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EXECUTIVE SUMMARY

The purpose of this study is to examine the magkgelopment practices in Tsehay Ali Mohammed
General Importer.

Sums of 131 sample respondents were included, patticular focus to the head office which is
located at Commercial Center of Ethiopia (Merkaf)e respondents were the final customer of

Tsehay Ali Mohammed General Importer Company.

In order to collect the required data, two typegjoéstionnaires and one interview guide have been
used. The data collected with both instruments weganized, tabulated, analyzed and interpreted

to come up with the following findings.

- The finding that the manager does not implementrtagket development practices.

- The company’'s understanding to customer needs igaum enough.

- The finding assures that company’s not have lomg telationship with the customers.

- The company’s responsiveness in answering custeroemplaining not sufficient.

- Most of the company employee’s knowledge, friereinand promptness are weak.

- This study shows in terms of market developmenttmes price, quality and accessibility not

enough.



CHAPTER ONE
INTRODUCTION

1.1 Background of the Study

Market development or penetration is a process@iigg sales by offering existing products or
new version of them to new customer group as omptsesimply attempting to increase the

company'’s share of current market.

Product development concept passes the busingsg tesves to research and development or
engineering to be developed into physical produgt.to now it has existed only as a word
description, a drawing, or a prototype. This steyplives a large jump in investment that dwarfs
the costs incurred in the earlier stages. At thages the company will determine whether the
product idea can be translated into a technically @mmercially feasible product. If it cannot,
the accumulated project cost will be lost exceptioy useful information gained in the process
(Kotler. 2002:344).

Tsehay Ali Mohammed General Importer was estaldisime1975E.C as a family business.
Starting with a small retail shop for ready-madetits, it has now grown into one of the most

renewed imported company’s in Ethiopia.

Tsehay Ali Mohammed General Importer imports Vaofyfood stuffs, electronics, stationery
material and vehicle tyre etc. The company opetates its head office in Addis Ababa, which
is at commercial center of Ethiopia (Merkato). #shfour warehouses used for stocking and
distribution of imported products. The company asdevelop a value oriented international
business with mutual benefit to all parties invalv&he company believes in growing together
by means of a large assortment with exclusive prtsdand customer service. In general the
company believes in growing together and practie® principle of fair business in all our

dealings.



1.2 Statement of the Problem

Market development is expanding the total marketexeby entering new segment, converting
nonusers, and increasing use by present users, fust companies are being more choosey
about the customers with whom they wish to buildtrenships. Most have moved away from
mass marketing and toward market segmentation arggting, identifying market segment,
select one of them, and developing products andetiag program tailored to each. Instead of
scattering their marketing efforts, firms are faogson the buyers who have greater interest in
the values they create best. (Kotler and Armstr@0g4:238).

Developing a strong market is an important aspebetping a company’s growth. Based on the
student researcher’s preliminary investigation,dbmpany’s has stagnant market for marketing
strategy, lack of planning strategy for new marketlear market policy and company not doing
practically in the case of market development fsstomer satisfied and dissatisfied. Beyond the

above problem the student researcher tried to arttedollowing basic research questions.

1.3 Research Questions

1. What strategies are used by the company to keeproass for a long time?

2. What are the major causes of customer dissatiefa@iom the company view in the case of
expansion market?

3. What are the challenges faced by the companyparesion its market?



1.4 Obijective of the Study
1.4.1 General Objective

The general objective of the study is an assessofam@arket development practices in Tsehay

Ali Mohammed General Importer.

1.4.2 Specific Objective

- To identify the strategies to the customers Keep@ long time.

- To point out the major causes of customer disfatiion from the company view in the case of
expansion market.

- To identify the challenges faced by the compangxpansion its market.

1.5 Delimitation of the Study

The study focuses on an assessment of market ghewefd practices in Tsehay Ali Mohammed
General Importer with particular focus to the he#ftte which is located at Commercial Center
of Ethiopia (Merkato) and the study focuses onitibernal factors of the company’s. Moreover,
the company imports a variety of products suchagety of food stuffs, electronics, stationery
materials and vehicle tyre. However, the study $esuonly on the stationary materials.

Moreover, the study covers the period from 20020b2.

1.6 Significance of the Study

- The study helps the company to evaluate its nhakieelopment practices and make sound
decision.

- Researcher to get more knowledge in these areastcaméve experience in conducting
research.

- This research output can serve as future referfarachose who are interested to do on market

development at a bigger scare.



1.7 Research Design and Methodology
1.7.1 Research Design

The study assessed the market development pradiidée company. The student researchers
applied descriptive research type because it isoitapt to describe the recent problem that

existed in the company.

1.7.2 Population and Sampling Technique

The population of the study includes the compamyémager and final customers of Tsehay Ali
Mohammed General Importer. Because the number stomers of the company are
unmanageable size. The student researcher usqutolmebility sampling techniques specifically
convince (accidental) sampling technique. To deitgenthe sample size the student researchers
depend on the recommendation of Malhotra (2006:3B@nce, minimum of 150 customers
selected as respondents this is because of timeastdimitation not covering all population

would be impartial.

1.7.3 Types of Data to be Collected

In order to come up with appropriate answer tordsearch questions. The student researchers

collected both primary and secondary data.

1.7.4 Data Collection Method

The primary data were collected by distribution sfigmnaires to the customers and conduction
interview with the company’'s manager. The secondiata were collected by investigating

different books, and websites.

1.7.5 Data Analysis Techniques

After collecting the data, questionnaire analyzethg quantitative analysis method such us

tables, percentage and charts used. Whereas aweavialyzed qualitatively.



1.8 Limitation of study

- Scarcity of reading materials on the topic of madevelopment.

- In light with the anticipated target populationgethtudy focused on a very localized areas,
and has small sample size.

- Time limitation to conduct the study.

1.9 Organization of the Study

The research covers four chapters. The first chapttudes introduction part which includes

background of the study, statement of the problesearch questions, objective of the study,
significance of the study, scope of the study, aededesign and methodology, limitation of the
study and organization of the study. The secongtenancludes review of related literature. The
third chapter includes data analysis, presentati@hinterpretation based on the collection of the

data. The last chapter contains the summary, csiociland recommendation parts.



CHAPTER TWO
REVIEW OF RELATED LITERATURE

1. Market Development

Introduce existing products to new markets. This oa&an reaching new customer segments
with in an existing geographic market, or it mayameexpanding in to new geographic areas.
Adapting a local product to a broader market isa challenge, but it can be done. (R.solomon,
and Others, 2006:43).

2. Objectives of market development

The situation analysis, SWOT Analysis enables theketer to determine the overall marketing
objectives. Marketing objective is a clear statehwrwhat the marketer is going to accomplish
in the marketplace. The marketing objectives wdlltbe guiding light that directs the marketer to

plan and implement his activities to arrive atégets.

The marketing objectives in general provide follogvfor an organization sense of purpose in an
organization. (Without objectives, organizationkldise means of focus) Help an organization to
have consistency between the various levels ofsaetimaking and between different functions

Helps to stimulate effort; they provide a basis fimstivating individuals to achieve them. The

basis for control in an organization. Unless wewkiprecisely what is required, it is difficult, if

not impossible, to know the extent which we havaeed.

Objectives must confirm SMART criteria. Specificstating exactly what has to be achieved
Measurable- Quantified, so that you can measuré wasults achieved: Achievable — The
objective has to be realistic in the given circianses. Relevant — The objective must relate to
the corporate objectives. Time frame — Deadlines tane frames for achieving the objectives

must be stated.

Marketing objectives for current users and custeméfarketing objectives will essentially
involve in influencing customers behavior in a givenarket. There could be two types of

customers in a market: current users and new usejsctive as to retention of current users



There are so much of research done on losing abimess. Some of the findings confirm that a
company may loose from 20% to 30% of its custora@rsually. Therefore, it is very important
to take action to retain your own customers. lai&ind of defensive action that you take to
protect your customer base from other competitdfsiou have been loosing lot of customers
during the past then you need to take vigoroumads to put a stop and reverse the situation.
You need to find out why it is happening and whatam that should be taken in the short term
as well as in the long run to stabilize your custoinase. Customer Relationship Management
(CRM) strategies may help to handle customers viielljng out their problems and complaints
and taking timely action to remedy them will surdlglp an organization to retain loosing

customers.

Objectives as to increase purchase from currems0&eu may have a loyal customer base. But
still you need to increase the volume of purchasade by them and increase the rupee value
income from them. Customer Relationship Manager&grategies may help an organization to
make up sales and cross sales in improving salesisting customers. Further, finding out their
new needs and providing them with value added sesvimay also help to increase the sale
whilst keeping them as loyal customers. Marketijectives for new users/customers if
research indicates that a fair amount of custorasgslost every year, an organization should
have two ways of addressing that. One is to hawdefansive approach to retain existing
customers and the other is to have an offensiveoapp to get more customers from competitors

or to create a new set of customers.

To take into consideration in develop marketingeotives Review of Situ Analysis- It is
important to have a good idea about your Situafinalysis, SWOT and the Sales Objectives in
developing your marketing objectives as it shedt®f light on the background and the path that
you should take in order to develop realistic manke objectives. Relationship with other
functional corporate strategies.-there should béntagration of strategies, coherence and they
should complement each other in achieving broadgectives of one single organization or

group of companies (Maxwell, R. 2012:1-136).



3. Assessing Marketing Growth Opportunities

Assessing growth opportunities involves planningv irisinesses, downsizing, or terminating
older businesses. The company’s plans for exidiimgjness allow it to project total sales and
profits. If there is a gap between future desir@ds and projected sales, corporate management

will have to develop or acquire new businessedlti. f

The first option is to identify opportunities toraeve further growth within current businesses
(intensive opportunities).The second is to identfyportunities to build or acquire businesses
that are related to current businesses (integrabpportunities). The third is to identify
opportunities to add attractive businesses thatiarelated to current businesses (diversification
opportunities). (Wondwossen,1999).

3.1 Intensive Growth
Corporate management’s first course of action gshbala review of opportunities for improving
existing businesses. Ansoff proposed a useful freorle for detecting new intensive growth

opportunities called a “product-market expansiad’gr

The company first considers whether it could gaorermarket share with its current products in
their current market (market penetration stratédgit it considers whether it can find or
develop new markets for its current products (madeyelopment strategy).Then it considers
whether it can develop new product of potentialerest to its current markets(product-
development strategy).Later it will also review oppnities to develop new products for new

markets (diversification strategy).

By examining these intensive growth strategies, agament may discover several ways to
grow. Still, that may not be enough. In that cashagement must also look for integrative

growth opportunities. (Kotler, 1994:157).

3.2 Integrative Growth

A business’s sales and profits may be increaseaugfr back ward, forward, or horizontal

integration within its industry. For example, dragmpany giant merck has gone beyond just
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developing and selling ethical pharmaceuticalpuithased Medco, a mail order pharmaceutical
distributor in 1993, formed a joint venture with Bant to establish more basic research, and
another joint venture with Johnson and Johnsonrittglsome of its ethical products into the

over counter market.(Kotler, 1994:158).

3.3Diversification Growth

Diversification growth makes sense when good oppaties can be found outside the present
businesses. A good opportunity is one in whichitldeistry is highly attractive and the company
has the right mix of business strengths to be sstek (sherlekar and Others, 2004:182).

4. Overview of Target market

4.1 Natural

The deteriorating condition of the natural envir@mhis bound to be done of the major issues
facing business and public in the 1990s. In manyldvoities, air and water pollution have
reached dangerous levels. There is great conceurt aimustrial chemicals creating a hole in the
ozone layer that will produce a “green house affeamely, a dangerous warming of the earth.
Marketers need to be aware of the threats and apptes associated with four trends in the

natural environment (Kotler, 1994:159).

4.2 Positioning

Management ability to position a product approgtiain the market is major determinate of
company'’s profit.

Positioning in relation competitors this strategy requires head to head promotion with
competitors in order tp compete with the brandarhpetition.

Positioning in relation to target marketthis strategy requires redesigning the packagecaladl
system in order to reach younger and fashion adeotistomers

Positioning by price this strategy requires using high pricing andgmavhile up grading their
fashion and their quality. This indicates that ngemaent must strive to position their product so
as to create the best image for their producteb#tan those of competing products.
(Wondwossen, 1999).



4.3 Targeting

Having segmented the market, the firm now has mwosé its marketing strategies. There are

three strategies to choose from.

4.3.1 Standardization

.In this strategy, the firm offers the same prodoctifferent market segments. It use the same

communication, pricing and distribution strategies.

4.3.1.1 Communication

As the case illustrates, all organization commueicdhis may be done in a deliberate way
through promotional campaigns or in a much morelsubanner, using the signals of corporate
identity such as logo, sloganistterheads, staff uniform and the like. The imanttconcern is
that these communications should be managed. Tganization need to ensure that its identity
‘fits’ that it is a genuine reflection of the orgaation’s values, operations and ambitions. All the
means by which the identity is communicated needbdaplanned and controlled at achieve
consistency. Research is required to monitor thegenthat is conjured up in the mind of the
various publics to which the organization relatdhese publics include share holders,

employees, present and potential customers, anlddaecommunity.

Managing communications is a key marketing tasler&élare many methods of communication
and they achieve a variety of outcomes. It is tloeeeimportant that communication integrated.
Through integration, communication can meet chadgective and address target markets
(Perreault et al., 2000:242).

4.3.1.2 Pricing

In the early stages of man, prices were set byrisued sellers through bargaining. However, in
the present competitive economy, many large busioescerns aim at one price policy.

Sales is the only income for any business condguh.'price’ is the main factor which affects
the sales or market. If the price are high, fewdsaypurchase and if the prices are low many

buyer purchase.
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Therefore, a sound pricing policy must be adopteldave a maximum sales revenue. Moreover,
it is only through proper pricing policies the ady laid down marketing objectives and

corporate goals could be achieved. It is throudecéfe pricing technique that external forces
are brought under same control. Therefore, priaegisions are of paramount or strategic

importance in marketing strategy ( Sherlekar amerst, 2004:187).

4.3.1.3 Distribution

The sequence of marketing institution. Retailerfsplesalers and other middleman for a product
moving from producer to ultimate consumer or indakuser is the channel of distribution. A

channel maybe considered as having ‘levels’ amigtle. Each institution that takes ownership
of a product as it moves to the consumer or indlgtiser is a level. The length refers to the
number of these levels, irrespective of the physiedance over which the item maybe moved.

Some of less complex channel of varying lengths.

The simplistic channel utilizing no marketing imrediates characterized the primitive barter
economies at the dawn of civilization and is premain the remote regions of the world to day.
Yet it is not in appropriate to an advanced econgmgvided the produce is willing and able to
assume the functions normally performed by middigraad if the nature of the product and that

of the customer is such as to encourage direcildision (Singh, 2002:87).

4.3.2 Differentiation

This is just the opposite of the above mentionedtegy. Here, the firm differentiates its

products to suit different segment needs and eapent

4.3.3 Focus

This is a combination of standardization and défeiation. Here is core strategy remains the
same but differentiation is made to take accouetifip customer group requirement

(Saxena, 2002:181).
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4.4 Segmentation

The variation in customers’ responses to a margetiix can be traced to differences in buying
habits, in ways in which the goods and servicesedyor in motives for buying, customer
orientated markets take these difference into damation, but they usually cannot afford to
tailor make a different marketing mix for every mmer. Consequently, most marketers operate
between the extremes of one marketing mix forradl a different one for each customer. To do
so involves market segmentation, a process of idigithe total market for a good or service in
to several smaller groups, such that the membezadt group are similar with respect to the
factors that influence demand. A major element@m@pany’s success is the ability to segment
its market effectively (Stanton, and Walker, 1922-1123).

4.4.1 The Market Segment Classification Matrix

Effective marketers segment the markets they addied then select attractive target markets.
Some do this almost unintentionally, even unwityngs did the owner of a small portion of the
Seattle market, perhaps an area of a few blocka.sense, by choosing the store’s location, the
store’s owner has “segmented” and “targeted” theketageographically. However, proper
market segmentation and target marketing genemallglve serious consideration of a total
market, the variables that can be used to idemi&aningful segments in that market, and the
creation of marketing mixes aimed at satisfyingritbeds of chosen target segments.

(Zikmund and D’Amico, 1999: 227).

4.4.1.1 Demographic Segmentation

Demographic characteristics, such as age, sextahatatus, and family size, are easily
understood segmentation variables. Their relatipnsh various product needs has been well
established. Measurement of demographic charaatsrand of their relationships to purchasing
behavior is not difficult. Further, information aldathe demographic composition of markets is
widely available from a variety of sources. Forstngeasons, demographic characteristics are
among the most commonly used segmentation variables

(Zikmund and D’Amico, 1999: 237).
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4.4.1.2 Consumption Pattern Segmentation

Buyers can vary their consumption from heavy to en@t all. Therefore, in many cases,

consumption patterns provide a good basis for madgmentation. Consumption patterns may
also differ with circumstances. The purchase ooccasnay prove to be the underlying force

creating consumption patterns and thus may usafdistinguishing among buyer groups. A

holiday drinking glass decorated with a Christma® tor Santa Claus is obviously geared to
buyers planning seasonal entertaining rather thgeople looking for everyday glassware. Lava
soap and other and other hand cleaners are solséan really dirty, messy, or greasy situations
(Zikmund and D’Amico,, 1999:244).

4.4.1.3 Consumer Predisposition Segmentation

Consumers vary widely with respect to product kremlge, beliefs about products and brands,
and reasons for purchase. The sophisticated, kadgedble buyer of stereo equipment is, for

marketing purposes, almost totally different frome thovice buyer. The veteran buyer knows

what to look for, what questions to ask, where tg,lwhere to get service, and even what the
price should be. The novice knows almost nothinthese things and so looks to salespeople for
guidance. The novice seeks a store with a goodtatpn and trustworthy salespeople. The

veteran buyer trusts his or her own knowledge addment.

The major benefits sought by consumers are alstylilo vary considerably. Seeking to identify
groups of customers by the benefits they seeklisdchenefit segmentation. Even when two or
more buyers are purchasing exactly the same prothecexpected benefits may vary. Just as in
the commercial, some people buy Miller Late becatidastes great, others because it's less
filling. One consumer might buy a mouthwash becaugeshens the breath, another because it
tastes “mediciney” and therefore must really kdrms

(Zikmund and D’Amico, 1999:245).

5. Analyzing the Environment

Throughout the section on strategic planning at lasiness level and then again on our

discussion of marketing planning, a central isssiegaining a good understanding of the

environment in which the planning must take pldéew we will take a look at how marketers
13



understand the situation, or environment, in whioh marketer’'s firm operates. First, we will
examine the elements of a firm’s internal environtehich in the context of a SOWT analysis
results in understanding key strength and weaksesgh in the company. We will then move
on to the many external factors of the environntleat affect the marketing plan.

(Kotler and Armstrong, 2008:63).

5.1 Internal Environment

5.1.1 Customers

The company needs to study five type of customeketalosely. Consumer market consists of
individuals and households that buy goods and esvior personal consumption. Business
markets buy goods and services for further prongssr for use in their production process.
Whereas reseller markets buy goods and servicesellrat a profit. Government markets are
made up of government agencies that buy goods endcss to produce public services or
transfer the goods and services to others who thesa. Finally, international markets consist of
these buyers in other countries, including conssm@roducers, resellers in other, and
government. Each market type has special charstitsrthat call for careful study by the seller.
(Kotler and Armstrong, 2008:66).

5.1.2 Company

In designing marketing plans, marketing managertakgs other company groups into account
groups such as top management, finance, reseatictieaelopment, purchasing, operation,, and
accounting. All these interrelated groupd from thternal environment. Top management sets
the company’s mission, objective, broad strategé®] policies. Marketing managers make
decisions within the strategies and plans madeopyntanagement. Marketing manager must
work closely with other company departments. Otbepartments have an impact on the
marketing department’s plans and actions. And urtler marketing concept, all of these

functions must “think consumer.” They should workharmony to provide superior customer

value and satisfaction (Kotler and Armstrong, 2663
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5.1.3 Product

Means the need satisfying offering of a firm. Thiea of product as potential customers
satisfaction or benefits is very important. Manginess managers trained in the production side
of business get wrapped up in the technical compusnéike transistors and screws. These are
important to them, but components have little dffen the way most customers view the
product. Most customers think about products imgef the total satisfaction the provide.
Providing satisfaction may require nation, perhiaguding the right kind of service, a physical
good with the right features, useful instructiorgoavenient package, a trustworthy, and perhaps
even a similar names that cuts shopping risk bytifjeng a product that has satisfied the

consumer in the past ( Parkinson, and Others 26@3:1

5.1.4 Market

A market is concerned with a number of buyers aliérs who carry out exchange transactions
with one another. If the number of buyers and eglie large, the market will also be large and

complex. If the number is small, the market will $mall and simple. The term marketing has

emerged from the word market. We cannot think ofketéng without a market because it is the

central place where the buyers and sellers intenaitt one another and assert their own

bargaining powers. The market conations produatgible and intangible that are offered and

accepted. A market is large or small depending uperthe grouping of customers. The market

that concentrate on the fulfillment of basic neads called need markets; the markets where
manufacturers goods are available are called ptodadket; the markets that concentrate on any
particular generation, sex or attitude are callechaigraphic market; the markets that concentrate
on a particular area, locality, region, countryc etlled geographic markets. This type of

grouping may be extended to non customers as ioabes of voter markets, money market, etc.

(Monga and Anand, 2003:13-14).

5.1.5 Suppliers

Suppliers form important link in the company’s aléicustomer value delivery system. They
provide the resources needed by the company toupeods goods and services. Supplier
problems can seriously affect marketing. Marketmgnagers must watch supply availability

supply shortages or delays, labour strikes, andraglients can cost sales in the short run and

15



damage customer satisfaction in the long run. Margananagers also monitor the price trends
of their key inputs. Rising supply cost may fora&@ increases that can harm the company’s
sales volume. Most marketing today treat their §appas partners in creating and delivering

customer value (Kotler and Armstrong, 2008:65).

5.1.6 Intermediaries

Marketing intermediaries help the company to pramsell, and distribute its products to final
buyers. They include resellers, physical distritiirms, marketing services agencies, and
financial intermediaries. Resellers are distributdrannel firms that help the company find
customers or make sales to them. These includeeshlelrs and retailers, who buy and resell
merchandise. Selecting and partnering with reseilemot easy. No longer do manufacturers
have many small, independent resellers from wioathbose. They now face large and growing

reseller organizations.

Physical distribution firms help the company toc&t@oods from their points of origin to their
destinations. Working with warehouse and transgioridirms, a company must determine the
best ways to store and ship goods, balancing facoch as cost, delivery, speed, and safety.
Marketing service agencies are the marketing rekdianims, advertising agencies, midea firms,
and marketing consulting firms that help the conypanget and promote its products to the tight
markets. Financial intermediaries include bankegditrcompanies, insurance companies, and
other businesses that help finance transactioniasoire against the risks associated with the
buying and selling of goods (Kotler and ArmstroR§08:66).

5.1.7 Competitors

A large part of the organization’s activities igeated by the comptitors in the market. A firm
has to be prepared not only for the competitors ufaaturing the same product but also for
those that manufacture substitutes. Competitorsyavkeep affecting the organization because
the business world is expanding day-by-day and oempetitors are emerging on the screen.
Competitors come with certain objectives which a always easy to analyze. Yet the
organization can try to assess on which particalgective the competitor is laying greater
stress: Whether in profit earning or growth etaeljuires deep scanning and keen scrutiny on
the part of the organization to understand the aitges’ strategies and accordingly make its
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own. It is not only the present strategies thatehtosbe analyzed but also the possible further

plans of the competitors as to how that are likelgo in for expansion.

Every competitor has its own strengths and wealaseds is advisable for the organization to
conduct a brief survey and collect the informatadbout the competitors through primary and
secondary sources. Knowing the strengths and weakaecan be of great help because on that
basis the organization can catch the weak nervéhefcompetitor and can derive the best
advantage out of it. Competitors teach a numbdegsgons to withstand the competition. They
stimulate its risk taking capability which may peoto be highly profitable to the organization in
the long run. Competitors act as a goading fadBut it is always advisable to top the
weaknesses of the competitors who are at a higiet.IToo much effort should not be wasted
on the weak ( Monga and Anand, 2003:58).

5.1.8 Publics
The company’s marketing environment also includasous publics. A public is any group that
has an actual or potential interest in or impactamsnorganization’s ability to achieve its

objectives. We can identify seven types of publics.

- Financial publics influence the company’s ability to obtain fundsar®, investment
houses, and stock holders are the major finanaialigs.

- Media publicscarry news, features, and educational opinionsyThclude newspapers,
magazines, and radio and television stations.

- Government publics’management must take government developmentsacttount.
Marketers must often consult the company’s lawygrsssues of product safety, truth in
advertising and other matters.

- Citizen action publicsA company’s marketing decision may be questioneddnsumer
organizations, environmental group, minority gro@md others. Its public relations
department can help it stay in touch with consuamet citizen groups.

- Local publics’ neighborhood residents and community organizatibasge companies
usually appoint a community relation officer to beéh the community, attend meeting,

answer equations, and contribute to worthwhile eaus
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- General publicA company needs to be concerned about the gepehdic’'s attitude
toward its products and activities. The public’sage of the company affects its buying.

- Internal publicsinclude workers, managers, volunteers, and thedbofadirectors. Large
companies use newsletters and other means to irdodmotivate their internal publics.
When employees feel good about their company, postive attitude spills over to

external publics.

A company can prepare marketing plans for thesemmajblics as well as for its customer
markets. Suppose the company wants a specific mesptrom a particular public, such as
goodwill, favorable word of mouth, or donationstiofie or money. The company would have to
design an offer to this public that is attractiv@egh to produce the desired response.

(Kotler and Armstrong, 2008:67).

5.2 External Environment

5.2.1 Demographics
Demographics are the statistical characteristicsyafr market. They include its size, age

distribution, family composition, ethnic mix, moity, and geographical distribution.

A shift in population, such as the birth rate deelihat started in 1964, is both an opportunity
and a threat. Johnson & Johnson, which originaillg s line of baby shampoo, oil, and powder
responded to the decline in birthrate by promoiisgproducts to adults. Johnson & Johnson

turned a potential problem into an opportunity.

To other industries such as hotels, restaurantd, arlines, a lower birthrate represents
opportunity because smaller families mean more @ame income for traveling and dining out.
Recently, the Rockies in Montana, Idaho, WyomingaH,) Colorado, and New Mexico have
replaced California as the new American heartldwdv crime, fresh air, beautiful scenery, and

old, backcountry values have attracted the new ogwiiie young professional telecommuter.

Due to downsizing from corporate restructuring,yeascesses through data communication,
computers, and fax machines, the Rockies havectdttdahe new high-tech manager. The shift

to the Rockies will increase the demand for housing household goods. As well, it represents
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opportunities for local companies that sell furretugardening tools, and cooking equipment. It

means high profits to astute companies that cattiret new lifestyle.

An aging population means lower motorcycle sald@sabltigher demand for quality clothes. The
increased number of immigrants from countries whikeeextended family is an integral part of
tradition, means that salespeople have to adapt gite to suit families as opposed to
individuals. Changing family composition and be#ducated consumers and other demographic

social forces that companies need to monitor (Qgr@thers, 2002:27).

5.2.2 Technology

A customer’s only loyalty is to a better produckcEptions exist, but how many people do you
know who still use a slide rule or abacus for clttans, watch black and white television, or
use a carbon copy instead of a photocopy? A changgchnology can have rapid and drastic

effects on entire industries.

Keeping track of new technology leads to produdbirations and new systems that can help
you operate more effectively and efficiently. Nexetinology may mean lower production costs,
more efficient inventory control, and better mamagat information systems. Lower production

costs mean you can charge a lower price and gagieader market share. Efficient inventory

control means better product delivery to customar&etter management information system
allows you to make better decisions about whatepiaccharge, what product to offer, or which
advertising campaign creates the greatest impastv téchnology needs to be complemented

with a knowledge-based work force to gain a contipetadvantage.

You need to keep track of new technology if you iwasu business to survive. However, new
technology, like research, must be evaluated ®bénefits. Does it improve product quality,
help lower production costs, or improve your infatiron system and help you make better
decisions? Technology that improves customer seriscan investment. Any other type of

technology is a cost.

Technology needs to be used to serve customers .dtitel and airline computer reservation

system, voice mail, library electronic search systeand remote control devices are examples of

innovations designed to serve people better. Anyegifor the “good old days” is a longing for a
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time when human relations were more important teahnology or mechanical systems.
Technology should add to your customer servicedetiact from it.
(Cyr and Others, 2002:28).

5.2.3 Culture

Each country has its own set of values, ritualstams, and taboos; its own culture a pioneer in
cross cultural studies, once said, “Interactiorth@ hub of the universe and everything grows
from it.” A large component of interaction is comnacation. For instance, Americans like to
explore areas of difference, express personalrdiffee, and arrive at conclusion when they
discuss things. The Japanese avoid conflict iim thecussions and look for areas of consensus.
The difference has profound implications on how yegotiate contracts or advertises

(Cyr and Others, 2002:136).

5.2.4 Economic
Markets require purchasing power as well as peope available purchasing power in an
economy depends of current income, prices, sadegt, and credit availability. Markets must

pay close attention to major trends in income amtsamer spending patterns.

- Subsistence Economids a subsistence economy, the vast majority opjgeengage in
simple agriculture. They consume most of their @udl barter the rest of simple goods
and services. They offer few opportunities for negeks.

- Raw-material Exporting Economie§hese economies are rich in one or more natural
resources but poor in other respects much of tleeenue comes from exporting these
resources.

- Industrializing EconomiesIn an industrializing economy, manufacturing begito
account for between 10 to 20 % of the country’sgnaational product.

- Industrial Economiesindustrial economies are major exporters of martufad goods
and investment funds. They buy manufactured goodls feach other and also export
them to other types of economies in exchange formaterials and semi finished goods.
The large and varied manufacturing activities @sthindustrial nations and their sizable
middle class make them rich markets for all sortgomds (Kotler, 1994:158).
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CHAPTER THREE
DATA PRESENTATION, ANALYSIS AND INTERPRETATION

This chapter is dedicated to data presentatiodysisaand interpretation of the study based on

the data gathered from the respondent customermtardiew.

All the data were collected through questionnacestaining close and open ended questions
and through interviewing the manager of TsehayMdhammed General Importer Company. A
total of 150 copies of the questionnaire were ithisted to the customers but only 131 of them

were willing to filling out and return the questimaire. This resulted in 87.33% rate of return.

The information obtained from the company’s managet the customer is summarized using
convince (accidental) statistical where by raw dateomputed in percentage. The summarized
data is then analyzed by applying descriptive asialymethod using table, following
explanations. At last, interpretation is made tmdastrate implications of the major finding.

Table 3.1 General characteristics of the respondents

Below describes the demographic characteristicsthef respondents including sex, age,

educational level and occupation.
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Tablel.Demographic Characteristics of the respondds

No Items No %(percentage)
1 Se»
A. Male 96 73.2¢
B. Femal 35 26.67
Total 131 100%
2 | Age
A. 18-3C 31 23.6¢
B. 31-4C 79 60.3(
C. 41-5C 11 08.3¢
D. 51-6C 10 07.6:
E. Above 6. - -
Total 131 100%
3 | Educatiol
A. High Schoc 9 06.8i
B. Certificate 35 26.71
C. Diplome 51 38.9:
D. Degret 36 27.48
E. 2“Degree & abov - -
Total 131 100%
4 | Occupatiol
A. Private Compar 18 14.5(
B. Business Pers: 86 65.64
C. Government Compal 26 19.8¢
D. If there is other please - -
specify
Total 131 100%
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The first item of table 1, on the previous page mswamzes the gender category of the
respondents. From the total customer responden{g328%) were male, while the rest

35(26.71%) were female. This indicates that mabé the highest share than females.

In relation to age category shown in item 2 ofléah from age 18 — 30 comprise of 31(23.66%)
from age 31 — 40 comprises of 79(60.30%), age 4%0—comprises 11(08.39%) of the
respondents, age 51 — 60 comprises 10(07.63%)eofetspondents and non of the respondent

were above age 61.

Regarding educational background of the respond0& 87%)of them were high school level,
35(26.71%)of them were certificate holders, 51(3%9 of them were diploma holders,
36(27.48%) of them were degree holders. This figin@wvs us all can give sound information to

the study since the majority have completed diploma

The fourth item of Tablel, the occupation of thetomer respondents from the total customer
respondents 19(14.50%) were private company, 86466) of the respondents which covers the
largest portion of the respondents were businessopeand the rest 26(19.84%) of the
respondents were government employed.

3.2 Analysis of the major finding

The student researcher under this particular shadytried to analyze the marketing practices of
Tsehay Ali Mohammed General Importer company. Tan@re the practices of the case

company and to collect to the required data questives were distributed to targeted customers
of Tsehay Ali Mohammed company’s and session hatemath the General manager of Tsehay
Ali Mohammed Company. Accordingly, the collectedtadeare presented, analyzed and

interpreted as follows.
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Table 2 Customer towards market development practies of Tsehay Ali Mohammed

General Importer.

No ltems No % (percentage)
1 How long have you been a customey
of Tsehay Ali Mohammed Products?
A. Lessthanlye 4 03.0¢
B. From 1-3 year 62 47.32
C. From 46 year 28 21.37
D. From -9 year 37 28.2¢
E. 10 years & abo\ - -
Total 131 100%
2 Do you recommend Tsehay stationary
material to someone else?
A. Yes 65 49.61
B. No 66 50.3¢
Total 131 100%
If the answer is ‘No’ what are the
3 reason you don't tell others? ( you can
choose more than one)
A. Quality 10 13.8¢
B. Price 16 24.61
C. Accessibility 9 13.8¢
D. Price & Accessibilit 31 47.6¢
E. If others please specify - -
Total 66 100%
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As it can be seen in item 2 of the same table 8838) of the respondent were customers for less
than lyear, 62(47.32%) of them from 1 — 3years22&7%) respond from 4 — 6 years, 37
(28.24%) of them 7 — 9 years. In the above figuostnof the customers were from 1-3 years

users.

As it can be shown in item 3 of table 2, 65(49.61%Jommended Tsehay Ali Mohammed

stationary material to someone else, were 66(50)38&¢ didn't tell others.

As it can be seen in the last items of the samie t&tated to the above mention the reason for
they didn’t recommend to someone else 10(13.84%hefespondents are quality, 16(24.61%)
of the respondents are price, 9(13.84%) of theamdpnts are accessibility, and the rest of the
respondents were two answer 31(47.69%). As itbeashown the above figure the majority of
the respondent fills two answers that are price arwkssibility. From this figure the student

research infers that the company is faced withepaied accessibility problem.
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Table3. Comparing Tsehay Ali Mohammed products withits competitor’s products.

No ltems No % (percentage)

How do you evaluate the

1 | availability of Tsehay Ali
Mohammed Stationary materials
compared to its competitor?

A. Very Gooc - -
B. Gooc 18 13.7¢
C. Mediumr 31 23.6¢
D. Pool 51 38.9¢
E. Very Poo 31 23.€6
Total 131 100%

How do you evaluate the
2 | company’s stationary materials
product quality to its competitors?

A. Very Gooc 22 16.7¢
B. Gooc 21 16.0:
C. Mediumr 38 29.0(
D. Pool 5C 38.1¢
E. Very Poo - -
Total 131 100%

How do you rate the company’s
3 stationary materials price to its

competitors?
A. Very Higfr 36 27.4¢
B. High 55 41.9¢
C. Mediumr 4C 30.5¢
D. Low - -
E. Very Low - -
Total 131 100%
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As shown in item 1 of table 3 on the previous pdd¥13.74%) of respondents replied good,
31(23.66%) respondents replied medium, 51(38.93&spandents replied poor, and the
remaining respondents choose 31(23.66%) respondeplisd very poor. This implies that the

51(38.93%) of the majority of the respondent cosgsiproduct availability as poor. The student

research infers that the company faced availatplioblem.

Moreover from item 2 of the same table 3, 22(16.y98%ihe respondent product quality is very
good, 21(16.03%) of respondent good, 38(29.00%)eecmedium, 50(38.16%) of respondent
poor. This implies that the 50(38.16%)of the mayowf the respondent comprises product
quality as poor. The finding suggests that the aomis product quality not good. This infers

that the company faced with product quality problem

As it shown in item 3 on table 3, 36(27.48%) ofpasdent replied very high, 55(41.98%)
respondent indicate high, 40(30.53%) of respondamssver medium. From the above figure the
finding denoted that the majority of the respondatéd Tsehay Ali Mohammed product price
higher than the competitors’ products. This infdrat company faced price problem. With
regard to the company manager interview, company’o concentrated quality of the product,

May customers are giving to complain comparedg@dampetitor product.
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Table 4. Expectation and the perception on the congmy product.

Percentage
No ltems No %
How do you evaluate the quality of the
1 | company’s stationary materials
compared to its price?
A. Very good 8 06.10
B. Good 27 20.61
C. Medium 27 20.61
D. Poor 60 45.80
E. Very poor 9 06.87
Total 131 (%%

As shown in item 1 of table 4, 8(06.10%) of theam@sdents choose very good, 27(20.61%)of the
respondents replied good and medium, 60(45.80%¥ofdspondents replied poor the rest of the
respondent 9(06.87%) choose very poor. From theeafigure the finding denoted that majority
of company customers not agree for the qualityhef product with related to the price by
60(45.80%) rate. This infers that the company sfawith product quality problem compared
with its price. With related to company manageeliview, company’s tried to bring equivalent

product price with quality product to the custorbecause, customers are price sensitive.
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Table 5. The uniqueness, quality and accessibiligf the company products.

Percentage
No Items No %
1 How do you evaluate the company in
understanding customer need?
A. Very good - -
B. Good 22 16.79
C. Medium 40 30.53
D. Poor 12 09.16
E. Very poor 57 43.51
Total 131 100%
5 How do you evaluate the
Employees (sales people’s)friendliness?
A. Very good 16 12.21
B. Good 6 04.58
C. Medium 40 30.53
D. Poor 7 05.34
E. Very poor 62 47.32
Total 131 100%
3 | How do you evaluate employees (sales
people) knowledge?
A. Very good - -
B. Good 20 15.26
C. Medium 29 22.13
D. Poor 82 62.59
E. Very poor - -
Total 131 100%
4 How do you evaluate employees (sales
people) promptness?
A. Very good 22 16.79
B. Good 16 12.21
C. Medium 39 29.77
D. Poor 49 37.40
E. Very poor 5 03.81
Total 131 100%
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Regarding to the above table 5, company undersigrafi customer, 22(16.79%)of respondent
answered good, 40(30.53%)of the respondent choeskum, 12(09.16%)of respondent choose
poor and, 57(43.51%) of respondent choose very @aedmone of the respondent answered very
good. From the above figure company’s understanftinthe customer is very poor this implies
that the company not has customer handling meamarii$is infers that the company faced

understanding of customer need problem.

As shown in table 5 item 2, 16(12.21%) respondesptied very good, 6(04.58%) respondents
replied good, 40(30.53%) respondents replied medid{65.34%) respondents replied poor, and
62(47.32%) respondents replied very poor. Fromftgige the student researcher face the sales
people’s friendliness is very poor. This infers ttltampany’s sales people problem using

friendly.

As it can be seen related to the above mentioe tloin item 3, 20(15.26%) respondents replied
good, 29(22.13%) respondents replied medium, 82862) respondents answered poor. From
the above figure the majority of the respondentwaned poor. So, the company employee

knowledge is relatively poor. This infers that camp is faced employee knowledge problem.

Finally in table 5 on item 4, 22(16.79%) respondewere choose very good,

16(12.21%)respondent filed good, 39(29.77%) respotyd answered medium, 49(37.40%)
respondent choose poor, and the rest 5(03.81%pmdspts answered very poor. From the
above figure the finding is shown company emplogesales people promptness is poor. This

infers that company is faced with employee or spéple promptness problem.
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Table 6. Customer responses related to complain.

No ltems No Perc(;)ntage
How do you assess the company’s
1 | responsiveness in answering
customer’s complain?
A. Very good - -
B. Good 29 22.13
C. Medium 32 24.42
D. poor 56 42.78
E. Very poor 14 10.68
Total 131 100%

As it can be indicated in item 1 of table 6, 291&26) respondent replied good, 32(24.42%)
respondents answered medium, 56(42.78%)respondesigred poor, 14(10.68%) respondents
answered very poor. From the above finding thisermf that company's faced with

responsiveness for customer complain problem. Wgfard to the literature customer complain

help to the company’s to make up sales and crdss saimproving sales to existing customer.
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3.3 Interview analysis
3.3.1 Response of interview with the manager of &€say Ali Mohammed

General Importer
The student researcher had interviewed the compangnager to get some basic information
towards the company market development strategyreladed interviews. The company has
market development strategy but not implementiragically has only in black and white forms.
The company has been tries to implementing marlateldpment strategy but to the
commitment of the need of the market factors tif@ctathe strategy. As per the manager these
are analyzing the customer need, establishing tbgs¢ pattern of distribution, economic
criteria and distribution strategy.
As the manager said so many challenge of the coynpased on the market development doing
practically. One of the problems is finance, unilabality of the material like size, type, color,
guantity etc. And no access in order to know whkeemarket each because of country internet
IS very poor.
Based on the above mentioned the student reseaskdne company strategy to keep customer
for a long time the manager said the company domagket survey and accepting customer
comments and complain, looking at the sales volafrtke company and the last company have
customer data base based on that system compamtact the customer and trying to keep the
customer being for a long time.
At last, according to the information obtained froine manager dissatisfying customer accept
the company and analyzing the customer’s needscastbmer’s desired service output level

from these analysis company give the appropridteisns.

32



CHAPTER FOUR
SUMMARY, CONCLUSION AND RECOMMENDATION

From the analysis and interpretation made in thevipus chapter the following summary,

conclusion and recommendation are drawn.

4.1 Summary

The majority of respondents (73.28%) were male evtie rest (26.67%) were female.

- Age wise majority of the respondents were betwberage 31-40.

- Concerning the respondents occupation majority efdal50%) of respondents were private
company, (65.64%) and (19.84%) were business pelmwh government employee
respectively.

- Regarding to the period of stay with the compangjomity of the respondent (47.32%) rated
1-3 years.

- Regarding recommending the company to someone aisgority of the respondents
(50.38%) replied “No”.

- With regard to the reason why customers don’t renend to others, majority (47.69%),

(24.61%) replied price and accessibility and prespectively.

- Regarding the availability of the product, majomtythe respondents (38.93%) of them rated

poor, (23.66%) of the respondents rated mediumvangpoor.

- With regarding to the company’s product quality gamed with its competitors, majority of
the respondents (38.16%), (29.00%) rated as pabneadium respectively.
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With regarding to the company’s product price coradawith its competitor, majority of the
respondents (41.98%) and (30.53%) rated high amtiumerespectively.

Regarding to the company’s understanding to custoreeds, majority of the respondents
(43.51%) rated very poor, (30.53%) rated medium.

Regarding to the company’'s employee knowledge, ntgjof the respondents (62.59%)

rated poor and the rest (22.13%) rated medium.

Regarding to the company’s employee promptnesspritajof the respondents (37.40%),

(29.77%) rated poor and medium respectively.

Regarding to the company’s responsiveness, majofitthe respondents (42.78%) rated
poor, (24.42%) rated medium.
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4.2 Conclusions

Based on the objective of this study and the rebeéinding obtained through the survey

conducted with the company’s customers, the studesearcher can conclude that the
company’s market development practice is expengnbietter aspects and also weak sides. In
most company’s customer evaluations, it is leathed there is a gap between their expectation
and the company performance. Besides the compamyrket development have also exhibited

most of the company’s weak sides.

- According to the finding the company is facing prodshortage (product availability).

- As it is discovered in the research finding the pany’s employee knowledge, friendliness
and promptness are weak. From this factors inmedtfects the company’s overall operation,

thus create customer dissatisfaction.

- As it revealed in the research finding, respondshtsvs product in terms of price, quality
and accessibility is not enough, this might forloe tompany loose and subsequently end its

existence in the market.

- The study revealed that customers do not havegrklationship with the company.
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4.3Recommendations

Market development practice in Tsehay Ali Mohamr@gnpany were interpreted, summarized
and concluded. Based on the conclusion drawn thdest researcher have forwarded the

following recommendations.

- There are a lot of competitors in the current mag@/ironment. Failing to dissatisfy
customer will cause shifting customers to other petitors company. If customers don't
receive product on time, they will be dissatisfeadl disappointed. The company should

maintain consistency and reliability in meeting Hohedule.

- The company has to keep up its product availabditg more doing than the current

market development strategy.

- To make the employee competent in their job thep@omg should provide long term and
short term training. In addition the company shaude different motivation strategy for a

better employee performance.

- The company should revise market development gydtme to time in accordance with

the industry (market) and competition.

- In general to avoid the major problems related vd#@veloping its market company

should use strategy and keep the customer beimgggtime.

- The company should conduct marketing researchdtuate itself, to collect reliable data
about the target customer to understand their meée, and also to evaluate the

performance of the company.
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Appendix A
St. Mary’s UniversitZollege

Business Faculty
Marketing Management Department
Questionnaire to be filled by customer.

Dear respondents.

This questionnaire is prepared by the prospectraelugate student researcher of year 2013 in the
filled of marketing management for the partial iliifient of a senior easy. This questionnaire is
prepared to assess the overall market developmastiges of Tsehay Ali Mohammed general
importer company. To identify the problem relatedrtarket development of the company.

The output of this questionnaire will have greaintribution for the company’s to improve market
development practices and its market developmemforqpeance your kindly willingness and
accurate feedback in answering the question wilddpful for the research. Therefore, please kindly
extend your cooperation by frankly and honestlypoesling to the items contained in this
guestionnaire.

Notice:-

- Writing your name on the questionnaires not necgssa

- For items with an alternative responses, pleas& (Wain the provide box.

- If the questions are related to your personal opinwrite it shortly on the space
provided.

General information
1. Sex

A. Male |:| B. Female|:|

2. Age

A. 18-30 [ ] B.31-40 ||
C. 41-50 [ ] D.51-60 [ |

E.61 and above|:|



3. Educational level

A. High School |:| B. Certificatei:|
C. Diploma [ ] D.Degree [ ]

E. 2%degree and abo |

4. Occupation
A. Private Company |:| B. Business Person |:|

C. Government Compa|1:| D. If there is otheiapk specify

Related to market development practice questions.

5. How long have you been a customer of Tsehayialhammed Products?

B. From 1-3yed |
D. From 7-9rye4:|

A. Lessthan 1 year

C. From 4-6 years

0

E. 10 years and above
6. How do you evaluate the availability of TsehdyMohammed stationary materials compared to
its competitor?

A. Very good ] B. Good [ ]
C. Medium [ ] D. Poor [ ]
E. Very poor |:|

7. How do evaluate the quality of the company’sietary materials compared to its price?

A. Very good [ ] B. Good [ ]
C. Medium |:| D. Poor |:|
E. Very poor [ ]



8. How do evaluate the company’s stationary mdsepieoduct quality to its competitors?

A. Very good [ ] B. Good [ ]
C. Medium [ ] D. Poor [ ]
E. Very poor

9. How do you rate the company’s stationary matepece to its competitors?
A. Very high [ ] B. High [ ]

C. Medium |:| D. Low |:|
E. Very low I:I

10. Do you recommend Tsehay Ali Mohammed stationaaerials to someone else?

AYes [ ] B.No [ ]

11. If the answer is “No” what is the reason yow'td¢ell for others?
(you can choose more than one )

A. Quality I:I B. Price |:|
C. Accessibility [ ] D. pricachaccessibility] |

E. Other please specify

12. How do you evaluate the company in understandistomers need?

A. Very good [ ] B. Good [ ]

C. Medium [ ] D. Poor [ ]
E. Very poor |:|

13. How do you assess the company’s responsivémasswering customer’s complain?

B. Very good |:| B. Good |:|

C. Medium [ ] D. Poor [ ]
E. Very poor |:|



14. How do you evaluate the employees (sales pepfliendliness?

C. Very good |:| B. Good

U

C. Medium |:| D. Poor

E. Very poor |:|

15. How do you evaluate employees (sales peoptaylauge?
A. Very good [ ] B. Good

C. Medium |:| D. Poor

E. Very poor |:|

16. How do you evaluate employees (sales peoptenpiness?

L

A. Very good [ ] B. Good

L

C. Medium |:| D. Poor

E. Very poor |:|

17. If you have any idea, comment or suggestiohdaa contribute for any problem for Tsehay Ali
Mohammed General Import Company, please speciant.
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Appendix B

St. Mary’s University College



Business Faculty

Department of Marketing Management
Interview questions prepared to Tsehay Ali Mohammedseneral Importer

Manager

This interview is prepared by the student researt¢besupport research report to be submitted to St
Mary’s University College for the partial fulfillnmt of Degree in Marketing Management. The
purpose of this study is to Assess Market DevelogrReactices in Tsehay Ali Mohammed General

Importer.

Thanks to in advance for your cooperation.

What is your market development strategy?

How does the company conduct market survey forldpweent it's market?

Do you have budget allocation for market developni@rthe form of promotion)?
Do you believe the budget is good enough?

How effective and efficient your company'’s distrilmn strategy?

Do you think your company market meet your custemeed?

How do you handle your customer’'s complaint?

© N o o bk~ 0D PRE

Can you identify the major challenges and problémas your company faced during market
development?

9. How do you evaluate your company’s market developgregategy?

10. How do you evaluate your product price comparésteompetitors?

11. How do you evaluate your quality of product complaieeits competitors?

12. Do you have distribution strategy?

13. Isthat good enough your distribution (coverageygte

14.  Where your products found?

15.  What measures are taken by the company to minipridglems that are related to the market

development relation practice?
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