
 

A selling unit for disabled 

 
Creating a business in mobility equipment for disabled in Ghana 

that enables them to participate in the street trade 
 

Movendi Foundation 
Voorburg, The Netherlands 
 
Faculty of Industrial Design Engineering  
Delft, The Netherlands 
 
MAK- D metalworks 
Madina-Accra, Ghana 
 
Ghana Society of Physically Disabled 
 

 
ID4040  Integral Design Project  

January - July 2006 
 
 

Sietse Cieraad 1233297 
Rutger Bonsel 1007459 

Stéphanie Reintjens 1094947  
Imke Schepers 1063138 

 



Foreword          
Delft, Tuesday June 20th 2006. 

 
 
This report reveals the outcomes of an Integral Design Project at the faculty of Industrial Design 
Engineering at Delft University of Technology, what has been completed for a local metal workshop in 
Madina-Accra, Ghana. 
The project started already in the beginning of September, when we, four Masters-students, came up with 
the idea of carrying out the Integral Design Project, a mandatory part of our MSc program, in a Developing 
Country.  The question that immediately arose was how to turn this initial idea into a realizable project 
plan, which fulfilled all the learning objectives that are part of the Integral Design Project. Our first step 
was to get in contact with companies who are currently active in a developing country. Approaching these 
international companies with experience in Bottom-of-the-Pyramid projects, like Philips, didn’t turn out to 
be a fruitful cooperation.  At that moment we came in contact with the ‘Movendi Foundation’, an official 
foundation, since 2002 active to improve the living situation of disabled people in developing countries. 
Movendi foundation is mainly focused on the development of mechanical products with the aim of 
stimulating and supporting the movement of these physically challenged. ‘Movendi Foundation’ had the 
contacts with a local metal workshop in Madina-Accra in Ghana, what later on turned out to be the starting 
point of our project.  
Mr. Michael Amewornu is the owner of this metal workshop and he was well-willing to cooperate with four 
students from Holland for exchanging knowledge and improving his business.  
After that, when the contacts had been established, a project plan needed to be formulated. This plan 
contained how we would think to realise the objectives of the Integral Design Project our assignment. After 
a lot of rewriting, finally a project plan was presented and approved by the staff of the Integral Design 
project and the examination board of the Faculty Industrial Design Engineering. The goal of the project had 
initially been formulated as “Creating a business for mobility equipment for children with a disability in 
Ghana’’ and the departure for Ghana became a fact.  
The whole project took us 5 months. A small period of a month of research and other preparations had 
been accomplished in the Netherlands, after which three months have been spent in Ghana for the 
realization of the development, the production and the implementation of a new product. Back in Holland 
all these results have been elaborated into the final report and an abstract that you are holding right now. 
This report goes together with a final presentation on the faculty of Industrial Design Engineering. 
 
To develop a product and to apply our knowledge in such a different culture was an unforgettable 
experience for all of us, thanks to all the friendliness and open cooperation we met in Ghana. 
We want to express our special thanks towards Michael Amewornu, for his successful and open-minded 
cooperation and the enthusiasm that he showed for us and our ideas. Without him this project would have 
never become such a big success. 
Furthermore we want to thank our supervisors from Holland, Esther Blom, Henk Kuipers and Jan-Carel 
Diehl. First of all for their approval to let us complete the Integral Design Project abroad and secondly for 
their well-meant and critical advices and comments during the project. 
A special thank for Esther for all the contacts she made for us, her enthusiasm and her sincere involvement 
during the project. Also we would like to mention Jeff Pinkney from Ballast Nedam in Ghana, and for their 
work office and facilities that we were able to use during our time in Ghana, which made the project as 
successful as it is right now. We would like to thank our sponsors Robein Groep: Children’s Future Fund, 
Royal Haskoning, Nelipak and Leo Club Amsterdam for their trust in our project, without them it would not 
have been this successful.  
Furthermore, during this period we have encountered many people whom without their support the project 
was not as it currently is. We could fill a report as thick as this one, while thanking them, and therefore we 
would like to thank them just like this. Thank you all! 
 
Finally, we hope the results of this project will serve MAK-D in its effort to help the disabled and that the 
outcomes will improve his business on a long-term planning. 
 
And don’t forget: 
Ghana Moves! 
 
Rutger Bonsel, Sietse Cieraad, Stéphanie Reintjens and Imke Schepers 
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Introduction 
 
As part of the Integral Design Project at the faculty of Industrial Design Engineering at Delft University of 
Technology this project has been done for a local metal workshop in Madina-Accra, Ghana, Africa in the 
period of March 2006 to June 2006. The aim of this project is to help the local metal work shop by 
providing the necessary input to help MAK-D to grow its business; this will be done by developing a new 
product which integrates the interests of the company, the customers, the users of the product and the rest 
of society. The report consists of three parts. The first part contains the strategic analysis. The strategic 
analysis has the aim of finding a strategic direction in which MAK-D can develop new concepts. This should 
result in an innovative new product, that will give a boost to the overall MAK-D activities. The second part 
contains the whole process of the product development, from the first ideation till prototype building and 
testing of the prototype. Furthermore, small variations are made to support the market implementation 
plan. The third part contains the marketing plan and the business plan. It treats the organizational aspects 
of the implementation of the High-Spot (the product that has been developed) and its influence on the 
business of MAK-D.  
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Part A: Strategic Analysis 
 
This report contains the strategic analysis phase of a New Product Development process that has been 
executed for MAK-D Metal Works, a metal workshop in Madina, nearby Accra, the capital of Ghana. The 
strategic analysis has the aim of finding a strategic direction in which MAK-D can develop new concepts. 
This should result in an innovative new product, that will give a boost to the overall MAK-D activities.  
 
The strategic analysis consists of three parts. First an internal analysis of MAK-D will be described. In this 
part the current business situation from MAK-D will be investigated, as well as MAK-D’s current product 
portfolio and the customers that MAK-D is currently serving. 
This analysis results in recommendations for MAK-D, on how the business activities can be improved. 
The second part contains an external analysis, in which MAK-D’s environment will be investigated, as well 
as the market and MAK-D’s direct competitors. 
 
The results of these internal and external analyses will be combined in the third part. This analysis will 
result in a strategic direction for new product development, in which some deeper research will be provided 
for more insight, before setting the targets for the next phase: the actual product design and development 
process. 
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1.  Internal Analysis 

1.1.  MAK-D Metal Works 
 
Since 1974 is Michael Amewornu active in the production of metal works. His company, named MAK-D, 
serves different markets, ranging from furniture to equipment for the agricultural sector. Since 1981 is 
Michael also active in the production of products for disabled people. It all started with Father John (Jean) 
Tibeault from France, a member of the SMA (Society Missionaries in Africa). John Tibeault has played a 
large role in the distribution of tricycles in Ghana and it was because of him that MAK-D started producing 
tricycles and got enough orders. Jean Tibeault moved back to France in 1996, nowadays Michael takes part 
in the board of Hope for Life. This project is also set up by the SMA. Hope for Life is involved in bringing 
back disabled people (blind, deaf and physically handicapped) in society by offering proper equipment such 
as wheelchairs and even jobs in the Hope for Life bakery. The company MAK-D is represented by its owner, 
Mr. Michael Amewornu. He receives the orders, designs the products and is in charge of the production 
 
Mission 
MAK-D serves its customers in and around Madina by producing a wide range of metal products to fulfil 
their specific needs.  
 
Vision 
In a society where the disabled people have fewer opportunities, MAK-D wants to use its expertise to 
provide customers with the appropriate equipment that enables them to carry out their talents 
 
Values 
o Together we stand, divided we fall. 
o Nothing can bring you peace, but yourself. 
o Disability is not an inability 
o Enable people to carry out their talents 
 
Strategies/objectives 
o Short-term:  
Increase company awareness by setting up marketing activities, for gaining enough and continuing orders 
to fully use his maximum capacities in terms of manpower and tools. 
o Long-term: 
Increase production capacities by allocating activities to new work site within 3 years, also forced by 
practical reasons.  

• noise pollution in current residential area  
• not enough lockable storerooms 

MAK-D wants to improve quality of its products by investing in new machines so he will gain more orders. 
(no timeframe set) 
 
 

1.2. Results Internal analysis 
 
In this part the current business situation from MAK-D is investigated, as well as MAK-D’s current product 
portfolio and the customers that MAK-D is currently serving. This analysis results in recommendations for 
MAK-D, on how the business activities can be improved. The internal analysis is shortly divided into four 
parts: the organizational, product portfolio, customer and financial analysis.  
 
Organizational analysis 
A general introduction has been described of MAK-D’s activities, his team composition, his network and his 
working method. MAK-D is active in the whole process of product development. Nevertheless he does not 
have mastered all phases of the product development on the same level. Besides, as Michael owns MAK-D 
he is also responsible for the managerial issues of the business, not only the product development, but also 
marketing activities, finances and investments play an important role in his business.   
  
Business portfolio analysis 
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MAK-D is currently active in the metal work industry in which he serves different domains. He is mostly 
active in domains of consumer/household products, trade carriers and mobility equipment. Besides, he 
produces agricultural products. Occasionally he produces other products like playground equipment and 
decoration. The Ansoff Matrix (picture below) is used to give deeper insight in MAK-D’s business activities. 
According to Ansoff, MAK-D is currently mostly active in market penetration and therefore a typical example 
of a non-innovative company. To become more innovative he should focus on product development and 
market d  area.  

 
 
 
 
 

evelopment to target different people and new markets to become a local player in his

 
 
 
Customer analysis 
The igger clients of MAK-D are discussed in this part. A remarkable issue is the fact that in the domains of 

obility equipment and trade carriers the end-user mostly does not have the finances to purchase the 
roducts themselves. Intermediaries are the purchasers, whom donate or rent the product to the end-
sers. 

e customer analysis, MAK-D does not always have the appropriate 

 
 
 
 
 

ial anal
 is difficult to provide financial numbers on MA come are 
pt up to date. To have a deeper insight in the financials of MAK r

ased on the limited information provided by Michael Amewornu. Although these 
ugh idea of the financials and further analysis has to be done during the project, they are used as a 

rst conclusions. 

 able to invest in the new site (still unfinished), and thus will not be able 
rmore, complaints about noise pollution might stop MAK-D from working 

has to innovate to become independent from his current location. (innovation-gap) 

 
 
 
 
 
 
 

b
m
p
u
Therefore, as can be seen in th
knowledge on the end-users of his products. This makes it difficult for him to adapt the products for the 
specific wishes of the end-user. Especially in the field of mobility equipment, this knowledge is quite 
important. 

 
 
 
 
 

Financ

Flow of money 
Flow of knowledge on end-user 

ysis 
It K-D’s business. No records on income and out
ke e are made some estimations 

estimations only give a 
-D the

b
ro
guideline for the fi

1.2.1. Recommendations 
With the conclusions of the four parts of the internal analysis phase some recommendations have been 
made. Out of these recommendations a main conclusion could be formulated for the internal analysis.  

1.2.2. Main conclusion 
If MAK-D will not innovate, his company will probably remain the same. He will not make maximum use of 
production capacities, but gain enough orders to gain income without any growth. (same situation as last 
ten years) 
Without any growth he will not be
to move to this new place. Furthe
at his current location. 
 

 MAK-D 
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2

2.1.
This part contains the external analysis, in which MAK-D’s environment is investigated, as well as the 
market and MAK-D’s direct competitors. The external analysis is shortly divided into four parts: the 
organizational, direct competitor, domain and trend analysis. 
 
Organizational analysis 
The overall business situation in Ghana is divided in international, national and local level. MAK-D is clearly 
active in the local business industry. Because of the large amount of small Ghanaian companies active in 
same fields as MAK-D he has many competitors.  
 
Direct competitor analysis 
All activities that MAK-D has as sideline activities are produced by competitors as well. They have similar 
prices; however they have higher quality, due to specialization in these fields. Remarkable point is that 
MAK-D is the only producer of mechanical products and products with wheels in his environment. To give 
deeper insight in the competitor field of MAK-D and its business activities in the different domains a 
competitiveness table has been developed to be able to rank the outcomes in the Competitive Strategies 
Matrix by Porter (picture below). The competitive strategies matrix can be used to have an overview of how 
competitive advantage can be gained by offering consumers greater value, this can be done by offering 
lower prices or offering greater benefits and services that justifies the higher price. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
According to the Competitive Strategies Matrix MAK-D should focus on: 
o Cost leadership in consumer domain, this means that the objective is to become the lowest-cost 

producer in the industry.  
• It is hard to focus on cost leadership in consumer domain because MAK-D only produces on order, 

without enough marketing activities to have sufficient orders at the same time and make it possible 
to produce on series production to decrease cost price. 

o Differentiation focus in mobility equipment domain, this means that there has to be a specific group of 
customers with different needs and wants and that competitors do not fulfil these needs and wants.  
• It is hard to focus on differentiation in mobility equipment and increase selling price because of 

ethical questions.  
 
Domain analysis 
The current and potential future markets MAK-D might serve have been investigated. Analysis of these 
sectors has been done during a 2 week experience and observation of Ghanaian society and several formal 
and informal conversations with local Ghanaians and foreign inhabitants of Ghana. All findings have been 
clustered during an experience-brainstorm. Both current markets and other interesting sectors have been 
discussed. A short overview of the potential customers and competitors has been provided, as well as 
opportunities and threats when operating in this sector. Out of this brainstorm session a ranking and 

.  External analysis 

 Results External analysis 
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clustering (where possible) have been made of the different opportunities of the domains. The most 

High tor 

riod of three weeks. As there is not much 
 the internet about trends in developing countries and especially Ghana there is 

rs above import from other manufacturers 
rn companies who settle their headquarters in Ghana, remarkable point: many 

.1.2. Main conclusi
ecause of the high amount of competitors in the metal work industry MAK-D has to differentiate from his 
mpetitors by producing products with high barrier of imitation. By doing this in one of the most promising 

omains he will become one of the local players in his field and gain enough orders to become independent 
nd move to his new work place. 

 MAK-D should differentiate to be in a competitive advantage and become a leader in his field by 
focusing on its Unique selling points (USP).  

USP MAK-D: 
o Flexible in metal works 
o Production of mechanical products 
o Experience in tricycles/wheelchairs 

3.  Strategic Direction 
uring the internal and external analysis several findings have been occurred. A combination of these 
ould result in a strategic direction that can overcome the innovation gap MAK-D is currently facing. This 

ides the most promising strategic 

o 
I no
beco

 

3.1  Strategic Assessment: Mc.Kinsey/GE Matrix 

promising opportunities are: 
o  availability of funds in medical sec
o Easy accessible buyers in trade sector 
o Large potential group of buyers in trade sector 
  
Trend analysis 
As the trend analysis is based on interpretations of the design team, they are mainly based on articles in 
ewspapers and conversations with local people over a pen

information available on
only made a small selection of general trends have been noticed: 
o Government getting more active in education, health and environmental issues 
o Governmental stimulation to integrate all inhabitants of Ghana in society (also the disabled) 

 Governmental stimulation of local manufactureo
o High increase of Weste

of them participate in Corporate Social Responsibility Program 
o Increase awareness of Ghanaians for economical growth. 
 

2.1.1. Recommendations 
With the conclusions of the four parts of the external analysis phase some recommendations have been 
made. Out of these recommendations a main conclusion could be formulated for the external analysis, 
recommendations of the internal analysis have been taken into account as well.  

2 on 
B
co
d
a
 

 
 

D
sh
chapter briefly summaries all the findings, analyses them and prov
direction. In accordance with the main conclusions of the internal and external analysis the strategic 
direction will lead to: 

Short term 
n vate successfully by anticipating on social awareness of government and western companies to 

me independent and move to his new work site 
o General 
 Looking for great opportunities in attractive markets where he can make use of its USP 

As a result of the internal and external analysis a well founded strategic direction has to be chosen. To be 
able to make the best choice regarding the portfolio of MAK-D (thus New Product Development), MAK-D 
should choose a concept that fits the companies strengths (internal analysis) and the opportunities 
(external analysis) best. The Mc. Kinsey/GE Matrix is chosen as a base to fulfil these requirements and 
come up with a well founded strategic direction. It should be taken into account that the ranking has been 
done by using the different domains and that assessment of market attractiveness and competitive strength 
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is rather subjective. Nevertheless by using the list of factors that affect market attractiveness and 
competitive strength this can be done more objective. 

 
 

 

 

 
 
 
 
 
 

 
According to the Mc.Kinsey/GE Matrix MAK-D should look for opportunities in combinations of domains, this 

size an attractive market, but MAK-D lacks competitive advantage. 

3.2.  egy 
Out of the analy  which fits the company’s strengths best and which makes 
use of potential p ss in accordance with his vision: In a society 
where the disab p ants to use its expertise to provide customers 

ith the appropriate equipment that enables them to carry out their talents. 

What? 
tal stimulation and serving the disabled (advisable to look for 

rtun

hy
o 

ng MAK-D’s position in trade sector by publicity and increasing awareness amongst a large 

 Disabled stop begging: might solve social problem 
 Integration of disabled within society 

3

 

 
 
 

 
 
 

 
 

is due to: 
There is not one attractive mao rket in which MAK-D already has a high competitive advantage.  

o Although MAK-D is operating in the medical sector and it is in line with its vision, the market 
attractiveness is due to low margins and small market size, quite low and hinders operating 
successfully in this sector. 

 Trade sector is because of its o
 

The p ture stratossible fu
sis a strategy has been set up 
op ortunities to help MAK-D grow its busine

led eople have fewer opportunities, MAK-D w
w
 

A combination of the trade sector, governmen
oppo ities with western companies) 
 
How? 
Designing mobility equipment for people with a disability that enables them to participate in the trade 
sector. 
 
W ? 

In accordance with USP’s and vision of MAK-D 
Being the first one entering this market  o 

o Strengtheni
group of potential buyers 

o
o
o In line with governmental policy 
o Potential interest of companies and other foundations (=potential buyers with purchasing power) 
 

.3.  Exploration strategic direction 
In this exploration of the strategic direction a further investigation in the direction "Disabled and Trade" has 
been done. First of all some more information on the working situation of disabled is investigated, followed 
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by the working opportunities. A short analysis in the current situation of street trade in Ghana results in 
selling strategies for disabled. Finally there will be a closer look at the financing of the equipment. As seen 
before, it is unlikely that the disabled is able to buy the product himself. Therefore a deeper research into 
the fi cessary for a successful 

 design of the 
equi  issues will result during 
the 
o selves best and in 

 the project. (see 

o order to be able to 

ible enough to 
carry a diverse range of goods, in terms of size and weight, for not excluding any kind of potential 
customers, but allows a maximum of 40 kilos for enabling smooth movement. 

• The selling unit should be flexible in terms of the appearance and the good storag , so that it can 
be used both for the purchase of branded goods as for the arrangement as a personal shop.  

o The selling unit is limited as a small shop of goods and instant meals and therefore excludes functions 
as cooking/warming of meals/drinks.  

o Desirably, for future purposes, the unit should be adjustable for collecting items, to serve as a garbage 
collecting system or a transporting system. 

nancing strategies is given, as well as the distribution channels that will be ne
launch of the product. All these issues together result in conclusions that will influence the

pment; these are given below. More detailed findings concerning the forgoing
design and development process and will therefore be dealt with in part B and C. 
All actors involved in the distribution of the product should fulfil a role that fits them
which they have already had experience, this ensures a long-during continuation of
picture below) 
The product will most likely be subsidised by other parties than the end-user. In 
contact as much potential financers as possible count the following requirements: 
• The mobility equipment should be able to reach diverse places and should be flex

es
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Part B: Product Development 
 
The whole process of the product development starts with the problem definition and the product and user 
context in which a clear image has been created of Ghana and its environment.  When the list of 
requirements and demands has been defined in, the first ideation can start.  The method of a 
morphological cart is used, in which principles solutions are generated for different sub problems.  
Solutions from the morphological cart are combined to generate a lot of different ideas. After that ideas are 

cted and clustered. The best ideas are further developed to two different concepts. These two concepts 
worked out in d

sele
are etail and prototypes have been built of both the concepts. 

the opment.  
This r
Society 
variation
 
 

To make a choice between the concepts, they are tested to the programme of requirements although after 
prototype building it was already clear which concept was the best for further devel
 pa t contains the optimalization of the chosen concept that has been tested at the centre of Ghana 

of Physically Disabled. The product has been evaluated on different design aspects and different 
s on the concepts have been provided.   
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1. 

1

1

erve as a guideline and design tool during the design of 
e product. 

1.3.  Idea generation 
fter describing the product context and defining the product features that are concluded by the program 
f requirements and demands, the generation of ideas can start. At first no restrictions are imposed on the 

design and with the use of a morphological cart all possible solutions are invented for different sub 
problems. A selection of the best solutions will later on be combined to come up with diverse ideas. After 
this first idea generation, next steps will be further defined and the ideas will be clustered to be used as the 
base for the development of the concepts. 

1.4.  Concept development 
After the first idea generation the following decisions have been made: 
o Number of wheels : 3 
o Number of persons using the product: 1 
o Positioning of user: Sitting 
o Type of wheels: ATB- wheels 
o Function: Selling unit  
o Way of Transporting Selling Goods: A Selling Box 
o Selling position: Similar to the driving position 
 
By clustering the ideas, two concepts have been chosen and further developed in production aspects, 
calculations of cost price and building of prototypes.  

1.5.  Final Concepts 
This resulted in 2 different concepts: the High-Spot and the Hip Spot.  
 
 

Concept Development 

.1.  Product context 
The product features are defined by providing an extensive description of the target group, the context of 
use and the production. This is the base for the programme of requirements and demands; a checklist with 
all the aspects, which are of any importance when designing the product. The aim of this programme of 
requirements is to test the different concepts, to be able to make the right choice between different 
concepts and at last to test the prototype. 

.2.  Programme of Requirements and Demands 
The findings concerning the target group, context of use and production limitations result in the list of 
requirements and the list of demands. The lists s
th

A
o
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1.6.  Concept choice  
To be able to make a good choice between the two concepts they are both tested to the list of 

m n the main conclusion that the main problems of the Hip Spot seemed 
h ction and working of the propulsion mechanism, is has therefore been 

1
The High-Spot has been optimized on a few points 

before the prototype was tested by several physically disabled at the rehabilitation centre of the Ghana 
 o e design are: 

he crutches at the back 
  

2

bservation processes were handed out to three persons of the 
team, while the other one took pictures and made movies. The questionnaires and the results of the 

B7. In the next chapter the outcomes of the user testing will 

3.  
d on the use, appearance, measurements, production, materials and 

 aspects. This resulted in several improvements for further production of the 
 the production of the High-Spot for the pilot-project 

4
a t developed for FanMilk, the company that placed a first order of three 

t need to be provided with boxes in which ice-creams can be kept cold 
bicycle selling boxes of FanMilk 

tegrated in the design, but this turned out to be impossible because the dimensions are immense. As a 

o The distance ground plate to the ground has been enlarged. 

require ents. In short resulted this i
to be t e stability aspects, the produ
chosen to further explore the proven concept of the High-Spot.  

.7.  Optimizing Concept  
Since the choice between the concepts has been made, 

Society f Physically Disabled (GSPD). The optimization points that are added to th
A horn for attracting attention. o 

o Handbrakes, provided for both the wheels. 
o Reflector stickers at the back and the front. 
o Handles for t

.  Testing prototype 
The prototype has been tested by several physically disabled at the rehabilitation centre of the Ghana 
Society of Physically Disabled (GSPD) in Accra to find out if materials and dimensions have been chosen 
well. The use of the High-Spot in a broader perspective, which means the influence of the High-Spot on its 
environment while selling products is tested by one person in the neighbourhood of the rehabilitation 
centre of the GSPD. Questionnaires and o

observation process can be found in Appendix 
be evaluated. 
  

Evaluation 
The High-Spot has been evaluate
maintenance and durability
High-Spot, these have all been taken into account for
of FanMilk.  
  

.  Final Product 
The fin l concept will be a concep
tricycles. For FanMilk the High-Spo
for a whole day. In first instance they wanted the already existing 
in
final solution, standard ice chests of 25 litre each, which are locally obtainable and produced, are applied. 
 
The following improvements concluded out of the user testing are implemented in the design: 
o The width of the product has been enlarged to improve the 

stability and to let the ice chests box fits in easily. 
o Comfortable armrests are applied 
o The roof is replaceable 
o The fixation of the back wheels has been reinforced by an extra 

frame bar so that the wheel can be fixed at both sides. 
o More space has been created for the feet, but the seat-

propulsion distance has remained the same, by putting the fork 
of the wheel under another angle. 

o The frame has been enforced on the critical point; the midpoint 
of the frame. 

o Grip of the handles is more comfortable 
o Improved design of the chain cover. 
o Car mat to protect the ground plate from damaging 
o Stronger paint and a primer layer first. 

 14



4.1. The FanMilk High-Spot 
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Part C: Marketing plan and business plan 
 
This section treats the organizational aspects of the implementation of the High-Spot. As indicated in part 
A, a new product, the High-Spot, should overcome the innovation gap that MAK-D is currently facing. 
Therefore, the introduction of the High-Spot will not only affect the marketing activities, but also all other 
business’ activities. Besides this, some other issues concerning MAK-D’s current activities are not properly 
arranged yet, and they deserve more attention for assuring a successful business in the next several years. 
For these reasons, a business plan will be provided for the following 3 years, including the new mission, 
vision and strategies that have been advised in part A.  
Simultaneously a marketing plan for the new product will be given, which includes the marketing-mix and 
financing aspects involved when launching the new product. 
Due to the introduction of the High-Spot, these two plans are highly interrelated, and therefore some 
decision taken in the one will affect the other, and vice versa. 
Furthermore it is important to notice that the High-Spot is already been launched in the market and one 
client, FanMilk already showed interest, resulting in a pilot-project with three disabled, selling its ice cream. 
This fact has not been taken into consideration in the Marketing Plan; this part treats the initial plan 
concerning commercialisation of the High-Spot and is therefore based on strategic decisions taken before 
new insights from FanMilk became available. 
In the following Business Plan, however, these insights have been taken into account, since these issues 
are probably going to affect MAK-D’s business affairs and were therefore considered relevant enough for 
including in this plan. For this reason some new, actual facts arise in this plan as well. 
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1. High-Spot Marketing Plan 

1.

1

products that enables the disabled to participate actively in 

paign. They are the 
llowing: 
 Solving a social problem: begging of disabled 
 Flexible for different kind of trade 
 Made in Ghana 
 Made of local parts, therefore easy to repair for its user 
 Work employment for disabled (social responsibility) 

1.3. Product strategy 

.3.1.  Customer 
AK-D should focus primary on big companies who sell provisions. These companies have the potential to 
rovide enough publicity and awareness for the cause of working disabled. Furthermore they are likely to 
art with a higher order than most charitable institutions, also resulting in more awareness. 

.3.2.  Competitor 
ince the High-Spot is the first tricycle for trading purposes produced in Ghana, there are no direct 
mpetitors yet. However, on a more generic level there exist competitors: 

harity Projects 
AK-D should take the initiative to promote the project to the first customer target group to create 
wareness. The project should be marketed convincing and reliable, and the customer should be ensured 
at there are neither extra costs nor efforts necessary to implement the project in their existing system. 

There should be a reliable distribution channel that makes certain that companies do prefer the High-Spot 
project above new responsibility programs. 
 
Potential Entrants  
In the first year of introduction, it is not likely that potential competitors will enter the market with a similar 
product, due to the barrier of product complexity. Within this year, MAK-D should have created high 
awareness and a strong brand by offering quality products, good maintenance and seeking adequate 
publicity. 
 
 
Imported Tricycles 
To overcome the threat of imported substitutes, MAK-D should be able to lower the production cost price 
towards international standards within a year. Besides this, MAK-D should intensively promote the Ghanaian 
heritage of its products, by emphasising the quality and endurance. 

1.  Introduction 
The High-Spot, a trade-tricycle developed by MAK-D, enables Ghanaian disabled to involve in street-trade, 
the sector that provides employment to the major part of the population of Ghana. Currently, they are not 
able to do, however the tendency is that more voices in society start to stimulate this initiative. Therefore, 
the High-Spot is an innovative concept that has a high potential of becoming successful. When launched 
properly, it could attract attention for all MAK-D’s activities and it will give a boost to the overall business of 
MAK-D. In order to reach this goal, MAK-D should follow a well-stated step-by-step plan; this marketing 
plan provides a grip for successfully launching the High-Spot. The marketing plan is shortly divided into five 
parts: the marketing strategy, product strategy, price strategy and financial issues, channel management 
and communication strategy. 
 

.2.  Marketing strategy 
The High-Spot should generate an awareness of the abilities of disabled in Ghanaian society: This 
awareness will lead to an increasing demand for 
the working environment, with a high-light on the High-Spot itself.  
The High-Spot has a few key characteristics; taken together they give the product a differential advantage. 
These characteristics should be emphasized intensively during the marketing cam
fo
o
o
o
o
o
 

1
M
p
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1
S
co
 
Other C
M
a
th
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1.4. Price strategy and financial issues 
 cedi, estimated in part B, is too high for the 

average disabled in Ghana. However, there are enough opportunities how the user can obtain the tricycle 
rchase the tricycle from MAK-D. This section will treat the price that MAK-D 
e High-Spot. Furthermore it also treats the end-user selling price, since, as 

 sales price 
The disabled will not be able to fully purchase the tricycle, but, as already stated in part A, it is advisable 

cycle, mainly for two reasons: 

1 hannel Management 

at will be sold with the High-Spot, different 
 and the 

te ermediary that distributes or sells the 
 potential customers. Other intermediary parties play an important role to make the High-Spot 

ot can only be regarded as a success when the disabled actually use it 
come for their daily existence. These two parameters of success involve 

two other agencies, with whom should be cooperated for a successful launch of the High-Spot: 
he tasks that the first target customer, the company, does not want to 

d, in the initial phase, for a successful launch of the High-Spot, MAK-D should set up a value 

As seen in part A, the production cost price of 2.200.000

as a gift. These donators will pu
has to ask the customers for th
already stated in part A, it is advised that the disabled does not obtain the tricycle fully as a gift, but also 
pays a part for acquiring the tricycle. 
 
Customer sales price 
The price is set at 3 M cedi’s (300$), while production costs are below 2.5 M cedi’s. This skimming tactic, in 
which the initial prices are set high to generate profit quickly from the less price-sensible customers, before 
new entrants push the price down, is reasonable and fully justified, since the first customer target group 
are companies. 
 
End-user

that the disabled does pay a part of the tri
o Real motivation for the work 
o Commitment to the product which ensures maintenance 
In accordance with the GSPD the price has been set at 300.000 cedi’s ($30) 
 

.5.  C

1.5.1. Value Chain 
According to the type of customers and the products th

 more players than MAK-D, the end-userdistribution channels can be formulated. In this channels
x rnal financer are involved. Besides, it does not only include an inte

High-Spot to
a success. Once again, the High-Sp
for work and if they earn enough in

o Intermediary that fulfils all t
have, like selection process of appropriate disabled and maintenance of the product. 
• Ghana Society of Physically Disabled, Hope for Life 

o Micro Finance Institute to subsidize willing disabled 
• ECLOF 

 
Summarise
chain in which each party provides goods, knowledge or finance for the High-Spot, according to the figure 
on this page. 
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1

ions the following phases can be distinguished. The targets of these 
hases are discussed below. 

s. 

s media (July-August 2006) 

and Word-on-Mouth  (July 2006-Jan 2007)  
pot in the street scene should lead to product 

  

Target Phase 4:  Internet Site  (Nov – Dec 2007)  
e most promising mean of providing interested parties with 

ther with the word-on-mouth and visibility of the High-Spot 

2.  
ons has been taken up for MAK-D. Part B presents 

e rk of the chosen strategic direction, while other issues have to be taken into account as well 
 gr w its business. A review has been done of the corporate mission, vision and strategies, the main 

s part contains the description of the possible future situation, in which different strategies 
ill be worke tegic direction on the 
rganisational, financial and product portfolio aspects of MAK-D and how and when to work out these 
rategies.  

2.1.  Introduction 
During the project it was clear that MAK-D has a lot of experience in the production of metal works, but 
MAK-D lacks the knowledge of management, finances and entrepreneurship.  As Michael Amewornu says 
by himself he is a man of the field, but other business activities are necessary to grow its business. A start 
up is made with marketing activities, but these has to be extended to become a local player in the metal 
works industry. During the analysis phase two main conclusions arised: 

• MAK-D has to innovate to become independent from his current location. (innovation-gap) 
• MAK-D should differentiate to be in a competitive advantage and become a leader in his field by 

focusing on its USP’s 
First, as MAK-D is currently not moved to the new work place, a solution should be found to allocate 
activities to new work place as soon as possible.  Due to practical reasons as noise pollution at current work 
place, but also the lack of enough working space to set up an efficient production line which is necessary if 
orders will increase. Second, with the High-Spot a first step is made to differentiate MAK-D from other 
metal manufacturers, nevertheless tricycle manufacturers are able to copy the High-Spot and it is therefore 
very important that MAK-D will be known as the first and the only one manufacturing the High-Spot and 

.6. Communication strategy 
The forgoing strategies on product, price and distribution channels affect the strategy that should be 
followed for the promotion and communication of the product. As stated, the first customer target group, 
big companies will be addressed specifically in the first phase. Other means of communication will be used 
later on in the publicity process. All potential customers have there specific way how they should be 
approached. Based on these assumpt
p
 
Target Phase 1:  Direct Sales (May 2006) 
A convincing promotion campaign towards different big companies should lead to at least one company 
that places an order of minimal 30 High-Spots and that is willing to seek publicity, mainly for personal 
marketing reason
 
Target Phase 2: Mas
Attention in mass-media should lead to a High-Spot product recognition of 40% in urban areas. 
 
Target Phase 3:  Product Visibility 
Ongoing attention in media and the appearance of the High-S
recognition of 75% in urban areas, and gain interest by new potential clients.
 

An easy-to-find internet site is regarded as th
contact information of MAK-D. This site toge
should lead to 10 individual orders. 
 
Phase 5:  Direct Mailing  (Feb 2007-Feb 2008) 
More companies will order High-Spots to sell their own goods, and other organisations, (NGO’s, Rotaries) 
will buy High-Spot to donate them to individual disabled as personal shops. In the year 2007 one other 
company should order 20 units, while the initial company increases their High-Spot property with 30 more 
tricycles.  
NGO’s and churches should acquire in total 10 more pieces for individual disabled mobile shops. 
 

“MAK-D” Business Plan 
In this part the analysis and the chosen strategic directi
th wo ing out 

oto
conclusions of the internal and external analysis and the chosen strategic directions, which is given in the 
analysis report. The current situation referred to the recommendations of the analysis phase has been 
looked at. Thi
w d out to anticipate on the possible influences of the chosen stra
o
st
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production of other mechanical products. This is necessary to create more awareness. In the next chapter 
me these barriers and become a local player in the metal 

ree months who will be responsible for the finances on an ongoing basis 
UST (Kum ersity of Science and Technology) students or 

sibility by his masters to hand on orders to them (a check if the work has been done 
ginnin

 

k fo (especially when 

ure 

pany bill board 
 

irect costs. 
epreciation of machinery and tools is missing in the financial records of MAK-D which can lead to selling 

the products below the cost price. By setting aside a certain amount of money to overcome depreciation 
 machinery, tools and materials if needed. It is even 
 on a savings account to earn some interest to 

The table below shows an indication of expected sales and the profit made in the next three years.  

 
 

different future strategies will be given to overco
works industry. 
  

2.1.1.  Organizational 
Strategies Human resource management 
o Training and education of masters and boys by Michael Amewornu for the next two years 

 Hire accountant within tho
o Offer internships for KN asi National Univ

students from abroad ever ear y y
 
Production strategies 

 Put more respono
well is necessary in the be g)  

o Set up arrangement for machinery, tools and materials for new work place within next month
 Set up a showroom of his product portfolio within six months o

o Pass by rehabilitation centre or other clients to as r feedback every two months 
orders will increase).  

 
Marketing Activity Plan 
May-June 2006  : Product Information Broch
May 2006  : Bran d Products, new logde o 
November 2006  : MAK-D Website 
January 2007  : Calendar 
July 2007  : New com
January 2008  : Showroom on new work site. 

  
2.1.2.  Financial 
Sales 
It is important when calculating the cost price of a product to include indirect costs as well as d
D

expenses, MAK-D will have enough money to buy new
recommended to place these depreciation expenses
overcome increase in prices due to inflation. 
 
Profit 
In the past years MAK-D has not been able to invest in machines and investments in the new work site 
have only been done step by step when little money was available. To become independent from the 
current work site money has to be available to invest in the new work site. This can be done by putting an 
extra margin on the selling price, like is done with the High-Spot. For production-on-order cost leadership 
has to be taken into account since imitation is high.  
 

 
 
 
 
 
 
 

 
 
 
 
 
 

 FanMilk High-Spot Production-on-order 
Profit  

  Sales (Qty) (0.5M/unit) Profit  Total Profit 
Year 1        
Quarter 1 3 1.5 M 2 M 3.5 M 
Quarter 2 0   3 M 3 M 
Quarter 3 0   3 M 3 M 
Quarter 4 20 10 M 3 M 13 M 
Year 2        
Quarter 1 20 10 M 4 M 14 M 
Quarter 2 30 15 M 4 M 19 M 
Quarter 3 30 15 M 4 M 19 M 
Quarter 4 -    5 M 5 M 
Year 3        
Quarter 1     5.5 M 5.5 M 
Quarter 2     5.5 M 5.5 M 
Quarter 3     5 M 5 M 
Quarter 4     4 M 4 M 
Total    99,5 
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Investments 
Adequate investments have to be done to be most effective and make best use of available money. A total 
amount of more than 80 M cedi’s ($ 8000) is necessary to move from the current work site to the new work 

te, arranged with the machines and other tools to ensure a better working atmosphere and improve 
This t  estimations and it should be taken into account that over the 
 incre

oney 

 

s 
kk eping s   
nt ping system up to date which enable MAK-D to 

Adequate calculations have to be made on every product to set proper selling prices.  

rtfolio 

pportunities. 

2

-order will be going on and small orders for the High-
pot by organizations like Hope for Life, churches 

ey would be able to b ts if
ay out and ince they sted in the 
roject it is ve  likely t y 
o High-Spo r h f a yea (after the pilot 

roject of FanM AK-D w n tel ion 
e 29th of Jun  that awareness w ow 
 the first ha d g the  
at the awareness will grow less slightly than 

xpected in th ars (as with the FanMilk 
se, see abo t worst scenario the 
tal profit wi 5  cedi’s ter a pe  
ree years (s  low). As there is already 
vested 14 M cedi’s dir tly in MAK-D’s business he 
ill still be abl e break even point after 5 
ars. Other innovations have in this case been 

xcluded.  

si
efficiency. otal amount is based on
years prices ase due to inflation. 
 
Break-even point 
The table below shows the break-even point based on the table above and the necessary amount of m
for investments. Over time, prices increase due to inflation, these have not been taken into account.  
 
 
 
 
 
 
 
 

 
 
 
 

egFinancial strat ie
 booo Set up e ystem within three months

o Hire accou ant on ongoing basis who keep bookkee
make sound business decisions: 

o 
 

2.1.3.  Product po
As it can be seen it is recommendable not to change too much in the product portfolio of MAK-D in the next 
few years. Production-on-order will continue, with which he can generate extra income. Nevertheless MAK-
D should focus on its USP with its marketing activities to differentiate from his competitors, create 
awareness and receive more orders.  It is very likely that, if marketed well, people will be interested in 
carriers for the trade sector (individuals as well as companies). Since the trade sector is large it has a large 
potential group of buyers. Trial and error on this kind of products should be motivated to look for 
o
 

.2. Worst case scenario 
In the worst case FanMilk will not go on with the High-Spot project and also other multinationals stay away. 
Large orders will stay out and only the production-on
S
and others. Hope for Life has already indicated that 

120
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M
) Profit per quarter

Total profit60i (
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Total investment costs
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 FanMilk High-Spot  Production-on-
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order 

(Qty) (0.5M/unit) Profit  
th  

s
uy five High-Spo
 are very

 orders 
  Total Profit 
Year 1       st  intere

ould at le
 

 3 1.5 M 2 M p ry hat they w ast bu Quarter 1 3.5 M 
Quarter 2 0   3 M tw ts afte al r 3 M 

rter 3 2 1 M  3 M Qua 4 M 
arter 4 0  3 M 

p ilk). Since M ill go o evis
Qu 3 M 

ar 2       e it is likely ill gr
lf year ( urin pilot project), but

th
in

Ye  
rter 1 0  3.5 M Qua 3.5 M 

Quarter 2 0  3.5 M th 3.5 M 
rter 3 0  4 M Qua 4 M 
rter 4 -    4 M e e following ye Qua 4 M 
r 3       ca ve). In his case Yea  

arter 1     3.5 M to ll be 41,  M af riod of Qu 3.5 M 
Quarter 2     3.5 M 3.5 M 

rter 3     3 M 
th
in
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tal    w

ye
e to reach th

e

To 41,5 

 21


	Introduction
	1.1.  MAK-D Metal Works
	1.2. Results Internal analysis
	1.2.1. Recommendations
	1.2.2. Main conclusion

	2.1. Results External analysis
	2.1.1. Recommendations
	2.1.2. Main conclusion

	3.1  Strategic Assessment: Mc.Kinsey/GE Matrix
	3.2.  The possible future strategy
	3.3.  Exploration strategic direction
	1.1.  Product context
	1.2.  Programme of Requirements and Demands
	1.3.  Idea generation
	1.4.  Concept development
	1.5.  Final Concepts
	 1.6.  Concept choice 
	1.7.  Optimizing Concept 
	4.1. The FanMilk High-Spot
	1.1.  Introduction
	1.2.  Marketing strategy
	1.3. Product strategy
	1.3.1.  Customer
	1.3.2.  Competitor

	1.4. Price strategy and financial issues
	1.5.  Channel Management
	1.5.1. Value Chain

	1.6.  Communication strategy
	2.1.  Introduction
	2.1.1.  Organizational
	  2.1.2.  Financial
	2.1.3.  Product portfolio

	2.2. Worst case scenario

