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Message

Deendayal Antyodaya Yojana-Na�onal Rural Livelihoods Mission (DAY-NRLM) implemented by the Ministry of 

Rural Development is a poverty allevia�on project. Start-up Village Entrepreneurship Programme (SVEP), the 

sub-scheme under DAY-NRLM has the objec�ve of helping SHG and their family members to set-up small 

enterprises in the non-farm sector. SVEP aims to support rural entrepreneurs by developing an eco-system for 

suppor�ng small business in rural areas.

The eco-system also comprises of a cadre of Community Resource Persons-Enterprise Promo�on (CRP-EP) who 

are providing business support services to entrepreneurs. This support consists of iden�fying business ideas, 

prepara�on of business plans, accessing loans, marke�ng of products and services, maintaining accounts and 

inputs for taking business decisions.

Currently, more than 1 lakh enterprises are in opera�on and over 2,000 trained CRP-EPs are providing varied 

services to these enterprises. Another 20,000 such CRP EPs are envisaged to be trained and engaged under 

different components of the program by the FY 2023-24.

Rural Self Employment Training Ins�tutes (RSETIs) working at district level across the country also have similar 

objec�ve of training and suppor�ng rural poor youth establishing their self employment entrepreneurial 

ventures. Keeping in view the vast geographical reach and compa�bility of the RSETIs with the SVEP, it has been 

decided to get the aforesaid CRPs – EP trained and cer�fied at the RSETIs.

To implement the above decision, a new training course for the CRP EP has been designed and aligned with the 

NSQF. The course has been approved by the Na�onal Skill Qualifica�on Commi�ee (NSQC) of the NCVET and 

the programs have to be conducted at selected RSETIs of iden�fied SVEP blocks.

To successfully implement the program, involving all the SVEP stakeholders i.e. the SRLMs, NROs/PIAs and the 

Communi�es, the Assessment and Cer�fica�on team of NAR has developed a trainer handbook. As the quality 

of CRP EPs to be trained is of utmost importance, it is necessary that the trainers have the clarity on the 

qualifica�on to be delivered. This handbook will help in focused coverage of approved syllabus thereby 

ensuring maximum number of trained candidates coming out successful in the Assessment and ge�ng 

mandatory cer�fica�on.

I wish all the trainers to take keen interest in following this handbook and maintain it as reference for impar�ng 

training to the CRPs EP so that we have an army of well qualified professionals guiding budding entrepreneurs 

in rural areas.

Yours Sincerely

Charanjit Singh

Charanjit Singh

Joint Secretary (RL)

Tel: 23438012

Email: jsnrlmof fice@gmail.com Ministry of Rural development 
Deptt. of Rural Development 

Government of India 
th7  Floor, NDCC Building-II

Jai Singh Road (Opp. Jantar Mantar)
New Delhi 
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Preface
During over a decade of its even�ul journey, RSETIs have touched many milestones. A remarkable one 

is adding Assessment and Cer�fica�on to its programs.  Be it the trainers or the trainees, everyone has 

to undergo a process of assessment and ge�ng cer�fied before they are accepted in the program.  

This has brought objec�vity and credibility to the RSETIs func�onality.

Recognising the quality of training outcome and the importance of cer�fica�on, Ministry of Rural 

Development, the anchor Ministry of RSETIs has decided to get the Community Resource Persons – 

Enterprise Promo�on (CRP-EPs) working in its reputed and well running scheme called SVEP ge�ng 

trained and assessed at RSETIs. A separate qualifica�on on the CRP – EP training has been made and 

has been approved by the NSQC of NCVET. 

As per the approved syllabus and session plan, the CRP-EP qualifica�on is to be jointly delivered by the 

RSETIs and the NROs/PIAs working in the SVEP. As the qualifica�on is to be delivered jointly, it 

becomes necessary to have clarity among the trainers and the roles and responsibili�es of all the 

training partners are well demarcated. 

It is also necessary that the candidates are well trained on the defined Performance Criteria (PC) of the 

qualifica�on and then only they will be able to clear the assessment.

To help the training partners achieve the above objec�ve, this trainer handbook has been made by the 

Assessment and Cer�fica�on team of the NAR. The handbook consists of the materials on topics to be 

delivered. The trainers are suggested to refer the related chapters before taking their assigned 

classes. They may suitably edit the contents as per the situa�ons at their level and deliver the same to 

the trainees in respec�ve regional language.

As the trainers also have to undergo a cer�fica�on process, they may study this handbook so as to 

make themselves thorough with the contents of the CRP–EP qualifica�on.

Though the qualifica�on will be delivered by different training partners across the country, desired 

outcome is benchmarked to the approved PCs. This handbook is to help bring-in uniformity and 

standard of training across the geographies. The handbook will also be very helpful to those trainers 

whose trainees will come for cer�fica�on under Recogni�on of Prior Learning (RPL).

The handbook is solely for training reference, limited to internal circula�on only. Materials referred in 

the handbook are acknowledged to its sources with thanks. I thank my colleague Ms Saritha R for 

making great efforts in compiling this handbook and welcome sugges�ons/feedback from the 

readers.

 With Regards 

R R Singh
Controller, Assessment & Cer�fica�on

Na�onal Academy of RUDSETI





TRAINING OUTLINE

COURSE CODE: NARQ50003
NSQF Level - 3

Dura�on of Training: 

32 days/250 hrs of which, 17 days in the RSETIs campus and balance 15 days in the field by respec�ve 

NROs/PIAs.

Mode of Training:

Instructor led Theore�cal sessions, Prac�cal sessions & Field Visits

Batch Size: 

§ 35 person

Eligibility for undertaking training:

§ Minimum -- 18 years of age

§ Minimum – Class 10 Pass

§ Should have been selected through a preliminary screening process by the concerned SRLM

Training:

§ NSQC approved syllabus and course curriculum for course code NARQ50003 is to be followed.

Trainers:

§ RSETIs/NRO trainers cer�fied by the NAR

Training Timing at RSETI

§ 9.30 am to 6.00 pm

§ 4 Sessions 

Objec�ve of the Course

In order to help the rural poor set up small enterprises in the villages, Ministry of Rural Development, 

Govt. of India (MoRD), is running a program called Start-Up Village Entrepreneurship Programme 

(SVEP). The programme is implemented by providing training and credit support to the rural poor 

thereby reducing poverty, crea�ng employment and s�mula�ng economic growth in the villages. To 

support the rural poor to start and manage their respec�ve enterprises, the SVEP engages local 

resources called Community Resource Person – Enterprise Promo�on (CRP – EP). CRPs-EP are the 

individuals engaged to support the rural poor right from star�ng an enterprise to its management 

and its profitable running. As the RSETIs also have similar objec�ve of training and suppor�ng rural 

poor youth establishing their self-employment entrepreneurial ventures, it is envisaged to get the 

aforesaid CRPs – EP trained and cer�fied at the RSETIs.



SESSION PLAN 

CRP-EP, Course Code - NARQ50003

DAY Session Topics (Theory at RSETIs – 17 days) Pg. 

1

I Registra�on & Inaugura�on / About the Ins�tute, rules & regula�ons of 
training / ins�tute

04

II Rapport building and unfreezing – Ice breaking exercise 08

III Achievement Mo�va�on - Confidence building 11

IV Need for self employment, Entrepreneurship Development (What, why & 
how?)

13

2

I Introduc�on to NRLM ecosystem 17

II Introduc�on to Start Up Village Entrepreneurship Program (SVEP) 19

III Roles and Responsibili�es of CRP _ EP and BRC 22

IV Income Genera�ng opportuni�es in enterprise through BRC Services 25

3

I Social norms and customs affec�ng entrepreneurial ac�vi�es 27

II SRLM structure 28

III Community Based Organisa�ons (CBOs) - structure and func�ons 29

IV Enterprise Business partners - Banks, implemen�ng agencies, procurements, 
etc. 

30

4

I Basic Mathema�cal opera�ons - Addi�on, Substrac�on 31

II Basic Mathema�cal opera�ons - Mul�plica�on 32

III Basic Mathema�cal opera�ons - Division 33

IV Basic Mathema�cal opera�ons - Prac�ce sessions 34

5

I Understand and solve percentage based mathema�cal ques�ons 35

II Understand and solve Frac�ons based mathema�cal ques�ons 37

III Understand and solve simple equa�ons based mathema�cal ques�ons 40

IV Understand and solve averages based mathema�cal ques�ons 41

6

I Entrepreneurial Competencies - David Mcclelland model 42

II Measuring entrepreneurial competencies - AMT workbook exercise 46

III Introduc�on to enterprise and its types 46

IV Business - types, process and business cycle 53

7

I Business Risks and mi�ga�on strategies 55

II Business Opportunity Iden�fica�on Guidance (BOIG) 57

III Sources of Data & Key Informants 59

IV Theore�cal Process of BOIG 60
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SESSION PLAN 

CRP-EP, Course Code - NARQ50003

DAY Session Topics (Theory at RSETIs – 17 days) Pg.

8
I & II Markets - types, segmenta�on, forward and backward linkages 61

III Prepara�ons of ques�onnaire for Market survey 64

IV Customers - customer needs and business capabili�es 66

GO TO FIELD FOR PRACTICALS FROM DAY 9 TO 13

14

I-II Basic financial terms (cost, price, profit, profitability, etc.) and their 
applica�on

70

III Sources of capital 73

IV Different Types of Financial Statements 74

15
I Ins�tu�ons providing credit 76

II Credit Products and its features 78

III & IV Central and State Govt. schemes suppor�ng entrepreneurships 79

16
I -III Different types of licensing, registra�ons and cer�fica�ons required for 

various types of enterprises
81

IV e-Aadhar, DIC registra�ons, etc. 87

17
I & II Book keeping for small businesses 92

III & IV Comparison of financial statements across �me and basic business 
diagnos�c techniques

95

18
I Introduc�on to the basics of a Smartphone 100

II Concept of search engine and app stores 102

III & IV SVEP so�ware 105

19

I Processes of data uploading, downloading and genera�ng reports in SVEP 
so�ware

107

II Effec�ve communica�on skills 107

III Networking and Liasoning skills 110

IV Working of team and groups 112

20

I Training Need Assessment 114

II Structuring training modules as per Training Needs of the target group 118

III Different training aids 121

IV Behavioural games of Ring Toss 126
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SESSION PLAN 

CRP-EP, Course Code - NARQ50003

21

I Behavioural games of Boat Building 126

II Methods of crea�ng awareness among the community 127

III Process of maintaining documents, files and indexing 130

IV SVEP administra�ve procedures 137

22 Go to field for prac�cal from day 22 to 31 

32

I & II Assessment 141

III Feed Back 141

IV Valedictory 141
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Session 1.1 

Registra�on & Inaugura�on / About the Ins�tute, rules & regula�ons of training /ins�tute

I.  Objec�ve:
§ To orient the par�cipants about unique features of Rural Self Employment Training Ins�tutes 

(RSETIs)
§ To make all the trainees fully aware of the rules and regula�ons of the RSETIs 

II.  RUDSETI Model of training
With the objec�ve of mi�ga�ng the un-employment problem among the youth of the country, a 
novel ini�a�ve was launched in the year 1982 under the visionary leadership of Dr. D Veerendra 
Heggade by Sri Dharmasthala Manjunatheshwara Educa�onal Trust (SDME Trust), along with 
Syndicate Bank and Canara Bank as sponsoring organiza�ons. These three organiza�ons joined 
hands to set up a unique Ins�tute for Training rural youth for Self Employment called 'Rural 
Development and Self Employment Training Ins�tute' (RUDSETI). The first RUDSETI was set up in 
the village Ujire near Dharmasthala in Dakshina Kannada district of Karnataka State.

RUDSET Ins�tute started mobilizing the unemployed youth and mo�va�ng them to take up self-
employment or start micro / small enterprises. The Ins�tute focused on developing the skills and 
mo�va�on through short dura�on residen�al training programmes. The experiment has proved 
successful in building the confidence of rural unemployed youth to take up self-employment in/ near 
their place.  

Over a period of �me, out of experience, RUDSETI developed a unique model for training and enabling 
the unemployed youth to establish Micro Enterprises and thereby providing employment to many 
others, besides gaining a good image and iden�ty for themselves in the community.  

The RUDSETI model of Training and facilita�ng the trained candidates for successfully taking up Self 
Employment is based on the following beliefs:
1.  Every human being has some poten�al and latent talent and it is possible to kindle the latent talent 

through effec�ve interac�ons. Hence, everybody could be made as useful assets.
2.  Entrepreneurs are not born, but can be nurtured by training, mo�va�on and prac�ce.
3. It is possible to develop skills through short dura�on training interven�on in a conducive 

environment.
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4.  Shaping the mindset of the training par�cipant is crucial for mo�va�on and confidence building.
5.  Through proper training and mo�va�on confidence can be developed.

The core objec�ve of RUDSET Ins�tute is “to iden�fy, orient, train, mo�vate and facilitate unemployed 
youth to take up Self Employment.”

The contribu�ng factors for the success of RUDSETI model of Training are:
1.  Short dura�on intensive training.
2.  Low cost / Free Residen�al Training in a conducive & disciplined environment.
3.  Moulding the mindset of the training par�cipants.
4.  Post Training follow up / hand holding.

III.  Emergence of Rural Self Employment Training Ins�tutes (RSETIs)
Based on the success of the RUDSETI model, other Government and Private Banks started 
establishing similar Ins�tu�ons. On 7th January 2009, the Ministry of Rural Development (MoRD), 
Government of India has launched an ini�a�ve to scale up the RUDSETI model to all parts of the 
country. The Ministry issued guidelines to all the Banks to set up one Rural Self Employment 
Training Ins�tute (RSETI) in each district of the country, and this Ins�tute will be owned and 
managed by the Lead Bank opera�ng in the respec�ve district. Hence, the RSETIs will be Bank 
owned and managed Ins�tu�ons supported by MoRD, other Ministries and agencies of the 
Central and State Government. These ins�tutes are established on the same lines as that of 
RUDSETI, and share the same philosophy, objec�ves and approach to developing 
Entrepreneurship.

IV.  Objec�ves, Role and Func�ons of RSETIs
The RSETI model is based on the RUDSETI model of Training and organiza�on structure. The core 
offering of this model is 'Free and Intensive Short Term Residen�al' Training programmes provided 
to rural youth. Another important aspect of this model is its focus on 'Se�lement of Trained 
Candidates' by helping them to set up their own enterprises through con�nuous post Training 
follow up and hand holding for a period  two years a�er the training.

Hence, the core objec�ve of the RSET Ins�tutes is to provide training for skill development and 
mo�va�on to rural youth, and providing post training escort and hand holding services to ensure 
establishment of the Micro Enterprises by the trained youth and their sustainability.

The following are the Objec�ves of the RSETIs:
1.  To iden�fy, orient, mo�vate, train and assist young people to take up self-employment through 

promo�on of Micro, Small and Medium Enterprises. 
2.  To promote Rural Entrepreneurship by providing intensive short-term residen�al training 

programmes with free food and accommoda�on to rural youth for taking up self-employment and 
skill up-grada�on for running their micro-enterprises successfully.
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3.  To enhance the effec�veness of poverty allevia�on and Self Employment schemes of the 
Government and the Bank. 

4.  To facilitate credit linkage with Banks and for ensuring sustainability of Micro Enterprises set up 
(undertaken) by the rural youth. 

5.   To provide counseling and project consultancy services to trained youth.
6.   To train village level workers in Rural Development.
7.   To take up research and development in Rural Entrepreneurship and Rural Development.

V.   Rules and Regula�ons of RSETI training:
The basic philosophy underlying the approach to Training in RSETI is that mo�va�on and skill 
development can take place through short dura�on interven�ons. Conduc�ng residen�al Training 
is the standard prac�ce of RSETI. The Training is effec�ve if it is residen�al. Residing on a campus 
provides quality learning �me and environment to the par�cipants to re-shape their a�tude and 
it also provides opportuni�es for interac�on with peer group and faculty. The dura�on of the 
learning in this approach, goes beyond the s�pulated hours without force or coercion. RSETIs are 
supposed to consciously follow this approach and also innovate to bring about improvements 
wherever possible. The most important factor contribu�ng to the success of the RSETI Training 
programmes is maintaining high standards of discipline (both in the classroom and outside). 

A typical day in an RSETI starts from early in the morning and extends late evening where trainees 
keep prac�cing in the labs thereby u�lising extended hours of learnings.

A typical day in RSETI looks like this:

06.00 a.m. to 06.30 a.m.
Ge�ng Ready

06.30 a.m. to 07.15 a.m.
Yoga/Medita�on

07.15 a.m. to 08.00 a.m.
Shramadaan
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A typical day in RSETI looks like this:

08.00 a.m. to 08.45 a.m.
Ge�ng ready for Breakfast

08.45 a.m. to 09.25 a.m.
Breakfast

09.30 a.m. to 09.45 a.m.
Prayer & MILLY

09.45 a.m. to 11.30 a.m.
First session

11.30 a.m. to 11.45 a.m.
Tea break

11.45 a.m. to 01.30 p.m.
Second session

01.30 p.m. to 02.15 p.m.
Lunch break

02.15 p.m. to 04.00 p.m.
Third session

04.00 p.m. to 04.15 p.m.
Tea break

04.15 p.m. to 06.00 p.m.
Fourth session

06.00 p.m. to 07.00 p.m.
Rest & Recrea�on

07.00 p.m. to 08.15 p.m.
Post evening sessions

 (OPTIONAL)
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12
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09

13

06

10

14

1716

07

11

15

07

08.15 p.m. to 09.15 p.m.
Dinner

09.15 P.M. ONWARDS
Prac�cal training / homework

(Op�onal extended 
hours of learning)



Session 1.2 

Rapport building and unfreezing – Ice breaking exercise

I.  Objec�ve:
§ To help par�cipants open up themselves through interac�ons
§ To create a conducive environment for par�cipa�ve learning throughout the programme

II.  Ac�vity outside class-room:
The purpose of this session is to enable the par�cipants know each other and learn more about 
their colleagues. Learning through fun at the ini�al stage of the programme will help in breaking 
the ice be�er than a formal introduc�on session.

The par�cipants should be taken to an open space near the class room. If it is not possible, 
rearrange the class room to provide enough space for the par�cipants to move around. 
Par�cipants should not be told in advance about the purpose of this exercise before it is over.

III. Session Guide:
      Outside Classroom

1.  Ask the par�cipants to form a circle maintaining equal distance among themselves
2.  They may be asked to move in circle

3.  Stop moving and introduce to the group
4.  Make pairs and tell your partners two things you like most and two things you dislike
5.  Move around
6.  Form triads (3-member groups with new members) and share your hobbies among you
7.  Join the circle, move around as fast as you can
8.  Break the circle walk fast and wish others using non-verbal gestures
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Tips to Trainers

§ The purpose of Micro lab should not be explained to the par�cipants in the beginning. A li�le 
anxiety or suspicions about the purpose or the Micro Lab plays a posi�ve role in its 
effec�veness.

§ Experiences of Micro Lab should be linked to the main program while analyzing the program. 
For example the trainer can recall some responses from the par�cipants and relate this in 
connec�on with a par�cular theme in the program.

§ It is useful if all the trainers take part in the Micro Lab as it helps building rapport between 
trainers and par�cipants. One of the purposes of the Micro Lab is also to introduce the trainers.

§ Avoid stereo type pa�erns
§ Use variety of ac�vi�es
§ Adopt varied media of communica�on (verbal, non-verbal, drawing, pain�ngs, etc.)
§ Use different sizes of groups.
§ Help mixing heterogeneous members in the group
§ Do not discuss during the process, only listen
§ Do not allow discussions which may dri� away them from the topic
§ Move from less threatening to more sensi�ve issues
§ When choosing your icebreaker, be conscious of your group dynamic. It is important that your 

ac�vity should not make anyone feel uncomfortable. No one should be forced to reveal 
extremely personal informa�on or par�cipate in a stressful environment. And of course, what's 
personal to some may not be personal to others.

§ In addi�on to encouraging interac�on, you should try to �e your icebreaker into the topic to be 
discussed. Are there any points of your presenta�ons illustrated by the Ac�vity? If so, bring 
them out. If not, you may want to consider choosing a different icebreaker. At the very least, 
“pre-call” any unrelated icebreaker by sta�ng that their sole purpose is to introduce par�cipants 
to each other and get the session moving along.
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IV. Back to class-room:
On comple�on of this exercise, everyone in the group will feel acquainted with each other and the 
common feeling of discomfort in the nrew environment will be eliminated. Par�cipants, however, 
must be curious to know about the exercise we they were involve in, its purpose and relevance. Tell 
them what we tried to achieve through this exercise:
1.  Unfreezing the par�cipants, reducing inhibi�on and increasing par�cipa�on: We cannot derive 

maximum benefit from the programme unless we are psychologically prepared. To learn certain 
things we should unlearn many things which may otherwise hinder our learning process. 
Through quick ac�vi�es, this exercise reduces our inhibi�on and encourages par�cipa�ve 
orienta�on.

2. Maximising interac�on: Effec�ve learnings can be derived from a training programme if the 
par�cipants form a group and facilitate shared learning process. Thorough the defreezing 
exercise the par�cipants come closer, interact and exchange ideas, feelings and experiences and 
finally emerge as a group much earlier than in a normal course of ac�on.

3. Encouraging par�cipants to discover themselves through their own experiences: Through 
interac�ons, the par�cipants learn about each other and come across their own strengths and 
weaknesses, their abili�es to extract informa�on and present it in a desired manner in a given 
�me. All this encourages the par�cipants to get more and more involved in the process and 
derive maximum learning.

4.  S�mulate thinking: The interes�ng ac�vi�es and exercise arouse considerable enthusiasm and 
curiosity on the part of the par�cipants. This feeling con�nues throughout the course and 
encourages them to be more par�cipa�ve.

Community Resource Person - Enterprise Promo�on (CRP-EP) - Trainer Hand Book - 2022 010



Session 1.3

Achievement Mo�va�on - Confidence building

I.  Objec�ve:
§ To help par�cipants understand the importance of achievement mo�va�on
§ To encourage par�cipants build the confidence among themselves 

II.  Session Guide:
All the RSETI programs aim at encouraging achievement mo�va�on. It is one of the important 
competency based model of entrepreneurship development followed in RSETIs.

Achievement mo�va�on is a social psychology term that describes when individuals are driven, 
inspired or s�mulated by successes or accomplishments.

The concept of “Entrepreneurial Mo�va�on Training (EMT)” now rechristened as 
“Entrepreneurship Development Programmes (EDPs)” is based on this belief that achievement 
mo�va�on can be developed by impar�ng required training and educa�on to the prospec�ve 
entrepreneurs.

The modus operandi of developing achievement mo�va�on involves a process having the following 
three major stages: 

1.  Know yourself stage.
2.  Knowing the des�na�on stage.
3.  Empowering stage. 

1.  Know yourself Stage: 
In this stage, the trainer presents and describes the ideal a�ributes or quali�es of a person with 
achievement mo�va�on. These are exemplified by suitable examples. Then, trainees are asked to 
probe into their personality to iden�fy the a�ributes they possess. Self-assessment is 
supplemented by comments and observa�on by other trainees. 

“Entrepreneurial 

Motivation 

Training 

(EMT)”
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Thus, the trainee comes to know the real self. A comparison of ideal with real self creates 
discrepancy or disequilibrium. Such knowledge of discrepancy induces trainee to reduce or 
eliminate the same for its be�er self. Thus, the process of change mo�va�on sets in. 

2.  Knowing the Des�na�on Stage: 
In this stage, the facilitator helps the trainee ini�ate ac�ons to fill in the gap and removing the 
discrepancy between the ideal and the actual personality traits. Various measures like change in 
a�tudes and beliefs and undertaking some experien�al exercises can be ini�ated to close the gap 
between the ideal and the present personality traits. Efforts are made to prac�ce the changed 
a�tude and modifica�on in behaviour in real life situa�ons. The feedback, whatsoever, is 
con�nuously gathered and religiously analyzed. 

3.  Empowering Stage: 
With an objec�ve to give confidence to the trainees, they are, in this stage, le� on their own to 
think and prac�ce the ways and means to experiment the new quali�es and traits they have so far 
acquired. 

Let us illustrate achievement mo�va�on with an anecdote. This anecdote is about an 
entrepreneurship development programme especially on 'achievement mo�va�on.' The trainer 
started his session with an exercise, wherein each par�cipant was given a set of 10 plas�c rings, 
which he was asked to throw around a sta�onary pole placed at one end of the hall. The objec�ve 
for each par�cipant was to maximize the number of rings he could throw on to the pole, and the 
condi�on was that he could choose his distance from the pole. 

The theory says that an entrepreneurial person who is characterized by high levels of achievement 
mo�va�on would choose a moderate distance from the pole, because going too far would make 
the task una�ainable, and going too near 'would deprive the person of the sense of accomplishing 
a challenging task. 

All the trainees, except one, threw the rings from 'appropriate' distances, and collected their 
scores, some high and some low. The one excep�on was a person who went near the pole, and 
placed all the 10 rings around the pole. Naturally, he was judged to be low on the achievement 
mo�ve. 

Though his behaviour was rather unusual, his explana�on seemed to be quite logical. If the 
objec�ve was to maximize the number of rings around the pole, and there was no external 
constraint on the choice of the distance, why should he take unnecessary risk by moving away from 
the pole? The subsequent ac�vi�es and achievements of the trainees confirmed that this person 
was probably more entrepreneurial than the rest. 

Of the 17 trainees (16 who were assessed to be high on achievement mo�va�on and one who was 
low), only three have started their own ventures in later years, and only one survived and that was 
the man who was judged to have been low on achievement mo�va�on! As in the training session, 
so in life too, he chose to be an odd man out!
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Session 1.4

Need for self-employment, Entrepreneurship Development (What, why & how?)

I.  Objec�ve:
§ To help par�cipants understand what is self-employment
§ Difference between self-employment& wage employment
§ What is Entrepreneurship?

II.  Self-Employment:
Self-employment is the state of being-self employed-earning one's main income by ge�ng paid 
directly for one's work, such as by owning one's own business, as opposed to being an employee 
and ge�ng paid by an employer.

Self-employment is typically used in a way that refers to a person's primary, full-�me way of earning 
income-as opposed to working as an employee and doing freelance work on the side, for example.

The term self-employed is o�en used by and applied to people who consider themselves business 
owners, freelancers and entrepreneurs.

Self-employment is becoming more and more common nowadays since there's a whole movement 
towards entrepreneurship. The defini�on of self-employed covers an ample range of ac�vi�es but 
overall, for a person to be considered self-employed it should meet these two characteris�cs: 
number one, that his primary income is earned from self-made ac�vi�es and number two, that he 
conducts himself independently, this means, he makes his own choices about where and when to 
work.

III. Need for Self Employment:
There is a huge demand for employment. But people do not find jobs as there are not enough 
produc�ve livelihood sources. But people need employment for survival. This is where self-
employment comes into play.

IV. Difference between self-employment and salaried employment 

Self-employment Salaried employment

Working hours Can be varied Fixed

Income guarantee Guaranteed Not guaranteed

Mo�va�on Gain financial independence Cover expenses and get promoted

Taxes Pay their own taxes Paid by the employer

Health insurance Pay their own and for their family Paid by the employer

Employment benefits None Several

Specializa�on None Focused on a given set of skills

Risk Take big risks Insignificant or no risks are taken
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V.  Entrepreneurship:
An entrepreneur is an individual who creates a new business, bearing most of the risks and 
enjoying most of the rewards. The process of se�ng up a business is known as entrepreneurship. 
The entrepreneur is commonly seen as an innovator, a source of new ideas, goods, services, and 
business/or procedures. 

Entrepreneurs play a key role in any economy, using the skills and ini�a�ve necessary to an�cipate 
needs and bringing good new ideas to market. Entrepreneurship that proves to be successful in 
taking on the risks of crea�ng a startup is rewarded with profits, fame, and con�nued growth 
opportuni�es. Entrepreneurship that fails results in losses and less prevalence in the markets for 
those involved. 

Entrepreneurship is the process of star�ng a business or an organiza�on for profit or for social 
needs. 

An entrepreneur is someone who develops a business model, acquires the necessary physical and 
human capital to start a new venture, and opera�onalizes it and is responsible for its success or 
failure. Note the emphasis of the phrase responsible for success or failure as the entrepreneur is 
dis�nct from the professional manager in the sense that the former either invests his or her own 
resources or raises capital from external sources and thus takes the blame for the failure as well as 
reaps the rewards in case of success whereas the la�er or the professional manager does the job 
and the work assigned to him or her for a monetary considera�on. In other words, the 
entrepreneur is the risk taker and an innovator in addi�on to being a creator of new enterprises 
whereas the professional manager is simply the executor.

A�ributes of Entrepreneurs
Moving to the skills and capabili�es that an entrepreneur needs to have, first and foremost, he or 
she has to be an innovator who has a game changing idea or a poten�ally new concept that can 
succeed in the crowded marketplace. Note that investors usually tend to invest in ideas and 
concepts which they feel would generate adequate returns for their capital and investments and 
hence, the entrepreneur needs to have a truly innova�ve idea for a new venture.

Leadership Quali�es
Apart from this, the entrepreneur needs to have excellent organiza�onal and people management 
skills as he or she has to build the organiza�on or the venture from scratch and has to bond with his 
or her employees as well as vibe well with the other stakeholders to ensure success of the venture.

Further, the entrepreneur needs to be a leader who can inspire his or her employees as well as be a 
visionary and a person with a sense of mission as it is important that the entrepreneur mo�vates 
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and drives the venture. This means that leadership, values, team building skills, and managerial 
abili�es are the key skills and a�ributes that an entrepreneur needs to have.

An Entrepreneur is a Risk Taker
We have discussed what entrepreneurship is and the skills and a�ributes needed by entrepreneurs 
along with how they engage and indulge in crea�ve destruc�on. This does not mean that all 
entrepreneurs are successful as the fact that they can become vic�ms of crea�ve destruc�on as 
well as due to lack of the other traits means that a majority of new ventures do not survive past the 
one year mark of their existence. Now, when ventures fail, the obvious ques�on is who takes the 
blame for the failure and whose money is being lost. The answer is that the entrepreneur puts his 
or her own money or raises capital from angel investors and venture capitalists which means in 
case the venture goes belly up, the entrepreneur and the investors lose money. Note that as 
men�oned earlier, the employees and the professional managers lose their jobs and unless they 
are partners in the venture, their money is not at stake. Therefore, this means that the 
entrepreneur is the risk taker in the venture which means that the success or failure of the firm 
reflects on the entrepreneur

Case Study

Anita, Monika and Shilpa were childhood friends born and brought up in a small town. Anita's father 
was a farmer, Monika's father a school teacher and Shilpa's father was an accountant in a private firm. 
Anita got married to a person working in a private firm and Monika married a medical representa�ve 
and le� the town. A�er 6 years they met in a func�on in the town and a�er recalling their childhood 
days, they shared their life experiences.

Anita gave birth to two kids in succession. The salary of her husband was found inadequate to meet 
the growing expense of the family. Anita thought of supplemen�ng the income of the family by taking 
up a job. With just Matricula�on, she was not confident of ge�ng a job. Anita enquired with local 
shops for a part �me job which she can do a�er a�ending to her household chores and looking a�er 
children. One garment shop doing good business in the area enquired whether she can s�tch baby 
frocks, which she knew. They gave her a sewing machine and they were giving raw-materials like cloth, 
thread, etc. She used to collect these items from the shop, s�tch the frocks and baby suit at home and 
deliver to the shop. She was ge�ng Rs 100 per piece of frock and Rs 100 per pair of baby suit, She was 
ge�ng orders during the fes�val; season and during the last week of the month about 10 days. She 
was able to s�tch 2 to 3 pieces per day and earn Rs 3000 to Rs 3500 per month. Some�mes during 
fes�val season, she was ge�ng fewer orders. She was sa�sfied that she could supplement her 
husband's income to manage the family. She con�nued like this without any further plans.

Monika's story was tragic as her husband died in an accident leaving behind one child aged 2 years and 
a small house. She had the responsibility of bring up the child and educate him. With her educa�on 
being XII standard complete, she was not able to get a job easily. Further, she was not in a posi�on to 
go for a long distance for working on account of her responsibility to take care of the child. Hence she 
had to take up some occupa�on nearby her house to earn for livelihood. She had nobody else to 
support her. She knew li�le bit of s�tching of clothes, as she had studied in a voca�onal course a�er 
the matricula�on. She thought that by learning li�le more in that line and inves�ng some amount, she 
can pursue tailoring ac�vity. She joined tailoring classes for 3 months. A�erward, she purchased a 
sewing machine by inves�ng a modest amount of Rs 8000 and started tailoring work from her house. 
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Due to her tailoring skills, she became a popular ladies tailor. She started ge�ng good orders for 
s�tching blouse, chuddidar, etc. During fes�val �me she had to work day and night to finish the job. In 
the process, she was able to earn Rs 6000 to Rs 8000 a month. She was able to manage the family with 
this income and brings up and educates her child. She was sa�sfied with her income and con�nued 
pursuing tailoring ac�vity from home.

Shilpa's story was different. She fell in love with a neighbouring boy while studying in diploma in 
pain�ng. The boy ditched her and married a rich girl. Disappointed and dejected by the events, Shilpa 
was depressed for some �me. But soon, she recovered and determined to face the challenges of life. 
She completed her diploma and thought of taking up some job. However, she could not secure a job in 
the organised sector. As she was good in pain�ng, she enquired with a local shop and started doing 
hand pain�ng on sarees, hand kerchiefs and dresses. A�er some �me, she observed that there was 
good demand for embroidery work in the shop and wanted to learn and execute more order. With the 
amount she received as remunera�on, she purchased an embroidery machine inves�ng Rs 15000. 
She joined a part �me embroidery work and her promptness in execu�ng the orders in �me. As a 
result her orders increased. Slowly her business grew and on an average, she was able to earn up to Rs 
12000 per month. One day, she came across a newspaper adver�sement about an exhibi�on and sale 
of produces of women entrepreneurs. She decided to take part in the exhibi�on. She borrowed Rs 
50000 from the bank, invested in clothes and prepared designer chudidars and frocks. She exhibited 
her products in the trade fare and sold all the items making a profit of Rs 12000 for a work for 15 days. 
Also, she got trade contact from designer and bou�que shops of nearby city. Soon she employed two 
girls, trained them in embroidery and fabric pain�ng and started looking for new contacts. She got a 
loan of Rs 500000 under PMRY, hired a separate shop, installed more machines and expanded the 
work. A�er undergoing EDP training for availing the loan, she started collec�ng informa�on about the 
export market and found that there was a good demand for furnishing items made of silk fabric. She 
started purchasing such items from the nearby city and expor�ng under the brand name “Shilpa”. At 
present, she is running an Enterprise producing machine made and handmade designer dresses, silk 
and embroidered cushion covers and expor�ng to USA and European countries. She has employed 16 
technical and 4 office staff and installed high capacity machineries. She has already purchased a car for 
her use. Her annual turnover had crossed Rs 150 lakh with 20% gross profit and 10% net profit. 
Recently, she has won “Best Woman Entrepreneur” award. She has plans to set up an export oriented 
unit in the town.

Assignment:
What are the dis�nguishing features of the occupa�ons pursued by Anita, Monika 
and Shilpa in terms of following aspects?

§ Part �me/seasonal or full �me engagement in the ac�vity
§ Level of income earned
§ Employment to oneself and employment to others
§ Growth in business
§ Expansion and diversifica�on
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Session 2.1

Introduc�on to NRLM ecosystem

I.  Objec�ve:
§ To help par�cipants understand what is NRLM
§ To know broad layout of the Mission, its objec�ves, etc.

II.  Na�onal Rural Livelihood Mission (NRLM):
The Na�onal Rural Livelihood Mission (NRLM) aims to build efficient and effec�ve ins�tu�onal 
pla�orms for the rural poor, allowing them to raise household income through sustainable 
livelihood enhancements and enhanced financial services. It was introduced by the Ministry of 
Rural Development (MoRD) of the Government of India in June 2011. It is a restructured form of 
Swarna Jayan� Gram Swarozgar Yojna, (SGSY). It was renamed as Deendayal Antyodaya Yojana -
(DAY-NRLM) in 2015. The NRLM strives to alleviate rural poverty by providing produc�ve self-
employment and skilled wage jobs. By 2024-25, the Mission hopes to mobilize 10-12 crore rural 
households into self-help organiza�ons in a �me-bound manner. The Mission was created with the 
goal of improving the poor's livelihoods over �me through establishing strong community 
ins�tu�ons.
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National Rural Livelihood Mission
(NRLM) 

NRLM implementa�on is in a Mission Mode. This enables 
(a)  Shi� from the present alloca�on based strategy to a demand driven strategy enabling the states to 

formulate their own livelihoods-based poverty reduc�on ac�on plans, 
(b)  Focus on targets, outcomes and �me bound delivery, 
(c) Con�nuous capacity building, impar�ng requisite skills and crea�ng linkages with livelihoods 

opportuni�es for the poor, including those emerging in the organized sector, and 
(d)  Monitoring against targets of poverty outcomes. 

III.  NRLM Mission
"To reduce poverty by enabling the poor households to access gainful self-employment and skilled 
wage employment opportuni�es, resul�ng in appreciable improvement in their livelihoods on a 
sustainable basis, through building strong grassroots ins�tu�ons of the poor."
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IV.  NRLM Guiding Principles
Poor have a strong desire to come out of poverty, and they have innate capabili�es Social 
mobiliza�on and building strong ins�tu�ons of the poor is cri�cal for unleashing the innate 
capabili�es of the poor. An external dedicated and sensi�ve support structure is required to 
induce the social mobiliza�on, ins�tu�on building and empowerment process. Facilita�ng 
knowledge dissemina�on, skill building, access to credit, access to marke�ng, and access to other 
livelihoods services underpins this upward mobility.

IV. NRLM Values
The core values which guide all the ac�vi�es under NRLM are as follows:

§ Inclusion of the poorest, and meaningful role to the poorest in all the processes
§ Transparency and accountability of all processes and ins�tu�ons
§ Ownership and key role of the poor and their ins�tu�ons in all stages – planning, 

implementa�on and monitoring
§ Community self-reliance and self-dependence
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Session 2.2

Introduc�on to Start Up Village Entrepreneurship Program (SVEP)

I.  Objec�ve:
§ To help par�cipants understand what is SVEP
§ To know broad layout of the Mission, its objec�ves, etc.

II.  Start Up Village Entrepreneurship Program (SVEP):
The Startup Village Entrepreneurship Program is a sub component of the Ministry of Rural 
Development's Deendayal Antyodaya Yojna – Na�onal Rural Livelihoods Mission (DAY-NRLM). The 
Programme was announced by the Hon'ble Finance Minister in the budget speech of 2015.EDII has 
launched the Start-up Village Entrepreneurship Programme (SVEP) in 11 states viz., Chha�sgarh, 
Gujarat, Haryana, J&K, Jharkhand, Madhya Pradesh, Odisha, Telangana, U�ar Pradesh and West 
Bengal and Punjab covering 24 blocks spread across these states.

III.  Vision and Scope 
The SVEP's vision is “To help the rural poor come out of poverty by helping them set up enterprises 
and provide support �ll the enterprises stabilize.” Using the NRLM SHGs and their federa�ons, offer 
them with business skills, exposure, startup funding, and business support during the vital first six 
months of their businesses. Local youth will teach these skills, which will include company 
administra�on, monitoring, and support using ICT and audio-visual tools. These local CRP-
EPs/MECs will also offer assistance to the businesses.

It will assist rural people, par�cularly marginalized groups, women, and SC and ST communi�es, in 
gaining a feeling of dignity and self-sufficiency, resul�ng in significant social transforma�ons. 
Similarly, wealth generated in the local economy will have a mul�plier effect, resul�ng in the local 
economy being strengthened and distress migra�on being reduced. People who work in a variety 
of businesses will increase employment and strengthen the market. It will also encourage new age 
ICT/infotainment businesses. It will support businesses in the areas of sanita�on, drinking water, 
renewable energy, and so on. This will provide addi�onal economic op�ons in rural areas, allowing 
individuals to escape poverty.

SVEP supports the rural start-up entrepreneurs by training them to choose the right enterprise to 
start and run, making available loans through SHGs for star�ng the enterprise and subsequently 
linking them to banks for addi�onal funds for expansion and suppor�ng them for the ini�al six 
months of its business to ensure sustainability of the enterprise. SVEP aims to support 1.82 lakh 
entrepreneurs in 125 Blocks in 29 States over 4 years at an es�mated cost of Rs. 484 crore.

Under SVEP, a pool of block level community cadre – Community Resource Person for Enterprise 
Promo�on (CRP-EP) - will be trained in business management to support the rural poor to set up 
their enterprises and handhold them in the ini�al six months of start-up. SVEP entails building the 
capacity of NRLM and SHG federa�ons to monitor the work of CRP-EPs. It also has provisions for the 
use of integrated ICT techniques and tools for training and capacity building, enterprise advisory 
services and to provide loans to rural entrepreneurs from the NRLM SHGs and federa�ons and the 
banking system including the MUDRA bank.
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SVEP intends to fill in the gaps of a missing knowledge ecosystem (exposure to new ideas, so� skills 
for triggering, lack of domain skills, etc.), a missing incuba�on system (personalized advisory, 
feasibility intelligence, common startup pi�alls, etc.) and a missing finance eco-system 
(customized need based finance, financial linkage, on-going handholding), to address the 
obstacles faced by first genera�on entrepreneurs.

NRLM Resource / Intensive Block will be the unit of implementa�on for SVEP. Under SVEP a Block 
Resource Centre for Entrepreneurship Promo�on (BRC-EP) will be setup to occupy the trained CRP-
EP. There is a provision for Community Enterprise Fund (CEF) for suppor�ng enterprises.

IV.  Objec�ves of SVEP
SVEP addresses three major pillars of rural start-ups namely –finances, incuba�on and skill 
ecosystems.
§ SVEP intends to help rural youths in developing self-employment prospects in chosen villages. 
§ The aim is also to encourage networking of banks and financial ins�tu�ons to collaborate with 

rural entrepreneurs. SHGs supported by the NRLM, as well as banking systems including the 
proposed MUDRA bank, would be accessible for financial assistance.

Thus as a result the ini�a�ve would be leading to,
§ Entrepreneurship Ecosystem
§ Reduced poverty
§ Economic growth
§ Reduced unemployment

The overall objec�ve of SVEP is to implement the Government's efforts to s�mulate economic 
growth and reduce poverty and unemployment in the villages by helping start and support rural 
enterprises.

The key objec�ves of SVEP are:
§ To enable rural poor to set up their enterprises, in its proof of concept phase, by developing a 

sustainable model for Village Entrepreneurship promo�on through integrated ICT 
techniques and tools for training and capacity building, enterprise advisory services and to 
provide loans from banks/SHG & federa�ons. These enterprises may be individual or group 
enterprises and should cover manufacturing, services and trading. These enterprises should 
cover tradi�onal skills as well as new skills. They should also cover exis�ng consump�on and 
produc�on of rural areas and should also cover new consump�on and produc�on of the rural 
areas, including the new consump�on driven by government's priori�es like RURBAN 
mission, Swachh Bharat Abhiyan, etc.

§ Develop local resources by training a pool of village level community cadre (CRP EP) and build 
the capacity of the NRLM and SHG federa�ons to monitor and direct the work of the CRP-EPs.

§ Help the rural entrepreneurs to access finance for star�ng their enterprises from the NRLM 
SHG and federa�ons, the banking systems including the proposed MUDRA bank.

§ Handhold the rural entrepreneurs/ enterprises in the ini�al six months of start-up, with visits 
from the CRP-EP's supported by guidance from an advisory panel of experts for the relevant 
enterprise.

The SVEP would also work with the input and output supply chains for farm produce, ar�sanal 
products and other goods & services to help increase rural incomes.
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V.  Beneficiaries of SVEP
   Any Rural poor who is willing to be entrepreneurial and self reliant is eligible to be part of this 

programme. Highly vulnerable beneficiaries under MGNREGA, marginalized sec�ons, women, SC 
and ST communi�es and rural ar�sans will be given specific preference in selec�on, as part of this 
programme

VI.  Key Elements of the Programme
§ Create a Block Resource Centre - Enterprise Promo�on (BRC-EP); The BRC should act as a 

nodal centre to implement SVEP. Block Level Federa�on (BLF) to come up under NRLM could 
be one of ins�tu�onal pla�orms for BRC.

§ Cluster Level Federa�on (CLF) /VOs shall hold the en�ty �ll BLF comes into existence. BRC 
should follow a self-sustaining revenue model.

§ BRC to be assisted by CRP-EP and the Bank Coordina�on System (Bank Mitra). BRC to provide 
resource and reference material including videos, manuals etc.

§ Help enterprises get bank finance using tablet based so�ware for making the business 
feasibility plan, doing credit appraisal and tracking business performance.

§ Use the Community Investment Fund (CIF) to provide seed capital for star�ng the business �ll 
it reaches a size where bank finance is needed.

§ SVEP implementa�on at the block level to consist of the following sets of processes:
Ÿ New Enterprise Development
Ÿ Support for exis�ng enterprises
Ÿ Block level ac�vi�es
Ÿ Other project ac�vi�es
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Session 2.3

Roles and Responsibili�es of CRP-EP and BRC

I.  Objec�ve:
§ To help par�cipants understand what is CRP - EP and BRC

II.  CRP-EP and BRC
SVEP promotes individual and group enterprises, set-up and promote enterprises majorly on 
manufacturing, trading and service sectors. Implementa�on of SVEP shall be managed by NRLM 
through the State Rural Livelihood Missions.

One of the main goals of SVEP is to create a pool of local Community Resource Persons-Enterprise 
Promo�on (CRP-EP) who will assist entrepreneurs in star�ng rural businesses and to promote the 
Block Resource Center (BRC) in SVEP blocks.

III.  BRC
BRCs are responsible to 
§ Act as a nodal centre to implement SVEP.
§ Monitor and manage community resource persons.
§ Evalua�ng SVEP loan applica�ons.
§ Serve as a repository for enterprise-related informa�on in the block 
§ Assist in the development of a long-term revenue model that allows businesses to operate 

effec�vely and independently.

Block Resource Centre (BRC) would be a single point solu�on for entrepreneurship promo�on and 
to address the needs and grievances from community through informa�on availability, 
counselling, applica�ons processing and documenta�on support. BRC should develop itself as a 
place of interac�on between the CRP-EPs, Bank Mitras (Banking Correspondent-BC from the 
community), SHG/CBO leaders and members, for other nodal ins�tu�on facilita�ng the 
implementa�on of various government schemes, and entrepreneurs at large.

BRC shall be the livelihoods subcommi�ee of the Block Level Federa�on (BLF). BRC will play the key 
role in the implementa�on of the SVEP, by ac�ng as the technical and financial service centre to the 
BLF for livelihoods promo�on under SVEP. It shall also evolve to work as a convergence provider 
mechanism. BRC being a nodal block level centre would capture informa�on of ongoing schemes in 
the block and also assess the funding gaps which could bridge through the available schemes in the 
block.

CRP-EPs, Mentors and block coordinators along with CLF/BLF (where CLF and BLF are absent, a 
designated nodal VO shall create the BRC and the BRC will solely perform the ac�vi�es of BLF to 
support and promote entrepreneurship as per SVEP guidelines) would take ini�a�ves to liaison 
with various govt. departments or implemen�ng units in the block.

Block where communi�es majorly belongs to ST and SC communi�es PIA staff with the support 
from CLF/BLF will liaison with all state and na�onal level scheme specifically designed to support 
backward and vulnerable community. Block coordinators and mentors will work closely with 
designated Project Officer of the block to u�lize and get benefits of ST and SC sub plan.
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In long run BRC must become sustainable with a revenue model in place.

§ BRC is the livelihood subcommi�ee, and it outsources its technical role by taking services ofCRP 
– EPs facilitated by Project Implementa�on Agency (PIA)& SRLM

§ BRC will have an office space, with electricity and broadband facility, at a loca�on centrally 
accessible from all parts of the block. BPM (SRLM) should facilitate the nodal CLF and/or PIA to 
obtain suitable office space. Ideally it should be in the nodal CLF office itself.

§ Managed by a livelihoods commi�ee for SVEP having representa�ves from all the CLFs or VOs of 
that block;

§ BRC Commi�ee: CLF representa�ves, opera�onally supported by relevant community cadre;
§ Representa�on: nominated members from CLFs – 2 from each CLFs; SVEP commi�ee will 

convene and do periodic project appraisal of CEF applica�ons from poten�al entrepreneurs 
under SVEP where BPM (SVEP), PIA representa�ve, BPM (SRLM), DPM (as required)and CRPEP 
shall be invited members.

§ BRC will approve the CEF applica�ons and recommend to the nodal CLF for disbursement of the 
loan.

§ Senior most nodal CLF representa�ve would be the chairperson of the BRC

Key Features of a BRC in SVEP
§ SRLM should try to get the Nodal CLF registered Through appropriate legal arrangements such 

as coopera�ve society/any other body as decided by SRLM
§ Must be promoted by/be the livelihood subcommi�ee of a community ins�tu�on (preferably 

the BLF or in its absence any representa�ve CBO which as perform the role of the BLF, �ll such 
�me the BLF comes up, in the block.

§ The next rung of CBO leaders must form the general body and nominated/elected BLF leaders to 
the livelihoods subcommi�ee to the BLF, will form the execu�ve body of the BRC along with 
SRLM's designated office bearer(s).

§ Nodal CLF should have separate account for SVEP's CEF and should maintain separate ledger in 
the accounts to incur its expenses - pay its service providers (CRP-EPs), its office bearers (as 
decided by the BLF).

§ BRC must have its own infrastructure and a separate office room to func�on efficiently.
§ BRC shall func�on as a service centre for entrepreneurs and enterprises in the block.
§ It shall be a tracking and Monitoring centre for SVEP implementa�on in the block.
§ It shall help SVEP entrepreneurs in making a sound Business Plan.

IV. CRP - EPs
SVEP develops an eco-system for enterprise development in rural areas consis�ng of Community 
Enterprise Fund (CEF) for enterprise funding, Cadre of Community Resource Persons-Enterprise 
Promo�on (CRP-EP) for providing Business Support Services which includes prepara�on of 
business plans, trainings, accessing loans from Banks etc. and dedicated centre at block level for 
providing informa�on to entrepreneurs.

In the blocks adopted under SVEP, SRLM and BRCs will select a pool of local resources from the 
block. CRP-EPs are selected from the community where the programme is being implemented as 
they understand the local context and their familiarity with the NRLM eco-system. CRP-EPs along 
with the Block Programme Manager (BPM) and the Mentor are the key human resources at the 
block level for implemen�ng the programme. They play an important role for Orienta�on of CBOs 
on Enterprise development, business plan prepara�on, market linkages and handholding support 
to entrepreneurs.
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Understanding of the principle of self-help groups/community organiza�ons and mutual co-
opera�on will be required for appoin�ng CRP EPs. Post selec�on would require several stages such 
as cer�fica�on, residen�al/non-residen�al trainings, exposure visits and monitoring and 
evalua�on. The CRP-EPs will be encouraged to form a group and operate as a single en�ty.

V.  Role of CRP EP
All the CRP EP/CRP-EP group shall enter into an MoU with the BRC. They will work for mutually 
decided definite period (not more than the SVEP project tenure) with the BRC. 

An indica�ve list of ac�vi�es performed by CRP EP/CRP-EP group is as follows -
§ CBO training

Ÿ SHG's / VO's orienta�on
Ÿ VO's subcommi�ee training on SVEP
Ÿ CLF training on SVEP
Ÿ BRC subcommi�ee training on SVEP

§ Entrepreneur training and support
Ÿ Entrepreneur triggering mee�ng
Ÿ General orienta�on training for entrepreneurs -idea genera�on
Ÿ So� skills training for entrepreneurs
Ÿ Idea valida�on plan field ac�vity by entrepreneurs
Ÿ Business plan prepara�on
Ÿ Business management training to entrepreneurs
Ÿ Need based performance improvement plan (max 3 days)
Ÿ Loan follow up support
Ÿ Handholding support & PTS for 6 months @ 1 day pm
Ÿ Enterprise start up support
Ÿ Handholding support & PTS for 2nd 6 months @ 0.5 day pm
Ÿ Market linkages

§ CEF u�liza�on update to nodal CLF, VO and SHGs
Ÿ VO/BRC briefing per month

§ Periodic BRC briefing
§ Entering prescribed reports on the VE IT pla�orm
§ Par�cipate in the mee�ngs/training/exposure organised by BRC/SRLM/PIA

Ÿ Bank Linkage and co-ordina�on with banks
Ÿ Success rate of adopted enterprises in any financial year to be more than 80%
Ÿ To complete the task assigned by the BRC
Ÿ To work in the assigned geographical area
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Session 2.4

Income genera�ng opportuni�es in enterprise through BRC Services

I.  Objec�ve:
§ To help par�cipants understand what is BRC Services and its Income genera�ng opportuni�es 

II.  Honorarium for Community Resource Person Enterprise Promo�on
Enterprise promo�on strategy involves training and support through CRP-EP, these CRPs will be 
provided task based honorarium from SVEP project funds (four years) through BRC. 

CRP EP honorarium may include following components

1. Task based variable allowance -  BRC will appraise the work done by CRP EP on monthly basis, 
accordingly monthly honorarium payment to the CRP EP will be made.

2. Subsistence allowance - the task based ac�vi�es will gradually peak based on the learning of the 
individual CRP-EPs, therefore it is important that the CRP-EPs receive minimum sum as 
honorarium for this period. It is expected that task based variable allowance will increase with 
�me, therefore the subsistence allowance may follow a decreasing trend over the period of 
program.

3. Entrepreneur contribu�on - It is expected that support provided by CRP-EP will be perceived of 
cri�cal u�lity for the enterprise, therefore some fees should be charged from enterprises for 
services provided by CRP-EP.

The incen�ve structure of the CRP-EP should be designed considering the following factors.
i.   Time invested by CRP-EP – Table illustra�ng the ac�vi�es performed by the CRP EP and total �me 

used.
ii.  Aspira�on of CRP-EP–The local economic environment affects the aspira�onal income, 

therefore the per diem of CRP EP can be decided based on the local context.
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iii. Honorarium of other similar community cadres, if based on opportunity cost of �me in the 
block.

iv.  The total cost of CRP EP honorarium should not exceed the budgeted limit, however the budget 
heads apart from CEF are fungible.

v.   Sustainability will be based on the enterprises willingness and affordability to pay for the 
services of CR - EPs

     All payments by BRC to the CRP EP/CRP-EP group will be made to their bank account.
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Session 3.1

Social Norms and Customs affec�ng Entrepreneurial Ac�vi�es

I.  Objec�ve:
§ To make the par�cipants aware about the social norms and customs affec�ng entrepreneurial 

ac�vi�es 

Entrepreneurial ac�vi�es includes the planning, implemen�ng and decision making ac�vi�es 
associated with an establishment. Social norms, customs, tradi�on, level of educa�on, personal 
behavior, family and socio-cultural factors affect entrepreneurial ac�vi�es.

In modern business scenario, high quality of life, feelings of respect for people, urge for knowledge 
and educa�on, growth and development, market competencies have a great influence in 
entrepreneurial ac�vi�es. 

II.  Factors affec�ng Entrepreneurship
Entrepreneurship is essen�al for the development of any economy. Countries which have 
flourished a�ribute their rise to the growth of entrepreneurship. Therefore, governments and 
people all over the world want to encourage this concept.

Entrepreneurship involves a complex of economic and social behaviour. To be successful, an 
entrepreneur has to remain dynamic and responsible to the whole environment. Entrepreneurship 
can flourish only under right environment. 

The social factors, culture, government policies, poli�cal system, technology, economic condi�ons, 
laws are the main agents which influence the growth of entrepreneurship. In fact, the 
entrepreneurship cannot be kept aloof from the changing social values, ideologies, new emerging 
aspira�ons, environmental pressures, religious beliefs, consumer requirements and society needs. 
Business is a system made up of certain environmental factors which require the entrepreneurs to 
adopt a dynamic a�tude and a new strategy of their own. 

1.  Systems and Tradi�ons
This includes the social systems, tradi�ons, customs, social recogni�on, religious aspects, 
fes�vals, func�ons, moral values and ethics. 

2.  Tradi�onal Vs Scien�fic thinking
Entrepreneurs having scien�fic ap�tude and ra�onal thinking would have a considerable 
growth in establishment development. People who are highly tradi�onal may not have a 
conducive business environment.

3.  Materialism
The change in outlook of people in terms of comforts and facili�es and aspira�on for high 
standard of living mo�vates the businessmen to introduce changes for business development, 
higher produc�on and diversifica�on.

4.  Social values
People with good social values like devo�on towards family, love for art, devo�on towards work, 
love for knowledge, friendship, power authority, respect, reputa�on and love for mankind helps 
create a good business development environment.
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5.  Changes and risk
The percep�on of people towards accep�ng changes and risk affects business environment.

6.  Changes in consumer preferences
Understanding the latest trends, styles and other behavioral characteris�cs of consumers helps 
the entrepreneurs develop their products and services accordingly further resul�ng to business 
development. 

7.  Gender and racial a�tudes
Changing gender roles and increasing emphasis on family life, a�tudes towards racial 
discrimina�on and sexual harassment at work place have a considerable affect on business 
growth.
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Session 3.2

SRLM Structure

I.  Objec�ve:
§ To make the trainees understand the SRLM structure.

State Rural Livelihood Mission (SRLM) is a State level func�onal organiza�on, an autonomous body 
under the rural development department of the State and should be incorporated as a Society. The 
mission overseas the implementa�on and other related ac�vi�es at the state level and cons�tutes 
a State Mission Management Unit (SMMU) headed by Chief Execu�ve Officer (CEO). The SMMU 
consists of experts from various areas like social mobiliza�on, capacity building, bank linkages etc 
are responsible for:
1.  Designing policies and implementa�on guidelines at the state and district levels.
2.  Monitoring the progress and  providing implementa�on supports.
3.  Ensuring quality implementa�on.
4.  Managing partnerships. 

The SRLM has Governing body and Execu�ve Commi�ee to provide guidance and supports in all 
aspects of planning and implementa�on of the Mission.

Organizational Structure: SMMU 

CEO / SMD
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Session 3.3

Community Based Organiza�on (CBOs) - Structure and Func�ons

I.  Objec�ve:
§ To make the trainees understand the structure and func�ons of CBOs.

A Community Based Organiza�on is an organiza�on that provides social services at the local level. 
It is a service oriented, non- profit organiza�on whose ac�vi�es are based on volunteer efforts, 
contribu�ons for labour, material and financial support. 
Structure of CBOS
1. Self Help Groups (SHGs)- Informal groups with maximum of 20 members with bank savings 

account and graded themselves to receive Revolving fund (RF) and Community investment fund 
(CIF) followed by prepara�on of Microcredit Plan (MCP) for receiving bank loan.

2.  Village Organiza�ons (VOs) - It focuses on areas like bank linkages and recovery management.
3.  Cluster Level Federa�ons (CLFs) - Formed for cluster of villages by integra�ng all Vos. 

Func�ons of CBOs
1.  Plan, implement and monitor social and economic development programs at local level.
2.  Provide technical and financial assistance to the communi�es.
3.  Assis�ng in making available of micro finance for micro enterprises.
4.  Ensuring health, educa�on, sustainable agriculture, animal husbandry, safe water and 

sanita�on etc.
5.  Empower weaker and disadvantages segments of popula�on.
6.  Road construc�on and development.
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Session 3.4

Enterprise Business Partners

I.  Objec�ve:
§ To help the trainees understand the roles of banks, implemen�ng agencies, suppliers etc. in an 

enterprise.

II.  Banks
Banks provides financial and advisory services to small, medium and large business enterprises. 
The bank services include:

1.  Deposit accounts and non- interest bearing products.
2.  Credit card services.
3.  Capital for business expansion, purchases, acquisi�ons and for mee�ng opera�ng expenses.
4.  Providing short and long term loans.
5.  Help business enterprises manage their receivables, payables, cash on hand and liquidity.
6.  Providing electronic payment processing systems to accelerate money transfers.
7.  Services for payroll management.
8.  Providing services for fraud protec�on or problems in making transac�ons.

III. Implemen�ng agencies
There are agencies that act as a link between different cluster stakeholders to address their 
economic and non-economic issues.
Roles of implemen�ng agencies:

1.  Selec�on of clusters.
2.  Preparing and alloca�ng human resources for suppor�ng development process.
3.  Diagnos�c study
4.  Ac�on plan formula�on
5.  Implementa�on of development ini�a�ves
6.  Monitoring and evalua�on

IV. Procurement
Procurement refers to the ac�vi�es involved in obtaining goods or services. It is an important 
business func�on which results in improving business profitability.
Types of procurement

1. Direct procurement- It includes the raw materials and components involved in a 
manufacturing company.

2.  Indirect procurement- It includes the purchase of items which are required for day to day 
business opera�ons but are not directly involved in produc�on process.

3.  Goods procurement- It involves the purchase of physical items and so�ware subscrip�ons. It 
includes both direct and indirect procurement.

4.  Services procurement- It basically focuses on people based services like hiring contractors, 
labour etc. 



Session 4.1

Basic Mathema�cal Opera�ons- Addi�ons, Subtrac�on

I.  Objec�ve:
§ To encourage the Trainees to complete the mathema�cal tasks in addi�ons and subtrac�ons
§ The trainees are to be acquainted with basic skills in addi�on and subtrac�on such as 

Ÿ Addi�on Strategies
Ÿ Subtrac�on Strategies
Ÿ Mathema�cal comparisons

II.  Session Guide
Mathema�cs is the science of numbers, their opera�ons and study of shapes and pa�erns. In 
general we can say that Mathema�cs helps to solve the problem situa�on in everyday life. 
Understanding mathema�cs is helpful to analyze the present condi�on and to evolve a solu�on for 
that. 

III. Ask the trainees to solve the following problems in addi�ons and subtrac�ons.

i)  Solve
1. Add 1 with the smallest five digit number.
2. Subtract 1 from the largest 6 digit number.
3.  Make the largest number using the digits 3, 0, 8, 1
4. Find the sum of the smallest 4 digit number with largest 4 digit number.
5.  Which one is greater; 9989 or 9899?

ii)  Solve the word problems
1.  In order to set up a tea stall Lolita spends Rs.5840 for the furniture, Rs. 6318 for the utensils 

and tea maker, Rs. 3898 for ini�al purchase of raw materials. What is the ini�al total expense 
that she made for staring that enterprise?

2.  Lolita earned Rs. 19,586/- in the first month of her business. She deposits an amount of 
Rs.5000 in her saving account for future plans and requirements.  How much is le� with her 
a�er this savings?
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Session 4.2

Basic Mathema�cal Opera�ons - Mul�plica�ons

I.  Objec�ve:
§ To encourage the Trainees to complete the mathema�cal tasks in mul�plica�ons.
§ The trainees are to be acquainted with basic skills in Mul�plica�on such as 

Ÿ Mul�plica�on Facts
Ÿ Proper�es of Mul�plica�on
Ÿ Es�mate Product

II.  Session Guide
Mul�plica�on is repeated addi�on. It is done easily with the mul�plica�on facts. It is a 
mathema�cal opera�on that provides you the 'product' of two or more numbers.

III. Ask the trainees to solve the following problems in mul�plica�on.

I) Solve

1. 3825x1=_______

2. 9999x0=_________

3.  12x8=_________

4. 80000x24=________

5.  5921x______=3825x5921

ii)  Solve the word problem
1.  Lolita earns an average of 25,500/- every month. Calculate her earning in a year.
2.  Lolita wishes to buy more furniture for her tea stall. She requires 4 chairs that cost Rs.980, 1 

table that costs 2432. How much she has to spend for this?
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Session 4.3

Basic Mathema�cal Opera�ons - Divisions

I.  Objec�ve:
§ To encourage the Trainees to complete the mathema�cal tasks in division.
§ The trainees are to be acquainted with basic skills in Mul�plica�on such as 

Ÿ Division Facts
Ÿ Proper�es of Division
Ÿ Divisibility rules

II.  Session Guide
Division is repeated subtrac�on. It is an opera�on in which a number is divided or separated into 
parts or groups.

III. Ask the trainees to solve the following problems in division.

I)  Solve

1.  41172÷1=_______

2.  41172÷0=_________

3.   41172÷6=_________

4.  80000÷10=________

5.   66÷11=_________

ii)   Solve the word problem
1.  Lolita sells aloo samosa along with tea for Rs.18000 in the month of April with an average of 

50 samosas per day. What is the cost for a samosa?
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Session 4.4

Basic Mathema�cal Opera�ons-Prac�ce sessions

I.  Objec�ve:
§ To make more prac�ce on mathema�cal opera�ons such as addi�on, subtrac�on, 

mul�plica�on and division

II.  Session Guide
Trainees are advised to do more problems related to the basic mathema�cal opera�ons.

III. Solve

1)   9899+9999

2)   The sum of two numbers is 146 and their difference is 2. Find the numbers.

3)   The quo�ent of two number is 4 and their product is 4, find the numbers.

4)   Mentally do 90000 +2000

5)   Choose two numbers from the below table to complete the sentence followed
        2882      2282      2822   2228

 _______ and _____ have a difference of 54

6)   Lolita bought 11 bags of potatoes and 9 bags of onions. Each bag of potatoes & onion weighed 4 
kilograms. How many kilograms of potatoes & onions did Lolita buy in all.

7)   Lolita sold 6 more samosa than baji. She sold 36samosa &baji in all. How many bajisdid the she 
sell?
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Session 5.1

Understand and solve percentage based mathema�cal ques�ons

I.  Objec�ve:
§ To help the trainees to understand and solve percentage based mathema�cal ques�ons.

II.  Session Guide
First explain the concept of percentage to the trainees and then ask them to prac�ce some of the 
mathema�cal problems based on the concept.

III.  What is percentage?
In mathema�cs, a percentage is a number or ra�o that can be expressed as a frac�on of 100. Per 
stands for “out of,” while cent is for “hundred.” As a result, percent denotes the quan�ty out of one 
hundredth. If we have to calculate percent of a number, divide the number by whole and mul�ply 
by 100. Hence, the percentage means, a part per hundred. The word per cent means per 100. It 
represented by the symbol “%”.

Percentage, a rela�ve value indica�ng hundredth parts of any quan�ty. One percent (symbolized 
1%) is a hundredth part; thus, 100 percent represents the en�rety and 200 percent specifies twice 
the given quan�ty.

Usage of percentage:
The most basic applica�on of percentages is to compare one quan�ty against another, with the 
second quan�ty rebased to 100. ... Following the previous example, if the frac�on is 1/2 , then the 
percentage of employed females out of all employed is 50%. In general, percentages can be used in 
two major ways.

The percentage is used to determine “how much” or “how many.” A percentage number aids in 
calcula�ng the exact amount or figure that is being discussed. Frac�ons are compared. Iden�fying 
a percentage increase or decrease. Helps in finding profit and loss percentages.

1.  The most fundamental use of percentages is to compare two quan��es.
2.  When reviewing or comparing results and progress, percentages are helpful.
3.  In our daily lives, percentages play a cri�cal role. A percentage is a helpful tool for comparing 

and contras�ng different topics. The issue could be related to health, geography, or 
something else en�rely.

4.   Extensive data can be evaluated in less �me and with more accuracy using percentages.
5.  When it comes to elec�ons, percentages are used to express votes cast for different 

candidates.
6.   The most common applica�on of 
7.   is in the business world. An example might be a profit or loss.
8.  The percentage is highly beneficial to the government in making reserva�ons and various 

ini�a�ves for many individuals.
9.  The percentage is a very effec�ve medium for represen�ng numerical data in the simplest way 

possible. 
10. Percentage provides informa�on about the increase of civiliza�on, urbaniza�on, and 

produc�on in any business.

Community Resource Person - Enterprise Promo�on (CRP-EP) - Trainer Hand Book - 2022035



IV.  The Formula of Percentage Calcula�on
Let's look at how to use the  formula to calculate or determine the percentage.

To find the percent of a number, divide the part of the value or the actual value by the total 
value or the whole and then mul�ply by 100.
Percentage=actual value total value×100%
P=MN×100%
where,
P→ Percentage
M→ Actual value
N→ Total Value

Example: Calculate the percentage marks secured by Shivu in a board exam, where Shivu has 
secured 870 marks out of 1000 marks.
The percentage secured by Shivu can be calculated as, 
870/1000×100%=87%

Different Parts in Percentage Formula
Before we calculate the percentage, we must first understand the components of the 
percentage. Every percentage problem has three sec�ons or variables, which makes it easier to 
solve. They are as follows:
1. Percentage
2. Part
3. Whole
Example: 15%
 of 200 is 30.

⇒15% of 200=30

⇒15%×200=30

⇒15100×200=30

In the above example,
Percentage →15%
Part →30
Whole →200

V.   The trainees are to be advised to do the solu�ons based on percentage calcula�ons:
1) 20% 100
2) 50% 2000
3) 25% 10000
4) 100% 5000
5)  Lolita borrowed 50000 from a bank for star�ng their enterprise. Find the amount of interest to 
be paid on each month if the interest rate is 4%.
6) 40 % of 280 =?
7) Whose 35% is 280?
8) 45 *? = 35% of 900
9) If 40% of an amount is 250, what will be 60% of that amount?
10) If 30 % of 1520 + 40 % of 800 = x % of 5000, find the value of x.
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Session 5.2

Understand and solve frac�ons based mathema�cal ques�ons

I.  Objec�ve:
§ To help the trainees to understand and solve frac�ons based mathema�cal ques�ons.

II.  Session Guide
First explain the concept of frac�ons to the trainees and then ask them to prac�ce some of the 
mathema�cal problems based on the concept.

III.  What is Frac�on:
In arithme�c, a number expressed as a quo�ent, in which a numerator is divided by a 
denominator. In a simple frac�on, both are integers. A complex frac�on has a frac�on in the 
numerator or denominator. In a proper frac�on, the numerator is less than the denominator. 
Frac�ons represent equal parts of a whole or a collec�on. 

Frac�on of a whole: When we divide a whole into equal parts, each part is a frac�on of the whole.

A frac�on simply tells us how many parts of a whole we have. You can recognize a frac�on by the 
slash that is wri�en between the two numbers. We have a top number, the numerator, and a 
bo�om number, the denominator. For example, 1/2 is a frac�on. ... So 1/2 of a pie is half a pie

Parts of a Frac�on
All frac�ons consist of a numerator and a denominator and they are separated by a horizontal bar 
known as the frac�onal bar.
§ The denominator indicates the number of parts in which the whole has been divided into. It is 

placed in the lower part of the frac�on below the frac�onal bar.
§ The numerator indicates how many sec�ons of the frac�on are represented or selected. It is 

placed in the upper part of the frac�on above the frac�onal bar.
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Types of frac�ons

Unit frac�ons
Frac�ons with numerator 1 
are called unit frac�ons.

Proper frac�ons
Frac�ons in which the numerator is 
less than the denominator are called 
proper frac�ons.

Improper frac�ons
Frac�ons in which the numerator
is more than or equal to the 
denominator are called improper 
frac�ons.

Mixed frac�ons
Frac�ons in which the numerator is 
less than the denominator are called 
proper frac�ons.

Fun Facts
§ The word 'frac�on' has been derived from the La�n 'fractus' which means “broken”.
§ Frac�on has been into existence from the Egyp�an era which is known to be one of the 

oldest civiliza�ons in the world. However, frac�ons were not regarded as numbers, in fact, 
they were used to compare the whole numbers with one another.

Examples on Frac�ons

1. Example 1: Write two equivalent frac�ons for 5/15

Solu�on:
Let us write the equivalent frac�ons for 5/15 using mul�plica�on and division.
a.)  Let us mul�ply the numerator and the denominator with the same number 2. This means, (5 × 

2)/(15 × 2) = 10/30
b.)  Let us divide the numerator and the denominator with the same number 5. This means, (5 ÷ 5)/(15 

÷ 5) = 1/3
Therefore, 10/30 and 1/3 are equivalent to 5/15. In other words, 10/30, 1/3, and 5/15 are 
equivalent frac�ons.
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2. Example 2: In a class of 48 students, 1/4th of them watch cartoons. How many students do not 
watch cartoons?

Solu�on:
Total number of students = 48, the frac�on of students who watch cartoons = 1/4
Number of students who watch cartoons = 1/4 × 48 = 12
Thus, the number of students who do not watch cartoons = 48 - 12 = 36
Therefore, the number of students who do not watch cartoons is 36.

3.  Example 3: State true or false.
a.)  Proper frac�ons are the frac�ons in which the numerator is less than its denominator.
b.)  9/2 is a proper frac�on.
c.)  3/4 and 2/4 are like frac�ons.

Solu�on:
a.)  True, proper frac�ons are the frac�ons in which the numerator is less than its denominator.
b.)  False, 9/2 is an improper frac�on because the numerator is larger than the denominator.
c.)  True, 3/4 and 2/4 are like frac�ons because their denominators are the same.

IV. The trainees are to be advised to do the solu�ons based on frac�on calcula�ons:

The trainees are to be advised to do the solu�ons based on frac�ons
1)  ½ of 20
2)  1/5 of   1000
3) 1/10 of 10000
4)  ¼ of 4444
5)  Lolita ½  of the borrowed amount of Rs. 50000 for ini�al se�ng up of the tea stall structure and 

1/4th of the amount for purchasing materials for the tea stall. Find out the amount spent for 
Stall Structure and Purchase of Material.
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Session 5.3

Understand and solve simple equa�ons based mathema�cal ques�ons

I.  Objec�ve:
§ To help the trainees to understand simple equa�ons based mathema�cal ques�ons
§ Make them understand the difference between variables and constants in a simple equa�on.
§ To help the trainees acquainted with the different methods  of solving an equa�on: the trial & 

error method, the systema�c method and the transposi�on method

II.  Session Guide
First explain the concept of frac�ons to the trainees and then ask them to prac�ce some of the 
mathema�cal problems based on the concept.

III.  What is simple equa�on ? 
A simple equa�on is a mathema�cal equa�on which expresses the rela�on between two 
expressions on both sides of an equal sign.

Variable  
It is the unknown factor in a simple equa�on usually referred as x or y.

Solving a simple equa�on
Solving a simple equa�on is done by rearranging the variable in one side of the equa�on.
e.g: 3x+2 =17 
Here the variable is x. For solving the equa�on we have to 'isolate' x in one side of the equa�on as 
shown below:
3x=17-2
3x =15;    X=15÷3
X=5

The trainees are to be advised to prac�ce problems based on simple equa�ons.

Solve the following ques�ons
1)  Write the following statements in simple equa�on
      a) Half of a number and 6 is 9
      b) The sum  of two consecu�ve numbers 51.
2)  Solve x if 2x+20 =40
3)  Solve x if 4x=1000
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Session 5.4

Understand and solve average based mathema�cal ques�ons

I.  Objec�ve:
§ To help the trainees to understand average based mathema�cal ques�ons

II.  Session Guide
Explain the concept of average to the trainees and ask them to prac�ce sums based on the concept

III.  What is Average ? 
In ordinary language, an average is a single number taken as representa�ve of a list of numbers, 
usually the sum of the numbers divided by how many numbers are in the list (the arithme�c 
mean). For example, the average of the numbers 2, 3, 4, 7, and 9 (summing to 25) is 5.
The average is also known as the arithme�c mean. It is the ra�o of the sum of all given observa�ons 
to the total number of observa�ons. 
Using the average formula, the arithme�c mean for any sample of data can be calculated. 

Average Formula
Average = (Sum of Observa�ons) ÷ (Total Numbers of Observa�ons)

Steps for finding Average
For finding average, add all the values and divide the outcome by the number of given values.
Average can be calculated using three simple steps. They are:
Step 1:  Sum of Numbers;  find the sum of all the given numbers.
Step 2:  Number of Observa�ons:; count how many numbers are in the given set.
Step3: Average Calcula�on: Calcula�ng the average by dividing the sum by the number of 

observa�ons.
e.g: Find the average of 20, 21, 25, 25, 21, 20
Average = (Sum of Observa�ons) ÷ (Total Numbers of Observa�ons)
= (20+21+25+25+21+20)/6
= 132/6= 22

The trainees are to be advised to prac�ce problems based on average.

Solve
1)  Lolita earns daily income as 1100, 1255, 1300, 980, 1620. Find the average income per day.
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Session 6.1

Entrepreneurial Competencies - David Mcclelland model

I.  Objec�ve:
§ To help par�cipants understand what is the McClelland theory of entrepreneurship

II.  Entrepreneurship
The business opera�on is viewed as incredibly difficult in a compe��ve business climate that is 
always changing due to rapid technology improvements. A high level of exper�se in numerous 
areas such as intellectual, a�tudinal, behavioural, technological, and managerial a�ributes is 
required from an entrepreneur. Thus, a person's underlying traits that lead to the establishment of 
new companies are classified as entrepreneurial skills. These traits include generic and specific 
informa�on, goals, features, self-images, social posi�ons, and talents that the person may or may 
not be aware of. A person may or may not possess these abili�es. Skills that are lacking can be 
acquired through educa�on, training, and development.

Various factors influence the growth of entrepreneurship. For this goal, various hypotheses or 
models have been developed. Various thinkers have proposed various theories in this regard.

III  Entrepreneurial mo�va�on
When a person has a want, tension builds in his mind un�l the need is sa�sfied. Because of the 
tension, he forced to act. Similarly, un�l the need is met, the individual shi�s ac�ons also. Thus the 
human behaviour is goal directed or directed towards sa�sfac�on of needs. Mo�va�on has a 
significant role in entrepreneurship. The inner force that ignites and sustains behavior to meet 
needs is referred to as mo�va�on.

IV  Mo�va�onal concept
The word "mo�va�on" comes from the La�n word "movere," which literally means "to move." As a 
result, mo�va�on denotes movement. Mo�va�on can be defined as "“the managerial func�on of 
ascertaining the mo�ves of subordinates and helping them to realise those mo�ves.”

V   Mo�va�on theories
The number of theories proposed to explain human behaviour can be used to gauge the 
importance of mo�va�on in human life and work. They use human wants and nature to 
understand human mo�va�on. The number of theories proposed to explain human behaviour that 
iself describe the importance of mo�va�on in human life and work. They use human wants and 
nature to understand human mo�va�on.

Theory of Need of Achievement
According to McClelland, think of new and be�er ways to do things and make decisions when faced 
of uncertainty. Entrepreneurs are defined by a drive to improve, advance, and grow, which is 
known as an accomplishment orienta�on. He was able to counter the then-prevailing great man 
idea of business as well as religious concep�ons of entrepreneurship by focusing on a specific need. 
He felt that entrepreneurship can be learned and that it can be supported in a produc�ve way.
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Each individual tends to develop par�cular mo�va�onal impulses. David McClelland proposed a 
mo�va�onal model based on three different types of needs: success, power, and affilia�on. 
Following are the details:

(i)  Need for success: a desire to succeed, advance, and grow; 
(ii) Need for power: a desire to exert influence over others and situa�ons; 
(iii) Need for affilia�on: a need to form friendly and close interpersonal �es.

These three requirements, may be ac�ng on a person at the same �me.  

The people with high need for achievement are characterised by the following 
(I)    They make goals for them that are moderate, prac�cal, and a�ainable.
(ii)   Prefer to be in se�ngs where they can solve personal responsibility problems. 
(iii)  They require concrete feedback on their performance. 
(iv)  They have a need for achievement in order to achieve personal success.
(v)   They seek out difficult assignments.

Apart from these, entrepreneurs have other behavioural characteris�cs such as tolerance, 
problem solving, inven�veness, and so on.

Based on the above assump�ons David Mcclelland iden�fied following Personal Entrepreneurial 
Competencies (PEC)

Sl. No. PEC Exhibited a�ributes

1. Ini�a�ve § Does things before asked or forced to by 
events

§ Acts to extend the business into new areas, 
products or services

2. Sees and Acts on 
opportuni�es

§ Seizes unusual opportuni�es to start a new 
business, obtain financing, equipment, 
land work space or assistance

3. Persistence § Takes ac�on in the face of a significant 
obstacle

§ Takes repeated ac�ons or switches to an 
alterna�ve strategy to meet a challenge or 
overcome an obstacle

§ Takes personal responsibility for the 
performance necessary to achieve goals 
and objec�ves

4. Informa�on Seeking Personally seeks informa�on from clients, 
suppliers or compe�tors
§ Does personal research on how to provide 

a product or service
§ Consults experts for business or technical 

advice
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Sl. No. PEC Exhibited a�ributes

5. Concern for High 
Quality of work

§ Acts to do things that meet or beat exis�ng 
standards of excellence. Have a desire to 
produce work of high standard

6. Commitment to the 
Work Contract

Makes a personal sacrifice or expends 
extraordinary effort to complete a job
§ Pitches in with workers or in their place to 

get a job done
§ Strives to keep customers sa�sfied and 

places long term good will over short term 
gain

7. Efficiency 
Orienta�on

§ Finds ways to do things be�er, faster, or 
cheaper

§  Looks for ways to reduce cost and �me
§ Usage informa�ons on business tools to 

improve effiecincy

8. Systema�c Planning § Plans by breaking large tasks down into 
�me-constrained sub-tasks

§ Develop and use logical step by step plans

9. Problem Solving § Iden�fy new and poten�ally unique ideas 
to readh goals

§ Switch to an alterna�ve strategy to reach a 
goal if encountering a problem

10. self-confidence Have a strong belief in self and own abili�es 
Seeks autonomy from the rules or control of 
others
§ S�cks with own judgement in the face of 

opposi�on or early lack of success
§ Expresses confidence in own ability to 

complete a difficult task or meet a 
challenge

11. Asser�veness § Confront problems with other directly
§ Tell others what they have to do and 

discipline those failing to perform as 
expected

§ Ability to say when required
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Sl. No. PEC Exhibited a�ributes

12. Persuasion § Uses deliberate strategies to influence or 
persuade others

§ Asserts  his  own and his  company 
competence and quali�es

§ Convince others to get work done

13. Use of influence 
strategies

§ Use a variety of strategies to influence 
others

§ Acts to develop business contacts
§ Uses key people as agents to accomplish 

own objec�ves

14. Monitoring Revises plans in light of feedback on 
performance or changing circumstances
§ Keeps financial records and uses them to 

make business decisions

15. Concern for 
Employee Welfare

§ Takes ac�on to improve the welfare of 
employees, customers and persons 
concerned to the enterprise

§ Express concern towards others
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Session 6.2

Measuring entrepreneurial competencies - AMT workbook exercise

I.  Objec�ve:
§ To help par�cipants understand Measuring entrepreneurial competencies - AMT workbook 

exercise

---Trainers to use 70 number ques�onnaire given in the AMT manual for measuring 
entrepreneurial competencies of trainees----

Session 6.3

Introduc�on to enterprise and its types

I.  Objec�ve:
§ To help par�cipants understand what exactly is an enterprise, and what makes it different from 

other such terms.
§ To help par�cipants understand the enterprise types.

Neha, a bright final year student was wai�ng for her results to be declared. While at home 

she decided to put her free �me to use. Having an ap�tude for pain�ng, she tried her hand at 

decora�ng clay pots and bowls with designs. She was excited at the praise showered on her by 

her friends and acquaintances on her work. She even managed to sell a few pieces of unique 

hand po�ery from her home to people living in and around her colony. Opera�ng from home, 

she was able to save on rental payments. She gained a lot of popularity by word of mouth 

publicity as a sole proprietor. She further perfected her skills of pain�ng po�ery and created 

new mo�fs and designs. All this generated great interest among her customers and provided a 

boost to the demand for her products. By the end of summer, she found that she had been 

able to make a profit of Rs. 2500 from her paltry investment in colours, po�ery and drawing 

sheets. She felt mo�vated to take up this work as a career. She has, therefore, decided to set 

up her own artwork business. She can con�nue running the business on her 

own as a sole proprietor, but she needs more money for doing business on a 

larger scale. Her father has suggested that she should form a partnership with 

her cousin to meet the need for 

addi�onal funds and for sharing the 

responsibili�es and risks. Side by side, 

he is of the opinion that it is possible 

that the business might grow further 

and may require the forma�on of a 

company. She is in a fix as to what form 

of business organisa�on she should go 

in for? 
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II.  What is an Enterprise?
The word derived from a French word entreprendre (from prendre), meaning 'to undertake', which 
in turn comes from the La�n “inter prehendere” (seize with the hand). Enterprise ventures are for-
profit business which started and run by an entrepreneur. The term mostly associated with 
entrepreneurial ventures. 

Entrepreneurs aspire for a variety of benefits in addi�on to profit like,
§ Problem-solving: They see a par�cular issue that they feel they can solve. 
§ Exploit ideas:  They have a new idea or product they believe will be successful. 
§ Filling a gap: They see a gap in the market they believe they can fill.
§ Compe��ve pricing: They believe they can produce something on the market cheaper and offer 

it at a lower price. 
§ Knowledge-based: Where they believe they can supply specialist knowledge that customers 

will pay for.

III  Types of Enterprise
1.  Sole Proprietorship 

A sole proprietorship otherwise known as individual entrepreneurship, single trader, or simply 
proprietorship, is a type of self-contained en�ty controlled solely by one person. It is the most 
basic legal structure of a company.

 2.  Partnership
Individuals or partners own and administer partnerships, and decision-making is decentralised 
(as well as profits). Decisions will be made collabora�vely, and earnings will be shared among 
the partners. There may be a form of hierarchy with senior and junior partners in some 
circumstances. Professional and financial services firms, for example, frequently form 
partnerships.

A Refreshing Start: Coca Cola Owes its Origin to a Sole Proprietor! 

The product that has given the world its best-known taste was born in Atlanta, Georgia, on 

May 8, 1886. Dr. John S�th Pemberton, a local pharmacist, produced the syrup for Coca-Cola®, 

and carried a jug of the new product down the street to Jacobs' Pharmacy, where it was 

sampled, pronounced “excellent” and placed on sale for five cents a glass as a soda fountain 

drink. Dr. Pemberton never realised the poten�al of the beverage he created. He gradually 

sold por�ons of his business to various partners and, just prior to his death in 1888, sold his 

remaining interest in Coca-Cola to Asa G. Candler. An Atlantan with great business acumen, 

Mr. Candler proceeded to buy addi�onal business rights and acquire complete control. 

On May 1, 1889, Asa Candler published a full-page adver�sement in The Atlanta Journal, 

proclaiming his wholesale and retail drug business as “sole proprietors of Coca-Cola ... 

Delicious. 

Refreshing. Exhilara�ng. Invigora�ng.” Sole ownership, which Mr. Candler did not actually 

achieve un�l 1891, needed an investment of $ 2,300. 

It was only in 1892 that Mr. Candler formed a company called The Coca-ColaCorpora�on. 

Source: Website of Coca Cola company.
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3. Private Limited Companies (Ltd.)
This type of entrepreneurial venture has been formally incorporated and will have its own legal 
iden�ty. It will have a group of shareholders who will be responsible for a por�on of any debts or 
rewards the company incurs. The shareholders will elect directors to oversee the company's overall 
opera�ons and decisions, with the relevant managers in charge of day-to-day opera�ons.

4. Public Limited Companies (PLC)
PLCs are dis�nguished by the fact that it can be offered to the general public. To do so, they must 
meet certain regulatory and legal requirements rela�ng to the company's financial health, account 
transparency, trading history, and other factors. The ability to sell public shares can be beneficial for 
raising capital for expansion.

5. Limited Liability Partnership:
The concept was developed in response to the J.J. Irani Commi�ee's recommenda�ons. The LLP 
provides the benefits of limited liability while allowing members to form their business as they 
would in a typical partnership.

In an LLP, the liability of individual partners is limited, but the LLP as a whole is liable for the en�re 
amount of its assets. So, now personal assets of partners are protected from liability arising from 
wrong decisions of other partners or employees not under their direct supervision.

Price Waterhouse Coopers was a Partnership Firm earlier 

Price Waterhouse Coopers, one of the world's top accountancy firms has been created in 

1998 by the merger of two companies, Price Waterhouse and Coopers and Lybrand - each 

with historical roots going back some 150 years to the 19th century Great Britain. In 1850, 

Samuel Lowell Price set up his accoun�ng business in London. In 1865, he was joined in 

partnership by William H. Holyland and Edwin Waterhouse. As the firm grew, qualified 

members of its professional staff were admi�ed to the partnership. By the late 1800s, Price 

Waterhouse had gained significant recogni�on as an accoun�ng firm. 

Source: Price Waterhouse Coopers archives in Columbia University.
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Compara�ve analysis of different types of enterprises

Sl. 
No.

Basis of 
comparison

Sole proprietorship Partnership Company 

1. Forma�on Minimal legal 
formali�es, easiest 
forma�on 

Registra�on is 
op�onal, 
easy forma�on

Registra�on compulsory, 
lengthy and expensive 
forma�on process 

2. Members Only owner Minimum-2 
Maximum: 50 

Minimum Private-2 
Public Company-7 
Maximum 
Private Company-200 
Public Company-unlimited 

3. Capital 
contribu�on 

Limited finance Limited but 
more than 
that can be 

raised in case 
of sole 

proprietorship 

Large financial resources 

4. Liability Unlimited Unlimited and 
joint 

Limited 

5. Control and 
management 

Owner takes all 
decisions, 

quick decision making 

Partners take 
decisions, 

consent of all 
partners is 

needed 

Separa�on between 
ownership and management 

6. Con�nuity Unstable, business and 
owner regarded as one 

More stable 
but affected 
by status of 

partners

Stable because of separate 
legal status 

IV. Start up India
A start up is a venture that is ini�ated by its founders around an idea or a problem with a poten�al 
for significant business opportunity and impact. O�en the actual development starts even before 
that with a search of an idea or a meaningful problem worth solving and building a commi�ed 
founding team aligned with shared vision to make that vision into reality

As per the no�fica�on dated February 17, 2016, Ministry of Commerce and Industry has described 
an en�ty as a startup if: 

a)   Its age is less than 5 years from the date of registra�on/incorpora�on
b)   Turnover for any year is less than Rs 5 crore
c)  Its working towards “innova�on, development, deployment or commercializa�on of new 

products, processes or services driven by technology or intellectual property”
These are the three major pillars which shall define any startup in India; and as per these 
defini�ons, neither Flipkart nor Paytm is a startup anymore!
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Point to be noted here: Any business/corpora�on which is created by spli�ng from an existent 
business shall not be termed as a startup.

Ola, Flipkart, Paytm, Zomato, MakeMyTrip, need no introduc�on today. These are only a few big 
names of the Indian Start up Ecosystem. However, they started small too. Flipkart, for instance, was 
started by IIT Delhi alumni and ex-Amazon employees. What started as an online book retail store, 
is now India's biggest online retail pla�orm.  With unlimited innova�ons, fresh approach towards 
the market and increased investors, the Indian market is blooming at this hour. Success stories like 
Flipkart inspire new entrepreneurs to enter into the Start up world and prove their me�le, every 
day. Nasscom has reported as many as 1000 new addi�ons to Indian Start up ecosystem in 2017.

However, not all that shines is gold. According to a study done by IBM Ins�tute for Value (IBV) along 
with Oxford Economics, 90% of Indian start ups are bound to fail in the next five years. With new 
players coming up every day, availability of a plethora of products, increased focus on funding and 
stringent regula�ons, to start a business can take a sharp turn from being a dream into a nightmare. 
However, CB Insights, a New York-based technology research company reveals that 29% startups in 
India which fail because they run out of cash, while 18% startups fail because of cost issues and 
another 8% are not able to a�ract the interests of the investors. The same study by IBV reveals that 
65% of the venture capitalists revealed that funding is a major roadblock for a startup.

V. Unicorn

What is a Unicorn?
In the venture capital industry, the term unicorn refers to any startup that reaches the valua�on of 
$1 billion. 

The term was first coined by Aileen Lee, founder of Cowboy ventures when she referred to the 39 
startups that had a valua�on of over $1 billion as unicorns. The term ini�ally was used to lay 
emphasis on the rarity of such startups. The defini�on of a unicorn startup has remained 
unchanged since then. However, the number of unicorns have gone up.
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Features of a Unicorn Startup
To be a unicorn is no cakewalk and each unicorn today has its own story with a list of features that 
worked in its favour. We have listed down a few pointers that are commonly seen across all the 
unicorns:
§ Disrup�ve innova�on: Mostly, all the unicorns have brought a disrup�on in the field they 

belong to. Uber, for example, changed the way people commuted. Airbnb changed the way 
people planned their stay while travelling and Snapchat disrupted the usage of the social media 
network etc.

§ The 'firsts': It is seen that unicorns are mostly the starters in their industry. They change the way 
people do things and gradually create a necessity for themselves. They are also seen to keep 
innova�on up and running to stay ahead of compe�tors which might later boom.

§ High on tech: Another common trend across unicorns is that their business model runs on tech. 
Uber got their model accepted by cra�ing a friendly app. Airbnb made the world seem smaller 
by making the best of the world wide web. 

A recent report suggests that 87% of the unicorns products are so�ware, 7% are hardware and the 
rest 6% are other products & services.

Unicorn Startups in India

Flipkart: Founded in 2007 and listed under one of the largest e-commerce brands across India, 
Flipkart is a success story of two friends, Sachin Bansal and BinnyBansal. Amongst all the other e-
commerce startups in India, Flipkart stands way ahead with the current valua�on of more than 
$15.5 billion. 

PayTM: Founded by Vijay Shekhar in 2010, PayTM is owned by One97 Communica�ons, founded in 
2010, when mobile had just entered the life of common man in India. Gradually One97 
Communica�ons moved from mobile top-up service to bus and train �cket booking, bill payment 
enabler to a full-fledged payment service provider for businesses and was named PayTM. With the 
current day valua�on of around $2 billion, PayTM has certainly come a long way.

Razorpay: A Bangalore based fintechstartup, founded by HarshilMathur and Shashank Kumar. 
They started the company with a simple vision of helping every business accept digital payments 
and over the years, they have made huge strides towards making it a reality.

Meesho: Founded by Sanjeev and AatreyBarnwal in 2015, Meesho provides a reselling pla�orm for 
small and medium businesses that allow them to start their online venture through social media 
channels like Facebook, Instagram, and WhatsApp. The Bangalore-based company has supposedly 
registered 100K registered suppliers to over 26K postal codes across 4000+ ci�es, genera�ng over 
INR 500 Cr (US $68 million at current conversion rate) in income for individual entrepreneurs. 

PharmEasy: PharmEasy was founded by Dhaval Shah and DharmilSheth in 2015, and it provides a 
whole suite of services such as sample collec�ons for diagnos�c tests, tele consulta�on, medicine 
deliveries, etc. It also provides a solu�on for pharmacies to use procurement combined with 
delivery and logis�cs support. So far, PharmEasy has connec�ons with over 60K brick-and-mortar 
pharmacies and 4K doctors in 16K postal codes across India.
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CRED: Founded by Kunal Shah in 2018, the Bangalore-based fintechstartup entered the unicorn 
club at a whopping valua�on of $2.2 Bn. It is a pla�orm that allows credit card users to manage 
mul�ple cards along with an analysis of their credit score as well.

Urban Company: Founded in 2014 by AbhirajBhal, Raghav Chandra, and VarunKhaitan  – Urban 
Company is an all-in-one pla�orm that helps users hire premium service professionals, from 
masseurs and beau�cians to sofa cleaners, carpenters, and technicians. Urban Company has built a 
network of 40,000+ trained service professionals and has served over 5 million customers across 
major metropolitan ci�es around the world.

Assignment:
Kiran is a sole proprietor. Over the past decade, her business has grown from opera�ng a 
neighbourhood corner shop selling accessories such as ar�ficial jewellery, bags, hair clips and nail 
art to a retail chain with three branches in the city. Although she looks a�er the varied func�ons in 
all the branches, she is wondering whether she should form a company to be�er manage the 
business. She also has plans to open branches countrywide. 

(a)  Explain two benefits of remaining a sole proprietor 
(b)  Explain two benefits of conver�ng to a joint stock company 
(c)  What role will her decision to go na�onwide play in her choice of form of the organisa�on? 
(d)  What legal formali�es will she have to undergo to operate business as a company? 

Projects
1. Divide trainees into teams to work on the following 

(a) To study the profiles of any five neighbourhood grocery/sta�onery store 
(b) To conduct a study into the func�oning of a Joint Hindu family businesses 

2. Savitri Devi has decided to begin a food processing business in District Kangra of Himachal 
Pradesh. Help her in deciding which type of enterprise she should start with? 

Notes 
1.  Some of the following aspects can be assigned to the students for undertaking above 

men�oned studies. 
2.  Nature of business, size of the business measured in terms of capital employed, number of 

persons working, or sales turnover, problems faced, Incen�ve, reason behind choice of a 
par�cular form, decision making pa�ern, willingness to expand and relevant considera�ons, 
Usefulness of a form, etc. 

3.   Student teams should be encouraged to submit their findings and conclusions in the form of 
project reports and mul�-media presenta�ons. 
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Session 6.4

Business - Types, Process and Business cycle

I.  Objec�ve:
§ To help par�cipants understand what exactly is an enterprise, and what makes it different from 

other such terms?
§ To help par�cipants understand the enterprise types.
The business life cycle is the evolu�on of a company through several stages with �me. It is usually 
classified into five stages: launch, growth, shake-out, maturity, and decline. The cycle is depicted on 
a graph with �me on the horizontal axis and financial parameters on the ver�cal axis. Peak, trough, 
contrac�on, and expansion are the four dis�nct periods of a business cycle.

Phase 1: Launch.
Each firm introduces new products or services. Sales are low during the ini�al phase, but they 
gradually increase. They adver�se their product and value proposi�ons to their target consumer in 
order to market to them. Businesses are prone to losses during this introductory phase since revenue 
is low and ini�al launch costs are considerable.

Phase 2: Expansion
Companies in the growth phase see rapid sales growth. Businesses begin to realise profit as they reach 
the break-even threshold as sales climb significantly. However, because the profit cycle is s�ll behind 
the sales cycle, profit is lower than sales. Finally, during the expansion phase, the cash flow turns 
posi�ve, indica�ng an extra cash inflow.

Phase 3:Shake-out
Sales con�nue to rise throughout the shake-out period, although at a slower rate, either due to 
nearing market satura�on or the entry of new compe�tors. During the shake-out phase, sales are at 
their highest. In shake-out phase, sales con�nue to rise, but profit begins to decline. This increase in 
costs is reflected in the increase in sales and decrease in profit. Finally, cash flow rises and reaches 
profit.

Phase 4: Maturity
At this stage company grows older, and sales begin to decline gradually. Profit margins are shrinking, 
while cash flow remains stable. As businesses mature, major capital expenditures are usually behind 
them, resul�ng in larger cash crea�on than profit on the income statement. It's vital to note that many 
organisa�ons are reinven�ng themselves and inves�ng in new technology and expanding markets 
during this era, extending their corporate life cycle. This allows businesses to reposi�on themselves in 
their fast-paced industry and re-energize their market growth.

Phase 5: Decline
Sales, profit, and cash flow all decrease at the end of the cycle. Companies admit their failure to extend 
their business life cycle by adjus�ng to new business environments at this phase. Companies 
eventually lose their compe��ve advantage and quit the market.

II.  Business process
A business process is a set of procedures taken by a group of people to achieve its objec�ve. A task 
is assigned to each par�cipant at each step in a business process. In large businesses, the 
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requirement for and rewards of a business process are obvious. A process is the lifeblood of any 
organisa�on, allowing it to streamline individual ac�vi�es and ensure that resources are used 
effec�vely.

III.  Business Cycle 
The 7 steps of the business process lifecycle

Step 
1

Step
2

Step
3

Step
4

Step
5

Step
6

Step
7

Establish your goals. What was the 
purpose of its crea�on? How are you 
supposed to find if it's a success?

 Create a process map.

What strategies are required to 
a�ain the objec�ves? 

Assign roles and responsibili�es
 to stakeholders.
Determine the specific tasks that your teams 
and machines must complete in order to 
carry out the strategy.

Put the procedure to the test.
To observe how well the method works, try 
it out on a small scale. Make the necessary 
modifica�ons if there are any gaps.

Put the plan into ac�on.
Start the procedure in a real-world se�ng. 
All par�es should be properly informed 
and trained.

Keep a watch on the results.
Examine the procedure and look for 
pa�erns. Keep a record of the process's 
progress.

Do it again.
If  the process meets the goals 
established for it ,  it  should be 
replicated for subsequent processes.
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Session 7.1

Business Risks and mi�ga�on strategies

I.  Objec�ve:
§ To help par�cipants understand what is Business Risks and mi�ga�on strategies 

II.  What is Business Risk?
Business risk is a threat to a company's capacity to reach its financial objec�ves, and it may not turn 
out as intended, or it may fail to meet its target which ul�mately results in lowering the profit.   
There are a number of things that cause business risk. Some�mes it is may be due to a firm's senior 
leadership or management that puts the organisa�on in a posi�on where it is more vulnerable to 
risk.

III. Risk mi�ga�on strategies
Risk mi�ga�on strategies refer to the different methods of dealing with business risk.

There are five main risk reduc�on strategies, each of which serves a dis�nct purpose for various 
enterprises. You may effec�vely analyse, monitor, and manage risk by employing risk management 
approaches and risk assessment matrices.

The main strategies given below

1. Risk Acceptance:
It all basically comes down to "taking a chance." It's admi�ng that the risk exists and that there is 
nothing you could do to reduce it. Instead, it recognises the possibility of it occurring and accepts 
the poten�al consequences. When the risk is low or unlikely to happen, this is the best strategy. It 
makes sense to adopt risk when the cost of mi�ga�ng or avoiding it will be higher than merely 
accep�ng it and leaving it to chance.
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2. Risk Avoidance: 
If a risk associated with ini�a�ng a project, introducing a product, or reloca�ng your firm is too 
great to bear, it may be preferable to avoid it. In this scenario, risk avoidance entails avoiding from 
engaging in the risky ac�on. This approach to risk management is most similar to how people deal 
with personal risks. While some people prefer to take risks while others prefer to avoid them, 
everyone has a level in which something has become too dangerous to do.

3. Risk Mi�ga�on: 
Risk mi�ga�on refers to risk control strategies and methods. You can assign resources for risk 
management once you've iden�fied the risk and its likelihood.

4. Risk Reduc�on: 
Businesses can set a risk tolerance level, which is referred to as the residual risk level. Because there 
is typically a way to at least lessen risk, risk minimiza�on is the most popular strategy. It entails 
taking steps to mi�gate the effects of the consequences. Risk factor such as transferof purchasing 
insurance.

5. Risk Transfer: 
Risk transfer is the process of transferring a risk to a third individual or organiza�on. Risk transfers 
can be outsourced, transmi�ed to an insurance agency, or transferred to a new business, as when 
leasing property. When it comes to reducing future damage, risk transfer is the greatest 
alterna�ve. So, while insurance can be costly, it may be more cost-effec�ve than risking it and being 
completely responsible for the consequences.

Risk Assessment
You must assess risks in order to establish the best risk reduc�on approach.
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Session 7.2

Business Opportunity Iden�fica�on Guidance (BOIG)

I.  Objec�ve:
§ To help par�cipants understand how 'business opportunity Iden�fica�on 'can be done
§ How to succeed in business

II.  How To succeed in business 
The first step of any successful business is to find out the quality of the business opportunity you 
are planning to start. The following are a few quality check point that you need to follow.

First you need to research the quality of the business opportunity you want to pursue. The check 
points listed below.
§ The company should have a sufficient number of targeted customers.
§ Start a firm that is in higher demand. There is a be�er chance of succeeding where demand is 

high and supply is low. 
§ Start a business according to our taste and desire.
§ Ensure that you get proper resources on �me, like manpower, guidance, consul�ng, financial 

credit if needed, infrastructure, etc.
§ Check your business has less compe��veness so that you get established easily.
§ Consider all the posi�ves and nega�ves regarding the business opportunity

III. Iden�fying a business opportunity
The company concept is more than just a list of products and services that can be developed or 
sold; it's a vision of how profits can be made. A viable business opportunity must exist. The concept 
of a business actually defines entrepreneurship.

Research into the market
Market research is an effec�ve way to acquire and analyse the data about customers as well as 
poten�al business opportuni�es. Ques�onnaires and surveys can be used for this purpose. 
Through market research, we can es�mate the number of poten�al clients, evaluate the 
compe��on, and select an appropriate individual or group of persons to sell to. Through surveys 
and interviews, customers' a�tudes and facts are exposed. Market research helps entrepreneurs 
make be�er decisions by understanding consumer behaviour. 

Loca�on
It can make all the difference between success and failure. Loca�on is wonderful asset that can help 
you increase sales and profitsespecially true for retail and service-oriented businesses. A bad site is 
a liability that hurts your sales. So the site must be picked with utmost care. 

Demographics 
Since the customer spending is influenced by demographic factors such as age, ethnicity, gender, 
marital status, family size, and income. Entrepreneurs must be aware of the changes in the 
popula�on's demographic mix. A detailed examina�on of a region's demographic pa�ern will give 
addi�onal informa�on about a company's poten�al customers.
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Compe��on 
When looking for a business opportunity, the entrepreneur must first figure out which market their 
product or service will compete in. This requires assessing if the goods or services are intended for 
a big or small market. A�er examining and making this decision, the entrepreneur can examine the 
level of compe��on and iden�fy the top compe�tors. In order to gain a larger part of the market, 
an entrepreneur should seek a long-term compe��ve advantage over his or her compe�tors.

Target market 
Understanding of its target market plays a crucial role in business. A company's target market is the 
group of people to whom it wishes to sell its goods. As soon as the target market has been 
iden�fied, move on to the next step. 
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Session 7.3

Sources of Data & Key Informants

I.  Objec�ve:
§ To help par�cipants understand the key informants in business

One of the most essen�al research approaches is the key informant strategy. The individual with 
whom an interview regarding a certain organisa�on, topic, or interest group is performed is 
referred to as a key informant. The key informant func�ons as the company's or organiza�on's 
representa�ve. Key informant interviews are conducted with a small group of experts who are 
most knowledgeable about the organisa�on or topic. In research, survey assessments, and 
interpreta�on, they're widely used. For firms looking for solu�ons to a problem, in-depth 
interviews are a smart op�on.

II.  The technique's pros and cons
The key informant technique's main benefits are related to the high quality of data that may be 
gathered in a short amount of �me. Key informants are frequently unrepresenta�ve of a 
popula�on. They are knowledgeable, yet their exper�se may not be transferable to the actual 
world. When selec�ng key informants, market researchers must keep this in mind.

III. Interviews with key informants
Because they went straight to the source, they were obtaining truly "expert" opinions, the way data 
is discovered, processed, and assessed has a direct impact on the quality of the results produced. 
Experts are key informants. The key informant interview is a type of qualita�ve in-depth interview 
that gathers truly "expert" opinions by going right to the source. When a researcher can acquire a 
par�cipant with unique exper�se of a topic, they conduct key informant interviews. Interviewing 
key informants is frequently the ini�al step in determining what needs to be researched. Key-
informant interviewing techniques can be taught to everyone in the community, from highly 
educated to near-illiterate.

Time
In most cases, key informant interviews take less �me to conduct than regular in-depth interviews. 
This is because, in comparison to the general public, there are o�en fewer "experts" to interview.

IV. Main elements of key-informant interviewing 
§ The informants must be interviewed mul�ple �mes in order for the interviewer and key-

informant to create a bond.
§ The interviewer should refrain from making value judgments or expressing cri�cism in response 

to the key-informant/informa�on. 
§ The interviewer must record as much informa�on as possible from the source.
§ The interview must be conducted in the informant's na�ve language, and the interviewer to be 

fluent in the local language.
§ The interviewer should avoid relying too much on a series of targeted ques�ons. Instead, he or 

she aims to convince the informant to narrate, list and enumerate, and elaborate on various 
issues.

§ If the interviewer has any prepared ques�ons or topic lists, they will never be used to frame the 
en�re session. The prepared ques�ons are only asked once in a while, such as when the 
informant has finished explaining a topic.
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Session 7.4

Theore�cal Process of BOIG

I.  Objec�ve:
§ To help par�cipants understand basics of BOIG

II.  Basic tenants of BOIG
“There is no doubt that I should be an entrepreneur.

But what should I Do?
Which Business should I start?”

This is the biggest ques�on faced by most of the first genera�on entrepreneurs. Any enterprise has 
to start from an idea. This basis for the business is called the Business Idea (BI). Star�ng an 
enterprise based on a business on a business idea is o�en an irreversible process. The 
entrepreneur becomes wedded to the enterprise, commi�ng most of the resources and his 
quality �me to the enterprise on a long term. The enterprise is the medium to achieve his 
entrepreneurial goals in addi�on to other personal goals.

The entrepreneur is at cross roads at this phase of business idea selec�on. Selec�on of business 
idea can make or mar the entrepreneurial career. Proper selec�on leads the entrepreneur to the 
path of success and enhances his esteem and respect in the eyes of people who more o�en will be 
watching the entrepreneur. in addi�on, it saves valuable money, �me and effort.

Hence, any EDP trainer or entrepreneurship counsellor should understand the facilita�on process 
of Business Opportunity Guidance. O�en a ques�on is asked whether the facilitator needs to be a 
source of business ideas. He need not be because it will not serve the purpose. The facilitator only 
triggers the process and helps the par�cipants find the right ideas.

Business Opportunity Iden�fica�on & Guidance (BOIG) involves:
1.  The Business Idea | 2.  Assessment and selec�on of business ideas | 
3.  Entrepreneur-Enterprise match

III. BOIG in nutshell
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Sl. Stage Process Outcome

1. Genera�ng business 
Ideas

§ Brainstorming
§ Market Research
§ Asking family and friends

§ Solving people's problems, Combining two or more 
func�ons, Improving product or services, 
Capitalising on local resources

2. Analysing and 
assessing business 

opportuni�es

§ Macro Screening
§ Micro Screening

§ Real Demand
§ Return on Investment
§ Compe��on
§ Available resources and skills

3. Ranking of Ideas § Excellent
§ Sa�sfactory
§ Average 
§ Unsa�sfactory

§ Assign the scores and rank

Choosing the best § Take top 2 ideas § SWOT analysis

Final selec�on § Taking up the enterprise



Session 8.1 and 8.2

Markets - types, segmenta�on, forward and backward linkages

I.  Objec�ve:
§ To help par�cipants understand Market types and Segmenta�on?
§ Explain forward and backward Linkages 

II.  Types of Market
It's really important to understand the different types of markets if you want to start a business. The 
adop�on rate, market size, market hurdles, and your "�me to profitability" all will be influenced by 
determining what type of "market" you're about to enter.
The major market-types is following

1.  New Markets
2.  Exis�ng Markets
3.  Clone Markets

1. New Markets
If you are introducing a new product that isn't presently in demand but that you an�cipa�ng its 
demand in the future as customers will be able to achieve something that was previously 
impossible. All the successful product or services were once new to the public.

2. Exis�ng Markets
When you compete with a product that already has a consumer base, thus you're in an exis�ng 
market.The goal is to beat your compe��on and share the revenue .it is possible because buyer 
preferences are rather "known" compared to the new market.

3. Clone Market
You enter a Clone Market when you take a successful business model in one loca�on and “copy” 
it to another loca�on. Proven business models have been cloned between the previous ones. 
They have obvious advantages, and tough challenges as well..In Clone Marke�ng, consider the 
factors like different culture, government regula�ons etc. In most cases, simply replica�ng a 
product in another market will fail.

Eg, FlipKart, an online buying portal similar to Amazon, has joined India's "Clone Market." 
However, they realized the fact that Indian consumers did not use credit or debit cards 
frequently, so they introduced a Cash On Delivery strategy. This enabled customers to purchase 
goods and pay for them with cash at the door. 

Since market types influences the market strategy understanding your market type will save 
your money and �me. 

III. Market System
A market is a system in which two or more par�es exchange products, services, and informa�on. 
There will be two par�es involved in a transac�on two or more people to buy and sell. The buyer 
will be ge�ng money for the exchanges of goods and services. In a compe��ve market there will be 
more than one buyer and seller.
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1. Monopoly - A market condi�on in which there is just one vendor and many clients is known as 
monopoly. In this the vendor enjoys a monopoly with no compe��on and complete control over 
the commodi�es and services. In a monopoly market, the product or service's price is set by the 
seller, who can change it at any �me.

2. Monopsony - In this case, the buyer has the upper hand over the sellers. It  is a kind of market 
structure in which there are many vendors but just one buyer. Because there is only one buyer 
versus many vendors in this situa�on, the buyer can apply influence over the sellers. 

IV.   Markets based on opera�ons
Physical Markets – In physical market where buyers may physically meet sellers and exchange 
money for the goods. It may include shopping malls, clothing stores, and retail stores.
Buyers acquire goods and services using the internet in non-physical markets/virtual markets.
Buyers and sellers do not meet or contact physically in such a market; instead, the transac�on is 
carried out through the internet. Rediff Shopping, eBay, and other similar sites are examples.

Auc�on Market - A seller sells his items to the highest bidder in an auc�on market.

Intermediate Goods Marketplaces - These markets sell the raw materials (goods) that are used in 
the ul�mate manufacturing of other goods.

A black market is a place where illegal products, such as narco�cs and weapons, are sold.

Knowledge Market - A knowledge market is an organisa�on that facilitates the exchange of 
informa�on and knowledge-based goods and services.

Financial Market - A financial market is a market that deals with the exchange of liquid assets 
(money).

The following are the different sorts of financial markets:

Stock Market - A stock market is a type of market where sellers and purchasers trade shares.

Bond Market - A bond market is a marketplace where buyers and sellers trade financial assets, 
usually in the form of bonds. A bond is a contract between two par�es in which one pledges to 
refund money with interest at predetermined intervals.

Foreign Exchange Market - In this form of market, par�es engage in currency trading. A foreign 
exchange market (also known as a currency market) is a marketplace where one party trades one 
country's currency for an equal amount of another currency.

Predic�ve Markets - A predic�ve market is a setup in which goods or services are exchanged for the 
future. When the market rises, the buyer benefits; when the market falls, the buyer loses.

Market Segmenta�on
Segmenta�on refers to a process of dividing a large unit into various small units which have more or 
less similar or related characteris�cs.
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V.  Need for Market Segmenta�on (Why Market Segmenta�on?)
Each individual have varied interests and liking or requirement towards different 
products. Market segmenta�on is a marke�ng concept which divides the complete 
market set up into smaller subsets comprising of consumers with a similar taste, demand 
and preference.It helps the marketers to bring together individuals with similar choices 
and interests on a common pla�orm. Thus a market segment is a small unit within a large 
market comprising of like-minded individuals.

Basis of Market Segmenta�on

Gender
The marketers divide the market into smaller segments based on gender. Both men and 
women haven't similar needs so segmenta�on is needed.

Age Group
Segmenta�on based on target audience is also one of the ways of market segmenta�on.

Income
Individuals are classified into segments like High income Group, Mid Income Group, Low 
Income Group according to their monthly income/earnings.

Marital Status
Market segmenta�on can also be as per the marital status of the individuals. 

VI. Forward and backward linkages
Effec�ve and smooth backward and forward links are cri�cal to a company's success. Every new 
business creates opportuni�es for input suppliers (backward connec�ons) and output marketers 
(forward linkages) (what is referred to as forward linkages). Effec�ve links add value to the brand by 
ensuring high quality from start to finish and be�er control over produc�on elements, resul�ng in 
cost savings and higher efficiency. These linkages help industry par�cipants in gaining a be�er grip 
on the market and compe�ng more effec�vely. Because major corpora�ons and mul�na�onal 
corpora�ons benefit from forward and backward integra�on,it may have a nega�ve influence on 
small businesses and startups. 
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Session 8.3

Prepara�ons of ques�onnaire for Market survey

I.  Objec�ve:
§ To help par�cipants understand how to prepare a ques�onnaire for Market survey 

II.  . Concept of Market survey:
Once a prospec�ve entrepreneur iden�fies a business opportunity and chooses an ac�vity, the 
next step is to assess the viability of the par�cular ac�vity. He has to decide not only the ac�vity but 
also the loca�on and scale of ac�vity which he has to undertake which generates him good 
business and ul�mately profit.

Markets are growing rapidly, dynamically and are becoming increasingly complex and compe��ve. 
For an entrepreneur to keep up with the changing demand and supply pa�erns in a responsive 
manner, it requires acute understanding of the market. Experience in promo�ng first genera�on 
entrepreneurs/start up enterprises suggest that most of them are facing problems in se�ng up and 
running the enterprise mainly because of reasons of lack of knowledge about the market and 
customer needs, low quality product or compe��on in the market, etc. If the entrepreneur 
conducts market survey to confirm the demand for the product or service, it is possible to minimize 
the risk and increase the probability of success.

Market survey and research is a tool through which it si possible to be in contact with the market. 
An intelligent and systema�c use of this tool can reduce risks of decision making under condi�ons 
of uncertainty.

III. What is Market Survey?
Market survey or research may be defined as an objec�ve and systema�c collec�on, recording, 
analysis and interpreta�on of exis�ng or poten�al markets, marke�ng strategies, tac�cs and 
interac�on between markets, marke�ng methods and currently available products or services. 
Market survey is a scien�fic tool available to assess the viability of the  project by collec�ng 
informa�on from the following sources:

A.  The users – the Customers
B.  The Wholesale suppliers of such products or the raw material providers
C.  The Compe�tors who is/are already in the similar ac�vity
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By collec�ng informa�on in a structured format and analyzing the data, the entrepreneur will be able 
to assess the viability of the ac�vity. Hence this ac�vity of market survey through a set of ques�ons:

IV   What are ques�onnaires?
Ques�onnaires are a set of wri�en ques�ons used to gather standardised data on people's beliefs, 
opinions, experiences, inten�ons, and behaviour. They are a low-cost, rapid, and efficient method 
of collec�ng large amounts of data. Ques�onnaire design is a mul�-stage process that necessitates 
considera�on of a variety of issues. Depending on the type of informa�on you're looking for, you'll 
need to ask ques�ons in different ways and with different levels of depth.

V.   Tips for the prepara�on for a survey 

1.  Target respondents
There must be certain limita�ons in terms of the ques�onnaire's intended audience. A key 
factor in maximising the strength of your study is group selec�on. Another thing to think about 
is whether you want to perform several ques�onnaire sessions with a single group over a longer 
period of �me  or if you want to deliver your ques�onnaire to two or more groups all at once .

2.  Develop ques�ons
The success of a ques�onnaire relies on well-cra�ed ques�ons. They must be created in a way 
that it may not lead to any misconcep�ons or ambigui�es. It is also crucial to consider your 
target group. Also make sure to avoid any technical language so that everybody can fully 
understand.

3.  Choose your ques�on type
First we have to decide the type of ques�ons included in market survey. We can use open end 
ques�ons as well as closed end ques�ons.In Open end ques�ons, where par�cipants can fill in 
any answer, this makes sense whenever you try to gain an understanding of the topics 
associated with your research ques�on. On the other hand, closed-ques�ons, will be in the form 
of mul�ple choice answers or ra�ng scales 

4.  Design ques�on sequence and overall layout
Enhance the overall flow and structure of the ques�onnaire a�er improving each ques�on 
separately. Make sure the transi�ons from one ques�on to the next and the placement 
ques�ons in it. Also confirm whether skip-rules implemented so that par�cipants can skip 
ques�ons that do not apply to them.

VI.  Run a pilot
Run a pilot before proceeding, every ques�onnaire must be given to a representa�ve sample of 
your target group. During pilo�ng, you'll be able to spot problems with readability and 
interpreta�on, as well as language and en�re strategy. Also, make sure to sta�s�cally examine 
your pilot data to ensure that the analy�c processes of interest can be applied to the data.

Community Resource Person - Enterprise Promo�on (CRP-EP) - Trainer Hand Book - 2022065



Session 8.4

Customers - customer needs and business capabili�es

I.  Objec�ve:
§ To help par�cipants understand how to iden�fy customer needs
§ To help par�cipants understand what are the core capabili�es of organisa�ons and what are the 

ac�onable elements of these capabili�es?

II.   Customer
A customer is a person or organisa�on who consumes or purchases goods or services from a store 
or business and has the op�on of selec�ng from a variety of items and suppliers. Customers are 
frequently consumers as well. Customers are the end users of any commodity or service that they 
have paid for, however this is not always the case. Customers become consumers as soon as they 
consume the goods they have purchased.

Types of customers The categories comes in this category given below:

1.  B2C-  Business-to-Customer
The acronym B2C stands for Business-to-Customer. It's a B2C occurrence when someone buy a 
coffee from a tea stall at the train sta�on it can be considered as B2C.

2.  B2B-  business-to-business
The term B2B refers for business-to-business transac�ons. When a coffee shop owner buys 
coffee from a supplier, then it is business-to-business transac�on.

3.  C2B-  Consumer to Business 
C2B is an acronym for "Customer to Business Model?."Consumers who are typically referred to 
as end-users create services and goods that are consumed by the organisa�ons and enterprises 
from which they purchase. For eg, Customer sell gold ornaments to a jewellery store.

4.  C2C- Customer to Customer
C2C e-commerce refers to transac�ons in which both the sellers and the purchasers are 
individuals rather than businesses. Here communica�on happening between par�es via a third 
party, most commonly an online pla�orm. Internet resources charge a small fee to assist sellers 
and buyers locate each othere.g. Amazon and Flipkart,  etc.
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III.  Iden�fying customer needs:
Customers' wants should be iden�fied and met by entrepreneurs in order to sa�sfy them and 
achieve success. An entrepreneur or small firm must examine four primary client needs. These are 
the following:

1.  Price
Price refers to the amount a company costs for its product or service. When acquiring a product 
or service, customers demand a fair price. Low pricing usually a�racts a large number of 
customers, but people ul�mately seek value for their money. A pricing must match to the 
quality of the product or service that the company is selling. 

2.  Quality
Regardless of the amount they pay for a product or service, customers expect a certain level of 
quality. In general, people who pay a low price can expect poor quality, whereas those who pay 
a higher price can expect be�er quality. Low prices usually suggest a lesser level of service 
quality, whereas high prices usually indicate a be�er level of service quality. For example, if a 
person invests a huge sum of money, they expect the thing to survive a long �me.

3.  Preference
Choices are crucial; many businesses offer a variety of products and/or services to appeal to 
different types of customers. When it comes to purchasing things, customers have a variety of 
demands and aspira�ons. They may need different styles or sizes, or even whole different 
things. For each item of apparel it sells, a clothes store, for example, may need to have a variety 
of styles and sizes. 

4.  Convenience
Customers and customers desire convenience and are ready to pay a higher for it. Customers 
are typically happy to pay an addi�onal delivery price for the convenience of being able to stay 
at home while purchasing clothing or food online rather than going to a store or ordering 
takeout. Another example is a �cket-selling business that can display �ckets on a Smartphone 
app instead of having clients to print their �ckets.

- MOHAN DAS KARAMCHAND GANDHI 

He is not an interruption to our work 

He is the purpose of it 

He is not a outsider in our business 

He is a part of it 

we are not doing him 

a favour by serving him 

He is doing us a favour by giving us

 an opportunity to do so”

“A Customer is the most important 

Visitor on our Premises

He is not dependent on us 

We are dependent on him 

CUSTOMER

Community Resource Person - Enterprise Promo�on (CRP-EP) - Trainer Hand Book - 2022067



IV.  What are the core capabili�es of customer-centric organisa�ons and what are the ac�onable 
elements of these capabili�es?

A ques�on we are o�en asked is "how do we improve our internal customer experience and 
capabili�es?"

The capaci�es of the companies may differ. The sector, industry, geography, types of 
products/services, client groups, and compe��ve dynamics are some of the aspects that impact 
and shape the competences a company need. The capabili�es of a company are the founda�on in 
which it is built, and they are required to implement the strategic objec�ve and generate 
business results.

In short a capability is an ar�cula�on of what a company does, not how it does it.Strategic 
Capabili�es, Core Capabili�es, Context Capabili�es, and Founda�onal Capabili�es are examples 
of a company's business capabili�es. This classifica�on is based on the rela�ve relevance and 
value of the capabili�es, and segmenta�on aids in determining execu�ve focus and capital 
alloca�on, among other things.

There are several categories of enterprise business capabili�es.
1.  Strategic Capabili�es:

Strategic skills provide the organisa�on with a compe��ve advantage. Exis�ng capabili�es 
that need to be improved or new capabili�es that a corpora�on needs to develop or acquire. 

2.  Core Capabili�es: 
A company's core capabili�es are  necessary for it to exist. For mul�-brand organisa�ons like 
Procter and Gamble or Unilever, for example, a competence like "Product Management" is 
cri�cal to their survival. "Design and Industrial Engineering," other fundamental abili�es 
requirede for a company Furthermore, "Recruitment" and "Training" are essen�al capabili�es 
for professional services firms.

3.  Context Capabili�es: 
Context competencies are cri�cal for ge�ng things done in a business. Context capabili�es are 
transac�onal services that are normally hidden but come to light when they don't perform 
properly. Finance and accoun�ng, for example, are common context capabili�es in most 
businesses. When there is a gap or a problem with compliance, this capability becomes a 
problem. When a company wants to enhance and shorten the �me it takes to complete the 
"Close Process" or when a regulatory agency slams the company's reputa�on, for example, it 
becomes a candidate for transforma�on. (Of course, there are excep�ons, such as 
organisa�ons who use finance and accoun�ng to differen�ate themselves strategically.)

4.  Founda�onal or Commodity Capabili�es:
All other capabili�es that provide no significant value but are required for the company's 
opera�on are classified as Founda�onal or Commodity capabili�es. The most important goal 
for core or commodity capabili�es is to reduce opera�onal costs, and so standardisa�on and 
business process outsourcing become op�miza�on levers. A corpora�on may change a 
situa�onal competence into a core or strategic capability on occasion. For example, 
distribu�on and warehousing were once only incidental capabili�es for most retail 
organisa�ons but Wal-Mart and more recently, Amazon have made it a fundamental 
competency to reduce delivery �mes.
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Session 9 to 13 Practicals for

 which Annexures to be followed
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Session 14.1 & 14.2

Basic financial terms (cost, price, profit, profitability, etc.) and their applica�on

I.  Objec�ve:
§ To help the par�cipants understand the basic financial terms used in business.
§ To make the par�cipants understand the applica�on of financial terms in business enterprises.

II.  Importance of Business Finance
A thorough understanding of business finance by an entrepreneur is essen�al for successful 
running of the business. A realis�c knowledge of cos�ng of goods/services is necessary for an 
entrepreneur as some may sell their products/services without undertaking a cos�ng exercise. A 
simple mistake like not taking the cost f a�er-sales services into account may force the business to 
close down. Similarly, pricing and assessing the profit are also important to run an enterprise 
successfully and earn the profit.

It is important for a first genera�on entrepreneur to know how much money comes in from the 
sales and in what way it is spent in a given �me. Calcula�ons worked out in the classroom will 
provide the entrepreneur with prac�ce and overall idea of how to work out the turnover and profit 
of the unit.

In order to facilitate the above understanding basic financial terms and their applica�ons are 
explained in following paras:

III.  Basic Financial Terms & applica�on:
1. Assets: Assets are anything that a company owns and has a monetary value like vehicles, 

furniture, cash, land etc. Assets are divided into four:
a.   Fixed assets: The things that are purchased for long term and can't be converted into cash 

quickly. Eg. Land, buildings etc.
b.   Current assets: The things which can be converted into cash quickly. Eg. Cash, investments 

etc.
c.   Tangible assets: The things associated to the business which can be seen and touched. Eg. 

Machineries and furniture.
d.   Intangible assets: The things which cannot be touched. Eg. Patents and copyrights.

2.  Liabili�es: Liabili�es refers to any debt the business has  e.g. Bank loans, payment to suppliers. 
Current liabili�es refers to the debt which needs to be se�led within one year whereas fixed 
liabili�es stays for more than a year such as bank loans.

3.  Costs: Costs refers to the cost of raw materials and produc�on costs. Fixed costs refers to the 
cost of the items that do not change whereas variable costs refers to the change in cost incurred 
depending on the number of items produced.

4.  Expenses: Expenses refers to any costs incurred to run a business.

5.  Capital: Capital refers to the wealth of a company in terms of money or property owned by a 
business.
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6.  Price: Price refers to the sum of money for which anything is bought, sold or offered for sale.

7.  Margin/ Profit: It refers to the percentage of the sales earnings a�er deduc�ng the costs 
incurred by the products.  

8.  Loss: Loss refers to the stage when the total expenses exceeds the income acquired for a 
par�cular �me.

9.   Debt: Debt refers to the amount of money to be repaid back or owned by someone else.

10.  Equity: Equity refers to the level of ownership one has towards a company.

11. Profitability: Profitability refers to the efficiency of a Company to earn a profit from its sales or 
opera�on.

12. Balance Sheet: Balance sheet is a document which calculates Company's net worth by 
subtrac�ng the total liabili�es from its total assets for a given period of �me.

13. Cash: Cash includes all money including bank notes, pe�y cash, cheques and money in savings 
or debit accounts.

14. Cash Flow: Cash flow refers to the movement of funds throughout the business including 
income and expenses.

IV.  Cos�ng:
Every business has costs. Costs are al the money an entrepreneur spends to make and sell a 
product or services. e.g.

A.  Salaries and wages to the employees
B.  Electricity, rent, machines and equipments
C.  Raw materials bought to make the product – are all cost the business

Cos�ng is a process through which an entrepreneur calculates the total cost of making and selling a 
product or providing a service. Cos�ng helps the entrepreneur set a suitable price of the product or 
service. It also help to minimize the wastages and provides informa�on to work out be�er and 
cheaper ways of produc�on.

Total Cost = Fixed cost + (Variable cost per unit X No. of Units)

V.  Pricing:
Determining the value of product at the �me of transferring to the buyer is pricing. An 
entrepreneur should determine:
A.  What is the lowest price that can be charged in order to draw customer and s�ll cover costs
B.  What is the highest price that can be charged in order to maximize the profit without driving 

customers to compe�tors

The correct pricing of products or services is vital for making a profit in the business. Price offers 
profit and links marke�ng plan with financial plan. The price of products or services will depend a 
great deal on the cost of doing business.
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Major considera�ons in deciding a price:
1.  Actual cost of the item
2.  Price the compe�tors charge for the same item or a similar one
3.  Sensi�vity of the consumers to price

VI.  Profit Assessment
  Profit = Price – Cost

An entrepreneur should know how much profit he is earning at a par�cular level of transac�on. 
This has to be planned in advance.

A given level of sales at which he neither makes profit nor loss but recovers both is called “Break 
Even Point”. 
By defini�on, break-even point is a point where,
Total Revenue = Total Cost
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Session 14.3

Sources of capital

I.  Objec�ve:
§ To help the par�cipants to understand different sources of capital for a business startup

II.   Sources of capital
Startups business may require a lot of funds or capital resources depending upon the nature of 
business involved. The sources of capital are mainly known as Startup funding sources and can be 
broadly divided into:

1.  Personal sources: Personal sources for capital means personal funds are used to invest in one's 
own business. Bootstrapping is a method of self- funding which includes one's own savings or 
using credit cards for a startup. Personal sources also include borrowing from one's family 
members or friends. This method saves �me and efforts.

2.  Equity financing: This is the form of sourcing where the owner of the business hand over a part 
of ownership to the investor in exchange for the funds. The equity holders may be from family, 
friends or shareholders through Ini�al Public Offerings.

3.  Investors: They are angel funders who not only invest funds but also contribute their experience 
and contact systems. The funders usually look for poten�ally growing business in which they can 
use their ability to provide mentorship, knowledge and resources which is beneficial to the 
entrepreneurs. 

4.  Venture Capitalists: They are firms or small companies that invests funds and which works as 
same as angel funders. 

5.  Government funding and grants: In India, the Central and State Governments always 
encourages innova�ons and startups and provides loans, grants and subsidies to the 
entrepreneurs e.g. the Govt. of India has ini�ated MUDRA loan scheme for Micro/Small 
enterprises that provides collateral free loans. 

6. Bank advances: Banks provides funds in the forms of loan for small and medium sized 
organiza�ons.

7.  Crowd funding: This is a form of funding where small amount of money is raised from a large 
number of people by explaining and convincing one's own business ideas e.g. Websites in 
Internet follows this method of funding.
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Session 14.4

Different Types of Financial Statements

I.  Objec�ve:
§ To understand different types of financial statements in business ventures

II.  Different types of financial statements:
Financial statements are wri�en records that convey the business ac�vi�es and the financial 
performance of a business firm. Financial statements are used to ensure accuracy of financial 
deals, tax, financing, inves�ng purposes and are o�en undergo audi�ng.

Three main financial statements are:
1.  Balance sheet
2.  Income statement
3.  Cash flow statement

1. Balance sheet: A balance sheet provides an overview of assets, liabili�es and stockholders' 
equity for a period of �me.

Balance sheets are calculated based on the formula:
Assets = Liabili�es + Owner's equity

A balance sheet includes the following factors:
a.   Assets-

§ Cash and cash equivalents or liquid assets.
§ Accounts receivable or the money to be paid by customers to the Company for the sale of 

products or services.
§ Inventory

b.   Liabili�es
§ Debt including long term debt and loans
§ Wages payable
§ Dividends payable

c.   Shareholder's equity
§ The amount of money to be returned to the shareholders calculated as difference between 

Company's total assets and liabili�es.
§ Retained earnings or the amount of net earnings that were not paid to the shareholders as 

dividends.

2. Income Statements: It provides an overview of revenues, expenses, net income and earnings 
per share covered for a par�cular �me range may be quarterly or annually. This statement is also 
known as the Profit and Loss Statement which conveys the details of profitability and financial 
results of business ac�vity. The formula for calcula�ng net income is:

Net Income (for a par�cular period) = Total Revenue- Total Expenses (for a par�cular period)
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a.  Revenues: The revenues are mainly classified as Opera�ng revenue and Non-opera�ng revenue.

§ Opera�ng revenue is the income earned from selling a Company's product or services or 
from direct business ac�vi�es.

§ Non-opera�ng revenue is obtained from non-core business ac�vi�es such as:
Ÿ Interest earned on cash from bank
Ÿ Rental income from a property
Ÿ Income from strategic partnerships like royalty payment receipts.
Ÿ Income from an adver�sement display on the Company's property
Ÿ Sale of long term assets such as vehicles, land etc.

b.  Expenses: This includes the expenses incurred from primary ac�vi�es and secondary ac�vi�es.
§ Primary expenses include employ wages, transporta�on, electricity, sales commission etc.
§ Secondary expenses include the interest paid on loans and debts, loses from the sale of an 

asset etc.

3.  Cash Flow Statement: This statement measures the capacity of a Company in genera�ng cash to 
pay out the debt obliga�ons. It allows the investors understand how a Company operates, 
sources of money and how the money is being spent. The three components if Cash flow 
statements are:

a.  Opera�ng ac�vi�es: It includes any sources and uses of cash from the running the business 
and selling its products or services like the transac�on including payment of wages, income 
tax, interests, rent and cash receipts from the sale of goods and services.

b.  Inves�ng ac�vi�es: It includes any sources and uses of cash from a Company's investments 
like the purchase or sale of an asset, loans made to vendors or received from customers etc.

c.  Financing ac�vi�es: It includes the sources of cash from investors or banks or shareholders 
like debt issuance, equity issuance, stock repurchases, loans, dividends paid and repayment 
of debt.
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Session 15.1

Ins�tu�ons providing credit

I.  Objec�ve:
§ To inform the  par�cipants about different financing ins�tu�ons from where they obtain credit 

for their business

II.  Ins�tu�ons Providing Credit
There are several financial ins�tu�ons like Commercial, Urban and Rural Banks, coopera�ve 
commi�ees, industrial financial corpora�ons, providing financial assistance and credit to other 
enterprises which is called Ins�tu�onal credit and the credit granted by financial ins�tu�ons is 
called financial credit.

Characteris�cs of Ins�tu�onal Credit:
1.  Loans provided for short/ medium and long terms.
2.  Rate of interests varies according to the nature of loans.
3.  Reliable source for acquiring financial credit for business enterprises.

In India, Financial Ins�tu�ons mainly includes the Reserve Bank of India, the commercial banks, the 
credit ra�ng agencies, the securi�es and exchange board of India, Insurance companies and 
specialized financial ins�tu�ons in India.

Ins�tu�onal finance can be classified into:
1.  Ins�tu�onal finance for agriculture sector
2.  Ins�tu�onal finance for Industry and Trade sector
3.  For Personal loan

Sl. Type of Enterprise Terms of 
Loan

Financial 
Ins�tu�ons

FC Examples

1. Agriculture Sector Short/ 
Medium/ 
Long Term 
Loan 

Scheduled 
Commercial Banks 
(SCB)

SBI, Canara Bank, Bank of Baroda, PNB, 
IOB, BOI, AXIS Banks, Federal Bank, 
HDFC & other Public & Private Sector 
Banks

Regional Rural 
Bank

Kerala Gramin Bank (Canara Bank), 
Tamil Nadu Grama Bank (India  Bank), 
Baroda UP Bank (Bank of Baroda), 
Punjab Gramin Bank (PNB)

Land Development 
Bank

Kerala State Co-opera�ve Agricultural 
& Rural Development Bank (KSCARDB), 
Na�onal Co-opera�ve Agriculture and 
Rural Development Banks Federa�on 
Limited

Commercial Banks SBI, HDFC, Corpora�on Bank, Dena 
Bank
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Sl. Type of Enterprise Terms of 
Loan

Financial 
Ins�tu�ons

FC Examples

1. Agriculture Sector Short/ 
Medium/ 
Long Term 
Loan 

Coopera�ve Banks Cosmos Coopera�ve Bank, Saraswat 
Coopera�ve Bank, Bharath 
Coopera�ve Bank, Kerala Bank

NABARD NABARD Coopera�ve Bank

Micro Finance 
Ins�tu�ons

Equitas Small Finance, ESAF 
Microfinance and Investments Pvt Ltd.

Commercial Banks SBI, HDFC, Corpora�on Bank, Dena 
Bank

2 Industry and Trade 
Sector

Short/ 
Medium/ 
Long Term 
Loan 

Non-Banking 
Finance Company

Industrial Finance Corpora�on of India 
(IFCI), Bajaj Finance Ltd, HDB Finance 
Services, TATA Capital Financial 
Services Ltd.

State Financial 
Corpora�on (SFC)

Kerala Financial Corpora�on(KFC), 
Tamilnadu Industrial Investment 
Corpora�on Limited, Punjab Financial 
Corpora�on (PFC)

Commercial 
Banks- Public & 
Private Sector 
Banks

SBI, HDFC, Corpora�on Bank, Dena 
Bank, Industrial Credit and Investment 
Corpora�on of India (ICICI), Industrial 
Development Bank of India (IDBI)

3 Personal Loans Short/ 
Medium/ 
Long Term 
Loan 

Public & Private 
Sector Banks

SBI, Canara Bank, Axix Bank, IDBI, ICICI, 
PNB, HDFC

Non-Banking 
Finance Company

TATA Capital, Mahindra Finance, Aditya 
Birla Capital, YES Bank, Standard 
Chartered Bank

Regional Rural 
Bank

Kerala Gramin Bank (Canara Bank), 
Tamil Nadu Grama Bank (India  Bank), 
Baroda UP Bank (Bank of Baroda), 
Punjab Gramin Bank (PNB)

Coopera�ve Banks Cosmos Coopera�ve Bank, Saraswat 
Coopera�ve Bank, Bharath 
Coopera�ve Bank, Kerala Bank

Micro Finance 
Ins�tu�ons

Equitas Small Finance, ESAF 
Microfinance and Investments Pvt Ltd.
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Session 15.2

Credit products and its features

I.  Objec�ve:
§ To help the par�cipants understand various credit products offered by financial ins�tu�ons in 

India for enterprises.

II.  Credit products and its features
All obliga�ons under which the bank agrees to make payments for the borrower including Le�er of 
Credit, guarantees or other arrangements for assis�ng the transac�on between the borrower and 
third party are the credit products. It means all credit products provided by bank to its customers.

Different credit products are:

Sl. Credit Product Features

1. Consumer loan

Short term loan

Loan for personal usage

Suitable for purchasing domes�c equipment, finance travels etc. 

Expensive

Interest depends on loan term, volume and income

2 Mortgage
Long term loan

Secured

Suitable to buy, build or repair immobile property, apartment, co�age etc. 

3 Auto loan
Determined type of loan for purchasing desirable car new or secondary one. 

For security, immobile property can be kept for auto loan

4 Installment
Loan claimed for personal usage for purchasing specific item or service. 

Instant financial assistance to be repaid based on financial terms.

5 Overdra�
Short term loan allowed for the card holder

Allows the customers to use the sum more than their deposits.

A�ached to the salary of the customer

6 Credit card
Allows the customers to buy an item or service vide internet or ATM.

Credit limit depends upon the credit history and income of customer.

Consumers are provided with privileged period
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Session 15.3

Central and State Govt. Schemes suppor�ng entrepreneurships

I.  Objec�ve:
§ To help the par�cipants to directly understand various Central and State Govt. schemes for 

entrepreneurial developments in India.

II.  Top Government schemes suppor�ng entrepreneurs in India are:
1.  Mul�plier Grants Scheme (MGS) for IT Research and Development, launched by Dept. of 

Electronics and Informa�on Technology to collaborate R&D ins�tu�ons for development of 
products and packages.

2.  Modified Special Incen�ve Package Scheme launched by Dept. of Electronics and Informa�on 
Technology to promote large scale manufacturing in the Electronic System Design and 
Manufacturing Sector.

3.  The Venture Capital Assistance Scheme launched in 2012 by Small Farmers Agri-Business 
Consor�um to assist agriculture based entrepreneurs.

4.  Credit Guarantee Fund Trust for Micro and Small Enterprises to assist retailers, educa�onal 
ins�tutes, SHG, Farmers, SMEs etc.

5.  Raw Material Assistance launched by Na�onal Small Industries Corpora�on to assist 
manufacturers and MSMEs for procuring raw materials.

6.   Infrastructure Development Scheme launched by Na�onal Small Industries Corpora�on to 
assist startups establish their own offices and infrastructures.

7.   MSME Market Development Assistance to help SMEs and small retailers to get more a�en�on 
at interna�onal trade and exhibi�ons.

8.  Credit Linked Capital Subsidy for Technology Upgrada�on to help manufacturers, SMEs and agri 
startups to upgrade their exis�ng machineries and technology.

9. Atal Incuba�on Centres headed by Atal Innova�on Mission to promote innova�on and 
entrepreneurship in India. 

10. Samridh Scheme to provide funding supports to startups along with bringing skill sets together 
to grow enterprises.

11. Start up India Seed Fund worth INR 1000 crores to help startups and support ideas from aspiring 
entrepreneurs.

12. Aspire promo�ng Innova�on and Rural Entrepreneurship.
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13. Pradhan Manthri Mudra Yojna (PMMY) to enhance credit facility and boost the growth of small 
business in rural areas.

14.  Dairy Products and Infrastructure Development Fund launched by NABARD for the sustained 
benefits of farmers. 

15.  NewGen Innova�on and Entrepreneurship Development Centre under Department of Science 
and Technology, GoI, to inculcate the spirit of innova�on and entrepreneurship in Indian youth. 

The State and Central Government in India not only promotes these schemes for the startups but 
also mo�vates the budding and aspiring entrepreneurs to be independent and lead the vision of 
Atmanirbhar Bharath forward.
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Session 16.1 to 16.3

Different types of licensing, registra�ons and cer�fica�ons required for various types of 
enterprises

I.  Objec�ve:
    To help par�cipants understand

§ Different types of licensing, registra�ons and cer�fica�ons required for various types of 
enterprises

§ What are Business Licenses and how do we get them?
§ What are the requirements, what documents must be submi�ed, and how can we apply?

II.  Business Licenses 
A business license is required in India for every individual who wishes to start a business. It is legally 
received from the state licensing organisa�on in order to officially register the firm. In India, all 
businesses, large and small, must get registra�on and business licenses, as well as have their 
licenses renewed on schedule. Each state has its own rules for business registra�on.  Businesses in 
India, whether large or li�le, should get registra�on and business permits and gets the business 
license renewed on �me. The type of licenses and permissions required by a firm are determined 
by the industry and area in which it operates. 

III. What are the Benefits of Obtaining a Business License and Permit?
You must first obtain a business license, which allows you to operate within your industry and 
jurisdic�on, before you can legally register your company. You will be able to legally operate your 
business while adhering to federal and state regula�ons if you obtain a business license. A 
business license can also be advantageous to a company's owner. It enables them to ins�ll trust in 
their successful business and the quality of their products and services in their employees, 
customers, and other stakeholders. Another benefit of licensing is that it can be used as a 
compe��ve advantage in some industries, since businesses possessing licenses can demonstrate 
them during the nego�a�on process.

Private firms, single proprietorships, trusts, non-governmental organisa�ons, and other types of 
businesses can seek licenses and registra�on in India. Startups can apply if they meet specific 
requirements, such as having a Private Limited Company (PLC) under the Companies Act 2013 or a 
Partnership firm under the Indian Partnership Act, 1932. Smaller firms can register as sole 
proprietors instead of forming a company or LLP. The Ministry of Corporate Affairs of the 
Government of India oversees the registra�on of a company or limited liability partnership (LLP). 
In India, the vast majority of enterprises begin as sole proprietorships or partnerships, with li�le 
government par�cipa�on. When a firm or LLP joins, it receives its own legal iden�ty.

The municipal council has released an important and necessary document. State governments 
handle business licences through municipal corpora�on legisla�on. These licences and permits 
are also used to check on firms to see if they are adhering to the law's requirements. This assures 
that no one is harmed in any way as a result of commerce or business disrup�ng and endangering 
people's health. This also assures that the company or trade is taking place in a certain region and 
that no one is involved inillegal ac�vity.
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IV. What Are the Different Types of Business Licenses in India
1. Company Registra�on
Company registra�on is the first and most important procedure for a new business organisa�on in 
India. Depending on the structure of the organisa�on and the partners involved.

The following is a list of mandatory registra�ons that are similar to all states:

Registra�on of Business Name
The first and most important step in establishing your small business under a new name is to give it 
a name and secure it straight away.

Director Iden�fica�on Number (DIN) - A Director Iden�fica�on Number (DIN) is a unique eight-
digit number assigned to a current or prospec�ve Director of a corpora�on. It is a simple one-day 
procedure that may be obtained online.

GST Registra�on - Any individual or business supplying products or services for intra-state supply, 
regardless of turnover, must obtain GST Registra�on for their firm. All business owners must be 
aware of the various criteria outlined in the GST Act and get GST registra�on within 30 days of 
star�ng a firm.

State Business License - The state's goal in tax collec�ng is to keep track of sales and purchases, 
transac�ons, and tax amounts on a regular basis. As a result, state governments have made this 
State Business License a requirement for all businesses. Only a�er valida�ng a few documents do 
state governments give a licence. This licence is required for any small business that deals with 
food, consumer products, clothes, electrical equipment, or sports.

 The types of new business registra�on categories that exist in India are as follows:

2. Company or Limited Liability Partnership (LLP)
In India, the vast majority of businesses are created as sole proprietorships or general 
partnerships, with no central government approval. The Ministry of Corporate Affairs is in charge 
of regula�ng the crea�on of corpora�ons and limited liability partnerships (LLPs). Entrepreneurs 
who plan to establish a business with an annual income of more than Rs.20 lakhs may consider 
forming an LLP or a firm. A business or LLP will have legal existence once it is registered, and the 
promoters will be protected from liability. Furthermore, the company would be easily 
transferred and would con�nue to exist indefinitely. As a result, consul�ng a specialist before 
beginning a firm is recommended. The best thing about being an LLP is that the firm is easily 
transferrable.

What Is Limited Liability Partnership? And it's Registra�on Process

One Person Company Or OPC
The One Person Company registra�on, which was introduced in 2013, allows a sole proprietor to 
register his or her business and legally carry on his or her business opera�ons.

Private Limited Company (PLC)
When a corpora�on is registered as a Private Limited Company, or PLC, it is treated as a separate 
legal en�ty from its founders under Indian law. A firm like this has shareholders, directors, and 
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each en�ty within the company is considered an employee. Companies and startups that want 
to raise money and give their employees ESOPs commonly register as PLCs.

Public Limited Company (PLC)
In the case of a Public Limited Company, the law recognises it as a legal body made up of members 
who have formed a voluntary associa�on. Every member's legal responsibility.The Ministry of 
Corporate Affairs is responsible for registering businesses in either of these categories.

3. Registra�on for GST
GST Registra�on is necessary for all organisa�ons and individuals with an annual revenue of 
more than Rs.20 lakhs in most states and Rs.10 lakhs in Special Category States. In addi�on, 
regardless of revenue, anyone delivering products for intra-state sale must register for GST. 
Understanding the criteria and obtaining GST registra�on within 30 days of beginning a firm is 
cri�cal for all entrepreneurs.

In addi�on to the aforemen�oned criteria, the GST Act has a slew of other requirements for GST 
registra�on. It is cri�cal for all business owners to understand the rules and seek GST registra�on 
within one month of beginning a company.

4.  Registra�on for Udyog Aadhaar (Udyam or MSME)
Entrepreneurs who want to create and run a small business - micro, small, and medium 
enterprises – can apply for this registra�on. The eligibility criteria for ge�ng Udyog Aadhaar 
registra�on are based on a manufacturing concern's investment in plant and machinery or a 
service provider's investment in equipment. Once a firm has gained Udyog Aadhaar registra�on, 
it is eligible for a variety of government subsidies and ini�a�ves aimed at assis�ng small 
enterprises in India.

5.  Import Export Code
Everyone who imports or exports products or services from India must get an Import Export 
Code from the DGFT Department. To get an Import Export Code, the company must have both a 
PAN and a bank account.

6.   A License under the Shop and Establishment Act
The “Shop and Establishments Act” was adopted to control business prac�ces such as working 
hours, child labor, salary payment, worker safety, and overall health. State governments offer 
Shop and Establishment Act licenses or registra�ons, which vary by state. As a result, the 
relevant State Public authority for ge�ng a Shop and Establishment Act License should be 
contacted based on the State where the business is located.

7.   FSSAI License for Food Business
The Food Safety and Standard Authority of India, or FSSAI, is a government-run organisa�on in 
charge of ensuring the safety and uniformity of all food products supplied in India. If you want 
to start a food business, whether it's packaged food, a restaurant, a Cloud kitchen, or something 
else, you'll need to get a licence from the FSSAI.

There are three types of FSSAI licenses:  These are classified based on business turnover:
§ FSSAI Central License / Turnover more than Rs 20 crore: FSSAI Central registra�on
§ FSSAI State License/ Turnover between Rs 12 lakh and Rs 20 crore: State FSSAI registra�on
§ FSSAI State Registra�on/Turnover up to Rs 12 lakh: Basic FSSAI registra�on
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8.  Shop and Establishment Act License
The "Shop and Establishments Act" was enacted to regulate commercial prac�ses such as 
working hours, child labour, wage payment, employee safety, and general health. State 
governments offer Shop and Establishment Act licences or registra�ons, which vary by state. As 
a result, the concerned State Government authority for acquiring a Shop and Establishment Act 
License must be addressed based on the State in where the business is located. 

9.  Other Registra�ons and Licenses
Certain sorts of businesses that deal with or provide insurance, financial services, broadcas�ng 
services, defense-related services, and so on, would require regulatory permission from 
agencies like the Reserve Bank of India, IRDAI, and so on. Furthermore, a company may be 
required to seek permissions from the fire department, the pollu�on control board, or other 
government agencies.A company may also be required to obtain approval from the fire 
department, the environmental control board, or the local health agency. It all depends on the 
type of company you wish to launch. As a result, speak with an expert before star�ng a business 
to examine and understand the legal requirements.

V.   How to Apply for a Business License in India?
The process of obtaining a business license is determined by the type of the business, its loca�on, 
its nature, and its size. To find out what type of Business License India is necessary, call a legal 
service provider or a CA, CS, and ICWA firm and ask for advice on how to obtain a Business License 
in India. Seeking professional assistance on obtaining a business license will assist you in 
determining whether or not you require that par�cular business license. It will also save �me and 
ensure that no errors or mistakes are made throughout the process of obtaining a company 
license.

To start a business in India, you'll need the following documents. 
§ Pan Card
§ Aadhar Card
§ Rent Agreement and Lease Agreement'
§ Electricity Bill, Water Bill, or Telephone Bill

So, those are the documents you'll need to set up a business in India. 

VI.  What Are the Purposes of Licensing Products?
From growing a new business to exploring new markets, there are several reasons companies' 
license products:

Licensing agreements provide IP owners more control over how their intellectual property is 
used. This commercial rela�onship safeguards brands while also allowing product producers and 
designers to earn from their licensed items without fear of unauthorised use.

Explora�on: Licensing allows IP owners to enter new markets with minimal risk. They can spread 
their brand into other areas or geographic loca�ons without having to invest in establishing and 
sustaining a presence there.
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Extension: Licensing allows exis�ng brands, entrepreneurs, and small businesses to expand their 
product into other regions. Companies that test new products, par�cularly in new markets, keep 
control over their product while also benefi�ng from increased income and brand exposure.

Control: Licensing agreements provide IP owners more control over how their intellectual 
property is used. This commercial rela�onship safeguards brands while also allowing product 
producers and designers to earn from their licenced items without fear of unauthorized use.

Support: Alicencing arrangement helps exis�ng businesses by providing new revenue and 
marke�ng opportuni�es. For example, sports clubs who licence their logos for use on clothing, 
collec�bles, or other retail goods earn licensing fees and promote their brand every �me a 
customer uses or wears the item.

Types of Product Licensing
There are numerous types of product licensing available. They include:

1.  Brand licensing: A brand licence, also known as a trademark licence, gives the licensee the right 
to distribute products using the brand owner's name or trademark, as well as the name, logo, or 
slogan of an organisa�on or designer affiliated with the brand. The licencing fee may be 
independent of the licensee's revenue or may rise or fall in response to revenue. A licence 
arrangement that allows the licensee to both distribute and manufacture trademark products is 
known as licenced produc�on.

2.  Copyright licensing: Copyright licensing allows a licensee to use a copyrighted item while 
maintaining intellectual property rights. Books, movies, musical recordings, artwork (including 
characters or images from anima�on or illustra�on), dance choreography, computer 
programmes, and other materials may be included in this category.

3.   Interna�onal licensing: Interna�onal licencing allows a foreign company to manufacture or use 
a company's product in its home market. While worldwide licencing has several advantages for 
IP owners, there may be barriers unique to other regions, such as quotas or tariffs.

4.   Patent licensing: A patent licence gives the patent owner or holder authority over their patent 
while allowing the licensor access to it, usually for manufacturing or distribu�on purposes. 
Patent licencing is complicated by licencing requirements, which o�en include all of the 
documenta�on required to obtain a patent.

VII.  Licensing vs. Franchising: What Is the Difference?
Licensing and franchising both allow another company to use the intellectual property of 
another. In a franchise agreement, however, the licensee (or franchisee) receives both the 
licensor's (or franchisor's) brand and the licensor's ac�vi�es, whereas the licensee only receives 
trademarked items such as copyrights or patents. The franchisor determines how the franchisee 
conducts this company extension and receives a fee in exchange for training and direc�on from 
the franchisee.
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VIII. What Are Cer�fica�ons and What Do They Mean?  Why ge�ng cer�fied in their field is useful 
to an entrepreneur
Professional cer�ficates can help people develop in their jobs more quickly, par�cularly in highly 
specialised fields. While not all cer�fica�ons are created equal, when combined with a 
professional degree or job experience, they provide proof of professional competency. 

What are cer�fica�ons?
Cer�fica�ons are designated creden�als earned by an individual to verify their legi�macy and 
competence to perform a job. Your cer�fica�on is typically displayed as a document sta�ng that as 
a professional, you've been trained, educated and are prepared to meet a specific set of criteria for 
your role. This statement is awarded only a�er you've passed the proper assessments 
administered by a recognized third-party creden�aling ins�tu�on.

 Advantages of cer�fica�on
Professional cer�fica�on demonstrates your commitment to your job and verifies that you've 
been properly taught to u�lise the instruments of your trade. Inves�ng the �me and effort 
necessary to achieve these cer�fica�ons can demonstrate to future employers that you are a 
worthwhile contributor to your field and help you gain recogni�on for your dedica�on to lifelong 
learning and self-improvement. The following are some of the most significant benefits of 
becoming cer�fied in your career, in your industry's tools, or inside your company:

§ Professional credibility
§ Compe��ve advantage
§ Efficiency
§ Earning poten�al
§ Expand knowledge and skills
§ Compe��ve advantage
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Session 16.4

MSME, e-Aadhar, DIC Registra�on, etc.

I.  Objec�ve:
§ To help par�cipants understand MSME, eAadhaar & DOC registra�on Process

II.  What's MSME?
Micro, Small, and Medium Enterprises (MSME) is an acronym for Micro, Small, and Medium 
Enterprises. MSME industries are the backbone of the economy in a growing country like India.  
Small-scale industries, or SSIs, are another name for these businesses.

Even if the company is in the manufacturing or service industries, the MSME legisla�on allows for 
registra�on in both of these categories. Although the government has not made this registra�on 
essen�al, it is advantageous to have one's business registered under it because it provides 
numerous benefits in terms of taxa�on, business setup, credit facili�es, and financing.

On October 2, 2006, the MSME became func�oning. It was created to help micro, small, and 
medium-sized businesses become more compe��ve by promo�ng, facilita�ng, and developing 
their compe��veness. The Union Cabinet's recent decision (February 7, 2018) to shi� MSMEs' 
classifica�on requirements from "investment in plant and machinery/equipment" to "annual 
turnover" is a huge relief for the MSME sector. Manufacturing enterprises and service enterprises 
are the two types of MSME. They are defined as follows in terms of plant and machinery / 
equipment investment. 

1. Manufacturing Sector
§ Enterprises investment in plant & machinery
§ Micro-businesses/ Not more than Rs. 25 lakh
§ Small businesses/More than 25 lakh rupees but less than five crore rupees
§ Medium-sized Enterprises/Over five crore rupees but less than 10 crore rupees

2. Service Sector
§ Enterprises Investment in equipment
§ Micro-businesses Not more than ten lakh rupees
§ Small Businesses
§ Amounts greater than ten lakh rupees but less than two crore rupees
§ Medium-Sized Businesses
§ More than two crore of rupees but less than five crore of rupees
§ More than two crore of rupees but less than five crore of rupees

3.  Registra�on Types:
There are basically two types of registra�on
§ Permanent /Final Registra�on
§ Provisional Registra�on

During the pre-investment period, the unit is granted provisional registra�on to enable it to seek 
for financial credit, land or an industrial set, water, power, or telephone connec�ons, among other 
things.
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4.  Permanent /Final Registra�on:
An industrial unit that has been provisionally registered and is about to begin produc�on can 
apply for permanent registra�on. Aside from that, an exis�ng industrial unit might seek for 
permanent registra�on instead of temporary registra�on.

5.  Registra�on Process:
To register, the owner of a small or medium-sized business must fill out a single form, which can 
be completed both online and offline. Individual registra�on is also possible if a person wants to 
register for more than one industry. To register, he or she must complete a single form that can 
be found on the website. Personal Aadhar number, Industry name, Address, Bank account 
details, and some common informa�on are required for registra�on. This allows the individual 
to give self-cer�fied cer�ficates. This technique does not require any registra�on fees. You will 
be given a registra�on number once you have completed the form and uploaded it.

III.  e-Aadhaar
An Aadhaar number basically refers to the 12-digit figure that is printed on the card issued to 
Indian residents by the Unique Iden�fica�on Authority of India through a verifica�on process. 
In order to apply for the Aadhaar card, residents have to submit demographic details such as 
name, gender, age, date of birth, and residen�al address. Apart from this, biometric informa�on 
including fingerprints, iris scan and facial photographs are taken.

The Aadhaar number is a unique number that is likely to prevent iden�ty duplica�on and can serve 
as a digital iden�ty proof. It can be used to encourage more transparency in government-based 
welfare schemes and avoid misuse of government subsidies through iden�ty duplica�on.

E-Aadhaar is an electronic version of the Aadhaar card that may be obtained by inpu�ng an 
individual's Aadhaar or enrolment ID online. This version is equally accepted as the original. The 
status of Aadhaar card can be checked online in and download it from the UIDAI's official website.

Informa�on Available On E-Aadhaar
An e-Aadhaar card of individuals, like its physical copy, contains their personal informa�on. 
Individuals can visit the UIDAI website to see their Aadhaar informa�on such as -
§ Aadhaar number
§ Photograph
§ Name
§ Date of birth
§ Address
§ Sex

How to Download e-Aadhaar from the e-Aadhaar link?

To download your e-Aadhaar card: -
Those who already have an Aadhaar card can enter their 12-digit Aadhaar number in UIDAI 
website. Individuals who have not received their Aadhaar number yet must first note down the 
enrollment number, �me and date provided in their acknowledgment slip that would have been 
given during the �me of their Aadhaar applica�on.
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Step 1:  Visit the UIDAI website and enter all required details.
Step 2:  Click on the op�on �tled, 'Get One Time Password' (OTP)
Step 3:  Enter the one-�me password or OTP received to you into the given field.
Step4:  Enter the first four le�ers your name in Capitals combined with your birth year (YYYY 

format) as the password in order to open the e-Aadhaar PDF file.

Benefits of e-Aadhaar Card
The various benefits of e-Aadhaar card are men�oned below:
§ E-Aadhaar card is an electronic card and is available online, hence can be accessed at all �mes, 

and individuals need not have to worry about losing their card as it is virtual and cannot be 
misplaced.

§ E-Aadhaar card is a universal iden�ty card can be procured by all residents of India. This card 
acts as a proof of iden�ty as well as address, unlike most other documents.

§ The Government of India has provided a number of subsidies such as LPG subsidy, and so on to 
all Individuals. However, in order to avail these subsidies, applicants must provide their Aadhaar 
card.

§ Individuals can also open bank accounts by using their Aadhaar card.
§ An e-Aadhaar card is a valid proof of address and iden�ty as men�oned by the Unique 

Iden�fica�on Authority of India since this document has been digitally cer�fied. Addi�onally, all 
data that has been printed in a physical copy of the Aadhaar card is also available on e-Aadhaar 
card.

IV.  DIC Registra�on
 Ref: h�p://laghu-udyog.gov.in/howtosetup/grgxx01x.htm
DIC is the primary registering centre. Registra�on is voluntary and not compulsory. Two types of 
registra�on is done in all States. First a provisional registra�on cer�ficate is given. And a�er 
commencement of produc�on, a permanent registra�on cer�ficate is given.

SSI Registra�on through DIC
Small Scale and ancillary units (i.e. undertaking with investment in plant and machinery of less than 
Rs. 10 million) should seek registra�on with the Director of Industries of the concerned State 
Government.

Registering your SSI Unit
The main purpose of Registra�on is to maintain sta�s�cs and maintain a roll of such units for the 
purposes of providing incen�ves and support services.

States have generally adopted the uniform registra�on procedures as per the guidelines. However, 
there may be some modifica�ons done by States. It must be noted that small industries is basically 
a state subject. States use the same registra�on scheme for implemen�ng their own policies. It is 
possible that some states may have a 'SIDO registra�on scheme' and a 'State registra�on scheme'.

Benefits of Registering
The registra�on scheme has no statutory basis. Units would normally get registered to avail some 
benefits, incen�ves or support given either by the Central or State Govt. The regime of incen�ves 
offered by the Centre generally contains the following:
§ Credit prescrip�on (Priority sector lending), differen�al rates of interest etc.
§ Excise Exemp�on Scheme
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§ Exemp�on under Direct Tax Laws.
§ Statutory support such as reserva�on and the Interest on Delayed Payments Act.

(It is to be noted that the Banking Laws, Excise Law and the Direct Taxes Law have incorporated the 
word SSI in their exemp�on no�fica�ons. Though in many cases they may define it differently. 
However, generally the registra�on cer�ficate issued by the registering authority is seen as proof of 
being SSI).

States/UTs have their own package of facili�es and incen�ves for small scale. They relate to 
development of industrial estates, tax subsidies, power tariff subsidies, capital investment 
subsidies and other support. Both the Centre and the State, whether under law or otherwise, 
target their incen�ves and support packages generally to units registered with them.

Objec�ves of the Registra�on Scheme

 They are summarized as follows:
§ To enumerate and maintain a roll of small industries to which the package of incen�ves and 

support are targeted.
§ To provide a cer�ficate enabling the units to avail statutory benefits mainly in terms of 

protec�on.
§ To serve the purpose of collec�on of sta�s�cs.
§ To create nodal centres at the Centre, State and District levels to promote SSI.

Features of the Scheme

Features of the scheme are as follows:
§ DIC is the primary registering centre.
§ Registra�on is voluntary and not compulsory.
§ Two types of registra�on is done in all States. First a provisional registra�on cer�ficate is given. 

A�er the commencement of produc�on, a permanent registra�on cer�ficate is given.
§ PRC is normally valid for 5 years and permanent registra�on is given in perpetuity.
§ Provisional Registra�on Cer�ficate (PRC).
§ This is given for the pre-opera�ve period and enables the units to obtain the term loans and 

working capital from financial ins�tu�ons/banks under priority sector lending.
§ Obtain facili�es for accommoda�on, land, other approvals etc.
§ Obtain various necessary NOCs and clearances from regulatory bodies such as Pollu�on 

Control Board, Labour Regula�ons etc.

Permanent Registra�on Cer�ficate

Enables the unit to get the following incen�ves/concessions:
§ Income-Tax exemp�on and Sales Tax exemp�on as per State Govt. Policy.
§ Incen�ves and concessions in power tariff etc.
§ Price and purchase preference for goods produced.
§ Availability of raw material depending on exis�ng policy.
§ Permanent registra�on of �ny units should be renewed a�er 5 years.
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Procedure for Registra�on

Features of the present procedures are as follows:
§ A unit can apply for PRC for any item that does not require industrial license which means items 

listed in Schedule-III and items not listed in Schedule-I or Schedule-II of the licencing Exemp�on 
No�fica�on. Units employing less than 50/100 workers with/without power can apply for 
registra�on even for those items included in Schedule-II.

§ Unit applies for PRC in prescribed applica�on form. No field enquiry is done and PRC is issued.
§ PRC is valid for five years. If the entrepreneur is unable to set up the unit in this period, he can 

apply afresh at the end of five years period.
§ Once the unit commences produc�on, it has to apply for permanent registra�on on the 

prescribed form.

The following form basis of evalua�on:
§ The unit has obtained all necessary clearances whether statutory or administra�ve. e.g. drug 

license under drug control order, NOC from Pollu�on Control Board, if required etc.
§ Unit does not violate any loca�onal restric�ons in force, at the �me of evalua�on.
§ Value of plant and machinery is within prescribed limits.
§ Unit is not owned, controlled or subsidiary of any other industrial undertaking as per 

no�fica�on.

De-Registra�on

A Small Scale Unit can violate the regula�ons in the following ways which will make it liable for de-
registra�on:
§ It crosses the investment limits.
§ It starts manufacturing any new item or items that require an industrial license or other kind of 

statutory license.
§ It does not sa�sfy the condi�on of being owned, controlled or being a subsidiary of any other 

industrial undertaking.

Community Resource Person - Enterprise Promo�on (CRP-EP) - Trainer Hand Book - 2022091



Session 17.1 & 17.2

Book keeping for small Businesses

I.  Objec�ve:
§ To understand basic book keeping procedures and documenta�on involved for small business 

enterprises.

II.  Book keeping for small business units.
Bookkeeping is the process of recording and organizing business financial transac�ons. The person 
responsible for bookkeeping is the Bookkeeper. The Bookkeeper records the transac�ons, sends 
invoices, makes payments, manage account and prepare financial statements. Bookkeeping helps:

1.  To prepare accoun�ng statements.
2.  Business owners to figure out if their business is profitable or not. 
3.  To iden�fy the challenges faced by the enterprise and address the same in order to avoid any 

crisis.

An account is a record of all financial transac�ons of a par�cular type like sales or payroll. There are 
five basic types of accounts:

1.  Assets: Cash and resources owned by the business. Eg. Amount receivable, inventory etc.
2.  Liabili�es: Debts owned by business. Eg. Loans, Amount payable.

Sl. Account Account Type

1. Amount payable Liability

2. Amount receivable Asset

3. Cash Asset

4 Dividends Equity

5 Machinery Asset

6 Owner's capital Equity

7. Inventory Asset

8 Rental expense Expense

9 Rental income Revenue

10 Insurance Expense

11 Interests payable Liability

12 Interest income Revenue

13 Retained earnings  Equity

14 Salaries and wages Expense

15 Sales income  Revenue

16 Supplies Asset

17 Supplies expense Expense
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Sl. Account Account Type

18 U�lity expense Expense

19 Adver�sement/ Marke�ng expense Expense

20 Loans Liability

3.  Revenue or Income: Money earned by the business usually through sales of products.
4.  Expenses or expenditures: Cash flow out of business to pay for some item or service. Eg. Salaries, 

Purchases
5.  Equity: Value remained a�er liabili�es are subtracted from assets. It represents the owner held 

interests in the business. Eg. Stock, retained earnings.

Small business accounts and their types:

III.  Single and Double entry bookkeeping
§  Single entry book keeping records transac�ons only once in one par�cular a/c head e.g., the 

amount paid by a customer can be recorded on Assets. This type of entry is suitable for simple 
and very small businesses where there is no too much of transac�ons taking place.

§  In double entry book keeping the transac�ons are recorded in such a way that for any 
transac�on in one par�cular a/c head requires an equal and opposite entry in another a/c 
head. This is the common method followed in bookkeeping. Every transac�ons are double 
entered, as Debit (Dr) and Credit (Cr) as journal entries in a ledger. While entering, Debit is 
recorded first in the le� and Credit to the right.

§  It is very important that for each transac�on, both debit and credit is correctly entered in right 
account head. 

Balance the Books
The entries in the journal ledger are posted to par�cular accounts and needs to be balanced.  At the 
end, trial balances should match the equa�on - 

Assets = Liabili�es + Equity
Prepare Financial Reports

Most common financial reports created in bookkeeping are:
1. Balance Sheet- Balance sheet summarizes the business assets, liabili�es and equity for a 

par�cular period. This document gives a clear picture of the business progress.
2.  Profit & Loss (P/L) statement- This is an income statement which clearly reveals the revenues, 

cost and expenses over a period of �me like quarterly, half yearly. This statement helps to 
understand and compare the sales and expenses to make out financial decisions and forecasts.

3.  Cash flow statement- This statement is similar to P/L statement but doesn't include any non cash 
transac�on items like deprecia�on. This helps to understand where the business is spending 
money and where it is earning.

Process flow in bookkeeping
1.  Record daily transac�ons in journal entries.'
2.  Pos�ng the entries from journal to ledger under separate a/c head.
3.  Prepara�on of trail balance a�er balancing ledger entries.

Community Resource Person - Enterprise Promo�on (CRP-EP) - Trainer Hand Book - 2022093



4.   Prepara�on of financial statements Profit & Loss statements, Trading account, Cash flow 
statements and balance sheet.

General Journal 

Sl. Date Account Name & Description Ref. Dr. Cr. 

Ledger Book 

Trail Balance 

Ledger Name Debit Balance Credit Balance 

Statement Amount

Sample Summary Cash Flow 
Statement 
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Session 17.3 & 17.4

Comparison of financial statements across �me and basic business diagnos�c techniques

I.  Objec�ve:
§ To help par�cipants understand various financial statements and basic business diagnos�c 

techniques.

II.  Types of Financial Statements
There are four main financial statements. They are: (1) balance sheets; (2) income statements; (3) 
cash flow statements; and (4) statements of shareholders' equity. 

1.  Balance Sheets
A balance sheet provides detailed informa�on about a company's assets, liabili�es and 
shareholders' equity. Balance sheets show what a company owns and what it owes at a fixed 
point in �me

Assets are things that a company owns that have value. This typically means they can either be 
sold or used by the company to make products or provide services that can be sold. Assets 
include physical property, such as plants, trucks, equipment and inventory. It also includes 
things that can't be touched but nevertheless exist and have value, such as trademarks and 
patents. And cash itself is an asset. So are investments a company makes.

Liabili�es are amounts of money that a company owes to others. This can include all kinds of 
obliga�ons, like money borrowed from a bank to launch a new product, rent for use of a 
building, money owed to suppliers for materials, payroll a company owes to its employees, 
environmental cleanup costs, or taxes owed to the government. Liabili�es also include 
obliga�ons to provide goods or services to customers in the future.

Shareholders' equity is some�mes called capital or net worth. It's the money that would be le� if 
a company sold all of its assets and paid off all of its liabili�es. This le�over money belongs to the 
shareholders, or the owners, of the company.

A company's balance sheet is set up like the basic accoun�ng equa�on shown above. On the le� 
side of the balance sheet, companies list their assets. On the right side, they list their liabili�es 
and shareholders' equity. Some�mes balance sheets show assets at the top, followed by 
liabili�es, with shareholders' equity at the bo�om.

Assets are generally listed based on how quickly they will be converted into cash. Current assets 
are things a company expects to convert to cash within one year. A good example is inventory. 
Most companies expect to sell their inventory for cash within one year. Noncurrent assets are 
things a company does not expect to convert to cash within one year or that would take longer 
than one year to sell. Noncurrent assets include fixed assets. Fixed assets are those assets used 
to operate the business but that are not available for sale, such as trucks, office furniture and 
other property.
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Liabili�es are generally listed based on their due dates. Liabili�es are said to be either current or 
long-term. Current liabili�es are obliga�ons a company expects to pay off within the year. Long-
term liabili�es are obliga�ons due more than one year away.

Shareholders' equity is the amount owners invested in the company's stock plus or minus the 
company's earnings or losses since incep�on. Some�mes companies distribute earnings, 
instead of retaining them. These distribu�ons are called dividends.

A balance sheet shows a snapshot of a company's assets, liabili�es and shareholders' equity at 
the end of the repor�ng period. It does not show the flows into and out of the accounts during 
the period.

2.  Income Statement
An income statement is a report that shows how much revenue a company earned over a 
specific �me period (usually for a year or some por�on of a year). An income statement also 
shows the costs and expenses associated with earning that revenue. The literal “bo�om line” of 
the statement usually shows the company's net earnings or losses. This tells you how much the 
company earned or lost over the period.

Income statements also report earnings per share (or “EPS”). This calcula�on tells you how 
much money shareholders would receive if the company decided to distribute all of the net 
earnings for the period. (Companies almost never distribute all of their earnings. Usually they 
reinvest them in the business.)

To understand how income statements are set up, think of them as a set of stairs. You start at the 
top with the total amount of sales made during the accoun�ng period. Then you go down, one 
step at a �me. At each step, you make a deduc�on for certain costs or other opera�ng expenses 
associated with earning the revenue. At the bo�om of the stairs, a�er deduc�ng all of the 
expenses, you learn how much the company actually earned or lost during the accoun�ng 
period. People o�en call this “the bo�om line.”

At the top of the income statement is the total amount of money brought in from sales of 
products or services. This top line is o�en referred to as gross revenues or sales. It's called 
“gross” because expenses have not been deducted from it yet. So the number is “gross” or 
unrefined.

The next line is money the company doesn't expect to collect on certain sales. This could be due, 
for example, to sales discounts or merchandise returns.

When you subtract the returns and allowances from the gross revenues, you arrive at the 
company's net revenues. It's called “net” because, if you can imagine a net, these revenues are 
le� in the net a�er the deduc�ons for returns and allowances have come out.

Moving down the stairs from the net revenue line, there are several lines that represent various 
kinds of opera�ng expenses. Although these lines can be reported in various orders, the next 
line a�er net revenues typically shows the cost of the sales. This number tells you the amount of 
money the company spent to produce the goods or services it sold during the accoun�ng 
period.
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The next line subtracts the costs of sales from the net revenues to arrive at a subtotal called 
“gross profit” or some�mes “gross margin.” It's considered “gross” because there are certain 
expenses that haven't been deducted from it yet.

The next sec�on deals with opera�ng expenses. These are expenses that go toward suppor�ng 
a company's opera�ons for a given period – for example, salaries of administra�ve personnel 
and costs of researching new products. Marke�ng expenses are another example. Opera�ng 
expenses are different from “costs of sales,” which were deducted above, because opera�ng 
expenses cannot be linked directly to the produc�on of the products or services being sold.

Deprecia�on is also deducted from gross profit. Deprecia�on takes into account the wear and 
tear on some assets, such as machinery, tools and furniture, which are used over the long term. 
Companies spread the cost of these assets over the periods they are used. This process of 
spreading these costs is called deprecia�on or amor�za�on. The “charge” for using these assets 
during the period is a frac�on of the original cost of the assets.

A�er all opera�ng expenses are deducted from gross profit, you arrive at opera�ng profit before 
interest and income tax expenses. This is o�en called “income from opera�ons.”

Next companies must account for interest income and interest expense. Interest income is the 
money companies make from keeping their cash in interest-bearing savings accounts, money 
market funds and the like. On the other hand, interest expense is the money companies paid in 
interest for money they borrow. Some income statements show interest income and interest 
expense separately. Some income statements combine the two numbers. The interest income 
and expense are then added or subtracted from the opera�ng profits to arrive at opera�ng 
profit before income tax.

Finally, income tax is deducted and you arrive at the bo�om line: net profit or net losses. (Net 
profit is also called net income or net earnings.)

3.  Cash Flow Statements
Cash flow statements report a company's inflows and ou�lows of cash. This is important 
because a company needs to have enough cash on hand to pay its expenses and purchase 
assets. While an income statement can tell you whether a company made a profit, a cash flow 
statement can tell you whether the company generated cash.

A cash flow statement shows changes over �me rather than absolute dollar amounts at a point 
in �me. It uses and reorders the informa�on from a company's balance sheet and income 
statement.

The bo�om line of the cash flow statement shows the net increase or decrease in cash for the 
period. Generally, cash flow statements are divided into three main parts. Each part reviews the 
cash flow from one of three types of ac�vi�es:
(1)  opera�ng ac�vi�es.
(2)  inves�ng ac�vi�es and 
(3)  financing ac�vi�es.
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Opera�ng Ac�vi�es
The first part of a cash flow statement analyzes a company's cash flow from net income or losses. 
For most companies, this sec�on of the cash flow statement reconciles the net income (as 
shown on the income statement) to the actual cash the company received from or used in its 
opera�ng ac�vi�es. To do this, it adjusts net income for any non-cash items (such as adding back 
deprecia�on expenses) and adjusts for any cash that was used or provided by other opera�ng 
assets and liabili�es.

 Inves�ng Ac�vi�es
The second part of a cash flow statement shows the cash flow from all inves�ng ac�vi�es, which 
generally include purchases or sales of long-term assets, such as property, plant and equipment, 
as well as investment securi�es. If a company buys a piece of machinery, the cash flow 
statement would reflect this ac�vity as a cash ou�low from inves�ng ac�vi�es because it used 
cash. If the company decided to sell off some investments from an investment por�olio, the 
proceeds from the sales would show up as a cash inflow from inves�ng ac�vi�es because it 
provided cash.

Financing Ac�vi�es
The third part of a cash flow statement shows the cash flow from all financing ac�vi�es. Typical 
sources of cash flow include cash raised by selling stocks and bonds or borrowing from banks. 
Likewise, paying back a bank loan would show up as a use of cash flow.

II.  Financial Analysis
Financial analysis is the process of evalua�ng businesses, projects, budgets, and other finance-
related transac�ons to determine their performance and suitability. Typically, financial analysis is 
used to analyze whether an en�ty is stable, solvent, liquid, or profitable enough to warrant a 
monetary investment.

§ If conducted internally, financial analysis can help fund managers make future business 
decisions or review historical trends for past successes.

§ If conducted externally, financial analysis can help investors choose the best possible 
investment opportuni�es.

§ Fundamental analysis and technical analysis are the two main types of financial analysis.
§ Fundamental analysis uses ra�os and financial statement data to determine the intrinsic 

value of a security.
§ Technical analysis assumes a security's value is already determined by its price, and it focuses 

instead on trends in value over �me.

Financial analysis is used to evaluate economic trends, set financial policy, build long-term plans for 
business ac�vity, and iden�fy projects or companies for investment. This is done through the 
synthesis of financial numbers and data. A financial analyst will thoroughly examine a company's 
financial statements-the income statement, balance sheet, and cash flow statement. Financial 
analysis can be conducted in both corporate finance and investment finance se�ngs.

One of the most common ways to analyze financial data is to calculate ra�os from the data in the 
financial statements to compare against those of other companies or against the company's own 
historical performance.
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III.  Types of Financial Analysis
There are two types of financial analysis: fundamental analysis and technical analysis.

Fundamental Analysis
Fundamental analysis uses ra�os gathered from data within the financial statements, such as a 
company's earnings per share (EPS), in order to determine the business's value. Using ra�o 
analysis in addi�on to a thorough review of economic and financial situa�ons surrounding the 
company, the analyst is able to arrive at an intrinsic value for the security. The end goal is to arrive 
at a number that an investor can compare with a security's current price in order to see whether 
the security is undervalued or overvalued.

Technical Analysis
Technical analysis uses sta�s�cal trends gathered from trading ac�vity, such as moving averages 
(MA). Essen�ally, technical analysis assumes that a security's price already reflects all publicly 
available informa�on and instead focuses on the sta�s�cal analysis of price movements. 
Technical analysis a�empts to understand the market sen�ment behind price trends by looking 
for pa�erns and trends rather than analyzing a security's fundamental a�ributes.

The goal of financial analysis is to analyze whether an en�ty is stable, solvent, liquid, or profitable 
enough to warrant a monetary investment. It is used to evaluate economic trends, set financial 
policy, build long-term plans for business ac�vity, and iden�fy projects or companies for 
investment.
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Session 18.1

Introduc�on to the basics of Smart phone

I.  Objec�ve:
§ To help the par�cipants understand the basics of smart phone.

II.  The Importance of Smart phone
Smart phones are playing a very vital role in the world. Without smart phones it is not possible to 
connect with each other even with members of the same organisa�on. If you have smart phone 
then can contact with rela�ves, friends, clients, and you can move your office anywhere in the 
world. The smart phones have opera�ng system so you do not need to buy personal computer and 
laptop, because the smart phone gives you that work which personal computer and laptop do. In 
next five years amazing change will occur in smart phones by the improvement of technology. 
Smart phone will replace personal computer because it has the complete keyboard and many 
other func�ons which personal computer has. So it is true that within the next few years smart 
phones will become the single most important digital device we own.

The first ever cell phone was invented by Mar�n Cooper on April 3rd, 1973, that was only for two 
pounds. The height of that phone was 10 inches, depth 3 inches and the width an inch and a half 
(Motorcity, 2003). At that �me it was the only way to communicate with each other, At that �me it 
was not available to the general popula�on and it was used for only businesses and government 
purposes.

III.  Opera�ng System of Smartphone
In 2010 the market of smart phone opera�ng system changed. For customer and businessmen the 
importance of smart phone is very essen�al. Because without smart phone it's not possible to 
keep in contact with each other, with clients and with family members and friends.

IV.   Key features of Smartphone

Wi-Fi
With the help of this feature you can connect wireless internet connec�on. Using Wi-Fi the speed 
of internet will be very high.

Push No�fica�on
By push no�fica�on we mean that you can receive messages, emails and you do not need to log in 
to check your account.

Social Networking
'Social Networking' means those websites such as Facebook, YouTube and Twi�er by which we 
can communicate with each other individually and as well as groups and also can share photos, 
videos and album.

QWERTY Keyboard
QWERTY keyboard is the layout and this keyboard allows you to search and browse the internet 
and send emails and text.
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One may see a smartphone as one that offers a complete keyboard with internet and email 
func�onality, and some may only view a smart phone as a phone with a full opera�ng system (OS) 
and applica�ons. A smartphone is a full-featured mobile phone that comes equipped with the 
personal computer like func�onality. So it is the most efficient way of being mobile and carrying 
your office with you. Most of these phonescome with a camera that supports email capabili�es 
and serves as a complete personal organizer.

This is true that the smartphones are the helping hand of the several businessmen's. Because of 
the technological features of mobile phones these are called smart phone.

In these days smartphone is a basic demand of every businessman and company. By latest 
technology it includes to share his idea with their partners and colleagues. With the help of smart 
phone we can watch live match if you are somewhere else it does not ma�er, breaking news. We 
can get help from smart phone like human bodies.

In next five years change will take place suddenly in smartphones. If we study last few years about 
phones we will understand that how quickly changes occurred from �me to �me, therefore in 
next few years the improvement in technology will take place.

PC Replacements
The basic change in smartphones in next few years will occur that it starts working like laptops. It 
means that in future those people who have smartphones they do not need to buy laptops and 
personal computers. So smartphones will replace PC in next five years.

Joined Devices
A�er long �me finally it's become possible to connect devices with each other like bluetooth in PC 
and in laptop can connect with smart phones. In next few years it will be possible to know about 
you that now where are you and what do you want to do because of smart phones. Smart phones 
will become a single device in next few years yes it is true because the smart phones are moving in 
a straight forward direc�on.

There are alot of confusion because of the variety of mobiles phone and competency. If you want 
to have a great mobile than smartphone is the best choice among all. Smartphone is much be�er 
than any other mobile phone. If you have smartphone you can move your office with where you 
want so than you do not need to buy personal computer or laptop because in smartphone there is 
an opera�ng system like personal computer and laptop, so nowadays most of smartphones are 
with their camera.
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Session 18.2

Concept of search engine and app stores

I.  Objec�ve:
§ To help the par�cipants understand the concept of search engine and app stores

II.  Search Engine
A search engine is a so�ware program that helps people find the informa�on they are looking for 
online using keywords or phrases. Search engines are able to return results quickly-even with 
millions of websites online—by scanning the Internet con�nuously and indexing every page they 
find.

In general, a search engine consists of three main components a crawler, an offline processing 
system to accumulate data and produce searchable index, and an online engine for real-�me query 
handling. Their roles are summarized as follows.

Eg: Google, Bing, Yahoo!, & MSN Search. Google is the most used search engine worldwide.

Search engines essen�ally act as filters for the wealth of informa�on available on the internet. They 
allow users to quickly and easily find informa�on that is of genuine interest or value, without the 
need to wade through numerous irrelevant web pages.

III.  Applica�on So�ware
Applica�on so�ware is a type of computer program that performs a specific personal, educa�onal, 
and business func�on. Each applica�on is designed to assist end-users in accomplishing a variety 
of tasks, which may be related to produc�vity, crea�vity, or communica�on.

Func�ons of Applica�on So�ware
Applica�on so�ware programs are created to facilitate a variety of func�ons, including managing 
informa�on, manipula�ng data, construc�ng visuals, coordina�ng resources, and calcula�ng 
figures.

Eg: Microso� Office suite, Internet browsers like Safari or Google Chrome, and mobile so�ware 
like Spo�fy, Zoom, and Slack.

IV.  Difference between an app and an applica�on
An app is a piece of so�ware designed for a single purpose or a single func�on. An applica�on, 
however, is a piece of so�ware that performs a variety of related func�ons. Typically, if an app 
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breaks, life goes on, while applica�ons are considered cri�cal to normal business func�on and are 
therefore considered to be of higher value.

Addi�onally, apps are typically associated with mobile personal-use, whereas applica�ons are 
associated with use on all devices and typically serve personal and business needs.

App     Applica�on
Single purpose    Performs a variety of related func�ons
Not cri�cal for business func�on  Cri�cal for business func�on
Generally we their mobile   Can be used with full features across many device types 
Typically associated with    Typically Associated with personal 
personal use only    and business use

V.  App Store

An app store (applica�on store) is an online portal through which so�ware programs are made 
available for procurement and download. It's a collec�on of free or commercial so�ware and 
games approved for use on the devices that we use. We can browse, purchase, download, install, 
and update so�ware through your device's app store.

All major mobile opera�ng system vendors, including Apple, Google, BlackBerry and Microso�, run 
their own app stores, which gives them control over the so�ware available on their respec�ve 
pla�orms. There are also several third-party app stores in opera�on; examples include the Amazon 
Appstore for Android and Cydia for jailbroken iOS Apple devices.

The app store concept became popular with the rise of smartphones and tablets, but it has since 
expanded to Web browsers and desktop opera�ng systems. The Mozilla Firefox and Google 
Chrome browsers each have their own stores, where users can install Web-based applica�ons. Mac 
OS X and Windows 8 desktop applica�ons are also available through app stores.

Benefits of using an app store
The so�ware available on an app store is officially approved by the store operator. For instance, 
Apple inspects all so�ware on the macOS and iOS App Stores, and Google inspects all so�ware on 
the Play Store. The code of each app is reviewed to make sure it doesn't contain malware or viruses, 
and conforms to other guidelines for the user's device. The so�ware is then digitally signed by the 
store operator to prevent it from being altered without the operator's knowledge and approval.

Other benefits of app stores
§ Convenience - Users can search for new so�ware in one familiar place on their device.
§ Trust - Instead of needing to trust a wide array of so�ware vendors, trust can be placed in a 

single en�ty (the store operator).
§ Consistent experience - Because so�ware must conform to device guidelines, separate apps 

have a greater consistency of interface and user experience. The user is already familiar with 
the general way the so�ware looks, feels, and operates.

§ Easier updates - When an update is available for so�ware installed from the app store, the store 
can no�fy the user. The user does not need to manually check for new updates. If mul�ple 
updates are available, they can be installed by the app store all at once.
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macOS App Store (Apple computer)
The macOS App Store was launched on January 6, 2011. It is part of 
macOS, and may be used to find, download, and install so�ware for a 
Mac. The App Store is also used to install security updates and upgrade to 
newer versions of macOS.

On macOS computers, the App Store is located in the Applica�ons folder 
and as a default icon on the dock.

The macOS App Store is closely integrated with a macOS feature called Gatekeeper, which verifies 
the digital signature of all apps downloaded from the Internet. For informa�on about changing 
Gatekeeper se�ngs, see Changing Gatekeeper se�ngs in macOS.

iOS App Store (Apple iPad and iPhone)
The iOS App Store provides so�ware downloads for the iPad and iPhone. 
It was launched on July 10, 2008. Unlike in macOS, the iOS App Store is 
not used for upda�ng the iOS system, and cannot be configured to lower 
security se�ngs. The only way to install so�ware on an iOS device 
without using the App Store is to jailbreak the device, which voids its 
warranty.

On iOS devices, the App Store is on the home screen. It is a core part of iOS 
and cannot be removed.

Google Play Store (Android tablet and smartphone)
The Google Play Store is an app store provided by Google for Android 
devices, the Chrome web browser, and Chrome OS computers. It was 
launched on October 22, 2008, as "Android Market." It was later 
integrated with two other Google services, Google Music and Google 
eBookstore, to create Google Play.

Unlike other App Stores, Google Play allows users to purchase digital 
music and e-books.

On most Android devices, the Play Store is available on the home screen.

On the web, the Google Play Store website can be visited.

Microso� Store (Microso� PC)
The Microso� Store is an app store for Microso� Windows. It was also 
available on the Windows Phone before Microso� discon�nued the 
pla�orm in July 2017.

In Windows 10, the Microso� Store can be accessed in the Start menu 
listed under the M sec�on.
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Session 18.3 & 18.4

SVEP So�ware

I.  Objec�ve:
§ To help par�cipants understand the importance of SVEP So�ware and its uses.
§ To train the par�cipants how to install the app.
§ To make the par�cipants aware about the demo App of SVEP

II.  SVEP So�ware
SVEP-NRLM is free Tools app, developed by NRLM. Latest version of SVEP-NRLM is 1.0.0.45, was 
released on 2021-04-13 (updated on 2021-05-24).

SVEP will create a complete enterprise support eco-system for 
village enterprises to enhance their viability, market linkages and 
credit-worthiness. This will be built on local skills, knowledge and 
intelligence, guided by high-quality business management 
knowledge and ICT pla�orm.

This app is for CRP-EPs (Community Resource Person-Enterprise 
Promo�on) who will be working in field suppor�ng the SVEP 
Program

It can be downloaded from Google Play store.

II. How to install SVEP-NRLM on Windows& Laptop

SVEP-NRLM on Windows PC can be installed by using Android App Player such as BlueStacks, Nox, 
KOPlayer.

An emulator is required that will emulate an Android device on the Windows PC and then 
applica�ons canbe installed and used.

SVEP-NRLM using BlueStacks
§ Download and Install BlueStacks at: h�ps://www.bluestacks.com. The installa�on procedure is 

quite simple. A�er successful installa�on, open the Bluestacks emulator. It may take some �me 
to load the Bluestacks app ini�ally. Once it is opened, you should be able to see the Home screen 
of Bluestacks.

§ Google Play Store comes pre-installed in Bluestacks. On the home screen, find Google Play Store 
and click on the icon to open it. You may need to sign in to access the Play Store.

§ Look for "SVEP-NRLM" in the search bar. Click to install "SVEP-NRLM" from the search results.
§ If you don't see this app from the search results, you need to download APK/XAPK installer file 

from this page, save it to an easy-to-find loca�on. Once the APK/XAPK file is downloaded, 
double-click to open it. You can also drag and drop the APK/XAPK file onto the BlueStacks home 
screen to open it.

§ Once installed, click "SVEP-NRLM" icon on the home screen to start using, it will work.
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SVEP-NRLM on Windows PC using NoxPlayer

§ Download & Install NoxPlayer at: h�ps://www.bignox.com. The installa�on is easy to carry out.
§ A�er NoxPlayer is installed, open it and you can see the search bar on the home screen. Look for 

"SVEP-NRLM" and click to install from the search results.
§ You can also download the APK/XAPK installer file from this page, then drag and drop it onto the 

NoxPlayer home screen. The installa�on process will take place quickly. A�er successful 
installa�on, you can find "SVEP-NRLM" on the home screen of NoxPlayer.

III. Demo App of SVEP

SVEP Demo App is also available in play store for training the CRP EPs.

Trainees are to be prac�ced in the demo App for further Learnings in this applica�on.
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Session 19.1

Processes of data uploading, downloading and genera�ng reports in SVEP so�ware

I.  Objec�ve:
§ To train the trainees how to upload and download datas
§ To train the trainees how to generate reports in SVEP so�ware

II.  Session Guide
Trainees are to be advised to create the Login ID in SVEP demo So�ware and to prac�ce the sessions 
for uploading the data, Downloading it an degenerate reports.

Session 19.2

Effec�ve communica�on skills

I.  Objec�ve:
§ To help par�cipants understand Processes of data uploading, downloading and genera�ng 

reports in SVEP so�ware

II.  Communica�on
Communica�on is the dynamic process to convey a thought or feeling to someone else. It could be 
in the form of wri�ng, speaking, knocking, or winking. Communica�on is the act of exchanging 
thoughts, messages, or informa�on by speech, pictures, signals, wri�ng, or conduct. It's the 
exchange of significant informa�on between two or more living creatures. The word "world" 
comes from the La�n word "communicate," which means "to share."

A sender, a message, and a recipient are required for communica�on, albeit the receiver does not 
have to be present or aware of the sender's desire to communicate at the �me of communica�on; 
hence, communica�on can take place over great distances in �me and space. Communica�on 
necessitates the communica�on partners sharing a communica�ve common ground. Once the 
recipient has comprehended the sender's message, the communica�on process is complete. In the 
garment industry, there are two sorts of communica�on.

1.  Verbal communica�on:-  
      spoken or wri�en mode

2.  Nonverbal communica�on:- 
     gestures and other means
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III. Barriers to communica�on 
When a communica�on takes place, it is cri�cal that the recipient receives the same message that 
the sender sent. It is possible that the receiver misunderstands the speaker, either in terms of 
meaning or in terms of ac�on. There are numerous factors that influence communica�on 
interpre�ng; barriers may vary or have an effect on it; some of the most significant barriers are the 
following:

1.  Environmental barriers: - are characteris�c of the organiza�on and its environmental se�ng. 
E.g.:- The receiver hears the message, but does not understand it. Due to inadequate a�en�on 
paid to the message, the receiver is not really “listening.”

2. Personal barriers: - develop as a result of people's personali�es and interac�ons with others. 
Some civiliza�ons, for example, believe in "don't."

IV. How to Overcome These Barriers
§ Taking the receiver more seriously
§ Crystal clear message
§ Delivering messages skilfully
§ Focusing on the receiver
§ Ensuring appropriate feedback
§ Be aware of your own state of mind/emo�ons/a�tude

V.  ELEMENTS OF COMMUNICATION
Effec�veness of our communica�on depends on the words we use, tone in which we send the 
message and our body language.

Yet, not all the components play equal role. Body language plays huge role (55%) in making our 
communica�on effec�ve, followed by our tone (38%) and least by words (7%).

VI.  WAYS/STYLES OF COMMUNICATION
§ Aggressive
§ Asser�ve
§ Submissive

Asser�ve communica�on is the best style in any situa�on as it requires;respect and pa�ence to 
listen to other's point of view and also courage and confidence to put forward our own 
thoughts/needs.

VII. Effec�ve Communica�on
Effec�ve communica�on is our ability to make other's understand our message and to fulfill our 
objec�ve. To make our communica�on effec�ve, we have to understand the role of three 
components of communica�on

VIII. Communica�on Skills for Entrepreneurs 
Communica�on is one of the most cri�cal aspects of running a business in any industry. 
Communica�on skills are essen�al to success in a variety of ways, whether you need to persuade 
investors of the advantages of your idea, persuade customers to buy your products or services, or 
en�ce a top applicant to work for you.
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Understanding Body Language
The majority of communica�on is nonverbal. However, how much �me do you spend each day 
considering whether your body language is communica�ng the message you want it to? For 
entrepreneurs, mastering your nonverbal presenta�on is crucial.
§  Looking people in the eye
§  Si�ng and standing straight

Ac�ve Listening is a skill that allows you to pay a�en�on
Ac�ve listening entails paying a�en�on to and a�emp�ng to comprehend what another person is 
saying to you. If you want to be a successful entrepreneur, you'll need to learn how to listen 
carefully. Listening is one of the most important communica�on skills for businesspeople to learn 
because it can be used in a variety of situa�ons and situa�ons with a variety of individuals. You can 
more quickly and effec�vely work out a client's specific problems and address them or illustrate 
how they could obtain addi�onal benefits by listening to them.

Presenta�on
In many business scenarios, you have to present your proposals, ideas, sta�s�cs, or other 
informa�on to, poten�al clients. To acquire the benefits you need to do the presenta�ons, well-
versed in properly communica�ng your message so that it has the desired impact. Not only does it 
take a lot of effort for speakers to get their message out with clarity, conciseness, poise, and 
confidence, but it also takes a lot of prac�ce for them to understand how to use useful tools like 
PowerPoint.

Wri�ng as a means of communica�on
The wri�en format is used for a lot of corporate communica�on. You must know how to write 
correctly in order to get your message through as effec�vely as possible. This reduces the 
possibili�es of readers misinterpre�ng your words; however, you should s�ll double-check your 
work for errors (in spelling, punctua�on, and facts) and use spell-check programmes or 
proofreaders on your most cri�cal documents. Otherwise, people will judge you solely on the basis 
of your wri�ng abili�es. When you send out goods that are poorly wri�en, it might reflect poorly on 
you
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Session 19.3

Networking and Liasoning skills

I.  Objec�ve:
§ To help par�cipants understand the Networking and Liasoning skills.

II.  Liaison skills
Coopera�on with others, teamwork, strong communica�on, and the ability to relate to people are 
all good liaison quali�es. An entrepreneur should also serve as the organiza�on's liaison officer. He 
should be able to interact well with the outside world and corporate groups, and he should always 
be on the lookout for opportuni�es to partner with other top enterprises.

III. Networking skills
Networking skills are essen�al in both personal and professional environments. Building your 
professional network helps you connect with individuals who can help you in your job search 
process and offer support to advance your career. By understanding the skill set required to build 
long-las�ng rela�onships can help you develop and improve them. In this ar�cle, we discuss what 
networking skills are, explore their importance, learn about different skills you may need to 
maintain rela�onships and providing an understanding of how to develop and highlight them.

IV. What are networking skills?
In both personal and professional se�ngs, networking abili�es are vital. Building a professional 
network allows you to connect with people who can assist you in your job hunt and offer advice on 
how to enhance your career. Understanding the skill set required to form and improve long-term 
rela�onships might assist you in developing and improving them. We'll talk about the networking 
abili�es you need in this ar�cle.

Why are networking skills important?

Opens up new job opportuni�es: Networking is a great strategy to enhance your career because it 
allows you to meet new people.

Increases self-confidence: The more you interact with people, the be�er your self-confidence and 
social abili�es will become.

Improves communica�on skills: Networking allows you to share your views with others. This will 
help you improve your verbal communica�on abili�es.

Assists in the search for mentors: Networking allows you to iden�fy and connect with people who 
have a lot of experience in your industry and may be able to mentor you.

Networking skills

Networking with people necessitates a variety of abili�es. Here are a few examples:
§ Communica�on 
§ Listening a�en�vely
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§ Confidence in public speaking
§ Social abili�es
§ Compassion
§ A�tude of gra�tude

How can you improve your networking abili�es?

1.  Determine your networking objec�ves
2.  Improve your public speaking and communica�on skills
3.  Seek construc�ve cri�cism
4.  Par�cipate in networking events
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Session 19.4

Working of team and groups

I.  Objec�ve:
§ To help par�cipants understand the importance of working of team and groups

II.  Teamwork 
Teamwork is defined as a group of people working together to achieve a common goal, "The 
capacity to work together toward a common goal is referred to as teamwork.

It is the ability to channel personal achievements into organiza�onal goals. It is the fuel that 
enables ordinary individuals to achieve extraordinary results." Working together and a�aining 
common goals is what teamwork entails. We must dis�nguish between teamwork and groupwork 
in order to be�er comprehend teamwork.

In the fashion industry, a single person rarely handles all parts of a project. Although one individual 
may have the ini�al vision, it is brought to reality by numerous teams. Design teams, produc�on 
teams, and sales teams are all examples of these groups. An online presence for the design firm is 
usually maintained by a team. The aggregate produc�on of the teams, or the success of the teams, 
determines the fashion company's success.

III. Importance of Team Work
A group of individuals who are working together to achieve a common goal is known as teamwork. 
"Teamwork is the ability to work together toward a common vision. The ability to direct individual 
accomplishments toward organiza�onal objec�ves. It is the fuel that allows common people to 
a�ain uncommon results."  Teamwork is a process of working together and achieving common 
goals. In order to understand teamwork be�er, we need to differen�ate between teamwork and 
group.

The fashion industry rarely relies on a single individual to handle all aspects of a project. Although 
one person might have the ini�al vision, various teams bring that vision to life. These teams include 
everything from design teams to produc�on team to sales teams. There is usually a team 
maintaining a web presence for the design company. The success of the fashion company is the 
overall output of the teams, or we can say the success of the teams of teams.

IV.  Why we should encourage Team Work.
§ Increased work efficiency
§ Improved employee rela�on
§ Increased accountability
§ Increased learning opportuni�es

V.  Some benefits of team working 
§ Endorse Infrastructure:

Increased coopera�on fosters workplace coopera�on by infusing a sense of belonging that 
promotes the growth of an ecosystem rather than a single person or team.
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§ Reten�on and Mo�va�on:
A workplace culture that encourages coopera�on, mutual respect, and empathy helps to 
mo�vate and retain employees.

§ Increased Ownership: 
Having a common vision is important because it ins�lls a sense of responsibility for a larger goal. 
It mo�vates people to collaborate and provides them a sense of achievement when they 
achieve common goals. 

§ Alterna�ve Points of View:
It is cri�cal to foster a culture that values a diversity of perspec�ves. This will aid in the 
s�mula�on of crea�vity and inven�on across all tasks.

§ Roles and responsibili�es are defined:
By using the exper�se sets of individual team members and enabling work priori�za�on, a clear 
knowledge of roles and du�es is cri�cal to ensure efficient collabora�on. Increased 
accountability and shared responsibility will result as a result of this.

§ Encourages personal growth:
Working together as a team fosters a culture of shared learning, mentorship, and advice. 
Members of a team can learn from one another's errors.
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Session 20.1

Training Need Assessment

I.  Objec�ve:
§ To help par�cipants understand the importance of Training Need Assessment

II.  Importance of Training need Assessment
A training need assessment lays the necessary groundwork for determining your organiza�on's 
true need and how your employees will best receive the required training. 

A training need assessment (TNA) is an assessment process that companies and other 
organiza�ons use to determine performance requirements and the knowledge, abili�es and skills 
that their employees need to achieve the requirements. There are three key areas that are 
considered accurate assessors of those needs:

§ Skill proficiency of employees
§ Employees' frequency of skill usage
§ Level of employees' skills crucial to job performance

One of the outputs of the training needs assessment is a list of who needs what kind of training. 
TNA aims to answer some familiar ques�ons: why, who, how, what and when. Here's a look at the 
descrip�ons of the ques�ons and what analysis can to answer them.

III.  Why to conduct the training: 
Organiza�ons typically conducts training to �e the performance problem to a working need and 
make sure that the benefits of carrying out the training are greater than the problems. To answer 
this ques�on, you have to conduct two types of analysis: feasibility analysis and needs versus 
wants analysis.
Who is involved in the training: A training typically involves appropriate par�es to solve the 
performance problem. To determine the target par�cipants for the training, you have to conduct 
a target popula�on analysis. This type of analysis allows you to learn as much as possible about 
the people who are involved in the deficiency and how to tailor a training program to engage 
them.
How to fix the performance problem: Conduc�ng training can help fix the performance problem. 
But you have to look for another remedia�on if training is not appropriate. To iden�fy what skill 
deficiency to address, you must conduct a performance analysis. This type of analysis inves�gates 
how your company or department is performing as a whole.

What is the best way to perform: There is a preferred or be�er way to do a task to get the best 
results. To iden�fy the best way to perform, you must conduct a task analysis. This type of analysis 
gets down to the fine details of exactly what your employees are doing in their individual roles.

When to conduct the training: Because holidays, work cycles, etc. affect the par�cipants' 
a�endance at the training, you must determine the best �ming to deliver training. You may 
conduct a context analysis to answer logis�cs ques�ons. Context analysis is a method to examine 
the environment in which a business operates.

Community Resource Person - Enterprise Promo�on (CRP-EP) - Trainer Hand Book - 2022 114



IV.  How to conduct a training needs assessment
There are four steps you should take to successfully conduct a training needs assessment. These 
steps include the following:

Step 1: Iden�fy the Business Need

A training assessment is the first step to any successful training program and is also a cri�cal  
aspect of succession planning. Conduc�ng this analysis allows an organiza�on to focus its efforts 
on areas of training that are necessary for employees to successfully carry out the organiza�on's 
goals, make op�mum use of the company's training dollars and mo�vate employees by 
contribu�ng to their career development. The person conduc�ng the training needs assessment 
must clearly understand the overall organiza�on and department goals and priori�es, so he or she 
can properly assess the training op�ons and iden�fy which training opportuni�es will contribute 
most to the overall success of employees, the business units and the organiza�on as a whole.

Essen�ally, why is the organiza�on conduc�ng a training needs assessment? What is the end result 
that the employee, manager or execu�ve team is trying to accomplish? Will training contribute to 
this accomplishment? Some�mes training is not the answer. There may be other organiza�onal 
issues that would be best addressed through another means—for example, through job analysis, 
goal clarifica�on, reorganizing or realigning a department, or employee engagement.

Step 2: Perform a Gap Analysis

Performing a gap analysis involves assessing the current state of a department's or employee's 
performance or skills and comparing this to the desired level. The difference between the exis�ng 
state and the desired state is the gap. There are many different methods for conduc�ng a gap 
analysis. The method for iden�fying the gap will depend on the organiza�on and the situa�on. 
Depending on the situa�on, it may be helpful to use one or more gap analysis methods. Some gap 
analysis assessment tools are the following:

HR records: HR records can include accident and safety reports, job descrip�ons, job 
competencies, exit interviews, performance evalua�ons and other company records such as 
produc�on, sales and cost records. For example, if a department has a drama�c increase in 
workplace accidents, then it would be important to review accident reports as part of the gap 
analysis prior to conduc�ng safety training.

Individual interviews: Individual interviews may be conducted with employees, supervisors, 
senior managers and even some�mes clients/customers or outside vendors. If an organiza�on is 
providing safety training, talking with the employees who not only had the accidents but also 
witnessed the accidents would be advisable. In addi�on, talking to employees who have never had 
accidents could be useful in crea�ng a training program that includes a standard of safe prac�ces. If 
the accidents involved equipment, it may be beneficial to talk to the vendor that manufactured or 
serviced the equipment. The informa�on gathered can iden�fy the gaps that an organiza�on needs 
to address. A company and its employees can benefit from new training opportuni�es as a result of 
the training needs assessment.

Focus groups: Unlike individual interviews, using focus groups involves simultaneously ques�oning 
a number of individuals about training needs. Best results occur with a department or group of 
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employees who have similar training needs. The par�cipants brainstorm about all the training 
needs they can think of and write them on a flip chart. Then each person is provided perhaps five 
dots or s�cky notes (employers should provide the number of dots or s�cky notes that will work 
best for the organiza�on). Each individual places his or her dots or s�cky notes on the training ideas 
he or she believes are the most important. An individual could choose to place one dot on five 
different items, or all five on one training item.

Surveys, ques�onnaires and self-assessments: Surveys generally use a standardized format and 
can be done in wri�ng, electronically or by phone. Depending on the situa�on, it may be helpful to 
conduct surveys with employees as well as with customers. When conduc�ng a customer service 
training needs assessment, employers should ask employees what would help them provide be�er 
customer service. Employers should also obtain opinions from customers about their experiences 
with employees.

Observa�ons: Sources for observa�on include a supervisor's direct observa�on and input, on-the-
job simula�ons of work se�ngs, and wri�en work samples.

Step 3: Assess Training Op�ons

The gap analysis generates a list of training op�ons and needs. Now the list can be assessed based 
on the goals and priori�es of the organiza�on, both currently and in the future.

A scale of 1 to 3 could be used with number 1 being cri�cal, 2 being important and 3 being not 
important at all. Here are factors to consider when determining if training is a viable op�on.

Solu�on to a problem:
 For example, an employee has a performance problem that has clearly been iden�fied as a training 
issue. The employee is provided with addi�onal on-the-job training in which he or she successfully 
acquires the needed skills. As a result, the company would have a fully competent employee who is 
also mee�ng the required performance standards.

Cost:
 Cost of training is a significant factor that needs to be weighed in terms of importance. Depending 
on the situa�on, the organiza�on may be willing to invest a significant amount in one training but 
not in the others listed due to organiza�onal priori�es and finances. Here is the formula to calculate 
the total cost of training:
Number of Employees Trained x Cost of Training = Total Cost of Training

Return on investment:
Return on investment (ROI) is a calcula�on showing the value of expenditures related to training 
and development. It can also be used to show how long it will take for these ac�vi�es to pay for 
themselves and to provide a return on investment to the organiza�on.
Legal compliance: 
If any of the training needs from the gap analysis are required legally (i.e., by federal, state or 
industry laws) or to maintain employees' licenses or cer�fica�ons, then these trainings would be a 
high priority. 
 
Time: 
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 Some�mes the amount of �me involved to build the capacity within the organiza�on will affect its 
opera�onal needs as it can interfere with the employees' ability to complete other job du�es. In 
this case, it may be more beneficial to hire the talent from outside the organiza�on or outsource 
the task to fill in the skills gaps. In other cases, like succession planning, the organiza�on can afford 
a long-term commitment to building the capacity from within.

Remaining compe��ve: 
Perhaps there exists minimal knowledge/competencies in a new product or service that is 
nega�vely affec�ng company revenue. The employer can provide the needed training to its 
employees so that the new product or service generates or exceeds the desired revenue. In this 
situa�on, the company benefits from the increase in revenue, therefore outweighing the cost of 
training.

A�er all the training needs/op�ons have been assessed, the HR professional will have a list of 
training priori�es for individual employees, departments or the organiza�on as a whole.

Step 4: Report Training Needs and Recommend Training Plans

The next step is to report the findings from the training needs assessment, and make 
recommenda�ons for short- and long-term training plans and budgets, star�ng with the most 
cri�cal priori�es from the training op�on list. If there is a �meline for any of the trainings, such as a 
deadline to sa�sfy training obliga�ons for legal compliance purposes, then they should be 
budgeted and scheduled accordingly. The report should include a summary of why and how the 
assessment was completed, the methods used and people involved, and the training 
recommenda�ons with a general �meline.

Considera�ons for the report and recommended training plans include:

What training is already being offered, and should it con�nue to be offered?
Will the training be conducted in-house or externally?
Does it make sense to bring in a trainer to train several employees on the same subject ma�er, 
rather than send everyone to an off-site training?
Does the company have the subject ma�er exper�se within HR, the training department or 
another department to conduct the training?
Can and should the training be conducted online?
What is the learning style of the par�cipants?
Are all par�cipants at one loca�on or mul�ple loca�ons, or are they decentralized?
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Session 20.2 

Structuring training modules as per Training Needs of the target group

I.  Objec�ve:
§ To help par�cipants how to prepare a Training Module as per training need

II.  What is a training module?
A training module is a segment of an overall learning course that focuses on a specific topic or 
objec�ve. Think of it like a chapter of a book. Each training module (or chapter) acts as a step in a 
learner's journey, each �me edging closer to comple�ng the overall course. 

Training modules can vary in format, from interac�ve videos and quizzes to text rich modules or 
demonstra�ons. Ideally, it's best to incorporate a blend of different training module types to 
ensure you're catering for different learning styles and promo�ng employee engagement 
throughout.

A training module is one structured sec�on of a course. The content within a training module 
should be designed, and created, to support the learner's intake and reten�on of the informa�on it 
contains. Grouping training modules together is used to create step-by-step learning.

III. How to create the best training modules

Here are our recommended steps to follow when building effec�ve training modules:

Step 1: Establish your training objec�ves
The most important step comes right at the beginning and that's understanding the challenge. Set 
objec�ves on what you need your training to achieve. 

To do this, it's important that you understand the problems that your teams are coming up against, 
the priority areas that need addressing and what an ideal outcome looks like. That way, you can 
begin to work backwards and get to the crux of what you need your users to learn as a result of your 
training course. 

Once you've established this, you can start to break this down into topics and map out the different 
modules you need to create. For each training module, be sure to set SMART goals (specific, 
measurable, achievable, realis�c and �me-bound) so you can measure how they perform and 
make itera�ons at a later stage, if necessary.

Step 2: Define your audience
It's vital that you understand who exactly the training is for so that you can pitch it at the right level: 
training that's too difficult or simplis�c will cause a drop off in engagement and par�cipa�on. 
Take some �me to get to grips with your audience so you can establish an appropriate tone of voice 
and difficulty level. Depending on your audience, you may need to break certain topics into 
mul�ple modules, while for others, one module may be sufficient, so be mindful of this in the 
planning stage. 
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Consider whether there are any specific learning styles that may yield be�er par�cipa�on or 
engagement rates from your audience. For example, if your audience is par�cularly �me-poor, it 
may be worth crea�ng microlearning modules – and if your audience has previously demonstrated 
a lack of engagement with elearning courses, consider integra�ng gamified elements to boost 
employee par�cipa�on.

Step 3: Decide on the right content format
There's no such thing as one size fits all when it comes to building training modules; some formats 
may work well for some topics but not for others. Engage Subject Ma�er Experts at this stage to 
determine the best content format for each module.

i)  Scenario-based learning
This type of training module is great for complex projects that are made up of lots of different 
aspects. Scenario based learning allows the learner to explore different situa�ons and reflect on 
the ac�ons they would take and the impact this would have.
Best for:
§ Allowing employees to test real-life scenarios in a simulated environment
§ Crea�ng an immersive learning environment
§ Challenging your learners to think independently and react to different scenarios

ii) Video
Video is one of the most engaging training module types and great for how-to type content. 
Video is also an effec�ve medium for conveying stories and evoking emo�on, which can make it a 
good op�on for HR-related training. 

Best for:
§ Presen�ng informa�on in an immersive, emo�ve and engaging way
§ Quick employee onboarding
§ Product demos

iii)  Microlearning
Micro learning is where topics are broken down into short, bite size training modules, allowing 
for greater flexibility and higher learner engagement. It can be a useful format for making large 
complex topics into easier-to-consume chunks of informa�on.

Best for:
§ Time poor employees
§ Conduc�ng training li�le and o�en
§ Focusing on core messages and takeaways

iv)  Quizzes
U�lizing quiz modules within your elearning course can inject an element of fun and transform 
poten�ally boring content into an engaging gaming experience. Quizzes allow learners to put 
their knowledge to the test and build on their performance throughout the training.

Best for:
§ Challenging your learners
§ Rewarding and incen�vising users with leader boards and badges
§ Tracking how well your employees have understood a par�cular topic
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v) Personalized training modules
Personalized training modules use branching scenarios to personalize the content, based on the 
responses of the user. It's an effec�ve way to ensure that your content is tailored to different 
individuals and is relevant and useful to them. 

Best for:
§ Assessing skips gaps
§ Delivering the most relevant content
§ Self-reflec�ve learning

Step 4: Create your training module template
Once you've decided which module is the best fit, it's �me to build your training module template 
using your chosen authoring tool. Either build from scratch or from pre-exis�ng elearning design 
templates. Edi�ng an exis�ng template can save you �me and help to ensure consistent branding 
throughout.

Step 5: Test and test again 
Before launching your training module, it's cri�cal that you test it on a sample audience and 
generate feedback from other stakeholders. Tes�ng will help to iden�fy any poten�al snags or gaps 
in the training that may need addressing before it's pushed out to your intended audience. Consult 
your Subject Ma�er Experts again at this point who can advise on any addi�onal content to include 
or where exis�ng content can be improved.

Collect feedback from your test audience on their general experience, the usability of it and what 
they liked the most and the least. Was it easy to follow? Did they find it engaging? This can inform 
any improvements that can enhance the user experience or make the content easier to digest. 

Step 6: Publish the training module
A�er making necessary changes if any from the tes�ng stage, it's ready to get publish the training 
module in order to give access to the trainees.

It's important that you review how your training module performs against your SMART goals on a 
regular basis to understand whether further improvements can be made, or if it's worth crea�ng 
suppor�ng modules that can help employees top up their knowledge.
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Session 20.3

Different Training Aids

I.  Objec�ve:
§ To make the Par�cipants aware about the different Training Aids

II.  Training Aids
Training aids 
§ Help the trainee to get more �me to and make learning permanent.
§ Mo�vate the students properly through different training aids through which they put more 

efforts into learning.
§ Training aids provide correct model for theore�cal philosophy.

III.  Why Use Training Aids?
All learning is through the senses. The more senses are brought into use, the more effec�ve is the 
learning; 97 percent of learning is achieved through simultaneous appeal to the eye and ear. It is 
because of this that we should make use of audiovisual aids in training.
Effec�ve use of audiovisual aids can be included in any sort of presenta�on. Charts, slides, videos, 
overhead transparencies and films can be used to add interest as well as supplement verbal 
explana�ons.
Proper use of instruc�onal aids saves �me, adds interest, helps trainees learn and makes your job 
easier. But remember that aids to training are aids only. They are not subs�tutes for training.
Trainers should use training aids to supplement their training rather than to replace all or part of 
it.

IV.  Classifica�on o Instruc�onal Aids 
Projec�ve
§ Mo�on pictures
§ Videos
§ Colour slides
§ Overhead projector transparencies
§ Computer pallet
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Non-projec�ve
§ Chalkboard
§ Whiteboard
§ Charts and diagrams
§ Models
§ Exhibits
§ Handouts
§ Tape recorder

V.  Selec�on of  Training Aids
In selec�ng aids, take into account the following:
§ Prac�cability
§ A�rac�veness and interest; vividness
§ Suitability
§ Complexity
§ Clarity
§ Portability
§ Serviceability
§ Availability
§ Loca�on
§ Prepara�on and presenta�on
§ Time factor

VI.  Principles to Follow in Adop�ng a Visual Approach
§ Anything that can be quan�fied or is factual can be presented visually
§ Obtain and select the necessary data; confusing data and confusing informa�on will result in 

confusing visuals
§ Know clearly what you want to say in your visuals; write it down
§ Plan your visuals; know what you want to include
§ Try the visuals out on others before you use them

Tips to ensure the trainees do not go to sleep during presenta�on of your visuals
§ Make your visuals visible
§ Ensure that the trainees can see them
§ Use colour for headings
§ Take care with drawings; they can be misinterpreted
§ Make them simple; eliminate details
§ Ensure the key feature occupies a prominent part of the screen or display
§ Minimize reflec�on
§ Show all the key points 

Prepara�on
§ Plan carefully the use of instruc�onal aids
§ Make sure that the aids can be seen clearly from all areas of the room
§ If you write, write clearly
§ Use colour for emphasis

VI.  Charts and Diagrams
These fall in two main categories:
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I) Bold and simple
These are for use during a training session. They should:
§ Be large enough to be seen by all
§ Not necessarily be self-explanatory
§ Be func�onally coloured
§ Include only the essen�als

ii) Detailed
These are for close study at leisure. They should:
§ Be more or less self-explanatory
§ Be of medium or small size
§ Be suitable for semi-permanent display
§ Be ar�s�cally produced

VII. Handouts
Handouts are specially prepared sheets and notes. They are used:
§ For reference purposes during the session or course
§ To subs�tute for note taking
§ To retain as a permanent record for reference a�er the course

A handout can:
§ Introduce a topic
§ Provide revision
§ Provoke discussion

Handouts should:
§ Be brief and sharp/containing only essen�al details
§ Be accurate and complete
§ Be designed clearly and a�rac�vely, with good use of white space
§ Include diagrams if appropriate
§ Always have a �tle
§ Be planned
§ Be of a standard size
§ Be presented in a logical sequence
§ Be pitched at a level appropriate to the audience

Why use handouts?
§ They carry the stamp of authority
§ They provide a record of important informa�on
§ They supply data to reflect the presenta�on
§ They can provide background documenta�on
§ They can be studied at the reader's own pace
§ They convey with certainty the same data to a number of people
§ They appeal to the sense of sight

When should handouts be distributed?
§ Before the presenta�on
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§ During the presenta�on
§ At the end

VIII.  OVERHEAD TRANSPARENCIES
The overhead projector is one of the most useful training aids. It can replace the need for 
chalkboards, whiteboards and charts. The overhead projector can be used for presenta�on to a 
group of any size.

All material for use on an overhead projector needs to be reproduced on to transparencies using 
either special pens or printers with either non-permanent or permanent ink (the la�er if the 
trainer wants to keep and reuse the transparencies). It is also possible to make either black and 
white or colour transparencies using a specially designed photocopier. Computer-generated 
transparencies can be excellent.

Design of overhead transparencies
§ Keep them simple
§ Include only essen�als
§ Make sure le�ering is of sufficient height (>5 mm)
§ Use colour on colourless film or contras�ng colours on coloured film
§ Do not clu�er (no more than seven principle points to a transparency)
§ Illustra�ons can be useful

Using the overhead projector
§ Make sure the projector is placed so that all can see
§ Focus correctly
§ Use masking technique: cover part of the transparency so only the material you are 

discussing is shown

The overhead projector is probably the most flexible of the aids available to the trainer. Used 
correctly, it will enhance trainee learning by making presenta�ons more interes�ng and 
explana�ons clearer.

IX.  The Computer Pallet
The computer pallet is a device that replaces the computer screen. It is placed on top of an 
overhead projector, allowing the instructor to project material that has been prepared and stored 
on a computer disk.

The same basic principles that apply to the design of overhead transparencies also apply to the 
prepara�on of material on a computer for use on a computer pallet. The benefits of using a 
computer pallet include flexibility and the ability to amend material easily. Par�cular computer 
programs, if available to the instructor, can provide a large selec�on of graphic materials and 
presenta�on packages.

At present this technology is not widely available. An instructor who wishes to u�lize a computer 
pallet should be trained and familiar with its use.

Colour Slides
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Main features
§ Slides are rela�vely inexpensive to procure
§ They are easily used
§ They facilitate study of a topic one step at a �me
§ All trainees get the same clear view
§ Each frame can be studied and discussed at leisure during the screening
§ They can be used in conjunc�on with a tape-recorder (tape/slide sequence)

How to use slides effec�vely
§ Do not treat as entertainment
§ Select slides that are relevant
§ Plan your presenta�on
§ Include an introduc�on and conclusion
§ Do not prolong the presenta�on
§ Ensure the equipment is sound and well set up before the presenta�on

X.  VIDEOS
§ Make sure videos are directly related to the subject; do not use them merely for 

entertainment or to give yourself a rest
§ Make sure all trainees can see the monitor
§ The video should be introduced; trainees should be told what it is about and what they 

should look for
§ Review the video in a discussion a�er screening

Tips for an Effec�ve Presenta�on

Always:
§ Allow ample �me for prepara�on: sufficient �me to plan and construct and sufficient �me to 

rehearse
§ Make a file copy of your visuals
§ Check on your worst seats, those on the extreme right and le�
§ Mount screen high enough for all to see
§ Remove compe�ng a�rac�ons; compe��on will reduce impact of your visuals
§ Check all arrangements before you go on, even if it means going without your breakfast, lunch 

or dinner; make sure you have done everything possible for a smooth presenta�on
§ Maintain constant contact with your audience; know your visuals well enough that you do not 

have to break your commentary to check points
§ Time your visuals to coincide with your comments; mis�ming is distrac�ng
§ Make your presenta�on straigh�orward; be sincere and win the confidence of your audience
§ Keep your visuals moving; parallel the flow of your words with the flow of visuals
§ Use only the required number of words; avoid excessive wordage
§ Use only well-trained assistants who know the visuals as well as you do
§ Keep your visuals; they may be needed again
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Session 20.4

Behavioral games of Ring Toss

I.  Objec�ve:
§ To make the trainees involved in the behavioural Game Ring Toss 
§ To make them understand about risk taking 

II.  Session Guide
Follow page No. 23 of AMT Manual

Session 21.1

Behavioral games of Boat Building

I.  Objec�ve:
§ To make the trainees involved in the behavioral game,  Boat Building 
§ To make them understand the importance of Time Management, Quality, Op�mum Resource 

U�liza�on

II.  Session Guide
Follow page No. 24 & 25 of AMT Manual
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Session 21.2

Methods of crea�ng awareness among the community

I.  Objec�ve:
§ To encourage  the trainees to iden�fy the various technique to create awareness among the 

community

II.  Need for crea�ng awareness about SVEP
India has progressed to a level to compete other developed na�ons in industrializa�on, agriculture, 
science, technology, and moderniza�on. On the contrary majority of them are poverty striken, 
illiterates, ill health and powerless. It is a fact that, every year crores of money is spent in assis�ng 
the poor families in a view to improve their economic condi�on and eventually raise them form 
below the poverty line. The schemes like Integrated Rural Development Programme, Na�onal 
Rural Employment Programme, Rural Landless Employment Guarantee Programme, Drought 
Prone Areas Programme, Special Livestock Produc�on Programme, Agricultural Development 
Programme, Training for Rural Youth for Self Employment, Development of Women and Children in 
Rural Areas, Primary Health Care, Rural Water Supply, Rural Road etc., are intended to supplement 
in assis�ng those families whoever unable to cross the poverty line during the previous plans and 
to take new beneficiaries in the current and consequent years.

Importance of SVEP in Rural Enterprise Development
SVEP develops an eco-system for enterprise development in rural areas consis�ng of Community 
Enterprise Fund (CEF) for enterprise funding, Cadre of Community Resource Persons-Enterprise 
Promo�on (CRP-EP) for providing Business Support Services which includes prepara�on of 
business plans, trainings, accessing loans from Banks etc. and dedicated centre at block level for 
providing informa�on to entrepreneurs.

CRP-EPs are selected from the community where the programme is being implemented as they 
understand the local context and their familiarity with the NRLM eco-system. CRP-EPs along with 
the Block Programme Manager (BPM) and the Mentor are the key human resources at the block 
level for implemen�ng the programme. They play an important role for Orienta�on of CBOs on 
Enterprise development, business plan prepara�on, market linkages and handholding support to 
entrepreneurs.

The SVEP proposes to address following three major problems of rural start-ups
Under SVEP, the rural entrepreneurs will get technical support in the following three broad areas so 
that the enterprises (both exis�ng and newly promoted) in the rural will become profitable.   

a) A missing knowledge eco-system - the poten�al entrepreneurs do not have the skills of 
choosing which enterprise to start and how to do a feasibility analysis of the proposed 
enterprise. Common mistakes like star�ng an enterprise in a “me-too” manner or on the basis of 
“herd mentality” – copying any enterprise that is moderately successful occur frequently. There 
is also lack of specific business domain skills and many a �mes they lack business numeracy skills 
as well.

This gap shall be met by crea�ng adequate trained social capital to guide and provide necessary 
support services to rural entrepreneurs (both new and exis�ng entrepreneurs). MORD seeks to 
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create a cadre of Community Resource Persons – enterprise promo�on (CRP-EPs) in all the 
blocks where SEVP interven�on is being implemented. Local youth with numeracy skills shall be 
selected and trained to become CRP-EP's. These CRP-EP's shall help trigger poten�al 
entrepreneurs to start their enterprises and shall help them in doing a business feasibility 
analysis before star�ng up.

b)  A missing incuba�on eco-system - Post star�ng the enterprise, the entrepreneurs do not have a 
mechanism of an advisor from whom they can seek help, specifically for business planning, risk 
assessment, working capital requirements, accoun�ng, monitoring, cos�ng and pricing, 
understanding seasonal demand  etc. Also, there is no mechanism for peer to   peer learning 
from similar entrepreneurs. Most enterprises fail due to not having this support eco-system in 
the cri�cal first 6 months of opera�ons.

This gap shall be met by the CRP-EPs, who'll handhold the entrepreneurs from start-up to at 
least six months post start-up. The CRP-EPs shall be supported by a so�ware which shall help 
the CRP-EP make a usable P&L for the enterprise based on basic business data being fed into the 
same, shall create regional benchmarks for business performance parameters and use the 
same for giving performance feedback to the entrepreneurs.

c)  A missing financial eco-system - The poor do not have access to bank finance and the exis�ng 
mechanism of finance from moneylenders or MFIs or SHGs is not suited for businesses. 
Enterprises need working capital finance and startup finance, with some moratorium and 
flexible repayment schedules. The exis�ng loans from MFIs or even the SHG's are of a fixed 
tenure with monthly EMIs which do not lend itself to enterprises with seasonal demand and 
supply cycles.

SVEP plans to address this gap by providing a loan to the entrepreneur for start-up, from a 
dedicated community investment fund, vested with a block level community based 
organiza�on (CBO). Post start-up, the enterprise's business performance and loan repayment 
history to the CBO shall be captured in the so�ware and can be provided to the banks while 
applying for a loan for scaling up the enterprise.

Hence the awareness among the community regarding SVEP and CRP EPs are important as both 
are complimen�ng each other for the success of the project as per the envisaged aim.

III.  Methods of crea�ng awareness
Awareness is the first step towards making programs successful. It has been seen, that many 
programmes launched by government finish unno�ced by the general public, though they are 
meant for the public. The reason is lack of proper tools of awareness, most of the awareness 
campaigns take with the help of electronic media; however, most of the rural popula�on in India 
s�ll does not have access to electronic media. The agencies associated with any sanita�on 
programme should create awareness among the general masses in rural areas about sanita�on 
schemes through street play, folk shows etc.

Through individual contact, dialogue, group discussion and community mee�ngs the personnel 
should acquire a fair degree of familiarity with the people and their culture, the needs and 
priori�es and the awareness programme to be implemented.
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The mo�va�onal pendulum of awareness which is round the clock should keep the people on the 
move of learning through their experiences, thus strengthen the capabili�es of the people to 
enable themselves to draw out relevant strategies to the more organized and work in order to 
shi� the SEP or cultural systems to their favor - to democra�c, secular and socialist society. To 
communicate to the people possible means of communica�on methods shall be adopted taking 
into account the culture and tradi�on. Relevant messages shall be documented and disseminated 
to the poor and at one stage the people should be trained to communicate within themselves 
without any financial constraints.

Hence, the media has an important role to play in changing the lives of the people through 
dissemina�ng relevant informa�on to the people that would help them to make their own des�ny.
The ul�mate responsibility for promo�ng self-employment among SHG members rests with the 
community ins�tu�ons.

 However, given the present context, it is difficult for the community network to support the first-
genera�on entrepreneurs based on their limited technical business logic and knowledge. To cover 
for this gap, the community network, through their CLF, shall engage with the SRLM empaneled 
CRP-EPs, individually or as a group to provide technical support to the BRC. 

The CRP-EPs, individually or as a group are an independent en�ty responsible for their own 
revenue and profits.

The CLF shall enter into a contract with the CRP-EPs, individually or as a group to provide enterprise 
related support to the SHG women or their family members in exchange for a fee. 
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Session 21.3

Process of Maintaining Documents, files and indexing

I.  Objec�ve:
§ To  make the trainees understand the importance of proper documenta�on
§ To get the trainees acquainted with the process of documenta�on

II.  Filing and Indexing
Filing is the process of arranging and storing records so that they can be referred to at any �me. The 
main objec�ves of arrangement of records are:

Careful storing, easy availability, ready reference, future planning, effec�ve control, evidence in 
court and follow-up steps. 

Centralized filing means a filing department in general office, whereas under decentralized filing 
every department maintains its own records. They have their own merits and demerits.

Systems of classifica�on of files are: alphabe�cal, numerical, geographical and subject wise.

Methods of filing are: horizontal and ver�cal. 
Old methods of horizontal filing are: wire file, folder file, pigeon hole, box file, guard book file, 
expanding case and arch liver file. The most modern method is ver�cal filing system. There are 
certain adapta�ons of ver�cal system such as suspension filing, lateral filing, open shelf, visible, 
rotary filing etc. All the systems of classifica�on of files have their own merits and demerits.

Indexing is the process which helps loca�ng the name, subject etc. under which the documents are 
filed. Indexing is necessary for easy loca�on of files and cross referencing. Types of index are : 
ordinary page index (like bound book, loose leaf and vowel), ver�cal card, visible card, strip and 
rotary index. All the methods have their own advantages and disadvantages.

The two aspects of management of records are 'filing' and 'indexing'. Filing is the process of 
organizing the documents and records in a proper sequence. Indexing is the device for loca�ng 
documents which have been filed. 

III.  Why should organiza�ons have a good filing system
Filing means keeping documents in a safe place and being able to find them easily and quickly. 
Documents that are cared for will not easily tear, get lost or dirty.

A filing system is the central record-keeping system for an organisa�on. It helps you to be 
organised, systema�c, efficient and transparent. It also helps all people who should be able to 
access informa�on to do so easily.

It is always a pleasure when someone looks for something and is able to find it without difficul�es. 
In our organiza�ons we work in groups. We receive and send out documents on different subjects. 
We need to keep these documents for future reference. If these documents are not cared for, we 
cannot account for all our organiza�onal ac�vi�es. Everyone who needs to use documents should 
know where to get them.
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IV.  Important things to know about filing

What do we file?
We file documents that are sent to us by other people or organisa�ons. We also file records of all 
our organisa�onal ac�vi�es. These can be le�ers, memos, reports, financial records, policy 
documents, etc.

When do we file?
This depends on how busy your office is. In very busy organisa�ons filing is done at least every day 
and usually first thing in the morning. In a small or less busy office you could file once or twice a 
week.

Equipment used for filing
Filing Cabinet - It is used to keep flat files and suspension or hanging files
Steel Cabinet - It is used to keep big files that need to be locked up
Date Stamp - It is used to date stamp documents that are received on daily basis so that they are 
filed in chronological order and so we have a record of when we received the document
Register - It is used to record files taken out and files returned
Filing shelves - It is used to file box files
Box file - This is a big file that is used to keep big documents that cannot go into a filing cabinet. They 
are kept in shelves.

What files are used and how are they used?
Clip folders - they are used for documents that need to be taken out very o�en; they hold 
documents �ghtly so that they do not fall out.
Folders - paper or cardboard folders are used to keep loose documents together. The folders are 
placed inside suspension or box files.
Suspension file -the suspension files are used to keep documents in filing cabinets. The files are put 
into the drawers upright. The suspension files hangs down from the cradle. These files always 
remain in the cabinets but folders inside them can be taken out.
Box files - they are used to keep big documents including magazines and books.
Lever arch files -documents are kept firm in these files and allow one to look at documents without 
taking them out of the file.

V.  Methods of filing
There are 5 methods of filing:
§ Filing by Subject/Category
§ Filing in Alphabe�cal order
§ Filing by Numbers/Numerical order
§ Filing by Places/Geographical order
§ Filing by Dates/Chronological order

These ways of filing is called classifica�on and means organising things that are alike, together. You 
can, however, combine some of these methods. For example, files that are kept together according 
to what they are about we say are subject filing but, inside each file the documents could be filed 
according to date order.
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VI. Essen�als of a good filing system
The system of filing must achieve its objec�ves. The following are the chief characteris�cs of a 
good filing system.

1. Simplicity
The system should be simple so that the employees concerned may operate it without any 
difficulty.

2. Accessibility
The system should enable files to be easily located and papers to be inserted in files without 
disturbing the arrangement.

3. Compactness
The filing sec�on should occupy reasonable space in view of the cost implica�on of large space.

4. Economy
The cost of installa�on and opera�on of the system should be propor�onate to the benefits 
derived from it.

5. Flexibility
The system should be capable of expansion as the ac�vi�es of the
organisa�on expand.

6. Safety
The records should be safe and available whenever they are needed.
There should not be any danger regarding insects, rain and mishandling.

7. Reten�on
There should be a well-defined policy of retaining or discarding the papers and records. Dead 
material must be discarded periodically.

8. Classifica�on
Most suitable method of classifica�on should be adopted. Too many miscellaneous files and 
bulky files must be avoided.

VII.  Purpose of Indexing

Meaning and Purpose
Indexing is an important aid to filing. Filing and indexing are so interrelated that filing without 
indexing is incomplete and indexing without filing does not exist.

Indexing is the process of determining the name, subject or other cap�ons under which the 
documents are filed. Index is a guide to records. The main purpose of an index is to facilitate the 
loca�on of required files and papers. Index helps the staff to find out whether a par�cular file 
exists for a party or subject, and its place in the container. It also facilitates cross referencing. 
Where records are classified in numerical order, or subject wise an index is necessary.
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The purposes served by indexing are as follows:
(i)    easy loca�on of files and documents
(ii)   speedy cross-referencing
        Systems of Filing and Indexing :: 61A
(iii)  saving of �me and effort in loca�ng records
(iv)  efficiency of record keeping
(v)   reducing the opera�ng cost of records management

A good indexing system should be simple, economical, safe, elas�c and efficient.
It should provide for cross referencing of files. Tabs, guides or slips should be used for indica�ons 
for quick referencing.

VIII.  Types of Index

Various types of indexes are used in different offices according to their requirements. 

The main types of indexes are:
1. Ordinary Page Index

(a)  Bound book index
(b)  Loose leaf index
(c)   Vowel index

2. Ver�cal Card Index
3. Visible Card Index
4. Strip Index
5. Wheel or Rotary Index

1.  Ordinary Page Index
It is similar to the subject index given at the end of standard books inwhich the subject ma�er is 
alphabe�cally arranged and then relevantpage numbers are given against each heading or sub-
heading. Some�mes it consists of specially designed pages fi�ed with a tab indica�ng an 
alphabet and on each page the names or subjects star�ng with thatalphabet are wri�en along 
with the page numbers. This type of indexcan be

(a) Bound Book index, (b) Loose Leaf index, or (c) VowelIndex.
(a) Bound Book Index: Under this system, index is prepared in abound book or register divided 

into alphabe�cal sec�ons in which the

names or documents are entered. Each sec�on has the leaves cut awayat the right hand side so 
that the ini�al le�ers of all the sec�ons are visible at a glance. All entries rela�ng to a le�er or 
alphabet are arranged in the same sec�on or page reserved for it.

The merits of this method are: (i) It is a very simple method of indexing;(ii) No special training is 
required of the staff; (iii) It is very economical62 :: Commerce (Business Studies)as it does not need 
costly equipment. (iv) It is compact and handy andcan be used for a long period; (v) It is popular in 
small organisa�ons.

Community Resource Person - Enterprise Promo�on (CRP-EP) - Trainer Hand Book - 2022133



The main drawbacks are :
(i) It is not flexible and cannot be expanded beyond a limit; 
(ii) Altera�on is not possible if anything has been wrongly entered. Dead subjects cannot be 
deleted; 
(iii) The loca�on of names is difficult as they are not entered in alphabe�cal sequence; 
(iv) It is suitable for small offices only.

(b) Loose-Leaf Index: This is an improved version of the bound book index. The bound book 
becomes inconvenient to handle if it is too big.

In loose leaf index single sheets are punched to fit in between metal hinges with the help of a metal 
screw. Pages are loose so that any page can be taken out or addi�onal pages inserted. To insert or 
remove the pages the metal hinges have to be unscrewed. The binder with the loose index sheets 
can be locked so that no one can take out any sheet without having authority to do so.

The main advantages of loose-leaf index are :
(i)    This method provides for maximum flexibility and can be adapted to suit the needs.
(ii)   It is convenient to handle and provides quick and easy reference. 
(iii)  Dead records can be withdrawn and stored at the back. 
(iv)  It is more economical than other methods of indexing.
(v)  The sheets can be used for many different purposes such as keeping addi�onal informa�on 

regarding a customer e.g. credit ra�ng, telephone number, postal and telegraphic addresse 
etc.

The main drawbacks are :
(I)    It takes longer to locate a par�cular index page. 
(ii)   Through constant handling the sheet may be damaged. 
(iii)  There is a possibility of the sheets being misplaced a�er they have been taken out. 
(iv)  If pages are used for mul�ple purposes, there are chancesof commi�ng errors.

Vowel Index: It is a modifica�on of the book index. In big organisa�ons which deal with large 
correspondence, the index book is maintained onthe basis of vowel classifica�on in order to 
facilitate quick reference.

The sec�on of book reserved for an alphabet is subdivided into subsec�ons, each of which is 
reserved for a vowel, that is, a, e, I, o, u and y.

The page is first selected by the ini�al le�er and then by the vowel occurring a�er the ini�al le�er, 
For example, the name 'Gandhi' will be recorded in the sec�on reserved for 'G' and in the vowel 
sub-sec�on'a'. The system is simple, easy to operate, economical, and suitable for large 
organisa�ons. but it is not suitable for small offices.

Systems of Filing and Indexing :63A

2.  Ver�cal Card Index
Under this system each subject, customer or document is allo�ed a separate card on which 
necessary informa�on appears. The cards maybe of small size (12.5 cms x 7.5 cms) or as per 
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need. They are classified and arranged alphabe�cally, numerically, geographically or subject 
wise.

The alphabe�cal classifica�on is more popular. In some cases more than one card may be 
prepared for the same set of informa�on and each card may be arranged in different manner 
e.g. in library usually two cards are prepared for each book — one is arranged on the basis of 
author and the other on the basis of �tle of the book. The cards are filed ver�cally in steel or 
wooden drawers. A hole is punched into each card to keep the card in its proper place. Guide 
Cards may be used to indicate groups of cards in a class. This type of index is very popular in big 
offices.

It has many advantages. 
(i)   It provides for flexibility as the number of cards can be increased or decreased without 

disturbing the arrangement.
(ii)    It is economical to operate 
(iii)   It is simple and easy to understand.
(iv)   The system can be used for many different purposes.
 (v)   Dead records can be withdrawn at any �me. 
(vi)   It can be used by several persons at the same �me.
 (vii)  Cards can be arranged in any order.

It suffers from certain limita�ons.
 (i)    All the cards are not visible at a glance. 
(ii)   Cards may get lost or damaged since removal of cards is easy. 
(iii)  Cards may get torn due to constant handling. 
(iv)  The equipment is costly. 
(v)  A regular check is required to ensure that cards removed for reference are replaced in their 

proper places.

3.  Visible Card Index
Under this system, the cards are arranged flat in a shallow tray or metal frame. Each card is 
a�ached to metal hinge and overlaps the one before it, so that name address and other 
par�culars are visible without touching other cards. The frames or trays are a�ached ver�cally 
to the metal stands or they can be put horizontally into cabinets. The details of data can be 
wri�en or typed on the front or back of the cards for reference.

The advantages are :
(I)     It occupies less space.
(ii)    The reference is much faster. Cards are easily located.
(iii)   any informa�on can be added without disturbing the arrangement.
(iv)   Out dated cards can be removed easily whenever necessary. 
(v)     Its capacity is quite large. More cards can be accommodated in the same space. 
(vi)   It is widely used in libraries, banks, insurance companies and other organisa�ons.

Visible card index also suffers from certain drawbacks. 
(i)   It requires costly equipment. 
(ii)  Designing and opera�ng the system needs special training. (iii) Making entries on cards takes 

more �me.
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4.  Strip Index
In every office there is need for a list of names of par�es to be maintained with their telephone 
numbers, addresses etc. A line entry on a narrow strip of card board can be prepared for a single 
item. These strips are arranged in a frame in such a way that they can be taken out and replaced 
with ease. Frames can be hanged on the wall or put on the table in a book form or even arranged 
on a rotary stand which can be turned round to look at any part of the index. This system is a 
varia�on of the visible card index, offers the same advantages and suffers from the same 
drawbacks.

5.  Wheel or Rotary Index
Under this method cards are arranged around the hub of a wheel which may be portable. A 
single wheel can hold as many as 5000 cards. A card can be inserted or withdrawn without 
disturbing the other cards.

Entries can also be made on the cards without removing from the wheel.
The merits of this system are - quick and easy referencing, economy of �me and efforts, 
economy of space, elas�city, etc. This indexing system has gained popularity because it is simple 
to operate.
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Session 21.4

SVEP Administra�ve Procedures

I.  Objec�ve:
§ To  make the trainees understand the SVEP Administra�ve Procedures.

II.  SVEP Administra�ve procedures

Role of the SRLM in the implementa�on of the SVEP
The SRLM is expected to depute an officer as Block Program Manager-SVEP. This person shall be a 
dedicated Program Manager for SVEP- to be placed at the blocks where the SVEP is being 
implemented in the state. This Manager shall co-ordinate the implementa�on of the SVEP in the 
pilot blocks of the state for the year of ini�a�on of the SVEP.

The KRA's, KPI's and competencies of this posi�on are detailed below:

Posi�on: Block Program Manager – SVEP

Purpose of the posi�on - To co-ordinate between the PIA/NRO and the SRLM project team, and the 
community organiza�ons (SHGs/VOs/CLFs) and ensure the SVEP gets implemented as per the plan 
and schedule (on all parameters - physical, financial and �melines).

To be involved in the implementa�on and monitoring the progress of the SVEP in the two blocks 
and help to scale up the same a�er incorpora�ng mid-course correc�ons, if any.

To document and share best prac�ces, iden�fied in the implementa�on of SVEP in the ini�al 
2blocks.

Repor�ng To - Administra�vely to the District Program Manager (SRLM) of the district chosenby 
the SRLM, and func�onally to the State Program Manager (SVEP). He/she shall be based/posted in 
the block where the SVEP is being implemented.

Key Responsibili�es
1. To ensure rollout of the SVEP program across all the pilot blocks, including comple�onof the 

baseline and market poten�al study and prepara�on of the DPR.
2. To co-ordinate and act as a bridge between the PIA/NRO, the community organiza�onsand the 

Block and the village level project staff.
3. To par�cipate in all the processes of implementa�on of the SVEP.
4. To help opera�onalize the MIS for SVEP, monitor progress of the SVEP and share thesame with all 

the stakeholders – SRLM/PIA/NRO/ NRLM.
5. To ensure adherence to norms and comple�on of processes related to procurement o�ablets 

and other equipment for the BRC.
6. To help ins�tu�onalize the Block Resource Centre and make it part of all the SRLMprocesses in 

the block.
7. Create and opera�onalize a course correc�on mechanism and a process for documen�ngand 

sharing best prac�ces.
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8. To help create a repository of business logics and training material at the BRCs.
9. To be part of the State level business advisory team for crea�ng local benchmarks forenterprises 

and for giving seasonality based business advisories.

Key Performance Indicators -
1.  Rollout of SVEP physical ac�vi�es as per the �meline.
2.  Number of community organiza�ons' members trained effec�vely on the SVEP vs targets.
3.  Number of MIS reports sent �mely per month.
4.  Number of monthly reviews of the progress of the program with the PIA/NRO and the District 

Program Manager facilitated.
5.  Ensuring �mely repor�ng of the work done by the PIA, and any devia�on from plan is addressed 

or taken up at appropriate levels within the SRLM, with respect to:
a.  Number of CRP-EPs selected, trained and retained vs targets, for the period under review.
b.  Number of Enterprises trained, supported to start /grow their business and increase in their 

incomes vs targets, for the period under review.
c.  Number of enterprises linked to banks for loans for the business vs targets for the period 

under review.
d.  Number of enterprises given loans (from banks or SHGs) and repayment of the loans from 

business profits vs targets, for the period under review.
6. Number of regional and village category wise benchmarks created for various groups of 

enterprises created.
7.  Number of best prac�ces and training materials, including ICT trainings documented and added 

to the repository.

Core Competencies -
1. Understanding and hands-on experience of the non-farm livelihoods sector and its issues– 

having worked with either a business or a producer organiza�on that has been successful, or 
having worked with the SRLM in a livelihoods profile or having worked with a SVEP-like project. 
The person should have at least 2 years of work experience.

2.  Should have numerical and business finance understanding and skills.
3.  Good team player, strong ability to work with teams and with people with no direct repor�ng 

rela�onships.
4.  Data driven, open to learning and adaptable, should be willing to adapt to ground reali�es.
5.  Should be compassionate for the poor and should be willing to look at issues from theirlens. 

Also, should be honest, fair and objec�ve in work. The person should not discriminate anyone 
based on gender, caste, class, region or any other iden�ty mark.

6.  Should have a training and development orienta�on.
7.  Should be self-driven and should be mo�vated by social change and impact at scale.
8.  Should be willing to travel extensively in the field and be willing to stay in a village forapprox. 10 

to 15 days a month.

Apart from this person being selected and deployed at the block, the SPM in charge of SVEP andthe 
SMD (whenever possible) should review the progress of the program and its physical andfinancial 
achievements every month.

The SRLM should own the project and should develop capability to roll-out the program in all 
blocks of the states, using its own human resources a�er the establishing the success of the pilot.
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The SRLM also has to play a facilita�ng role in se�ng up state level benchmark se�ngcommi�ee 
which shall comprise members from SRLM including the SRLM (SPM/BPMSVEP), other SPM 
(livelihoods), and expert prac��oners of the trade and industry experts. This commi�ee shall 
validate the business performance benchmarks for each group of enterprises forthe blocks, as 
generated from colla�ng data, by the MIS so�ware. This commi�ee is also expected to send out 
seasonal advisories to various kinds of enterprises – to help them maximizeincomes based on 
seasonal demand and minimize losses due to seasonal stocks le� with them,due to the end of a 
seasonal demand.

Apart from these ac�vi�es, the commi�ee is also expected to facilitate consolida�on of 
demandand supply of all the enterprises in the block/ district /state and use the same for 
facilita�ng be�ertrade terms for the enterprises capitalizing on collec�ve bargaining power.

III. Monitoring mechanisms for the SVEP at the state and central levels
Monitoring and review of the Projects sanc�oned and implemented will be done at two levels i.e.at 
the Central level by a designated agency or the NMMU and at the State level by the SRLM.

i). State Level:
For monitoring and periodic review of the sanc�oned project, a Commi�ee should be formed at 
the State level, headed by the Mission Director, SRLM. The State Commi�ee should have 
par�cipa�on from the relevant state departments like Forest and Environment, tribal 
development, Women and Child Development, MSME, KVIC, tex�les, and domain experts etc.

The Commi�ee should undertake quarterly reviews withthe PIAs/NROs. The State governments 
may also cons�tute a State Level Technical Project Support Group to assist the PIAs in the 
implementa�on of the Projects.

The minutes of such monitoring commi�ee mee�ngs must be shared with the NRLM within 
10days of the mee�ng being held.

ii).  Central Level:
At the Central Level, the NMMU and the monitoring commi�ee of the NMMU will periodically 
review and monitor the SVEP projects (minimum at quarterly intervals), sanc�oned under the 
scheme. This monitoring and advisory body including the representa�ves from private 
organiza�ons, industries, marke�ng firms etc. would be cons�tuted at the Central Level to give 
necessary advice to the Ministry of Rural Development on the implementa�on of SVEP.

III).  Audit requirements for the SVEP projects
There are two kinds of audits envisaged under the SVEP:

I.  The Ministry of Rural Development retains the right to carry out internal audit of funds and 
financial implica�ons of the project, if deemed necessary.

ii. Regular Financial audit is to be carried out by the Chartered Accountant of the Project 
Implemen�ng Agency or any other authority appointed by the State Government. The audit 
report together with ac�on taken on the auditor's observa�ons and physical progress under 
the project shall be furnished at the �me of release of 2nd / 3rd installment of the Central 
funds and at the end of every financial year. These audit reports would clearly state that the 
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grant funds u�lized under SVEP have not been used to create any individual assets or for 
purchase of vehicles or used for any ac�vity prohibited under the NRLM. Only funds loaned 
to the entrepreneurs from the CIF under the SVEP, can be used to create individual assets 
required for the running of the enterprise.

The accounts of the BRC (Block resource center) specially the accounts of the CIF under 
SVEP,would be maintained separately and should be audited by the SRLM or its deputed 
auditors. These audit reports have to form the part of the SRLM's audit report for the SVEP to 
be submi�ed at the same frequency as discussed above.

IV. Beneficiaries of SVEP
There are 2 types of beneficiaries –

a.  The Community Resource Person –Enterprise Promo�on (CRP-EP)
b.  The entrepreneur

a.  Selec�on criteria for the CRP-EP beneficiary
The CRP-EP shall be ge�ng detailed training and the eligibility criteria for selec�on of the CRPEP 
shall be decided jointly between the PIA and the SRLM. Some suggested criteria are – this 
person should be literate, should be fluent in the local language, ideally should be a resident of 
the block, should have a working knowledge of / ap�tude for mathema�cs and business 
understanding, should be willing to travel and interact with poten�al entrepreneurs, ideally 
should be a member of, or should be from the family of a member of a SHG. The age criteria 
canbe defined by the SRLM, but ideally should be between 18 to 45 years old.

The process of applying for becoming a CRP-EP is an open process by which any person mee�ng 
the base eligibility criteria can apply.

This CRP-EP shall be selected a�er a due process of selec�on, which has a wri�en test and some 
team ac�vi�es. This CRP-EP post training is expected to clear a cer�fica�on process, only a�er 
which he/she shall be eligible to operate as a CRP-EP.

b.  Selec�on criteria for the entrepreneur beneficiary
There shall be 2 stages of the selec�on of the entrepreneur beneficiary - 

1st stage
i.   When the poten�al entrepreneur expresses interest for star�ng an enterprise
ii.  At this point of �me the beneficiary gets only training and support.

This beneficiary selec�on may be done by the community organiza�on, based on the need and 
poverty of the person, and also the poten�al capability of the person to run an enterprise.
There is no age limit nor is the beneficiary expected to be a woman only.

2nd stage
i.   Post the training and comple�ng the viability test by the poten�al entrepreneur; the poten�al 

entrepreneur may seek a loan from the dedicated CIF under this scheme (applicable only for 
entrepreneur beneficiaries who are part of the SHG eco-system).

ii.   This loan shall be recommended by the CRP-EP based on the assessment of the viability of the 
enterprise and the poten�al entrepreneur's ability to run the enterprise viably.
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Both the selec�on decisions are to be taken by the community based organiza�ons, a�er 
evalua�ng the recommenda�on of the Community Resource Person, about the viability of the 
proposed enterprise and the capability and readiness of the poten�al entrepreneur for running 
the enterprise viably.

The guideline specifies that preference should be given to the highly vulnerable beneficiaries 
under MGNREGA, marginalized sec�ons, women, SC and ST communi�es and should also 
include rural ar�sans.

There is no provision of grant under the scheme, the only benefit the beneficiary shall get are 
training and a loan for star�ng/running the business.

Session 32.1 to 4

32.1 & 33.2  -  Assessment 
32.3    -  Feed back 
32.4    -  Valedic�on 
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“Instead of wri�ng some one else’s account through wage 
employment, a�er three to five years of collegiate educa�on, it is 
more meaningful to write one’s own account by embarking upon 
some self employment.
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