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CHAPTER ONE
INTRODUCTION

1.1. Background of the Study

The role of distribution management system employednanufacturing and commerce to
describe the broad range of activates concerned efficient movement of finished products
from the end of the production line to the consyraad is some cases includes the movement of
row materials from the source of supply to the begig of the production. In this setting, the
firm is the customer and anticipates a certainlle¥alistribution services from the suppliers.
The firm also is a supplier of finished or semiidimed goods, and the logistical must provide a

level of distribution service to the firms customéK. K. Khanna, 2002: 14-15).

According to goods and services often pass to coassl through multiple channels.
Accordingly, distribution channel is a set of itependent organization involved in the process
of making a product or service available for usecansumption by the consumer or business
user (Kotler and Armstrong, 2005: Cohen, 1991). [é/mcreasing the number of ways in which

a consumer can find goods has the potential tease sales, it also creates a complex system
that can make distribution management difficultatidition, the longer the distribution channel
the less profit a product manufacturer might gebfthe sale (Coelho, Easingwood and Coelho,
2003:561-573).

The student researcher in intended to assess #figbdiion management system practice of
Debra Berhan natural spring water P.L.C (Aqua safe established in 2007 E.C by owner of
the factory Ato Gebyaw Ttakele. By initial capitd,000,000 birr with 230 workers and having
the capacity of 3000 bottles per hour with standprality.

The factory located in Amahara regional governn@ntorthern Shawa so cold Debre Berhan
town. It faraway 130kms from Addis Ababa. The fagtéaraway 2km out of Debre Berhan
town of highland area. It constructed with arous®® s.q.m. The main office of Aqua safe is
found in Addis Ababa Abyout Adebaby in MEISEMA HWdihg. And also it has sales office in

different towns like Gonder, Bahirdar and so on.
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1.2. Statement of the Problem

Selecting a sales and distribution approach isyaekement of a successful business model. The
sales approach , Or more broadly the overall m®ad selling and delivering products to
customers at once encompasses both a company’satmmto its customers and a significant
portions (i.e. direct sales, manufacturers repiasers, distributors, dealers) and most firms in
an industry made similar choices (Kunmar and MeghigR008:356 ). Recently, The number of
options has expanded greatly and the breadth atehdy competitors has proliferated in
parallel, creating potential instability in compge® positions for current leaders and areas of
opportunity for others. To make matters more umdertsome of the traditional options no
longer offer the same balance of service and @uisnow cease to achieve the desired results.
Therefore, many companies are forced to rethinkr thpproaches to sales and distribution
(Shorey, 1997: 38).

Christoper (1994: 356) stated in his book that t¢batribution of distribution management
system to the company and total sales volume obrapany are interdependent. Failure to
choose the right distribution method and experidrsades people will limit the sales volume of

a company'’s sales growth, due attention has tavang

As a result, The clients of the company mentionaahes problems on the distribution of the

company'’s products like lack of on time deliverytioé product that are needed by the clients, in
ability to provide need based on problem solvingrises, lack of timely response to clients

request, lack of follow up, etc. these problemsehawdirect on the quality of the company’s

service and therefore, a formal and comprehensmxestigation and researching of the

distribution management system of the companyniscassary prerequisite for its service quality
improvement and profitability.



1.3. Basic Research Questions

To investigate the stated problem above, the fotigwesearch question were raised:-

1. What is the prevailing distribution managementeysof the company?

2. How does the company’s management supervisdistrgbutors’ performance in their area

of assignment?
3. What major obstacles have been experiencechdydistributors both internally from the

company’s management and externally from the oaitsidrketers?

1.4. Objective of the Study
1.4.1. General Objective

The general objective of the study is to assesgpérormance and challenges regarding the

distribution management system of Aqua Safe Naftspaing Water P.L.C.

1.4.2.Specific Objectives
The specific objectives of this particular studg:a
» To assess how the overall distribution patternasking.
 To assess how the company’s management superigedigtribution performance in
their area of assignment.
 To examine the major obstacles that have been iexged by the distributors both
internally from the company’s management and eatrfrom the outside marketers.
» To assess the availability of the necessary fadiit distribution management system.

* To assess how the company selects the distributors.



1.5. Significance of the Study

The study is expected to have importance for difieparties indifferent perspective.

The student researcher believed that the paperrilwotidon a lot to the company in

accomplishing the goal or objective which it hackatly set.

Moreover, The title being selected to go throughiramlepth analysis on product distribution
strategy in the case of Aqua safe practice createspportunity to the student researcher to

develop the knowledge in this area and to havexparence in conducting research.

Finally, It case also help other researcher ascarsmry source of information for further

research that will be made in the area.

1.6. Scope of the Study

It would have been better to study all functionaits of the organization as a whole but because
of time and money constraint the student researctefines the research to study only on the
distribution management system of Aqua Safe. Siheeyears 2011-2013. The study also

delimits the distribution management of the orgatiamn only in Addis Ababa.

1.7. Limitation of the Study

During the preparation of this research study theent researcher was constrained by various
limitations, among the major limitation some custosnwere reluctant to fill the questionnaires

in addition the researcher was limit with time diméncial resource.

1.8. Research Design and Methodology
1.8.1.Research Design

The research was conducted under descriptive seasthod in order to describe each activity
under taken by the firm and its product distribontmembers. Descriptive research help to use

both quantitative and qualitative measurement nustho



1.8.2.Population Sample Size and Sampling Techniques
Population Sample Size Even though Aqua Safe has a large number dbmes in Addis
Ababa for the purpose of research and achieve #weredl goal customers. The student

researcher therefore, targets the marketing Managkss people and retailers.

Sampling Size- The student researcher was take a sample oké&&@ted last users, retailers,

and sales people to be drawn from the total pojounla

1.8.3.Sampling Techniques
As the student researcher conduct this researckproarability sampling method was used to
take samples. By using the following techniquesstuelent researcher was find out samples to

be included.

Convenience Samplingthe reason behind to choose this sampling tecdenigecause of

undefined number of the company customers.

1.8.4.Types of Data to be Collected

Both primary and secondary data are used for tapgpation of the study. The sources of the
primary data are the collected data using self amtered questionnaire and interview.
Moreover, the secondary data are manuals of the frarious books, and studies from internet

that are related to the topic of the study.

1.8.5.Method of Data Collection

The study uses quantitative as well as qualitadiz& collection methods. The primary data is
collected by using questionnaire, discussion aterview. Secondary data were obtained from
the company marketing and sales records, relevasksband reports presented by the company

itself.



1.8.6.Data Analysis Method

Both quantitative and qualitative analysis methaese used. The row data were organized and
analyzed by using tables, graphs and percentagait®ive analysis were used to analyze data
gathered from interview checklist and discussidra twill mad with the marketing manager of
the company. Finally the researcher interpretsfitm#ings and draw conclusion and provide

possible recommendation based on the analysis.

1.9. Organization of the Study

The study is organized in to four chapters. Thst futhapter deals with the introduction which

includes background of the study, statements optbblem, research methodology, significance
of the study, scope and delimitation of the stullye second chapter deals with presenting the
review of the related literature concerning disttibn management done by different scholars.
The third chapter is concerned with data collectaoralysis and interpretation. The lost brings to

an end this study with summary, conclusion andmeunendation.



CHAPTER TWO
REVIEW OF RELATED LITERATURE

2.1. Distribution Management System
According to Kotler and Keller (2006: 225) the slypghain describes a longer channel

stretching from raw materials to components tolfpraducts that are carried to final buyers.
Moreover, Kumar and Meenakshi (2008: 356) that SEM broad concept that encompasses
physical distribution management which involveshpiag, and controlling the physical flow of
goods, services and related information from podfit Computation to meet customer

requirement at profit.

Over the last decade, supply chain management (S@iith is the management of a network of
interconnected businesses involved in the ultinpetevision of product and service packages
required by end customers, has emerged as a ksucess in the global economy. Many
leading firms have realized that a well run supgtgin can be a source of distinct competitive

advantage in the market place.

2.2. Definitions of Distribution

Distribution in layman’s language refers to gettthg right product to the right place at the right
time. Distribution can be defined as the channeicttire used to transfer products from an

organization to its customers (Rahul V. AltekarQ20225).

The distribution mix is also a combination of demisrelated to marketing channels, storage,
facility, inventory control, lactation, transpoitat, warehousing etc. (Pilla and Baguathi, 2005:
24).

A distribution channel is a group of people andnfirinvolved in the transfer of title or
ownership as the product move from the product mdvem the producer to the ultimate
consumer. The American marketing association dessci distribution channel the structure of
infra company organization units and extra compaggnts dealers, whole sales and retailers

7



through which a commodity products or service iskaged users, between them stands a set of
intermediaries performing a variety of function.€eBe intermediaries constitute a marketing
channel (also called a trade channel or distrilnutisannel) (K Havaldar and Vastant M Cavala,
2007: 8-15).

They are the set of path ways a product or serabewing after production, culminating in

purchase and by the final and users.

Some intermediaries such as wholesalers and mstabey, take title to and resell the

merchandise, they are called merchants. Other Bokwanufactures representatives, sales
agents search for customers and may negotiateegortiducers behalf but do not take title to the
goods they are called agents still others tranaport companies, independent ware houses,
banks, advertising agencies assist in the distabytrocess but neither take title to goods nor

negotiate purchases or sales, they are calledtiesil

2.3. The Importance of Distribution Channels

A marketing channel system is the companies ofgayntoo little attention to their distribution
channels, sometimes with damaging results. In astitmany companies have used imaginative
distribution systems to gain a competitive advaatageative and imposing distribution system
made it a leader in express delivery. Dell revohiied its industry by selling personal

computers directly to consumers rather than throetdil stores (Philip Kotler, 2008: 336).

In addition, channel decisions involve relativeind term commitments to other firms as well as
asset of policies and procedures. In managingiemediaries, the firm must decide how much
effort to devote to push versus pull marketing. Usip strategy involves the manufactures using
its sales force and trade promotion money to induoieEmediaries to carry, promote, and sell the
product to end users. Push strategy is appropnib&ze there is low brand loyalty in a category
brand choice is made in the store, the produchigmgulse item, a product benefits are will

understood a pull strategy involves the manufaatisieg advertising and promotion to persuade
consumers to as ask intermediaries to order it gtuditegy is appropriate when there is high

brand loyalty and high involvement in the categatyen people perceive differences between

8



brands, and when people choose the brand befoyegthéo the store (Koter and Keller, 2006:
468).

The role of marketing channels:
* Many producers lack the financial resources toycaut direct marketing;
* Producers who establish by increasing investmetitaim mach business; and

* In some cases direct marketing simply is not fdasib

2.3.1. Important Factors of Distribution System

Christopher (1986: 36) expressed that the two nmggbrtant factors when considering physical

distribution are the time taken for the producteach the consumer; and the cost of delivering
the product to the consumer. Moreover he explathatlwe do not want the consumer to wait

for too much time when they are waiting for thedurots to reach them. So we want to use the
fastest product delivery, the more the cost of pobdlelivery will increase. So, he suggested

choosing the "minimum service level" that will tbestomers be satisfied by.

In case of Aqua Safe, for example, we may say tth@aiminimum level of service is set to one
day. This means that, the Aqua Safe products hias tielivered within one day to the consumer.
So, the distribution system/distribution channdighe company should be designed in such a
way that the products can reach the consumer wathénday flat. One day is the minimum level

of service desired.

According to Christopher (1986: 37) if a compangp® the minimum level of service too high,
it risk losing customers. In today's competitiveiemnment, Aqua Safe delivers its products in
one week and its competitors deliver in one dayyaA§afe will lose business to the competitors;

because today people will not wait a week if thaly get something in a day.

On reading the above paragraphs, one may tendro ttiat the physical distribution system is
only related to transportation of goods from thenpany to the consumer. However, physical
distribution is a whole lot more. Some of the magspects of physical distribution are

transportation, warehousing, and inventory manage@hristopher, 1986; Cohen, 1991: 56).



Transporting Aqua Safe products from the compaiag®ry warehouse to the customer every
time an individual order is placed would be vergtbp Not only would this be costly, but also it
would take too much time and the time of deliverywd exceed the desired minimum level of

service.

2.4. Channel Function and Structure

2.4.1. Channel Function

In marking product and service available to consgmehannel members add value by bridging
the major time, place and possession gaps thatatepgood and service from those who would
use them members of the marketing channel perfoay key functions (Philip Kotler, 2008:
337).

» Information: gathering and distributing marketirggearch and intelligence information
about actors and force in the marketing environnma@ded for planning and aiding
exchange.

» Promotion: developing and spreading pervasive conication about an offer.

» Contact: finding and communicating with prospectigers

* Matching: shaping and fitting the offer to the bugeneeds including activities such as
manufacturing, grading assembling and packaging.

* Negotiation: reaching an agreement on price ancrotarms of the offer so that
ownership or possession can be transferred.

* Physical distribution: transporting and storing deo

» Financing: acquiring and using funds to cover &t of the channel work.

* Risk taking: assuming the risks of carrying out¢hannel work.

2.5. Types of Distribution Channel

According to (Meenakshi, 2008: 468) manufacturegainilers have a choice of two physical
distribution channel direct channel and indirecarafel. Use of direct channel in the case of
manufacturers entails transporting goods to custenséraight from the factory, while for

multiple retailers it involves receiving supplies lmanch store level. Whereas using indirect

10



channel is in which stocks or held at one or matermediate locations in the supply line. A

manufacturer using an indirect channel directsiitput through distribution depots.

2.6. Building and Managing Effective Third Party Distribution

Channels

(Rajagopal e.t.al, 2009: 39) in their study mergwrthat many companies, for years, have
looked at third party distribution channels as hiele for fast acceleration of their sales. There’s
a plethora of different types of third party distriion channels out there that a company can
select, develop and manage for sales success. Taoge from value added resellers, to system
integrators, to manufactures reps, to distribut@sd to agents as well asternational

representatives.

As per (Doyle, 1994: 333) one of the biggest mistathat companies make when they deploy a
third party channels however, is to think that ¢benpanies that they sign up are going to do the
work on their own without any support from the canp. Usually companies spend a huge
amount of resource and effort to go start, credémloy third party system integrated value
added reseller networks but they don’t provide sspurces, any management, any support to
then after they come on board. However, accordn@bhen, 1991: 95) if a company wants to
deploy those kinds of third party distribution chats, in addition to discounts and commissions
that the manufacturing company is going to pays imecessary to proactively supply to those
resellers like sales, distribution and technicappsut, in order to make sure that they're

optimized in their sales performance for the macufang company.

According to (Rowe, 2005: 159) the rule of thumhtthe found is treating your resellers and
third party distributions channels jus as if thegrav your own employees. Understand how to
motivate them, how to get to know them, createtigiahips with them, spend time with them in
the field, make sure that they have the resoumsdssapport in order to be effective at their job
and you can win the distribution channel and getrttselling for you. If you think that you’re

going to get something for nothing from third padistribution channels, you're probably

11



wrong. The fact is nothing is free in sales andeittainly implies to the notion of third party
distribution channels (Rewoldt, Scott, and Warshbk@81: 425).

2.6.1. Channel Strategy

Channel strategy decisions involve (1) the selaatibmost effective distribution channel (2) the

appropriate level of distribution intensity and ¢(@gree of channel integration.

(Porter, 1998: 334) defined the value chain conesm crucial tool for analyzing the sources of
competitive advantage. Value chain analysis corapridisaggregation of the firm into its
strategically relevant activities in order to urstand the behavior of costs and the existing and
potential sources of differentiation. A firm gaim®mpetitive average by performing these
strategically important activities more cheaplybatter than its competitors. Porter identified
five primary elements of the value chain inboundidtics, operations, outbound logistics,
marketing and sales, and service, as well as fappat activities-procurement, technology
development, human resource development, and fifrastructure. However, this paper focus

on the role of outbound logistics management, maaging a firm’s competitive position.

(Winter and Knemeyer, 2012: 18-38) have suggedtad ih industries such as retailing and
product manufacturing, supply chain managementehaps the most important factor in
determining the success of the firm. Incorporating full impact of logistics into the firm’'s
strategy is therefore a crucial imperative for irmnd can lead to superior and sustainable

performance.

2.6.1.1. Channel Selection

(Lin and Chen, 2008: 356-365) conducted a studgleiarminants of manufacturers’ selection of
distributors and expressed that recruiting goottidigors in marketing channels can improve a
manufacturer’s performance, and even increase dtapetitive advantage. From candidate
distributors, manufacturers must select thoseahaimost able to sell the products and serve the
needs of target markets in order to achieve b&tterperformance (e.g. profitability). Therefore,
finding competent distributors is an important esdier manufacturers, especially for many

medium and small-sized firms that might lack sudfit knowledge and information to select

12



distributors. The empirical observation of the gthdve shown that four factors are important to
manufactures when selecting distributors: firmasfructure, marketing capabilities, relationship
intensity and logistics capabilities. Distributazan strengthen their competitive advantage by

improving their competence in these four dimensions

A company has to consider many factor related éoniarket and customers, its own situation,
the product, the competitive environment (AdriaB008: 646). All these factors have a strong
bearing on the type of distribution channel selkct#® company should be very deliberate in
deciding upon a distribution channel as it is exgpexy cumbersome and can invite litigations to
dismantle a distribution channel once it is esthi@dd because interests of independent

intermediaries are involved (Kumar and Meenaksbd& 356).

2.6.1.2. Distribution Intensity

Deciding the number of outlets in a region or fopgpulation i.e. the intensity of outlets is a
critical decision (Adriano, 2008:646). If the numbef outlets are more than required, the cost
of serving a customer goes up. If the numbers tktsuare less than required, customers will
face difficulty in accessing the outlets and thegynbuy an alternate brand or product or forgo
purchase altogether. The three distribution optitoisa company are intensive distribution,
selective distribution and exclusive distributiomtensive distribution provides maximum
coverage of the market by using all available asitl&he other one is selective distribution
applicable for products like electronics goods aonthe appliances; manufactures use a limited
number of outlets in a geographical area. The dast is exclusive distribution that refers to

having only one wholesaler, retailer or industdistributor is used in a geographical area.

2.6.2. Channel Management

Manufacturers have to select the intermediaries witiaccarry their products (Chang, Polsa and
Chen, 2003:132-139). The chosen intermediaries bavee trained in specific areas like the
working of the product being carried, art of salim merchandising, and in other areas
depending on the requirement of the business. ftermediaries need to be motivated to
eagerly push the manufacturer’s product. The matwfar may offer them financial or non-

financial incentives. It is very important that tirdermediaries are evaluated periodically in
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terms of the functions (Gassenheimer, Sterling Boticheaux, 1996:94-119) that they are
required to perform. And finally, the manufactulless to resolve conflicts arising among

members at the same level or among members atatiffeevels of the distribution channel.

2.7. Recognizing the Needs for a Channel Design

According to (Sahu and Raut: 2003:12) in today'sldvof mass production, there is always a
pressing need for intermediaries of one type onatiher fro enabling the goods to reach the
customer. In a more detailed manner, (Rosen Bld&®@85: 22) has pointed out many situations
that can indicate the need for a channel desidollasvs:-

» Developing a new product or product line. If exigtichannels for other products are
not suitable for the new product or product lin@esv channel may have to be set up
or the existing channels modified in some fashion;

* Aiming an existing product at a new target market;

* Making a major change in some other component oketi;g mix;

» Establishing a new firm, from scratch or as a tesumergers or acquisition.

» Opening up new geographic area;

* Meeting the challenge of conflict or other behaaigaroblem.

The above list, although by no means comprehensiters and overview of the more common

conditions that may require the channel managehamnel design decisions.

2.8. Are Intermediaries Necessary?

The question most often asked is if distributioreimediaries are really required? The answer to
this would be not always, as sometimes the commitragthe intermediary and his need for an
excellent distribution effort may not be of the samtensity as that of the company (Rosen
Bloom, 1995: 22-29).
* With the advent of the internet, examples of congmiike Amazon and Dell which
directly deal with the consumers, is planet;
* The example of Bata India is a case in point, Baset up a distribution network of

hundreds of its own outlets where it sells its besh footwear directly to the
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consumers. In fact, Bata consumers do not thinkrgf other way of buying their
favorite foot wear.

* Another well known company is Eureka Forbes whicesdnot have any physical
stocks of its products in any place for consumeradcess. Instead, the company’s
sales people cal on their prospects homes, inteodiobe product, demonstrate its

effectiveness and sell the products directly.

Normally, in case of technically complicated progudhe company may want to handle the
distribution themselves as they cannot expect mibermediary to learn as much and as well
about the product as their salesperson. Also, ritermediary in this case may not be able to

handle questions about the product as effectively.

2.8.1. Wholesalers

They normally operate out of the main markets ioitg. They deal with a large number of
companies products and packs. They have their tmwpssin busy trading areas. Their features
are:
» They choose and decide what products they wilj sell
* They are not on contract with any companies;
* Their customers are other wholesalers, retailerastdutions;
* They negotiate about 15 days credit from the digtdrs and special privileges on
giving purchase request more than once a week thargh the beat plan of the
distributor may give them one visit a week.

» They extend credit terms to their loyal customers.

2.8.2. Retallers

They are the shopkeepers who set up shops in tHheetpaace to cater to the needs of hundreds
of consumers. If the retailer is located in busyt jp& the market where the consumer traffic is
large, he can command a lot of profitable termsftbe distributors and companies — like credit,
promotions, renting display space and so on. Anythayretailer makes the highest margins in
the entire supply chain. Retailers extend creditoaty about 25 per cent of their customers.

They have also started home delivery to their r@gaihd customer close — to their outlet.
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Value added resellers purchase the incomplete ptaaikit and add value by assembling it and

selling to the customer depending on his specitioat

2.8.3. Distributors, Dealers, Stockiest and Agents
This set of channel members are also known asisgickgents and guarantors depending in the
extent of re-distribution undertaken by them foe tompanies they represent. Agents do not
invest in the company’s products. All belong to #ame category of company outsourcing to
help distribute products to retailers. Some charastics of distributors are:-
* They are required to invest in the product by bgytrfrom the company;
* They are on commissions, margin or mark-ups;
» They may or may not get credit from the company tthewever, give credit to their
customers who are wholesalers or retailers;
« Commission or margin is a percentage of the pricetach they buy the product
from the company;

» Mark-up is still a percentage but based on thénggfirice to the customer retailer.

2.9. Expectations from the Distributors

This is to be defined right at the beginning sd tha prospective candidates can be advised and
second by to get the right kind of distributor (ldidar and Cavale, 2007: 11-12).

The expectations are:
» Achieving sales targets in volume, value and biaaks;
» Financial commitment for inventory and credit toex¢ended in the market;
* Investment in infrastructure - storage space, Veliar distribution;
* Manpower — for selling and handling the office netsoand reports;
» Distribution capabilities — markets and outlet aage with productive calls as per a
predestined beat plan;
» Developing new markets and new accounts;
* Managing key accounts and institutional business;

» Merchandising and displays in the market;
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» Secondary sales efforts and tracing primary salesvaat the distributors buy from
the company secondary customers and is more inmprta

» Effectively handling promotions and schemes irgtiblby the company;

* Managing damaged stocks;

» Organizing and participating in promotional events;

* New products and pack — sizes launching assist@egampany;

» Handling customer quality complains;

» Handling statutory requirements on behalf of theapany; and

* Payments and remittances to the company in time.

2.10. Selection of Distributors

The distributor recruitment and selection procesguite tedious and involves. (Havaldar and
Cavale, 2007: 15) some of these steps:
« Based on company requirements, identifying two lore¢ prospects for each
appointment necessary;
» Background check on each short — listed candidate;
* Meeting the prospects explaining to them what guired and finding out their
interest level;
» After getting all this information, the sales peophlve to short — list one or two final
candidates with whom the dialogue can continue; and
 The final selection could be made on qualitativel ajuantitative factors. The
gualitative factors could be willingness eagernessifidence in himself and the
company products, willingness to spend time in rirerket by the owner himself,
willingness to abide by the company rule, keepimg image of the company intact

and so on.
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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 customerpersdns of Aqua Safe Natural Spring Water
P.L.C.

All the data were collected through questionnagestaining close and open ended questions
and through interviewing the Aqua Safe Marketing nislgement and Supervisors out of
unknown number of customers considered as targptlaon 150 of the customers were
selected as sample respondent based on Malhotggastion while all the sales persons of Aqua
Safe Natural Spring Water P.L.C are included.

Also the marketing manager was considered as sarapfmndents one hundred fifteen (150)
copies of questionnaire were distributed or custsméno are composed of sales agents, retailers
wholesales, as well as selected last users. Asciddmers and all sales peoples’ and agents
cooperated in filling out the questionnaires arfémreng the rate of referring the rates of return
for questionnaires are 140(93%) and 100% for comgales peoples.

The information obtained from the marketing manageihand customers is summarized using

descriptive statistics where by raw data is congbintgpercentage.
The summarized data is then analyzed by applyirsgrgs#ive analysis method using tables,

following detail explanations. At last, interpretat is made to demonstrate implications of the

major findings.
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3.1. General Characteristics of the Respondents

The following table (table 1) has information o theneral characteristics of the sample

respondents including their age distribution, etiocal background and status.

Table 1. General Characteristics of the Respondents

No

Item

Alternative

Number of respondents

In number In %
1 | Sex Male 90 64.29
Female 50 35.71
Total 140 100
2 | Age 18-27 70 50
28-37 40 28.57
38-47 20 14.29
Above 47 10 7.14
Total 140 100
3 Status Owner 50 35.71
Manager 20 14.29
Owner and manager 60 42.86
Sales person 10 7.14
Total 140 100
4 Respondent’'s  businesf€afé and restaurant 45 32.14
types Hotel 70 50
Private distribution shoy 20 14.29
Retail shop 5 3.57
Total 140 100
5 Respondent’'s  workingLess than 5 years 20 14.29
experience in the currenBetween 5- 10 years 14 10
business Between 10 — 20 years 66 47.14
More than20 years 40 28.57
Total 140 100
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As the table shows the total respondents 90 (64)292¢35.71%) of the respondent customers
were male and female respectively. In the age idigton of respondents is explained and
70(50%) of customers found in the age range of 2B 40(28.57%) of the respondent customers
found in the age range of 28 — 37, 20(14.29%) efdinstomer are under age range of 38 - 47 and
10(7.14%) of customer are above 47. The statubeofitajority of the respondents 60(42.86%)
and 50(35.71%) were owner-manger and owner of titkets respectively. The rest 20(14.29%)
and 10(7.14%) ware employees of the customers.

Regarding respondent’s business type, since thdemstu researcher tried to accommodate
various business types for the study, 70(50%), 23@%), 20(14.29%) and 5(3.57%) were café
and restaurant, Hotels, Private distribution shapd, retail shops respectively.

While the majority of the respondents 66(47.14%)(28.57%), have working experience in
their current business between 10 - 20 years amn@ Imaore than 20 years respectively,
20(14.29%), have less than 5 years experience 4(d%) have 5 - 10 years of experience in
their current business.

Generally, a total of 110(78.57%) sample resporglerdre owners of the outlets. Moreover,
various types of business were selected for theesscof this study that accounts in total
106(75.71%) which has working experience between PO and more than 20 years. This
implies that the questionnaires are filled outtgividuals who are believed to have the capacity
to provide the necessary data so that the restdirdal from these data can be considered as a

reliable one.

3.2. Analysis of the Major Findings of the Study

The student researcher tried to examine an assessidistribution management system in the
case of Aqua Safe Natural Spring Water P.L.C. ftbmpoint of view of company owned and
sub-contracted. To this end, various questions wesed to sample respondents mainly related

with product distribution practices, factor thateat the distribution management system. For the
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company a need for problem related with productribistion accessibility of the product and

how effective the company’s product distributiostsyn.

Table 2. Frequency Statistics on Aqua Safe Order Halling System

_ Company owned Sub-Contracted
Item Alternative
In number In % No In %
How does the | make phone call tp
o 100 71.42 25 17.86
distributor know you the company
are in need of Aqual make phone call to
40 28.57 115 82.14
Safe product? the sales person
Total 140 100 140 100

The above table shows that, all the sample respboddéets 100(71.42%) available in the
company owned distribution routes communicate theed for Aqua Safe product by making a
phone call directly to the company. Whereas indage of outlets that belong to sub-contracted
distribution routes, 40(28.57%) of the respondertets make a phone call to the sales person in

order to get Aqua safe product.

The rest 25(17.86%) of them confirmed that theytiamt directly the company to make an
order. In the case of outlets that belong to sutirected distribution routes, 115(82.14%) of the
respondent outlets make a phone call to the sak®peThis implies that in order to make a
product order, outlets available in the company edvulistribution routes communicate their
need directly to the company managements wheream#jority of the outlets available in the
sub-contracted routes communicate with the salesopen that specific route. This shows that

the company distribution system doesn’t have umforder handling system.
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Table 3. Frequency Statistics on the Speed of Agu&afe Product System

Company Owned Sub-Contracted
ltem Alternative In In

Number in % Number in %
How promptly does theWithin 3 days - - 50 35.71
company or sub-contractedVithin 6 days 68 48.57 68 48.5[7
distributors  deliver theif within 9 days 72 51.42 22 15.71
products

Total 140 100 140 100

As the above table shows, the majority of the sangpitlets available in the company owned
distribution routes 72(51.42%) of the respondemtsfiomed they receive the ordered products
after nine (9) days and 68(48.52%) of them receuitBin 6(six) days. Whereas in the case of
outlets available in the sub-contracted routes4®3(/%) of the respondents replied that they
receive Aqua Safe product within 6 (six) days, D0[32%) of them receive within three days. As
per the result of the above analysis about theiligion groups, the sub-contracted distributions
are faster than the company owned group in respgralitlets request for delivering Aqua Safe

products.

Table 4. Comparison Statistics between the Two Tygeof Distribution

) Company Owned Sub-Contracted
ltem Alternative
In number | In% |In number |In%
Have you ever complainedves 130 92.85 132 94.28
about the delayedNo 10 7.14 8 5.71
distribution?
Total 140 100 140 100

Out of the 140 respondents 130(92.85%) of the commavned sample outlets reported that
they have complained about the delay and 10(7..t#tfjirmed that they didn’t report about the
delay in the distribution system. Whereas in thesecaf sub-contracted sample outlets,
132(94.28%) reported and the rest 8(5.71%) dideftort their complaints to the concerned
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body. This implies that the majority 262(93.57%)safmple outlets available in the company
owned and sub-contracted routes reported to theecned body about the delay in the

distribution system of Aqua Safe P.L.C

Table 5. Outlets Response on Complaints Manageme@ystem of Aqua Safe

Outlets response from Sub-

ltem Alternative Contracted Routes

In number In %

The management respondStrongly agree - -

immediately Agree 3 2.14
Neutral - -

disagree 20 14.28

strongly disagree 117 83.57

Total 140 100
The company has complaintStrongly agree - -
handling system Agree - -
Neutral - -

Disagree 45 32.14

Strongly disagree 95 67.85

Total 140 100

As the above table shows, respondents were askexdetdhe speed of responses to complaints
from the management side. The result of descripdeta analysis show in table5 indicates that,
out of 140 respondents 117(83.57%) and 20(14.28hein are not in favor of the statement
which says the management respond immediatehhéptitlets complaints. This implies that in
total 137(97.85%) of the respondents believe thet management do not take action
immediately for their complaints.

Moreover, they confirmed that the company doesaiteha system to receive any complaints
[feedback rating 95(67.85%) strongly disagree, 45@32.14%) disagree. Generally the result of
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this analysis implies that there’s no effective pteint handling system in the company so that
the management is unable to give immediate resfortbe outlets.

Availability of Aqua safe products in the outlets sock

[ Agree
B Disagree
O Strongly Disagree

Figure 1. Pie Chart representation of the Availabity of Aqua Safe Products
in the Sample Outlets Stock

The pie chart represents the cumulative outcontbeolnalysis of Aqua Safe distribution system
with regard to the availability of Aqua safe protiuin the outlets storage (frequency distribution
in percentage). The result of the descriptive datysis shown in figurel indicates that 72.94%
and 16.75% of the respondents reported as strahghgree and disagree about availability of
Aqua safe products all the time in their stock eespely. While the rest 10.29% agreed that the
product are available in their stock all the tiniis shows that the percentage of outlet that do
not have stock.
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Table 6. Outlets Response on the Quantity of Aquaa® Product Distribution

ata Time

Item Alternative Respondents
In number In %

The distribution supply whateveiStrongly agree - -
amount of aqua safe productdgree 1 0.71

required by this company Neutral - -
disagree 40 28.57
strongly disagree 99 70.71
Total 140 100

Table 6 shows, 1(0.71%) of the respondents hawwardble response for the statement which
says it is possible to get the amount of Aqua Pabelucts required by the outlets. However, the
remaining respondent outlets confirmed that they rast in favor for the above statement by
rating 99(70.71%) strongly disagree, and 40(28.5téagree. As the total rating indicates

139(99.29%) the majority of the respondents dogedtthe amount of Aqua safe products as per
their request.
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Table 7. Outlets response on the Speed and Timeélivering Products

Respondents

Item Alternative
In number In %

The company delivers its produgtStrongly agree - -

immediately Agree 17 12.14
Neutral - -
disagree 49 35
strongly disagree 74 52.86
Total 140 100
The company has on time delivertrongly agree - -
system upon outlets request Agree 36 25.71
Neutral - -
Disagree 43 30.71
Strongly disagree 61 43.57
Total 140 100

The company has distributigrStrongly agree - -

schedule to distribute its products|tdgree - -

its customers Neutral 18 12.86
Disagree 42 30

Strongly Disagree 80 58.5[7
Total 140 100

Based on the questionnaire survey different on tuedivery indicators have been used
respondents were sharing their views on the differedicators. Accordingly as shown in table 7
about 74(52.86%), 49(35%) and 17(12.14%) of respondoutlets from both types of

distributors replied as strongly disagree, disagmee agree about the immediate delivery of the
company'’s products to its customers. This indicdtasthe company doesn’t deliver its products
immediately to customer’s request. Out of 140 respots, 61(43.57%), 43(30.71%) and
36(25.71%) of them reported strongly disagree, giesa and agree respectively regarding on
time delivery system of the company as per theetaitequest. This analysis shows that the

company doesn’t have on time delivery system upudlets request.
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Additionally, 80(58.57%) and 42(30%) of the respemis rated strongly disagree and disagree
respectively about the availability of the compangthedule to distribute its products. The rest
18(12.86%) of them responded as neutral. This shbatsAqua safe distributors do not satisfy

their customers by delivering the required produattthe time needed or on a field scheduled

time.

The Company’s Management Closely Supervises the Diution Performance in Their

Assignment

[ Agree

@ Neutral

@ Disagree

M@ Strongly Disagree

Figure 2. Outlets Response on the Supervision dig Performance of Aqua
Safe Product Distributors

As the above figure enlightened, out of 140 respoig] 103(73.51%) of them strongly disagree
with the statement which says the company’s managemiosely supervises the distribution
system performance, while 21(15%) respondentsalksmot in favor of the above statement. In
contradiction with the above respondents 64(2.83%gpondents believe that Aqua Safe
Managements’ respondents rated natural. The owesllt of analysis indicates that Aqua safe

managements’ do not supervise the distributordopeance in their area of assignment.
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Table 8. Response of Outlets on the Availability foEnough Distribution

Facility
Respondents
Item Alternative In Number In %
The distributors (company owned an8itrongly agree 11 7.85
sub-contracted) have enough distributjoigree 20 14.28
facility like vehicles Neutral - -
Disagree 50 35.71
Strongly disagree 59 42.14
Total 140 100

Is table 8 illustrated out of the total 140 respeamd, 11(7.86%) of them strongly agreed that
there are enough distribution facility that helms Have successful distribution Aqua Safe
Products, similarly 20(14.28%) of the respondeat®f the above statement. In contrast with the
above respondents, 59(42.14%) of the respondemtsva in favor of the statement which says
the distributors have enough distribution facilike vehicle. Not only this, 50 (33.71%) of the
respondents also disagree with the above staterimegeneral out of 140 respondents, in total
109(77.85%) of them believe that the company diston system doesn’t have enough
distribution facility like vehicle. The shows théie respondents don’t get the amount of products

they require at the time need them.
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3.3. Analysis and Interpretation of the Company’s Mirketing

Manager Interview and Answers

The student research has interviewed the compavigketing Manager to get some basic
information toward the company’'s product distribati management system, and all the

guestions together with its answers are preserakvb

1. How do you see the overall distribution system qfiaasafe? The managers responded
that the overall distribution system of the companlasically based on the objectives of
distributing the product to each and every outlg wvo different distribution strategies.

1. The distribution strategy for Addis market and

2. The distribution strategy for regional market foddds market, the company is using
combination of company owned distributors and soit@cted distributors. This will
help the company to identify which distribution &gis more efficient in generating

the highest sales volume.

For the regional market there are assigned distobuAgents) the can play the role of the
company in distributing product to their respectitglets. This will enable the company to play
the role of supervising by giving ample time torsgpp@n the development and implementation of

different policies to achieve maximum sales.

Therefore the management believe that the distobugtrategy of the company will generate the

optimum volume that the company is seeking for.

2. How do you as a manger/supervisor closely sigeeithe distribution system and the
performance of the distributors?

As the manager of marketing and sales respondesh &#wugh the existing endeavor to

supervise the distribution system of Aqua safe as well organized and lacks the required

personal, there has been an effort in a fragmemntather to supervise the distribution system by

communicating customers, and by letting each sakas to sell a minimum lump sum quantity

on daily basis through planned routes.

29



Like the managers, the sales people confirmedttieacompany supervises their performance
once in a while. Furthermore, the sales peoplestatethat since the company has only one
supervisors for the Addis Ababa distribution systéme possibility to super vise each and every
distribution routs is difficult unless and otheraighe company increases the number of
supervisors. Similarly the questionnaire respond@lgened that out of 150 respondents, the
majority 140 (93%) of them believe that the compsnypanagement does not supervise the
performance of the distribution system.

It is important that the distributors are evalugpediodically in terms of the functions that they
are required to perform. However, the overall restithe above analysis indicates that there is

no enough supervision about the performance ofdingpany’s distribution system.

3. What kind of obstacles do you face at the timeistridbution and also with distributors?

All the interviewed people said that the time oftdbution the company focus different
problems like traffic jam, time taking behavioralnditions of customers at the transaction time
(Quarreling due to misunderstanding or slow per@oroe of store-keepers), and dispersedly

located outlets bring a problem on the time ofrihsting the company’s products.

With regard to the distributors the managers hgitiéd some of the problems as follows.

» The sub-contracted distributors create shortagedmarket by dumping the company’s
products only in some places (providing only fomgooutlets). Instead of distributing the
company’s products fairly to all outlets they foausy on selling the products to some
private distribution shops. This enables them tblasge volume of products within a
short period of time there by increase their corsiaisincome.

» Inability to supervise the performance of distrirstdue to the shortage of working force
(supervisors). Since there are only one supervesaagable for Addis Ababa distribution
system, the company is unable to control produoiging and there problems.
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Therefore, the above points show that there exis¢gjual distribution of company’s products to
customers, failure to handle difficult customer&daor in a timely manner, and inability of the

company to supervise the performance of distrilsutor

4. Are the necessary distribution related facility iealge in your company for the smooth
performance of the distribution system? “Yes” tlades manager replied, there is no
shortage of vehicles to the distribution of the pamy’s products. As mentioned earlier
In addition to the company’s owned distribution eéds, the sub-contracted distributors
use their own vehicles to distribute the compampy@lucts. As a result we can say there
is no shortage of vehicles but there exist impregagye of the facility so that customers
cannot get the company’s products type sales pedpteconfirmed that they have the
necessary (like vehicle) are available in their pany that enable them to distribute

Aqua safe products to their customer outlets.

The shows that the responses of the customer utetin contradiction with the distributors
and management of aqua safe. This implies thatréspondents didn’'t get the amount of

products they require at the time they need them.

5. What major problem do you face with regard to tistridution facility?

According to the managers, the major problem partgito distribution facility in improper
visage of distribution vehicles. That means distidlos use the vehicles to dump products only to
some outlets. In addition to that the company owdedribution sales people go out for
distribution only once per day. So this means spézple do not use the facility to its capacity.
Hence the customer outlet cannot get their ordemoe, there exists shortage in their storage or

the company distribution schedule cannot kept.

However, the sales people denied that above fasbapiyg that there is no major problem with
regard to distribution facility. They only thingeay mentioned is if they had more vehicles it
would have been easy to distribute the availabbelycts to a large geographical area within a

short period of time.
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The above face imply that aqua safe is unable tdralband manage the distribution system as

well as to manage the idea time of the facility.

6. How many warehouses do you have in or around Addmsba? Do you have enough
stock in your warehouses to satisfy the consunmepby to your promotional campaign?
The managers explained that two warehouse totallyand around Addis Ababa. These
warehouse usually accumulate products that canskd by distributors without a problem.
However in the recent few months the company isntadactory problems that reduce its
production. Therefore, the warehouses cannot hawapany’'s products that can fulfill
customers’ request. Accordingly, the above analgb®ws that the warehouses are in short of
the company’s products due to the problems accoirée production unit. Even though the
promotional campaign increases the number of coasuas expected, the existing problems do
not allow the company to enjoy the result of thenpaign. So in conclusion the warehouse

/stores/ retail outlets must never be under stacked

7. Do you have distribution schedule to distribute ryproducts? Or do you distribute your
products based on the consumers need/request?

The company has its own distribution schedule h@anethe problem is on the implementation

of this program to distribute the company’s proguct its customer outlets. As the supervisor

are only two for Addis Ababa market, it is diffictb control the distributors make a request for

the company’s products, the distributors arrangar tprogram and distribute the required

products.

Similarly, the sales people responded that thelowiolcompany’'s distribution schedule to
distribute as they accommodate outlets requestdardance with their proximity to that day or
the coming days scheduled routes. This showsattpah safe distributors do not satisfy their
customers by delivering the required products atitne needed or on affixed scheduled time.

8. Do you manage to get aqua safe products from thieatgproduct stores?

The sales people responded that previously behfaptomotional campaign has been started,
there was no major problem in getting products ftbemmwarehouses of the company. However,

these days it is difficult to get products to datihe demands of customers. As they have
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mentioned, the shortage of products is due to dfleré in the company’s production line. But

there was no formed compaction from the manageaiamit the existing problems.

9. Does the company have system of gathering infoondgedback from the distributors
or outlets that can help to understand whetherctmepany distributes its products on
time? As it is mentioned by the managers, thermispecific system developed to handle
customers or distributors complaints feedback. ldetfte sales manager is in charge of
handing issues regarding sales and distributios. i$ta work load on the sales manager
to perform the day to day activities and to harafielitional complaints and feedback
from customer outlets.

As per the analysis of the questionnaire, 150 (10@%d 95 (67.85%) respondent outlets

reported that Aqua safe management doesn’t aesjponse to their complaints immediately and

the company doesn’t have a system to receive ampleint /feedback respectively. Generally,
as the result of this analysis and interview intdisathere is no effective complaint handling
system in the company so that the management isleita give immediate response to the

outlets.

10.  What are your suggested solutions with regard egptioblem existing in the distribution
system?

The managers suggested that the solutions to tilséngxproblems are to solve the production

unit problems as well as to redesign the existisgridution management system. As they have

mentioned the company is working on it.

Similarly the sales people added to what the masagad that the problems of distribution

could be improved is there is training and profa@sal support from expects in the area. The

other solution can be motivating sales peoplefiedint ways.
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CHAPTER FOUR

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

The purpose of this chapter is to outline the mdijoding of the analysis, conclusions and

recommendation that can implementation of Aqua $ateral spring water P.L.C distribution

management system.

4.1. Summery of the Major Findings

The purpose of the study aimed at the assessmaeligtabution management of Aqua Safe for

the improvement of the performance as well as théegement of organization goal with regard

to distribution system. In this regard an attemas lbeen made to see different distribution

management problems, their causes and remedidesasbed in various literatures.

There is no respondent whose age is below 18 yeamsthis it is clear to understand
that all respondent are capable to give corregtorese to the questions raised. A total
of 110(78.57%) sample respondents ware ownerseobtitlets. The business types
for the study that are 70(50%), 45(32.14%),

20(14.29%) and 5(3.57%) ware hotel, café and restas; private distribution shops,
and retail shop respectively. 120(85.71%) of thepoedents have more than five
years of working experience in their current busine

In order to make a product order 100(71.42%) csitketailable in the company
owned distribution and 115(82.14%) outlets the miyj@f them available in the sub-
contracted.

with regard to the speed delivering the company@dpcts in response to outlets
request, the majority of the sample outlets 72(&%h) available in the company
owned distribution routes confirmed that they reedhe ordered products after nine
days and the majority of the sample outlets avklat the sub-contracted routes,
68(48.57%) of the respondents replied that thegivecAqua Safe product within six
days.
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The majority 262(93.57%) of sample outlets avadainl the company owned and
sub-contracted routes respondents to the concebboeg about the distribution

system of Aqua Safe P.L.C.

140(100%) of the respondents that they do not Rape Safe products in their stock
all the time.

137(97.86%) of the customer outlets believe thatdlstributors do not deliver the
company'’s products immediately after the outletpiest.

As the total rating indicates 139(99.28%) the mgjasf the respondents do not get
the amount of Aqua Safe product as per their reques

104(74.28%) of the respondent outlets respondedthieacompany doesn’t have on
time delivery system.

122(88.57%) of the respondent outlets respondatl ttte company doesn’'t have
distribution schedule to distribute its producttsocustomers.

124(88.57%) of the respondent outlets believe Altpata Safe managements’ do not
supervise the distributors’ performance in the#aanf assignment.

In general out of 140 respondents, in total 1085%) of them believe that the

company distribution system doesn’t have enougildigion facility (vehicle).
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4.2. Conclusions

Based on the findings and data analyzed in theigquewchapter, it can be concluded
that the majority of respondents are not satishgdhe performance of Aqua safe
distribution management system.

As indicated in the finding part of the study, wars reasons had caused to the
malfunctioning of Aqua safe distribution systemnfoof the factors are lack of on
the job training to Auga Safe product distributongll established order handling
system, proper use of vehicles and distributioredates.

Supervision of distributor's of performance, comipia handling mechanism,
motivational scheme that fairly distributed amongtributors and problems in the
production unit. Weaknesses are observed on fewratineas such as the late
delivering and unequal distribution of the company’oducts.

To sum up, the results clearly establish the andeese the distribution management
system improvements or transfer of the distributgystem ownership are more
demanding and have important implications for thempany’s efficiency and
profitability.
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4.3. Recommendation

According to (Meenakshi, 2008: 102), physical dsttion is the set of activities concerned with
efficient movement of finished goods from the eridhe production operation to the ultimate
consumer. Physical distribution take place withinmerous wholesaling and retailing
distribution channels, and includes such importadision areas as customer service, inventory
control, materials handling, protective packagindeo processing, transportation, warehouse site
s election and warehousing. Physical distributeopart of a larger process called “distribution”
which includes wholesale and retail marketing, &l as the physical movement of products.
Accordingly, physical distribution can be viewedasystem of components linked together for
the efficient movement of products. These compandicustomer service, transportation,
warehousing, order processing, inventory contrmiqetive packaging and materials handling)

are interrelated so decisions made in one areet dffe relative efficiency of others.

Based on the above facts, the findings of the arsglynd conclusions the student researcher
recommends the following points that will be heldfr the distribution management system of
Aqua safe P.L.C.

4.3.1. Redesign the Existing Distribution Managenm System

In order to minimize or eliminate the above mengidproblems, Aqua Safe should redesign or

adjust it distribution management system in terfrth® following points.

* Design product order handling/ processing system

Designing and implementing a uniform and centralipeoduct order handling system is the

most important step that Aqua Safe should do do &cilitate its distribution system as well as

reduce and handle customer complaints. In additiorcustomers request to the company’s
products, the existing distribution schedule shdaddstrictly followed by all distributors.

*  Provision of Training to Distributors

To address the problem that occurs in the day yoadtvities, the sales people should be trained
on how to develop long term relationship with thaiistomers. Moreover, professional support

should be given from the company in a continuegsbas
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e System to monitor the channel

Clear distribution strategies and criteria shoutdslet to evaluate distributors. The company is
expected not only to increase the number of supersj but also to design the supervision
process like how frequently they should supervise.

* Provide solutions to production unit problems

In order to prevent customer outlets from beingaifigtock, the company should solve problems
that occur at the factory, and supervise its digtars about the fair distribution of the products
among customers so as to satisfy the market demand.

» Design complaint Handling system

It is good for Aqua Safe to design a centralizechglaint handling system that enables the
company to provide immediate response to its custamtlets.

» Communicate objective

The objective of the entire distribution should bemmunicated to and agreed by each
distribution system can work together towards aghgethat goal. Viewing physical distribution
from a systems perspective can be the key to prayia defined level of customer service at the
lowest possible cost

» Ensure the design and Implementation of Aqua Sefa ativational schemes

The inconsistency in implementation of Aqua Safdivational policy and the absence of fair
treatment among distributor need to be resolvedldsigning and implementing motivational
scheme that can be applied to all channel memiddter members are communicated the

objectives of the channel strategy, they shoulthbgvated towards a common.

4.3.2. Transfer the Company Distribution System tothe Sub-Contracted

Distributors
As per the result of the analysis and interviewpoese, the sub — contracted distributors are
relatively factor than the company owned ones gpoading outlets request for delivering Aqua
safe products. In general the sub-contracted bligtirs perform better than the company owned

ones.

Therefore, the other option for Aqua Sefa othenttelesigning the existing distribution system

is to focus only on bottling and let the sub — cacited distributors handle the distribution so as
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to increase its efficiency and profitability as ek to satisfy the market demand for the
company the existing distribution system is to ooualy on bottling and let the sub — contracted
distributors handle the distribution so as to iaseeits efficiency and profitability as well as to
satisfy the market demand for the company’s praduselection of distributors and recruiting
good distributors in marketing channels can impravenanufacturer’s performance and even
increase its competitive advantage. Therefore,iritnccompetent distributors is an important

issue for manufacturers.
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Appendix |

St. Mary’s University

Business Faculty

Department of marketing management
(Questionnaire for distribution outlets)

» Dear Respondents,

This questionnaire is prepared to gather infornmatichich is an input to the research | am
conducting. The objective of this research is talye the performance and challenges
regarding the distribution management of Aqua Sjfang Water P.L.C. | assure you that all
information you will provide to the research wile tkept strictly confidential. Filling out this

guestionnaire should take you about 10 minutes.rYmnes and sincere response for this

guestionnaire will highly contribute for the sucsed the research.

Thank you very much for your kind, cooperation.

» General Instruction
- Please make a checkma#R br write brief answer as necessary
» Part |, general characteristics of the respondent’s
1. Gender
a) Male [ b) Female [

2. Age

a)18-Z—1 b) 281 c) 38-4T d) Above L1



3. What are your states in the Aqua Safe Produstskdition outlet?
a) Owner [ b) Manad<- c) Onared managel—!
d) Sales perso—] e) Other please specify
4. What kind of business do you operate?
a) Café and restaurgz—] b) HoJl
c) Private distribution shr—J d Retail sk

e) Other please specify

5. How long have you been working in your curremsihess?
a) Less than 5 yea ] b) between 5-10 Y rs

c) Between 11-20 yeg== d) More th&20 years

» Part Il. Question related with the product

6. How do you access Aqua Safe Spring water pre@uct

a) Directly from the company distribyt==g
b) From sub-contracted distribuj==5
c) Other please specify

7. How does the company or sub-contracted disoilslinow you are in need of the products?
a) | make phone call to the compg=~

b) I make phone call to the sales perC—h



¢) The company checks me if I need the prod.s
d) The salesperson checks me if | need the proC_ts

e) Other, please specify

8. How promptly does the company or sub-contradtstalibutors deliver their products?
a) Within 1 day—] b) Within 3 day——]
c) Within 6 days — d) More than 9 daj=-

9. Have you ever complained about the delayediligion?
a)Yes [ b) No —

Please tick ) in the box that best reflects your level of agneat where: 1=Strongly
agree, 2=agree, 3=Neutral, 4= disagree, 5=Stratighgree

10. Aqua Safe Spring Water management
responds immediately for your complaints.

11. Aqua safe has system to receive

complaints or feedback from your company.

12. The distributors supply what ever amount

of Aqua safe product required by your company

13. The company delivers its products immediately. | | |

14. The company has on time delivery system up

on out date request.

15. The distributors (company owned and

sub-contracted) have enough distributiorictes.



16. The company’s management closely supervises

L 33

the distribution performance in their area

of assignment.



Appendix- Il
St. Mary’s University
Business Faculty

Department of Marketing Management

(Interview Questions Managers and supervisors workig in the company’s owned

distribution system)

How do you see the overall distribution system gtiAcade?

2. How do you as a manager/ supervisor how do yourlgleapervise the distribution
system and the performance of the distributers?

3. What kinds of obstacles do you face at the timdistfibution and also with distribution
and also with distributors?

4. Are the necessary distribution related facilitigai®ble in your company for the smooth
performance of the distribution system?
What major problem do you face with regard do distion facility?
How many warehouses do you have in or a aroundsAdtdaba? Do you have enough
stock in your warehouses to satisfy the consumeptay to your promotional comp
again?
Do you have distribution your product based ondbresumers need/ request?

8. Does the company have a system of gathering infiasm&eedback from the distributers
or outlets can help to understand whether the cagngsstributors its product on time?

9. What are your suggested solutions with regard éoptioblem existing in the distribution

system?



St. Mary’s University
Business Faculty
Department of Marketing Management

(Interview Question from Sales People Working in te Company’s)

Are the necessary facilitates available in your pany for the smooth performance of
distribution system?

Do you distribute your product based on consumedmequest?

What kind of obstacle do you face at the time stribution with retail outlast as well as
with the management?

What major problems do you have with regard torithistion facility?

Does aqua safe management closely supervise yatormpance distribution to the
available outlets?

Did you take any course or training with regardéing a sales man?

Do you manage easily to get Aqua safe product ftearcentral product stores?

What are your suggested solutions with regardeégtioblem existing in the distribution?
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