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| Provider Selection Decision Tree |
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- Total cost of Product Development
- Sales generated by service provider
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The Key BDSP Indicators

-Number of small enterprises purchasing BDS
-Number of BDS providers

-Women providers supported

-Women clients reached

-Number and value of BDS products

-Sales of BDS provider

-Transaction leverage and other costs
-Geographical coverage,

-Profile of market (demand and strategy), and
-Employment.

Types of BDS support Re ected On Going Total
IT 8 10 2 20
Lega 2 1 3
Media Communication 3 8 16
Technical Training 2 15 21
Trail\rfi ?r;;/a??g:?ﬂttancy < e 9 £
Event Management 3
Accounting / Tax 19 20
Business Linkage 3 9
Others 5 2 7

Marketing

Total 21 90 25

136




Transaction Leverage
Ratio

Product
Development Cost

Cumulative Physical Outreach by Districts
Numbers of Service Providers Assisted
Numbersof BDS Assisted

BDS Development Cost Swisscontact 70%, Provider 30%) $ 16,138
Sales of Assisted BDS $ 44,708
Investment in Resear ch, Studiesand Project Facilitation $ 46,980
Swisscontact Total Cost (Direct + Indirect + Over head) $ 65,192

BDS Development Cost per Service Provider $ 768

BDS Development Cost per Client $ 23
BDS Turnover on Swisscontact (direct + Indirect) Cost 0.91
BDS Turnover on Swisscontact (direct + Indirect + Overhead) Cost 0.69
Service Providers Total Employment 230
Clients Employment 2467
Total BDS Clients (SMEs and large) Reached by Service Providers 280
Total SME BDS Clients Reached by Service Providers 160
Repeat BDS Purchase 137




Number of Potential Providers Requests Processing

Processed 136
Lessthan 3 Months 21
3 Monthsto 1 Year 85

Morethan aYear 6

Gender Per spectives
Women Service Providers 6
Service Providers Women Employees 50
Women Clients Reached by Service Providers 40
Client's Women Employees 268
Total Clients Reached by Service Providers 530
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Providers assessed by marketing strategy

Business
development Market Market Product Business
service penetration development development | diversification | Total
Information

technology 10 3 0 18
Legal advisory 1 1 0 3
Media and

communication 8 11
Technical training 13 1 17
Management

consulting,

training 25 1 2 3 31
Event management 0 3 0 0 3
Accounting and tax 19 19
Business linkage /

marketing 3 1 4
Other 5 0 0 5
Total 84 12 10 111

Potential and BDS Provider's Nature of
Market (in Percent)
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Usefulness of market Assessment

Proved that there is demand to “skepticals’

Respect among stakeholders

U Prepares partia base-line

1 Intelligent discussions with service provider

L ow demand from providers but high from
Donors/Researchers — not intended

SMES IN BANGLADESH
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SERVICE PROVIDERS

= Invest in innovation

= Participate in product
development

= Provide consulting inputs

= Facilitate linkages

. SELECTED
L SMEs/ Sub-Sectors

= Increase productivity

-+ Reduce costs

- Expand markets

-+ Set role models

= Increase their service
marketing potential

= Supply chain value creation

SEDF STRATEGY




What are the Lessons and Future for BDS Projects?

1 If we follow “Pure” Market Oriented BDS Programmes, it is difficult
to show the desired impact as outreach is not going to be highly
significant

1 If we have a “Big” BDS Project, then Cost Effectiveness becomes
an issue and we land up doing, exactly against what we preach

1 Can we take a “Cocktail” of approaches — sub-sector focused,
intervening where there is no private sector interest yet and finally go
for value creation process rather than input-output calculations?

1 Narrowing the gap between field and “Experts” as well as getting
out of the Mohammad Ali Mode!!!!




