
SECTION 4: IDENTIFYIN G TRAINING NEEDS OF ENTREPRENEURS 

This sectio n provide s a  revie w o f th e mai n issue s relatin g t o th e 
identification of the training needs of entrepreneurs. 

4.1 INTRODUCTIO N 

If training of entrepreneurs is to be effective, then the entire process 
and organisation must be preceded by an objective assessmen t or diagnosis of 
their needs. Withou t thi s there is a real danger that the training provided 
might be perceived a s not necessary o r relevan t by the target trainees an d 
indeed may not be. 

Two caveats in particular ought to be sounded in any attempt at training 
needs analysis of entrepreneurs or small business people. Firstly , there is 
the danger o f generalisation -  entrepreneurs, and small businesses, are very 
heterogeneous. Secondly , ther e i s th e issu e o f whethe r entrepreneur s ca n 
always be relie d upon to know what their main problems ar e when asked; and 
even if they do, some might say what they believe the enquirer wants to hear. 
For example, if the enquirer is perceived to be of some influence in arranging 
credit, financ e migh t b e state d t o b e th e mos t pressin g problem . T o a 
government officer, taxes or premises, or even the government, might be stated 
to be the major problem. 

Many business people and in particular market traders and other informal 
sector operator s who make up the vast majority of entrepreneurs in most less 
developed countries, make their very limited funds work extraordinarily hard, 
turning over their working capital daily or even more often than that. 

Many others, however, particularly those who are likely to be the target 
of training programmes, labour under what has become know n a s th e "capita l 
scarcity illusion" . The y believe that shortage of capital is their major or 
even their only problem, but they have at the same time large amounts of money 
tied u p i n slo w movin g o r redundan t stocks , under-use d equipmen t o r 
uncollected debts. Thi s may be immediately obviou s by observation alone , or 
more detailed questioning and analysis may be required. I n either case, it is 
valuable fo r anyon e concerne d wit h trainin g desig n t o spen d tim e i n 
enterprises themselves, in order to ascertain their actual situation. 

Nevertheless, experienc e show s tha t i t i s importan t t o adop t a 
"marketing" approac h t o training , i.e . a n approac h tha t identifie s an d 
anticipates needs , provide s trainin g relate d t o the m an d maintain s a 
follow-up, with the overall aim of making training efficient. Exhibi t 4 below 
shows a systematic approach to the "marketing" of training. 

4.2 DEVELOPMEN T OF TRAINING 

The emphasis on results in training is assuming growing importance where 
resources o f money , peopl e an d tim e ar e short . Increasingly , ther e i s a 
requirement that assistance to small business development, whether in the form 
of a proactive extension service at the place of work, classroom trainin g or 
distance learning, be cost-effective and justifiable on socio-economic grounds. 
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Accordingly trainin g programmes nee d t o b e precede d b y severa l planne d 
activities and decisions including: 

(a) determinin g th e trainin g need s o f th e entrepreneur (and , where the y ar e 
different, the needs of the small business); 

(b) trainin g the trainers; 

(c) assessin g the number of potential trainees; 

(d) identifyin g the resources required ; 

(e) determinin g the form of training to be provided; 

(f) preparin g the training itself, including appropriate training material; 

(g) testin g training activities; 

(h) reviewin g and revising training; 

(i) administerin g training ; 

(j) maintainin g the training; 

(k) summarisin g all facts and figures for the next cycle of training. 

Some o f thes e activitie s wil l involv e an investment, but they could save 
considerably more . Whils t precis e accurac y o f al l th e activitie s i s no t 
required, indee d i t wil l b e impossibl e i n mos t places , som e attemp t mus t 
nevertheless be made to assess training needs. 

It mus t als o b e recognise d tha t mos t approache s t o trainin g need s 
assessment ar e designe d t o identif y deficiencie s i n specifi c skills , whil e 
many an d perhap s mos t smal l enterpris e problem s aris e fro m deficiencie s i n 
attitudes an d behaviou r pattern s suc h a s have bee n referre d t o earlier. Th e 
training designe r mus t b e sensitiv e t o thes e aspects , an d mus t b e abl e t o 
"translate" observe d finding s int o thes e mor e fundamenta l needs , and the n to 
select appropriate training strategies to deal with them. 

4.3 DETERMININ G TRAINING NEEDS OF ENTREPRENEURS 

In line with th e proposition fo r th e adoptio n o f a  "marketin g approach " 
to training (Gibb , 1983) / th e management training and development needs of the 
entrepreneur (o r th e smal l business ) ma y b e conceive d a s a  "market " fo r 
suppliers o f services . Th e marketin g concep t i s usefu l becaus e o f th e 
attention i t draw s t o th e centra l proble m o f smal l busines s managemen t 
training, namel y ho w t o characteris e need s an d ho w bes t t o enter th e market 
efficiently and effectively. 
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Exhibit 4  suggest s som e commo n way s i n whic h th e smal l firm s marke t 
might be segmented. 

Source: Gibb (1983 ) 

The majo r valu e i n usin g th e segmentatio n proces s her e i s i n th e 
identification o f commo n set s o f needs . (I t ma y also , however , b e use d t o 
identify programm e constraints , fo r exampl e i n location , an d ultimatel y 
channels fo r marketing. ) I n practice , i t i s ofte n necessar y t o combin e 
different segmentatio n criteria ; th e approac h nee d not , however , b e 
sophisticated. A  shor t questionnair e coverin g th e ke y area s o f segmentatio n 
will suffic e i n mos t cases . Ideally , th e dat a mus t b e gathere d durin g a 
personal intervie w a t the entrepreneur' s plac e of work, when observation could 
also be made. I n general, the personal visit/intervie w i s to be preferre d t o 
self-administered questionnaire s sen t throug h th e post, telephone survey s an d 
other form s o f gatherin g data . Apar t fro m th e advantag e o f allowin g 
observation, th e persona l intervie w i s appropriat e fo r a  variet y o f 
circumstances, fo r exampl e i n dealin g wit h illiterate s o r peopl e no t o n th e 
telephone. Mor e importantly , th e interviewe r ca n bette r explai n wha t i s 
sought and why, and obtain a generally better response by establishing rapport. 

Not al l programme s fo r smal l busines s wil l b e sensitiv e t o 
segmentation. A n extrem e exampl e i s i n introducin g micro-computer s t o smal l 
business, when the programme might aim to cover a wide rang e o f smal l busines s 
in a  variet y o f industries , wit h ver y differen t form s o f ownershi p a t 
different stage s o f developmen t an d wit h differen t type s o f entrepreneurs . 
Others, suc h a s programme s geare d t o interna l issue s o f improvin g managemen t 
control, may requir e more carefu l segmentation . Th e segmentatio n polic y tha t 
is mos t appropriat e wil l depen d o n th e marke t characteristic s an d th e 
institution involve d i n terms o f th e skill s o f staff , the flexibilit y o f th e 
organisation, th e availabilit y o f tim e an d resources for detailed analysis and 
the priority needs of local industry. 
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Exhibit 4. Key Areas of Possible Market Segmentation 

Size 
Industry 
Market 
Product 

Process 
Stage of Growth 
Problems 
Opportunities 

Functional needs 
Locality/area 
Sex 
Ethnic group 

"Types" of Entrepreneurs 

Ownership structur e 

Shared activity/concer n 

education 
style 
Strategy 
co-ops 
independent 
associations 
clubs 
buying groups 
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