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Introduction

Rapid economic growth needs an efficient flow of information to farmers.
Also a nation’s.ability to generate a steady stream of business opportunities
in the sector can only come about when its people take to entrepreneurial
activities. Entrepreneurs are essentially the engines of growth for a nation.
There are several factors that go into making a successful entrepreneur,
and he or she need not necessarily possess a strong business and financial
background. On the contrary, well-conceived and well-directed training
can always produce an outstanding entrepreneur. In addition, with a vast
opportunity in the agro-sector, entrepreneurship becomes all the more
necessary for self -employment and small-business. Hence, there is a need
to integrate various sources of innovations and extension in such a
manner that they provide a proper synergetic effect in contributing
towards the economy.

During the last two decades, the scenario in rural and urban areas has
significantly changed and it has a major bearing on the existing
farming systems. There are also new systems, innovations being
integrated by innovative farmers in their overall farming systems. The
training program on agri-clinics and agri-business centres is a step
forward in the right direction by National Institute of Agricultural
Extension Management (MANAGE). The attempt by EDII, Gandhinagar
here is to provide a platform for interaction with both successful
entrepreneurs and sector experts.
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Premise:

Continuous efforts are on to innovate, improve and enhance the
practical relevance of the educational process in the programme.
We hope to enable participants to:

® Develop adequate conceptual base in different subject areas of
relevance.

° Acquire sufficient operating skills in using modern management tools
and techniques in different functional areas.

°® Develop application skills of management techniques appropriate in
the unique contexts of Agri-Business

® Develop a gestalt perspective of the Agri-Business sector, its
dynamics, complexities, challenges and opportunities in the
emerging global context.

Salient features

The courses can be broadly grouped into the following themes:

General Management

A number of sessions that focus on subjects relating to management
in general, such as Marketing Management, Financial Management,
Organizational, Behaviour, Information Systems and Technology
Management, Human Resource Management, Knowledge Management,
etc.

Agri-Business Management

Some of the sessions relate to subjects concerning management of
business organizations, such as Agri-inputs Marketing, Agri-export
Marketing, Procurement Management, Supply Chain Management,
Rural Advertising and Communication, Commodity Futures and
Trading, Participatory Extension Management, Quantitative Aids for
Agri-Business, Retailing, Rural Credit and Agri-Finance etc.
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to existing and future competition and to understanding if the proposed area
is one of growth or stagnation (Sahlman, 1997; Thompson, 1988). The
business planning process allows the owner to fail on paper thereby reducing
the probability of failure and the costs associated with a real-world failure
(Grover, 1998). Business planning is not a choice according to Hogan and
Utierrez (1997). They consider it a “matter of survival.” particularly in
agriculture and low-margin business activities common to the sector. Effective
business planning is a continuous process.

According to the U.S. Department of Labor, it is the “first management job-
a combination of realistic calculations and crystal ball gazing.. .an exercise
in arithmetic and imagination” (Brabeck, 1994).

As the process continues, it adds the tasks of evaluating, monitoring, and
comparing actual results to the outlined goals and objectives. As variances
from the plan are noted. revisions and updates to the business plan are
implemented in order to keep the business on line to meet the goals of the
owner and the needs of his/her customers.

Sections of a Business Plan

If one looks at any of the multitude of business planning aids, a variety of
plan formats exist. This paper follows a format developed for value-added
agricultural products (Holcomb, Muske, & Kenkel, 1998).
Eight sections are recommended:

(1) Executive Summary;

(2) Introduction

(3) Situational Analysis;

(4) Business Proposition:

(5) Action Plan;

(6) Financial Analysis;

(7) Evaluation and Measurement; and -

(8) Contingency Plan.
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Business owners are often stymied by the simple fact that they do
not know who to call. For example, it is often more important to know
how specific provisions of laws or regulations are interpreted.
Extension personnel can aid an entrepreneur in finding the appropriate
contact point for such information and how to include that information
within the business plan.

Next. Extension specialists can act as an objective third-party in the review
of a business plan. Extension personnel can also offer the entreprencur a
perceptual view of the plan that might be different than that offered
by the entrepreneurs banker and/or accountant. This is not to suggest
that those views are not important: they certainly are. However, just as
important is the view from a non-involved third party. Such
third party reviews might also be solicited from other agencies such
as the Small Business Development Centers. Each of these reviewers
offers something different as each brings a different experience
and education background into the review process.

Finally, extension specialists bring an ability to include basic and
applied research as well as real-world experience to business planning
efforts. This blending of information and experience is somewhat
unique. Such an understanding allows the owner to go beyond the
numbers to understand some of the reasons for the results (Bittleston, 1998),
thereby increasing the probability of business success and the quality of life
of the entrepreneurs.

References

Bittleston, R. (June, 1998). Measure cause, not effect. Management Today,
88-90.

Brabeck, B. (1994). Homemade money (5th ed). Cincinnati, OH: Betterway
Books

Brodsky, N. (1998). Due diligence. Inc, 20(2), 25-26.

Bruno, A., Keidecker, J. & Harder, J. (1987). Why firms fail. Business
Horizons, 2,13-24

114 January - June, 2003






