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Using a Brands Strategy for Scaling Business Development Services:
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Case Study
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Comment on
Conclusions

 Hear about your
Brands Strategy

Experiences
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A Case Study of the Appalachian Center
for Economic Networks

Introduction

Microentrepreneurs know intuitively that their
path to business success depends on growing
their markets. For many of them, that path has
meant moving from very local markets to more
regional and even national markets. It means
finding new channels to reach customers face-

About this Research
This case study is part of an ongoing research project
by AELD that examines how U.S. micoenterprise
development organizations (MDOs) can scale
up their Business Development Services (BDS) n
order to serve many more microentrepreneurs,
and to serve them effectively. In this project, BDS is
defined as non-finandal resources, incduding, but
which micoenterprise organizations provide to help
entrepreneurs start and grow their businesses.

This BDS research project is supported
with funding from the US. Small Business
Administration’s PRIME (Program for Invesiment
in Mico-entrepreneurs) program, as well as with
funding provided by the C S. Mott Foundation
and (ti Foundation in support of FIELD's Scale
Academy for Microenterprise Development.

to-face, virtually or through intermediaries.
Microenterprise development organizations
(MDGs) have long worked to help entrepreneurs
master their marketing challenges. An early
demonstration on access to markets strategies,
funded by the Charles Stewart Mott Foundation,
found that MDOs work to connect entrepreneurs
{the supply side) with more customers (the
demand side} using three broad strategies.

» They work to create or improve the capaaity
of the entrepreneurs or suppliers by helping
them overcome key barriers that restrict
their access to the larger marketplace. They
provide training on basic marketing concepts
and help entrepreneurs develop marketing
plans. They help them understand and meet
regulatory requirements, especially with
respect to health and safety issues. They
offer guidance on product development and,
in some cases, through incubators, provide
space and equipment for efficient production.

» They work to create venues where
entrepreneurs and customers can meet.
They develop and support farmers’ markets
and other marketplaces where clients can
display and sell their wares. They help set
up and operate trade show booths. They
have helped clients set up e-commerce

HELD (Microenterprise Fund for Innovation, Effectiveness, Leaming and Dissemination)
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ATM Strategies Continuum

Demand-Side Supply-Side
Creating Transactions Creating Venues Creating Capacity

*Social Business Operator | *Market Channel Developer | *Resource Provider

*Sales Representative *Consumer Educator *Product Developer
*Trainer
*Advocate
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What is a Brands Strategy®e
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Increases market
awareness and
sales for
enfrepreneurs
that operate
under brand
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Study Questions

 Potential for Scale?¢

« Understanding the
challenge for MDOs of
managing a brand
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* Product Development
* Product Placement

* Marketing and Consumer Education
« Quality Control Flocqls |

or‘ganic

Eroéuca i
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High Growth For @
Few Producers

o # Of
Enfrepreneurs
Under the Brand—|
54 in 2010

~A¢

«  Sales Figures:
$6mmin 2010
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<P>An of Ohio's 2008 Artist Directory Is now available online. The Directory is an online resource
for Ant of Ohio antists who also do commissioned work, give tours or instruction. Regional galleries
are Included with website and contact information. To have your gallery listed, or if you would like 10
become an Ant of Ohio artist and be listed in the directory, contact Paulette Halliday at 740-592-3854

ABOQUT US

Additional Resources
& More Infor

[Click Here]

Regional Galleries
click here 1o submit your gallery

hours, location, and exhibit
information

Artist Audio Stories

Listen to

interviews of

Art of Ohio

antists aired on
Public Radio Stations.

-
.

/47/(///27/
: clents’

Abstract 00041 -
"Crusade"

DADI0 Deborah Abbott.
Abstract #0004] -

Siari 4750

15

Advancing microenterprise through knowledge and innovation



« Quality Control/Vetting
e« Common Market Channel
 Limited Fulfillment Function
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« By 2007, 156 artists
participating

« Over $90,000 in product sales
INn 3 years through the site

* Partnership developed with
Hocking College to provide 4
“The Business of Art” training To
area artisans
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« 130 Participants
« 30 Mile Meal Month

* Increased Sales to
Restaurants by at
east 20 producers
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Maybe...Growth in clients,

but only 18% are brand participants

And yet Brands can...

« Keep entrepreneurs connected

« Affract aspiring entrepreneurs
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» market ready product development;
 facilities for safe food manufacture;

» marketer and consumer educator;
* broker;

e distributor:
. E-commerce retailer.
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« How many types of
producers or products
can one brand havee

« How many brands can
one MDO supporte
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Earning Potentiale

« Fully Cost
Recoverable@e
Probably Not

 Earned Income
Strategye
Yes, With Planning
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Where to Starte L AFIELD

o Critical Mass

« Core Agreement
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 There's a Limit
« Pipeline Counts

o Success Breeds
Competition
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What is Successe

* Product Quality &
Consistency

¢« Able to Meet Demand

 Value to Consumers &
Positive Return to
Brand Participants
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Value to 3;‘? Pr;’duéﬁrs 130 Pax
Consumers, (34 10 52, % 20 farmers -

sales)

Positive
e der e = For ACEnet

report gains
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Questions?
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Progress

Using a Brands Strategy for Scaling Business Development Services:

Notes

from FIELD

A Case Study of the Appalachian Center
for Economic Networks

Introduction

Microentrepreneurs know intuitively that their
path to business success depends on growing
their markets. For many of them, that path has
meant moving from very local markets to more
regional and even national markets. It means
finding new channels to reach customers face-

About this Research

This case study is part of an ongoing research project

by AELD that examines how U.S. micqoenterprise

development organizations MDOs) can scale

up their Business Development Services (BDS) in

order to serve many more microentrepreneurs,

and to serve them effectively. In this project, BDS is

defined as non-finandal resources, induding, but

not imited to, training and technical assistance,

which microenterprise organizations provide to help

entrepreneurs start and grow their businesses.
This BDS research project is supported

with funding from the US. Small Business

Administration’s PRIME (Program for Investment

in Mico-entrepreneurs) program, as well as with

funding provided by the C S. Mott Foundation

and Gti Foundation in support of FAELD's Scale

Academy for Microenterprise Development.

to-face, virtually or through intermediaries.
Microenterprise development organizations
(MDOs) have long worked to help entrepreneurs
master their marketing challenges. An early
demonstration on access to markets strategies,
funded by the Charles Stewart Mott Foundation,
found that MDOs work to connect entrepreneurs
{the supply side) with more customers (the
demand side) using three broad strategies.

» They work to create or improve the capadify
of the entrepreneurs or suppliers by helping
them overcome key barriers that restrict
their access to the larger marketplace. They
provide training on basic marketing concepts
and help entrepreneurs develop marketing
plans. They help them understand and meet
regulatory requirements, especially with
respect to health and safety issues. They
offer guidance on product development and,
in some cases, through incubators, provide
space and equipment for efficient production.

» They work to create venues where
entrepreneurs and customers can meet.
They develop and support farmers’ markets
and other marketplaces where clients can
display and sell their wares. They help set
up and operate trade show booths. They
have helped clients set up e-commerce

HELD (Microenterprise Fund for Innovation, Effectiveness, Leamning and Dissemination)
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