climate, land, 

and water availability.  
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2.1.5.12 Activity 8 

Letõs do a hand-on activity: 30 minutes  

Enterprise Selection Matrix  

Ý The primary objective here is for you to make a final, objective decision on the 

best enterprise to start with, based on a clear scoring system. 

 

Instructions  

1. Transfer ideas: Write your top 2 or 3 business ideas from the previous activities 

into the first row of the matrix.  

2. Score each idea: As a group, score each idea (1 point for Yes, 0.5 for Medium, 0 

for No) for each of the four criteria:  

o Do we have enough resources? (Use your Feasibility Check) 

o Do we have knowledge and skills? (Be honest about your capabilities) 

o Is there demand nearby? (Use your Market Demand Detective results)  

o Can we afford the startup? (Consider the missing resources and their 

cost) 

3. Calculate and decide: 

o Add up the scores for each idea and write the total. 

o The idea with the highest score is your group's recommended best 

enterprise to start. 

o Be prepared to share your chosen enterprise and the main reason why it 

scored highest. 

  

¶ Use the Enterprise Decision Table below to compare idetified 

enterprises. 

¶ Assign scores based on available resources, skills, market demand, and 

affordability.  

¶ Add the points and choose the highest-scoring enterprise as your main 

activity.  

Letõs choose the best enterprise  
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For each enterprise/product, give a score (Ṋ = Yes = 1 point, Medium = 0.5 point, Ṍ 

= No = 0 points). The enterprise with the  highest total score is the best to start. 

 
Identified community and nearby towns 

needs and wants  

Criteria      

Do I have enough resources?     

Do I have knowledge and skills?     

Is there demand (need and want) 

nearby? 
    

Can I afford startup?     

Total Score     

Rank      

 

Tip:  donõt completely throw away other enterprises, they might be added later as 

secondary activities, but starting with the best -fit enterprise increases your chances of 

early success. 

¶ By now you have: 

o Selected one main enterprise to focus on. 

o Understood why you have chosen it (based on resources, market, and 

feasibility).  
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3 UNIT 3  

3.1 MARKET , MARKETING  RESEARCH AND CUSTOMER DISCOVERY , 

 

3.1.1 Introduction  

In Unit 2, you learned how to select a viable agribusiness enterprise based on your 

resources and an initial understanding of market needs. Now, Unit 3 takes the next 

critical step: ensuring that your chosen product successfully reaches and satisfies 

customers. This unit moves from what to produce to how to sell it. You will be 

equipped with the tools to deeply understand your customers, stand out from 

competitors, and use simple marketing strategies and technology to build a 

trustworthy and profitable business.  

3.1.2 Learning Objectives  

By the end of this unit, you will be able to:  

1. Use marketing tools to promote products reach the right customers. 

2. Analyse competitors and the overall market environment to identify 

opportunities and risks.  

3. Apply basic marketing and sales principles to attract and retain customers.  

4. Use simple technology tools that make work easier, faster, and better 

organised. 

5. Know legal and ethical rules that are in line with the laws and fair practices to 

run a trustworthy business.  

 

3.1.3 Topics 

¶ Understanding Markets and Marketing  

¶ Segmentation, Targeting, and Positioning (STP) 

¶ Basics of Market Research (Primary vs. Secondary Data) 

¶ The Competition: Analysing Your Rivals  

¶ Using Design Thinking for Customer Discovery  
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3.1.4 Activities  

¶ Activity 1: Create a Customer Profile & STP Worksheet:  Participants will 

define their ideal customer and complete a segmentation, targeting, and 

positioning table for their business idea.  

¶ Activity 2: Role -Playing Customer Interviews:  Simulating real -life 

conversations to practice discovering customer needs and pains. 

¶ Activity 3: Competitor Analysis Map:  In teams, participants will map out their 

main competitors, their strengths and weaknesses, and identify a unique 

position for their own product.  

¶ Activity 4: Design a Mini -Market Research Survey:  Teams will design a short, 

5-question survey to test a key assumption about their customer profile or 

product idea.  

¶ Activity 5: My Simple Marketing Plan:  Participants will draft a one -page 

marketing plan outlining their core product, target customer, key marketing 

message, and primary channels for promotion. 

 

Time:  4 hours 
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3.2 Understanding Markets and Marketing  

 
 

 
 

3.2.1 Activity 9 

Letõs do a hand-on activity: 30 minutes  

 

Pre-session reflection  on yur market knowledge  

Ý The primary objective here is for you to activate participants' prior knowledge 

and experiences with markets and marketing, creating a shared foundation for 

the unit's learning.  

 

Instructions:  

Á Individual Reflection  

o Individually, think about your own experiences and quietly write down 

your answers to each question on your paper. 

o There are no wrong answers. This is about capturing what you already 

know and think.  

1. Question 1: What do you understand by market or marketplace? 

2. Question 2: What activities usually happen in a market? 

3. Question 3: What do you understand by marketing?  

o Sharing your answers with your us.  

o Letõs discuss the similarities and differences in your understanding. 
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Ý We discussed how to identify profitable enterprises for your business. 

However, having a profitable enterprise is not enough to bring buyers who can 

offer good prices. Rather, you must actively market your products. This means 

identifying your buyersõ needs and the types and amounts of products that 

they want to buy. You need to understand why buyers are interested in your 

produce and how they will be using or buying it. You need to make sure your 

buyers have easy access to your products and that you are able to advertise it 

to new buyers.  
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3.3 What is a Market?  

 

 
 

3.3.1 Simple Definition:  

A market is the people (buyers) who need your product and are willing to pay for it. 

 

¶ This people (buyers) should be in a specific physical place (like a local market, 

shop, or roadside stall) or a virtual place (like Facebook Marketplace, 

WhatsApp, Instagram, TikTok, or an online store).  

¶ At the physical place is where buyers and sellers meet to exchange goods or 

services. 

 

Markets have: 

Ý Products to buy and sell : For example, the cattle market, the food market, the 

clothes market, etc. 

Ý Specific times : For example, a Sunday market, a monthly market, an evening 

or morning market, etc.  

Ý Specific locations : For example, at the production/manufacturing gate  (where 

you produce or manufacture your product/service); a community market  like 

Nauaspoort Cuca Shops/shebeens; an urban market such as Town market  in 

Rehoboth, Windhoek, Mariental, and others.  
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3.3.1.1 Activity 10  

Letõs do a hand-on activity: 30 minutes  

 

A Day in the Market  

Ý The primary objective here is for you to collectively identify and list the diverse 

range of activities that take place in a marketplace, building a shared 

understanding of its dynamic nature.  

 

Instructions  

1. Silent Brainstorming  

o Individually, think about a market you know well (e.g., the Nauaspoort 

market, Rehoboth town market).  

o Silently, think of all the activities you have seen or experienced there. 

Consider what buyers, sellers, and others are doing. 

2. Group Brainstorm  

o As a group, share your ideas and work together to create one master list 

on your large sheet of paper. 

o Try to list as many activities as you can. No idea is too small. 

o Think about  

Á What are sellers doing? (e.g., setting up stalls, advertising, 

negotiating prices) 

Á What are buyers doing? (e.g., comparing prices, inspecting 

quality, handling products)  

Á What interactions are happening? (e.g., conversations, 

disagreements, payments) 

Á What supporting activities are occurring? (e.g., transporting 

goods, packaging products, cleaning) 

3. Gallery Walk and Group Sharing  

o Each group will hang their sheet on the wall.  

o Discuss the findings. 
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3.3.2 Common activities that usually happen in a market  

¶ Buying products  

¶ Selling products 

¶ Asking for prices of products  

¶ Advertising products and services  

¶ Competition between sellers 

¶ Disagreements and conversations between people 

¶ Grading of products  

¶ Negotiating for price  

¶ Transporting people and products to and away from the market  

¶ Packaging of products 

 

 

3.3.3 Types of Markets  

¶ Local Markets:  This can be nearby villages or open markets. 

¶ Formal Markets: This can be supermarkets, schools, restaurants. 

¶ Online Markets : This can be Facebook, WhatsApp, Instagram. 

¶ Direct-to-Consumer: This can be door-to-door, farm gate, delivery.  
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3.4 Marketing  

 

 

 

 

Marketing is bout attracting customers by understanding your customer, creating 

value, and communicating it effectively. For small -scale entrepreneurs, marketing 

ensures that their products reach the right customers at the right time and price.   This 

means marketing is about promoting your product or/and services.  

¶ Marketing is getting customers to believe that your products and services are 

the best and that they deliver a better value than your competitor.  

¶ Marketing is all activities that lead to selling and buying of your products.  

¶ Marketing is the delivery of customer satisfaction at a profit.  

 

 

First rule: You donõt try to serve everybody.  You segment the available market, then 

target a segment, then position the product. 

 

3.4.1 Activity 1 1 

Letõs do a hand-on activity: 35 minutes  

 

Create a Customer Profile  

Ý The primary objective here is for you to clearly define who your ideal 

customers are and how your product will meet their specific needs.  
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Instructions  

 

1. Individual Work:   

o Think about the business idea you developed in Unit 2. Complete the 

Customer Profile Worksheet by answering these questions about your 

ideal customer: 

1. Who are they? (Estimated age, gender, occupation, income level) 

2. Where are they located? (Specific community, town, or region)  

3. What is important to them?  (Do they value low price, high 

quality, convenience, freshness, brand name?) 

4. How do they prefer to buy?  (Cash or credit? In bulk or small 

quantities? At a market or via delivery?)  

 

 

2. Segment, Target and Position :  

o Segmentation: List 2-3 different groups of potential customers (e.g., 

"Local Families," "Restaurants in Rehoboth," "School Hostels"). 

o Targeting: Choose the one segment you will focus on first. Explain why 

they are the best group for you to start with.  

o Positioning:  Write one clear sentence that states why your product is the 

best choice for your target segment (e.g., "We offer the freshest, farm-to-

table tomatoes in Nauaspoort, delivered to your kitchen.").  

 

3. Share: 

o Give us feedback. 
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A customer profile  describes your ideal customer. 

Elements: 

¶ Who are they? (age, gender, income, occupation) 

¶ Where are they? (location, urban/rural)  

¶ What do they value? (quality, price, convenience) 

¶ How do they buy? (cash, credit, delivery, bulk/small quantities)  

 

3.4.2 Segmentation, Target & Position  

 

Ý Not all customers are the same. By grouping them (Segmentation), choosing the 

best ones (Targeting), and deciding how you want to be seen (Positioning), you 

can sell more effectively 
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3.4.2.1 Segmentation  

 

Ý Breaking the market into groups of customers with similar needs or 

characteristics. 

 

 

 

Common Ways to Segment  

¶ Age, income, gender. 

¶ Location, rural/urban.  

¶ Buying habits (bulk, small packs, seasonal, etc.). 

¶ What problem they want solved (cheap, fresh, convenient, etc.). 

 

3.4.2.1.1 Activity 1 2 

 

Letõs do a hand-on activity: 35 minutes  

 

Find Your Best Customer Group  

Ý The primary objective here is for you to know how to divide a broad market 

into smaller, manageable segments and select the most viable target group for 

your agribusiness. 
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Instructions  

1. Group Brainstorming  

o Step 1: Identify Potential Segments 

Á In small groups,  list  3-4 different customer groups that might buy 

their product  

Á Use segmentation categories: 

Á Demographic (age, income, family size) 

Á Geographic (location, urban/rural)  

Á Behavioral (usage frequency, loyalty) 

Á Psychographic (values, lifestyle) 

o Step 2: Create Segment Profiles  

Á  Do a worksheet for each segment: 

 

 

 

 

Here is the Segmentation Worksheet for you to use: 

 

Customer Group  Characteristics  Needs 

   

   

   

   

 

 



 

 47 

3.4.2.2 Target Market (Choosing the Best Group)  

Ý Selecting the customer group(s) that are most profitable and easiest to serve. 

 

 

 

Questions to Ask when selecting the target market  

¶ Which group of customers buys the most? 

¶ Which group of customers pays on time? 

¶ Which group of customers is easiest to reach? 

 

E.g. Mr John aka Bread Baker targets Households in Nauaspoort as they buy daily, 

weekly and pay quickly.  

 

3.4.2.2.1 Activity 1 3 

Letõs do a hand-on activity: 35 minutes  

 

Find Your Best Customer Group  continues  

Ý The primary objective here is for you to know how to divide a broad market 

into smaller, manageable segments and select the most viable target group for 

your agribusiness. 

Instructions  

 

o Step 3: Segment Evaluation 

Á Rate each segment on: 

Á Size: How many potential customers? 

Á Accessibility: Can we reach them easily? 

Á Profitability: Will they pay a good price?  

Á Compatibility: Does this segment match our strengths? 
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2. Target Selection and Justification 

o Selects ONE primary target segment 

o Prepare a 1-minute explanation  of why you  chose that segment. 

o Highlight how your product specifically meets this segment's needs 

3. Feedback  

o Each group shares their chosen target segment 

o Feedback and discusion 

 

 

 

3.4.2.3 Positioning (Creating a Unique Image)  

¶ Deciding how you want customers to think about your product compared to 

others. 

o Positioning is about What makes your product(s) or/and service(s) different? 

(Quality, price, freshness, packaging, service) and Why should customers 

choose you? 

 

Examples 

¶ For Bread, it could be that itõs  òFresh, Bakery-direct, affordable for families.ó 

¶ For Vegetables, it could be that they are  òHealthy, chemical-free, grown locally.ó 

¶ For Bricks, it could be that they are  òStrong and durable, affordable for builders.ó 

 

3.4.2.3.1 Activity 1 4 

 

Letõs do a hand-on activity: 15 minutes  
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Look at the following example  

¶ òMy breads are [fresh and affordable], for [local households], because I deliver 

[directly from the bakery each day].ó 

 

3.5 Basics of Market Research 

 

¶ Primary Data:  Information you collect yourself (e.g., surveys, interviews, 

observations). 

¶ Secondary Data: Information that already exists (e.g., government reports, 

newspaper articles, competitor prices). 

 

3.6 The Competition: Analysing Your Rivals  

Knowing your competition helps you find your advantage.  

¶ Who are they? (Direct: sell the same product. Indirect: sell a different product 

that solves the same need). 

¶ What are their strengths and weaknesses? (Price, quality, location, service). 

¶ How can you differentiate?  (Be cheaper, better quality, more convenient, 

friendlier).  
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4 UNIT 4  

4.1 THE SUSTAINABLE BUSINESS MODEL CANVAS  

4.1.1 Introduction  

 

The customer and market insights you gain here will be crucial foundation for Unit 4, 

where you will be introduced to the Sustainable Business Model Canvas (SBMC). In 

Unit 4, you will be introduced to the Sustainable Business Model Canvas (SBMC), 

think of it as a one-page map for your business idea. The Sustainable Business Model 

Canvas will help you see the big picture of your business on a single page, showing 

how you create value, reach customers, manage resources, and consider your impact 

on people and the planet. You will not complete the full canvas now but begin using 

it as a living document that will grow with your ideas throughout the course.  

 

4.1.2 Learning Objectives  

By the end of this unit, you will be able to:  

1. Understand and describe the nine building blocks of the Sustainable Business 

Model Canvas (SBMC). 

2. Populate a SBMC for their own agribusiness idea.  

3. Assess the feasibility and value of their agribusiness concept. 

 

4.1.3 Topics 

¶ Introduction to the Business Model Canvas. 

¶ The Nine Building Blocks.  

¶ Business Model Canvas vs. Traditional Business Plan. 

 

4.1.4 Activities  

¶ Guided Exercise: Fill in a BMC for a common agribusiness. 

¶ Team Activity: Populate the BMC for the team's selected business idea. 

¶ Presentation: Teams present their Canvas for peer feedback. 

 

Time:  4 hours 
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4.2 Introduction to the Sustainable Business Model Canvas  

4.2.1 What is this tool?  

Ý The Sustainable Business Model Canvas is an easy way to understand how 

your business creates, delivers, and earns value.  It looks at not just the money 

side of your agribusiness, but also how your agribusiness work affects people 

and the environment. The canvas divides your business into key sections such 

as customers, products, resources, partners, income, and costs, plus the social 

and environmental benefits and challenges. 

 

4.2.2 Why is it important?  

Ý As a young agripreneur  or entrepreneur, this tool helps you clearly see how 

your business idea fits together. Think of it as a short version of your full 

business plan. By including sustainability from the start, you can build a 

stronger and more responsible agribusiness. The canvas helps you organise 

your ideas and gets you ready for real-life business planning. 

 

4.2.3 When to use it  

Ý You will use this tool throughout the course. You do not have to complete it all 

at once. Instead, you will go back to it after each topic or unit.  Each part of the 

course connects to a one or more sections of the canvas.  By the end of the course 

or trai ning, you will have a complete and well -organised business model. 

 

4.2.4 How to use it  

¶ Start by reading through the different sections of the canvas. 

¶ Think about your overall agribusiness idea.  

¶ As you go through the course or training, fill in each section one step at a time. 

¶ Use your answers and ideas from other exercises to complete each part of the 

canvas. 
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4.2.5 How you will build it during the course  

Ý You will work on the canvas step by step, using the tools in this course or 

training. The order is: Value Proposition, Customer Segments, Customer 

Relationships and Channels, Key Partners, Key Resources, Key Activities, 

Revenue Streams, and Cost Structure. You will also look at the environmental 

and social effects or benefits of your agibusiness early on, but you will complete 

those parts later once your business idea is more developed. 

 

 

4.2.6 Tips for success 

Å Do not try to complete everything at once, take your time  

Å Use short notes and keywords rather than long sentences 

Å Be honest about your business idea and the ideas behind it 

Å Think about your impact on people, planet, and profit 

Å Keep the canvas nearby and update it regularly as your ideas grow 

Ý The format is designed to be easy to use, no long reports, just focused thinking. 

You will write short, clear statements in each section. What matters most is that 

you are honest about your idea, and open to learning as you go. This tool is not 

something you complete once and forget about.  It is a working document, one 

you will update, adapt, and revisit as your business develops.  

 

¶ So, take your time. Use what you already know and let the rest grow as you 

move through the training. This is just the beginning.  

 

Let us take a closer look at the SBMC below. 
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4.3 The Eleven Building Blocks  (sections) of the Sustainable Business Model 

Canvas 

 

¶ The Canvas template is a simple and flexible tool that helps you clearly show 

the eleven main parts of a business model in a visual way. As shown above, the 

Canvas is usually drawn on a single sheet of paper divided into eleven sections 

or blocks, each standing for a key part of the business model. This makes it easy 

to quickly see the main ideas of a business, how they connect with each other, 

and understand how the business plans to make money. 

 

4.3.1 The Sustainable Business Model Canvas  

These parts are organised into eleven sections that cover customers, products or 

services offered, the business setup or infrastructure, and how the business stays 

financially sustainable, all presented in a simple and creative way.  
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Building Block  Description  

Key Partners Who are our key partners? Who are our key suppliers? Which 

key resources are we acquiring from partners? Which key 

activities do partners perform?  

Key Activities  What key activities do our value propositions require? Our 

distribution channels? Customer relationships? Revenue 

streams? 

Key Resources What key resources do our value propositions require? Our 

distribution channels? Customer relationships? Revenue 

streams? 

Value 

Propositions  

What value do we deliver to the customer? Which one of our 

customer's problems are we helping to solve? What bundles of 

products and services are we offering to each customer 

segment? 

Customer 

Relationships  

What type of relationship does each of our customer segments 

expect us to establish and maintain with them? How are we 

integrated with their routine?  

Channels  Through which channels do our customer segments want to be 

reached? How are we reaching them now? How are our 

channels integrated? Which ones work best? 

Customer 

Segments 

For whom are we creating value? Who are our most important 

customers? What are the segments of our market? 

Cost Structure  What are the most important costs inherent in our business 

model? Which key resources/activities are most expensive? 

Environmental 

& Social Costs  

What are the negative impacts of our business on the 

environment and community? (e.g., pollution, waste, resource 

depletion, low wages, poor working conditions)  

Revenue 

Streams 

For what value are our customers really willing to pay? For 

what do they currently pay? How are they currently paying? 

How would they prefer to pay?  

Environmental 

& Social 

Benefits  

What are the positive impacts of our business on the 

environment and community? (e.g., jobs created, local economy 

supported, waste reduced, carbon emissions lowered, 

community health improved)  

 

 

 



 

   

4.3.2 The Eleven Building Blocks  

 

1. Customer Segments 

 

Letõs talk about the heart of any successful agribusiness, your customers.  As the saying goes, òCustomer segments are the different 

groups of people that your agribusiness wants to reach and serve.' 

Why is this so important? Because you cannot serve everyone at once.  If you try to sell to everyone, your message, products, and 

efforts become too scattered. By clearly identifying your customer groups, you can : 

¶ Tailor your products  to exactly what they need. 

¶ Focus your marketing strategies on the people most likely to buy.  

¶ Build stronger, long -term relationships with your most valuable customers. 

Think of it this way, 'You must identify which group of people gain most value from your agribusiness and who are your most 

important customers, because they are the reason your agribusiness exists. 
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4.3.2.1 Activity 15  

Letõs do a hand-on activity: 20 minutes  
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Business Name:______________________________________ 

Customer Segment Description & Key Characteristics  
Primary Need or Problem 

Solved 

Priority 

(High/Medium/Low)  

Key Actions 

to Serve 

Them 

Local Consumers 

Individuals buying for their own 

household, often at local markets 

or directly from the farm.  

Need for fresh, high-quality, 

locally -produced food.  
  

Restaurants & 

Cafes 

Chefs and owners looking for 

consistent, high-quality 

ingredients for their menus.  

Need for reliable supply of 

fresh produce with specific 

quality standards.  

  

Retail Shops & 

Supermarkets 

Stores that resell your products to 

their customers. 

Need for products that 

attract their customers, with 

reliable delivery and 

volume.  

  

Processors & Food 

Manufacturers  

Businesses that use your raw 

produce as an ingredient for other 

products. 

Need for large, consistent 

volumes of specific quality, 

often at a lower price point.  

  

Cooperatives & 

Bulk Buyers 

Groups that aggregate produce 

from multiple farmers for larger 

sales. 

Need for consistent volume 

and quality to meet their 

own contracts. 

  

Institutions 

(Schools, 

Hospitals)  

Large organizations providing 

meals, often with a focus on 

nutrition and budget.  

Need for cost-effective, 

nutritious, and safe food in 

large quantities. 

  

 

 



 

   

Debrief and Key Takeaways  

 

 

 
 

 

Key Message 

Remember, your Customer Segment Canvas is a living document. As your business 

and the market change, you can come back to it and adjust your priorities. By knowing 

exactly who you serve and why, you are building a stronger, more focused, and more 

profitabl e agribusiness for the Nauaspoort community. Well done!"  

 

 

2. Customer Channels  

Now that you have identified who your most important customers are, you need to 

figure out how you will reach them and get your products into their hands. These are 

your Customer Channels. 

Channels are more than just a place to sell, they are the touch-points where your 

business meets the customer. Choosing the right mix is crucial because it affects your 

profit, your brand, and your workload.  A channel that is perfect for one business 

migh t be a poor fit for another.  

Today, we will evaluate different channels based on their Cost, Pros, Cons, and 

suitability for our specific agribusinesses in Nauaspoort.  
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4.3.2.2 Activity 16  

Letõs do a hand-on activity: 20 minutes  

 

Letõs do a hands-on activity.  

 

 
 

 

 
 

 

 



 

   

 

Business Name:________________________________________ 

Channel Type  
Cost 

Level  
Pros Cons 

Suitable for my 

business? 

(Yes/No) 

Priority 

(High/Medium/Low)  

Action 

Steps (What 

to do next?) 

Local Markets Low  
Easy to start, 

direct feedback 

Limited 

customers, 

weather-

dependent 

   

Retail Shops Medium  
Regular sales, 

wide reach 

Needs formal 

agreements, lower 

profits  

   

Online 

Platforms 

Low -

Medium  

Wider reach, easy 

marketing  

Internet required, 

high competition  
   

E-commerce 

Sites 

Medium -

High  

Wide customer 

reach, branding 

Delivery costs, 

online payments 

required  

   

Direct Delivery  Medium  

Personal 

relationship, 

customer loyalty  

High transport 

costs, time-

consuming 

   

Agricultural 

Fairs & Events 
Medium  

Good networking, 

wide exposure 

High cost, short-

term impact  
   

 



 

   

Debrief and Key Takeaways  

 

 
 

Key Message 

Your channels are the bridge between your agribusiness and your customer.  A well -

chosen channel mix makes your business stronger and more profitable.  There is no 

single right answer, the best mix is the one that works for your business and your 

products.  Use this canvas as your guide to build that bridge effectively.  

 

 

3. Customer Relationships  

You have identified  who your customers are and how you will reach them. Now, you 

tackle the most important part for long -term success, that is how you build and keep 

your customers.  This is about Customer Relationships . 

 

A sale is just the beginning.  A strong relationship is what turns a first -time buyer into 

a loyal, repeat customer who recommends you to others.  Think about this, why would 

a customer come back to you and not just buy from anyone? 

 

Different customers need different types of relationships.  Today, you will explore the 

types of relationships you can build and choose the ones that will make your 

agribusiness in Nauaspoort stand out. 
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4.3.2.3 Activity 17  

Letõs do a hand-on activity: 20 minutes  

 

 
 

 
 



 

   

Business Name:______________________________________ 

 

Relationship 

Type 
Description & Goal  

Key Methods (How 

to do it)  

Cost & Effort 

(High/Medium/Low)  

Importance to my 

Business 

(High/Medium/Low)  

Key Actions to 

Build/Maintain  

Personal 

Assistance 

Direct, personal 

interaction for 

service and support. 

Face-to-face at 

markets, direct 

phone calls, farm 

visits. 

   

Automated 

Services 

Efficient, automated 

interactions using 

systems. 

Order confirmations 

via SMS/email, 

automated payment 

reminders. 

   

Communities 

& Groups  

Building a 

community to 

connect customers 

and share 

knowledge.  

Social media groups 

(e.g., WhatsApp, 

Facebook, 

Instagram, X 

(twitter), Tik Tok ), 

customer clubs. 

   

Co-creation 

& Feedback 

Involving 

customers in 

product 

development and 

improvement.  

Customer surveys, 

taste-testing new 

products, feedback 

forms. 
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Loyalty 

Programs 

Encouraging repeat 

purchases and 

rewarding loyal 

customers. 

Discount cards, 

loyalty points, 

special offers for 

returning 

customers. 

   

Transactional 

One-off, simple 

purchases with no 

ongoing 

relationship.  

Standard sales at a 

market stall or to a 

bulk buyer.  

   

 

 



 

   

Debrief and Key Takeaways  

 

 
 

Key Message 

Strong customer relationships are your best defense against competition. They are 

built on consistency, trust, and showing your customers that you value them. You 

don't have to do everything. Start with one or two Key Actions from your High 

Importance relationships.  A small, consistent effort to connect can yield a huge harvest 

of customer loyalty for your Nauaspoort agribusiness.  

 

 

4. Value Propositions  

You have identified your customers, how to reach them, and how to build 

relationships.  Now you get to the very heart of your business  ôYour Value Propositionõ. 

Your Value Proposition is the promise of the value you will deliver. It is the primary 

reason a customer should choose your product over anyone elseõs product.  It is not 

just a list of your products; it's the answer to the customer's question 'What's in it for 

me?'  For example, if you sell or produce tomato, Your value isn't just the tomato; it's 

the trust, the story, the convenience, the nutrition or the peace of mind that comes with 

it.  
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4.3.2.4 Activity 18  

Letõs do a hand-on activity: 20 minutes  

 

 
 

 
 

 



 

   

 

Business Name: ______________________________________ 

Value Element  Description & What You Offer  
Customer Problem Solved / Need Fulfilled  

(The "So What?" Factor)  

What Makes 

It Unique & 

Compelling?  

Core Product/Service 

(What you actually sell) 

e.g., Heirloom tomatoes, free-range 

eggs, fresh spinach, honey. 

e.g., Need for nutritious, tasty ingredients 

for family meals. Desire for flavor better 

than supermarket options.  

 

Quality & Standards  

(How good it is) 

e.g., Pesticide-free, harvested daily, 

open-range, hand-sorted, local 

breed. 

e.g., Worry about food safety and chemicals. 

Desire for fresh, not days-old, produce. 

Trust in how animals are treated. 

 

Price & Affordability  

(The cost) 

e.g., Competitive pricing, bulk 

discounts for restaurants, weekly 

budget box. 

e.g., Feeds a family on a budget. Helps a 

restaurant manage its costs. Provides clear 

value for money.  

 

Convenience & Service  

(How easy you are to buy 

from) 

e.g., Pre-orders via WhatsApp, 

ready-made bundles, reliable 

delivery to town.  

e.g., Saves customers a trip to a distant 

supermarket. Makes meal planning easier. 

Solves the problem of "no time to shop". 

 

Sustainability & Ethics  

(Your impact) 

e.g., Water-wise farming, support 

for local jobs, protecting local seed 

varieties. 

e.g., Customer's desire to support the local 

economy and protect the environment for 

future generations. 

 

Story & Origin  

(Your identity) 

e.g., A 3rd-generation family farm, 

a women-led co-op, grown in 

Nauaspoort soil.  

e.g., Connects the customer to their food 

and community. Builds trust through 

transparency and shared identity.  

 

Other: ___________________    

 



 

   

Debrief and Key Takeaways  

 

 
 

Key Message: 

Your Value Proposition is your story and your promise.  It is what makes your 

agribusiness unforgettable.  In a crowded market, people do not just buy things, they 

buy better versions of themselves, a healthier family, a more successful restaurant, a 

cleaner environment.  You are no longer just selling produce; you are selling value, 

trust, and a solution. Use this canvas to tell that story clearly and confidently.  

 

 

5. Key Resources 

We've talked about your customers, your value, and how you connect them. Now, 

let's look inward. What do you need to make all of that happen? These are your Key 

Resources. 

Key Resources are the most important assets you need to create your value, reach your 

customers, and earn a profit. They are the engine of your agribusiness. Without them, 

even the best idea won't grow. 

Think of it like this, you cannot deliver 'farm -fresh' value without  Physical resources 

like land and water. You can't build 'trusting relationships' without the  Human 

resource of your own knowledge and skill.  Knowing what you have and what you 

need is the first step to building a stronger, more resilient agribusiness. 
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4.3.2.5 Activity 19  

Letõs do a hand-on activity: 20 minutes 
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Business Name:____________________________________ 

 

Resource 

Category 
Description  

Importance to my 

Business 

(High/Medium/Low)  

Do I have 

this 

Resource? 

(Yes/No) 

If No, 

How Will 

I Obtain 

It? 

Physical 

Land, 

machinery, 

equipment, 

buildings  

   

Human  

Skilled workers, 

managers, 

training  

   

Financial 

Capital, loans, 

savings, 

investment  

   

Intellectual  

Brand, recipes, 

farming or 

processing skills 

   

Natural  
Water, soil 

quality, climate  
   

 

Debrief and Key Takeaways  

 

 
 

Key Message 

Your resources are your power. This inventory isn't just a list, it is a strategic map.  It 

shows you where you are strong and where you are vulnerable.  The most successful 

businesses are not always the ones with the most resources, they are the ones who 

know their resources best and use them wisely.  Your plan to fill your resource gaps 

is just as important as the resources you already have. Keep this sheet safe and refer 

to it as your business grows. 



 

 71 

 

6. Key Partners 

You have looked at what is inside your business, your resources.  Now, look outward. 

No successful business is an island.  The people and organizations you work with are 

your  Key Partners. 

Key Partners are the relationships that help you reduce risk, acquire resources, and 

create more value than you could alone.  Think about it: Can you get better prices by 

buying resources together? Can you reach a new market by partnering with a 

distributo r? Can you get training from a government agency? 

Your network is your net worth. Now you will map out the partnership ecosystem for 

your agribusiness.  You will identify who you already work with, who you  need to 

work with, and how to make those relationships strong and productive.  

4.3.2.6 Activity 20  

Letõs do a hand-on activity: 20 minutes  

 

 

 



 

   

 

Business Name:____________________________________ 

Partner Type  Description & Role  
Importance to my Business 

(High/Medium/Low)  

Current Status 

(Active/Planned/None)  

Key Actions to 

Build/Manage 

Relationship  

Suppliers 
Provide key inputs, raw 

materials, or seeds 
   

Distributors  

Help get your product to 

market (e.g., retailers, 

shippers) 

   

Cooperatives & 

Farmer Groups 

Provide collective 

bargaining, shared 

resources, and 

knowledge  

   

Government & 

NGOs 

Offer grants, training, 

certification, or technical 

support  

   

Financial 

Institutions  

Provide loans, credit, or 

financial services 
   

Processing 

Companies 

Buy and process your 

raw produce into other 

goods 

   

 

 



 

   

 

Debrief and Key Takeaways  

 

 
 

Key Message: 

 

Partnerships are not a sign of weakness; they are a strategy for strength. The most 

successful businesses are often the best-connected ones.  Your partners can help you 

solve problems, reduce costs, and reach new heights.  Don't just make a list, take the 

actions.  A single new partnership can be the thing that transforms your business.  you 

should build a strong, interconnected network of agribusinesses right here in 

Nauaspoort. 

 

7. Key Activities  

You have mapped your customers, your value, your resources, and your partners. 

Now, talk about the work that brings it all together, your Key Activities. These are the 

most important things you do to make your business model work.  They are the actions 

you take to create your Value Proposition, reach your Customer Segments, and 

sustain your business. 

 

Think of your business as a car. Your Key Activities are the engine, without them, 

nothing moves.  Are you spending most of your time on high -value tasks, or are you 

stuck on draining, low -impact work? Today, you will create a map of your activities 

to help you see your workflow clearly and identify where to focus your energy for the 

biggest return. 
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4.3.2.7 Activity 21  

Letõs do a hand-on activity: 20 minutes  

 
 

 
 

 

 



 

   

Business Name:___________________________________ 

Activity Category  Description & Key Tasks  Frequency (e.g., 

Daily, Seasonal, 

Ongoing)  

Importance 

(High/Medium/Low)  

Responsible 

Person/Team 

Production & 

Farming 

Land preparation, planting, 

weeding, pest control, irrigation, 

harvesting. 

   

Post-Harvest 

Handling  

Sorting, cleaning, processing, 

packaging, storage. 

   

Marketing & Sales Attending markets, online 

promotion, negotiating with buyers, 

customer service. 

   

Distribution & 

Logistics 

Transporting goods to market, 

managing deliveries, inventory 

management. 

   

Business 

Management & 

Planning 

Record keeping, financial 

management, planning crops, 

seeking funding.  

   

Maintenance & 

Equipment Care 

Maintaining tools, machinery, and 

infrastructure like greenhouses or 

storage facilities. 

   



 

   

Debrief and Key Takeaways  

 

 
 

Key Message 

Your time and energy are your most precious resources.  This map is not just a list of 

chores, it is a tool for making strategic decisions about how you work.  The goal is to 

spend more time on high-impact, high -value activities, like building customer 

relationships and improving your product, and less on tasks that can be streamlined, 

delegated, or eliminated.  By understanding your key activities, you take control of 

your business, instead of letting it control you.  

 

8. Cost Structure  

You have mapped out how you create value and all the activities you do.  Now talk 

about what it all  costs. This is your Cost Structure, all the expenses you have to run 

your agribusiness. 

Knowing your costs is not just about bookkeeping, it is about survival and profit.  If 

you do not know what it costs to grow a kilogram of tomatoes, how do you know 

what to charge? Many small businesses struggle because they only count the big, 

obvious costs and forget the many small ones. 

 

You are going to do a 'financial health check.'  You will uncover all your costs, big and 

small, and learn the difference between Fixed Costs (that stay the same, like rent) and 

Variable Costs (that change with your production, like seeds). This knowledge is 

power, the power to price correctly, cut waste, and increase your profit. 
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4.3.2.8 Activity 22  

Letõs do a hand-on activity: 20 minutes  

 
 

 

 
 

 



 

   

Business Name:__________________________________________ 

Cost Category Description & Examples  
Cost Type 

(Fixed/Variable)  

Importance 

(High/Medium/Low)  

Estimated 

Amount/Frequency  

Cost 

Control 

Measures 

Production & 

Input Costs 

Seeds, seedlings, fertilizers, 

pesticides, animal feed, water, 

energy for greenhouses. 

    

Labor & 

Staffing 

Wages for permanent and 

seasonal workers, management 

salaries, training costs. 

    

Equipment & 

Machinery  

Purchase, lease, or maintenance 

of tractors, irrigation systems, 

tools, processing equipment. 

    

Logistics & 

Distribution  

Transportation fuel, vehicle 

maintenance, delivery fees, 

packaging materials. 

    

Marketing & 

Sales 

Market stall fees, online 

platform commissions, 

promotional materials, website 

costs. 

    

Overhead & 

Administrative  

Rent for land/warehouses, 

utilities, insurance, banking fees, 

licenses, office supplies. 

    

Financial Costs 
Interest on loans, bank charges, 

repayment of initial capital.  
    



 

   

Debrief and Key Takeaways  

 

 

 
 

Key Message: 

Your cost structure is the reality behind your dream. Understanding it is not 

pessimistic, it's empowering. When you know your costs, you can:  

¶ Set prices that ensure you make a profit. 

¶ Identify waste  and cut unnecessary expenses. 

¶ Make smarter decisions about investments and loans. 

This worksheet is the first step toward true financial control. Keep it, update it, and 

use it to build a more profitable and resilient agribusiness.  

 

9. Revenue Streams 

You have looked closely at your costs.  Now focus on the most exciting part of your 

business, the money coming in.  These are your Revenue Streams.  Your Revenue 

Streams are the different ways your business makes money.  Relying on just one 

source of income is like farming only one crop, it is risky.  If that market fails, your 

whole business suffers. 

 

Diversifying your revenue streams makes your business stronger and more resilient. 

You will map out all the ways you  currently make money or think you will make 

money and brainstorm new opportunities.  You will connect these streams back to 

your customer segments and create an action plan to grow your income. 
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4.3.2.9 Activity 22  

Letõs do a hand-on activity: 20 minutes  

 

 
 

 

 

 
 



 

   

 

Business Name________________________________________ 

Revenue 
Source 

Description & Pricing Model  
Customer 

Segment(s) 

Frequency of 
Income (e.g., 

One-time, 
Seasonal, 

Recurring)  

Priority 
(High/Medium/Low)  

Key Actions 
to Secure 

This 
Revenue 

Direct Product 
Sales 

Selling fresh produce directly to 
consumers (e.g., at markets, farm 

gate). Price per unit/kg.  

Local 
Consumers 

   

Wholesale Bulk 
Sales 

Selling large volumes to retailers, 
processors, or institutions at a 

wholesale price. 

Retail Shops, 
Processors, 
Institutions  

   

Value-Added 
Products 

Selling processed goods (e.g., jams, 
dried fruits, packaged salads) at a 

higher margin.  

Local 
Consumers, 
Restaurants, 
Retail Shops 

   

Contract 
Farming 

Growing a specific crop for a buyer 
based on a pre-agreed price and 

quantity.  

Processors, 
Exporters, 

Specific 
Retailers 

   

Online Sales 
Selling products via e-commerce sites 
or social media, often with delivery.  

Local 
Consumers 

   

Agri -Tourism 
& Services 

Offering farm tours, workshops, or 
seasonal activities (e.g., pumpkin 

picking).  

Local 
Consumers, 

Tourists 

   

Other Streams 
Grants, subsidies, or sales of by-
products (e.g., organic waste as 

compost). 
N/A     



 

   

Debrief and Key Takeaways  

 

 
 

Key Message 

Your revenue streams are the lifeblood of your business.  A diverse income portfolio 

protects you from bad seasons, price drops, and changing markets.  Do not just be a 

price-taker; become a value-creator.  By developing new streams, especially value-

added and recurring ones, you build a business that is not only more profitable but 

also more secure for you and your family.  This map is your guide to a richer financial 

future.  

 

10.  & 11. Environmental and Social Costs and Benefits . 

You have mapped your business fundamentals, from costs to revenue.  Now talk 

about something equally crucial, your footprint on this land and your place in the 

Nauaspoort community.  These are our Environmental and Social Costs and 

Benefits . 

Every business affects the world around it.  Environmental costs might include water 

pollution or soil degradation.  Social costs might include unfair labor practices or 

neglecting community needs.  But the opposite is also true, you can create 

environment al benefits like healthy ecosystems and social benefits like good jobs or 

job opportunities.  

Why does this matter? Because a healthy environment means sustainable agribusiness 

for generations.  A strong community means loyal customers and reliable workers. 

You will conduct an honest assessment of your impacts and find ways to turn 

potential costs into competitive advantages that benefit everyone. 
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4.3.2.10 Activity 23  

Letõs do a hand-on activity: 20 minutes  

 
 

 

 

 
 

 



 

   

 

Business Name:______________________________________ 

Impact Category  Description & 
Examples 

Current Impact 
(Positive/Neutral/Negative)  

Risk/Opportunity 
(H/M/L)  

Improvement Plan & Actions  

ENVIRONMENTAL  
    

Soil Health  e.g., Use of chemical 
fertilizers/pesticides, 
crop rotation 
practices, soil 
erosion, composting. 

  
e.g., Start a compost system to 
enrich soil naturally. 
e.g., Plant cover crops during off-
season. 

Water Management  e.g., Water source, 
irrigation efficiency, 
pesticide runoff, 
water conservation. 

  
e.g., Fix leaking irrigation pipes. 
e.g., Install a rainwater harvesting 
tank. 

Biodiversity & 
Ecosystems 

e.g., Monocropping 
vs. diverse crops, use 
of hedgerows, impact 
on pollinators, 
protecting natural 
habitats. 

  
e.g., Set aside a small area for 
wildflowers to attract bees. 
e.g., Plant different crop varieties 
together. 

Waste & Pollution  e.g., Plastic 
packaging, chemical 
containers, crop 
residues, food waste. 

  
e.g., Reduce plastic by offering 
reusable containers. 
e.g., Properly dispose of chemical 
containers. 

Energy & Carbon 
Footprint  

e.g., Fuel for 
machinery, 
transportation 
distances, energy for 
cooling/storage. 

  
e.g., Combine delivery trips to save 
fuel. 
e.g., Use solar power for electric 
fencing. 
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SOCIAL  
    

Labor Practices e.g., Fair wages, safe 
working conditions, 
seasonal worker 
treatment, family 
labour. 

  
e.g., Provide protective gloves and 
boots for workers. 
e.g., Pay fair, consistent wages. 

Local Community 
Health  

e.g., Chemical drift 
affecting neighbours, 
water quality, noise, 
offering healthy food. 

  
e.g., Notify neighbours before 
spraying. 
e.g., Donate unsold produce to the 
community kitchen. 

Community 
Economic Health  

e.g., Hiring locally, 
supporting other 
local businesses, 
investing in 
community projects. 

  
e.g., Buy supplies from the local co-
op. 
e.g., Mentor a young aspiring 
farmer. 

Food Security & 
Access 

e.g., Making food 
affordable for low-
income families, 
participating in local 
markets. 

  
e.g., Offer a 'community discount' 
on certain days. 
e.g., Accept food vouchers from 
social programs. 

Cultural 
Preservation  

e.g., Growing 
indigenous crops, 
preserving 
traditional farming 
knowledge, local seed 
saving. 

   



 

   

 

 

Debrief and Key Takeaways  

 

 

 
 

 

Key Message 

 

Your enterprise is not just a business, it is part of an ecosystem and a community.  The 

land and the people are your most important long -term partners.  Managing your 

environmental and social impact is not an extra cost, it is an investment in your licens e 

to operate, your reputation, and the future of Nauaspoort.  A farm that cares for its 

environment and community is not just doing good, it is building a business that will 

last for generations. 
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5 UNIT 5  

5.1 PRODUCT DEVELOPMENT AND VALUE ADDITION  

 

5.1.1 Introduction  

This unit is all about moving beyond selling just raw produce.  You are going to learn 

how to use your harvests to create new, more profitable products right here in 

Nauaspoort.  This is called Value Addition.   Over the next 4 hours, we will learn how 

to transform what you grow or produce into something that earns you more money, 

creates jobs, and makes your agribusiness more resilient. 

 

5.1.2 Learning Objectives  

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

1. Understand what is the product.  

2. Understand and leverage local resources for product development. 

3. Apply basic value addition techniques (e.g., processing, packaging) to increase 

profitability.  

4. Develop a prototype or concept for an innovative agricultural product or 

service. 

 

5.1.3 Topics 

¶ Product 

¶ Basics of Value Addition in Agriculture.  

¶ Exploring Local Value Chains.  

¶ Product Development Techniques. 

¶ Basics of Packaging and Branding. 

 

5.1.4 Activities  

¶ Team Workshop: Design a product prototype or service concept. 

¶ Practical Demonstration: Simple value-addition techniques (e.g., cleaning, 

grading, packaging Mahangu).  

¶ Activity: Develop branding and distribution strategies.  

 

Time:  4 hours 
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5.2 Product  Development  

5.2.1 What is a Product? 

When you think of a 'product,' you usually picture the physical item, a tomato, a live 

goat.  But in business, a product is everything you offer to satisfy a customer's need or want.  

You will learn to see your products in three dimensions. This will help you understand  

why customers buy from you and how you can make your offerings more competitive 

and valuable. 

 

 
 

5.2.1.1 The CORE PRODUCT: The Fundamental Benefit 

¶ What it is: This is not the physical item, but the fundamental problem it solves, 

or the core need it fulfils  for the customer. It's the main reason the customer is 

buying . 

¶ Question to ask: ôWhat is the customer really paying for?õ 

¶ Nauaspoort Perspective: This is about the essential value of our land and 

labour . 

o Example: Mahangu Flour  
Á Core Product: Nutrition and sustenance to feed my family.  

o Example: Goat 
Á Core Product: A source of income and meat for a special 

ceremony. 
o Example: Fresh Spinach 

Á Core Product: Health and wellbeing for my family.  
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5.2.1.2  The ACTUAL PRODUCT: The Tangible Item  

¶ What it is: This is the physical, tangible good you sell.  It includes the features, 

quality level, branding, and packaging that deliver the core benefit.  

¶ Question to ask: What specific features and qualities does my product have? 

¶ Nauaspoort Perspective: This is where basic value addition happens. 

o Example: Mahangu Flour  

Á Actual Product: A 1kg bag of finely milled , clean, stone-ground 

Mahangu flour with a simple ôNauaspoort Grainsõ label. 

o Example: Goat 

Á Actual Product: A healthy, live goat of a specific breed and weight.  

o Example: Fresh Spinach 

Á Actual Product: A fresh, clean, vibrant bunch of spinach, tied with 

a twist -tie. 

 

5.2.1.3 The AUGMENTED PRODUCT: The Extra Value & Experience 

¶ What it is: These are the non-physical extras and services that surround the 

actual product. This is what turns a one-time buyer into a loyal customer. It's 

how you stand out from the competition.  

¶ Question to ask: What extra can I offer to make the customer's life easier and 

build a relationship?  

¶ Nauaspoort  Perspective: This is your secret weapon. It often costs little money 

but requires thoughtfulness and good customer service. 

o Example: Mahangu Flour  

Á Augmented Product: A free recipe card for a traditional Mahangu 

porridge, a loyalty card (buy 9 bags, get the 10th free), and a 

WhatsApp number for cooking tips.  

o Example: Goat 

Á Augmented Product: Free delivery to the customer's home, advice 

on how to care for the goat before slaughter, and a guarantee of 

the animal's health. 

o Example: Fresh Spinach 

Á Augmented Product: Pre-washing so it's ôready to cook,õ a promise 

to take back any bunch the customer is not happy with, and 

weekly WhatsApp updates on what is freshly harvested.  

 



 

 90 

 
 

5.2.2 The Product Life Cycle  

Just like a plant, every product has a life cycle, it is born, it grows, it matures, and 

eventually, it may decline.  Understanding this cycle helps you plan for the future.  

 

 
 

1. INTRODUCTION  

 

o What it is:  You launch a new product. Sales are low, costs are high (due 

to development and marketing).  

o Nauaspoort Example:  You are the first person in the community to sell 

bottled Sunflower oil.  

o Your Focus: Educate customers. Get feedback. Be prepared for slow 

initial sales. 

 

2. GROWTH  

o What it is:  The product gains acceptance.  Sales rise quickly, and you 

may see competitors enter the market. 
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o Nauaspoort Example:  Other farmers see your success and start making 

their own Sunflower oil.  

o Your Focus: Improve quality and efficiency. Build your brand 

(Augmented Product) to stay ahead. Expand distribution.  

 

3. MATURITY  

o What it is:  Sales peak and slow down. The market is saturated with 

competitors. Price competition often gets intense. 

o Nauaspoort Example:  Sunflower oil is now sold by several vendors at 

the market. 

o Your Focus: Differentiate! Innovate on the  Augmented Product (e.g., offer 

gift sets, find new sales channels like selling to lodges). Focus on your 

most loyal customers. 

 

4. DECLINE  

o What it is:  Sales and profits fall. The product is no longer in high 

demand. 

o Nauaspoort Example:  A new, cheaper cooking oil from the supermarket 

becomes more popular than Sunflower oil.  

o Your Focus: Decide whether to: a) Discontinue the product,  b) Find a 

new market for it, or  c) Innovate! (e.g., rebrand it as a high-end fat cake 

making oil).  

 

5.2.3 Product Layer and Lifecycle Analysis  

5.2.3.1 Activity 2 4 

Letõs do a hand-on activity: 30 minutes  
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Wrap-Up Discussion  
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5.3 Basics of Value Addition in Agriculture  

 

If you sell a bag of Mahangu (pearl millet) grain for N$20, but someone else turns it into 

Mahangu flour and sells it for N$50, where did the extra N$30 go? And how can you, the 

farmer, capture that value? 

 

5.3.1 What is Value Addition?  

¶ Value addition is any process that increases the value of your raw agricultural 

product. It's about working smarter, not just harder.  Changing the form, 

place, or time of a product to increase its economic value and appeal to the 

customer. 

e.g. A tomato fruit (raw material) becomes tomato pulp (processed), then a tomato 

paste (manufactured). Each step adds value. 

 

5.3.2 Why is it Important for Nauaspoort?  

o Earn More Money: Sell a product for a higher price.  

o Reduce Losses: Process excess or unwanted produce that would 

otherwise go to waste. 

o Extend Shelf Life: Sell products year-round, not just during harvest.  

o Create Jobs: Value addition often requires more hands. 

o Build a Brand: Become known for a specific, quality product.  

 

5.3.3 Levels of Value Addition (from simple to complex) 

1. Cleaning & Sorting: Removing dirt, stones, and defective items. 

2. Grading & Standardizing: Sorting by size, quality, or ripeness.  

3. Basic Processing: Drying, crushing, milling, shelling.  

4. Transformation: Making jam from fruit, oil from seeds, yogurt from 

milk.  

5. Branding & Packaging: Creating an attractive, trusted product.  
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Example: 

 
 

5.3.4 Exploring Local Value Chains  

 

Before you create new products, look at the journey your current products take. This 

is called the Value Chain. Where are the opportunities for you to step in? 

 

5.3.5 What is a Value Chain?  

Ý The full range of activities needed to bring a product from conception to the 

end consumer. 

 

5.3.6 Mapping a Local Value Chain (e.g., for Tomato)  

¶ Inputs (Seeds, Fertilizer) Ƃ Farming Ƃ Harvesting Ƃ grade Ƃ Transport Ƃ 

grinde Ƃ paste process Ƃ Packaging Ƃ Retailing Ƃ Consumer. 
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5.3.6.1 Activity 2 5 

Letõs do a hand-on activity: 20 minutes  
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5.4 Product Development Techniques  

Now, get creative. How do you come up with these new product ideas?  

1. Idea Generation:  

I. Solve a Problem:  What do your customers struggle with? (e.g., No time 

to cook Ƃ pre-mixed spice packs or ready-to-eat porridge). 

 

 
 

II. Use Waste/Surplus: What do you have too much of? (e.g., unwanted 

tomatoes Ƃ tomato sauce). 

 
 

 

III.  Leverage Local Uniqueness: What is special about Nauaspoort? (e.g., A 

specific type of bean or a traditional recipe). 

 

2. The Product Development Cycle:  

1. Idea Ƃ 2. Feasibility Check  (Can I do this? Will it sell?) Ƃ 3. Prototype  

(Make a small sample) Ƃ 4. Test (Get feedback from friends, family, 

customers) Ƃ 5. Launch & Improve.  

3. Keeping it Simple and Low -Cost: 

I. Start with sun -drying, simple packaging, and manual tools.  

II. Focus on one product first. 
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Let's see one of these techniques in action.  You are going to make raw Mahangu and 

add value to it step-by-step until Roaster Bread. 

 

 
Demonstration Steps:  

1. Show Raw Product: A bucket of unprocessed Mahangu. 

2. Cleaning & Sorting:  Show how to remove chaff, stones, and defective grains. 

3. Processing (Threshing/Milling):  Use a manual or small mechanical mill to turn 

the grains into flour.  

4. Add value (processing):  Make roaster bread 

5. Packaging: seal it in a clear plastic/paper bag. 

6. Branding: Use a simple sticker or stamp to label the bag with a product name, 

weight, and your farm name.  
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5.4.1.1 Activity 23  

Letõs do a hand-on activity: 20 minutes  

 

 
 

 

 
 

5.5 Basics of Packaging and Branding  

Ý Your product is ready. Now, how do you make someone pick it off the shelf? 

This is where packaging and branding come in. 

5.5.1 Packaging's benefits 

o Protect the product. 

o Preserve freshness. 

o Inform (what is it? weight? ingredients? your agribusiness name?).  

o Persuade (look attractive!). 
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5.5.2 Branding is a Promise: 

o Itõs more than a logo. Itõs your reputation. 

o Itõs the story behind your product  

o Builds trust and customer loyalty.  

 

5.5.3 Simple, Low-Cost Branding for your product:  

o A consistent colour scheme on your labels. 

o A clear, readable name and logo. 

o Telling your story verbally at the market. 

 

5.5.4 Activity 2 6 

Letõs do a hand-on activity: 20 minutes  
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Wrap-Up and Key Takeaways  

Ý You have moved from being only producer to being innovators. You have seen 

that by cleaning, processing, and packaging, you can significantly increase your 

income right here in our community.  

Key Lessons 

1. Value addition turns raw materials into higher -value products.  

2. Look at your local value chains to find opportunities.  

3. Product development is a process: Idea Ƃ Prototype Ƃ Test Ƃ Launch. 

4. Good packaging and branding make your product trustworthy and desirable.  
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6 UNIT 6  

 

6.1 MARKETING AND SALES FOR RURAL BUSINESSES  

 

 
 

6.1.1 Introduction  

Marketing is not a complicated trick; it's simply about connecting what you have with 

the people who need it and telling them why it's special.  In this unit, you will move 

from hoping for sales to actively making them happen.  You will learn simple, low -

cost ways to spread the word, build your brand, and create a clear plan to grow your 

customer base. 

 

6.1.2 Learning Objectives  

By the end of this unit, you will be able to:  

1. Develop a simple marketing message and identify low -cost marketing 

channels. 

2. Apply the 4 Ps of Marketing (Product, Price, Place, Promotion) to their 

business. 

3. Create a simple, one-page marketing plan. 

 

6.1.3 Topics 

¶ The 4 Ps of Marketing Simplified.  

¶ Branding and Storytelling for Small Businesses. 

¶ Low -Cost Marketing Ideas (word -of-mouth, local events, mobile phones). 

¶ Customer Engagement and Sales Strategies. 

 

6.1.4 Activities  

¶ Activity: Create a poster or flyer for their product and develop a one -page 

marketing plan.  

¶ Role-Play: Practicing a sales pitch with a community member.  

 

Time:  4 hours 
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6.2 MARKETING  

6.2.1 The 4 Ps of Marketing Simplified  

Ý Marketing is the process of understanding customer needs and offering 

products or services that satisfy those needs in a profitable way. 

Ý It is not just about selling, itõs about creating value, communicating value, and 

delivering value to customers. 

Ý To make this easier to understand, you will learn marketing using the 4 Ps of 

Marketing, which are the key building blocks of any marketing plan.  

Ý We broken down marketing into four simple decisions you make about your 

agribusiness.  These four simple decision are called the 4 Ps of Marketing.  Think 

of them as the four pillars that hold up your sales.  

 

6.2.1.1 The 4 Ps Explained  

 

1. Product: What You Are Offering  

Ý You must understand what makes your product or service valuable to 

customers. 

¶ Identify your main products or services (e.g., fresh vegetables, poultry, 

dairy, or handmade goods). 

¶ Define the unique features, look at what makes your product different or 

better. 

¶ Consider quality, packaging, and branding, having a clean, attractive 

presentation builds trust.  

¶ Gather customer feedback, this will help you to improve your product.  

 

2. Price: What Customers Pay 

Ý You must  Learn how to set fair and profitable prices.  

¶ You must know your production costs (what is cost you to make the 

product, such as the cost of inputs, labour, transport, etc.). 

¶ Add a reasonable profit margin to you production cost while keeping 

prices competitive. 

¶ Adjust prices based on market demand and customer perception of value 

(how your customer see your product) . 

¶ Offer discounts or packages during low -demand periods to attract more 

customers. 

 

3. Place: Where and How You Sell 

Ý You must  choose the best distribution channels for your product to reach your 

target customers. 
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¶ Identify your main markets whether it is local shops, schools, households,  

all in Nauaspoort or nearby towns such as Rehoboth, Groot Aub or 

Windhoek.  

¶ Decide whether to sell directly to consumers or through middlemen or 

cooperatives. 

¶ Consider distribution methods (farm gate sales, deliveries, local markets). 

¶ Make sure your product is easily available and convenient to buy. 

 

4. Promotion ð How You Communicate  

Ý You must  learn how to attract and retain customers through communication.  

¶ Use word of mouth, community radio, social media (Facebook, WhatsApp, 

Instagram, X (former Twitter) , TikTok, and flyers to advertise. 

¶ Build a positive reputation through good customer service. 

¶ Share your success stories or testimonials to increase trust. 

¶ Use seasonal promotions (e.g., festive offers or loyalty discounts). 

 

Example, 

The P The Question  Answer  

1. Product 
What are you 

selling? 

I am selling goat milk soap that is gentle on the 

skin. 

2. Price 
How much will 

you charge? 

I will charge N$45 per bar. This covers my costs 

and gives me a good profit, while being fair to the 

customer. 

3. Place 

Where will 

customers find 

it? 

I will sell it at the Saturday market and take orders 

via WhatsApp,.  

4. 

Promotion  

How will 

people hear 

about it? 

I will give free samples at the market, post pictures 

on Facebook, Instagram, Commmuty WhatsApp 

group, TikTok and tell the story of how I make it.  
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6.2.2 Activity 2 7 

Letõs do a hand-on activity: 35 minutes  

 

 
 

Table: 4 Ps Action plan  

 

Product Name:_________________________ 

The 4 Ps What It 

Means 

Questions to 

Ask Yourself  

Your Plan for Your Product  

1. Product What you are 

selling and its 

unique 

qualities. 

Å What are the 

key features? 

Å What makes it 

special or 

different? 

Å What need 

does it fulfill for 

the customer? 

Å Key Features____________ 

Å What Makes It 

Unique__________ 

Å Customer Need it 

Fulfills___________ 

2. Price How much 

you charge for 

your product.  

Å What is a fair 

price that covers 

my costs and 

gives me a 

profit?  

Å My Price: N$ ______ 

Å Reason for this 

Price__________ 
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Å What can my 

target customer 

afford? 

Å How does my 

price compare to 

competitors? 

3. Place Where 

customers can 

find and buy 

your product.  

Å Where are my 

target 

customers? 

Å Where is it 

most convenient 

for them to buy? 

Å What is the 

easiest way for 

me to get it to 

them? 

Å Where I Will Sell It (e.g., 

Saturday Market, Farm Gate, 

WhatsApp)_______________ 

Å How I Will Get It 

There_________ 

4. 

Promotion  

How you will 

tell people 

about your 

product and 

persuade 

them to buy. 

Å How can I 

communicate 

my product's 

value? 

Å What low -cost 

methods can I 

use? 

Å What is my 

key message or 

story? 

Å My Key Message____________ 

Å My Promotion Methods (e.g., 

Word -of -mouth, WhatsApp, 

Samples, Posters) ___________ 

 

 

 

 
 

 














































































































































































