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Abstract

The micro, small and medium enterprises (MSMEs}osehas

immense potential for developing domestic linkadges rapid

sustainable industrial development to achieve irhpabstitution and
poverty reduction. It contributes 20-25% to thé®K5in most
developing countries. Thus, a healthy and vibMBMEs sector will
revamp Nigeria’s ailing economy. But in Nigeria,SMEs face
challenges that overwhelm 3 out of 4 of them eyeay, making 9 out
of 10 persons, wishing to go into business in Nigeot to eventually
start. Part of the problems of the MSMEs is latkhe materials and
fund for developing marketing approaches, which ehdecome
imperative in the country witnessing diminishingese’ markets and
growing competitive markets in the globalising emoy. Relying on
market survey in Enugu for the nature and pricescompeting
products, prices of equipment and raw materialg] gnvate sector
wages, as well as available literature and expesem this study
developed a holistic marketing approach for a sdatergent powder
product of MSME in Nigeria, which it recommended dpplication

by entrepreneurs and for replication by researcheéos help in
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stimulating the desired growth and developmenhefMISMEs sector
in the developing Nigerian economy.

| ntroduction

Industrialisation is recognized as a veritable témi economic
growth and national development. Hence, from ledejence in
1960 up to 1999, successive Nigerian governmentsbleshed
many large-scale statutory corporations and stateed
companies and parastatals, usually dependent omigifor
technologies, raw materials, machinery and spares-pahey soon
suffered fundamental problems, including defecticapital
structure, excessive bureaucratic control or imetion,
inappropriate technology, gross incompetence and
mismanagement, blatant corruption and crippling glacency
engendered by monopoly. Consequently, they begapdrate at
a loss, below installed capacity, and the governmeas
compelled to privatize them and favour private setgd economy
(Eneh, 2005).

Similarly, the Nigerian government in the mid-1980s
adopted the structural adjustment programme (SAéljcies,
which favoured the industrial sector as “the primever of the
economy”, but failed to provide the productive gadhnological
bases and to improve the investment climate piregaiin the
country. Thus, the micro, small and medium entsesr(MSMES)
sector, with high growth potential, could contriduinly 6.3% to
the GDP in 1995-99 period, as compared with 20-26%most
developing countries. The National Economic Emponent and
Development Strategy (NEEDS) adopted in 2004 reizegnthe
MSMEs sector as engines of economic growth and uiieec a
private sector-led economy, without providing thealging
environment (Federal Ministry of Industries, 19&8eh, 2005).

The MSMEs represent on the average 80-90% of
enterprises and 60-70% of domestic employmentendgwveloped
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and developing economies of the world. Thriving WEs sector
is essential for job creation, social cohesion immdvation, and it
also generates economic growth, improves workelsskind
alleviates poverty by creating self-help opportiesit for local
population groups (Ogunsanya, 2007).

In Nigeria, the overwhelming problems of the MSMEs
sector include the absence of or decaying infresira, weak
government commitment and inadequate incentivesiedlsas bad
personal traits, destructive personal attributad, @oor manpower
management. These are responsible for 3 out oSMEE dying
every year in the country. Itis, therefore, ustiandable that 9 out
of 10 persons, who wished to go into business igeh& do not
eventually get to start (Ebigbo, 2008; Eneh, 200%¢libe, 1996;
and Eze, 1999).

Part of the reasons for high morbidity rate of MSMViE
lack of developing marketing approaches, which haeeome
critical to their success in the country witnessingreat expansion
in the volume of business activities, resulting thre sellers’
markets giving way to competitive markets in thebgllising
economy. Business today faces three major chakenand
opportunities: globalization, the effects of advesmm technology,
and deregulation. Yet, many MSMEs fail to devetomarketing
approach for their products because materials ackirlg and
expert services, as well as capital, are costlyigeria (Nwokoye,
1981 and Kotler, 2004).

Relying on market survey in Enugu for the naturel an
prices of competing products, prices of equipment aaw
materials, and private sector wages, as well adadla literature
and experiences, this study developed a holisticketag
approach for a soap detergent powder product of HESIM
Nigeria. It is, therefore, recommended for appiaat by
entrepreneurs and for replication by researcherstfeer products,
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to help in stimulating the desired growth and depeient of the
MSMEs sector in the developing Nigerian economy.

Literature Review

Detergent powder can be the pulverized soap (pa@tdsoap) or
the synthetic soap powder. It has largely disglataundry
bar/tablet soaps because of its convenience ofeu@hgsolved in
water and applied). Powdered soap is cheaperttiemsynthetic
soap powder, and does not, unlike the latter, blesovear away
the materials which they wash. It is used in namhestic and
industrial cleanings of clothes, kitchen/dining enrals,
floor/walls, vehicles, conveyor systems, etc. leaos them
satisfactorily and imparts a lasting pleasant odwuthem (Eneh,
1998).

Okezie (2007) classified enterprises into micro,além
medium and large firms. A micro enterprise isrenfvith labour
size of 1-10 workers or total assets of not moentN1.5 million
(excluding land/building). A small enterprise igiran with labour
size of 11-100 workers or total assets of N1.5iamll- N50
million (excluding land/building). A medium enteige is a firm
with labour size of 101-300 workers or total ass#tBI50 million
— N200 million (excluding land/building).

Eneh (2005) observed that MSMEs are the hubbulmpf a
economy, and the strength of the five Asian Tigeesause they
have immense potential for developing domesticageés for rapid
sustainable industrial development to achieve impabstitution.
It is a healthy and vibrant MSMEs sector that widvamp
Nigeria’s ailing economy.

According to Kotler (2004), marketing is the task o
creating, promoting, and delivering goods and sesi to
consumers and businesses. It has social and malage
definitions.  Socially, marketing “delivers a higétandard of
living,” and can be defined as “a societal procéss which
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individuals and groups obtain what they need andtwiarough
creating, offering, and freely exchanging prodiantsl services of
value with others.” For a managerial definitiorarketing is “the
art of selling products”.

The marketing concept emerged in the 1950s and
challenged the preceding concepts. Instead obdupt-centred,
“make-and-sell” philosophy, we shift to a custoroentred,
“sense-and-respond” philosophy. Instead of “hugtimarketing
is “gardening.” The job is not to find the righistomers for your
product, but the right products for your customefghe chant of
the Industrial Revolution was that of the manufestuvho said,
‘This is what | make, won’'t you please buy it d&tcall of
Information Age is the customer asking, ‘This isawvh want,
won't you please make it.”” The marketing concepabout the
marketer finding out what the customer needs anodiging it at a
profit. It has been expressed in colourful waysiegting needs
profitably”, “find wants and fill them”, “love theustomers, not
the product”, “have it your way”, “you’re the boss*putting
people first”, “partners for profit”, etc.

The nascent reforms programme of the Federal
Government is, among others, moving Nigeria toigape sector-
led economy, which emphasizes the importance oftbeth and
development of MSMEs, requiringnter alia, a good marketing
approach in the developing Nigerian economy. Tihilves
planning the marketing mix making specific decisions regarding
the product, the price, the place (distributiomd &he promotion -
in order to satisfy the needs of the target makad ideally
provide the best chances of achieving the goafscslly profit,
of the marketer. Applying a good marketing apphodor a
product will likely win a differential advantage ev the less
insightful competitors in Nigeria’s developing ecomy, where the
majority of consumers easily displace a producheir priority list
(Nwokoye, 1981).
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In many MSMEs, the entrepreneur or managing diresto
often the general manager and the production marsdbee same
time. He often handles sales matters and is imebiwm pricing
decisions (Kotler, 2004). There is a sales superwvithout field
sales people, as dealers collect goods from theaopynpremises.
He is held responsible for sales and dealer reigtiorhere may be
no formal marketing research, and little or no atisiag may be
done (Nwokoye, 1981 and Kotler, 2004). Figure $hbws the
organization of an enterprise without a separaterkatiag
department.

Managing Director/Production/General Manager

Book-keepe Quality Controlle Sales Supervis

Figure 3.1:0rganisation of micro enterprise without a
separate marketing department
Source: adapted from Nwokoye (1981: 22)

Product quality is a conscious decision of the nfecturer.
A higher quality may not necessarily be higher astc especially
when product research and development is appredriaQuality
is multi-faceted, relating to, or depending on,lsta&ctors as the
quality of raw materials used, the production psscen-process
quality control, packaging or ‘dressing’, pricegtbnvironment in
which the product is displayed for buyers, prodiwtability, and
buyer's expectation and appreciation of the pradu@roduct
quality tends to be high to the extent that anyhefse factors is
good or high (Stantoet al,1994; Nwokoye, 1981).

A product should have a brand name to distingui$tom
other goods. The name should be distinctive ansly da
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pronounce, and should capture the essential prachratept. It
may be registered as a trade mark, to protectomn fluse by
competitors. Satisfied customers identify witlrgalkand verbalise
the brand name, and use it for recommendation efptioduct to
prospective patrons (Nwokoye, 1981).

The basic function of the package is to protectgiwaluct.
Hence, it must be durable so as to survive handdogng
distribution. In addition, packaging fulfils an portant
promotional function, and should be aestheticalgaping and be
distinctive enough to stand out when placed sidesiol with
competing brands on the retail shelf. It shoukbdle convenient
to handle by the customer. Package labeling, dypmart providing
certain kinds of information that may be requirgdldw, such as
net weight, volume and ingredients, may be usethbyproducer
to promote the product by inscribing a well destymeessage on
the package. By putting the company’s name onldbel, the
producer stands publicly behind his product. Taekpge size has
to be decided, noting that for certain productstipalar sizes are
most popular with certain classes of buyers. BE@n®le, hotels
favour the smallest size of toilet soap (Nwokoy@g1).

Applying product differentiation, market segmerdati
complimentary products and multibranding, the memkean cover
a broad market with a single product or a narroadpct line.
Product differentiation provides economies of s@alproduction,
and leads to streamlined inventory, which lowerst.cdut, it may
lead to over-extended product image and requires lugiget for
persuasive advertising. Market segmentation maglwe higher
costs of production diseconomies and inventory.m@lonentary
products may take to market segmentation or adgliagucts that
are complimentary, that is, used together withaheginal product.
Multibranding markets virtually identical producta different
brand names and packages, with advertising thanslainique
differences. It may involve higher costs of praic
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diseconomies and inventory, as well as high cosad¥ertising
(Stantoret al, 1994 and Nwokoye, 1981).

Price is the amount of money required to acquipecaluct
or service. It is the only component of the marigetmix that
generates revenue. Not only that others (prodplace or
distribution and promotion) generate costs, thego dkeep the
marketer more preoccupied than price does. Fatitatsnfluence
price are costs, demand, competition, and legalstcaints
(Nwokoye, 1981).

Costs set the floor below which prices should rait, f
otherwise losses will be incurred. A producer migsow the
composition and trends of his product costs — raatenmals,
wages, and equipment — in order to profitably ph¢e product.
Future costs that can be estimated are the mestarai for pricing
decision made today. Costs are grouped as fixetl (does not
vary in the short run) or direct or variable cogr{es in a short
run). Both costs are added up to get the totd| edsch is divided
by the volume of output to get average total cestymit. That is,

Average total cost per unit ~ Fixed cost + Variable cost
Volume of output

Variable or direct costs include raw materials, olah
power, sales commissions, shipping costs, royalags Since a
direct or variable cost is traceable to, and ideati with, the
making and selling of a specific product, the cittle for
determining direct or variable cost is if it woulte incurred
whether production is on or discontinued. On ttieephand, fixed
costs are incurred whether or not the enterprisdymres and sells,
and are fixed for a planning period. Examplesixéd costs are
general administrative salaries, research and dprent, general
marketing expenses, depreciation, rent, and irttgr@gments on
mortgages (Stantoet al, 1994 and Nwokoye, 1981).
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According to Nwokoye (1981), base price is the gtilce
enterprise receives at the factory door. It doesinclude any
markups or allowances needed to compensate middleime
distributing the product. It can be set by fulstdor cost-plus),
target return, marginal-cost (incremental cost) leak-even
pricing method. By full-cost pricing method, priee equal to
average total cost per unit plus profit markup argm:

Price = ATC + M

Where ATC is average total cost per unit
M is the profit markup

If M is in percentage, then:
Price = ATC (1+ M)

Where ATC is average total cost per unit
M is the profit markup percentage

In target return pricing method, the product's eris
designed to provide a predetermined return on inwest
employed in the production and marketing of thedpod. Both
costs and profit goal are based on standard voliha,is, the

volume or quantity expected to be produced ovemumber of
future years.

_ E K
P = AVC - X X
Where P is the selling price to be determined
AVC is the average unit variable cost
F is fixed standard volume to be produced
X is standard volume to be produced
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r is the profit rate desired or the rate of ret{percentage)
K is capital (total operating assets) employed.

In marginal-cost pricing method, only incremental o
variable costs are relevant. No attempt is madmter full costs,
though it is expected that some contribution be entmlvards
offsetting such costs.

P=AVC + M

Where P is price to be set
AVC is the average variable cost and
M is a contribution to offset allocated fixed cpstr unit

The break-even pricing method compares the
reasonableness of a set of prices being considerea product.
The prices being compared may have been set thithedill-cost
method with the profit markup varied.

(Fixed cost) x Price
(Price — Variable cost)

Any of the four pricing methods could be used tblsese
price for a new product. It is popular, however,identify two
contrasting pricing strategies for new product, ckhrelate to
whether the price is deliberately set high or lowsSkimming’
pricing sets the new product’s price relativelytand appeals to
the more affluent segment of the market. This ggre high
initial profits, but soon lures competition thatickly drives the
prices down, unless the skimmer has a patent ar githoduct
protection. ‘Penetration’ pricing sets a relatwklw price for the
new product in order to gain instant dominance maaket and to
build a strong long-range position of leadershipv@doye, 1981).

Break-even point (Naira)
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A discount is the opposite of markup. It is an amto
subtracted from a quoted price and typically exggdsas a
percentage of the quoted price. Whereas a marikengases the
amount a middleman gets when selling, a discouotedses the
amount he pays when buying. Demand can be retat@dicing
by considering aggregate demand, buyer-price aaceei and
price elasticity of demand. Producers usually dast or assume
an aggregated future demand and base their produatid pricing
decisions on it. Aggregate demand translates antollection of
individual buyers who have decided to accept theepasked for
the product. Hence, demand provides a ceiling heéyehich price
cannot pass, since buyers have to be willing to payated price
before a sale can be made. The producer mustfahereonsider
market acceptance in setting his product’s pridsually, there is
a range of prices that buyers are willing to pay dtasses of
products, depending on real or imaginary qualityfedence
(Nwokoye, 1981).

Price elasticity of demand measures the responssgeof
the quantity demanded of a product to a changerioe pf the
product or service; specifically, it is the percage change in
guantity demanded divided by the percentage changeice. |If
elasticity is greater than one, we have elasticateima price rise
will decrease total revenues, and a price reductdhincrease
total revenues. No marketer would want to losetauers by
asking for too high a price or sustain unneceskmy in revenues
by setting too low a price. Marketers of similalogucts use
‘comparison shopping’ to discover the going price the item.
Sometimes, however, the marketers get togethex thé price of
the product. Competitive considerations, of coudsenot always
lead to conformity in pricing; indeed a producer owlnas
successfully differentiated his brand does haveestatitude in
setting price. His price will then be higher thitwe popular price
for the item, and yet not too high as to price halhsut of the
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market. Overall, an effective approach to priciago use basic
cost computation to arrive at a price, which isnttagljusted to
meet or anticipate competition (Nwokoye, 1981).

Nwokoye (1981) submitted that distribution make®dp
physically available to buyers. It bridges the &b space and
time between production and use or consumptiondiséibution
channel is the combination of institutions throughich a
producer markets his products to the ultimate huyefrhese
institutions are middlemen, like wholesalers, disttors, retailers
and agents. Figure 3.2 shows alternative disiobhuthannels.

PRODUCER
A B C D
Agent
v v
Wholesale Wholesale
* *
Retaile Retaile Retéler
A A \ 4 A4
CONSUMER

Figure 3.2 Alternative distribution channels
Source: Nwokoye (1981: 134)

The producer using channel A sells directly to the
consumers. He may have sales people knocking tdedoor to
peddle the product, or an established network oblhwhowned
retail outlets. The producer using channel B reaclihe
consumers through the retailer. The producer usimnnel C
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reaches the consumers through the retailer viavkiwdesaler. The
producer using channel D reaches the consumersighrohe

retailer via the wholesaler c/o the agent. Chanital and B),

which have one or no middleman are called totalpstipor

corporate channels, while channels C and D, whiste hmore than
one middleman are called indirect channels (Nwokdg81: 134;
Okafor, 1995).

Each of the participants in a channel representsrgosite
of activities or functions which are performed tostjfy his
inclusion in the channel. The producer usually leyg different
channels simultaneously in order to reach diffetarget markets.
Sometimes, however, for reasons such as greateikemar
penetration, a number of channels may be usedatthrthe same
target market, and the channels are, therefore, petny.
Consumer channels sell mostly finished products,ereds
industrial channels feature a large proportion @i rmaterials,
semi-finished products, and component parts (Nwekad981;
Okafor, 1995).

Wholesalers sell in bulk to other resellers, suxhetailers,
but do not sell in any significant amount to finadnsumers.
Merchant wholesalers take title to the goods thayyc that is,
they bear the risk of ownership. Retailers selfital consumers
only. They also bear the risk of inventory owngrshRetailers in
Nigeria include street hawkers, traders, kiosk afmes, and
shopkeepers who typically occupy a front room ofesidential
building and deal in convenience general goods @nodisions.
There are also departmental stores, supermarkets, aod
motorcycle dealers, and petrol filling stations.

Agents are those middlemen who do not take titl¢ht
goods they deal in. They make contacts, buy atdasel receive
commission from their principals. They includelisgl agents,
manufacturers’ representatives, commission mershant
merchandise brokers, auction companies, importféxpgents,
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purchasing agents, and resident buyers. Fromdim pf view of
the  manufacturer, selling agents and manufacturers
representatives are the most important middlenteelling agents
usually provide all the selling activities needeg B small
manufacturer — pricing, selling, advertising — &@hdle the entire
output of their principals. In short, the selliagent offers the
small manufacturer a complete sales organizatioa eglatively
low cost. He is used in industries, where produrcis seasonal or
where the individual manufacturers are small, witnited
financial resources and widely scattered markéanufacturers’
agents or representatives act as independent saldemthe firms
they represent. An agent may represent a numbeantifacturers
of related but non-competing product lines, andibes not handle
the entire output of any principal. Manufactureegjents are
frequently used in thinly populated markets in whgolicitation
costs are high (Nwokoye, 1981; Okafor, 1995).

Distribution can be viewed as a strategic manaleria
system, since it is one component of the markatirg Thus, all
the distribution decisions — choice of channelsstriiutor
selection, logistics, etc. — are made to be cassisvith the other
aspects of the marketing programme for the prodEot. example,
a high quality, high priced product may be seleyivdistributed
through a limited number of outlets. Physical rdisttion or
logistics is concerned with the efficient movemehtaw materials
from sources to the factory, and finished prod@iis the end of
the production line to the customers. It involdesnsportation,
inventory, warehousing and communications actisitie The
inadequacies of marketing systems of developingqi@ties are
most glaring in the area of physical distributionRampant
distribution ‘bottlenecks’, arising from poorly pided basic
infrastructure, add to inflation due to insufficiesupply of
essential commodities in relation to demand. Watde micro
enterprises cannot afford warehousing and alterestto public
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means of physical distribution (Nwokoye, 1981). trEpreneurial
marketing is used by most companies started byiohals, before
they progress to formulated marketing (Kotler, 2004

All the skills and quality built into a product dog
manufacturing can be rubbished if adequate car®tiexercised
during delivery to consumers. Product must be kahdnd
transported under conditions that minimize detation,
contamination, spoilage or breakage. Four compgsnesf
promotional programme are advertising, sales prammppersonal
selling and public relations. Advertising is anyrrh of non-
personal communication through the mass mediagtgid for by
an identified sponsor. Together with sales proomtipersonal
selling, publicity and public relations, it formiset promotional or
communications programme of the marketer. Whileedising is
a campaign that lasts for a long time, sales prmmois any
activity that is used to stimulate sales of a pobdar service and
usually occurring once or over a limited periodtiofe. Personal
selling refers to the use of salesmen in pushipgpduct or service
(Nwokoye, 1981).

Publicity is information about a company and itegurcts
that is conveyed to the public by the mass med@alme such
information is newsworthy and the company pays ingttior it.
Public relations efforts of the marketer are conedrwith building
and maintaining good relations with special publissich as
customers and the public at large. Such imagdibgilmay use
advertising as a tool. The four components of pitoonal
programme are not used in isolation. For instaadeertising may
be used to support personal selling (Nwokoye, 1981)

Nigerian economy is still in the early industriglesand true
mass production, and its attendant mass advertimiangs to the
future. Essential commodities are relatively seant Nigeria.
There is doubt about the usefulness of advertisifige producer is
able to dispose of his output without much prommdiceffort, and

39



Sustainable Human Development Review, Vol.1, Segtember 2009

some of them do not embark on usually expensiveréiding at
all (Nwokoye, 1981).

Holistic Marketing Approach for MSMES in
Nigeria

Product

Production needs to comply with good manufacturprgctice

(GMP) prescribed by the National Agency for Foodl @drug

Administration and Control (NAFDAC) established Dgcree No.

15 of 1993 as amended by Decree No. 19 of 1999nsure,

among others, that food and drug products are sdielesome

and nutritive, and that health of the consumegzagected. GMP
ensures that production follow standard manufactuprocess and
in-process quality control in suitable premiseshwatppropriate
equipment, sanitation and hygiene practices, qadlipersonnel,

and proper documentation (Eneh, 2007).

A wise location of a project considers the avallgbiof
raw materials, equipment and spare-parts and ssrvitecessary
infrastructure (access roads, electricity or poweater, etc.),
cheap labour, and market for the finished produ€he Eastern
Nigeria Industrial Estate at No. 30 Zik Avenue, UnvEnugu
provides appropriate accommodation for the projectt is
accessible and has the industrial building strestuto let) with
electricity and pipe-borne water. The estate o the industrial
cluster atmosphere, containing:

» palm kernel oil expelling industries that will emswa constant
supply of the oil needed for the soap powder prodocat
competitive prices;

* soap equipment fabricating engineering companiesufaply
and service the equipment at short notices; and
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* cheap labour associated with the army of unemployed

graduates and school leavers parading the indusstate in
search of jobs.

The Onitsha market — the largest market in Westafr is
only an hour-drive for sourcing the chemical rawtenials for the
soap powder production, as well as for the evacnaif finished
product, if need be. The space needs to be pasii into 8
apartments for administrative section, raw matestate, finished
product store, packages store, equipment storeak cilmom,
factory, and toilet. The section for administratieffices needs to
be subdivided into various offices for the staff oflevant
departments and sub-departments, while the factpace also
needs to be subdivided into production apartmerdt quality
control laboratory, with appropriate equipment puat place
(Appendix V).

The prospective employees need to be sought threoigie
private employment bureaus in the said estate. odsartium of
human resources managers will be contracted toviete them for
recruitment and orientation. The proposed comjuosibf the
initial staff, qualifications, duties and wages areAppendix II.

Figure 3.3 shows the organizational chart of a dgipi
MSME.

Board of Directors

General/Production Manager

Quality Controller Sales Supervisor Technical Consultant

Receptionist Driver Lab attendant Production Assistants

Figure 3.3Typical MSME organisational chart
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The standard of operation (SOP), to be drafted Hey t
General Manager in collaboration with the Technicahsultant,
will guide production and administration of the enptrise. It
contains the specifications for standard manufagjyprocess and
in-process quality control, equipment, sanitationd ahygiene
practices, personnel and welfare guide, and madginlicies.

Two hundred and fifty (250) grammes of the whit@yso
powder detergent product will be packaged in a sparent
cellophane sachet with shouting golden yellow grioft the name
of the product Trust Detergent Powder), directions for use (also
illustrated in diagrams because of illiterate costcs) and the
name and address of the manufacturers, throughvgnajects the
catchy white colour of the product. This refletit® originality
and confidence of the product and dispels all dowssociated
with the alternative opaque and costlier packagstimased for
competing products. Fifty (50) sachets of the pgekl products
will be arranged in a carton for safe haulage, ldgment and
advertisement. Other necessary inscriptions forketemg and
legal purposes will be made on the carton. A demds to be
struck with reliable raw material sources and msalarpackages
and labels within and around Enugu.

The production plan is described in Appendix I.itidh
capacity will be maintained in the first year, dadin the second
year and quadrupled in the third year, with coroesiing increases
in staff strength, raw materials, and introductioh advert to
support the increased output.

Pricing

Detergent powder products of similar packs sellN@0O. Ninety
naira (N90) is recommended for the product, asretpation price
that will surely gain instant dominance over thempeting

products and build a strong long-range positioteaflership. The
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combination of superior quality and catchy packagt lower
price will have a penetrating effect and markesnogcess.

Place (Distribution) and Sales

The Dogaman Marketing Agency, a reputable and exmpezd
marketing company, is on ground in Enugu for digppsthe
output on contract. Its outdoor salesmen travelltd&ey parts of
Nigeria. From experience, this aggressive margetiatfit soon
acquires a sufficient market share for productiwithe first three
months. The product will be sold to the agency &0.K0 per
sachet.

Promotion

To compliment the efforts of the Marketing Agennyedia (radio)
advertising will be used to maintain peak saletha second and
third years with 100% incremental output. Its ded is

N200,000.00.

Conclusion and Recommendations

The growth and development of the MSMEs sectorclviig the
engine of socio-economic growth and national dewalent in
developed and developing economies, need to beilstied and
encouraged in Nigeria. One of the ways to do tBisthe
development and application of holistic marketipgpraches for
MSMEs products for effective marketing in the gllibag
economy in which the sellers’ markets is fast cgvin for
competitive markets.

This work, which relied on market survey in Enugu the
nature and prices of competing products, pricesquiipment and
raw materials, and private sector wages, as wellwaslable
literature and experiences, has attempted to devaldolistic
marketing approach for the detergent powder prodadISMEs
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in Nigeria. It addressed the specific objectivedeteloping the
marketing mix for the product.

The enterprise in this work has pioneer 7 or 8fsiafli N5
million initial set-up capital. Therefore, it qifeés for micro enterprise
(10 or less employees or up to N1.5 million assetzcluding
land/building) and small enterprise (11-100 empésyer N1.5 million -
N50 million assets, excluding land/building). ¢o® grows into medium
enterprise.

Specifically, the enterprise engages idle N5m and 7-8
unemployed persons within the first year. It théwoubles its
employment to 14 and 28 persons in the second landl years
respectively. It churns out a whooping N17.9 moilliprofit at the
end of the third year.

The calculated payback period is 0.095 years, sigpwiat
the loan could be repaid in less than 1.2 montier the actual
repayment of the loan and its 3-year interest l{tmjaN6.7
million), a balance of N11.2 million (see Appendiiy will be left
from the profit. This is a brilliant performancerfan enterprise
that will also provide jobs for tens of indirect ployees in raw
materials and finished product sales lines.

This study fills the gap of scarce materials onealigping a
holistic marketing approach for MSMEs in the depahg
Nigerian economy. It certainly will be a treasute the
entrepreneur and an encouragement for the estaiadighof soap
detergent powder production and similar enterpriskswill also
constitute the basis for researchers to replicdie holistic
marketing approach for other products and stimullage growth
and development of MSMEs in Nigeria now moving frpomblic
to private sector-led economyt is, therefore, recommended for
application by entrepreneurs and for replicatiorrésearchers.
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Appendices

Appendix |: Production Plan

From the perceived level of relative scarcity ofsesdial

commodities in Nigeria, no amount of the product saturate the
local and potential external markets. Constraiogdimited fund

usually available to MSMEs, however, an economigdpction

will start with an annual output of 190,080 units250-gramme
packs, to be doubled the following year. In thedttyear, the
second year’s output will be doubled, with the esgpient of the
media advertising to carry each production boostathly. This is

possible by ploughing back the profit previouslyd®a The initial

staff strength/pay and the technical consultantiigead will be

maintained.

For the production enterprise working for 9 hou8san-5
pm) Monday through Friday and 5 hours (8/10 am{if3) on
Saturday with the stated workforce, an averagelobdtches per
week can be conveniently undertaken. Four wor&-teeeks are
reserved every year for group annual leave fostalif during the
popular Christmas and New Year period (Decembeu&ls),
leaving a balance of 48 effective weeks in the yeargive 528
batches x 360 sachets of 250g, to give 190,080etadh the first
year. In all, 6.5 metric tons of caustic soda,Mdiric tons of soda
ash, 175 drums of p.k.o., 10 drums (20-litre) afyme, 50 drums
of water, 100,000 cellophane packages, and 2,006nsawill be
consumed in the first year. Double these quastitidl be needed
for the operation in the second year, while founes these
guantities will be needed the third year. (Detaiisfinances are in
Appendices Il and 1V.)
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Appendix I1:

Proposed Qualifications, Duties and
Wages of Pioneer Staff

S/No | Designatio Qualifications Duties Annual wages
n
1. General/ B.Sc./HND in Industrial Chemistry Planning, organizing] N500,000.00
Production | or Microbiology or Food Science directing and
Manager or Biochemistry or Nutrition.| controlling the
Must have cognate experience ane@nterprise’s operations
the drive and charisma to manage
the staff under him to achieve
desired goals.
2. Quality OND in Chemical/Laboratory Quality control | N240,000.00
Controller Technology. Must have cognateanalyses of the ra
experience in quality contrgl materials, in-process$
analyses. and finished product.
3. Production | WASSSC Assisting inl N120,000.00
Assistants production.
4. Laboratory | Credit pass in Chemistry in Assisting in quality| N120,000.00
Attendan WASSSCE contro
5. Sales OND in Marketing/Accounting. Al Liaising with  the | N240,000.00
Supervisor/ | sharp, sugar-tongued young persoMarketing  Agency,
Accountant | with marketing/accounting pay wages and keep
experience. the accounting records
of the enterprise.
6. Cleaner/Recf WASSSC. A young female Processing and N120,000.00
eptionist proficient in word processing. keeping records
receiving visitors and
keeping the
establishment clean.
7. Driver. ‘E’ driving licence with al Taking charge off N240,000.00
minimum of 5-year experience. physical distribution
and logistics of the
enterprise
8. Technical B.Sc. and M.Sc. Industrigl To advise and tq N100,000.00
consultant | Chemistry. With expertise in ensure that the projegt
soapy-related field and a minimumsucceeds.
of 8-year experience in sodp
production and marketing
enterprise.
Total annual wages N1,680,000.00
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Appendix 11 Current  Market  Prices of
Equipment and Raw Materials
Equipment
1. Fermenting tank (200-litre drum) N &0
2. Heater (Gas burner, complete set with

gas/cylinder and 200-litre drum) 22,000.00
3. Mixer (200-litre drum) 6,000.00
4. Stirrers (improvised, wooden) -
5. Cellophane spread (changed regularly) or

soap dryer (per yard) 50.00
6. Grinder 40,000.00
6. Sieve 600.00
7. Sealing machine N3,500.00
8. Computer with accessories 80,000.00
9. Furniture, fixtures and fittings 2000000
10.  Water tank and fittings 20,000.00
11. Annual rent N60,000.00
12. Vehicle (fairly used van) 400,000.00
Raw materials
1. Caustic soda N96,000 per metric ton
2. Soda ash N50,000 per metric
3. Palm kernel oil (pko) N44,400 per drum
4. Perfume N20,000 per 20-litre drum
5. Water N50 per drum
6. Cellophane package 50 kobo
7. Empty carton N30

Appendix 1V: Estimated Capital Expenditure

Equipment

1.

2 No. Fermenting tanks (200-litre drum)
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@ N6,000 N12,000.00
2. Heater (Gas burner complete set with

gas/cylinder and 200-litre drum) 22,000.00
3. Mixer (200-litre drum) 6,000.00
4. Stirrers (improvised, wooden) -
5. Cellophane spread (changed regularly) or soap

Dryer 10,000.00
6 Grinder 40,000.00
6. 5 No. Sieve @ N600 3,000.00
7. 2 no. sealing machine @ N3,500 7@mO.
8 Computer with accessories 80,000.00
9. Furniture, fixtures and fittings 200,00m.
10.  Water tank and fittings 20,000.00
11. 2-year rent @ N60,000 120,000.00
12.  Vehicle (fairly used) 400,000.00

Total 920,000.00

Working Capital (3 Months)
1. 1.625 metric tons (65 x 25-kg bags) of

caustic soda @ N96,000/tonne N156,000.00
2. 1.125 (22.5 x 50-kg bags) metric tonnes of

soda ash @ 50,000/tonne 56,250.00
3. 43.75 drums of p.k.0o. @ N44,400 1,942,500.00
4. 2.5 drums (20-litre) of perfume @ 20,000/

Drum 50,000.00
5. 12.5 drums of water @ N50 625.00
6. 100,000 cellophane packages @ NO.5 12,500.00
7. 500 cartons @ N30 15,000.00
8. Wages 420,000.00
9. Utilities 30,000.00
10. Marketing Agency’s fee/discount 1,425,600.00

Total 4,108,475.00
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Initial Set-up Capital 5,028,475.00
Annual Operating Expenses 16,433,900.00
Expected Sales Output

Year 1 (N'000) Year2 (N'000) Year 3 (N’000)

Sales 11,404.8 22,809.6 45,619.2
Cash flow projection (1% 3 Years)
Cash inflow:

Year 1 (N'000) Year 2 (N'000) Year 3 (N'000)

Loans and capital 5,028.475 21,964.7975 5BX5475

Sales 11,404.8 22,809.6 45,619.2

Total 16,433.275 44,774.3975 84,571.45475
Cash outflow:
Fixed assets 920.0 - -
Working capital 16,433.9 32,867.8 65,735.6

Equipment repairs,
10 % loan interest,
10 % contingency,

20% depreciation  2,442.238 1,941.4 1,944.4
Total 19,796.138 34,709.2 66,680.0
Cash surplus  (3,362.863) 10,065.1975 17,891.25475

Payback period

Payback period depreciable fixed investment in an asset

gross annual profit

= _N920,000 = 0.095 years
N9,659,931.6
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Appendix V: Factory L ayout
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