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Duration: 7 hours [9 a.m. – 4 p.m.]
Learning Goals:  Health professionals will learn that there are many ways to set prices, but they need to consider their customers and costs when they set prices [what] in order to create and maintain a sustainable practice [why].

Learning Objectives: 
During this session, the participants will:

a. Discuss their current price-setting practices; 

b. Identify their pricing objectives;  
c. Define key pricing terms;
d. Explain different price-setting strategies;
e. List the number of different ways to price a product or service;

f. Conduct a break-even analysis;
g. Practice setting prices;

h. Analyze how varying prices can benefit a health practice; 
i. Discuss the next steps; and

j. State their key takeaway from the session.

Pre-Session Preparation:

	Start Time:  9:00
	SECTION 1:  WELCOME
	20 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	1-2
3-5
6

	1

2

3

4


	Pre-test

Lecturette overview of session format, agenda, and learning objectives

Brief introductions


	Pre-Test:  Hand out the Pre-Test and have everyone complete it and give it back to you in order to compare to the Post-Test at the end of the session. Score each Pre-Test by putting a check mark in front of the questions participants answered incorrectly and then adding up the checkmarks, placing the number of wrong answers in the upper right hand corner.

Common Ground Questions:  Welcome the group and ask: “How many of you have a clear strategy for setting your prices?” "How many of you know what a break-even analysis is?” “How many of you adjust your prices occasionally?” "How many of you use differentiated prices?” 

As you ask the questions, model raising your hand, so the participants know to raise their hand if their answer to a question is “yes.”

Keep asking questions until everyone has raised their hand at least once. 

“Well, by the time you leave the session today, you will be able to answer all of these questions in the affirmative.”

Opening Comments: Introduce yourself. Ask people to raise their hands if they have attended a previous session in this series. Explain the format of the session (start and stop times, 10-minute breaks approximately every hour, etc.)

[NOTE:  If this is the same group of participants who attended the previous session, all you need to do is to mention: “The materials are laid out the same way as before.” 

If the group has new participants, provide the complete explanation that follows:
Materials: Review how the materials are laid out in their manual.  Point out that the Table of Contents contains documents in bold print (agenda items), documents in italicized print (participant activities), and documents in regular print (reference materials). 

Training Approach: Explain the training approach: the major content is in their participant packet and not in the PowerPoint, which is why they will not receive a copy of the PowerPoint.

Agenda and Learning Objectives:  Read these out loud.

[Brief introductions, if necessary]
Learning Contract: Establish a “learning contract” with the participants. Tell them: “If at any time you feel that the program is not meeting your needs, please tell me. At the end of the session, instead of standing in front of the group telling you what you should have learned, I will call on each of you to identify your key learning or takeaway from the session."
	10 minutes

10 minutes



	Start Time:  9:20
	SECTION 2: PRICING OBJECTIVES
	30 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	7
8


	5


	Large Group Discussion


	Large Group Discussion:  Say: “In Session 20, we looked at the importance of knowing your customers and your degree of competitiveness in your market. Even though we said that price was not the main deciding factor for individual customers, it remains a factor nevertheless, and directly impacts the bottom line, that is, your profitability.  In this session, we will discuss how to set prices for your products and services. To begin, let’s discuss how you currently set your prices.
Please turn to page 5.” [Ask each question and wait for the answers. You may find it useful later if you write their responses on flip charts- it depends if they identify pricing strategies that will be discussed in later sections.]
1.  How do you decide how to price your products or services?

2.  How do you determine if you are charging too much or too little?

3.  Do you change your prices?  If so, how often and why?
4.  How well is your pricing strategy working for you?” [Possible answers might be:  “ I don’t know,” “At least I’m not losing money,” “We actually made a profit,” etc. ]

“One way to determine if your pricing strategy is working for you is by checking to see if you are reaching your desired pricing objectives. We’ll do that after our break.”
	5 minutes
25 minutes


	Start Time: 9:50
	BREAK
	10 minutes

	Start Time:  10:00
	SECTION 2: PRICING OBJECTIVES continued
	15 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	9

	6


	Individual Assessment

Directed large group discussion


	Individual Assessment:  Say: “Please turn to page 6 and review the list of basic pricing objectives. Put a check mark in front of all that apply to you.

If you have a pricing objective that is not already listed, please add it to the list.

Once you have done this, then go back over the objectives you checked and underline those that you are definitely achieving right now.”

___
1.
Cover your costs (breakeven)
___
2.
Be profitable so you can reinvest the net earnings back into 

the business (and buy more equipment and improve your
facilities.)
___
3.
Be profitable so you can take money out of the business for 

Your personal use.

___
4.
Increase revenue (volume of products and services sold)

___
5.
Gain a larger share of the market

___
6.
Serve the needs of the community

___
7.
Survive as a business (be sustainable)
___
8.
Provide for your family
___
9.
​______________________________________

___     10.
______________________________________
Directed Large Group Discussion:  [Note: It is not important which objectives the participants checked. What is important are those objectives they desire but are not achieving right now.] 

Ask: “ First of all, before we discuss your conclusions, did anyone have any other pricing objectives to add?” [Wait for their responses. If they have items to add, thank them and make a note. We can add them to the list for later classes.] 

“Now, is there anyone in the room who is currently achieving every one of his or her pricing objectives?” [If there is, ask: “Was that true in the past? Do you trust that this will continue to be true in the future?” Note: Since no one can predict the future, there is likely to be some hesitation in answering the second question. Use that as an opportunity to say: “Then, if I understand correctly, your current situation is good but it might be helpful to know what to do if your situation changes, is that right?”]

Say: “How many of you are currently achieving- most of your pricing objectives?” [wait for a show of hands] –“some of your pricing objectives?- “none of your pricing objectives?” Then ask: “How do you know that you are or are not achieving your pricing objectives?” [Wait for suggestions: Check with my accountant, do not know exactly for each product or service but I am sure about the overall business, I have no idea at all, etc.]

“Regardless of where you are now, when you leave the session today you will have strategies that will help you to attain and continue to attain your pricing goals.”


	5 minutes

10 minutes




	Start Time: 10:15
	SECTION 3: PRICING STRATEGIES
	45 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	10
11
	7


	Lecturette


	Lecturette: Tell them: “There are many different ways to set prices. We are going to look at seven basic strategies that are listed on page 7.”

[Note: As you read each strategy and its definition, either relate it back to a pricing strategy that one of the participants may have mentioned in the earlier exercise, and/or ask if this is a familiar pricing approach- either because the participants have used it or they’ve seen the approach used. Then ask for a volunteer to give an example.]
	15 minutes



	
	1.
	Market or Competitive Pricing 
	Prices that keep your product or service competitive in the market
	

	
	2.
	Regulated Pricing
	Prices that are set by the government or insurance companies, indicating how much they are willing to pay
	

	
	3.
	Cost-Plus Pricing
	Prices that reflect your cost to run your business, plus a certain percentage above that, in order to make a specific profit
	

	
	4.
	Discount and Promotional Pricing
	Lower prices for a limited period of time to attract new customers, promote a new product or service, or move inventory off the shelves
	

	
	5.
	Differentiated Pricing


	Prices set at different levels for different types of customers, charging more to customers who will pay more and charging less to attract customers who would not otherwise purchase the product or service
	

	
	6.
	Bundled Pricing
	Prices set for several products or services that are packaged together to be sold for a lower price than would be charged if they were sold separately, 
	

	
	7.
	Volume Pricing
	Prices set lower per unit for high quantity purchases
	

	
	8.
	Negotiated Pricing
	Prices mutually agreed between parties
	


	12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27


	8

9
10

	
	Individual Work:  Say: “Working independently, please identify the pricing strategy used in each scenario below.  Each pricing strategy is only used once.

Debriefing:  [Ask for volunteers to identify which pricing strategy is illustrated in each scenario. Hopefully, there will not be a need to read out the scenario, just ask for the pricing strategy.]
Scenario #1:  A new obstetrician has noticed that many of the doctors in his field charge a pregnant woman: a small fee for each prenatal visit; a separate fee for delivery; a separate fee for a post-partum check-up; and yet another fee for follow-up family planning services. This individual service charging has evolved because many women do not regularly stay with one doctor during a pregnancy.  The new obstetrician wants to promote good, regular, and consistent pre- and post-natal care, and to build a stable patient base. He decides to offer one comprehensive price for: pre-natal care (excluding laboratory fees); delivery (with a surcharge for cesarean section); a six-week post-partum check-up; and family planning services (excluding the cost of prescription drugs).  
Pricing Strategy: [Bundled pricing]
Scenario #2:  A solo dermatology practice is struggling to cover its costs. It has not made a profit since opening three years ago. If patient volumes do not grow soon, the practice will have to close. A decision is made to gamble on a six-month pricing campaign to attract new patients. A letter is written and sent to every private primary care provider in the community promoting the new prices and promising that lower prices will not mean less time spent with a patient.  
Pricing Strategy: [discount and promotional pricing]
Scenario #3:  There is a critical shortage of dialysis machines in the country and a rising need for dialysis treatments. The government has become very concerned, because there appears to be extreme price-gouging happening in the private health care market. A law is introduced and passed to set national rates for renal dialysis services.
Pricing Strategy: [regulated pricing]
Scenario #4:  A private school in your town is looking for a pediatrician to provide pre-screening check-ups for all the students who want to play in a highly competitive school football league.  A new pediatric practice realizes this is an opportunity to gain some good visibility in the community and is eager for the opportunity to work at the school. Rather than charging for their service based on the number of students seen, the doctor offers the school a single fee to cover all pre-screening examinations of eligible athletes.
Pricing Strategy: [volume pricing]
Scenario #5:  A new dental practice was established by two new graduates of a dental school. Neither of the dentists had any experience with how to run a business or price a service. Since this was a new business entity, there was no base-line cost data available. They knew that their prices had to be competitive to attract new customers. They decided to pretend to be a patient and call all of their competitors to ask the cost of the three most common services. By telephone shopping, they were able to discover the average cost for a 30-minute routine dental cleaning, a routine filling, and a four-view dental radiology screening.
Pricing Strategy: [market or competitive pricing]
Scenario #6:  Your orthopedic private practice has done months of work to determine the average cost of delivering the thirty most common orthopedic medical services. You have carefully determined the average time spent with a patient by each member of the care team for each service. You have studied and quantified the average use of medical supplies for each diagnosis. You have also carefully calculated all of your indirect costs and determined a per-visit indirect cost. You decide that you will price your services based on these actual costs plus 15%, which, if all your calculations are correct, will be your profit margin.

Pricing Strategy: [cost- plus pricing]

Scenario #7:  A medical laboratory provides laboratory testing services for over thirty medical practices. The laboratory decides to accept as payment-in-full the reimbursement rates negotiated by each of the three predominant medical insurance schemes in the country.  These three companies, due to the size differentials of their membership bases, have each negotiated different rates for the same service.  
Pricing Strategy: [negotiated pricing]
Scenario #8:  A medical clinic offers a general physical examination conducted either by a nurse or a medical doctor.  The doctor conducted exam is three times as expensive as the one done by the nurse, but other than that, there is no difference in the procedures or service offered.

Pricing Strategy: [differentiated pricing]
	10 minutes

20 minutes


	Start Time:  11:00
	TEA BREAK
	10 minutes

	Start Time:  11:10
	SECTION 4: PRICING OPTIONS 
	15 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration


	28
29

	11

	Small Group Competitive Brainstorming

Debriefing


	Competitive Brainstorming: Tell them: “We know that there are different strategies to price products and services. It’s time to put this information to practical use. If you turn to page 11, Innovative Pricing Options, we are going to have a brainstorming competition. Each table will have 5 minutes to identify as many different ways to price either a product  (condoms) or a service (baby delivery), whichever your group chooses. The groups with the most innovative or the greatest number of pricing options for each category will win a prize. 
So, first your group needs to decide what you’re going to price. “[Quickly check with each table to make sure they know]. “Okay, your time starts NOW!”
Debriefing:  Ask: “Let’s start with the tables who priced condoms. Who thinks you have the greatest number of options? [Have that table read its list, then if other tables have other options, they report those. Ask the tables that priced baby delivery to decide which condom table(s) had the longest list and/or the most innovative ideas. Award small prizes to the members of those tables. ]
[Possible answers: buy 3, get 1 free; mix-and-match different types for a higher average price; “tell-a-friend” price: give a discount and a voucher for a friend of the buyer; “pink sale” – 50% off all pink condoms (slow moving goods) on given day; 25% off on all condoms in the morning, etc.]

Repeat the same process with the tables that priced baby delivery, having the condom tables decide the winners.

[Possible answers: “BYOS” bring your own supplies – 50% off the cost of the service; “Prepaid”: save upfront and get 20% discount; refer a friend and get 10% voucher; 10% off on post delivery care, bundle with pre-natal and post-delivery services, etc.]

	5 minutes

10 minutes




	Start Time: 11:25
	SECTION 5: BREAK-EVEN ANALYSIS AND PRICE RANGES
	35 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	30
31
32
33
34
35
36
37
38
39
40
41

42
43

44

	12
13

13

14
15

16

17

	Lecturette

Demonstration


	Lecturette: Say: “So, we know there are lots of different ways to price a product or service. But do we know what that price should be, particularly when we want to lower our prices to attract more customers or sell more products?

The best way to determine how low that price can go is to conduct a break-even analysis. Does anyone know what that is?” [Wait for an answer- if correct, thank them. If not correct, coach them to the correct answer and thank them. If no one knows, that’s all right because that is what we will learn now.]
[The purpose of a break-even analysis is to determine the minimum volume of sales that is required to cover all of your costs and therefore avoid a loss at a designated sales price. In this case, you set your price and vary your volume.  In order to calculate your breakeven sales price, you need to know your fixed and variable costs per item sold (for each service or product), assuming a certain volume.]
Say:  “If you turn to page 10, you will see the purpose of a break-even analysis. There is also a description of the different prices you might set.
Variable costs (1) are costs that change in proportion to the activity of your practice. (See the Price Ranges table on page 11).

Variable costs:

· in a medical practice: contract labor, health care worker supplies, patient care supplies, diagnostic and therapeutic supplies, and medications.

· in a pharmacy: costs of goods sold, store suppliers, containers and labels, delivery service costs, and contract labor.
The minimum affordable price (2) just covers your variable costs. If your existing health practice is giving a discount on products or services for promotional purposes, you need to at least cover your variable costs. This would be your minimum affordable price (2). It can only be for a short time, for a specific reason and only for a few products or services you want to promote. This is because,in the long run, you need to cover your fixed costs, too.

Fixed costs (3) are business costs that are not dependent on the volume of goods or services sold by the business. These include: fixed salaries, rent, facility maintenance, equipment maintenance, computers, telephones, and other utilities.
Break-even means that you cover all of your costs, both fixed and variable, and generate no net profits or losses. This would mean that you are selling your products or services at a break-even price (4). You make a profit when your income exceeds your costs.

The minimum profit (5) that you want to make after fixed and variable costs are paid sets your price floor (6). This is the minimum price you will charge so that you will be able to compensate yourself. You set this price based on your profit goal, which might be 10%, 15% or higher.

If there is an opportunity to set a higher price, (for example, because of a higher demand, the novelty of the product or service, or attracting wealthier clients who are willing to pay more), you can make an additional profit (7).  The highest price you can charge while staying competitive within the market is your price ceiling (8).

Additional Profit
(7)
PRICE CEILING
[Maximum price that the market can bear]
(8)
Minimum Profit
(5)
PRICE FLOOR
[Minimum price that includes your expected 
profit] (6)
Fixed Cost
(3)
BREAK- EVENPRICE
[Covers costs, without any profit]
(4)
Variable Cost
(1)
MINIMUM AFFORDABLEPRICE
[Covers only variable costs]
(2)
Demonstration:  [Note: Here are slides so you can walk the group through:

Variable cost 
Minimum affordable price
Fixed cost

Break even price
Minimum profit
Price floor
Additional profit

Price ceiling
	35 minutes



	Start Time: 12:00
	BREAK
	10 minutes

	Start Time:  12:10
	SECTION 5: BREAK-EVEN ANALYSIS AND PRICE RANGES continued
	40 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	45
46
47
48

49
50
51
52

53
54

55
   56

   57

   58

59

60

61

62

63

64

65

66

67

68

69

70

71

72
	18
19
	Paired calculations

Debriefing

Paired Calculations [if necessary because people were confused when working with Scenario 1]
Debriefing

Directed Large Group Discussion

	Paired Calculations:  Say: “It’s time to see if this makes sense to you. Please turn to page 18, Calculating Prices. Working with a partner, please identify what the prices will be for each scenario. (The Price Range table is provided for your reference). Then answer the questions that follow the scenarios.

[Note: Have them just do Scenario 1 and debrief them, to make sure they know how to do it. Assuming some people were confused and need to have things clarified, there is Scenario 2 for them to do in order to check their comprehension. However, if everyone gets the correct answer for Scenario 1, there is no need to have them do Scenario 2.]

Signaled Debriefing: [Note: For the debriefing, ask each question and have each person signal their answer by putting the appropriate number of fingers in the air. This method gives you immediate feedback regarding who does and who does not know the correct answer.]

Scenario 1:  Your fixed cost is 1, your variable cost is 2, the minimum profit you want is 1, your typical sales price is 5, and your maximum price is 7.

1.  What is your minimal affordableprice? [2 covers variable price]

2.  What is your break-even price? [3= 1 (fixed cost) + 2 (variable cost)]

3.  What is your price floor? [4= 3 (break-even price) + 1 (minimum profit)] 

4.  When you sell at your typical sales price, how much profit do you make? [2= 5 (typical sales price) – 3 (break-even price)]

5.  If you decide to discount your product or service and charge only the minimal affordable price instead of your typical sales price, how much less profit will you make? [3= 5 (typical sales price) – 2 (minimal affordable price)]

6. If you decide to sell your product or service at the maximum price, how much profit will you make? [4 = 7 (maximum price) – 3 (break-even price)]

Scenario 1 price ranges chart
Scenario 2:  Your fixed cost is 2, your variable cost is 4, the minimum profit you want is 2, your typical sales price is 10, and your maximum price is 12.

1.  What is your minimal affordable price? [4 covers variable price]
2.  What is your break-even price? [6= 2 (fixed cost) + 4 (variable cost)]

3.  What is your price floor? [8= 6 (break-even price) + 2 (minimum profit)] 

4.  When you sell at your typical sales price, how much profit do you make? [4=10 (typical sales price) – 6 (break-even price)]

5.  If you decide to discount your product or service and charge only the minimal affordable price instead of your typical sales price, how much less profit would you make? [6= 10 (typical sales price) – 4 (minimal affordable price)]

6. If you decide to sell your product or service at the maximum price, how much profit will you make? [6 = 12 (maximum price) – 6 (break-even price)]

Scenario 2 price range chart
Directed Large Group Discussion:  Say: In the examples that we just studied, I calculated the unit fixed cost for you. But in reality, you would have to calculate the unit fixed cost for yourself. For variable costs, it is more obvious because it is directly related to the unit. How would you calculate the fixed cost for a particular product or service?

[Answers: Allocate costs in the same percentage as revenue generated by the product or service. Take all fixed costs and divide it by the number of products or services to come up with an equal amount of fixed costs for each.  Or fixed costs per department. It depends on what you want to know.]
Say: “ We’ve been focusing on setting the break-even point for one product or one service. Some of you may be thinking, but my practice offers many different products or services. What do I do then? What WOULD you do then?”  

[Wait for a response. Possible answers: Understand how each product or service contributes to your income and take a weighted average; the calculations would be more complicated; use a loss leader (the price is lower than the cost to attract customers who will buy other products so, although there is a loss on the discounted product, other sales compensate for it; trial and error, but it is easier to lower prices than raise them so be cautious when lowering them; if you are consistently making a profit, you must be doing something right!  But if you are losing customers, struggling to pay bills, have other challenges, analyze what impact pricing has.]
	10 minutes

10 minutes

10 minutes

5 minutes

5 minutes 


	Start Time:  1:00
	LUNCH BREAK
	60 minutes

	Start Time:  2:00
	SECTION 6:  THE VALUE OF PRICE ADJUSTMENTS
	50minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration


	Pay What You Can
Dr. Sheila Jones noticed that, like all health centers in the area, she was getting patients who had difficulty paying the established fees for services. She also observed that, for no apparent reason, there were fewer patients on Thursday afternoons. She had to keep the medical practice open and pay staff their fixed salaries, so she decided to allocate two hours of her time in the medical practice on Thursday to those patients who had less money.

Instead of developing a payment scheme and chasing patients for small amounts, she is asking them to pay whatever they can. There are a few simple rules: 

· No matter how little you can afford, you have to pay something to be served at the medical practice. 

· If you have insurance, you cannot get services during the two hours (unless it is an emergency).
To make people comfortable, money is not collected at the counter. Patients drop their contributions into a special box so that they can deposit their funds without anyone else knowing the amount.  

How is the price change likely to affect: 

1. 
Demand for services?  [Increases as people who can’t afford the established fees can get served without having to owe money.]
2. 
Profitability of the health facility? [It will only increase if what is paid by the patients covers the variable costs of providing the services.  The fixed costs will be incurred regardless of the funds collected, but the variable costs need to be covered in order not to lose money that afternoon.  Otherwise, you can consider this your service to the community. ]
3.  How will you advise the community of this option without encouraging those who can pay the established rates to come for this special “pay-what-you-can”? [Word of mouth, but caution is necessary unless there is some way to verify that the patients who come this afternoon are, indeed, poor.  You may also need to advise them that you only have these two hours, so if too many take advantage of this service, it will have to be discontinued, but then this offer may backfire and you may harm your reputation in the community.  Another option is to offer this informally at any time, according to your discretion.]

	5 minutes

5 minutes

15minutes

15minutes



	Start Time: 2:50
	BREAK
	10 minutes

	Start Time: 3:00
	SECTION 6:  THE VALUE OF PRICE ADJUSTMENTS continued
	30 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	92

93

	24

	Individual Assessment, then Paired Discussion


	Individual Assessment: Tell them: “Now that you know some of the pricing strategies and terminology, and you’ve just seen that price adjustments can be beneficial, it’s time to apply what you’ve learned to your own practice. Please turn to page 19, Assessing Current and Potential Price Adjustments. 

First, in the top table, identify any price adjustments you’ve tried, explain why you tried them, and assess how well they worked.

Second, in the bottom table, identify price adjustments that you could consider trying, when you might use them and what you would like your results to be.  Be sure you can measure the results so you will know if you have achieved your objectives.

Then turn to a partner and discuss your conclusions.
	30 minutes




	Start Time: 3:30
	SECTION 7:  SUMMARY AND EVALUATION 
	30 minutes

	Slides
	Pages
	Learning Activities
	Facilitation Notes
	Duration

	94-95
96
97

98

99
100

	27-28
25
26

	Individual worksheet

Next Steps
Post-test

Individual assessment and Report outs

Overview of next sessions and schedule


	Evaluation:  Have each participant complete the evaluation form for the session, tear it out and hand it to you or put it on a table.

[Note: You never want to end a training session with an evaluation, because all of the energy of the group dies down.]

Next Steps:  Tell them: “Your next step is to price your products and/or services. 

1. Estimate your fixed and variable costs for the two products and/or services that contribute most to your total revenue.

2. Determine a fair profit margin.

3. Select a pricing strategy.

4. Set your prices for these two products or services

5. Experiment using two different price adjustments.

6. Conduct a break-even analysis on these different products or services that you might potentially discount- either to promote them or to attract new customers.
Post-Test: Hand out the Post-Test and have the participants complete it. Go through the answers, drawing them from the group, so they can mark what is wrong (using the honor system). (Just have them put a check mark in front of the questions they got wrong and then add them up, placing the number wrong in the upper right hand corner.) Hand them their Pre-Tests for comparison purposes. Give a small prize to the people who learned the most (decreased the number wrong by the greatest amount). Then collect all Pre and Post Tests.
Key Takeaway:  Have each participant identify the most important idea or technique that they gained from the session and write it down.

Tell them:  “In lieu of a summary by me, all of you are going to stand and take turns (when you have a ball in your hand) identifying your key take away from the session. Once you have spoken, throw the ball to someone else to speak and then sit down. It will then be easy to tell who has yet to speak by those who are left standing. Don’t be concerned if someone says what you planned to say. If that was your key takeaway, say it anyway.”

Series Overview:  Make sure that everyone knows what the next session is (subject and agenda) and the necessary logistical information so that they can attend: day, time, place, how to enroll, etc.)

Thank them for coming, remind them about the Next Step, and close the session.
	5 minutes

5 minutes

10 minutes

10 minutes

	End Time:  4:00
	ADJOURN 
	


DISCLAIMER

The author’s views expressed in this publication do not necessarily reflect the views of the United States Agency for International Development or the United States government.


