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About this SME Toolkit
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This document has been jointly prepared by the Department of Small and Medium
Enterprise Development of Ministry of Industry and GIZ to provide practical guid-
ance to entrepreneurs in successful business management. SMEs and entrepre-
neurship drive the growth of Myanmar’s economy and are also important for the
operations of larger companies.
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The Government of Myanmar supports the development of SMEs and encourages
SMEs to grow in a sustainable way. Promoting SMEs and entrepreneurs with viable

business models means promoting inclusive growth and shared prosperity within
Myanmar.
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The toolkit is targeting both, entrepreneurs who seek to realize a new business idea
and the management of an existing SME. Hereby, the toolkit will systematically
support entrepreneurs in analyzing their business model by demonstrating success-
ful approaches and practical tools that help build a successful business. This toolkit
is providing an introduction to a range of relevant topics of business management.
It provides an SME entrepreneur with the right keywords, concepts and lessons to
undertake further self-study.
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Please enjoy reading and contact your nearest SME Agency for any further assis-
tance, questions or comments.
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1. Definition of Small and Medium-Sized

Enterprises
oIl 3600200153005 BigeeErdeSigpiel 328¢luSetadqod

The SME Development Law 2015 defines the ways in which the Government of
Myanmar is supporting SMEs and contains a definition of an SME:
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Table 1: Definition of an SME according to Ministry of Industry

Small Business Medium

Business

1. Manufacturing Industry |

Number of Employees <50 51-300 <50 51-300

Capital investment (million kyats) <500 501 - 1000
2. Labour-intensive / Contract Manufacturing

Number of Employees <300 301-600

Capital investment (million kyats) <500 501 - 1000
3. Wholesale business

Number of employees <30 31-60

Annual turnover (million kyats) <100 101 - 300
4. Retail business

Number of employees <30 31-60

Annual turnover (million kyats) <50 51 -100
5. Service business

Number of employees <30 31-100

Annual turnover (million kyats) <100 101 - 200
6. Other businesses

Number of employees <30 31-60

Annual turnover (million kyats) <50 51 -100

(Source: SME Development Law 2015)
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If your company is an SME, you can enjoy a range of support services by
Ministry of Industry.
88cp6e& mgaBend 20600:00:5$8 3000DBigIeEERGCE:006q0 [§6dlon
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It is noteworthy that a significant number of enterprises in Myanmar are microenter-
prises: Such businesses (e.g. roadside stalls, teashops) typically have only a small
number of staff and only sell products or provide services locally. Although the SME
Development Law does not specifically define microenterprises, it is important to
highlight that this toolkit is also helpful to also these smallest enterprises.

The SME Law can be download at;
www.smedevelopmentcenter.gov.mm/sites/default/files/Law%20Minibook%28Eng%2BMyan
%29%2823.11.2015%29 _0.pdf

[g§e08E¢6 Bsreqeradcsimagpiown Facodondigieqerpdesigp: (Micro-entreprises) [g[o3
20p003  2003[gBeScd3a50laopdi  powrsmigE codgpiopespliesgeam  &dCeficadqps
aQuodqpdedlyp: ©20p0030E GuSayC 0§codimaspdicoSomdl: [godagtieqragadogt
o ;mSogodieepliqgtis 0Seeony coigigp: [gapdloadloopdn [gS$er§Eeel saeonien:
$Ca000500: Begnseep C0SCEqps [Gpee; poescpl sacudondigniaepapdesigpiod 2a8dlud




gCaBoog:  ©§eooeeoodupd:  LOPCLNHEORANYEIZROES[EE  Baenicudedizom
Bagzeqrradesigp: 3030500p5 006E0HBE:w 35600005350y GoSEASGLRdI
260005C IS BigegErROCsip: (SME) poesod Download qua8Ceoon Link of
63200503¢ eedlgaonsdloopdi

www.smedevelopmentcenter.gov.mm/sites/default/files/Law%20Minibook%28Eng%2BMyan
2%029%2823.11.2015%29 0.pdf

2. Success Factors for an SME

18260050058 30000500:82g026 R 0C S2qP:320R05630C[YC
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To do business successfully, an entrepreneur always needs to consider both, (1) the
internal strength of the company and its business model and (2) the external condi-
tions that the company is facing.
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o1 cpdeeio€adudsmiomged (internal strength) $¢ S:gzeqerptod&add (Business Model)
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The most essential factors for success of an SME and any company are shown and
explained below:
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Figure 1: Success Factors for an SME
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Success

Facto Understanding of the Market and External Business Environment ...
.
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... means to know the supply and demand for the products and services that your
SME is offering as well as the constraints that your company is facing.

BcBoopden 88l 36aioi$Eaa00000% (SME) Bieqrrodesion eepligeseon 0
0gdigpest 0§ee0Caypsel 0udcaan: (supply) $& eepCiada: (demand) 0303 a8§oonigs

B0 88cpdesicl qEadlojeogesqeom M§a00dgIEd BSeal ggpodcopds  §:0pd
9060260l05002:6¢[gdladI

The market environment is a complex system in which your SME needs to operate
and e.g. to negotiate the price or terms with suppliers and buyers. Your SME is facing
the threat of competing companies offering the same product or service already,
however also new competitors may enter the market or e.g. cheaper low-quality
substitute products may enter the market.
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The external environment refers to all the factors, developments and risks that your
SME is exposed to when conducting business. What happens, if a new law is passed

that affects your business? How is a rice miller in Yangon affected by a flood in
Ayeyarwaddy Region?

[gEoo§ioyC/lg€usselgsees (External Environment) ao0pSen 88cpdess copdoodapdade

650D [Jecgen§eomn 0300058 Braongyps cpdesiesntes: [fopeodteomn sw§

2000sgPi5C F[gpeac(ogpCionepigp: 330:00:03 qdpgS:dloopdi

poedi 183cpdcsimned :0300056epode[gbeodEeom pueaz060dY [J5rEdnda)3a4l
d3m0Ee00deapgdedl conducdi eepoadodtieanjfien  eqr&idigecy [§o
ed o328l g§mnSewaopboodeseomn sosomdmed mudadzandEooodespadegecy
§$Eo0cdI

In this toolkit, the model of “The Five Forces” by the economist Michael Porter will be
introduced to you and your SME colleagues for systematically understanding the
market conditions. In addition, the tool of the PESTEL analysis will allow you to map
out all the external major factors that may affect your business. Kindly see Chapter 3.

0 )C00560R30:q03p00RE Gomneus0pIgE Michael Porter ¢l “sasane § " b (The
Five Forces Model) o3 8o5s00560:00:e0[gd(8t cpbesiqlap: $¢ SigneqapdesdndEondyp:
:e5[g¢ 88cvocsisicqrapodsacgeacsypizacioptio’d osdodoy oic0pdancoepd [gbdl
20p01 PESTEL 0368l6o0n 908:069505:008:3201g¢ 88c05ciiemnad saofpooodespadeeoy
§es600 38mlgEusaeiogpEionepigps (External Enviroment) 320:00:03 gpegesd00050onde
codlcobedi ads0s:00¢36[0E:03 320: (p) 0g€eondrndewdlgoomdloogd

Success
Factor Customer Orientation ...
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... means to align all activities and strategies of your SME with the needs and de-
mands of the customer. A customer-centric approach is required for any SME that is
aiming at being successful in the long run through market orientation.

Bc8a0pben 02:05:000361 336909 gPHOSdsmigpistanpd 88SMEcGCSel cpdeaont
qodqps(activities) $Eeumquan(strategy)smadiod §Eo3003E ceorEgod[gt: [§odloodi
eqraRodeomEiadyzacdod [gpdsopdieaonigadeudgls (Market Orientation) ©ooeoC ceqEd

e20[gEuq§deom SME oBE: on:odsangpiaan: Bio0pde) Bigieepapdale qSc8eabdloop

Does the customer really require your product or service? How will the customer util-
ize the product and how can your SME support the customer in making better use of
the product or service? There is barely a point for an SME to produce a good that no
one needs or likes or to offer a service that is not demanded.

88mr&0gpds Beunad 08680aEagPIn? 0:00:0ngP:Eaes[E 320500005 332668 . conu 88
p§0gd: 0SeaCegP:od enxadiopgPiFesgE ILOdadgloocdi Exadi0pEPId8 30
g odp&:dgn a%8o00500e0es S8cvicsio wpdaBmoBeudocdi SME cvdcsionde
326598 0pdopadiondeomndoyg vadmabeomn Bewdd o[ edsdaondeomn mHSugod:
006903 0005005[gE: Juwpod vEesontecugli§: pda3EeseacoypCie§SEdl

In this toolkit, the chapter on marketing explains different tools of market analysis
and market research to help your SME understand the existing and future demand
and customer needs better. Kindly see Section 5.3.

o)orspdeiegrapodgpeglgéontgls 32e8:03¢ 83SMEMGCSel cond§sensnnodoudadsms
022092004 P2eId30g05qP: ©20p00303  3ds0sc0pdoneomediodameogs 33005 30dy|
§Caom egpapae0siodenoa[gl: (market analysis) $¢ 6gEoR0d2060008(g|RO[E: (Mar-

ket research) spdscobigpod qEscutiesdlgaondloopdi odsodicbigpiad 398t §.0 0p¢
S00500056] 3260028050058 Edoopd

Success 3

Factor Technology and Innovation ...
SEERS TR seSi0ppg8 oBogleofiany
sacfopEionepigp:

... means to utilize state-of-the-art or new approaches in the development, delivery
and marketing of your product or service.

ShcoopSyn B8cnfopes ofoorch ofssonbaqpioh cooSeoSobEEs BRGRE: 58 oapopcd
speglgEont[gls 020p5[g¢ cwSadEepogt odionnde|pE:deseom 6o0d5$E3a08 $ob:pmgps
505105042 030005 BrNOREA3EGspS:0004P0? 3200:qgCigodloopdi
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Technology hereby refers to the way, means and tools to generate your product or
service. Can your SME reach your customers better through a website to advertise
your products or services or are channels such as Facebook, Viber or personal calls
more appropriate to maintain a good and trustful relationship with your customers?
Is the machinery and equipment used in your SME delivering outputs of similar quality
to your international competitors?

$25:0000832000¢0 88peiel ap§ogods a3ewrod 0sesonCagp: codEO3iepagE F20d:
[gieoo $5:008sqpa 6a00gaddgp: $E 0EES:3§uadHggod0d qdpgs:cloogdi

poeni 88mr&0gd: a30w0d 08§680aCeeP:ad 00538 (website) ¢ Facebook o3a3eom
gz s00da30deqprubialopCigpie  GloPlegE o22d:0pgPd8  ESRE:BEEScoc:
a300r05 Viber ©o0s0&e0050300[gCs  cpaBudadusieondeeondagudfgl: ooopdSodan 83
onx0d:00  customer gpiod  38eomCigSeom  soodsdeen  uimgpdaqpiod  aB8:086:8E3
208600503  $p0:008:60mE[gdEE0cmn 88pdesip Fodgeseom oodusePgPse
00503§ongpraneep  §EE000a005005eepEgRICondygpel mr&ogodieaqpdecagigp:
2000207 [§0e8nE00cdpe0§Eaocms

Innovation means to carry out the processes in your SME in a new way. In an ideal
scenario a technologically highly specialized SME may develop and protect a tech-
nological innovation through intellectual property protection (IPP). SMEs in Myanmar
may however also protect trademarks, hence well-known brands of Myanmar SMEs.
Relevant in the context of Myanmar is also the expression of a “frugal innovation” or
a “catch-up innovation”:

0309C808:00869a30000¢0 88 SMECRGCE:03 $05:0068006000q0[g¢ pEo3Eesontgadlgldyd
Oloopdi 326070E:00:306532000:000960  32008[GE5p520pI300:q6$6000 SMECRGCE:0069
265[98 $p520p00B0gEe05:0089000q0 6wdpad(G PaLgES:BERE (intellectual proper-
ty) [g& =p0mza0305q0p002:8EAl00N [g§e§EE SMEaECSigpiogEaonds cnlaodypieom
SME op&ogdsqpeell 0980805:300050060500 (trademarks) [§& 020a3008Edo0pS “eoyo:
o30gEq (Frugal innovation)” o8ewr0b “8[gé:cB0gCe (catch-up innovation)” o3encops [g&ep
Bageqe $05005038: efgEaesyp: $¢ 2005a3EG{AloodN

e A frugal innovation is the development of a technology that significantly sim-
plifies or reduces the costs of an existing innovation. In the context of Myan-
mar, a challenge for innovative practice may be the still low purchasing
power of the population. The process of simplifying a technologically ad-
vanced product to make it affordable or usable in a rural context of Myan-
mar appears to be an important opportunity for SME entrepreneurs from
Myanmar.

o 908gaB0gCq(frugal innovation) s32005en BoglfBioom: $pd:0p00d903 388:qC:
0gudopeane  Buwpod  mSoyedaded  Badomamengpogogieeant  cobeod
0300E[gEs [gbAloopdi [gSwn8Eemnesanconiang dBoglansiondoopd 3260p30yE (4o

edongs BSealgoodown 8E&omegpiel  0udupadsg8Egd: (Purchasing Power)
32550016598 [9OAlo0pd 20e08[4Esp0:0p00005MEMD903  38gEuts cgudanp
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e A catch-up innovation refers to “copying” an existing, but currently unavail-
able technology, product or service to Myanmar. SME entrepreneurs from
Myanmar can learn about the products and services in other countries and
to bring these to customers in Myanmar. A catch-up innovation means more
than to imitate a product or service in Myanmar - often a main challenge is to
customize the product to the needs or requirements of Myanmar buyers.

o §[gé:oBogly (catch-up Innovation) o [g8w8EEoRE cLodonGO ©EOREE:ED
copds §[Gsoons $p5:0p001 0rS0gESIgP: Beupod 0esCHYPY “cruCREEENERE:”
o383030laopbi SME cobesiqEqpion 3a[gpedleqpie orsogpds Bovndd o§esonty
qpeod Geoem(Ge [9§e0§EE§ om:0d:0p customer gpzadad 2005ee0nE80500560:8E
Cloopdi 8[g6:0BogE[glsadepog mrSugad:s Bewrdd 0§6800Egodead GdoRcdad
00[gC:§jreupodad [g§wronodangpisi c33a0qi0dgpist dBodpdesnt [gEeofusads
Go2qe0 [§500[gE 20905328§0005lo0pd

In this toolkit, examples for the use of technology and innovation in e.g. reaching out
to customers and to improving business processes will be provided. Kindly see Sec-
tion 5.5.

$5:0p005E0509C08:00d0gp:  3padgioonieamn  poedgPdcpd:  ondrnderdjgeo:d
2001

P0G 100:09220GP:AdCVONCVE:B6EMEl cSc§c0d00daqp: 03:00050068:E
$05:0p0sC 0Boglensiandagp: 322%4gd 020pd[gEad 329§t 6. 905 soodLBdEYAN
005g8 oo

Success
Factor Competitive Advantage ...

0pPC8E4 san000g/0b....

... means that an SME should have a competitive advantage to be able to sustain its
operations in the marketplace in the long run. The term “competitive advantage”
hereby means that your SME shows superior performance relative to competitors of
the industry or relative to the industry average.

B8l SMEpOCS:00693065[9¢ Gqa30530038:03¢ 6eg0a500R08EqSea0305 vpdRIE
§Eqamiomged (competitive advantage) 00699§o0CAo0pdI “wPBIESEY  30s000g0d”

Bepogt cvdesionm/cedesie (industry) 320380 3agpeiConadeRdes: gpicondaduuncd
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H[grcpdess  ooam/cpdeSiogpiel  g6iqgdieaonadypiaond 88cdecsion  JuSomags
6omEig&e00 vEn3ESEGE:G[QE: [§0loopdi

Along with the international opening of Myanmar, it is increasingly important that
Myanmar SME define and expand their competitive advantage.

[4§e08E¢eNBegnieapaopd §EE000ma3 coslgEadadoond [gSer SME cpbeSigpisaes|gEoopds
8803l 0oB[GIE8EGma0m:000g0dgPiad 60da050005¢05(8: S8amieomtiamnesmt (b

3;0:0908@61% @c%sgeq:@:mcﬂwp_su

Two particular types of competitive advantage can be distinguished:

I o A JEL N G

Competitive Advantage

Cost Advantage Differentiation Advantage
opSoofod sazomnged aoodmSandnie axt000g05
e A similar product or service is ¢ The product or service offered is
offered at a lower price that can be unique so that customers are ready
maintained due to e.g. lower costs in to pay an additional price premium
a sustainable way. for it.

Figure 2: Types of Competitive Advantages

m26d ddongpezaogodomom(g§ad(gt:
Cost Advantage 0p$030805 320:0008)05
e A similar product or service is offered at a lower price that can be maintained due to
e.g lower costs in a sustainable way
o Do) 0p§ogod:s Bewdd 0§eanagpa’ [GEondypiond  egpgsi§oongd
eepCaeo:dEaloogdi
powdI 10p§09:a005EEO§IHN3 H[FaordomeaME 8500288 e (g
Differentiation Advantage 00:(g:e0§:000¢ 3202000805
e The product or service offered is unique so that customers are ready to pay an addi-
tional price premium for it.

15



o p§0gd: 9800rdd 0§ee0EGaRS reoroagra0pdBe000ogP: fogiE odsadiongp:
o 6qreomCieosdidas oselgplordh
The determination of a sustainable competitive advantage of an SME is closely

linked to its value chain - either the enterprise has managed e.g. to establish effi-
cient internal processes or to build up a strong brand in Myanmar or beyond.

SME cpbc$i00d9el [GI€onad3a6al ceqpdsm:amngndijgbeocansgadoopd codesiw 80e83
Qlgepdeseom 00§8:0p8:e005 (Value Chain) $& s00505¢fesdloogd

poeoi 183cpbesipe  rsoptindesiod  (internal  processes)  gpiadeepadgIfes(gt:
aJewnod 8E&optsomem [godumedd §Ewo0pd mpEm0cdodadd (brand) 00d90d 0ood
caonod[ges

In this toolkit, approaches and tools for Myanmar SME to gain a sustainable competi-
tive advantage through cost leadership or differentiation will be presented. Kindly
see Chapter 4 and Section 5.5.

330613208+ (5).6) 03C [§56o8EE SME codeSeqpizncnnd opsadodde: S:eeonlq (cost
leadership) 9800p0d mSogpdtoadgpiendiondy (differentiation) gqpilgé eqqESood0dG0m
0odBE8CY 3:0m0qI0503 q§eopd dindspdigpisC $pdscubigp: 03E005Nd Grya

Success

Factor An Efficient Value Chain ...

g&2ee008qpdlgpduaopd 0o§B:mpEieond....

... means that the operations of a Myanmar SME are optimized so that a product of
required quality and quantity can be produced.

[4§608E¢§ SME cpbe§iondeei codesicopboodegp:ad [gEonCeemntgodlgllyé cdsabeom
2643203055 [gpd8600032qp532603:4PH 3¢ 0PS0gRB:08903 CABRENEW [gdloodi

In order to transform raw materials or semi-finished inputs into a final product, differ-
ent departments need to perform primary value adding activities as shown in the
value chain model of Michael Porter:

P§[MG:gpz aJewnod  [opsdsasolanSeqpgp:  (semi-finished inputs) sa0: 2pGgPo00S
PS0gpd3a[gd 32938e[pE:dq$ Michael Porter ¢l 00§3:038:000506 (Value Chain Model)

03€ew5[qoo:00p02003E: 2s0¢aod c0&3dgodgodarndesiqpiad ceontgodes c8saddloogdi
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Primary Activities

Inbt_)u pd Operations Outpognd Marketing Saniee
Logistics Logistics & Sales
Firm Infrastructure Human Resource Management
Procurement Technology

Support Activities
(Source: Strategic Management Insight)

Figure 3: Value Chain Model of Michael Porter

¢ Inbound Logistics are required for the procurement of inputs for the produc-
tion process.

o 0p8§a00dcpdalgdod (production process) 820305 or&[o3Gi0gRSigp:/agCiampyp:
0050998 PE[M6:06800E:64:050 (inbound logistics) c83a63loopdi

e Operations departments typically handle the majority of value-adding steps
performed in the company.

o pOcSiopduodagsypien Gessgs 008ddgdaadgEontoopd sasodyp: (Value-
adding steps) 03 3280002t 02080 GaoEgadqOlaodi

e Outbound Logistics are required to deliver the product from the location of
production in the SME to the customer.

*  SMEcpScggpionpSiepesepescop cpodmpfogdigpicy erahiogosal [gadepogt
c0pd: op&ogodiyslgjreapCsqq 056 (outbound logistics) c82a63loopd

e Marketing and Sales activities are equally core activities of the company and
essential for the company in the interaction with its customers, in the differen-
tiation from its competitors and establishment of a brand and the generation
of revenues.

o ododopgp: & 0860300590[gls  [GEonodgpinbesigpicond  oodepieant
6e00Cgod[gCs 0p83000505e860069 aopdeamndgls oéeggpeglgtiadst soododes
Gom eEapodepeglatist seeeplgEont[gl: (marketing and sales) coSesaqpeoopd
c0pd: 88 SME cpdee/angaBenognd onsionmeeeagdlecmn uCenpbesigp: [gdloopd

o Even for SMEs that are not primarily delivering services, the offer of services
accompanying the product is essential (e.g. after-sale services, hotline, han-
dling of warranty claims).

o 88006csimn 0CaBudoMuINYE 086e0CGYP:e0esEaD SME codesigp: ©upOd
20p003¢ mEugRdimacgmdrupds 0§eantecuis sacnEaeaE030laodN
powdi 16epEigIEd0H0pd  0EE53RND  G§NHHNN0Y  KSeeCGYPHgCRSeLLgCs
266860l Goggsiqs 0005808088000t 3200d2003¢E: c[gqEieaonigodeogta

In addition to the primary activities immediately linked to the product or service of-

fered, supportive functions (typically mentioned in connection to “overhead costs”)
are required to be carried out in an enterprise e.g. by separate departments. This
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may in particular concern the functions procurement, technology or research and
development (R&D), human resource development and firm infrastructure or ICT.

BegmseeppdeSigpiznes(g 880psognds a3uwpod 08eemnleusé odaddoducdonddeamn ule
6e00Cgodg|EdgpEomem “a3ud8mdonsoyefodyp:” (overhead costs) 3agd qobpg§iecyd
G0 BefepsgPsyp:d), 3960000930p6VsGE; Ga0EgEdIEdYP: 83350ladN

powdn 199€:320:900009[gE: (procurement) $o5:0p0 Jewrod apec0ssE § [Bees (Re-
search & Development) cpgb:aans3aqCimn[qdd [Geee (Human Resource Development) $&
c06c8:adCep Ie[gdmacaonndas) (Firm Infrastructure) o3eopod aoonEeoodogudeqespds
0p0 (ICT) 0205 Befgrpdeqdqpegddlaogdi

This toolkit will enable an entrepreneur to closely understand the value chain of his /
her SME and will refer to Porter’s value chain model in the context of determining
incurred costs along the production process and of understanding or improving the
organisational structure of the SME. Kindly see Section 5.2.

2002005800500 SMEAROCS:00003es000gpieaes[9E S8SMECRGCE:el 00§8:038:0005
(Value Chain) secfoppC:od  3850:00p00060m06005 (gl 0P$0c5woe  [gbod
oneagpPod cpSoododgp: 0gedqodepar Michael Porter el 00§3:03C:00050603 o3:om0:
05238 E00880pdn SME cpdesigpaai §,0p0:04p203 3850:0000q8 93000 ddeomEigsesnt
6656800ENEEQS 320E: §). ) 038 32600:80580050005 GES[goo:Olaodl

Success

Factor 6 A Sound Business Plan ...

cané(géeq: G co8:9§2003 06c§: 3830 ...

@GCCDOE:O)GTJ:

... Is not only required for a start-up, but equally relevant to an existing SME. Typically,
in a larger company that has been operational already for a longer period of time,
the initial business plan has already been transformed into regular and more sophis-
ticated planning procedures. Many SMEs in Myanmar, however, may have never
prepared a business plan or formulated a comprehensive business strategy.

comEigsoopdandeandanod (Business Plan)oopd 00oEaptodund codcsioodypizaogod
20000 O§OpSLCdESEa SMECROCSigP:Eacgedopds c83560lo0pd deSamiye oo
oo pdeSiopdoodemndBieon mgBodionded, sdeqEedoon:anpd crdesieadmod
0m00pd: 9e§00p5[86e0pdesigpist 360g3a(0jgCaqodeamn viCsieBaaodgpP3a(gd
320986[gpC:cd003Al0pdn  2Beaddcpd: [4§e§Cee SMEsagPipen codcsimdeodonded
(Business Plan) 9300p0od  90056dICidaopdagiodienioon:ond  cpdesieumy)umnondgd
(Business Strategy)o? eqgagaondgEs o§eoocon

Business plans may have very different structures and a different scope for every en-
terprise. A business plan may be used to consider all aspects of a venture, to adjust

18



the strategy of the enterprise or to be shared with a bank or investor to obtain fi-
nancing.

c05c8:3298:08:61 ECE:38300¢PI0R¢ ©orRB8038005:0gPisC AP[gpieamn apdeisuduud
qp2 §00053l00p51 oSesieadanopeanondy (Business Plan) o Bigieqrrodcsiaodonds
RS  qeoonedide  c0pdogtiopionigfencgndeasdropdicoms  crdeswumgj
(strategy) o3 [g€soCaqpagqfeondcopbieomts mmheeqragqoun(gt: $¢ q:8{gosopgpicde
egelogcopdoagpigfes 000503320305 3208 SEkadN

This toolkit will focus on the most essential steps in business planning and will present
to SME entrepreneurs the helpful model of the so called “Business Model Canvas”.
The Business Model Canvas can be considered a very brief summary of the business
plan of your SME. Kindly see Chapter 4.

20):9)006:098003003C  SMEpOCSiqEqpa0305  36000058007[gbeocom  CvOCcs:=ad
2000 cqzag[aS: (Business Planning) &l 3a6epas(03:00: 20808qpa? “c0besi00pdeemnndgdd
(Business Model Canvas)” 3265[g¢ 90082 (G) 03¢ sa600:80dewdlgaonidloopdi GE:” cpdess
00p5680005g0d Canvas” 03BESMEcpOCS:el cpdesisndenod3509|035(gd ©odupSEilaadi

3. The Market and External Environment of an
SME

oI SME 6gpaRodst [gCoosiont/[gCosclgsses

An SME is not operating in the marketplace alone: The enterprise is required e.g. to
interact with suppliers and customers, hence actors in its market environment, and is
also subject to different factors in its external environment.

SME c06c8:00092005 6gpogadogt  0068:03c0pSucdarda3Casgtieunodol powsmyé
005c8:000900058656000  GgEAR0Y0S:IEoRE  Fa[gp:dlo€rrdadCopgpigdeonn opsogads
GosogCsongns  (suppliers) 1 o0:0d:ongp: ©20p003$¢  ABeogeondadese[d [gCoonsoyte
s6jopEionepaadpdjEesn0503e cpdodEaes|mgSs [gddloopdi

The following diagram illustrates the external factors and market stakeholders im-
pacting the success of the enterprise:

c06c§i00d9  eanllgElgdogsigmed  saojpandeepadedearn  [yEosseloppCionepigpist
GQERMO$E0NBEGo 30 pdi:0050005e00550500  (market  stakeholders)  gp:
26[opE:0d 68200566gdAdRE eudlgeosaonidloogdi
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Firm infrastoucture Human Resource Management
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Technologi- Environmen- Legal Factors
cal Factors taol Foctors ¢ )

Figure 4: Systematic Overview - Factors in the Market and External Environment of an Enterprise

In this chapter, two tools for SMEs to analyze the market environment and external
business environment, i.e. Porter’s Five Forces and PESTEL, will be introduced.

0093308:03C SME pOcSiqpiancgnd eqrogodosioniE/eqragodssclgsses (market environ-
ment) $& [gCuBsgieeposioqCodnd [g6Bodlgp§Caomspdicds | 930003 805005 eudlg
Goz00:dloopdi GE:03en Porter ol 8:3:0 (§)) § $C PESTEL 03[gdolaogdi

The enterprise (illustrated within the blue Enterprise area) may cover a narrow or
wide scope of the respective value chain. In particular smaller family-run businesses
tend to focus - due to their size - on only a limited number of production steps or are
only active in a limited geographic area.

00p8 sagpeeplfyé [gooooneom cpbofisudoud (Enterprise area) Bsgseqerodc§saopd
2005a3EpansBininadel  oqdielplicomn  Boopod mEdfgseomn  pdesisduuda?
§P5pg$2002:0l0001 3200:00[gE B000:p3E wOeicadgpien GEodel CROCSizagudssonizag
$200§320005§[g8s 0780805200050 EG280EM 052005689 aJewrcd 20odeddsudelgesao

32§),0E000 pOBE[gE:§e§ozdloopdu

The “Five Forces Model” (illustrated within the red Market Environment area) will help
Myanmar SMEs to systematically map out and analyze the relevant market actors
immediate engaged with your SME (i.e. suppliers and customers). Furthermore, the
model will support your enterprise in realizihng and monitoring common key chal-
lenges on the market.
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¢0gC =a8eeplge [gooconoop) eqrogaboiogeudocd (market environment) 85§C:gn
"3a8a:9 § §pdd” (Five Forces Model) o3 qpdpg§sesdlgoodloopdi egeagadaaogtant 88
SMEpScSiss 03058050300500003Cas006p: (098[036:e0:038:006pesE @2ad:0pgps ©0000
[56) BcBosboooy csdonddy 3[g6:805(p[u$Eas seecmrndmam [gdeodc86updn ddmelyé
88cpdesimas(gCaopd: eqpopadort [gdedleseom 38mdSeslggpiad  §o:opbooeom
edlo5[G: conglogpdecpam(gqpigcpdftas saconadaany [gR kb

The PESTEL analysis (illustrated within the green External Environment area) is useful
tool to remind SMEs of important other external conditions (e.g. legal changes) that
your enterprise may be exposed to.

00p8 3286:eepE[gE [gooconeom [gEunsiogscbodd (External Environment area) 8ad&:wn
PESTEL s0§:08600000603 qpdpp8:dloopdi 88 SMEwOcS:st 0360p088E[G: qpbesanognd
26eg3005008C03  mafgpyomafgmcsyp:  (powdn  poesmee|plimcd)  03adeom
F6[oxpE:00epigP:o? 2003000:860qS 05:2:eEH00DqE §00:006:00865[gdOladI

Understanding the Market Environment: Porter’s Five Forces
.01 egEopodosioyCeaclopt:  §o:opboocomedndgl:  (Porter @i
28310 (§)) )

In this section, the “Five Forces Model” of the economist Michael Porter for an analy-
sis of the market environment will be presented. In the model, essential stakeholders
such as customers, suppliers and any other companies (possibly) selling to the same
customers are included. The Five Forces Model refers to five threats that that an SME
is facing (see below illustration).

BagzeqropngC Michael Porter ¢l “salaone § §pdd” (Five Forces Model) o eqiogod
oSsonasclopl: s0s:0be0o0mepopt =:aX{g8CeS wogmesiopl eudgoonidlaophi o
Model o3¢ ofgdecscopdagiodonqepd 3a0fEBigscondadopgpigdeam  exsadiongps
(customers)i op&[ogieosagsongps(suppliers) 88c0bcsisC Gw0d00000n ©20d:0pGPE0?
eepliqieseomn 3afgpiopgaR(company) gp: do€oloopdbn 3a8emse § §rodedoopden SME
c05c&:0009365(9¢ qE3E[PYeogesq0005 [Bo:efepady § §rod qpdprsiogts [gbdloogdi
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Threat of
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Bargaining power existing Bargaining power
of suppliers competitors of buyers

Threat of substitute

products or services

(Source: Chartered Global Management Accountant)

Figure 5: Five Forces Model of Michael Porter

Bargaining Power of Suppliers o?$@8:/o?$ogés
Gu20RC:opgPIGI GaE§ &3S C:8EQ0:

For carrying out production, most SMEs will need to procure input factors (i.e. raw
materials, other semi-finished inputs) from suppliers. An SME needs to consider its ne-
gotiation position towards its supplier:

P$0g5:0005000epoRE  SMEcGCEsaagpio0nd  dp§ugodicoagiopgpicde  (0r&[0g6:
0gRdigp: $& [opi3ae0Canseqpapiaad) a3Ciamipgpid 0dureeamntigs d2a0dloopd
SME c06c§:00693065(9¢ 885E005a300003E@0m 0p§loaés/ansogds cusagson (supplier)
qpesC oqS:88E:q0pd 326530000:03 05:02:000:9582063l0051

How many different suppliers of input factors does your enterprise use? Does your
SME have access to an alternative supplier and are your staff comparing prices to
procure in the most affordable way? What is your relationship with suppliers? Are
contracts made to secure access to affordable inputs for your SME on a longer-term
basis? How flexible is your enterprise, if it would need to switch to another supplier?
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88elicpdesioopd ag8:amip/mn§[mGieui0gtian onudermndypigpiad 3odgEanod: esqdl
20031 B8SMEpSeSs0005 safgpieoon 098:330:0/mS§[mbie0t0gEiangp: 0300pd: cordpd:8(S:
880§005sgpzoopdcopd:  eqpgSiqPiodSEiondfs  3000500ed55gE  vuSupdloocuns
§[m6:e02038:00gp: $¢ 88033alo: soodedEeE 0LO3iloocd 88 SME cvbe§iza0305
a&s3mmipgpod cofengpeomeqigs omaogpSlopgr 0udurg§esseoz05 ergdqdedoon:
Oloocosn 3a[gpcn§[m36:e02038:0p0008:am02 G[PE:d F203ges B0l 88cpbesioopd
Qé(ﬁlsgog cg&crm%é]wn\)u

Bargaining Power of Buyers

0050PAGE0520p0¢P:e1 s S:0dSC:8EQ0:

As part of a customer-centric business model of your SME, the buyers are highly im-
portant actors in the market environment. It is essential for your SME to understand
though, if rather your enterprise or actually the buyers of your products or services
have strong bargaining power. Should the buyer have a choice of a range of similar
or identical products and your enterprise not have an established and well-known
brand, the buyers may be in the position to negotiate the purchase price down to
their favour.

88 SME cpbeSiel 02:ad200003g8gaieqpdd 0od9mes(ge udunsaeuiopgpion  GgERd
0&soqi€op sacgSaneelopyp: [§6A0pdI88cR0csimn cags:38E:8C08: §oocun: afuwrod
880p§0gdesC 08§6900CeeP:ad 0SLPSIEGLIPEPI GY§SI8C:8EQd: foocon: 020pd
[§E0B03 SME cobe§emnasgé a3 s:c0pdiconiqfadzadoloogd on:adtonsa0305 sofjssaonion
gregegdosp 080goSiqpsegiC a300p0d 88apdesiel mpEse0a503a8bwy craBypiat:
o§eoo:qIC 0udaagpian 88mSogndigpin? &0l Bod[R05eqe0d8Ea0d saesaaco: fes
§Elo0pbi

How many buyers of your products are there? Is your SME directly in contact with the
final consumers or only negotiating with powerful distributors? Which other similar or
identical products may buyers choose from? How unique is your product?

880p§0gdig:ad 0ud0PEELH a0udEELIOSYPiP: oloocdn 88 SME codesion on:adian
qp2ad3d BodqodeepEagoocons afewrad 3aCamioRenioopd [gS§ee cpdesigpie ooeod
eepCaqeomelopt [g§§eapstomn p38E:0 [grpdgoocms vudopsmicuopgpzacsiy 8803
pSogpdisCaofopeon a8ewpad oooodmpdimean Safgpiegigudoepyp: §esiloocon 88
p$0g05:q, oogooepige 00[gdEEecdi

Rivalry among Existing Competitors (Industry Rivalry)

comd§GEnmdgpszefop:  [GEBCy  (qpbeimansaogt:
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opfEq)

A major factor in determining the current situation of your business is to consider the
current level of competition. How many companies are providing an identical prod-
uct in the marketplace? Who are your main competitors and which specific cus-
tomer groups may they target? What is currently and in the long run the competitive
advantage of your firm over competitors?

88cpbesie cond§zac[gsecszacdl 38m Foed:32(§0560:00p036Pe0
cood§ojecgesqeon [GEade32908d [30dloopdn egpagadondea oncobonpSimgeans
pS0gpdigp: 0odEEEPE:qIE$GEI MIEARFEE0R05 005G 8861 280
BEoncdeogan onudoneog[ydfe ooudentadiapmndegp:ia’ [GEonadqpian egqudqiand(m
Oloocdi  coodoneamst  eggEdomeogpigé  [GEonodapbesigpimed  88cvbeksa
£E:05920:0009105603 9206033l

Threat of New Entrants C\PE)C$:O.)6qp:Gﬁ @889@)0&72

Even if there may currently not be a high level of competition in your industry, other
enterprises may enter the market and compete with your SME. Generally, any prof-
itable industry will attract new entrants to the market. In addition, the market situa-
tion in Myanmar may at times be misleading for an enterprise - seemingly niche
markets for SMEs to fill are available in any industry. However, it strongly needs to be
considered by SMEs that such market niches or gaps might be filed by e.g. a well-
established and experienced international or local company that just has not yet
expanded its operations to all parts of Myanmar.

c005006enaRE 88cpdesinnd :GE2adE oqpie00:a0piodE egprrRndad CvSesaodyp:
oCeepodonff: 88cpoesist  sa[GE[gdangEilaogdi  suoopugEyE  3a[godsagsiecmn
005c§:napadEioopd cpdesiaodyp: 0EeepodameaNt 8§eeoEonoda0pdbi adsalgl [gSen
8EEeqraR05326[geaes000 piCsnPma08:08:03 SME cpdeigp: 0Ceepodarda3Est
2008 eqrogodeudyp: §oedl[gEielot Bignieernpdesiondemaognd ooslondopé sscolenieo
8E3oobi

aeo0d  eBdleqranodss  83a0qodgpiaopd  §€w(Bisacogsaodfoonieorn  §E¢oom
aRe0p0d [gpdogBicpbosionbegon [ghenibionptigiol eqragrdqoptar safhopes(gs:
copds [gdesfCalopEs SME Bsgmieapapdesigpizncs|yC sacoomqpodiongs c8a6dloodi

How likely do you think it is that a larger company may enter the market that you
are operating in? How likely may it be that another entrepreneur may just copy your
business model and may establish a similar shop next-door? What are the barriers
currently preventing other competitors from entering the market? How can your SME
react, when a new company is entering the market to remain successful and profit-
able?

24



88cpbaBeanntygadeseomn egpapodad cpemB(03:00099 0ESEDRS sz wpdy|
§Cloocdi safgpspdesigqondBion 88el Sxgnieqddod dopongGs 88e3E38:00508:0qEaz¢E
C0GEPOIREn3EERY Fa0023c ©dQ{AOSI CLTdoEANARE GaENRA5S voleepPad
cnCesmnd 02088:608002:6000 30MEFERGORM 0PGORSI (WOCE:0OEIM GaEaR0D
a3 o€eepodamaopdzndl 88cndesisl cood§esnCglast =:o[godaagsind vpdad o88:86:

ooo:.%&gcﬁu

Threat of Substitute Products or Services

200:03:0pS0PodsC 05es00CGyP:el [§osefepody

The sales prospect of your SME may not only decline, because a new competing
product of similar quality and with similar features is introduced (e.g. Alpine Water vs.
Other Water). Instead, at times customers may choose a different product at the
same occasion though (e.g. tea vs. coffee). For instance, e.g. price-sensitive cus-
tomers may choose to take a bus or train instead of a flight, so that an airline is - for
certain customer segments - in fact competing with railway or bus companies. How
easy is it for customers to replace your product or service by a substitute? Which in
fact are possible substitutes for your products or services?

88 SME cpbcsiel mpSognds adewnod 0Seeonly eepliaaisaconizacon (sales prospect)
eaqpogjenfglien 88mSogpd: saqpdmneagisé solopcomamgpieon  SafgrinSogod:
qped [GConodapdesiondypion egpagadopt dodsodlgsgespCigeongtsacom: 0nde
adeloPpé eurcdeo (powd Alpine Gomadeaos & Fa§Emeenion 3afgPieandeq &GP
o09londopE  exadiopgpoopd o[l SafepinsogEbindE (pued VeSS &
6n58)  oBegegudonnd(oydloopdi  egnndaodpoey b9y  eqEgsisaed ogSonodeam
onxads00qpe  (price-sensitive customers) soeslgE ofpoiqs GrOOPIEN:  3D0DBO:
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elopCic8io0pd  32e3dlo0:00:00300300305  Ssqoont Bewrcd oSdomE mIgABEPEsE
009[GEq a0 02:08:00qPiza0905 886l mrS0gnd: Bewpod 0§eeoEeaopd Falgpieam
Sogods 0§eaonlagpist ©pdgigudonen 2022038 88mrsogadigps aJewrod
086800CqqP:0? gudmngd 3200:03:8E200d F26pPeoRMN 9206RC3I

3.1. Understanding the External Environment: PESTEL 9. [g€o
00d0S:0Ca06[gEres306d] Bsncd[gt: _ PESTEL
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The PESTEL analysis is a key tool for an enterprise to understand a comprehensive set
of external factors. Typically, enterprises often only consider changes in the market
conditions (see Five Forces Model) instead of considering the influence of legal fac-
tors (e.g. passing of stricter laws and regulations in the industry) and environmental
factors (e.g. effects of climate change on microfinance companies in Myanmar).
Nonetheless, a successful enterprise is to monitor at least the most basic develop-
ments in the external environment not to be surprised by important changes.

PESTEL 0$:00603 cpdc&:0009320305 [gComacfompEionepiqpezacdl [gpddgn so:copbeo
8Eqfm0R0d $0:0580069[g03200g 8l GusagE SMEcpOcSigpien (32839
(9)§E022q) egpogad elplicdy saegEaesgpPidon copdagtioponiecrd: pueseesep
se[opCionepigpa  00020000908:03E8Ep  3aeloPpCronepigpr 02PN  vodsnE
BEepmncfgzncs qgbidiaqp:od copdogtiodienianyedordh
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PESTEL is an acronym for a tool helping your team consider (e.g. in a brainstorming
session) all relevant possible factors in the external environment of the SME. PESTEL
stands for Political, Economical, Social, Technological, Environmental and Legal Fac-
tors. In dependence on the business model, possibly other factors may be added
(e.g. an international dimension etc.)

PESTEL &320p5¢n [q€oudbofiogCe 88 SME cpbcSis c00dadEeom sacloppCionepigp:
30200103 3835332005:3209E: 05s02:05:005(036p0oRE (powd brinstroming session) 336a005
Hoplgbeocon $05:05861 20036005 3268l 36 [g6dloopSi PESTEL ¢o Political (§Eeqg)
Economic (&gozes]:)l Social (cpgesg) Technoligical (§p_5:opj>)| Environmental (200200
0d50§:qC)  Legal (poeseqesp) saclopionepigpin?d qdpRsidloopd Bgteqedd (Busi-
ness Model) 3260l 0oopSe) safgpesaclogpCionepigps (puwn §EEomomeeep geaont 0a0pd
Fa6{oypEionepigp:) 03000: (40058 Edoopd

<>

How may the government, government policy or e.g. directions in the international
relations of Myanmar affect your SME?

38261 32:q0AI3 930005 [g§e0§EEa §EEommeonSedeqEdtap Sionpbagpioopd 88 SME
3260 0005c8§jr 3203z00056epadg §oon§Edaocdi
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How would a general economic downturn or an economic boom affect the way
how your company is doing business? What effects would e.g. a change in the for-
eign exchange rate have on your input procurement or sales?

:2eaReoy Sieqroyeoigyp: 9Bewcd BigeeEdieepcongypioond 88cpdes: copduddy
06360 0005c8§jE 3203F005eepady §8EADI

poeni 1§E&fepragadapudsss 3a6[pCizacdelopé 0r§038:onEogtiy a30wod eeplazm:
3260 003§z sa0fpr00deapadgqp: foorsEaocdi

<

What is the social situation of your customers? How may their needs and demands
change, when their social or socio-economic situation changes? How would
changes in the education level of your customers, their access to information via ICT
or e.g. gradual changes in traditions and cultural norms affect your business?

886w0H20pd60Rq, Wesedd3ac[gEacs 90uddilaocd snodcicnueas Buwpod Bigsee;
Lefgeacsyp: 6lgpcada0pdsnsl cdeadgedyp: 0udadsmigp: wpdaBegpt: cdo8Eloocdi
886w0H0pdgPiel VPIGEE3PeEI 2000E0050gudGEEsES: VPDEODEOE CpOREl 00DE:

290530005qupA3{ECe cfgpCirdognioymrdl adewrod eerRadidyPisC PG IIdSSIyP:

oolgpSs{gpbsegpEicdameamelopt 838:gnieepapdesizacdl vpSadeom ok 0adepady
qp2 §oon§Edlaocdi

<>

Which technological innovations (e.g. drone delivery, automation) may affect your business in a

positive or negative way? How is your enterprise positioned in utilizing state-of-the-art technol-

ogy?

Qé&)é §ézog>o3098m$:w6ﬁqpoaé 888:@:%}:&980%33@6& GUD&U%{:@SGO%SOQCB
o%euPorS e@:aﬁu:@ﬁe.ﬁ&oocﬁu 880\?8o$::13é G.§’)08€X°P:G(3T o?.ésog_,nqp:rﬁ 3;0?:@%803@
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Which environmental issues are dominant in Myanmar or may directly affect your business or any
other actors on your market covered? Which environmental initiatives are driven by the Govern-
ment or by civil society / environmental conservation groups in the surroundings of your enter-
prise? Which technologies may now be available to enhance the environmental sustainability of

your business?

[45e08Ee03¢ 6pbadeam aoomouodoioytadlep [gooosrgpiod qEedtqero§dloocd 33gd
qPdloocdn oBgooogogp:aopd 88cpbesimed 0305grdad8058Edloocma 88cpba3teso)
eqrogodoRt safgpiean doCapbadtesopgpizaed 088058Elaocme 88cpbes:s qpba3E

66000 00D0S:yCBEp CDMfgReP:e3830dYP0Y 28q dJewdd =q0DAD =G,
2005 00905203Ea06:086:668308 qPe3acs[g¢  DieeodCapdadE[glsgogdloocn woeadl

88cpbcsisladleonn 200m00050§:03C03 6gPOa05:086:8EqS 00udc8sodipmgp: §SE

OloocSi
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Legal and regulatory may be the most sudden and often most disruptive changes to an enterprise.
Which laws and regulations are currently proposed or already discussed in parliament that may
affect your business? How can your SME then become compliant with the new laws and regula-

tions?

p0e35C 0pdigdiopdimbigpsaopd vOCE:0H9320305 QodonqEd[yostelg $¢ BYadsdsog
P g6co8leon mme[plimcd b9 (468N coodoeanogd 88cvdeisaadl
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4. Business Planning and Management of an SME

Gl 0OCS:308300DeeEa3[gt: $¢ SME cvOc§iondend 86
083[C:

4 1. Introduction of the Tool of the Business Model Canvas
G.oIBe2eaEaR0CSi00 derdeaEa3epogt 30adHg|aepdspdi0biypPidoda0nd

The Business Model Canvas allows an entrepreneur and the management of an existing SME to
develop or sharpen a success strategy for the enterprise, to visualize it or to understand the work
of the company better.

c05c§:0000680005¢08 (Business Model Canvas) 2005 g§3:08098pbesiqlss coadq SME
006c§:BosFes00qPiEcR0d vdcsieamntgles; wumguNMBd GqEadepopt adewrod
383:607mE:630E  6800EgrdepoRE 88cpdesiad dsnscopdoneomediodameogs opd
02800

The Business Model Canvas is a brief snapshot or summary of a more comprehensive
"Business Plan". The formulation of an actual business plan may take long time, while
the Business Model Canvas allows e.g. the management of the SME to allow identify
strategic issues and strategic opportunities in a much shorter time. Nonetheless, the
Business Model Canvas is by no means a replacement for a full business plan - it,
however, is a good first step in the process of the development of a business plan.

It is essential for any SME entrepreneur to follow a strategy when running a business.
Ideally, all activities of the company are aligned with this strategy and all relevant
staff are aware of the principles of this strategy of the SME.

005c§:000068000560b/Brgieqrropdocdedd (Business Model Canvas) 20pd “cwbcSsaad
200" (Business Plan) 0od9ei 325690[gbo0pdn cpocs:38300p000903 cepalqs saqS [op
8E620500p5: 0OC§:000068000560d 20550332098 20090056EH000d §EJ0Rd

poedi ISME 86083004qpieacg0d  cumyjuayeom  Sa[0Rkongooosogpist oMo

alepodeagCancudigp: 03ag$033003E:66500008E[gEx

005c§:000068000560d0m [Glgpddeoocrocsizadaeopods ©upode0:ea05ud: CvoCs:
32820000009  cedodeqEdalgdodel  comlySeomocoumsotomElgl:  [gddloopd
0050005 32600:00:5E200dEROCEg8S:BoaCandesiglesd  qpOCSi008903 cvRduod
2000208l c805§268008grdas 820066000 wuMq|LIPS[gddlapdl sacnaIgE 886l cpess
6e00CgrdeaMind:o0pd  ABeumqusCadodBB:  0058Ep  §codizMIeYEND
aBpdcSieumgjomel 326[gde0303 a8§s:00pbee[gddlaopd
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The Business Model Canvas should be concise and only visualize the key elements of the strat-
egy of the SME so that the business model of the company is presentable e.g. in a workshop

setting. The following figure illustrates the structure of the Business Model Canvas.

880p6c§:00p568000590603 qEiuligrerdjgaon§tes apoesionpdeamnndeddum aydrod
qCzc0€: 208G cumgjudl 328m3gIPdZNdGP30 Gaogpesdlgaotdloogd

poen i 188cpdeel pdesionpbesmadedd (Business Model Canvas) 03 32000§eag:65:0
op¢ on€lyeagiegiata

c06c§:0000680005¢08 (Business Model Canvas) 613 0p5:00363200503E 6w5goodloncdi

BUSINESS MODEL CANVAS

cp5c§:0000680005000
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Key Customer
Activities Relationships
Key Value Customer
Partners Propositions Segments
Key Resources Channels @
Cost Structure Revenve Streams

Figure 6: Structure of the Business Model Canvas

28m C\980$:803(9(ﬁqps (Key Partners)

For any enterprise, it is important to be aware of the value existing and potential partnerships with
other enterprises (and potentially individuals such as sales agents). Under the category of key
partners also suppliers, consultants and other service providers of the enterprise are to be consid-
ered. Partners for your SME can be found inside and outside of Myanmar e.g. by attending net-
working events, via the associations of the sector etc.

opdo0piBsieqg qpbcioad VS Bodudieqrrdesigp: & sacdEaCNgeomd
8050a58:gneqrodesigp: (3aeeptiadudonapudypiayadeon 0odB:qC:odcdyp:) ol 0053:
o3 2003[g8es 3e6qE03:0l0op5I 32800805005005cE:qpinqCiopt mr&logdiogds cuiogtson
qpa 33(0jeusopgps $& 3afgpieon 0SeeonEecuipgPIndopd: copdogtiodiontqdlepdt 88
SME 006320305 8a50mdapdesigp:a’ [qodagimnamem $¢ [gobosEeqpiogaod: gpeg
6Rd§ oo

P0G IDE3BA30  220C:F!FgPe 000¢  GoREdJIed:Isgp:  (networking  events)
Calepletales BIcE ST
In some cases, an enterprise may for instance save costs by collaborating with a more specialized

partner company as compared to internally maintaining staff for the respective task. In addition, an

enterprise may on a regular or case-by-case basis work with a consulting firm to enhance its
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business model, to deliver a certain task for a client etc. Overall, partners add value to your en-
terprise by optimizing the way how tasks are carried out, by adding resources (e.g. investment),
additional capacity and competencies etc. Wherever appropriate, an enterprise should seek to
formalize the relationship with partners to be sure that there is really a shared and common un-
derstanding of the cooperation (e.g. signature of a contract or Memorandum of Understanding
(MoU)).

20§, 0989 pOC§i089a0p5 2005BEPIREEPZREd vS0GgP: OGS 226
0603€e0[gEi0005 GE:3006320305 380G 2acnigRba3teseonn Bodwadmgad

00695¢ VH3EBE[FE[GE crSoqofodgp: eaqRgREepdigbiloogti BemlgE Bsyieeg
c05c8:0009365(q¢  88cIB:2eq:0003EG00 (Business model) 2380&[gEonEes cw0d
2000 00688320305 03009903 GeEYadGLIS 020000330305 F[JeVIROCE000903
doS[gdeol 3326q0530305(gbeo ¢2:q6:pda3ESEaandn Felparg cvdesdaduadypis
88 SME &l cv003Eee008grdeddn’ 3d[gConteolgls 3aqC:3a[gdqpgpdaaddatg: (pown
qC:84q640) pOa3ELCRE:sC 0apbmaqCiqpoodediEgEont[gl: ofgE 88cpbesiod onsd:
000500600la0R01 Bsgieaprpdesiondomes|gE colengpHoocd predieanngodaqp: [gapd
pogt 9dsmiopdo0comonde coxdes CoCEBadendgpis soodedeqnd  ooepinl(yd
63208 [gjapdao&dlonedi

powdI 1006CS: 20600REgY0 9JewPod sn:odemgSagn (MoU) eqeaddgts

In this field of the Business Model Canvas answer at least the following questions:
006c§:0000680005¢0d (Business Model Canvas) 61 0092a8E:038 Gamaddlewsgsgpaa:
qC:coCimeogs 326000053207[g0lc86epd

v" Who are the key partners of your enterprise? 880?80,(%:@% 28030560d C\?80$gqum
0053p603[gdecsH

v" How are the partners connected with your enterprise (e.g. franchise, contractual service
agreement, joint venture)? 88(\?80$:§§ 80&905(\380%.%(3 805(905@80%3%30?) eéa%
§odsocSecdi (poedn apdes: cpddEetaeudats v§esmty 206omopBedg|dI koD
0:cAICs[gs)

v' What is the key contribution of the different partners to the success of your company (e.g.
financial resources for a new project, specific technology)? 880?%)019) 88(‘\980%
eand[geapenagnd 3adjEgEeoo 8056050dcsigp:el 380 36omadzam(gIgePio?
oaplelonlqy)
powi 186038:3000000920305 age[eeqC3a(gdl $p5:0p00q 50N

v' How are your partners included in your business model? 380 C\980$:<°3Q5036

805005@80&4{):0% oocﬁcf’ec}é ooéog&eﬁo%ocﬁooozmcﬁu
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v How dependent are you on partners or on one specific partner? 80S(9(73(\PSC$:qp:

0300705 805605000c 1000993360 88cvocS i S8k 88es000dI

32800 pOEaoEYONEP: (Key Activities)

Any enterprise is carrying out primary activities (see Chapter 2, Success Factor 5) for adding
value (i.e. delivering a product or service) and requires internal support activities as explained in
the value chain model.

Be2eqErn0cSi09C:0000 mS0gnd: 00050RA[E: aJewrod vSeemEaaugts odel 0o§3gE
o08q§mR0d vlopdeamntyodyp: (30§t | o esml[geqezaclopCionep: § §i) o3
6e008god[m3q[8t 008823000500 (Value Chain model) o3¢ §Eqoon:da0pdeaadEs cvoes:
08 $82e 6e00CgEdgOdgPILRd: Ad33260ladI

In this field of the Business Model Canvas answer at least the following questions:

c&c&:00p5680005¢06 (Business Model Canvas) ol wo9=a3E:03¢ e3m0ddlewigSiqpiaan:
qC:08:006068 32600005307[gI0lc8Gepd

v Which key primary and support activiies are conducted in your enterprise?

88cpbcsmnogls  900dad§jEedmmoicodesieamnomyp: 5, $8:eqE3cpOgps
¢a00Egod[m3dlaocdi

v" Which activites are carried out in direct interaction with the customer?
05pEeEiee00E oGP 020d:00GP: $E B05§800580 Gaongoddloocdi

v How are the activites carried out helping the enterprise generate revenues?

cp&c$:mogcﬁc>8@gqaogqoogﬁ :2600005307[g0e06om  qpdeSieeontomngpa’

wcﬁc@oeoo&gcﬁ@wcﬁu

:39800(73]6000 89618889@&1[): (Key Resources)

An enterprise does not only require financial resources to perform a task, to deliver a product or

service to a customer. Equally important for an enterprise may be key technological resources
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(e.g. intellectual property such as patents or trademarks), human resources (e.g. access to key

experts or skilled workforce) and physical assets (e.g. production facilities, fleet of vehicles).

006c§:0009m065(G¢  200000E90gE DS Bowpod 08eeCGYP0d  ©2d:0p0d
eepCiqe$eeaRod 6ge[03:36C:3a[gbondGERad 82620pbewdddll $pdiprnmagCienlgoyp:
(93981 S300505a86030306000 PPNOgRd: 0ES) CHEG:EeRqCi3algd (0pdgEqpH
o€ cpdoomigp: Qe ©2000) & QO0IBEBEeyp: (HPEC00SIEENIRIIGPS
0mPOYsePigP: ©2000) 2cd: 88icEiEa0905 3cion 2eqEAldlooRd

In this field of the Business Model Canvas answer at least the following questions:

c&c&i00p5ea0005g06 (Business Model Canvas) ol wo9=a8&:03¢ e3m0ddlenigSiqpiaan:
qC:c08:0n60g8 32600005307[gI0lc8GepdN

v' Which key resources does your enterprise access to deliver value to the customer (e.g.

specific technical specialists contracted, protected trademark of a well-known brand)?
v 38cpbekel  mopeopmeqps/onsBiqpiod ooodiopgpicd Goima06$320305
00503§E3280206E:3[gdgp: GRS
poen i 15p550p0q0e88p 0dioyCopmglyp: ¢ oqdgBedoongta coxdlo:
2000 07§0g00:E§s3000:0009390: 0§3000505885 poe3ERE ARLO:
[gCa
v/ What is the best use of the resources available to your enterprise for achieving your busi-
ness goals? In other words: Is your enterprise using its full potential?
¢ cpbofih apefiqoioiotapiad sepoSfoons o§googs sqBisabepiod oouSed
326078:a0: 200d:q)0lo0cdn 00d5p530g¢ 88pdesiel 20qE:3agdyp:ad 33[gpdeso
200:g/650loo00Dz
How can essential human resources for the enterprise be retained?
C05c§:320905 odelgd pgdizmizgCienjgdyp:n? 90058 a88:086:000:§E00cdI
How do the resources contribute to revenues and the achievement of corporate goals?
pRdpiqod08i0REep:  qfledodelpodabed ofegapigrafiias seqtimldbapi}
050d[gpdsopbieutdloocdi

e QPE)C%:GﬁOrJ$§SOOrJS<iqp: (Value Propositions)

SRR NEAN
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A key question that every entrepreneur needs to ask himself / herself is what value the enterprise
is adding to its customers. Value propositions may refer to an enterprise providing for instance a

newer, more customized, more accessible or convenient or cheaper solution to its customers.

c06c§:qC038: 88030GcEmas[gE onsadiongpiean: epbad§ IoEearpmgps/oosdsgp:

[5p590p5c0te5A000307 88030588 Gero0ilaopdi CrOCSi0009g 320805 0oSIs00magp:

Rlpe&Ealaodi

poeni 138e08:008[g8: 0uSopBod[oSesmngadeudgln sangudonme§stigts Jdsoeod
clgeo[gls Bewod B8egooaiomfgl: 0com sofpeay/elgqCieaonigadyed
qpa

In this field of the Business Model Canvas answer at least the following questions:

c&c&:00p5680005¢06 (Business Model Canvas) ol wo9=a8&:03¢ e3mn0ddlewigSiqpiaan:
qC:0C:006068 32600005307[gI0lc8Gepd

v" How would you define the value of your products and services to your customers?

v 88600500pdgpi0dad  Gusmabaopd  opfogodigpisé  08eeonCaygpisi  00§3:03
0050393 2005905ClaCS!

What are the most relevant features of your product or service that your customers like?

v 38nSogod:  aJewnod  08§68008qopE  odsadiongp:  $80005¢=88E0:  a3¢[ye
COORAMGPED IDGORCVI

v" How does your company differentiate your products or services from your competitors? In
other words: Why is your product or service more attractive to your customers?

v 88cpbefiel  opfogod:  Bewnod  oSesmnlagpiod  38[GIConodypiel  mrSognds
aJonod  0§eacnlogpisé 0005 oBgpiapisiloocn  88ewro50dypin 88
§0gods a30w0d 0§eaoCagRid omeloPE d8sH005(030003I

v" Which demands and needs of particular customer segments do you satisfy?

v 38080 02:0):003p0034),61 0pdo0pd ccungEdypist a33a0g0dgp: [godeopdicos
Alqb]|

v' What is your sales pitch why your products or services and your enterprise overall are im-
portant to the customer and superior to other companies?

v 386l opogod:s Bewncd o§eaonugps 886 apdesiaopd 20sdqbedyC osodiop

20305 0276[0¢ 206qEo%(G: a[ForopgBgpicond d8eomgsdelopE: sseeptigs
ezt oogfyejgpadecdi

msa?:q?eocﬁeéeqs (Customer Relationships)
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A successful enterprise is maintaining a close relationship with its customers. In most sustainable
business models, it is essential that customers would not only purchase a product or service
once, but that these customers are retained or even refer additional customers. In this sense im-
portant is not to end the customer relationship with the purchase - for a company there may well
be a business case in offering after-sale services, a service hotline etc.
620E[gEe00005cE:00069038  2:0ds00gPisC qC:8:0§0d soodadee 00OgO3 038:a38:
000d[3dloopdl  eegEdSRdode =a§edican  pOCSddgPiRE  ©:0d:p0dan  HSLERS:
a30005 0856800Cg 00O§jEd 008[P36BA KuSLPAGIEIGEPEM ©2:09:0) G200
qPeadeopds  90050005085:036:002:8E[G:  o20d:0p30dgPY  8FeeonCeudEloadloopd
0220320042 $C S005a0GE;: 8300000 ©20d:opgPe3: 880D MSLEDd: nLdu(EE: $& [Bead:
a30gC:r 000D 0LSLPEE§PAE: nEeaEeeLgts n§eaEe0LdL(gE: Fa0305Md:
00509606800H3E:  0§eeCecugtn 0§eanagp: 330305 speEedl eS80 eulgts
020pd[gE comEig§o0pd s005006qE0n6q0 0rbesmnd[gE: Beadyp: [gBilaspd

In this field of the Business Model Canvas answer at least the following questions:

c&csi00p5ea0005g06 (Business Model Canvas) ol wo9=a8&:03¢ e3mn0ddlenigSiqpiaan:
qC:c08:006068 32600005307[gI0lc8GepdN

v' What are the profiles of different customers of your products or services (e.g. gender,
age, geographic regions)?

v 38cpbeel mSogod: a3uwnod 0§eaoneqpiod 0duIEIIELE$E OO
G000 023095090361 030SEEEEIYOIITCVASGPED TGO
P0G IqPs/61 22000530g0SI 3260630l

v' How does your enterprise engage and communicate with your customers (e.g. personal
assistance, co-creation)?

v 38cpbeseaopd onsadiongpist 00dad§E odeogeondagudilaocdi (poen adudeqg
=oep§) Co-creation)

v' Which level, channels etc. of contact do you anticipate your customers to desire?

v 38el oo20di0pgpest 0360R800509058Eq8 GE:03n8am:8Ced codselopgp: $pde
co&sgp: 02050303 Bodopzeghrotoo:ilaoco

v" How can your enterprise retain your customer in the long run? How can your enterprise
even develop the relationships with your customers further?

v 38cpbesion o:adongpod 6agRdanedaddjs 038:00m:§Ceci 880odes: enradiopgps
$C 9005006803 000508 80050005§),09E8ELCdI
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0220200 mc%&:m@)ss?Squps(Customer Segments)

No successful enterprise will ever consider all of its customers as a uniform mass of ‘the custom-
ers’ only. The group of females between 18 and 25’ may react differently from ‘males above 65+,
when groups see the same advertisement for your products or services. While any customer has
unique preferences, one will find certain natural similarities in the purchasing behaviour and inter-
action of customers with your enterprise. In order to address these different types of preferences
and behaviour, it may be relevant to your company to classify your customer or potential custom-
ers into customer segments to develop particular strategies for approaching the different customer
segments.

eantlgEeamndigieqrrpocsiqpiood 8861 osadonEmindiny 00d3p0e0DRd: 200DE0dEY
o§ogeon 2p69328:08:00 886l cp§ogods Bewpod 056800CG GloP(Grde03eox0pd3R4
20005 00 $60 g $6opr spaodizpdosi glgod [§§00pd 30005 6y §6 220005
oo 330061 ggConsgSost ©onpd8EA omadion 3208:08:038 aBs0§33(0305 VD
RaMgPE §ea0dc0pd:s 88cpoesio mSLgndigPin?d $600ERY =op3oEHa0Pd ©2:0d0n
qpeodcopd: 6og8Ealaddudi o3gpicam S[FEdgpisC IemoCypod [gobsopbieuigs
20305 886icpdesiencs[gé 836l osodsangp: a30upod E:0d:00[gb8EopEP:n? 3pSegp:
Sepgs B3203l00p5n o300 wopoBeoon o2:adionmROEYPicd QRid8Cen) Bigr: vuom
QPR Ypode§EelgbilaopSy

In this field of the Business Model Canvas answer at least the following questions:

c05c§:0000680005¢08 (Business Model Canvas) 61 00988038 eamaddlew:gSigpsaa:
qC:0C:060g8 32600005307[gI0lc8Gepd

v' Which customer segments can you identify for your enterprise?

v 880pbeSima0d 000den0d:anzpdegpin? egegdooidloocdi

v" How would you characterize the differences in preferences and behaviour of the different
customer segments?

° [og ~ o o

Y ooppBeon exapopspdeqp, RFPE Fagecnep: opafgrifofep oocdaBdye
S[eprooodeodecdi

v' Which groups of people do currently not buy your products to a significant extent and
why?

v coo5§oge  o00denadiopapdogpion 386l mrSogndigpind  oocodepap: ©od:§Id
e$[030000081 oxpefopEadi
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v Are you targeting a niche market, the mass market or potentially specific individuals with
your products?

v 38cn§ogodigpian cpondeme0z05 Bgriegpogod (niche market) cpsagPE30R05
GLOR0EqE0R05 (Mass market) a3wwpod 0odB:qtim[ododeaongodeudyt: 0a0pd

[5¢ §pSpgs0manz

@ s005a00egEcuse[opEgp: (Channels)

Nowadays, an enterprise must not necessarily have a physical shop anymore: Enterprises can
work on a delivery-only basis, only based on a website or social media etc. Challenge for e.g. a
“digital SME” may be that its customers may not walk pass a physical shop anymore and remain
interested in the products or services. Hence, your enterprise will need to find other channels
(e.g. advertisements in social media or the radio, sponsorship of an event relevant to your indus-
try) to reach out to the customer and partners.

00656005 06CcE:00090p8 qOOEBEep FeepCiadtodiondd olgdocsias wcdeade0dl

cobcSigpscl 005908 (website) o800 CREMR$qaH88ux (social media) odo3 =aadi(g)g
[58§esp 2905200500603 §E[MIA0R0N 38q00S SME cpde§iondesi 88esl gpdods
@ GGel 00:00:0p6w0500p5qP:a0pd  IeepCiadloliqpicg, CGEPOdECLESLOB3EaS
copds 2ad0ladosigpiel pSugodisl, 0§6800CayPid Bodutoniy §es8Edoodn dejopé
88cpiesimes(gl saaddlontadiopgps 805005npdesigpiadal condapdidesasasog05 Ialgn:
Goneoodogudes; cubseloPCigp: (Poed PeMRSGEd 880m0RE eloP(rfgs 88pdes:
5E005066000 o0dead ogSscaeudgt: (93:euigts) 00000303 2ok yes deadam
Olaogdi

In this field of the Business Model Canvas answer at least the following questions:
c06c§:0000680005¢08 (Business Model Canvas) 6l 00988038 eamaddlewigSigpsaa:
qC:0C:0eogs 32600005307[gI0lc8Gepd

v Through which channels does your enterprise reach its different segments of customers?

v 38cpdesin oocﬁc@oocﬁogcﬁeq:m&:s@;&qp:cﬁ 320%4qq) c@@o:@o:@:wé
02092003004 P:05930005006:8630E (WEEEAI

v' What additional channels may open up in the future?
v 32§000909€ 300008 s00da3006qpr0bs6[oxpEigpiod c06603:q), 3009 glecd!
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v" How do the channels chosen support the differentiation of the company from its competi-
tors?

v egiqudooneom  so050gudeecodielopigpion 88cpdesiod  safepi§iEonadypist
Blgpogazeogs 00058 sa6Co0dzam[gIcloocd

v' Before sales, at the time of purchase, on delivery and after sales which channels does

your company utilize for its outreach to the customers?

v oeepliqeonel 0oduyoondmaqsi 0godlys§desonlanisC eepliqBiesnnddEi0nt
88cpbcsimos(gs  oosodiopgpicd  COdE:Beogs  0DuSs05RuUdGECGEOPES
qpod saaddgdloocdi

(‘f#cqoelogsgtfmssfamsqps (Cost Structure)

Any business operation is incurring costs - no business can generate profits without
costs. Many enterprises in Myanmar are family-run enterprises though and tend not
to include all actual costs in the calculation. If you start and manage your own busi-
ness, do not forget to include a salary for yourself (the so called “imputed entrepre-
neurial profit”) and your family members. Even if your brother or sister work for your
company or help out in operations, it is proper practice even in a start-up or SME to
include a salary for yourself, family members and friends. It is task of a well-
functioning enterprise not only to pay staff at times, when new revenues are gener-
ated, but on a continuous basis. Any staff is to be remunerated in accordance with
the value that the work of the individual is contributing to the success of the enter-
prise.

006c§:0000005003E:03E crsaredodyp: §dlooudi mEoyegpiedod 3e[godgpigfieoneam
Bagzeqrrndesiopgoopds od8Ea [g§6o8EE§ qpdesigpigoden Bax:edEandeSiqpid[ts
F2080Emododgp:ad copdagiogadqedg: elgredlogoln 88mesiyC 03udERGCS00nE
0603Ee07epdaddnm  8803u503EsE  BaxipnCEPiza0Rad  COEIYP:a0056050050HES
069300l 886l G oomiqCigpion 88cpdesion sacpdapdesage Boupod cvdcsis
3200000099038 IoppompdcuiesagCaond: 88300305 Soodpolap: $&  aacudggp:
320905 o030l c0pdagE:aredq0deugEia0pd copdSeamnome apdesiond Buwpod SME
c06CcEeqP:3Rodd 32609303Ee0mE:0de[gddloopdl vEegaodyp: c0bGg RO eslonE
a0 08§000:gp0d  ooglondon  cpdemsagp: coOoeRE§E ©LICHS  Heseuqdlepd
08008:0063:61 320002005 WOCSieaNEGEY [gded cngfeacnnd vpdqmaojge§cd seed
00008 onSeponseloieusontdloogdi

In this field of the Business Model Canvas answer at least the following questions:
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006c§:0000680005¢08 (Business Model Canvas) 6l 009208038 eamaddlewigSigpsaa:
qC:0C:eogs 32600005307[gI0lc8Gepd

v Which costs are incurred in your enterprise?

v 38cpbeiont onudadmSayo§odgp§dloocdi

v' Which key resources must the company afford to deliver products or services to the cus-
tomer in a satisfactory manner?

v 88cpbcseaopd on:0dsopgpiod op§ogods eepliqgls afewnod nsescnCecudgtigps
[gicwSepogE onsadongps 8odeoqsde§esant 000dad 328 326C:3agdypa? vuday
o?:@qé]o:)(ﬁu

v How will the cost structure of the enterprise change, when the company is growing?

v 38cpbes: & [Bofogosanaimedl  cpdesiel  opSogo§odeagreeonddyp: 90058
e[gpEacdagn§dlaocdi

v' Is your company seeking to reach a competitive advantage through cost leadership (i.e.
offering affordable products / services through a lean cost structure) or through differen-
tiation? How does your cost structure reflect this overall strategy of your enterprise?

v ;80 0§053CE: B:eaonly (cost leadership) powd oqdcodeam cpsayedod Sesonty

OlgC egpgSio0Contyoneam msogodigpieepliqgt: a3wwpod 08eeonCaypind cos
[98a Bowpod ooponapicomigsiesmnt eeonlqod[gl: (Differentiation) ofgS 86
c05c§in 0pdESEGaM:angmqfesant cpdesontaesdoocm saadd mrsogedad
BGz000:0600 88cpdesicl oo3Eeanngodeseom wumg)usEaopd:s b

ooSoo&i %&wcﬁu

OEGgquH(?éqp: (Revenue Streams)

For in particular an SME, it is essential to generate a regular and relatively predictable pattern of

revenues through the sale of your products or services.

SME p&c§:0009300305 0ps0gndedeundd oSesmnlagp: eepliqatiy OwsqSteom
oCaegypest [§08Ce[gfeom a§esinlaegypin’d ogadgdaongs a09sad3a60ladi

In this field of the Business Model Canvas answer at least the following questions:

c06c§:0000680005¢08 (Business Model Canvas) &1 009208038 eamaddlew:gSigpsaa:
qC:oCiameogs 32600005307[g0lc86epd

40



What features of the product or part of the service are customers actually ready to pay
for?

88op§ogodiel  0udag€[gEroopamgp: aBuwpod 0Seeoad, 00Sme80533E:03
©:092006000520p04Ps0 33[305e0Rl: 6gadgqs 300E 030l

Which particular revenue streams does your enterprise have (e.g. usage fees, revenues
from product bulk sales, brokerage fees)?

88cpdessel oCegypiwd 00058 GdyPyE q§dloocdi (powdn 3adgegps 29c30d
eepCaqgtie olegl 3p0fEaaontoq:)

How is your company setting the price for your products or services?

88cpdesiel mSugnS:800od 0856800CggP:n? 90058 GggS:0005005laSI

Does your company include external developments (e.g. exchange rate fluctuation, infla-
tion) into the determination of the price?

88cpbeel psogdisC 086e0aCeyP: GaEgS000de0depoRE [gCocl  dBionnd
e[gpcdyanafgmacsyp: (external devieopments) powdn Ggalogicdapudsss sac[ypts
2031 6ge[ogpeeding) 03copdoagtiodionidloocn:

How regular are the revenue streams of the company?

880980%@% ()Segqf}’]cﬁcp POSGND 390‘[3)8:3903008 Q9§q§’]&wcﬁu

Which may be other complementary products or services that the customers of your en-

terprise are ready to pay for?

88el ©2200:0p6E0500p0gPiD @lcﬁ§6wcﬁl§:egooSéegc@:ofe:@%&eé 88cpbess
& 3;@3:003) @égcﬁ@$ogésqp: o%ouPorS o%oaoo&iqp: %&mmzu
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4.2. |Introduction of the Tool of a SWOT Analysis G-J
SWOT £0§:066000009505:05003 8050005(g¢E:

A SWOT analysis is a highly useful and common tool to summarize the main Strengths, Weak-
nesses, Opportunities and Threats that an enterprise is facing. The SWOT analysis may hence
comprise key issues identified in other analyses and can be conveniently used for strategy work-
shops of an enterprise or for other presentations.
SWOT so§sodepamngadoopden apdesiondesaes(yt ooneom sa:amgodgps (strength —
S) 302500:q00q: (Weaknesses-W) $¢ eogojesqoopd 3agCancubigp: (opportunities-O)
Bésefepodagp: (threats-T) ©20pdsa8mn seeloplizaqod ¢ q003 saoydierdlgooniean
3209$3000:088:  3digpieon  $0:0500009(gbClodn SWOT o3 safgpicom 90§06
GaoeegPi0ptaopds  38mlqoogogpia?  cedaod[gligpioganadigoond  8388:gmsee
C05CE:320905 UNGUNYPOOGE: FROYeegegdqpP: (strategy workshop) o8ewpod 3afgp:
on€lgesgiegigqp: (presentation) ogEaopds sasntelgelq 320 $EAtoodi

Helpful Harmful

S W

Strengths Weaknesses

O T

Opportunities Threats

Figure 7: Concept of the SWOT Analysis
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The tool of the SWOT analysis is the helpful for an entrepreneur during the process of defining or
revisiting the strategic approach of the enterprise. Questions in a SWOT analysis process might

be for instance:
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SWOT £08§:0060000062005 cp5CE:000961 cuUMNG|UNE[EPad$Rd:05PId Geda0depPoRE

a30005 [8c0p509:000epogE  ¥OCSiCyP3a0ged Sa0gSEa0dionpdeon  ©0§0dgade
[§63120p51 SWOT so§:06600000000603308 eeanoSdlew:gSiqpin?d 32054q8Edloondi

e What are the strengths that the enterprise can better utilize (e.g. highly ICT-skilled staff,
available assets)?

o 88000c8ipC GomCisigrmodiq8teom OiCEEl ogOSEaRM  INEARS
poeoi 1ICT $p5:0p0  ogdioqCafean 0fcodigp:fgts 30%:q8Ca0mm 3E3Cq
0gd:q:&[g s 0205

e What are weaknesses of the enterprise that one needs to improve on (e.g. lower competi-
tiveness, insufficient access to financing)?

o 38eomiigieanteantqodes cdmdeseomn apdesel snsodiqodeogmn 0060R
@&scﬁu
poedn 1059[GCa3EgE: smmespSifats egalpyadeconndgudet:

e What are opportunities that the enterprise can profit from (e.g. positive change in con-
sumer behaviour, desirable legal changes)?

o OOCER0d oY rea|godgqPgadedl aeENE rdEemELELRd 3agEsacudicogm
aplcloplqel]
powdI 197200509 Fo[gjEapgp: 3260mE005Be(PEiadam(gla 8830905 sagtom
6o6d poes 3a6[PEizacdI

e What are threats that the enterprise needs to be aware of (e.g. environmental risks, politi-
cal uncertainty)?

o pOc320205 2003002 3c822603 [B:e[grodgeaye omeogcdI
POGI 12090000050§:IEBEep  comizsepedl  §C8eg  weqEPe/eoopdBiagp:
©200gC!

4.3. Introduction of the Tool of the Strategic Pyramid

G.p ©UMNg|UPE[PrAOaed $pdws0 Sodsoadg: (Strategic Pyra-
mid)
The Strategic Pyramid is an essential tool to all staff or the management of the enterprise to see
the connection between corporate values and the corporate vision and specific and tangible
strategies, actions and key performance indicators (KPIs).
eomng)udqed (Strategic Pyramid) 830000wn 228332000:a3Cepon§Bs000iqqp: (cooperate
value)l =22830000:a8EepagPosiqod (cooperate vision) $& coodeogogeon ABgpieum
Qo pdesoEaqiodgp: 38mageon goeeontapdosindSiqp: (Key Performance In-
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dicators KPIs) 020p5038a(030: §058005gqp:a? 88cudcsiel 08§codmmiads Buupod 86es3
opqp: 2d[gCeodCean mngssncqedo $p5:0580069[gdAla0

Occasions in which this important tool is utilized are strategic planning workshops, annual plan-
ning exercises and change management activities. The tool is useful to understand how particular
actions and strategies help the enterprise realize the corporate vision. Especially, when your en-
terprise has grown and become complex, it is important that any of the staff understands, what
the objectives and underlying vision and values of your enterprise actually are.
0umq)u8gedsdisdn’d vumguIelgpaS8icdSicesad(gl: (Strategic Planning) s2006§)
cagiegiqp $60p8G038:eqeal[gt: crooyCagp: & 36[PCiecd8008y geodCSigpior
GomCig8g3200:q8EAlodI L9sdiwsduU 88pdesiel onudapdesmtyEdypisé wum
qQorgpon 3835832005:03EepegPesigqodgpind 9005cd tnoBgdicanntenionpbod sn:opd
20600060l0O™eoqs cIpde0:8CaoopdI 3a00:00[gE 88cvoesimn oojgodigpdioSiogremn(B:
qOG0g:agP§ono0pd3asl 38cpdesel uEuBionpdgEdygpa ePeSigEdgPsE &P}
08008xgpaza(oys &gy sn:copdoneomedndedas seeqrodaondlaopdi

What do we stand for?
Ethics, Principles, Beliefs

Where are we going?
What do we aspire to achieve?
Hope, Ambition

Aspirational
Values

: What do we do?
Achievable Mission Who do we do it for?
Motivation, Purpose

Strategic Objectives How are we going to progress?
Plan, Goals, Sequencing

pr——
g i What do we have to do?
pecific Actions & KPI's How do we know?
N —
& Tangible Actions, Owners, Timeframes,
Resources, Outcomes
—

(Source: painless.software)

Figure 8: Strategic Pyramid

Every enterprise - whether small or multinational - can utilize this tool to turn aspirations into tan-
gible and monitored actions. Enterprises may also face challenging times (e.g. need for cost re-
duction to prevent a corporate crisis, decline of market share) and the tool may be very useful to
create a consensus on the way forward for the enterprise with those affected by the problem and
those able to create change. The following examples will be provided from well-known brands to

illustrate the nature and format of the different levels of the pyramid:
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SME cpdcsieoodgdeor 8EEHGcEkgoe0 vdec§iodl: BodonBodanfigp:ad coadeoy
08 8088Ec00m pOesoEyEdgPealgd elpCicdepen 9558003 3 g8 ESopdN
cobckigpimacslge BSedlgommogpiad EadE[jeogaoopdendl (powr- 3a¢me0p5:3Cep
2[30300p5:5¢  agpogodgEiLOyEotigad  oomadigfsacged  mpSoyedod  eagpyed
c8320¢ 02000[g¢) Lo9spdiubid cpdeSigps e[ GudeeELPdIYPsE [qooosd
[Pjeogdentesqopgpizelop: 6800500068008 quud 0GomoNde ooqdefeogs 3%y
8E3loobi

ean0deedgdl  powgpien  cpBypieomn  cpfmeddypiod  JBoi)  Squdsssoteolel
20GOIN0HE OdGPEN? $0593265[9¢ qE:c0:ewd[goo:dlaodi

Values
00§ Begps

Example (Coca Cola, a multinational beverage company):

powd (§€¢¢ =§|qpdrpdes: mgaBondalgbeon ofomaper sjgpd)

Leadership - the courage to shape a better future
calbeanby - $8eomipsarns 500508 desddaond g8
Collaboration - leverage collective genius

predléscpboite - pedlbsosoSi pdqpdlacolfaé: (leverage col-

lective genius)

Integrity - be real

i
ofpecSy - o SefiGE: ccd
Accountability - if it is fo be, it's up fo me

000580 - obpglabornayé SSomafup Sufgls

Passion - committed in heart and mind (Source: Coca Cola Case Study)

Bobamrc005208g - Bodssssdel apbeeonblals

Diversity - as inclusive as our brands
Sy - 8808 opSmreodoseBbgpioyal sascpiloésaoijdorgé

Quality - what we do, we do well

32532699 - WEgEoNEe3PEDEHRS

The values of an enterprise may be broad directions of the enterprise or unbreakable principles

that everyone in the enterprise shall adhere to.
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C06c§:000961 00§8200di9gpom pOessq, oyd[g§od SopdgEdyp: [§B§E0S voes:
082§ G5 00qPEmd: AB0§0ge0d §EW0 3aa[gdogPupds [§68EAloRdI

Vision Gtﬂ[s?%qrﬁ

Example (City Mart Holding Co., Ltd., a Myanmar holding company active in retail):

pown (cLodc8eepligeaprpdesipopt rdn3Cesoopd [gSemgaRondelgdoopd City Mart
Holding Company Limited)

(Source: CMHL)

To be the benchmark of excellence in the supply chain deli-

very

@5@&5@5@//@6}:@;5@5 9960995:&55:99@'5
éq%oo&ﬁooé@qﬁ/

The vision of an enterprise is the “dream” that your enterprise wants to live or realize. If there
were no competition, if perfect laws and regulations were in place etc., what would your enterprise
do to transform the marketplace, to change the way of thinking in society etc.? It is important that
the vision of the enterprise is understood by at least every staff member, ideally even by a cus-
tomer or partner of the enterprise. A vision should inspire everyone in the enterprise to seek to
contribute to moving in the direction stipulated in the vision.

C05c§:000961  32§000966P0E:q0530000en  88cpdes: qE8EqiopSc8eom  afewrod
3208500m0d[gdagicdeomn "8odoa3bend” [§0dlaopdi sa00de] FEmeedE copbind
:eonEiadioessopdiqdiopdimbigpoopd:  §oopdsBage  egpogodod  s003E0063
e[pcdfgla  cpeagenopdiel cogiealgddad  e[pC:cd[gl:s ©a0pSodmeoz0d 88pdesin
2530y vdgbecdi 88cudcsisl 3a500056qPeS:gIEO0d 20500:00:3qE qrdesiopt

AloCapbadesanodts snupdoneomaediodes =eqo3 G 0:00:a05¢ Bodendapdesigpad
28§ s0:c0p063:E  pdeecntanilaopdi Ze500056ghesgo50090 B8apdesiap dot

0603C003E:  eyPesiqodogt  eodlyoonieom  SioopdgodrodeoppCizacdls  qpdale
6a008go5330905 cub:aR§[gooesOlaodi

Mission qégcﬁqog

Example (a multinational furniture company):

pow (8E&H 0§eomo CvOCS:0009)
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To create a better everyday life for many people.

P326/efp0532G/2:320905 $Ee00E$607 650500
ma?:a?:qﬁﬁfaﬁé‘oo%g

Our business idea supports this vision by offering a wide range

of well-designed, functional home furnishing products at prices l K E A
so low that as many people as possible will be able to afford

them.

S8ogei apbes8odanza0a5 aSeabgosa0505

F2a3:000560/G: cooabeonEigsard

3866000808eo0dI0S GaissiacpSecplad apdeq

6[epo53a02 0LSAPAFPEECsIE eeplrgeulalilas

88036l coySesigsol sacconodsanplsbeoud

(Source: TheMarketingBlender.com)

The mission statement is immediately interconnected with the vision statement of the enterprise
(hence in the example of IKEA even the vision statement is repeated). Purpose of the mission
statement is to outline how the vision can be realized in practical terms and the current realities of

the enterprise in day-to-day operations.

qp0guSqEdaBEep  eedlgqdaopd pbediel ePeSiqEdsE  oBe§mgods0nSegdloodd
(BefopE IKEA pownogt egpoesiqodadesp codlggedaopd qpdgudqedadiep eudlggodogé
0066318 Aloopdn) qpdguSqabedlep cudlggrdaopd egPosigde: coodeogogé ©pba3od
3260830005665 68008gadaepd $¢ 6509000cE:0p000566 LS GONIC[FICSES

qpod a[digiesdlge$lgddtoopd

Strategic Objectives
euquME|EPnd B:00pdq0dgp:
Example: PO

By December 2020, increase the market share among the customer segment of males and fe-
males above 65 year to 20%.

JoJo 8Balomopl 00005 by 6320005 3§poonist  3a§jpaodionsadionspOogpic
GQEROOGCOEIN: J0% 0dgEancogsi
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Strategic objectives are formulated to operationalize the mission and vision by providing clear and
well-defined goals. In the process of setting strategic objectives, it is essential to ensure that the
enterprise can clearly determine whether or not it is reaching the objective. Objectives need to be
SMART:

BoyqEscolsBe comEigseomousiodiqp: qeodglles ssoncdeqpesiqodgps(Vision) $&
§p5qudqEdedgE (mission)od sacomEancopberdeanntgodtes wumqjumelgpadepdes:
qodqp: (Strategic Objectives) 03 cdooadoose[ges [gbdloopdi vumgjumgpbesiqodgp:a?
egequdesdonodepogt 888:ieqprptcsiancs[y qpdesiqodqp:8elg §ufod qEicotsgn
03§0005005000:q8 sacgSsacqEn3:Cloopdi oBepbesiqodgpivy SMART [gbgscopd: ad3326d
20001

S pecific means that the objective is well-defined and clear.

S a5 Specific [9dfGg: qRbesigodem:  glxls caobgn  wéabconuasod
SaSlanasi

M easurable means that the level of achievement can be objectively

determined at the time mentioned.
M 2005 Measurable [95)G: 20050053a¢j8m2008: Gslleler  ceolgadGibie
329083202 09860800y 08 :00fgE:08 @8aSlaobn

A chievable means that the objective can be reached at all.
A 2025 Achievable [98fG: qpdesigosal eqpodgesané eeongab8edsiannsols
a8l

R ealistic means that e.g. the timeline allocated for achieving the objective is

feasible.

R 2025 Realistic [6)G: pownsagaé qpbdessqodfGialgooseeiaaogos aoobposaoearn
B0V AP0 SaSilaodn

T ime-bound means that every objective has a “deadline” in the sense of a

point of time, when the objective is supposed to be reached.

T 2005 Time-bound [98fG: 324$0o00040 3200§300050606900E005 370260590
§od08:/05058:08 00532485 [Gebresmnbeanigodqund Giesils” consifaliol
288051

Based on the strategic objectives, an enterprise can subsequently define more detailed strategies.

eomguelgpadapdesiqodgp:  (Strategic  Objectives)od 320[gd: qpdesiondomaes(gE
3832600:8056000 LUNG)UIPFYP:IC0ES: c0dG2005605§EGaoRdN
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Action Plan and KPI 6sooCgnbe2e8320D/cpdes:od (Action Plan)
$C 38moyeom g&ieaontapdppsindS: (Key Performance Indi-
cator — KPI)

Example: RO

Action Person(s) in  Date for Resources Potential Collaborators
ca008godq0d charge Completion Allocated Barriers 0:6AE:30E opgp
000$d(gps)  pOcEGeBiqepd c00decdoonieam  eogpyEaopd

egqod 326 C:30[gbqp: 20002308
Compile a list of U Aung Kyaw  30th June 2019  $1,000 None Logistics Depart-
distribution part-  8tezmEeoyd  joop af oo egloon 0000 o§ ment
ners for the com- G]OS GCXY)(YS(E)(‘EGSU)&G
pany in Mandalay SPEp
Region
OpgIER030)
Qs60:03E:0
[s§[gjpeapdodoend

mq&@?@&

An action plan is immediately translating the strategic objectives into tangible action or sets of
actions. It is important to clearly define responsibilities and timeline to ensure that the actions will
be completed in a timely and appropriate manner.

c05c8:000069a8000060  umguBpdgEdEPId  CLodfardesnlyrdep:  =2[9dad
elpEicdeodgl: [gdclaopdi adBapbescntepag dBogeomnapdesiomosgpist 2005005
§$32038: co&egdeomgSen(gt ceonlgodGidiadaerd sa§§omo 00pdcdn? gliutign
q90d0022q§ 32640301000

As a common practice on an international level, at least the top management of an enterprise is
required to agree on target values for specific key performance indicators (KPlIs). The achieve-
ment of specific KPIs (e.g. sales targets) is then typically linked to the payment of a success
premium to the respective employee.

§EE000m0p¢ 220d:qPro0pd 226pF0yCodq0365[E go:ee00CqP0R8:03S:qp: (KPI) gp:
o3 dBo3ogiey) 200500depaRt cpdcsiel BGe§3e3as0Cocnypel 206ooRE3eadaS 306
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[03:000p5n KPT 0089903 [gpd8esnt cpbeacnt8lgé: (powr eepliza: 2005005505

08:03Eqp2) 03 gfgS:e90nEEETEo KS0b:PE30R0d 30 E3a|god(spe[k)eusgtist §od
8005000:00053l00pSI

5. Essential Tools for Detailed Business Planning

I 0OC$:80038:30: 32600:80d6eEa3epoRE  pOEEOLY
Gé §é3(\)§8qp:

5.1. Streamlining Organisational Structure and Management

6.0 30p5:0s¢ BGe86aa: (gudonegpeygeoC:s

Registration of the Enterprise C\?80$:?OS{>038583

The legal form chosen for an enterprise is essential, as it has implications on the activities that the
company can perform and partially onto its organizational structure.

005c§:006900603EepoRt  cvdeaoneancrdesieamnomypamind: $¢ cpdesel Fopd:
00p5680005) 008050063003MGE FOJELONHVMIGEPIGYP: §e560006[oE CVOCSi0009
oo Sletcicaloealaeticleleate dlcte eatetot Youic 1es oRTeR !

As certain types of enterprises (i.e. sole proprietorships and partnerships by Myanmar citizens)
are not required to register with the Directorate for Investment and Company Administration
(DICA), many SMEs in Myanmar have in the past remain unregistered. As it is advisable for
every enterprise to be registered, Ministry of Industry has introduced a simplified registration proc-
ess for SMEs to enable the enterprises e.g. to obtain loans, training opportunities and assess to
information.

:aCagSomcogpp 3§60 cpdeSimadesongp: (poed [g§er§Eeamigpiel 0odB:

oopB:3Ecpbediqpist odoprpdefiaps) ¢ 8:836595¢ opgdqpigiloigdicps (DICA)
R¢ ©050mEes ecdmbeomeoPs w93l [g§e§EEopE woddwonCeeoneom SME

005cSegPigodoSfesdloopdl apdesiodl: ©oddonE[gliod ao¢ergPedaopdemieaypgn
ocﬁac@@:gﬁ:npé SME cpOcdiqpize0305 §:qEgudonean 20600:00:320009008 9odODE

005c£:00000903 8058005605360 PE SME cpdeiigpzncsigtaopds d8agudop sasolely

cmooé]oopéu
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powdi  1SME cpdeSigpregpegadats 000oC:maqedeacundqpingdongna§Stlat gteeontepd
qp: [§E0oESE[GEx o20p5[sCr

Organisational Structure of the Enterprise C\P80$=§Oé=(?

The organisational structure of an enterprise comprises the formal and informal policies and pro-
cedures of management. Many SMEs in Myanmar though typically do not apply any formal organ-
isational structure, as they are family-run enterprises wherein the business owner is typically tak-
ing a strong leadership role.

006c§:006961 00200883 e ioyddsE 3pcgodreIeENEea dlagp: ¢ BdesIg
BEp  pOadrpdedigp: dotiloogdn Beacdcopd: [g§e8E8e SME qpdesaqpigroood
80o:03CBs e 0003 aqp:  [g0[gfG: wOc§idEqEopSom  gpieomsiyé Siesonlq
2000603 aBB0COE pbadEanadlmeomalops coep:ntIopdiiosd deead oyadlst:
@%@(ﬂu

A good organisational structure will though enhance efficiency and effectiveness of the operations
of the enterprise. The following ideal organisational charts shall help your enterprise determine the
right organisational structure:
comntigseomn  Fopdidcodgllyé  88cpbeSicopSucdapbesmEgliogt  maofqpiest
ABeePadgqP:gaeEdloopdi eemadaR eudlgooneomn  dlgBopdidadoomSypaopd 83
C05c§:320905 0§$600 §opdidmdad 200500dePaRE 226000530HgOGE0M8GLES

) 0380$:€1839C§(73§0é:0003003) sgésgoé: (A Function-oriented Organisation)

Top
Management
|
| | l | |
Finance and Human Re- Marketing and Operations Logistics
Administration source Sales Department Department
Department Department Department

Figure 9: Organisational Chart of a Function-oriented Organisation

In a function-oriented organisation the different functions - similar to these shown in the value

chain model - are the main criterion how the enterprise is organized. This is a common form of

organisation of in particular smaller enterprises.
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006c§:q030305800p5:0 (function oriented structure) 005 0088:0p8:e005065E 0B
oopoBeom vocsigoseed0opdB: Sopdiondesnnndoordgt: [§ddlaopdi BFopSiadd0d
32600800t (pOCS:3oGP:0R¢ GoRdadloopd

J) 0?&)(‘7?$00%E|§ §0ézooo:ea‘n sgfgsaoéz (A Product-oriented Organisation)

Top Management

Product 1 Product 2

I
I

Figure 10: Organisational Chart of a Product-oriented Organisation

In a product-oriented organisation, several products or brands exist that may have already grown
so that the organisation rather establishes separate organizational structures under the top man-
agement to reflect the particularities of the products / brands. An enterprise may also decide to
choose a product-focused setup for the company, however to maintain common functions (such

as logistics and human resources) separately under the top management.

0005 SouB[gepd:d (product oritnted structure) o€ opCaydedodelpodBlgdeomn s
0god: Boupod MS300505830¢P:3c305  Fop5:00p568000500gEgBR:  BaSugRd:/
P$300505a30gpiel  coapiqiodgp:  cofwded REameessa0ged  3a[Fo0s:Bdes3e
63200509¢ 30pd:dgPEas 00pdeemndamigeyddloopd
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?) 8&(3&3@:%5 §oé:oooseoao 8’3§890é8 (A Project Organisation)

Top Management

Finance and Human
Administration Resource
Department Department
Marketing Legal |
and Sales De- ———1+——  Department
partment
| | | 1
[ T 1 1
Project A Project B Project C Project D

|

Lr——| e

- Menufocurng

~ Menufactuing

oy

o]

— Sub-contractors |

Figure 11: Organisational Chart of a Project Organisation

In particular engineering and other service companies may well also choose the organisational
setup of a project organisation. Characteristic of a project organisation is that the enterprise will
need to carry out different projects each for only a limited period of time. Hence, project teams
may disappear or staff may be moved to other projects, once a project is finished. In order to
maintain its stability, the organisation maintains different functional “overhead departments” under
the top management.

20o0[g¢  :EqIEELNECEis  fgpieoonnsesontanndeSiaagpipoopd  8dn38:eaogt
30pb:003 ageqiudonadlodloopdn 8oaBSi3209E300:0e Gdaopd Bd038:e008:08:8m: :S
0000069320800 WEA3EeeEMeS c83250laopdi Blgdep BoaB3S:0009 b0zt coo
61038:86038:03E doCapbodEanyps/aagyp: $005005R5M3EqSedz0607[gE: adwupcd
08006:qp303 3[aP:Ba3Siqpiad elgptieg [gtiqps [§0ed §EAkopbi cvbesionpdBoy ogod
[grse0eepea0305 22[05:005:800530633005038 06CE:q5320805 con§eomn 9305805 mSoy
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0§odqp:ad 0m0SuIeentgodqean grsypi(overhead departments) gp: cod:§ood(ordl
2001

Job Descriptions and Standard Operating Procedures

0&c§:0:0§603[ggodsC Blgapdod:apdsoSigp: (Job Descriptions and SoP)

A job description (JD) is a written statement outlining the regular scope of work and typical tasks
and responsibilities in this position. A job description may not only be important at the time of
hiring a new staff, but it also helps existing staff to better understand their duties within the enter-
prise.

cScsiomosesdlgqod (Job Discription) 830005en G0SwOeEqEpd CiCEis0S0ud

6500320005E0m0SOgEPigPeaeoPE: GE0T2002:0000 Gedlggrdord9 [§BAlaopbi cvoes:
0008605[ggied0pd 080083000  cgRigS0RE  maeqEdloobamem  ROese VoS

080082423202050000: AENOEAPID 8S52:00059608E 005
Q3203 Q QPO PPF

While a number of Myanmar enterprises may at times not have a clear department structure and
also not tasks clearly defined in job descriptions, this issue may even be relevant for all types of
companies. Also SMEs can significantly contribute to their professionalism by introducing job de-
scriptions. Hereby, all staff may list their regular and occasional responsibilities and the top man-
agement then compiles well-structured job descriptions based on the employees’ input. In case of
the resignation of an employee, the job description may then be easily used for the recruitment of
a replacement.

[g5088e0 Bsgmieeprpdesigpignopt qEscutiaBoqean §rsdopdd ofoopdeadl  cvocs:
00§66d[ggIodgpiopd: gEscutign 0§o3 [4es8EAES SME cpdesigpiogl cpdesiomos

GOHgYOdgP?  665000530%g[acIgE 300003 osboqoy  wOdEonodeed  gpigo
32600005309[g0e0s k00N  0§008:3008:08:0  GE:0dEl  GeSiCEio0ssE  §usdl
c0603Eqoodeomn  omoSogepigpiod  eod(gfe o[3kon8Boo83g 3380  oScodigpzel
eedlgqodypencd =269 qpde§iomns esdlggdod eqeadeus§Cloopdi 0§cobiondd:B:
20000 §0509050000928| GEres6paRE 20203:053006p0p¢ F2a3dl CXOCE000E cudlggd
o3 9280820¢ 320959 8EAl0RdN

The following elements should at least be included in a job description:

000c§:00085609[gqIodRE 20505:60:3201gE 6330050] 3280530V GPAlEEEA0I

Identification Table

e Job title

. sc;cp&po?s
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e Reporting relationship / supervisor to assist

o 38qCdqupdon/saeamndmanylgevaed [0

e Department

* %

e |ocation
. s@cp&mo“%oo&em&qeé ooéo§ep
e Date of job analysis

o 30pE0GINVINOND §2:005630E GrYAY:2004 [ERdgEPdESHEd

General Summary
P6PecY [éecdlggod
e Describe the job’s distinguishing responsibilities and components

o 3000561 ECE0SGPisE c0bieaolaepd 3980533C:qp:

Essential Functions and Duties

véocbesomnosaps

e Lists major tasks, duties and responsibilities

o 308003000gP: | 000$$E OGPy

Job Specification

3006320905 AF3266:270 3265395/ 26%

e Knowledge, skills, and abilities

o 000l oGICe $C FapS3g ey

e Education and experiences

o 0pEd3E: $¢ wOc: eI

e Physical requirements

o q588:a88ep [03.88q cPmadqodqp:

55




Standard Operating Procedures (SOPs)

$0005005002:6000  YEEdCROS:q:
(SOPs)
When employee leaves an enterprise, it is

essential for maintaining business conti-
nuity that a new hire is able to familiarize
himself / herself with the processes and
procedures carried out in a certain de-
partment. Also it is essential for a com-
pany in general to effectively divide work
between different departments. SOPs are
helpful in this regard, as they provide
fundamental guidance in the steps neces-
sary to be carried as part of a certain
process or procedure.

08006:0063: cPlqulele elopleptcaty/ ¥2p)
320000§30003056000  0§006:36s[5E
Psel  cpbodiopapn  cpdagnpdspd:
qpsS §E:8:096:08e8emnt Gaonteod
cofgllgl  300000q0H3 @055
AloCeopbuod8Eeqs  sacedloopd
GLo0p0EgE pcSindeeh codeck:
eeonomgpsadcsgpaafon: cdeepodgd
20003[gr: 200900500003E8EGS0D:
83560100051 oBogieomn cpdeodyp:
3¢ 0950pipbspbigpio} cfodgeamnt
o Sasbeamansclaprsacyd soofgp
e cLdRSeM[gd  BHA00De0d
000860000)0CHE0080:qPs (SOPs) 30:
(58 070888codupSH

Standard Operating Procedure Template

SOP NamelTitle:
Document Storage Location/Source: Document No:
SOP Origi = Approving Positi Effective Date:
Name: Name: Last Edited Date:
Signature: Signature: Other:

1. Purpose

2. Scope

3. Responsibilities

4. Materials
o [Part 1]
+ [Information ‘A’
+ [Data'B]
+ Tool

5. Related Documents

(Source: beneficialholdings.info)

Figure 12: Template for SOPs
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Offering Fair Employment Conditions and Decent Work

20p0§3206e086p ¢oa0pd 0p5i6:00050adgI0d4P: $¢ $8089udfeonand

Also an SME is an employer and has responsibilities towards its staff and workers. Fundamental

principles of proper employment are mentioned below:

SME  cpbciondeoopboopds  sacpdqllgdaopdamicagbey 8861 0§codigpisl
:pdoogm3ee]  ceonégadeqepd  omoSogepigp: §dloodn  208onaopd
320060£300603Eep 0Eome[gdegPiyd 68200508203E{gd0laodi

Existence of Payment of at least Respect of working

employment
contracts

the minimum wage

hours and compen-
sation for overtime

No Child Labor

Granting of medical
and maternity/ pa-
ternity leave

Non-discrimination
of any staffs (e.g
gender, ethinicity)

Figure 13: Principles of Proper Employment
5.2. Producing more efficiently

9-J 09303 :fgo cpodapdfgl:

Value Chain Analysis

OO%%:OQ&OOOE) oo%:o&i (value chain analysis)

This section might be in particular relevant

for entrepreneurs running small and medium Primary Activiies

industrial enterprises, but may equally easily ooy Operatons 010 MICEM servie

be transferred to the service sector.

Firm Infrastructure Human Resource Management

0)2298:03C  32600:0025EIC0SO000G
apOcSigp: WOmACeseom Bigdieeprndes:

Procurement Technology

Support Activities

qCqpiza005 382005838 e0050000:

° (Source: Strategic Management Insight)
0scemnCamape  cpdcsigEypieacgod
coés sgoés()ﬁ%ﬁébaéu

. . . Figure 14: Recap - Value Chain Model of Michael Porter
In order to improve the production in your

enterprise and possibly also to expand your
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production, it is essential to understand all
processes included in the value chain and

their implications on costs and revenues.

88cpOeSiel mS$0005005G 030MONCOaSSE 03:g),00d08EQSE30305 0058:0pE:0005
(Value Chain) og€dlo€eom qpdessmasolyp: scdisé 2oaddl sasotypiclopé [gbedlam

8Ec0m opsoyododypst o€eggpiadeopd: 206omedlndgn:0pb0:g$8dloopd

Already in Chapter 2 of this toolkit, the Value Chain Model of Michael Porter has been explained.
In this section, the Value Chain Model will be applied to a specific value chain for illustration, in
this case on the coffee production. In this example, your enterprise could e.g. be a processor of
coffee.

0329929100058 0233061 32082 ( J) 0E Michael Porter ¢l 00§8:038:00050603 qEscutiasdlg
0oosfGelgd0looodn  0092a8E:03E  60P80cdRtegEROCSicl  00§3:0pC:e005003::  powd
00d9m:[gd erponensiodoypddlepdn 88cpiesiam: candonsegpaoodapdormlyd wodop
883koooS

At an initial stage, a general process map for the coffee value chain should be created to under-

stand ideally the full value chain from raw materials to the final market.

0me3908:esg¢  0pslogtimete  6500580:eqrR05308 00§ R:apEis0ndmdendind

209652100006 $320305 6ad8pdesicl 0083:0p8:005 GuoIPLyRECSORY elgPode
©§08:00&Aloopdi

Inputz and Land Transportation

Land Fencin Purchase/ftransport Imigation Plantation of Establishment of
Preparation o of coffee plants am coffee trees shading system

Pesticides/insecticides

Trimming Fertilization application

Hand picking chemes Chermy selection Chermy fransportation

Proceszing

|¢

pulpers/processors

Depulping Fermentation Washing Drying Sorting Storage

|¢

Hulling/Selection

Hulling Selection Packing

@
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(o]

performed by farmers

performed by



(Source: UNESCAP - Country Studies on Bangladesh, Nepal and Sri Lanka)

Figure 15: Process Map for the Production of Coffee

Such process map is not yet a value chain, as the process chart does not display, which mone-
tary value is added at each step of production. The value of the product “coffee” at different
stages of production can easily be determined. Exemplary questions are as follows:

e Which price are farmers receiving per viss unprocessed coffee?

e Which price is a factory receiving for unwashed or washed beans?
Based on the costs determined after some research work, a diagram as the below one can be
compiled.
3833 cpdesiodlgelgdaopd 00§8:0pEie00506 Sajgodsaneupodeanidll sacjopEicn Cvocs:
op[gaoomog apodardy 2s0Eodegiznndnd egelnansBiondecnnd cododamepdod
vesdlglgeanelops [godloopdn coodapdy =e0¢me08:08:098 c0d8ocdmsel 05958:03
3209050007 605a05$EARSI GeEENYEEI0REIN GuiRSgPIEd 630HAIZ0IE(GOARSN

o co8comEopgp: 6058603[M6: 0083200y coudeq:g§ozcloocd
o 0050 GaoweloP@ Jewrod wesoielop G0N GrdBeoYPI0R05 cDuVdeg:
80!
026OD0$GCPNG 33§, [GpOBiesn0d mSmo§odypiaag esm0desdlgdl @uondy 0gnd
Al condlegdi
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(Source: UNESCAP - Country Studies on Bangladesh, Nepal and Sri Lanka)

Figure 16: Coffee Sector Value Chain

The diagram immediately shows the costs of the product at different stages of its value addition.

The difference between the costs (or values) of the product at different subsequent stages of

production are the value added in this production step. Based on such a complete value chain,
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e.g. a coffee-processing company may for instance decide that it may be economically more
beneficial to also package and export the coffee instead of selling to an exporter.

32000501003¢  00§8:006601E{EESE00m80803E:30305 00adROe MmSoyo§odgp:d
2[6qS: [gEeozq9 [§0Claopdi codeodP[geiadndeon 00o5nr0gmae0¢ 2008580 0005
oppogdigpial pzoyefodap: (afoupcd o03diqp:) safop: [gpigoiqedoopd seldl codh
c00g 32808l c0d03:0083dgdloopdn 030393 [gpddeamn 0088:0p8:e005006903 aegde)
6580005005005 wOcSind9mesgE  88eaBBaoodmSgpiE:  donsrndesiglad
eepCiqepdenon: 056000300053 G: [GpS0ad aBubo3Eantleepliqtda Biageang 38
0R056[godn58Eq §efod adgodeusdala8éupd

5.3. Increasing Sales through Effective Marketing

§).91  036eP0dEIM GaENROYEPEY(gLyE cepCizaigtontyt:

Marketing and the Marketing Mix

eqpogodgpeglatist  eqpogodepegedd/eqrapodepegepogt  copbagtiodionoopd
saaﬂogqp. (marketing mix)

Marketing can be explained as all the processes involved in an enterprise to transform concept
into products and services that are reachable by and attractive to the customer.
eqpogodgpeglgtien  qpOcionderrdadles BodonBodonsie  on:adiongpidodoentepd

$0p55¢ 0§ee00CqePie[gdad egplicdecdeamntepogé doCeom sasofamindioy &3l
8EABGepd

As mentioned among the success factors of an enterprise, an understanding of the needs of the
customers and the adaptation of the company to these needs are essential for business success.
As part of your marketing efforts, your enterprise needs to find e.g. the most effective channel and
content when reaching out to your customers: Younger customers may be more responsive to e.g.
Facebook or other social media advertisements than older generations. In general, also contents
of advertisements need to be adjusted to the targeted customer segment (e.g. according to gen-
der, age and socio-economic group).
3266, 3005:qPiopCerfgdeo  63|CeeEEaelopToNEPgPiIaS0d  ©280D0pgPIBT  COBROFYD
g0} §2:00p50060m06A0NEESE 20addl8ea0g5gp20? [gpdeopdicuigs 88cdesimnas(ge
BodeayppBeogdglioden esmntlgEeomn Bigieqerpdesionds [goongsncgnd sseedd:
abeoon  3acloppCionepigps  [g80looddi  eqogadepegaqpicpbeacnepog  280533¢:
06q03[gd 8861 ©2:09:096w0500006PI003  Gepades [Fpubiepogt  IacBeepodads
$05:006:5& 00E0NHN3 PR S3E0l00dI CRELDGE:200GPa0Rd PLWIZIGE
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Facebook a3e0rad safgrapampSqode elogblgrgpod apld:dC:onsadangpicond Seaeaoicon:
03 [8[030l00pdn cooopogEagé eloPlgogpioge doaopl saelogpCisaspypiad on:adian
30930305 qpdgud[8: elp:cdontenndeoq$ a33a50laodi

POGDI OgP2IE 3220053gLdI CReBi:ERCogP:I

Product

Marketing
Mix

Promotion Price

Place

Figure 17: Elements of the Marketing Mix

Marketing covers four main areas summarized as the “4 Ps” of the “Marketing Mix”. For each
product or service offered by your enterprise, all 4 Ps of the Marketing Mix need to be considered
and integrated into a marketing plan:

eqrRodepeg[gtirt 328m $05005(g) 9 dogf: "4 Ps” vp sacdeomades edlogcloopdn 88
c06ckie eepligeom mSogpdigpigdeo nsesontaqpiydeo egragodepege 0 ¢ G (all
4Ps of the Marketing Mix)o3 copdag&sod:onqenlgdBe eqirogadspeggsedsnodogt copdagt:
GepaR0onqe[gddloopdi

e Product
... refers to the identification and selection of a suitable product for the target market or

the development of a new product.

o op8ogb: 20pd o€eepodeepliges §dgudeaN GgEAREP30R05 0EengPEID ;s
00000903 2005005 GggudRE: Bewrcd MS0gESdmde  edood[gEind
§p5pg8:loopd
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e Price
... refers to the important process of setting a suitable price for the product, which then

determines the revenues and profitability of the enterprise.

o ogpg: 90o0pded Sugimgnd 28e0deRd GgpgHindead c0ddecdes Foeeg
[PFre000 qpe&ioda’ qpdppsdloopdi 22ad0l 2005005805009 eqgso0pd apdess
320905 0€egsE 3[0d005e0x005 §§epdad [gScupd 200500de0:dln38edi

e Place
... refers to the channel chosen by the company for distribution of the product to reach the

customer's place.

o oopbesep Boopded  mSogEdiE:  ©2:05:096@0H0PSYP:Ad]  GEpPod§esnt
003[s§gEg§ 332560380003 88cpiesie egegdaoieom cuselo3pE: (channel)
qP:0 qpSpgiiloogs

e Promotion
... refers to all of the measures of e.g. advertisement, discounts and campaigns that the
company chooses to promote the product.

o eeplfglontfgl: sdaopden mougobiadeeplian: [§Contes 320305 88cpbesion
6geg|od00:6o GaonCgrdend $pdicbigpin? qpdaR§iclaopdi
powi 1 eloP[[s eqpsseagpeogts sseepElgtoreqedqpidod(gts

In other literature, further “P”s are included in marketing mix models, i.e. Partners (i.e.: Which
partners are mobilized for marketing? ), Process (i.e.: How is marketing effort being carried out?),
People (e.g.: How can the staff be trained to convey messages aligned with the marketing strat-
egy?) and Physical Evidence (e.g.: How can the design of an impressive flagship store help
build the intended brand perception? ).

grronzpdoncogp:d egpopadepegadd (Marketing Mix) 03Eesn0da0d suSoudgp: (Ps) o3
copds  copbagliaonidlaopdi GE:odwn  Partners Sodeodgp: (powdn ©pda0pd Bodwodyp:
GQROROIGPEEeSDINOGEMd) 1| C¥OcEd (powdi GaEaRESd ©da38 gpegoocd) People

podicdgps (Powdi GgEaRASEPageaE CuNGUN$E Bod8e00ud c0oCo0MEgP:cd [g&eo
320305  0§cobigpimn: 003} erpoyCondlogpieoiecd)  Physical  Evidence

QbogagopSep: (powor  sacoCanggnepdfiadypiel 8&8:mnesaa000:0000 8303 egdws:
eeateiovalopt coltleslopts clRelodlonReaterictoeale st ST ealeNlquicalclo eale stcalon! TSP T IaRT)
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Market Research qucrgcﬁo?eoow§

Before a marketing plan can be formulated, often additional research will be required e.g. to de-
termine a feasible sales price. Market research will essentially require your company to interact
with different customer segments targeted through survey-based tools or interviews. Market re-
search may be utilized to determine customer preferences, to undertake sales forecasts, to iden-
tify suitable promotional activities etc.

GQER0528320) 0gpodd 65005000EMS[YRgS 33260lc8Gepd

poeoi 1[g58Eed eepsaqgSiaonin’d 00050ad0ogS

GQER0539600$[gRSePaRE 880pEeSionpd 060805000 $0:cbigp: Jewrod
eopedeegSiguyrlgC coppdeam oudugensadiongpiel salogEdgpd B§gs eeptienod
0§08:0905q/09q 10086005607 36epEigEorCeqeradepiagp:ad egegda$330305 GaEARNd
2960020503 2203¥{gSEladi

As for any type of research, primary and secondary research can be distinguished:

0003 2960005088 0Cqls (primary) $¢ 00e0fd (secondary) 0peoo0s0pe J:8E
Olaogdi

08618:&?(30003‘? (Primary research)

.. is research that is based on data collected first-hand in particular through key informant inter-
views, focus group discussions, surveys/questionnaires or experiments (i.e. on consumer beha-
vior).

... aBo0pden 20008 nguduopgpind cudysdatigp: (Key informant interviews) sp603
cagiegigCaqps (Focus Group Discussions) odoobsqps (surveys/questionnaries) o3ewrod
06:0000gps (experiments) co66e0Ee] 33gj05220005¢P03 HBLOA3EEINHLAgE(gOALSH

powd 2:00:0933(g32¢ (consumer behavior)

ooao@é 2QGOD0$ (Secondary research)
. is research grounded on existing data found in e.g. published sources, newspaper articles,
studies etc.

e@ooétjn %q&@ @q&sacocﬁqpssocéf og& soe@ooéﬂ O?GCDCD§@[QP@& @Sé]oopéu
POl ||0905@$oooseom oocn&q&@&qpsl 2000&:ogpe GeonCiilgps 02005 ooapéu

Market research typically comprises the following steps:

SoS304g¢ 6gpnR506000503¢E GEM0deEd[ydl F2eotypidoalagd

o Definition of the research objectives,
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e Establishment of the research plan,

e Data collection (i.e. through desk-based research, interviews, surveys),

e Data analysis and triangulation and

e Presentation of the findings.

o 20600005D:00p5g00gpizeed :283lodgE 3905

¢ 20600205$328320H000500500{g

o DYOHIIPSGoNHIGEn  opdigl:s  (poen  §Groonio00nEimagEdsacndypia?

26990 29600008[gr0d[gEs celg§dgts 0dodigp:)
o O30S 05:08[gC: $C qeoonediCipe odesodgls (Triangulation)

o 6oRdqodgp:od ooE[gfga

Development of a Marketing Plan quzcrgcsﬁpegeqs m@sooéql?ogﬁ&

As aforementioned, the four elements of the marketing mix and the findings from market research
may be compiled in a marketing plan to allow the company to plan its steps, approach and
budget.

320005098 66H[goo200pd3038: GEERASEPEEEdd G §isC GENR56005e GORY]OD
qpeod egEogad 328309038 c0pdapE(G: 88cpdesiel algrpbigpr gPidest egaeloodod
4o [GEe088E A0S

The following five-steps marketing plan is the most basic planning tool for a company that is
seeking to successfully implement a marketing strategy:

622005665(gdl GaEoR0dEPeges; 328200D §) s0EaRd GgEREROdgPEEEEE CUNY|
ean[ggn geodadeom arOCSi00069320305 26gdnyadieom $pd:006:00d ) gddloopd

lmoo&qSOQI)

What is the situation and environment for the product?

What is the goal of the company in the marketing of respective products?

H

ow can the marketing goals be met?

What are costs and timeline?

What is being learned and what needs to be changed?

Figure 18: Process of the Development of a Marketing Plan
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5.4. Profiting through Sound Financial Management §).§) Gmﬁs(g%caooo
6ge[03:800836[gC sa[qodaagSigpiafac:

Revenue, Costs and Profit ()869 UP$OQ|O§OS§§ 83@08
Like every business, an SME essentially needs to generate a profit to exist in the marketplace in
the long run. The profit that a company is early is defined as:
Bezeqrrudesimndpdenyod SME apdeiond9oopdeopds eairnpaboat eqqpd qoonpd 8Cae:
320905 :[405209$:090560I630E ¥oeemEeS c83250loopdi pSesindesl molgodaags:
qP0d 20056005epagt -

Profit = Revenue - Costs

:39505 = oCeg - 3205:0§05

Revenue (R) is generated through the sale of the offered products and services to the customers.
The revenue of a company (within a certain period of time) can be calculated by adding up all the
payments received from customers. Hence, in the case of a simple enterprise only offering one
product, revenues can be calculated by multiplying the quantity of the one product sold (Q,) with
the price (P,) charged, hence.

oCag (Revenue — R) ad32005e0 ap§ogodis 0Sea00agpio? nudSuponiadionypeaa: eeplsy)
[86:0  qfcloopbi  88SMEcROeSiel  0Cegaopd  exsodiopqpiei  (20§$0700000893303C:)
cotegeqps 390:00:03 ©eAIC:RodgEd[gte q§[ayddloopdn Belopt op§ogobiondeom
eepCaqieom §eqlieom Bignieerndesiondesl n€egod 20a30l msogodisaeqaaogad (quan-
tity Q1) $& egpgss (Price — P1) o3 agpod[gEsg 0godg0d8Edoopd

R = Quantity x Price = Q, x P,
In the case of a company with several products (or services) all the revenues for the different

products need to be added up, hence

0380%006;903@ o?$ogé:qp:go OQOSC\PSesp&ql(Slm :fé@dgos ()$Geoo&ﬂqpsg) cozOlon
op§ogodiea§pEaoniEmndimcgad epedltintegnd opodqEdepoRt e3NBAI0RE: cRAdgEd

R=R, +R,+R;+...=(Q;xP,) + (Q, xP,) + (Q; x P;) + ...

Costs (C) generally are composed of two cost categories:

GO EsgE 0p§aqodod (Cost — C) o3¢ 3a§jpmaon: & dloopd
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Fixed costs are any costs that do not differ independently from the quantity produced (e.g. costs
for buildings).

deo0mSoqofodyp: (Fixed Cost) &0 00050066000 36056 0o elgpl:cd[ge:
0§ (Powd 3268000538 MHSoyO§od 0205)

Variable costs depend on the quantity of products produced - the costs (e.g. for raw materials)
increase apparently, when more production is taking place.

20305008 p§oyododyp: (variable costs) ¢o coSpEeo EEEIRMOGPEO 905Gk
e[p:c50005CladI 226qE0R05 380005RER) F28l crSogEodropd: Sgpscrndloopd
(Powd 0r&[03:0gRdigp: 23:g[gC: ©200)

In the case of e.g. machinery or other assets that lose in value over time, the company needs to
determine the span of “useful life” of the asset. Through a suitable depreciation method (e.g. lin-
ear), the value of a machine e.g. at the end of the financial year of a company can be deter-
mined.

005050208 9Be0rcd P00 206[gdugRdiP:0d 2§ S03q 00EB:eaqRSRD: 005
Olon 88cpocsimncsfyC 2205|8000 2005006: (useful life) 0 200500dqdepdi aa&eagp
6a000088:60qRgIeom $pd:006s (depreciation method) 00699 (puwd> oo00e050p Gagpy
[862) [3€ 0050gRdigpeionsdia’ crbeiisioncreeasdaamsont eaqpy|Bs [g$copd c0odecd
883koooS

If an entrepreneur understands this fundamental formula for the calculation of the profit well, it is
easy for him/her to enhance the profitability of the business:

9&B:050980bcSiql 0odBimmes(gE 30[godaagsiod oodgIEd Y deo0s5:0d  §oiopd
2060060l0%00:0ln  cpiesiel  33[god20gS:98EeG:3cd:  sagudonmy [gEonndeostdl
2001

Profit = (Quantity x Price) - Costs

lgod= (32620301 X 6gEss:) - cPSayo§od

The profit of the company can be increased (1) by selling more, (2) by selling at a higher price or
(3) by reducing costs. Obviously, costs are inevitably incurred by a running business and cus-

tomers (usually) are less likely to buy a product / service the higher the price is.'" A start-up

1 This does not apply for luxury goods for which the high price set is part of the value proposition.
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company is “break even”, when it is reaching a profit of O and when hence after an initial invest-

ment all costs have been covered by revenues.

88cpdeseel solgodaagSigp:a? -

0) 3266220305386 Csqacs

J) eqreomni{gCeeplsqcs

o) oferoicSocapafat: I8 SHGEEEdonc

PSofodgp:aopd woeio wegpEa3fteomn 3rd:08odqpPe b vLdurB:BaYPiG
pS0gdieqsS:0gpandon 20005505:00060[gddlaopbi” 00nEonpbeomnEeomn voesionde
:eslg (start-up) olqlieonpdeg cpSoqEdodypomn eteoyden saofesslgodedod
c0bcsiwn 20qC: (Break even) 00o[gddloopdi

Relationship between Costs and Price o?$oq|08]08§§ Gq=i$:6ﬁ eocﬁo&i

On the side of revenues, for an enterprise the setting of the right price is essential, as a company

can increase revenues only either by selling at a higher price or by selling a greater quantity.

0Cegonode [MpdagiCaopds cobcsinboopt wSmEcomn egpgsod 0050058EeS =acpd
:6q¢03:00001 3a6[opEien 88cvocsiel 0Cagaodd eqpsSiyCal(ac eapliqgt: Boupcd
32663203054pegp: 6epEiqatily 0€egaBiesnt caongaddEaladi

In this context, there are two different models regarding the relationship of prices and costs:
o336 aelopCigpieoPe eqpgSisConSoyofodygpieisnndodystaondadeon obiods
065890 §olaopdi

e Cost-based pricing: According to this method, the price of the product will be set to cover
the costs and allow a predefined profit margin.

o opSoyodod=cdad eqrooodecdlgl: (Cost-based pricing) - 32933l $p5:006:30q 07
09000961 cpaEdodsmndiod  =adlmnt  [Foa€aoodecdooneomn  Flgod
PPE58:03 codedICian eagS:0009005(gEs

e Price-based costing: According to this method, the company is trying to influence its
costs based on the price level that is reachable on the market.

o oqrgSianafgly opSoyedodaocdecifgl: (Price-based costing) - 22a30lso0:c0dimnq
c05c&:00d90pd  eeplegepd cpsogobiel  egpapodedodeqeed  ooopdq  Glel
app0efodepio} HzeBges

2 q&og& &8éogéqu: odoEaon
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For any company in the start-up phase, it is advisable to conduct a break-even analysis to deter-
mine the point of time, when the company is generating a profit for the first time.

o 0 o o
006c§:0009  2[godgf8Cepdengi§ondend Bdes ooudcriesiead oontonpdeconeom
omeoRE =agean[qod ofeom weefgmecs wo$:0dy (Break-even analysis) o3cpbesonted
GBS0

Saving through Scale or Scope

2a6|epodaagp: Beupcd 2o§Eeeon:yP:gr00050pdfgElee cpsayefodoondamnig:

Two important models of cost-saving are essential for entrepreneurs:

988208098 p0cSiqligpiancnnd FeaBie0n MHSmododaondamy $pdicé: () §i §ol
20001

pz000igPig> 0005005(gEgC
PSOYO§od 200>30000[ge:

sae|gpodaagp: 000500d[gtiye
PSOYO§od 200>30000[ge:

(Economies of Scale) (Economies of Scope)

... refer to the savings in costs per unit that ... refer to the proportionate savings in costs
an enterprise is able to make, when it pro- by an enterprise that produces multiple dif-
duces a greater quantity of a certain prod- ferent products as compared to the case of
uct. producing the products separately.
0p5c$:006920p5 M$ugbiodjEad apdcS:0069005
206q320305 GlgPodypigd op§ogpdiaamaoniqpigdod
09050pS 2000998 00d9gIC:30305 09050p5[gE:a0pd Befgpr005apd[gEicond
op§orefed 200dom[gEiad sdaddloopdn op§o0§od 22603532008 0050000:0[gE:ad
B80S

Keeping Track of Daily Operations - Cash Book and Inventory Management

e50PpOcSicopdocdand  wobondionlgl: - egonqfionzpd  (Cash book) $&
orfogaSioobon B3okEE:

Many SMEs in Myanmar do not conduct proper accounting. For obtaining financing, planning,
expanding and professionalizing business, calculating the corporate profit and tax liabilities, it is
essential though to keep track of inbound and outbound payments.

[g§e08Eeel SME cpbeSqpignogl ong&srumieamgsgnlgeooig efooeanod sy
Cloopdi egregengpodeogls codcsimndanodeqealgls codecsem:od:q) [§t: $¢ osdoomy
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c06eemnE[ge: (professionalizing business) cpdessel 22[godst c0&:ee0nEqLLY SagSowdn
0303 0R05qIod[gE: ©20p503[gpE8EqSmaoR05 nlag ogodegyP:ad vododionCoonfe ©f
o[96 B=63l20p5

An important and simple first step to proper accounting is to maintain a “cash book”. Such a cash
book is a financial journal that lists all transactions of cash received and payments made with at
least the date, a description, the amount and balance of the accounts.

comligseomn oq:3al: [g9g320R05 §:qC:gudongeemtgrd8teom vooezeeoled og

o2qC:e03p5 (cash book) 0o§[gEegdoopdn Begengtionspdoopd egeus eguy S30:0d:i03
©05006:00860m  GgaloRe0d&e0d  (financial journal) oode(gdG: =ospdiad: oS!
e6d[gqodt eguwani $¢ eoglicondogs 020503 dotedlepd

In addition, for obvious reasons also an SME should keep track of its inventory, hence the number
of e.g. articles and materials on stock. An initial inventory list is to be created by counting, meas-
uring etc. all types of e.g. articles on stock. Continuously, all changes of the stock levels through
purchases by the company, sales or loss (e.g. food beyond expiry date, damages) are then to be
recorded in a list. (Beyond stock levels, also reservations of products or sales forecasts for the
product can be included in the list or a different format.)

RB0gE =p§recn saclopCiooepigpizng SME cpdcsiondeaopd g&odel apSougod:
00d0y$ (Powd oyseorn 328052088 0god: 3egEI0RRY) ¢Piad ©ODEE:00E:20¢A
2081 gcomnSogodicocdogfongt: o3 eqopedgls oBC:om[gl: oopdspSicudigpiod ewd
00050063 dlepdi s005c05e) vuSuragps eepCgagp: 93ewr0d BPASYEdeYP: (§OPCRS
O2IOOGPH 3q0d2Begp: ©2000) 03copds copdREiedgEde 88cvocsiel MHSLgRd:
C0050§326[pE:3cd0d 0qEgpoonqdlecdi condaySmalgl [BeaCenuvragpielope g
c023602qE000 pSogndigp: Bewdd 3eepEiegeSigqodgpidcopd: 3833 coodoyongts
o€ c0pd99Csqea[gdo0cd Befepaspdir6:006065[gEnRd: Gudlgoon§Edoogd

Principles of the Structure of a Balance Sheet and Income Statement

coodo$qtiond:  (Balance Sheet) $¢ oCegesdlggododel  3opdioopbesonndd
sae@éoé:qésqps)

Purpose of balance sheet is to display the assets (e.g. inventory, buildings, vehicles), liabilities
(e.g. debt to be repaid) as well as the equity of a company at a specific point of time (usually at
the end of the calendar year). Generally must the following formula always be valid in the balance
sheet of a company:

coodo$gLionseel qpdqudqEden BE3Cagp: - Assets (pSogodicuadoysi 22680005353
QP2 03dgP: 020p5) GLISOOSEP: - Liabilities (cuss00qepd 36[ngigp: ©2020) $& S
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omeomdemapls ([gapd5sdeiznsd:) 0 cpbesiel copdoutooieom wonpdeggps gudum
qped esdlgesadolooddi eemodesdlgdldeaspdiandannd coodaysqtiond: 0adgES8Ed
20001

Total Assets = Total Liabilities + Equity
09acAlC: HEBEQqp: = ppcdCicuigSomosyp: + voopdeg

Every value containing asset needed to be paid by the company at some point of time either by

the company’s own resources (i.e. equity) or e.g. through loans (i.e. liabilities).

005c§:000961 0058:0005 30B3E3qE:F[gdgpigllgdee (pown wonpbeg) egeqrgtlye
[g8c0 (pown eypegyp:) [§E[gbeo cogS§Emr copdnCIgges [gdooRd
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The following sample template should serve companies as a support to establish a balance sheet:

88cpdesmas(gs coodoysqiond: (Balance sheet) o3 oopdeemnndepopt saeaonndeacy
2[gd eem0deudgdlsesd 0603 32004g8Edoopd

Table 2: Sample Balance Sheet

QL2 i 005078 C2008: $080

Balance Sheet (on a specific date)

cocd0q§qE:00d: (2005005q05/070000b90R05)

Opening January February March

ecoomgCs a8sA§ Goeed0l§ | ©od

Assets current

000§ 3EBE0gpd:

Cash

Gg&')’):

Accounts Receivable

QE§egoqtyp:

Inventory

op§ogpdicoodoyé

Prepaid Expenses

[PBjenCeuiegoonieom
F20)0§0odgp:

Total Current

90eAIC:005§ 3EadCq
Fixed

$eo0gEaftq ogpb:

Leasehold Improvements

sog:o:or% E@Sg&:é@&

Equipment & Furniture

:20):32680080gp5:5¢ 0§eomogp:

Accumulated Depreciation

90acAIE: 00§8:e0qpe

Total fixed Assets

99GOIC: o0 3EBEG ugpdigp:

Total Assets = 7olal current + Total

fixed assets

ppadlt: géaily ogoowp: =
0padlss cvasd SEable vgabgp: +
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ppod: fooofbeply ogosiap

Liabilities

cuig§omofep:

Current

coo>§oaet:

Accounts Payable

cosqSoqCigps/elogieusgd
oybfeoatup:

Current portion of long-term loan

$0qpSeqregel cood§owan

Total current Liabilities

90GOIC: GuigiomnSdagp:

Long-term debt §8ﬂé®@:|§
$5qpSe(p:(8

Loan

GS“:Gg

Minus current portion

0o} 986

Shareholder’s loans (if)

qudSoonglypzel egpagyp: (§oqi€)

Total long-term Debt = (Loan — Mi-
nus current)

ppclbisbgode/ngl§ = (eqpeg -
WwAs)

Total Liabilities

99cAIE: cuigSonoSyp:

Equity
copdoeg

Opening equity
ecocopdolaeg

Retained Earnings

:[g0de0e [g§copSoopdntoopd

0N

Minus Dividends

:[godeopgp: 956

Total Equity
99cAlE: copdote

Total Liabilities & Equity
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99adIt: cuig$ 00§daqp: $C
copdoCaqgp:

While the balance sheet of a company is to be understood as the “balance” of all accounts at a
specific point of time, a so called “income statement” or “profit and loss statement” is helping a
company to document earnings and costs, as they occur.

88cpbesiel cocdoySegongliqlionts (Balance Sheet) 20p5 sag§omc000d932098:03E
cv6eamnteom orgliaanindiel coodoy$ur §r:0pdooqElgbeacdapd: néegegl: cudlg
Qo5 (income statement) a300p0d sagemalgodengS: (profit and loss statement) o0pd 83
cveksel oleggpist mrSoyo§odep:a’ erqligeeuiclaogdi
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Table 3: Sample Income Statement

@u: I o€egesdlygod/ olegeongts

Income Statement (or Profit and Loss Statement)

0Cegooqts (oGuunod 3ags 3algodooeE:)

January February March

aSsAl§eo GG ©OdO

1. Total Sales

99cOIC:eepEaaa:

Cost of sales

oepiqig phoedcd

Gross Margin

crlcleelclee) =[god

2. Expenses

F0)0§odgp:
Wages & benefits

comgé Songyp:

Rent

(pRaREINGE

Advertising, Promotion

cloPlest
eepiigéontasy

Administration, Office

qBo9pbqy5q

Utilities, Telephone

269 o§eeonlagps
0000808

Insurance

3N

Accounting, Legal

oqC:3a8: poeseeep

Loan interest

GYEEEI0R05 3003
Travel, Auto
o§sododr om:
Maintenance, Repairs
GlGEB8:086:0805

Depreciation




oo&B:eaqplat:

Licenses, Taxes

3ol :39§$qu:

Assets purchased

grrogpdrodong
Other

ol

Total Expenses

99GOIC: 2050805

Net Income before Tax

2gS0c0iee0nts
somonoleg

Tax

3285

Net income

393”300&)&38

Important for the management of an SME to realize is that investment needs (e.g. for a new
building) and needs for the financing of day-to-day operations (e.g. trade finance) are fundamen-
tally different.

SME cobc§iondesi 800s3g 200305 qC:8q05qadlep cB2a0g0dyp: (3268000520800
320905 c3325q10502005)se50D rSCsi0pb00d9mR05 galadzadgodgp: (0rSogude
spCep egefogiceateadecnpd) qpiod [gpheopdieacntaudepogt aliodsboy salgdem(st
Blopsg §o0p503 so:c0pbaoeomeilodgs cdeabdloopd

5.5. Establishing a Culture of Continuous Improvement and Sustainability

G-9 ©pso0de[yod0Bionmdes¢ eqgpRdodpSordelpiies: vopeoyigoodad
or% oop_SGooocﬁ@&

While one objective of most companies is to grow, it is important for a company to grow in a sus-
tainable way and to internalize a culture of learning and improvement.

codcsemgpiocl B:oopdgEden gEo0§[0Fiogniamnes [geaddeopd: eggpdSorp50s9EGeomn
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Strategy 1: Lean Production

U)o o1 36c309&eE cpadapd(gt: (Lean Production)

One of the globally popular production philosophies is the concept of “lean production” that was
developed as part of the Toyota Production System. Implementing lean production in a factory
means to reduce any “waste” in the process. Relevant questions to a company may be: How can
defects and inappropriate processing be reduced? How can unnecessary motion of products in
the production facilities be reduced?
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According to the concept of lean production the following types of “waste” should be eliminated in
an efficiently run production facility:
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(Source: ottomotors.com)

Figure 19: Waste according to the Lean Production Philosophy

Reduce unnecessary motion!

0032060005 FaegypPod cagRgdl

A company should not require a worker or machine to move unnecessarily.
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Reduce unnecessarily high levels of inventory!

00332693 opSogpdiuadoySgpigy condodam§gs olgipodsti

A company should not maintain too many products on stock as necessary, as this creates often
substantial costs e.g. for warehousing.
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Reduce unnecessary waiting!
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A company should not keep an available workstation unoccupied and waiting.
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Reduce defects!

32 0538:4p:03 cagpal

A company should implement measures (e.g. quality assurance) to avoid or minimize the occur-
rence of defects. If defects cannot be avoided due to the nature of the production process, errors
should be recognized as early as possible.
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Reduce overproduction!

0832620050005 3600a5Rdlsei

A company should not produce more than necessary, as — again — costs for the storage of inven-
tory of final products would be incurred.
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Reduce unnecessary transportation!
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A company should plan the layout (and location) of its production facilities to avoid any unneces-
sary transportation of the inputs, semi-finished items and final products, whenever possible.
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Reduce overprocessing!

0033266000 32808403 GagRYIdh

A company should eliminate unnecessary, non-value-adding steps in production.
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Strategy 2: Strategies for Developing Products and Markets

oo i 0§0godiypst egragodypa? esdooodg: cumgurgp:

The so called “Ansoff Product-Market Matrix” is a useful tool to visualize the options that your
enterprise has to seize new opportunities.
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Peneration Development
New
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Development Diversfication

Figure 20: Ansoff Product-Market Matrix (Source: VP of Strategy)
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Strategy 3: Corporate Social Responsibility (CSR)
©UNYU DI PO0§ESG (CSR)
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As part of CSR (at times also called Creating
Shared Value (CSV) e.g. at Nestle), an enter-
prise is often seeking to avoid any negative so-
cial or environmental implications of its business.
Instead many enterprises are striving to create a
positive impact through their business.
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In an ideal scenario, CSR goes beyond just phi-
lanthropy (i.e. giving donations for a charitable
purpose) and element of sustainability are incor-
porated into any part of the value chain. CSR
initiatives may be implemented in organizations
of any sizes and sectors, while obviously the
nature and scope of sustainability measures may
be different in dependence on the size of organi-
zation.
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(Source: renewableenergyworld.com)
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Figure 21: Core Elements Considered in a CSR Strat-
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Putting in place CSR measures may help SMEs to win new and retain existing customers, to build
a positive reputation and get on the radar of investors and potential business partners and at
times to gain savings e.g. in operational expenses etc.
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Useful Contacts
° [N c [y [ [N
3209:0CHP0 FOMARUOGS PIE|C:

SME Agency (also available in all States and Regions of Myanmar):
http://www.smeregistermm.com

e Contact to the network of qualified and certified business development
trainers
o0 For CEFE-qualified trainers (“Competency based Economies through
Formation of Entrepreneurs”) kindly contact your nearest SME Agency.
For SIYB-qualified trainers (“Start and Improve Your Business”) kindly
find the list of trainers here (http://siyb.com.mm/en/trainer-location/#)

o HP Life Online Courses (free English online courses for SMEs and start-ups):

http://www .life-global.org

e Myanmar Young Entrepreneurs Association (MYEA):
https://myea.org.mm

¢ Myanmar Women Entrepreneurs Association (MWEA)

e Entrepreneurship Development Network Asia (EDNA):
http://www.ednamyanmar.com
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Building Markets:
http://www.buildingmarkets.org

Phandeeyar (in particular for ICT / tech-related SMEs and start-ups):
http://www.phandeeyar.org

Centre of Excellence for Business Skills Development:
https://www.cebsdmyanmar.org

Union of Myanmar Federation of Chambers of Commerce and Industry
(UMFCCI)
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