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Abstract

Place (Distribution) is a set of interdependentaaigation that help make a product available
for use or consumption by the consumer or businsss. In the other hand the role of
distribution channel helps merchandizing of thedpi, buying and assembling of and selling
becomes convenient as well as supports in implangepticing mechanism, distributors and
retailers being in touch the customers provideedlback about the price customers are to buy.
This study tried to analyze the distribution chdnoieMOHA Soft Drink Industry S.co in
Addis Ababa. The study has follows a mixed appnpaoth quantitative and qualitative, in
dealing with the issues that have been investigaféd this effect, primary and secondary
sources of data have been used. Combination tfuments has been applied to gather
information for the study. For instance, structuggiestionnaire has been used and customer
survey conducted to generate quantifiable datatlferstudy. Close to 565 samples were

randomly selected and considered to this end.

As to the generation of qualitative informationcds group discussion and interview was
conducted with selected members and sales manafytrs plants who have the knowledge
and experience in distribution channel. The infation collected was organized and
analyzed using descriptive as well as explanatoeyhod of data analysis. Based on the
analysis, the application of the distribution (gaananagement of the company is well
underway. However, there existed some cases #mt to be addressed in terms of demand
availability and fair distribution of the product avell as lack of customer handling. Based on
this the company should build up the capacity afdpction in order to satisfy customer

expectation.



1. INTRODUCTION

1.1 Background of the Study

Ethiopians are a thirsty people, the year roundatehfor ice-cold beverage that are either
sweet or alcoholic (or both) seems to be incredidirinks are often used like medicines.
People consume them to park up or calm down, whey dre busy and fired. When they are
relaxing, or even to suppress their anger and ggeAt one time, long in the past, this need
for refreshment was satisfied through home (traddl) brews “Tella” and “Teje” being the
famous ones. This is probably still the case irstnparts of the country. But the emergence
of packed (bottled) beverage industries, for certdianged the drinking habit of the people
greatly.

The Soft Drink business, which emanated from thé&ddnStates, originated from the tonic
and elixirs that druggists use to prepare for cores in order to cure a variety of ailments.
One popular formula combining Cola leaves and tbé&a Kot was invented in 1886, which
was named Cola-Cola, by Atlanta druggist John Stgttmbertion. The right of producing the
product was then acquired by Asa Griggs Canndten fthe origination, which proceeded to
market in its syrup from the soda foundations adodmerica. Presently, this syrup is
distributed throughout the world with patent arramgnts. This establishment was later in

1919 transferred to a person called Ernest Woodl Ruf

Thanks to aggressive marketing, Coca Cola staot@dgume a prominent place in Americans
life. As it was introduced around the world, Cdkecame a loading symbol of the United
States, and the company worked to a great lengttultovate this status. Incidentally, the
company resisted the nick name “Coke” for many ydmcause of its associate with cocaine.
The small trace of the drug found in the originat@ Cola formula was eliminated in 1903.
While Coke dominated the soft drink market up to #mough 1940 a serious competition
was slowly gaining ground. Pepsi Cola was inveriigdNorth Caroline pharmacists Cabel
Bradham in the 1890. The Pepsi Company grew na@ichund the turn of the century, but



latter run into serious financial difficulties. IFag into bankruptcy a number of times and
passing through a number of owners. The companthébetter, got a boost in sales during
the great depression (in 1930s) when it startdihgdPepsi in 12 ounce bottle for the same

price as Cola’s 6 ounce bottle.

However, still Pepsi remained second distant urB0, when the company turned to what
would later be called “lifestyle advertising: assdiog drinks with young “Sociable”. The
company scored a major crop in 1954 when Khrushiéhwne Minister of Russia at the time)
was photographed, drinking Pepsi at an expositioAmerican product in Moscow. After

that Pepsi was a true contender.

Donald Kemdellas, the executive who arranged KhidkHl to drink Pepsi, friendship with
Richard Nixon (president of the U.S. 1969-19743%asd to help the company to get the first
foot hold in Soviet Market. Coke latter used itgoections with Janies Carter (President of
the U.S. 1977-1981) to get the first shot at then€se Market. This probably marked the
first real competition between the contenders.eA¥ards, especially in the 1960s. Coke and
Pepsi escalated their rivalry with a successiomafertisements aimed at tapping into the
change in the Americans psyche and getting peopdsdociate one or the other cola in one’s
personal identity. The two companies spent millbonpromoting notions such as “you have
got a lot of live and Pepsi has a lot to give ao#is the real thing.

Until early 1960’s the two companies has only ook @drink brand a piece. A much smaller
competitor, Royal Crown, paved the way to gain meavk by bringing out the first sugar free
soft drink (Binyam Mesfin A.A.U (2006).

MOHA Soft Drinks Industry S.C. has franchise agreamwith Pepsi Cola Company in
Ethiopia. It is one of the MIDROC sisters Companhlye abbreviation of MOHA the name of
the president of the company Mohammed Hussein Aliudin and the abbreviation of

MIDROC also Mohammed International Development Regeand Operation Company.

MOHA Soft Drinks Industry S/C was formed in accarda with the commercial code of

Ethiopia following the acquisition of the four ptanwhich are Teklehaimanot plant in Addis



Ababa, Nifas Silk Plant in Addis Ababa, Gondar pland Dessie Plant in January 1996 at
total purchase price of Birr 111.8 million (USD 37million) through a bid floated by the
Ethiopian privatization agency.

The company is a sole producer of Pepsi cola ptontuthe country under the franchise
agreement with Pepsi Cola International (PCI). $b# drink products which the company
currently produces are: -Pepsi cola, Mirinda orahjeinda apple, Mirinda tonic and 7-up. It
also produces KOOL mineral and Tossa carbonatedrsvatThe soft drinks are available in
300ml returnable bottles. Some of these produstslso available in polyethylene (PET)

package, the content of which are ranging fromi@bup to 1.5 liter.
The plants under the auspices of the company rééséven). Their list is presented below.

Table 1:- Plants under MOHA Soft Drink Industry S.C and their location

No Name of the plant Location

1 Teklehaimanot plant Addis Ababa (Merkato)
2 Nefas Silk plant Addis Ababa (Gotera)
3 Summit Meri plant Addis Ababa (Meri)

4 Awassa Millennium plant Awassa

5 Bure plant Bure (Gojam)

6 Gondar plant Gondar

7 Dessie plant Dessie

MOHA holds 52% of the market share in the soft ksimdustry of the country. The annual
turnover of the company has reached at an averemetly of 12%. Source (MOHA Soft
Drinks Industry Annual Report 2012).



1.2 Statement of the Problem

MOHA has used several distribution system thatiiect! distribution through its own sales
force with its trucks as well as indirect distrilout system through agents and sub agents in
Addis Ababa and all over the country. Howevergpinfal discussion with some customers of
MOHA Soft Drink Industry S.C particularly in Add&baba revealed that there are some gaps

in the distribution channel specifically.
The major gap in the distribution included

1. There is a substantial amount of complaint by custs related to the distribution
practice of the company.

2. The company lacks the capacity to make the produailable especially during
the peak season.

3. The company lacks objectivity to serve customerg/fa

Moreover, the best knowledge of the research shadybeen carried out previously in this
regard. Thus, the researcher believes thawbish understanding the study. Therefore, this
research paper focused on the distribution chaandltried to make an assessment of the
existing practice at MOHA Soft Drinks Industry S.@. Addis Ababa. To find out their
purpose, study the practices in place explore tfadlenges in the process and investigate the

underlying causes of issues raised by customers.

1.3 Basic Research Questions

In line with the problem statement the study adslrdghe following question.

» What is the existing distribution strategy?

» What is the set of criteria used to select anduataldistribution outlet?
= What is the basic constraint in the distributioaruhel of MOHA?

= What must be done to make effective channel?



1.4 Objective of the Study

The major objective of the study is to make an msiiee analysis of distribution frame work
at MOHA Soft drinks Company in Addis Ababa.

Specific objective of the study are:-

15

To examine the existing distribution strategy.

To identify and evaluate distribution criteria.

To analyze the distribution channel of the company.

To examine the distribution channel that satistiestomer need.

To recommend possible solutions to the managemeggrding distribution

framework by the company.

Signification of the Study

This study is believed to have the following sigrahces.

1.6

It enables the management of the company to resbk problem of the distribution
channel.

It serves as a stepping stone for other reseatohewdertake further study.

It enhances the research skill and knowledge ofdgkearcher.

It adds value on the existing stock of knowledge.

Scope of the Study

At the time of the study, the secondary data mayb@oavailable as required. Since, the

culture of organizing data base has not yet be&eldeed in the business organization like

the one under the study. Furthermore, as the isssed in the study is not yet researched

well in Ethiopia. The researcher may face difficolobtain sufficient literature to learn about

what has been done so far in this regard. It wdaddappropriate to include the methods,

findings and conclusions of previous studies uraden domestically. The study was covered
only in Addis Ababa.



1.7 Definition of Terms

1.7.1 Operational Definition

1.7.2

1.8

Territory University (TU): - The distribution strategy of MOHA Soft Drink
Industry S.C in Addis Ababa.

Market Unity Manager (MUM) - a person who is responsible for the whole.
Territory Development Manager (TDM): A person who is responsible to the
limited territory sales function

Account Development Representative (ADR) A person who is responsible to
develop new business opportunity

Territory Co-ordinator (TC ) — A person who support key work in daily operatio
Customer Representative (CR) A person who is responsible for volume
development and customer service.

PCI (Pepsi Cola International)

Conceptual Definition

Marketing:- The commercial function involved mansferring goods from producer
to consumer (V.P Gupta & 11a Sinha 2007 p4).

Market Segmentation: - Dividing a market into smatroups with distinct needs
characteristics or behaviors who might require spgroduct or marketing mix
(Phili ps K et. Al 2008 p184 ).

Distribution efficiency:- provide salesmanship &zifitate relationship with the
customers (Yogendra Singh and Manatapandy 2004)p242

Marketing channel :- A major determinant of thenis Long-run effectiveness and
efficiency (PETER Doyle 2002 P312).

Organizational of the Study

This study was organized under five chapters. firise chapter is an introduction part and

deals with the background of the study, stateménh® problem, basic research question,



objective, significance and scope of the study.e $bcond chapter addresses the review of
relevant literature that is pertinent to the issmeler study. This is followed by the third
chapter which contains the description of the tgpd design of the study, participant in the
study, the source of data, the data collectiorruns¢nt and the methodology as well as data
analysis, results and discussion of the studytatedin the fourth chapter. Here, the findings
of the study are interpreted and discussions ofiititengs or the results of the research are
summarized. Finally, or the fifth chapter summafythe finding, concluding remarks,

limitations or drawbacks of the study and recomnag¢iods were addressed.

1.9 Limitation of the Study

The limitation of the study includes the following:

» It was extremely difficult to persuade customersagpond to questionnaires.

= Some of the respondents were not co-operativeakdadf interest to fill the
guestionnaires.

» The study had not been conducted on a very lar@e,sand the possibility of
committing error, cannot be ruled out.

= There was a time limitation.

» Sometimes the weather conditions were not favorddaiewas heavy rainy season

= Some customers know me as | am from Pepsi, andthieea was a chance of being
biasness.

= The company did not provide financial assistanainduhe survey.

»= The time allowed for the project was very shottwés impossible to study deeply in

that short period.



2. LITERATURE REVIEW

In this chapter, we have concentrated on a dedmitf market, criticism of marketing mix,
marketing channel role and importance of distrimutichannel, steps in developing
distribution channel, the important of distributiofunctions of distribution channels, the
internet in the distribution channel, wholesalingdependent, intermediaries, merchant
wholesalers, merchandise agents or brokers, manwa®wned intermediaries, type of
distribution channels channel length, factors iaficing marketing channel strategies,
consumer channel, channel for services, horizomtarketing system, multichannel
distribution system, channel strategy, marketingneciel selection, distribution intensity,
intensive distribution, selective distribution exsive distribution, channel conflict horizontal
and vertical conflict, physical distribution meagirobjective and important of physical

distribution is covered in detail.
2.1 Nature and Meaning of Marketing

What does the term marketing mean? According ¢éoKhbtler & Armstrong (2004) many
people think of marketing only as selling and atserg. And no wonder every day we are
bombarded with television commercials, newspapet daect-mail offers, sales calls, and

interest pitches. However, selling and advertissngnly the tip of the marketing iceberg.

Today marketing must be understood not in the eldss of making a sale “telling and
selling” but in the new sense of satisfying customeeds. If the marketer does a good job of
understanding customer needs, develops produdigptbeide supervisor value, and prices,
distributed and promoted them effectively, thesmlpcts were sold very easily. Thus, selling
and advertising are only part of a larger “markgtinix” a set of marketing tools that work

together to affect the market place.



We define marketing as a social and managerialgggody which individuals and groups
obtain what they need and want through creating exuhanging products and value with

others.

Marketing more than any other business functiold&ith customers, although we will
soon explore more detailed definitions of marketipgrhaps the simplest definition is one:
marketing is managing profitable customer relatmns The twofold goal of marketing is to
attract new customers by promising surplus valuktarkeep and grew current customers by

delivering satisfaction (Kotler, 2008).

Marketing can occur any time a person or orgaropagirives to exchange something of value
with another person or organization. Thus, atdie marketing is a transaction or exchange.
In this broad sense, marketing consists of aatwitdesigned to generate and facilitate
exchanges intended to satisfy human or organizatioeeds or wants. (Michael J. Etzel
2004).

Marketing mix is a broad concept which includesesal aspects of marketing to create
awareness and customer loyalty, market mix is #teob marketing that uses to pursue and
achieve its marketing objectives in the target raark The term is often summarized as
referring to the “Four Ps”. The Four Ps are eftety blended they form a marketing

program that provides want-satisfying goods andises for the company’s market (Spiro,

Gregory, William, 1998).

Marketing is a very broad term that is difficult tonceptualize and define. The American

marketing association defines marketing as thegqa®of planning and executing conception,
pricing, promotion and distribution of ideas, goaalsd services to create exchanges that
satisfy individual and organizational objective. aieting is concerned with the decisions

that relate to business customers make choicedhianwdcompanies should design products,
services and programs to satisfy their customeds\¢erofessor V.P Gupta & Ms. Llasinha

2007).



Marketing should result in a customer who is retapuy out of such tools is a marketing
mix (Kotler 2000). It is a framework that firms ts purpose their marketing goals in the
target market. Marketing mix is classified intaufdoroad groups that he called four Ps of

marketing product, price, place and promotion (Che¢ Goi 2009).

The first thing you need if you want to start aibess is a product. Therefore, product is also
the first variable in the market mix. Products #ne decisions you need to take before
marketing any marketing plan. A product can beddig into two parts. The core product

and the augmented product.

Pricing of a product depends on a lot of differeatiables and hence it is constantly updated.
Major consideration in pricing is the costing ottproduct, the advertising and marketing
experience, any price fluctuation in the marketriiation costs etc. Many of these factors
can change separately. Thus the pricing has suble that it can bear the brunt of changes
for a certain period of time. However, all thesgiables change, then the pricing of product

has to be increased and decreased accordingly.

Place refers to the distribution channel of a pobduf a product is a consumer product it
needs to be available as far and wide as possi@le.the other hand, if the product is a
premium consumer product, it will be available oirtyselected stores. Similarly, if the

product is a business product you need a team wieoacts with business and makes the

product available to them.

Promotion is the complete integrated marketing comoation which in turn includes
advertising as well as sales promotion. Promogsotependent a lot on product and pricing
decision. What is the budget for marketing andeatising? What stage is the product in? If
the product is completely new in the market, itdseérand product awareness promotion
where as if the product already exists then it néed brand recall promotion (Hitish Bhasin
2011).
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2.2 Criticism of Marketing Mix

Marketing mix modeling helps to isolate effectsislless effective at assessing how different

marketing elements work in combination (Philip kKae2009).

According to Wharton’s Dave Reenbstlin(2007) alstes three other short comings.

1. Marketing mix modeling focuses on incremental gfowistead of baseline sales or
long term effects.

2. Despite their importance, the integration of meatrstich as customer sales factors
awareness and brand equity into marketing mixnnitdid.

3. Marketing mix modeling generally fails to incorptga metrics related to
competitors. The trade or the sales force andetmagmotion as well as on

consumer promotion.

However, with all these criticism and limitationsecause of its simplicity perhaps, the use of
this framework remains strong and many marketinglteoks have been organized around it.
In spite of its deficiencies the 4 Ps remains tortagor elements of the marketing mix (Chai
Lee Goi, 2009).

The purpose of this study is therefore to analijzgenbarketing place (distribution) of MOHA
Soft Drinks Industry Share Company in Addis Ababthin the framework of marketing mix.

2.3 Marketing Channel

Most producers do not sell their goods directlyhie final users, between them stands a set of
intermediaries performing a variety of functionBhese intermediaries constitute a marketing
channel (also called a trade channel or distrilbbutivannel). Formally marketing channels are
sets of interdependent organizations involved t® pinocess of making and products or
services available for use or consumption. Theytlae set of pathways a products or services
follows after production, culminating in purchasedause by the final end user (Kottel et al
20009).

11



The primary role played by the trade channels é& thasic function of reducing transactions
between the producer and consumer, with the attérsdaing of time and money for each. In
modern economics, various trade channels have eehtdreir role to perform the new

function. Conventional market channel structuragehbeen used in many countries for many
years. These accustomed structure, however, heca@ie obsolete. They are too inflexible

and need to be updated to reflect in the markegplac

Today’s consumers do not want to shop in small dewkes with bored shopkeepers who sell
goods produced by some anonymous supplier. Hugepsig malls with multiple floors and
glass buildings have transformed retailers intoldmg have transformed retailers into
buildings have transformed retailers into giant pamies that are producing their own
specially brands. Retailers and wholesalers ageeialty brands. Retailers and wholesalers
are getting into the production business. The loldage has been smashed and a new
definition of “channel marketing” is needed.

Channel of distribution is one of the hottest ar@asthe marketing and sales to day.
Managing channels of distribution supplies a muebded source of knowledge and expertise
that professionals can rely on. Based on casdestuahd real-life experience, the book
explains the complicities of managing multiple amels-distributers, dealers, manufacturer’s
reps, private labels, brokers, wholesalers, retaged all the rest. In the process both macro
and micro business influences that affect chanifettereness. Special attention is paid to the
frustrating areas of channel power and confliat, dangerous issue of legalities and the most
critical topic of all the channel design sequerfgel Gupta & llasirha 2007)

All marketing channels have the potential for cmbfand competition resulting from such
sources as goal incompatibility, poorly definedesolnd rights, perceptual differences and
interdependent relationships. Companies can maoagict by striving for super ordinate
goals, exchanging people among two or more chdewels co-opting the support of leaders
in different parts of the channel encouraging jomémbership in and between trade
associations employing diplomacy, mediation or tembon or pursuing legal recourse.

Marketing channels are characterized by continubs sometimes dramatic change. Three

12



of the most important friends are the growth ofticat marketing systems, horizontal

marketing systems and multichannel marketing system

Channel roles are the sorts of activities or betraassigned to each intermediary in a channel
system. It is very important to understand thesadf the marketing channel. The first and
foremost role of a marketing channel is to fill tlygaps between the production and
consumption of process. These gaps are categaaizche gaps, space gaps, quality gaps
and variety gaps. Time gaps arise because thareassiderable time difference between the
production and consumption of goods. For exampetboth paste that we use today must
have been prepared at least a month earlier maowss in their production process follow

schedules that ensure continuity of production &etp them improve their production

efficiency. Space gaps occur when production tpkase at one or a relatively small number
of locations. Since the place of production needhe close to the final consumers. It resets
in space gaps. Quantity gaps occur because mamees produce products in much larger
quantities than the individual customers would pase. This gives rise to the need for
breaking down these large quantities into smalleangjties in order to match the needs of

individual customers (Gupta, 2007).

2.3.1 Role and Importance of Distribution Channel

According to Yogendra Singh and Mamtapandry (20@#tribution efficiency to the
manufactures work is divided between distributait emanufacturer, channel supplies product
in required assortments (combination of productifferent manufactures) channel provide
salesmanship to facilitate relationship with thestomers. In the other hand the role of
distribution channel helps merchandizing of thedpmat, buying and assembling and selling
becomes convenient, as well as supports in impléngepricing mechanism, distributions
and retailers being in touch the customers proaideedback about the price customers are

ready to buy.
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2.3.2 Steps in Developing Distribution Channel

1. Formulation of channel objective
» Coverage of the target market

* Ensuring that the consumer goes through minimunttiexein procuring the
product easy approach e.g. Convenience of tradingeinternet.
e Ensuring that the firm is able to carry on with nsanufacturing activities
confident that the channel will take care of th&rnthution works.
* Ensuring that the distribution is cost effective.
Identification of channel functions.
Analyzing the product characteristics and linkirtaenel. Different products need
different channels e.g. IT enabled services carplrehased through the internet
whereas computers generally are purchased thropbkisacal distribution channel.
4. Evaluation of competitors channel pattern.
Evaluation of distribution environment, includirgghll aspects.
6. Matching the channel design with the resourceshefdompany, channel pattern are
different for new entrants in the market as compdoethe existing marketers.
7. ldentifying the alternative channel and selectimg lbest one.

Channel roles are the sorts of activities or bafravassigned to each intermediary in a
channel system. It is very important to understdr@roles of the marketing channel. The
first and for most role of a marketing channeladili the gaps between the production and
consumption of process. These gaps are categaaizche gaps, space gaps, quality gaps
and variety gaps. Time gaps arise because thareassiderable time difference between the
production and consumption of goods. For exantpke tooth paste that we use today must
have been prepared at least a month earlier. Maturers, in their production process,
follow schedules that ensure continuity of productand help them improve their production
efficiency. Space gaps occur when products talese@t one or relatively small number of
location. Since the place of production need motlose to the final consumers. It results in

space gaps. Quantity gaps occur because manwectoroduce products in much larger
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quantities that the individual customers would pase. This gives rise to the need for
breaking down these large quantities into smalleangjties in order to match the needs of

individual customers (Gupta, 2007).

2.3.3 The Importance of Distribution

Most Producers use intermediaries to bring theadpct to a market. They try to develop a
distribution channel (Market Channel) to do thisA distribution channel is a set of
interdependent organization that helps make a ptalailable for use or consumption by the
consumer or business user. Channel intermediaiesfirms or individuals such as
wholesalers, agents, by the consumer or business Bhannel intermediaries are firms or
individuals such as wholesalers, agents, brokerstailers who help move a product from the

product to their consumer or business user.

A company’s channel decisions directly affect evetyher marketing decision. Place

decisions, for example affecting pricing. Marksté¢hat distribute products through mass
merchandising such as Wal-Mart will have differpnting objectives and strategies than will

those sell to specially stores. Distribution diegis can sometimes give a product a distinct
position in the market. The choice of retailerd ather intermediaries is strongly field to the
product itself. Manufactures select mass merclsanslito sell mid-price-range products
while they distribute top-of the-line products thghh high-end department and specialty
stores. The firm’'s sales force and communicatidasisions depend on how much per-

suasion, training, motivation and support its cleupartners need.

Whether a company develops or acquires certaingreducts may depend on how well those
products fit the capabilities of its channel mensb&ome companies pay too little attention to
their distribution channels. Others, such as fed®il computer, and Charts Schwals have

used imaginative distribution system to again apetitive advantage.
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2.3.3.1 Functions of Distribution Channels

Distribution channels perform a number of functiadghat make possible the flow of goods
from the producer to the customer. These functimst be handled by someone in the
channel. Though the type of organization thatqren§ the different functions can vary from
channel to channel, the functions themselves cahaotliminated channels provide time,
place, and ownership utility. They make produetsilable when, where and in the sizes and
quantities that customers want. Distribution clesprovide a number of logistic or physical
distribution functions that increase the efficienaly the flow of goods from producer to
customer. Distribution channels create efficieaddy reducing the number of transaction
necessary for goods to flow from any different nfanturers to large number of customers.
This occurs in two ways. The first is called briegkbulk, wholesalers and retailers purchase
large quantities of goods from manufactures but aally one or a few at a time to many

different customers.

So that customers can conveniently buy many difteiems from one seller at one time,
channels are efficient. The transportation andagi® of goods is another type of physical
distribution function. Retailers and other chanmembers move the goods from the
production site to other locations where they agtd luntil they are wanted by customers.
Channel intermediaries also perform a number dfitf@eng functions, functions that make
the purchase process easier for customers and acamegrs. Intermediaries often provide
customer services such as offering credit to bugatsaccepting customer returns. Customer
services are often times more important which custts larger quantities of higher-price

products.

Some wholesalers and retailers the manufactur@rdiding repair and maintenance service
for products they handle. Channel members alstoqmera risk taking function. If a retailer
buys a product from a manufacturer and it doesalltisis “stuck” with the item and will
lose money. Last, channel members perform a yadétcommunication and transaction
functions. Wholesalers buy products to make theaiable for retailers and sell products to

other channel members. Retailers handle transactivith final consumers. Channel
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members can provide two-way of communication fonafacturers. They may supply the
sales force, advertising and other marketing comaation necessary to inform consumers
and persuade them to buy and the channel membeisecavaluable sources of information

on consumer complaints changing tastes and newetitons in the market.

2.3.3.2 The Internet in the Distribution Channel

By using the Internet, even small firms with lintiteesource can enjoy some of the same
competitive advantages as their largest competitorsiaking their products available to
customers internationally at low cost. E-commeman result in radical changes in
distribution strategies. Today most goods and fpasgucts from manufacturers with the
Internet, however, the need for intermediaries mudh of what has been assumed about the
need and benefits of channels will change. In fimgher, channel intermediaries that
physically handle the product may become largelsotdie. May traditional intermediaries
are already being eliminated as companies quegstienvalue added by layers in the
distribution channel. This removal of intermedsaris termed intermediation, the elimination
of some layers of the distribution channel in ortecut costs and improve the efficiently of

the channel.
2.3.3.3 Wholesaling

Wholesaling is all activities involved in sellinggaucts to those buying for resale or business
use. Wholesaling intermediaries are firms thatdiarthe flow of products from the
manufacturer to the retailer or business user. |@gating intermediaries add value by

performing one or more of the following channeldtion

* Selling and promoting

e Buying and Assortment building
» Bulk Breaking

* Warehousing

» Transportation

* Financing
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* Risk Bearing

» Market information giving information to supplieasid customers about competitors,
new product and price developments

* Management services and Advice-helping retaileam ttheir sales clerks, improving

store layouts and displays, and setting up accogind inventory control systems.

2.3.3.4 Independent Intermediaries

Independent intermediaries do business with maffigrdnt manufactures and many different
customers. Because they are not owned or cordrdjeany manufacturer, they make it
possible for many manufacturers to serve custorttexmughout the world while keeping

prices law.
2.3.3.5 Merchant Wholesalers

Merchant wholesalers are independent intermedi#inesbuy goods from manufacturers and
sell to retailers and other customers. Becausehmat wholesalers take little to the goods,
they assume certain risks and can suffer losgg®ducts get damaged, became out-of-date or
obsolete, are stolen or just don't sell. At thensaime, because they own the product, they
are free to develop their own marketing strategreduding setting prices. Merchant
wholesalers include full service merchant wholasalend limited service wholesalers.
Limited-service wholesalers are comprised of casi@arry wholesalers, truck jobbers, drop

shippers, mail-order wholesalers and rack jobbers.

2.3.3.6 Merchandise Agents or Brokers

Merchandise agents and brokers are a second ngppf independent intermediary. Agents
and brokers provide service in exchange for comonss They are or may not take
possession of the product but they never taketlileis they do not accept legal ownership of
the product. Agents normally represent buyers edleis on an ongoing basis, whereas
brokers are employed by clients for a short penbdéime. Merchandise agents or brokers
include manufacturers’ agents selling agents cosions merchants, and merchandise
brokers.
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2.3.3.7 Manufacturer-owned Intermediaries

Manufacturer owned intermediaries are set up byufsmturers in order to have separate
business units that perform all the functions afejpendent intermediaries while at the same
time maintain complete control over the channelnifacturer owned intermediaries include
sales branches, sales offices, and manufactuters/reoms. Sales branches carry inventory
and provide sales and service to customers in @fspgeographic area. Sales offices do not
carry inventory but provide selling factious foretmanufacturer in a specific geographical
area. Because they allow members of the sales torbe located close to customers, they
reduce selling costs and provide better customevicee Manufacturers’ showrooms

permanently display product to visit. They areenflocated in or near large merchandise

marts, such as the furniture market in high point.

2.3.4 Type of Distribution Channels

The first step in selecting a marketing channelclwhype of channel will best meet both the

seller’s objectives and the distribution needsustomers.
2.3.4.1 Channel Length

Distribution channels can be described as beifgeghort or long. A short channel involves
few intermediaries. A long channel on the otherdhanvolves many intermediaries working
in succession to move goods from producers to ¢coessl In general, business products tend
to move through shorter channels than consumeruptediue geographical concentrations
and comparatively few business purchases. Sefirites market primarily through short
channel because they sell intangible products aret rio maintain personal relationships
within their channels. Not-for-profit institutiorslso tend to work with short, simple and

direct channels.
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2.3.4.2 Factors Influencing Marketing Channel Strategies

Characteristics of short channels Characteristicef long channels
Market Business users Consumers

Geographically concentration Geographically dispers

Extensive technical knowledge apdittle technical knowledge requires

regular service required servicing not required

Large orders Small order
Product Perishable Durable
Factors Complex Standardized

Expensive In expensive
Producer Manufacturer has adequate Manufacturer lacks adegasources
Factors to perform channel functions

Broad product Line Limited product line

Channel control important Channel control not intantr
Competitive | Manufacturing feels satisfied withManufacturing feels dissatisfied with
Factors marketing intermediaries performancmarketing intermediaries performance

in promoting products in promoting products.

2.3.5 Consumer Channel

The simplest and shortest distribution channel diract channel. A direct channel carries
goods directly from a producer to the business lmser or consumer. One of the newest
means of selling in a direct channel is the intetiages may increase the price above what
consumers are willing to pay. Another reason te asdirect channel is control. Many
producers, however, choose to use indirect charivel®ach consumers. Customers are
familiar with certain retailer or other intermedes and habitually turn to them when looking
for what they need. Intermediaries also help pecedsifulfill the channel functions previously
cited. By creating utility and transaction effic@es, channel member make producers’ lives
easier and enhance their ability to reach custamé&re producer-retailer-consumer channel
is the shortest indirect channels. Company usissctrannel when it sells small appliance
through large retailers such as Wal-Mart or sedise producer-wholesaler-retailer-consumer

channel is another common distribution channebimsamer marketing.
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2.3.6 Channels for Services

Because services are intangible, there is no reeeitry about storage, transportation and the
other functions of physical distribution. In mastses, the service travels directly from the
producer to the customer. Some services howewenedd an intermediary, often called an
agent who helps the parties complete the trangactiéxamples include insurance agents,

stockbrokers and travel agents.

Note the alternative distribution channels for aoner goods, business goods, and services

illustrated below.

Consumer Goods

Producer [=-====="-="= - oo » Consumer
Producer [~-""""""""TTToTTooommooomoooomooomomoooooooooe » Retailer |~-% Consumer
Producer f-----=-----osoososoooooooo- »| Wholesaler |--» Retailer |--%| Consumer
Producer |----------------- > Agent/ r-» Wholesaler +» Retailer 71--»| Consumer
Broker
Business Goods
Producer Fr--=== === == > Business user
Producer ---- » Agents/Broker [------======------mmme oo »| Business user
Producer f------------------------------- » Wholesaler [---------------- »| Business user
Producer |----------- » Agents/Broker [------- » Wholesaler |--------- »| Businessuse
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Services

Service > Consumer or
Provider Business user
Producer f-------------------- > Agent/Broker |TTTTTT7" »| Consumer or business user

Source: Kotler & Armstrong (2004)
2.3.7 Horizontal Marketing System

A horizontal marketing system is a channel arrareggnm which two or more companies at
one level join together to follow a new marketingportunity. By working together
companies can combine their financial, productiomarketing resources to accomplish more
than any one company could alone. Companies @affigaces with competitors. Mcdonald’s
places “express: versions of its restaurants inmait stores. Mc Donald’s benefits from
Wal-mart’'s considerable store traffic, while walsnkeeps hungry shoppers from having to

go elsewhere to eat.
2.3.8 Multichannel Distribution System

A multichannel distribution system is a distributisystem in which a single firm sets up two
or more marketing channels to reach one or morows segments. This is also called a
hybrid marketing channel. Multichannel distributicystems offer many advantages to
companies facing large and complex markets. Watthenew channel, the company expands
its sales and market coverage and gains oppossariditailor its product to the specific needs
to diverse customers. Multichannel distributiorsteyn, however are harder, and they

generate conflict as more channels complete faoouers and sales.
2.3.9 Channel Strategy

Marketers face several strategic decisions in dhgoshannels and marketing intermediaries

for their product. Selecting a specific channehis most basic of these decisions. Marketers
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must also resolve questions about the level ofildigton intensity, the desirability of vertical
marketing systems, and the performance of currdéatmediaries.

2.3.9.1 Marketing Channel Selection

Marketing channel selection can be facilitated bglgzing market, product, producer, and
competitive factors. A market could refer the dlsition channel should be short or long for
the product in question. Then, he or she refersasider the alternative long or short

channels for consumer goods, business goods, \ucegr
2.3.10 Distribution Intensity

Distribution intensity refers to the number of mmediaries through which a manufacturer
distributes its goods. The decision about distrdsuintensify should ensure adequate market
coverage for a product. In general, distributiotemnsify varies along a continuum with three

general categories intensive distribution, selectiistribution, and exclusive distribution.

2.3.11 Intensive Distribution

An intensive distribution strategy seeks to distriéa product through all available channels
in an area. Usually, an intensive distributioratgtgy suits items with wide appeal across

broad groups of consumers, such as conveniencesgood

2.3.12 Selective Distribution

Selective distribution is distribution of a produbtough only a limited number of channels.
This arrangement helps to control price cutting.y IBniting the number of retailers,

marketers can reduce total marketing costs whilabéshing strong working relationships
within the channel. Moreover, selected retaildteroagree to comply with the company’s
rules for advertising pricing and displaying itsoguct. Where service is important, the
manufacturer usually provides training and asscgato dealers it choose. Cooperative

advertising can also be utilized for mutual benefiBelective distribution strategies are
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suitable for shopping product such as clothingnifure, household appliances, Computer,
and Electronic equipment for which consumers aréingito spend time visiting different
retail outlets to compose product alternativesodBcers can choose only those wholesalers
and retailers that have a good credit rating, ml®\good market coverage, serve customers
well, and cooperate effectively. Wholesalers agtdilers like selective distribution because
its results in higher sales and profit than aresids with intensive distribution where sellers

have to compete on price.
2.3.13 Exclusive Distribution

Exclusive distribution of a product through one Vesaler or retailer in a specific
geographical area. The automobile industry providesgood example of exclusive
distribution.  Though marketers may sacrifice somarket coverage with exclusive
distribution, they often develop and maintain aag® of quality and prestige for the product.
In addition, exclusive distribution limited markegi costs since the firm deals with a smaller
number of accounts. In exclusive distribution,dueers and retailers cooperate closely in
decisions concerning advertising and promotioneimtery carried by the retailers, and price.
Exclusive distribution is typically used with pradtuthat are high priced that have
considerable service requirements, and when thereadimited number of buyers in any
single geographic area. Exclusive distributioma#i wholesalers and retailers to recoup the
costs associated with long selling processes foln eastomer and, in some cases, extensive
after service, specialty goods use are usually gmodlidates for this kind of distribution

intensity.
2.3.14 Channel Conflict

The channel captain or leader, the dominant antt@éng member of a distribution channel
must work to resolve conflicts between channel memsibconflicts can horizontal and

vertical.
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2.3.14.1 Horizontal and Vertical Conflict

Horizontal conflict occurs among firms at the saleeel of the channel (i.e. between two
retailers). Vertical conflict is conflict betweatifferent level of the same channel (i.e.
between a wholesaler and a retailer). Some comflithe channel takes the form of healthy
competition. Severe or prolonged conflict, howewan disrupt channel effectiveness and

cause lasting harm to channel relationship.
2.3.15  Physical Distribution

Physical distribution activities and decisions anportant for many kinds of manufacturers
wholesalers and retailers, affecting both custoseisfaction and bottom — line profit
performance — the management of physical distdbugirovides an existing opportunity for

Improving customer services reducing costs.
2.3.15.1 Meaning Objective and Important of Physical Distribution

Meaning: - physical distribution involves planning implentmg and controlling the physical
flows of materials and final goods from points efgtn to points of use to meet customer
needs. The national council of physical distribntmanagement Chicago, USA 1998 P 210
states that physical distribution is a term empibye manufacturing and commerce to
describe the broad range of activities concerneld afficient movement of finished products
from the end of the production line to the consumeFhese activities include freight
transportation warehousing, materials handlingtgmtove packaging and inventory control
plant and warehousing site location order procgssimarket forecasting and customer

service.

Like other components of the marketing mix physaliatribution, too strikes to achieve two

broad marketing objectives that is customer satigfia and profit maximization.

By delivering products to target consumers at th@&cep and time required, physical

distribution ensures better customer serviceghdrprocess it adds to the value satisfaction of
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consumers. An efficient service increases the gty of report sales, higher customer
retention rate the addition new customers.

An efficient physical distribution facilitates lowrg the level of stock and avoid out of stock
situation. This is achieved through devising astant delivery schedule. Delisting a
constant delivery schedule results into lower iniggn caring costs and reduction in the
amount of capital tied up in inventory. A signditt reduction in cost is also brought about by
determining the optimum number and location warekeu improving the handling of
materials, increasing stock turnover and so on. thiése help ultimately in profit

maximization(William & Moller 1971).

According to Kotler & Armstrong (2004) Lecture nsteompleted by David Gerth Logistics

has the objective of delivering exactly what thetomer wants, at the right time, in the right
place and at the right price. In planning for tedivery of goods to customers, marketers
have usually looked at a process termed physidtilalition, which refers to the activities

used to move finished goods from manufacturersnal ftustomers. Physical distribution

activities include order processing, warehousin@temals handling, transportation and
inventory control. This process impacts how magkephysically get products where they
need to be there, and at those lowest possibls.cost

In logistics, the focus is on the customer. Wheanping for the logistic functions, firms
consider the needs to the customer first. Theoocust's goals become the logistics provider’'s
goals. With most logistics decision, firms mustnposomise between low costs and high
customer service.
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CONCEPUTAL FRAMWORK

Hotels

Bar &

Producer -
Intermediaries Restaurant

] >—> Consumer
(Direct Grocery

Indirect)

Wholesalers

Retailers

J

The above conceptual framework indicated that preddransfer its product through distribution
channel which are intermediaries such as direzticll by sales force or indirect channel by agents
to the outlet such as Hotel, Bar & Restaurant, &mwpncWholesalers and Retailers in order to
address the end users or consumers.
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3. RESEARCH DESIGN AND METHODS

In this chapter, research design, sample and sagi@chnique, source of data, tools of data

collection procedures of data collected will becdssed.

The type of research of this study was survey rekemethod. A survey is an attempt to
collect data from members of a population in orttedetermine the current status of the
population with respect to one or more variabl€he purpose of a survey research is to seek
and obtain information that describes existing pimee@na by asking individuals about their
perceptions, attitudes, behavior or values. Suresgarch is therefore a type of descriptive
research (Mugenda, 2003).

Thus, the survey method was appropriated to olotaia for this study, which aims to collect
information on the existing practices of the dmition channel at MOHA Soft Drink Industry
and make a report on the findings describing trengths and weakness as well as causes for
underlying problems and gaps in the system.

The study has been employed both qualitative amaatiative research methods. Qualitative
research includes designs, techniques and meashatedo not produce discrete numerical
data. More often the data are in the form of woather than numbers and these words are
often grouped into categories. Qualitative metlsoddvantageous in that is permits research
to go beyond the statistical results usually reggbih quantitative research (Mugenda, 2003).

In order to obtain data, an interview was conductéth randomly selected sales officials
from three plants in Addis Ababa, Interview watpkd the researcher in understanding how
the system works and how supervisors make decisiithsregards to customers complaint.
In addition, qualitative data was obtained throdgbus group discussion with randomly
selected employees based on availability and coemea sampling, in order to obtain their
perspective with regards to the distribution systédriviOHA Soft Drinks Industry S.C. Both
interview and focus group discussions were helpbtaining information that may not be
captured through questionnaires.
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On the other hand, quantitative research includesigds, techniques and measures that
produce discreet numerical or quantifiable (Mugeretaal..., 2003). Quantitative data was
collected through distribution of questionnairedidwed to address issues raised in the
research questions and objectives of the studyjuestionnaire was helped to access a large
sample of the population under study and address maestions at a time. It also has given
respondents the freedom to provide genuine refdigee questions. The questionnaire was
hand delivered to a sample of respondents fromtdahget population in order to obtain

information relevant for the study.

3.1 Sample and Sampling Techniques

The target population of this study was customérmM@HA Soft Drinks Industry S.C. in
Addis Ababa. The total of the target populatiorarsund 14000 customers. The type of
customers are such as owners of Hotels, Bar anthirasts, Grocery, Wholesalers and
Retailers. For descriptive studies as suggestefdkaran (in Han & liu 2007) that sample
size larger than 30 and smaller than 500 are apptedor most research. However, in order
to account for questionnaires that may not be metito the researcher for various reasons, a
sample around 545 have taken to represent the gtogpulunder study. Actually the fiscal
questionnaires have been collected from responéeotind 417 that is 77% of the
distribution. Thus the research has reliable mfation as a sample. The population has

classified into sub groups that show the tablewelo

Table 2: No. Of Outlet in Addis Ababa

Name of the Types of Outlet
SN Plant Hotel | Bar & Restaurant | Grocery Wholesaler Retailer Total
1 | N/S Plant 231 670 686 82 3,914| 5,583
2 | T/H Plant 380 588 582 90 4,810 6,450
3 | Summit Plant 62 209 320 63 1,449, 2,103
Total 673 1,467 1,588 235| 10,173| 14,136

Source (Customer inventory 2009 PC1)
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Table: 3 Summary of Sampling Distributed
Name of the Bar & i
S/IN lant Hotel Restaurant Grocery | Wholesaler| Retailer Total
1 | N/S Plant 9 27 27 3 157 223
2 | T/H Plant 15 24 23 4 192 258
3 | Summit Plant 2 8 13 3 58 84
Total 26 59 63 10 407 565

Source (Han & LIU 2007.34)

3.2 Sources of Data Collection

In conducting this research, both primary and seéapn data was collected through a
questionnaire was distributed among the selectapples the target population. In addition,
primary data was obtained through an interview wahdomly selected sales officials and a
focus group discussion with selected employees doa@se convenience and availability
sampling. The collection of primary data helpedinaining first hand information from the
customers about their perception practical expegeand comments on the distribution
channel of the company.

Secondary data has collected from company repodsyals, etc. The purpose of secondary
data to obtain a better understanding on poliaes@mocedures of the company with regards
the distribution channel. Moreover, secondary deiped to capture and fill in information
gap that might not be obtained through questioesair

3.3 Types and Tools of Data Collection

In order to collect primary data, hand deliveredegjionnaires have distributed to all
customers randomly selected all over Addis Abalba ciAn interview with selected sales
officials from three plants that located in Addiba®a and a focus group discussion was made
with randomly selected employees based on avathahihd convenience sampling. This was

helped to support and better understand the disioi system of the company.
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Secondary data has collected from company reploatsgdbooks, procedures etc. This was
supplement information that obtained through pringata.

3.4 Procedures of Data Collection

In order to collect data, questionnaires thatiegdtto address the research questions developed
based on the objectives of the study. The questioes first revised by friends and
colleagues after which was submitted to the advVimocomments and possible modifications.
The questionnaire was finalized based on commeats the advisor and a palate test was

done.

Normally a palate test sample is between 1%-and Héfending on the sample size
(Mugenda, et.al 2003) thus a sample of 2% from @bwial sample i.e. (2% of 565=11
samples) used for the palate test. Eleven samy@es distributed to the customers based on
their share in order to carry at the palate téftreafter the questionnaires have been finalized
incorporating comments and suggestions from that@aest and printed as well as distributed

to the actual sample population. Data was coltbatihin 3-4 weeks.

3.5 Methods of Data Analysis

Data collected through questionnaires were coded analyzed quantitatively using

descriptive statistics method. Descriptive stasis the term given to the analysis of data
that helps to describe, show or summarize datameaningful way. Descriptive statistics are
very important because presenting raw data wouldchdre to visualize what the data is

showing.

In quantitative analysis, the first step is datalgsis to describe or summarize the data using
descriptive statistics. The purpose of descriptstatistics is to enable the researcher
meaningfully describe a distribution of scores oeasurement using a few statistics

(Mugenda, et.al, 2003). Accordingly, data was dbed using mean, which is the average of
a set of scores, and the most frequently used meea$wcentral tendency. Data has presented
using percentage and frequency distribution. Ac@etage was the proportion of a subgroup
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to a total group or sample and ranges from 0% @40 A frequency distribution has been

shown the distribution of scores in a sample facHjr variable. The sample data has been
show in percentage as well as in table and inteegdraccordingly. Data collected through

interview and focus group discussion was categdrared analyzed systematically in order to

come to some useful conclusions and recommendgiaiiwas described qualitatively.
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4. RESULTS AND DISCUSSION

This chapter focused on the results and discudsised on the analysis of data gather from
the primary sources the results of questionnairas described as follow. To make the
research more reliable 565 questionnaires wereildigtd which was 4% of the total

population from this 417 questionnaires were regdrwith response and the remaining was
not returned. Interview and discussion was condittt top level sales managers, supervisors

and sales forces who worked in three plants tlwaténl in Addis Ababa.

4.1 Analysis of Data Pertaining to the Study Demograpld Profile of

Respondents

The table shows that the Gender.
Table 4:- Gender

Frequenc Percer Valid Percer
Male 29z 7C 70.¢
Femalt 12C 28.¢ 29.1
Total 41z 98.¢ 10C
Unanswere 5 1.2
Total 417 10C

Source: survey, 2013

As shown in the table 4, about 70% of the sampjrifadion was male and 28.89% of female.
The remaining 1.2% of was and answered. This a&tdgcthat the most population in Soft
Drink business performed by male.
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The table shows that the age of the respondents.

Table 5:- Age of the respondents

Frequency Percent Valid Percent
18-30 15€ 37.¢ 39.t
31-40 14¢ 35.t 37
41-50 65 15.€ 16.2¢
51-60 24 5.8 6
Above 6. 5 1.z 1.28
Total 40C 95.¢ 10C
Unanswere 17 4.1
Total 417 10C

Source: survey, 2013

According to the table 5, the age of the sampleufan year 37.9% year 18-30, 35.5% of
sample year 31-40, 15.6% of the sample year 416%0,0f sample year 51-60, 1.2% of
sample above 60, 4.1% of sample unanswered their &gis evidence shows that the sample

populations are mostly younger people.

The table shows that education background of thgaredents.

Table 6:- Education background of the respondents

Frequency | Percent Valid Percent

4 up to grade 8 3B 19.9 20.3
9uptol12 175 42.0 42.9
Diploma 92 22.1 22.5
Degree 49 11.8 12.0
2nd degree 9 2.2 2.2
Total 408 97.8 100
Unanswered 9 2.2

Total 417 100

Source: survey, 2013
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Education background was between 4-8 grade 19.9%2 §rade 42%, Diploma 22.1%,
Degree 11.8%,™ degree 2.2%,unanswered also 2.2% due to this ofotiee respondents

education background was 9-12 grade.

The table shows that income of the respondents.

Table 7:- Income of the Respondents

Frequency Percent Valid Percent
1000-2000 155 37.2 43)1
2001-3000 74 17.7 20,6
3001-4000 56 13.4 15)6
4001-5000 34 8.2 9.4
5001& above 41 9.8 114
Total 360 86.3 100
Unanswered 57 13.7
Total 417 100

Source: Survey, 2013

According to the summary in table 7 monthly incornéshe respondents 1000-2000, 37.2%
of 2001-3000 17.7%, 3001-4000 13.4% 4001-5000 850@1 and above 9.8%, unanswered
13.7% due to this more of respondents monthly irearas 1000-2000.

4.2 General Opinion of Respondents

The table shows that customer sell Pepsi product.

Table 8: - Sell Pepsi Products

Frequency Percent Valid Percent
Yes 397 95.2 96.1
No 16 3.8 3.9
Total 413 99.0 100
Unanswered 4 1.0
Total 417 100

Source: - Survey, 2013
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The respondents were replied 95.2% of yes and 3M%¥& no the remaining 1% were
unanswered. Due to the table that shows almostgplondents were the real customers of the
MOHA's product.

The table shows that category of business.

Table 9:- Category of Business

Frequency Percent Valid Percent
Hotel 62 14.9 15.2
Bar & Restaurant 72 17.3 17.6
Grocery 46 11.0 11.3
Wholesaler 36 8.6 8.8
Retailer 192 46.0 47.1
Total 408 97.8 100
Unanswered 9 2.2
Total 417 100

Source: - Survey, 2013

The respondents were replied 14.9% of Hotels 1B3%& Restaurants 11% Grocery, 8.6%

wholesalers 46% Retailers and 2.2% unanswereddingao the ratio of sample population

it was reasonable.

The table shows that customer reason for sellipgiPe

Table 10:- Reason for Selling Pepsi

Frequency Percent Valid Percent

Margin 206 49.4 51.4
Promotional Schemes 60 14.4 15.0
Demand 67 14.9 15.5
Dealer Relationship 1p 2.9 3.0
Credit Policy 53 12.7 13.2
Other Reasons 8 1.9 2.0
Total 401 96.2 100
Unanswered 16 3.8

Total 417 100

Source: - Survey, 2013
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The respondents were replied 49.4% of the respaisdgmofit margin, 14.4% of the
respondents promotional schemes, 14.9% the resptndensumer demand, 2.9% of the
respondents dealer relationship 3% of the respdadéealer relationship, 12.7% of the
respondents credit policy, 1.9% of the respondenéswered. This shows that basic interest
of the customers to sell Pepsi product profit margs well as consumer demand and the

company promotion.

The table shows that time takes for delivery ofdP@poduct after ordering.

Table 11:- Time Takes for Delivery of Pepsi Producafter Ordering.

Frequency Percent Valid Percent
6-12 hre 43 10.2 10.€
1-2 day: 70 16.¢ 17.2
2-7 day: 14¢ 35.7 36.7
7-15 day: 121 29.C 29.¢
More than 15 da 23 5.t 5.7
Total 40¢€ 97.£ 10C
Unanswere 11 2.€
Total 417 10C

Source:- Survey, 2013

The respondents were replied 10.3% of the respaisd@i2hrs, 16.8% of the respondents 1-
2 days, 35.7% of the respondents 2-7 days, 29%efdspondents 7-15 days, 5.5% of the
respondents more than 15 days and the remainifg 8f@he respondents unanswered their

opinion.
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The table shows that the rate of the schemeseatampany.

Table 12:- Rate of the schemes of the company

Rate the scheme of the company

Frequency Percent Valid Percent

Good 132 31.7 32.2

Average 173 41.5 42.2

Poor 105 25.2 25.6

Total 410 98.3 100
Unanswered T 1.7
Total 417 100

Source: - Survey, 2013

According to table shows 31.7% of Good, 41.5% Ager&5.2% of Poor and 1.7% of
unanswered. According to respondents result tteeahscheme of the company indicated

mostly an average. Thus, should be needed mare efforder to increase good result.

The table shows that the rate of the margin ottimapany.

Table 13:- Rate of the margin of the company

Frequency Percent Valid Percent

Good 171 41.0 43.2

Average 159 38.1 40.2

Poor 66 15.8 16.7

Total 396 95.0 100
Unanswered 21 5.0
Total 417 100

Source:- Survey, 2013

The table indicated that 41% of Good, 38.1% of agerl5.8% of poor the remaining 5% is

unanswered therefore the company rate of margingsod condition.
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The table shows that the rate of the credit padicthe company.

Table 14:- Rate of the credit policy of the compay

Frequency Percent Valid Percent
Good 66 15.8 20.8
Average 106 25.4 33.4
Poor 145 34.8 45.7
Total 317 76.0 100
Unanswered 100 24.0
Total 417 100

Source:- Survey, 2013

The respondents were replied 15.8% of Good, 25 #&verage 34.8 poor the remaining 24%

of unanswered therefore the credit policy of thepany was not accepted by customers.

The table shows that the rate of the quality ofsPpmducts.

Table 15:- Rate of the quality of Pepsi products.

Frequency Percent Valid Percent
Good 265 63.5 65.6
Average 111 26.6 27.5
Poor 28 6.7 6.9
Total 404 96.9 100
Unanswered 13 3.1
Total 417 100

Source: - Survey, 2013

The respondents were replied 63.5% of good, 26.8%ae, 6.7% of poor the remaining
3.1% of unanswered according to the respondentdt ks company quality of product is

accepted.
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The table shows that MOHA distribution channel gredd to your business.

Table 16:- MOHA distribution channel preferred to your business
Frequenc Percer Valid Percer
Yes 282 67.€ 70.C
No 121 29.C 30.C
Total 40z 96.€ 10C
Unanswere 14 3.4
Total 417 10C

Source: - Survey, 2013

The respondents were replied 67.6% of yes, 29%tiNoremaining 3.4% were unanswered.

Hence the company distribution channel should leé some arrangement based on the

respondents opinion.

The table shows that distribution channel the mssnuses.

Table 17:- Distribution channel your business use
Frequency Percent Valid Percent

Valid Direct distributiondoor to doc 23¢ 57.2 71.€
Indirect distribution through age 63 15.1 18.¢
By wholesaler 13 3.1 3.¢
Other: 19 4.€ 5.7
Total 334 80.1 10C
Unanswere 83 19.€

Total 417 10C

Source:- Survey 2013

The respondents were replied 57.3% of direct tistion door to door service, 15.1% of
indirect distribution through agent, 3.1% of by Wdsalers, 4.6% of by others, 19.9% of the

respondents unanswered. Therefore the directldiibn also most prefer to the customers.
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The table shows that evaluation of MOHA distribotchannel.

Table 18:- Evaluation of MOHA distribution channel
Frequency Percent Valid Percent
Excellent 53 12.7 13.2
Very good 66| 15.8 16.5
Good 135 32.4 33.7
Poor 118 28.3 29.4
Prefer not to say 29 7.0 7.2
Total 401 96.2 100
Unanswered 16 3.8
Total 417 100

Source: - Survey 2013

The respondents were replied 12.7% of excellen8%f very good, 32.4% good, 28.3% of

poor, 7% of prefer not to say, 3.8% of the respatglananswered.

The table shows that if customer answer is poonthr reason.

Table 19:- Answer is poor major reason.

Frequency Percent Valid Percent
Lack of distribution strategy 35 8.4 15.5
Lack of system to handle 43 10.3 19.0
Lack of effective relationship between
the customer and the company 68 16.3 30.1
Misleading the appropriate distribution
channel 80 19.2 35.4
Total 226 54.2 100
Unanswered 191 45.8
Total 417 100

Source (survey 2013)

The respondents were replied 8.4% of lack of distion strategy, 10.3% of lack of system to
hand, 16.3% of lack of effective relationship betweustomers and the company. 19.2% of

misleading the appropriate distribution channelrgmaaining 45.8% of the respondents were
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unanswered their opinion. Showing to the resporsieasults the company should be given

attention for further study to overcome the gap.

The table shows that kind of drink selling.

Table 20:- Kind of drink selling

Frequency Percent Valid Percent

Cold Drink 262 62.8 65

Juice 4 1.0 1

All 137 32.9 34

Total 403 96.6 100
Unanswered 14 3.4
Total 417 100

Source:- Survey 2013

The respondents were replied 62.8% of cold drifk, df juice, 33.9% of all the remaining

3.4% unanswered.

The table shows that rank of Coca Cola demand credga the other.

Table 21:- Rank Coca Cola demand compared to the loér

Frequency Percent Valid Percent

1 72 17.3 21.1

2 216 51.8 63.3

3 44 10.6 12.9

4 8 1.9 2.3

5 1 0.2 0.3

Total 341 81.8 100
Unanswered 76 18.2
Total 417 100

Source: Survey 2013

According to the table Rank of Coca Compared temst21.1% of %, 63.3% of 2%, 12.9% of
39 2.3% of 4" and 0.3% of % and 0.3% of . Therefore the rank of Coca Cola with other
soft drink is 2°.

42



The table shows that rank of Mirinda demand congévether products.

Table 22:- Rank Mirinda demand compared to the dier

Frequency Percent Valid Percent

1 319 76.5 78.6

2 72 17.3 17.7

3 6 1.4 1.5

4 8 1.9 2.0

5 1 0.2 0.2

Total 406 97.4 100
Unanswered 11 2.6
Total 417 100

Source: Survey 2013

The table shows Rank of Mirinda demand comparextters 76.5% ofl, 17.3% of 29 1.4%
of 39 1.9% 4" and 0.2% of 8. Accordingly, Mirinda demand in the market was tiie
demand among soft drinks.

The table shows that rank of Fanta demand comparetther products.

Table 23:- Rank fanta demand compared to the others

Frequency Percent Valid Percent

2 21 5.0 6.6

3 94 22.5 29.7

4 157 37.6 49.7

5 44 10.6 13.9

Total 316 75.8 100
Unanswered 10 24.2
Total 417 100

Source: Survey 2013

With regard to the table Rank of Fanta demand coetp® others 0% of*] 7% of 2 30%
of 39 50% of 4' and 14% of 8. Therefore the Fanta demand among other sofkslimthe

market was indicated rank.
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The table shows that rank of Pepsi demand comparether products.

Table 24:- Rank Pepsi demand compared to others

Frequency Percent Valid Percent

1 22 5.3 6.7

2 28 6.7 8.5

3 157 37.6 47.7

4 88 21.1 26.7

5 34 8.2 10.3

Total 329 78.9 100
Unanswered 8¢ 21.1
Total 417 100

Source: Survey 2013

As the respondents were replied the ranked of Rigyaand compared to others 6.7% Bf 1
8.5% 2947.7 ¥ 26.7 of 4, 10.3% of . Hence, the rank of Pepsi demand compared to

others was 4.

The table shows that rank of other demand comparepsi, Mirinda, Coca and Fanta.

Table 25:- Rank other demand compared to Pepsi, Minda, Coca and Fanta

Frequency Percent Valid Percent

1 4 1.0 1.2

2 6 14 1.9

3 29 7.0 9.0

4 53 12.7 16.4

5 231 55.4 71.5

Total 323 77.5 100
Unanswered 94 22.5
Total 417 100

Source: Survey 2013

According to the table shows the rank of other desneompared to Pepsi, Mirinda, Cola and

Fanta were 1% of°] 1.9%of 2 9%of 3¢ 16.4% of 4 and 71.5% of 8. Therefore, the

demand of other was"r the least.
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The table shows that the peak season for Pepsietnark

Table 26:- The peak season for Pepsi market

Frequency Percent Valid Percent

Summer 279 66.9 67.6

Winter 46 11.0 111

All 86 20.6 20.8

Other 2 0.5 0.5

Total 413 99.0 100
Unanswered 4 1.0
Total 417 100

Source: Survey 2013

The respondents were replied that 67.6% of sumirief,% of winter and 20.8% of all and

0.5% of other. Thus, the peak season of Pepsighamks in summer.

The table shows that what attract consumers whijgnly the Pepsi.

Table 27:- Attract Consumers while buying the Pepsi

Frequency Percent Valid Percent

Packing 23 5.t 5.8

Pricing 32 7.7 8

Taste 304 72.€ 76

Display 41 9.t 10.:

Total 40C 95.¢ 10C
Unanswere 17 4.1
Total 417 10C

Source: Survey 2013

The respondents were replied 5.8% of packing 8%ruming, 76% of taste and 10.3% of

display. Therefore, attracting consumers whileibgiyhe Pepsi products were taste.
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The table shows that company margins on the product

Table: - 28 Company margins on the product

Percent Valid Percent
Pepsi 146 35.0 36.0
Coke 190 45.6 46.9
Other 69 16.5 17.0
Total 405 97.1 100
Unanswered 12 2.9
Total 417 100

Source: Survey 2013

According to the table shows the respondents wepked 36% of Pepsi Company, 46.9% of

Coca Company and 17% of others. In this regardctica company more margins on the

product.

The table shows that on which products offer & dist.

Table 29:- On which products offer & discount

Frequency Percent Valid Percent
Pepsi 132 31.7 36.0
Coke 156 37.4 42.5
Other 79 18.9 215
Total 367 88.0 100
Unanswered 50 12.0
Total 417 100

Source: Survey 2013

The respondents were replied 31.7% of Pepsi, 3704%o0ke, 18.9% of others and the
remaining 12% of unanswered. Regarding the reganigéedback Pepsi is less offer and
discounts than Coke. Thus Pepsi Company (MOHAgeded effort for discount and offer in

order to increase its market share and good will.

46



The table shows that frequent buyers of soft drink.

Table 30:- Who are frequent buyers of soft drink

Who are the most frequent buyers
Frequency Percent Valid Percent

Children 43 10.3 10.9
Adults 216 51.8 54.5
House wives 13] 32.9 34.6
Total 396 95.0 100
Unanswered 2] 5.0

Total 417 100

Source: Survey 2013

The respondents were replied 51.8% adults, 32.9k0ate wives, 10.3% of children and 5%

of unanswered.

The table shows that which pack has more selling.

Table 31:- Which pack has more selling

Frequenc Percer Valid Percer

300 m 35C 83.¢ 87.t
500 m 24 5.8 6
1lit 18 4.2 4.t
1.51it 8 1.¢ 2
Total 40C 95.¢ 10C
Unanswere 17 4.1

Total 417 10C

Source: Survey 2013

The respondents were replied 83.9% of 300 ml, 508%00ml 4.3% of 1 litter, 1.9% of 1.5
litter and 4.1% of unanswered the company shoulfobesed on less percentage such as 1

litter and 1.5 lit in order to increase the demanterms of packaging cost.
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The table shows that company has good distribwdi@mnel.

Table 32:- company has good distribution channel

Frequenc Percer Valid Percer
Peps 17¢ 42.€ 45.4
Coke 17¢ 42.C 45.2
Othel 36 8.€ 9.1
Total 394 94.t 10C
Unanswere 23 5.t
Total 417 10C

Source: Survey 2013

The respondents were replied 42.9% of Pepsi, 420%oke, 8.6% of other and 5.5% of

unanswered.

The table shows that Pepsi demand compared tdhiee MIOHA products.

Table 33:- Pepsi demand compared to the other MOHAroduct

Frequency Percent Valid Percen

1 4 1.0 14

2 94 23.0 32.9

3 95 23.3 33.2

4 42 10.3 14.7

5 51 12.5 17.8

Total 286 70.1 100
Unanswered 122 29.9
Total 408 100

Source: Survey 2013

The respondents were replied 1% 8f32.9% of 2% 33.2 of also '8, 14.7% of 4 and 17.8%
of 5". Therefore Pepsi demand compared to the other M@idduct between" and ¥°.
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The table shows that Mirind orange demand comp@aréae other MOHA product.

Table 34:- Mirinda Orange demand compare to the dter MOHA product

Frequency Percent Valid Percent

1 369 90.4 91.1

2 11 2.7 2.7

3 20 4.9 4.9

4 3 0.7 0.7

5 2 0.5 0.5

Total 405 99.3 100
Unanswered 3 0.7
Total 408 100

Source: Survey 2013

The respondents were replied 91.1% %¥f2L7% of 2 4.9% of &, 0.7 of 4" and 0.5% of 8.

Therefore, Mirinda orange demantirank among the MOHA products.

The table shows that Mirinds apple demand comptaréue other MOHA product.

Table 35:- Mirinda Apple demand compare to the otheMOHA product

Frequency Percent Valid Percent

1 26 6.4 8.9

2 142 34.8 48.6

3 55 13.5 18.8

4 35 8.6 12.0

5 34 8.3 11.6

Total 292 71.6 100
Unanswered 11¢ 28.4
Total 408 100

Source: Survey 2013

According to the respondents answered 8.9%'088.6% of 2° 18.8% of &, 12% of 4" and
11.6% of 8". Hence the Mirinda Apple demand compare to therMOHA products were

2" rank.
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The table shows that Mirinds tonic demand comp&retle other MOHA product.

Table 36:- Mirinda tonic demand compared to the dier MOHA product

Frequency Percent Valid Percent

1 5 1.2 1.8

2 31 7.6 10.9

3 70 17.2 24.6

4 78 19.1 27.5

5 100 24.5 35.2

Total 284 69.6 100
Unanswered 124 30.4
Total 408 100

Source: Survey 2013

The respondents were replied 1.8% ¥f 10.9% of 2% 24.6% of &, 27.5% of 4 and 35.2%
of 5. Therefore the demand of tonic product compamther MOHA product 8 rank. (See

table 36).

The table shows that”7demands compare to the other MOHA product.

Table:- 37 7® demands compare to the other MOHA product

Frequency Percent Valid Percent

1 3 0.7 1.1

2 18 4.4 6.4

3 49 12.0 17.5

4 123 30.1 43.9

5 87 21.3 31.1

Total 280 68.6 100
Unanswered 12 31.4
Total 408 100

Source: Survey 2013

The respondents were replies 1.1% Yf6.4% 29 17.5% of &, 43.9% of 4 and 31.1% of
5" Therefore the demand ofamong MOHA products was"4ank.

50



The table shows that satisfied MOHA distributiorastgy.

Table 38:- Satisfied by MOHA distribution strategy

Frequency Percent Valid Percent

Yes 144 34.5 35.6

No 261 62.6 64.4

Total 405 97.1 100
Unanswered 12 2.9
Total 417 100

Source: Survey 2013
The respondents were replied 35.6% of yes and 64f4%6.
The table shows that customers major reason tacay

Table 39:- Major customers reason to say No

Frequency Percent

Lack of customer services 65 15.6
Lack of available product 198 47.5
Lack of skilled sales person 52 12.5
Lack of intermediary distributors performance 120 28.8
Total 314 75.3
Unanswered 103 24.7
Total 417

Source: Survey 2013

According to the respondents answered 15.6% of tdakustomer service, 47.5 of lack of
available product, 12.5% of lack of skilled salesson, and 28% of lack of intermediary

distribution performance. The remaining 24.7% cdnswered.
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4.3

Summary of Respondents Suggestion

The company has lack of product availability dursagnmer season.

Distribution system of the company should be raVideased on customer
satisfaction such as door to door service.

The deposit cost of bottles and cases are highpemsive vs. Competitors thus
should be amended with competitors.

The demand of Pepsi brand is declined day to dayldhbe needed aggressive
promotion

It has relation gap among the company sales offieiad customers.

The plastic pack product of the company shouldib&ilbuted door to door like the
bottle product

The demand of Mirinda Apple and”s increased. However not yet available in
the market

Increased number of depot (agents) and give thetifgpterritory.

Boost Mirinda product because today Mirinda is rearleader among soft drink
brands.

Coaching selfish sales persons as much as possible.

All brands should be available ever day.

Improve credit facilities to customers.

Cooler maintenance not serve on time as well akecdgstribution also unfair.

The company should be concentrated on distribusiotivities during summer
season.

Give training to sales forces at all level.

MOHA should be made strategic plan in order to coere basic constraints during
operation such as raw materials, spare parts ierdodsatisfy the market based on
demand and supply.

Reduce obligation of unwanted product because mes® have right to buy their
need.

Reorganized management team particularly on saldsnaarketing department
from top up to bottom as soon as possible.
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4.4 Discussion

Place or distribution includes all activities to aeaproducts available to customers with the
required quantity as well as quality, at the rigime and place. This requires the management
of available resources (human, physical and firni@ move the products to the target
customers so as to satisfy their needs and theaebieve the goal of profit making of the
company.

In general, while designing a product distributgirategy within the framework of marketing

mix, companies should consider different conditiorchoosing the best way or channel to
place the product in order that serve the customesperly. Cognizant of all this and

assuming that the human involvement in this padicaspect of marketing mix is central,
customers were asked about the service they ofdaim employees involved in the product
distribution activities.

The intention here was to measure their overaikfsation in the distribution services. In
dealing with this, customers were asked whether liae ever made a complaint or not and
significant number of them responded yes. Those sdid yes were asked a subsequent
qguestion with regard to the way their complaintgeveandled. And these customers have
expressed their evaluation calling it as satisfgcemd somewhat satisfactory. The result has
shown that there existed both satisfied and urigatisustomers in the particular aspect.

Still emphasizing on the human element and in tangdt to evaluate the efficiency of sales
force, customers were asked about the quality dfedtveness of the service rendered to
them in terms of quick response for their telephcaléproduct delivery and availability. For
all injuries in all aspects of the distributionuss raised, customers responded positively by
expressing their satisfaction and agreement onsémeice. There were large number of
customers who have evaluated their service as @odralso expressed their disagreement
particularly on the responsiveness of the CustoRepresentatives, product delivery and
availability. The implication here is that imprawent is needed in distribution channel as
well as in the quality of the service in order teoi@ the gap between the company and
customers to attain the company objective by fsilfisfy and retain the existing customers as
well as attract the new ones.
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4.5 Qualitative Analysis and Discussion

This is a section where qualitative information amalyzed and discussed. As per the design
of the study, in addition to the customer survegdreted written opinion of customer, focus
group discussion were also carried out with a viewgenerate qualitative data from sales
employees and sales managers engaged in the wlistntzhannel activity of the company.
These personnel, who are knowledgeable in theeglyadnd execution of the distribution
channel of the company have been assembled to disessions based on the guidance and
questions from the student researcher. The infoomaobtained from the discussion

summarized as follows.

According to the discussion, the company is apghanterritory university in Addis Ababa.
For instance as shows the above distribution stratctin Teklehaimanot plant has three

territories with sales forces. The role of theesdbrces as follows.

Market Unit Manager (MUM)

A person who lead sales territories through plambiinate, organize and support sales
forces as a line manager in order to achieve thet glbjective.

Territory Development Manager (TDM)

A person who develop profile new business and gemisting customer base by selection,
coaching, training the territory team. Be voicdlt# territory customers within the company

in this specific territory.

Account Development Representative (ADR)

A person who develop new business opportunitieh widividual customers within the
territory, support austomer Representative(CR) mowgng accounts by selling new
distribution and program as well as managing thesld@ment of specific regional accounts

with the territory.
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Territory Co-cordinator(TC)

A person who support key work by compensating f@ceation failures in daily operation and

facilitating unplanned word as well as provideettoverage across the territory.

Customer Representative (CR)

A person who have complete responsibility for vaduand customer service delivery for all

individual customers.

Depot (Agent)

A person who distributes the product of the comptrat assigned in specific route under
supervision of TDM.

Sales Developer (SD)

A person who support Depot (Agent) that assigmespiecific route to increase market share
of the company as well as supporting, facilitatirejationship between customers and Depot

owner in order to satisfy customer as well as coresuneed.

The role of the sales force under distribution plging supporting the clarity of

responsibilities, accountability and measures witthie sales team. Sales force objectives
should be extracted from and in line with MOHA dttjee as well as ensure compliance to
sales development objectives and quality the bssinmesults. Deeper key performance

indicates is analyzing to more understanding ofntiaeket.

Based on the discussion under this TU system trersales route. Every route in the system
must get product twice a week for each customerrioute has to be visited by the Customer
Representative (CR) every week. Participants endiscussion believed that they have the

best distribution system and explained the benfbta applying such a system as follows.

* Permits two way communication between the customedsplants
* ltincreases sales force productivity

* It allows timely delivery and follow-up
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* It helps control and regulate product price

* It provides better way to manage complaint handling

As per the discussion the major problem statedezdale group member have suggested that
low plant capacity demand of the market not covemige to this customer complaint
increased. With regard to the possible solutiantlie problem described, the participant in

discussion suggested that improvement in produciapacity is needed.
Sales Manager Interview

Interview had been conducted with sales managethret plants such as Nefasilk plant,
Tekelehaimanot plant and Summit plant. The ineawpoint based on survey result as well

as discussion with sales forces and some quesagsrraised such as:-

e Major constraints of distribution channel

» Significant performance in pact on the entire conypas well as customers.

* The research survey indicated that customers hawplaint in distribution strategies
for instance product delivery on time, obligatiohuoawanted product, lack of cooler
maintenance, lack of selection of agent etc...

The managers replied distribution channel of thengany is very good. However, major
constraints were happened such as lack of avaifablguct, loading and unloading activities
in warehouse was inefficient performance of Forldfjuipment. According to survey result
that mentioned all managers were accepted anddgresh as lack of on time delivery most
happened, lack of cooler maintenance and seleofiagent also might be happen. However
obligated customers to pay unwanted product didaccepted all sales managers. In the
other hand sales managers replied the relatioristtyween sales force and customers about
75% of the sales force have good relation withamstr. Perhaps problems were appeared at
peak season, due to the capacity of the comparkydaavailability of production with the
demand of the customers. Moreover some selfisks dalrce might be misused customer
handling approach as well as unfair distributiorsteyn against the company policy and
procedure.
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5. Summary of Finding, Conclusion and Recommendation

This chapter is concerned with highlights of thadgt findings and conclusions that are
derived from the data analysis and discussionscofRmendations are provided at the end

based on the findings and conclusion drawn fronsthdy.

5.1 Summary of Findings

As per the discussion and data interpretation utaken in the previous chapters, the findings

derived.

It was observed that distribution system of the MOH terms of time takes for delivery of
Pepsi product after ordering most respondents g@ged 35.7% is two up to seven days and
29% is seven up to one day 5.5% also more thagefiflays. Due to this the customers was

not satisfied the company delivery activities.

Most respondents were covered the distribution iellaby direct distribution door to door or
indirect distribution through agent prefer the direlistribution door to door service. In
addition to this indirect distribution through agénhnot much considered because it increases

cost during load unload of the product as well @fsiu distribution.

It is discovered that the evaluation of MOHA distriion channel which is lack of distribution
strategy and lack of system to handle is statedaddition, majority of respondents consider
that lack of effective relationship between the tooser and the company as well as
misleading the appropriate distribution channed. tHis regard the customers are not happy
with it.

The company product mirinda orange demands mogdrgrethe market among the soft drink
brands. However the company product of Mirinda geanot sufficient in the market. In this

study it is revealed that most customers are dsseat with mirinda supply.
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The impression of the major compilation companiesoft drink market Pepsi and Coca in
terms of more margin and offer to customers magtardents are preferred Coca rather that
MOHA(Pepsi), this shows that MOHA distribution $&gy is heeded some improvement in

order to fulfill customers expectation.

As per the discussion with sales forces and sadesagers of three plants in Addis Ababa, the
major problem have suggested that the low plana@gpagainst demand of the market not
covered, due to this customer complaint increas@fith regard to the possible solution for
the problem described, the participants in disausssuggested that improvement in

production capacity is needed.

From the researchers observation the distributibangel of the company the major
constraints lack of availability of product durisgmmer season. Moreover the company
didn’t do much on the awareness and training afssébrces as well as agents on customer
handling approach. For example most respondegigesti that employees who are involved
on distribution channel lack of effective relatibips between the customers and the company

as well as misleading the appropriate distributbannel.

5.2 Conclusions

Distribution (place) one of the marketing mix atal between distributor and manufacturer.
Channel suppliers product in required assortmdraneel provides salesmanship to facilitate
relationship with the customer. In the other hdhd role of distribution channel helps
merchandizing of the product buying and assemldimg) selling becomes convenient as well
as supports in implementing pricing mechanismyitistion and retailers being in touch the

customers are ready to buy.

Based on this finding of study at MOHA Soft Drinkdustry S.C distribution channel in
Addis Ababa using different channels and applyirgrifory University (TU) system. The

sales managers interview as well as focus groupbraesndiscussion about the distribution
issue they have witnessed that, the company haditezha lot from applying the TU system.

The result from the customer survey supports thasga that distribution of the company is
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satisfactory in terms of customer service. Howetlggre are some cases to be addressed in

terms of quality of services, availability of theoduct as well as on time its delivery.

According to the survey the finding has shown tbmgany has lack of product availability,
the company distribution system should be needetesamendment, deposit cost of bottles
and cases expensive vs. Competitors, lack of canklintenance and distribution, lack of
credit facilities to customers, the demand of Mianorange very high in the market but the
distribution of the product was not available, ghte unwanted product to buy customer, as

well as relationship between the company and custeimad shown some basic gaps.

5.3 Recommendations

The following suggestion and recommendation aredgnoforward based on the conclusion
made earlier so as to allow the management ofdh®pany to take appropriate actions to set

the problem identified in the study right.

» The respondents said that the availability of Mienduring the summer season is
inadequate. Thus, the company is advised to isertbee quantity of Mirinda product.

» Continuous skills and development training showddgiven to employees and agents
engaged in customer handling in order to improve dap between company
performance and customer expectation.

= Cooler supply and maintenance department shouldrganized with skilled man
power and logistics in order to minimize customamplaint.

= Time taking for delivery after ordering should beeded attention according to
customer expectation.

» The company management team particularly on salésrearketing department in all
plants in Addis Ababa should be create team spiiijuin order to achieve the
company objective as well as to upper hand maitkate against competitors.

» The credit policy of the Company should be neededreiment to enhance the market
share as well as to make strong relation with ecuets.

Proper planning is required for producing and memnePepsi brands to address problems in

the market concerning the availability and delivefyhe product.
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The company has not customer survey as well a®mastinventory in the market. With
regard to the relationship between customer andpoeomhas shown some gap. Therefore,
further investigation and SWOT analysis neededrdento prove this and take appropriate

measures to make the company products the mostrprefsoft Drink in the long term.
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Appendix |

A Research Questionnaire on Distribution Frameworkanalysis of
MOHA Soft Drink Industry S.C in Addis Ababa

(To be filled by Customers)

Dear Respondent:

Prior to all | would like to extent my deepest grate for allotting your time to provide me with
in valuable information. This is a questionnairesigned for data collection to conduct an
academic research.

The information obtained will be kept confidentad used only the purpose of achieving the
objectives of the research.

I would like to bring to your consideration thataguality of the research is highly dependent on
the quality of the data to be generated, pleasearthe question to the best of your knowledge.

Thank you in advance for co-operating me

Markos Belay

(Student-Researcher)



Part |

Direction:- Please select your answer by encircling the@ppate response.

Demographic Profile of respondents.

1. Gender

1. Male
2. Female

2. Age Category
. 18-30

31-40
41-50
51-60
Above 61

aprwdE

3. Education

Up to grade 8
9uptol2
Diploma
Degree

2" degree

SANE A

4. Income

1000-2000
2001-3000
3001-4000
4001-5000
5001 & above

akrwbdrE



Part Il: Distribution Related Questions

Direction: Please select your answer by encircling the@pjate response.

1.

2.

Are you selling Pepsi products?

1. Yes 2. No
If your answer is yes what kind of business youdrav
1) Hotel
2) Bar & Restaurant
3) Grocery
4) Wholesaler
5) Retailer
Reasons for selling Pepsi Products?
1) Margin
2) Promotional Schemes
3) Demand

4) Dealer relationship
5) Credit Policy
6) Other Reasons
How much time does it take for delivery of Pepsidarct after ordering?
1) 6-12 Hours

2) 1-2 days
3) 2-7days
4) 7 —15 days

5) More than 15 days
How do you rate the scheme of the company?
1) Good
2) Average
3) Poor
How do you rate the credit policy of the company?
1) Good
2) Average
3) Poor
How do you rate the margin of the company?
1) Good
2) Average
3) Poor
How do you qualify of Pepsi Products?
1) Good
2) Average
3) Poor



9. Do you agree the MOHA distribution channel is nmustferred to your business?
1. Yes 2 . No.
10.1f your answer is “Yes” in question #. 10, whatéypf distribution channel Does your
company use?
1) Direct distribution door to door services
2) Indirect distribution through agent
3) By wholesalers
4) Others
11.What is your evaluation on the MOHA distributioracimel?
1) Excellent
2) V-good
3) Good
4) Poor
5) Prefer not to say
12.1f your answer is “poor” in question # 12 whath&tmajor cause?
1) Lack of distribution strategy
2) Lack of system to handle
3) Lack of effective relationship between the custoaret the company
4) Misleading the appropriate distribution channel
13.What kind of drink you are selling?
1) Cold Drink 2) Juice 3) All
14.Which of the following products are demand morePtRere 1up 5 least.
1) Coke
2) Pepsi
3) Mirinda
4) Fanta
5) Other
15.Which is the peak season for Pepsi's
1) Summer
2) Winter
3) All
4) Other
16. What attracts consumers while buying the Pepsi?
1) Packing 3) Taste
2) Pricing 4) Display
17.Which Company gives you more margins on the prétuct
1) Pepsi
2) Coke
3) Other



18.0n which product you get more offer and discourasfdistributor?
1) Pepsi
2) Coke
3) Other
19.Who are the most frequent buyers?
1) Children
2) Adults
3) House wives
20.Which pack has more selling?
1) 300 mi
2) 500 ml
3) 1lit.
4) 1.51lit
21.Which company has good distribution channel?
1) Pepsi
2) Coke
3) Other please specify...................
22.Which of the following MOHA Products have more malemand?
1) Pepsi

2) Mirinda Orange
3) Mirinda apple
4) Mirinda Tonic

5) 7up
23.Do you agree the customer is satisfied by MOHA pobdiistribution strategy?
1) Yes 2) No

24.1f you answer to question # 24 is “No”, what is th@jor reason? You can circle
more than your alternative
1) Lack of customer services

2) Lack of available product
3) Lack of skilled sales person
4) Lack of intermediary distributors performance
25.Your suggestion on how to improve the distributsystem of the sales of Pepsi
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Appendix I

INTERVIEW

Distribution Channel Survey Results

You are kindly requested to allot few minutes f@cdssion as an interview the result
of research survey of your company thank you ireade for cooperating me

Department.........ccocoiiiiiiiiiiii e

Year of service inplant.........................

Question

1. How do you see the distribution channel of yolant? Do you believe it has
brought significant performance impact on the entompany as well as customer?



3. The research survey indicate that customer sane compliant in distribution
strategies such us product delivery on time, obbgeof unwanted product, Lack of
cooler maintenance, lack of selection of agentemodit candidate etc. What is your
opinion?

5. Are you believe your company distribution chdrrealthy in terms of customer
satisfaction?

6. Is there a clear distribution strategy poli@esl procedures? Are you satisfied with
its content as compared to others similar orgaiozats well as competitors?

plant?



APPENDIX IV

QUESTIONS FOR FOCUS GROUP DISCUSSION

Dear Participants,

I would like to extend my deepest gratitude for yaillingness and cooperation to participate in

the group discussion and thereby provide me witbggortunity to learn many of you.

The discussion is organized to secure valuablernmdtion that needed for the purpose of
undertaking an academic research on distributi@micél of MOHA Soft Drink Industry S.C in
Addis Ababa. The information obtained from thecdission will be kept confidential and only

be used for the accomplishment of the set of rebeatrjective.

Please forward your ideas freely and to the begbof knowledge.

Thank you in advance for your active participation
1. What are the major constraints of the companystridution area?
What is the distribution strategy of the company?
What is your assessment of the current distribugigtem in the company?
How do you see the relationship between customete&ompany?

What do you suggest to solve the early mentionelkisibution problem?

o gk~ N

Please comment on the overall marketing activitthefcompany?



