ST. MARY’'S UNIVERSITY COLLEGE

BUSINESS FACULTY

DEPARTMENT OF MARKETING MANAGEMENT

STUDY ON DISTRIBUTION CHANNEL PRACTICES OF

DASHEN BREWERY PRIVATE LIMITED COMPANY

BY

SELAMAWIT TILAHUN

JUNE , 2010
SMUC
ADDIS ABABA



STUDY ON DISTRIBUTION CHANEL PRACTICES OF
DASHEN BREWERY PRIVATE LIMITED COMPANY

BY
SELAMWIT TILAHUN

A SENIOR ESSAY SUBMITTED
TO THE DEPARTMENT OF MAREKITING MANAGMEMENT
BUSIENNSS FACULTY
ST. MARY'S UNIVERSITY COLLEGE

IN PARTIAL FULEILMENT OF
THE REQUIREMENTS FOR THE DEGREE OF
BACHELOR OF ARTS IN MARKETING MANAGEMENT

JUNE 2010
SMUC
ADDIS ABABA



ST. MARYS UNIVERSITY COLLEGE

STUDY ON DISTRIBUTION CHANNEL PRACTICES OF
DASHEN BREWERY PRIVATE LIMITED COMPANY

BY
SELAMAWIT TILAHUN

FACULTY OF BUSINESS
DEPARTMENT OF MARKETING MANAGEMENT

APPROVED BY THE COMMITTEE OF EXAMINERS

Department head signature
Advisor signature
Internal Examiner signature

External Examiner signature



ACKNOWLEDGMENTS

First and for most, | would like to thank the alimidy God for endowing me with

endurance and courage of going through all upsdamas,

My special thanks goes to my advisor Ato Yalew fGoffor his inevitable heartily
judgment, sharing personal experience and expevicadto finalize this paper

successfully.

| would like to thanks the employees of DashenBmgmwprivate Limited company and
specially sales and distribution manager, Ato Bamiy Sisay for his cooperation in
answering the interview questions.

| also like to extend my deep hearted appreciaiwomy Uncle Ato Yilma Zewde and

Wro Yamrot Wube for their  moral, material andafincial support and to my brothers

Ashagre and Yimer. Finaly, my friends Tsige, Meltyiand Rahel.

Thank you all !'!!

Selamwit Tilahun



TABLE OF CONTENTS

Content Pages
ACKNOWIEAGEMENT ... e e e e e e e e e e e I
Table of CONtENt ... Il
LISt Of TADIE ... e \Y,
l. Introduction.. P |
1.1 Background of the Study ..................................................... 1

1.2 Statement of the Problem ... . 2

1.3 Research QUESHIONS ........ccciiiiii it et eeei e, 3
1.4 Objective of the Study ..........ccceiiiiii . 3
1.5 Significance of the Study ... 4

1.6 Scope (Delimitation of the Study) ..o, 4
1.7 Definition of Terms or Optional Definitions .......c............ooonel. 4
1.8 Research Design and Methodology ..o, 4.
1.8.1 RESEArCh DESION ....cuieiiie e e e e e e e 4.
1.8.2 Population and Sampling Technique ......................... 5
1.8.3 Type of Datato be Collected ............ccovecveeiiiiiiinnin. 5
1.8.4 Methods of Data Collection .............coooiiiiicenii i, 5
1.8.5 Methods of Data Analysis ..........ccoeiiiiiiiiiiiieeeee, 5
1.9. Organization of the Study ...t 6
Il . Review of Related literature .............cooviiiiiiii e 7
2.1 Overview of DIStribUtION .........c.oiiii i e e e e 7
2.2 Overview of Distribution Channel .............cocoo it 8
2.3 Distribution Channel and Objective of Biem............................... 9
2.4 Channel Structures and Marketing Systems.................c.ccovevee. 10
2.4.1 Consumer Marketing Channels ............... o i veiieennn. 10
2.4.2 Organizational Marketing Chasnel............................... 10
2.4.3 Multiple Channels .. 11

2.5 Evaluation of Channel Eff|C|ency and Effectlees 11
2.5.1 Market COVErage ......c.oieiiniii e e 11
2.5.2 Economic Performance...........c.coouveviieiie i e e, 11
2.5.3 Marketing EffeCtivVeness .........cooiiii i e 21
2.5.4 Overall Ability to Add Value ..., 12



2.6 Distribution Channel system ...
2.6.1 Channel DYNamICS ..........oiiiiiii i e it e e e e e e e
2.6.2 Vertical Marketing Systems ..........coov i
2.6.3 Horizontal Marketing Systems .........ccooviiiii i,
2.6.4 Multi Channel Marketing Systems............ccoovviivii i ie e
2.7 Channel Selection ...
2.7. 1 ProdUCT. ..o e e e
2.7. 2 Market. .. ..o
2. 7.3 MIAAIEMEN ... e
2.7.4 COMPANY ..niini e e e e e e et e e e e e e e e en e e
2.7.5 Marketing ENVIrONMENt..........coooiiiii i e
2.7.6 COMPELITOIS. .. ..ttt et e e e e e e e
2.8 Channels Function and FIOW ... e e,
2.9 Designing Distribution Channel ........ ...

2.9.1 Delineating the Role of Distribution ................coceemeiiiiini.

2.9.2 Selecting the Type of Channel ... e,

2.9.3 Determining Intensity of Distribution ..............coeueeiieiin.n.

2.9.4 Choosing Specific Channel Members ...............coovv it ienee

2.10 Channels Strategy DeCISIONS .......ccoiiiiiii i
lll. Data presentation, Analysis and Interpretation ......................o.ee.

3.1 General Characteristic of the Respondents ......ccoceuvvivne...

3.2 Analysis of the Findings of the Study ..............cii i,

3.3 Product Distribution Related with the ProdOéfered ................
lv, Summary, Conclusion and Recommendation..............................

A L SUMMATY ettt et et e e e et et e e et e e aeeeae e

A o o 1] o 0

4.3 ReCOMMENALIONS .....vieie it e e e v e e e e e e ean
Bibliography

Appendices

12
13
31
13
14
14
14
14
15
15
15
15
16
17

17
17
17
18
18
20

20
21
24
32
32
33
34



List of Tables

Page
Table 1 : General characteristic of the Respondents...............c.ccceiiis cieinins 20
Table 2: Corresponding Responses on Dashen Braé@veduct
Distribution PractiCes..........covviviiiiiiiii i e 21

Table 3: Corresponding Responses on DistributigpaCidy of

Dashen Brewery Private Limited Company...............c.cocvvvvennnnn... 22
Table 4: Corresponding Resposes on the Possibfli§etting

Dashen Beer's atthe Needed time..........cccovv it ceeeeeiiiiici e, 23
Table 5: Corresponding Responses of Customers onagfe of Products. ......... 25

Table 6:Corresponding Responses on the Causdasef@tiortage of Products. ..... 26
Table 7: Corresponding Responses on the distanveeBe

Dashen Brewery’'s and its clients...........c.oooiiiiiiiii . 27
Table 8: Responses on Customer Relationship walCtbmpany .................. 28
Table 9: Dashen Brewery Distribution as CompareQtteer

Brewery CoOmpPanies........cccoviii i e e e e e e e 28
Tablel10:Corresponding Responses of Distributionhdetof Dsahen Brewery

Compared to Other Brewery Companies. .cc......ccovevvveevevnnvnnnnnn.. 29



CHAPTER ONE

Introduction

1.1Background of the Study

Channels of distribution are of vital importance datb types of firms producer,
wholesaler and retailer. Each type of channel imlain a distribution network of
organizations extends from producer to the endsusfeproducts or servicesGupta,
1999:18) On top of that a distribution channel consistla# set of people and firm
involved in the transfer of title to a product &g fproduct moves from producer to
ultimate customer or a business user. A channdistfibution always includes both
the producer and the final customer for the produds present forms as well as any
middlemen such as retailer and wholesditezel M. and others, 2004;390).

Moreover a channel of distribution is a path waynposed of intermediaries also
called middlemen, who perform such functions asladeto ensure smooth flow of
goods and services from the manufacturing endsgoconsuming ends in order to

achieve marketing of the produce of a compaacévathi p , 2005:296).

Dashen Brewery private Limited Company was estabtisn 1992 Ethiopia calendar
and the company lies on 85,000 square matters raf tzbtained from Amhara
Regional State in Gonder town with an initial capiof over birr 350 million,

currently its production capacity is 700,000 heeters of beer annually. At present
the firm is producing the main type of productulegly Dashen Beer and Royal
Draft Beer. The company has 371 workers out of 844 permanent and 27 daily

worker.

This paper, however, will try to study the practioé distribution channel with

particular reference to Dashen Brewery Private techCompany.



1.2Statement of the problem

According to Gupta (1999:190), distribution is thought of as a competitive adwaagyeat for
those organizations which have built up distribaitedout and economies of distribution
through sheer size. Distribution plays a vital rolethe success of the sales effort by
ensuring the availability of the product in thehtigjuantities at the right time and at the
right place. Havaldas and Cavale . 2007: 16.7) Distribution is a function to distribute
or sub- divide the producers goods on a geograbbasis to various specific markets.
(Bagavthi p,. 2002:298)

According to A.W Show (2009:297), distribution fetapplication of motion to materials
as they move from the times, places, forms anditond where they have no value to
the times, places, forms and conditions where tleye value Distribution refers every
seller must decide how to make its goods availabtee target market . The two choices
are to sell the goods directly or to sell them tigo middlemen.kotler . 1999:130)

Dashen Brewery private limited Company establisimei992 E.C.At present the firm
produces Dahsen Beer and Royal Draft. As compardhket highest competition among
Breweries, the Dashen Brewery uses one outlet @ndriinsporting trucks to deliver its
products, with the company there is scarcity ofdpid amount because of shortage of
container the product supply is limited and somes there is problem on time delivery
of product. The Company relationship existed withretail outlets is weak due to the
company routes only two days per week and laclalasssupervisor to handle customer

complaints and feedback in relation to distribution

Consequently, this paper attempts to study anddinddistribution channel problems,

their causes and ultimately answer the followingibaesearch questions.



1.3 Research Questions
To investigate the stated problems above, theiatig research question were raised:
o What is the distribution strategy being used l&ydbmpany?
o How does the company evaluate the channel effigiand effectiveness?
0o What are the problems that affect the company'dopmance in terms of
delivering it's products to meet the order, timel meeded quantity?
1.40bjective of the Study

This study consists of general and specific obyeatvhich is indicated as follows:
General Objective

The main objective of this study was to asses t$iiloution channel practice of Dashen

Brewery Private Limited Company.
Specific Objective

In line with the above general objective the reslegraper tried to achieve the following

specific objectives:

o To evaluate the distribution strategy being usethieycompany.

o To identify the extent to which the company evadgahe Channel efficiency and
effectiveness.

o To evaluate the company performance in terms avelehg its products.

1.5 Significance of the Study
The study is believed to have the following gigance to different parties:

o It is very important for Dashen Brewery private liiead Company to know its
problems and help to enhance the organizationscagpewards distribution

channels.



o It create good opportunity for the student researcto get more practical
knowledge about the area of distribution channal aiso help to learn the
practical research process and techniques andidgeisn

o It can help other as a secondary source ofnmdétion for further research made in
the area.

1.6 Delimitation of the Study

Dashen Brewery has two sales outlets tlgatcaind in Addis Ababa and Gonder.
Due to time and money constraints theystuere delimited to Addis Ababa
particularly Arada subcity, because langenber of distributers are found in this
sub city.

1.7 Definition of Terms

Distribution channel:- is the movement of goods and services betweerpdint of
production and the consumption trough organizatioat performs a variety of
marketing activities.Bagavthi. 2005; 297)

1.8Research Design and Methodology
1.8.1Research Design

This paper in general has tried to describethetice of distribution channel as exist in
Dashen Brewery private Limited Company. Descriptinesearch is to describe
something usually market Characteristics or fumstipalhotra N, 2007;82)Therefore,

it is more of descriptive in nature
1.8.2 Population and Sampling Technique

All distributers of dashen beer that are licenBetkls, restaurants, bar houses, shops
and kebele recreation center were taken as topallations which are 270 out of which
30% of the population 81 considered as a sampk lsjzusing systematic sampling

techniques. Systematic



sampling technique was some form of an orderedofisthe members of the define
target population. (Hair and others, 2000:251). Tampany has complete list of all

members of the population.
1.8.3 Types of Data to be Collected

Both primary and secondary data was used in omenake the study compete and
achieve its stated objectives. The primary dateevegiginated by the researcher for
specific purpose of addressing the research prohatinconsists of the pre- specified
managers and customers. The secondary data werehdlhie been collected by

someone else for some other purpose and consisigarty’s published documents.
1.8.4 Methods of Data Collection

The primary data was collected through an interweitih the sales and distribution
manager and by distributing questionnaire to th&tamers. The secondary data was
collected from company published document suchoaspany profile and different

books.
1.8.5 Method of Data Analysis

Both quantitative and qualitative data analysithtégue was used in this research
study. Quantitative data analysis technique wagsl usesummarize the findings,
percentage computed to get the total picture of dhta collected form sample
respondents. Then the summarized data was presémteéde form of tables.

Qualitative data analysis technique was used tov@nthe interview response as well

as the response to open ended questions.



1.8 Organization of the study

The study was consists four chapters;- the firaptér contains background of the study,
statement of the problem, objective of the stu@yinition of terms, significance of the
study, delimitation of the study, research desigd eethodology, organization of the
study. Chapter two deals with reviews of literatarel chapter three are concerned with
data analysis and interpretation. The last chaptedudes summary, conclusions and

recommendations.



CHAPTER TWO

Review of Related Literature

The research paper review relevant literaturedewriby different authors on distribution
and specific distribution channel areas in ordecdnduct detail analysis and discussion

of distribution channel.
2.1.0verview of Distribution

Anderson and Vicze (2000:281) argued that, theridigion decision is the most

important marketing decision a company can make dbsign of an organization’s
distribution system is a key factor in creatingtouser value and in differentiating one
company’s offering form that of another. In adulitj distribution decisions pertain to
where the specific wholesaling middlemen fit invrious distribution channels. In turn,
specific suppliers must be chose. Many wholesalmgddlemen face strategic decisions
regarding the extent to which the firm will be itved in physical distribution of the

product and where they will locate. Consideringhstactors to marketers, transportation
requirements, and CostSgnton and others, 1991:347).

The field of distribution is made up of two distifaranches. Channel of distribution and
physical distribution. Channel of distribution cmis of a network of intermediaries
manages a flow of goods and services from the medto the final customer. The

success of the network depends on relationship gnmanufactures, wholesalers,
retailers, sales representatives and others. Aduptanove from one intermediary to the
next, exchange takes place exchange of physicalgyaotangible services and value-
added dimensions, marketing activates are perfomhedch stage. Physical distribution
activities include the actual movement of good aedrices (i.e. logistics), with a focus
on transporting and warehousing them. Togetheclia@nels and physical — distribution
functions comprise a comprehensive supply chaihdfaats with the suppliers, that is the
materials, parts and others supplier needed to ,gpo@duce or manufacture a finished
product Andorson and Vicze, 2000:281).



2.20verview of Distribution Channel

According to Anderson & Vincze (2000:281) channkdistribution can be described as
sets of inter dependent organizations involvedhia process of making a product or
service available for consumption. The importandethe distribution function in
marketing is apparent when one considers the madmiof goods and services that are
transported and sold at millions of locations tlglmout the world. In addition
distribution channels are noting but intermedianesniddlemen between the producer
and the consumer (Havaldar K. 2007: 8.15). Moredhe channel is the pipeline
through which is a product flow on its way to thensumers. The manufacturer put his
manufacturer puts his product in to the pipeline nwairketing channel and various
marketing people move it along to the consumerhat dther end of the channel
(Bagavatihi P. 1987:296).

Moreover, Kummar and Mittial (2001: 196) forwarddtht the channels of distribution
are the means employee by manufacturers and sadlde$ their products move to the
market and in the hands of users. A channel ofildigion includes the original producer
between the two i.e. wholesalers or retailers. Tren ‘middlemen’ refers to those
institution or individual in the channel which taketle to the good and negotiate and sell
the goods a broker or an agent. In addition, distion channels can broadly classified

as:

o Sales channelwhich has the functions of motivating buyers,rgfginformation
between the consumer and company, negotiatingotaigains for the consumer
and financing the transactions.

o Delivery channel: which is only meant for physical transactions. sTis the
primary job of a carrying and forwarding agent.

0 Service channe: which performs after sales servidéayaldar and Cavale, 2007
:8.15)



2.3 Distribution Channel and Objective of the Firm

According to Guepta (1999:190) distribution objeetare defined for a product market |
terms of availability of the product (for examplgercentage of total outlets reached).
Most Companies do not explicitly set distributidojexctives of those that do, distribution

objectives often have no linkage to end customguirements.

To develop objective that support the organizatooverall marketing goals. How can
distribution work with the other elements of therk&ding mix to increase profits? To
increase market share? To increase volume of shieg@éneral, the overall objective of
and in the quantities customers want at the mininoast. More specific distribution
objectives, however, depend on the characterisfitse product and the marke&iart
and other 2006:437)

The choice of marketing channel will be affectedty sales and profit objectives of the
firm, the resources it has available and its pamsitig strategy. A business which is
willing to sacrifice short term profit for the saké ambitions long-term market share
force involves a minimal fixed cost but a high ahie cost element because of the
discounts paid for a company satisfied with a smralket share, using a distributor is
Cheaper than setting up own sales force compamaagat a high share well that the
company sales force is more efficient that usindisaributor. Selling direct normally

requires a higher resource commitment thus; tme'siresources will constrain the firms

positioning strategy.foyle, 2002: 316)

Distribution objective: must be consistent with overall marketing and gany objective

(eg. Targeted sales levels and profit margins) mrmdiuct characteristics. Frequently
cited objectives include intensity of market coggradegree of control over inventory
and its management: minimization of time or dis@rability to move bulky, customized,
or high- cost products; opportunity to provide hilgvels of customer service; and
supplier corporation. In addition to achieving tbempany’s distribution objectives,

channel design must consider company policies agahizational structure

9



(for managing the distribution function). It alscush conform to legal and regulatory
requirements, such as refraining from unfair réstraf trade and creating conditions for
competition. Anderson & Viceze 2000:303)

2.4 Channel Structures and Marketing Systems

According to Anderson and Vincze (2000:286), thetribution system is composed of

channel intermediaries (wholesalers, retailers@hdr merchants or agents) that provide
a link between producers and final customers. @ealimarketing system uses channels
that maximize efficiency and effectiveness, miniizosts, and deliver the greatest
customer exchange payment, information; titles ewtdership.Channels are structured
differently for consumer and organizational gooésause of the nature of transactions

and customer needs.
2.4.1 Consumer Marketing Channels

The longest, most indirect channel includes thedpcer, one or more wholesalers or
agents, retailers and consumers. This channel & appropriate when the producer’s
objective is to achieve maximum market penetratigith intensive distribution.
Marketers of frequently purchased products userestlichannels to reach the greatest
number of customers where they are located. Thetedtochannel, from producer to
customer, offers the most direct and quickes thistion route because no intermediaries

are involved. It is the easiest to manage and cbntr
2.4.2 Organizational Marketing Channels

Recall that organizational customers include bath profit and nonprofit entities that
produce other goods and services for distributiorfinal customers. The traditional
marketing channels used by industrial firms, maciuf@rs, growers and other

organizational buyers and supplieidid)

10



2.4.3Multiple Channels

Many, perhaps most, producers are not content aitlt a single distribution channel.
Instead, for reasons such as reaching two or mamget markets or avoiding total
dependence on a single arrangement, they emplogpihautlistribution channelsE{zel
and others, 2001:404)

2.5 Evaluation of Channel Efficiency and Effectiveass

According to Anderson C. and Vincze J. (2000:30@rk¢ters must constantly assess the
efficiency and effectiveness of individual channgkermediaries as well as the entire
channel. In general, channel members must achlevgadals set out for them in their
arrangement with the goals set out for them inrtheiangement with the supplier and
must satisfy the criteria established for theiresgbn Several broad measures are
discussed below: market coverage, economic perfoceamarketing effectiveness and

overall ability to add value.

2.5.1 Market Coverage: Effective distribution is obtained when the supphas achieved
the desired level of coverage in the designategketanarkets. This way include having
enough retail intermediaries to reach a substantahbers of consumers and enough
wholesalers, agents, brokers, or other middlemenretach desired organizational
customers. Other coverage measures include a ®axrtd well- informed sales force,
product inventories that are available when andrevimeeded by final customers, and
sufficient attention given by the intermediary t@nketing the supplier's product (i.e.

evidence that the intermediary considers it impujtdlbid)

2.5.2Economic performance:  Cost of distribution at each channel level artth wach

intermediary can be determined ad a percentagele$,sunit costs, operating profits,
contribution margins, marketing program costs, egtdrn on dollars spent for reseller
support. Economic measures can be applied to eaaH bf reseller to assess their

contribution to strategic channel goalsid)

11



2.5.3 Marketing Effectiveness.  Marketing program elements are assessed for thei
effectiveness in accomplishing sales objectivesth wparticular emphasis on the
communications mix. For instance, personal seliag be evaluated on ability to meet
sales objectives. Advertising other communicatiffores can be evaluated on sales and
other measures of audience response. Pricing gigatean be reviewed relative to

demand elasticity and market characteristics.

2.5.40verall Ability to Add value: Some ways that channel members can add value to
the distribution process include the ability to pidto changing market conditions, to
provide market data, and to deliver high qualitgtomers service. Value also is added
through timely and accurate market feedback (etpsSaends, customer preferences,
competitive actions). Level of commitment to cusess can be determined from
indicators of high quality customer service, defeed from customer satisfaction
surveys, complaints and level of commitment toniraj the sales force and service

personnel.Anderson and Vincze, 2000: 306)
2.6.Distribution Channel System

Most distribution channels middlemen, but some db a channel consisting only of
producer and final customer, with no middlemen mhog assistance is called direct
distribution. In contrasts, a channel of produdieal customer, and at least one level of
middlemen represents indirect distributi@afton and other 1991:308).

According to Perreautt and others (2000:188), chhaystem are classified in to direct
and indirect. Many firms prefer to distribute dilgdo the final customer or consumer.
One reason it that they want complot control owermarketing job. They may think that
they can serve target customers at a lower costoothe work more effectively than
intermediaries. If a firm is indirect contact with customers it is more a ware of changes
in customer attitudes. Direct distribution usuatBquires a significant investment in

facilities and people.

12



Even if a producer wants to handle the whole distion job, some times it is simply not
possible . Customers often have established buypatferns. Similarly, consumers are
spread throughout many geographic areas and ofefargo shop for certain product at
specific pleases. However, the most important medso using indirect channels of
distribution is that intermediaries can often hgfpducers to serve customer needs better

and at lowest cost.
2.6.1Channel Dynamics

Distribution channels do not stand still new wisaleng and retailing institutions
emerge, and new channel system evolve. We will laiothe recent growth of vertical,

horizontal and multi channel marketing systems.
2.6.2Vertical Marketing systems

One of the most significant recent channel devekmmis the rise of vertical marketing

systems. A conventional marketing channel compriaes independent producer,

wholesaler (s), and retailer (s). Each is sepdratness seeking to maximize its own
profits, even if this goal reduces profit for thgstem as a whole A vertical marketing

system, by contrast, comprises the produces, wdadts and retailer acting as a unifies
systemsKotler .2003:522)

2.6.3Horizontal Marketing system

It is a system by which two or more unrelated conmgs put together resources or
programs to exploit and emerging marketing oppatyurThe companies might work
with each other on a temporary or permanent basigaate a joint venture company.
(Ibid)

13



2.6.4Multi Channel Marketing Systems

Lately, firms have been realizing that one singltem or channel system is not always
able to deliver the desired results. A single thstion system alone can not meet this
opportunity. Even if it does, the cost of distriloatwill become highly prohibitive and
hence the growth of the multi channel marketingesyis Here, the firm uses two or more
channels to reach on or more market segmegazerfa 2008: 463)

2.7. Channel Selection

According to Sherilekar, (2003:33) The most fundatal factor for channel choice and
channel management is economic criteria, cost awfit priteria, profit organizations are
primary interested in cost minimization in distrilns and decisions are not made
entirely on the basis of rational economic analyg¥® have to consider a numbers of
factors such as the nature of the product, mamdeds, competition outlook, pricing
policies, typical consumer needs, as well as neddhe manufacture himself. The
following are other critical factors.

2.7.1. Product If a commodity is perishable or fragile, a produpeefers few and
controlled levels of distribution. For perishableods speedy movement need shorter
channel or route of distribution. For available asihndardized goods longer and
diversified channel necessary. For custom madeugtadirect distribution to consumer
or industrial uses may be desirable. Systems approaeds package deal and short
channel series the purpose for technical produptineg specialized selling and serving
talents, we have the shortest channel. Productsgbf unit value are sold directly by

traveling sales force and not through middlemémnd)

2.7.2 Market For consumer market, retailer is essential, wreereandustrial market we
can eliminate retailer. If the market size is largge have many channels, where as in a
small market direct selling may be profitable. Foghly concentrated market, direct
selling may be profitable. For highly concentratedrkets, direct selling is enough but

for widely scattered and diffused markets, we nmaste many channels.

14



Size and average frequency of customer’s ordecsiafeience the channel decision. In

the sales of food products, we need both wholesaled retailers.ipid)

2.7.3. Middlemen:the middlemen, who is able to offer a good fagitif storage maybe
considered. The channel which facilitates maximaes must be referred. The cost of
each attractive channel maybe estimated on thesbafsenit sale. The best type of
channel which gives a low unit cost of marketingylbea considered.Bagvathi, 2005:
305)

2.7.4 Company:_before choosing a distribution channel for a proedacompany should

consider its own situation.

* Desreof channel control: some producers establish direct channels becheage t
want control their products distribution, even tigh a direct channel may be
more costly than an indirect channel.

» Ability of management : the marketing experience and managerial capabilitfe
producer influence decisions about which channakty

* Financial resources. a business with adequate finances can estaldishwin ales
force, grant credit to its customers, and or wanskdts own productsE{zel and
others, 2001:409)

2.75 Marketing Environment: Marketing environment can also influence the clehnn
decision. During recession or depression, shortedt aheaper channel is always
preferable. In times of prosperity, we have a widépice of channel alternatives.
Technological inventions also have impact on dstiion. The distribution of perishable
good even in distant markets become a reality dusold storage facilities in transport
and warehousing. Hence, this led to expandedafoletermediaries in the distribution
of perishable goods Serilekar, 2003: 33)

2.7.6 Competitors if completion controls traditional channel of tlisution for instance,

trough exclusive dealership arrangements, a satee fmaybe recruited to sale directly,

15



or a manufacturers controlled or owned distributimtwork maybe setup. Producers
should not accept that channels of distributiorduse compotators are only way to reach
target customers. Direct marketing provided an oty to provide products in new

ways. Alternate distribution channels maybe usetheans of attaining competitive

advantage.{umar, 2006:344)

2.8. Channels Function and Flow

According to Stuart and other (2000:460) distribatichannels perform a number of
functions that make possible the flow of goods fritwa producer to the customer. These
functions must be handled by some one, be it tbdymers or a channel intermediary.
Some times the activities are delegated to theomests, like the person who picks up a
new chair from the warehouse intend of having livdeed to his home. Channels that
include one or more organizations or intermediardten can accomplish certain
distribution functions more effectively and effioiy than can a single organization.
This is especially true in international distritmtichannels where differences in contries
customs, beliefs and infrastructures can make gimlaaketing a night mare. Even small
companies can be successful in global marketsIgingeon distributors that know local

customs and laws.

Kotler . (2003: 506) suggest that ,a marketing aeamperforms the work of moving
goods from producers to consumers. It over comedithe, place and possession gaps
that separate goods and services from those whdsr@aewant them. Members of the

marketing channel perform a number of key functions

e They gather information about potential and curreugtomers, competitors and
others factors and forces in the marketing enviremm
* They develop and disseminate persuasive commumisato stimulate purchasing
» They reach agreements on price and other termisasdrainsfer of ownership or
possession can be effected.
» They place orders with manufactures.
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* They acquire the funds to finance inventories #edknt levels in the marketing
channel.

» They assume risks connected with carrying out cblanork.
* They provide for the successive shortage and moneaighysical products.

» They provide for buyer's payment of their billsdahgh banks and other financial
institutions.

» They oversee actual transfer of ownership from organization or person to
another.

2.9 Designing Distribution Channel

Anderson and Vincze (2000:302) the design of distron channel is an important
strategic decision because customers must be algerthase goods services when and

where they find it most satisfying and convenient.

Stanton and others (1991:307) suggest that, eakgr@ company wants a distribution
channel that not only meets customers’ need buot @isvides an edge on competition.
This requires an organized approach to designinbaamnel. We suggest a sequence of

four decisions.

2.9.1De€lineating the role of distribution: a channel strategy should be designed with in
the context of an entire marketing mix. First thhené marketing objectives are reviewed.
Next the roles assigned to product, roles assigoguoroduct, price and promotion are

delineated.

2.9.2 Selecting the type of channel: once distribution’s role in the overall marking
program has been agreed on, the most suitableofygigannel for the company’s product
must be determined. At this point in the sequeracdirm needs to decide whether

middlemen will be used in its channel and, if sbjcl type of middlemen.

2.9.3 Determining intensity of distribution: the next decision relates to intensity of
distribution, or the number of middlemen used te thholesale and retail levels in

particular territory.
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2.9.4Choosing specific channel members. the last decision is the selection of specific

firms or “brands” of middlemen’ to distribute theopluct.
2.10 Channels Strategy Decision

According to kumar and Meenakshi, (2006:342)ncled strategy decision involve, 1.
The selection of most effective distribution chanrieThe appropriate level of
distribution intensity and 3. Degree of channedgmation. A company has consider many
factors related to the market and customers. livshsituation, the product and the
competitive environment. All these factors have teorgy bearing on the type of
distribution selected. A company should be veryibdehte in deciding up on a
distribution channel once it is established becauseests of independent intermediaries
are involved. Gupta (1999:20) argued that, marketimnagers face two sets of decisions
when considering marketing channels. The firstafedecisions leads to a selection of
one or more channels. The second set deals witedleetion criteria and examines the
three level of distribution. The final step is plénalization. Havaldar and Cavale,
(2007: 8.11) recommended that, the distributionnoleh strategy could by looking at

some of these factors.

* Defining customer service levels. This is criti¢attor in designing the channel
strategy. The customers service level is what thstotner is most interested in
and hence requires extra case in defining

» Defining the distribution objectives to achievestbervice level.

e Outlining the steps or activates required to aahi¢lre distribution channel
objectives.

» Deciding one the structure of the network to impainthese activities to achieve
the distribution objectives.

» Clearly defined policy and procedure for the netwtor carryout its daily activities
to achieve objectives to achieve objectives.

e Stating the key performance indications.

* Understanding the critical success factors to mdle distribution strategy

effective.
18



Moreover Doyle (2002:317), recommended that twaeeatspof strategy should be central
in selecting channels: the market segments targeyethe supplier and differential
advantage it seeks to exploit. First, it is cru¢achoose a channel that experience and
creditability in dealing with the target marketsatththe supplies seek to serve. The
channel selected should have the capability to nstaled the needs of target customers,
and the sales personnel and distribution faciliteesnatch their requirements properly.
Second, the channel must be capable of effectipefsenting and supporting the

supplier’s differential advantage
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This chapter deals with the analysis and interpoetaof the data. The information

obtained from the customers and sales and diswibuhanager is summarized using
descriptive statistics where the raw data is coegbumh percentage. These summarized
data is then analyzed applying descriptive analys$hods using tables, followed by

detail explanations. Finally, cultural interpréatis made to demonstrate implication of

Data presentation, Analysis and Interpretation

the major findings.

CHAPTER THREE

3.1 General Characteristic of the Respondents

Table 1: Below shows the General CharacteristRaefpondents

No Item Respondents
1 | Sex No %age
A. Male 60 79
B. Female 21 25.9
Total 81 100
2 Age
A. 18-23 38 46.9
B. 24-29 12 14.8
C. 30-33 16 19.8
D. 36-40 8 9.9
E. Above 41 7 8.6
Total 81 100
3. | Educational background
A. Grade 12 completed | 38 46.9
B. Certificate 12 14.8
C. Diploma 16 19.8
D. Degree 8 9.9
E. >Degree 7 8.6
Total 81 100

As can be seen from item 1 of table 1, the sexguofuhe respondent customers show

that out of the total 81 respondents 60 (74%) eftlare males while the remaining 21

(25%) are females.
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With regard to item 2 of the same table above whiepicts that 2(2.5%) of the
respondent customers lie between the age interivdl80-23 years 16(29%) of the

respondents are between the age range of 24-29, J€{ 2.3%) of the respondents are

between the age interval of 30-33 years 36-40 yagesgroup made up 22(27.1%) of the
total customer respondents, while the remaining8&81%) of the respondents are above
41 years of age. Therefore, from the data gatharetinterpreted above the students
researcher can infer that majority of the respohdastomers are capable enough to raise

sound comments on the subject of the study.

Concerning the educational status of the resposdehich is indicated in item N8 of
table 1 illustrates that 38(46.9%) of the respotgl&ave completed grade 12(14.8%) of
the respondents are Certificate holders, where &4918%) and 8(9.9%) of the
respondents are diploma and degree graduates tigshed/Nhile the remaining 7(8.6%)
of the respondents have above degree. Since tlwitpagf the respondent customers are

semiskilled, they are capable of providing apprajgrresponses to the questions posed.
3.2 Analysis of the Findings of the study

The student researcher tries to investigate the paowis distribution channel
performance from different points of view. Thus,tims section the responses are from
customers and the company’s distributors. Therefibre responses from customers on

major issues are summarized in the form of pergendéad table presented as follows:
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Table 2: Corresponding Responses on Dashen Brewesy’Product Distribution
Practices

No | Item Respondents

No %age

1 | From whom do you get Dashen

Beer?

A. Directly from the company | 34 41.9
B. Company Brach warehouse | 12 14.8
C.Wholesalers 24 29.6
D. Private distributors 11 13.5
E. Other - -

Total

81 100

As indicated in table 2 in the previous 34(41.9%Yespondents replied that they get
Dashen Beer products directly from the companyl4.83%) of respondents agreed that
they get from company branch warehouses 24(29.6%gspondents from wholesalers
and 11 (13.5%) of respondents from private distdlsi Therefore it is possible to see
that the majority of customer respondents get coyipaproducts from Dashen beer

from the company.
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Table 3 Corresponding Responses on Distribution @ecity of Dashen Brewery

private Limited company

No Item Respondents
No %age
1 | The company’s capacity to deliver Dahen
Beer as the needed quantity?
A. Very high 4 4.9
B. High 5 6
C. Medim 9 11
D. Low 40 49.3
E. Very low 32 39.5
Total 81 100
2 | Dashen Brewery capacity to distribute the
needed quantity or amount?
A. Very high 4 4.9
B. High 6 7.4
C. Medium 26 32
D. Low 28 34.5
E. Very Low 17 20.9
Total 81 100

In relation to the capacity to deliver the needaedmiity to its customers as shown in item
1 of table 3,4(4.9%) of the respondent custommdiated that it is “very high”, 5(6%)
the respondent of customers also indicated thas fthigh” and 98 (11%) of the
respondent customers replied “medium” 40(49.3%hefrespondent customers pointed
out that it is “low” and 32 (39.5%) of the respontieustomers replied it is ‘very low’.
From this we can infer that the company has no gimguoducts capacity to deliver the
needed quantity. In other words the company hastaycity of products to deliver as
needed. So the company in the short run can lessdhily income and in the long- run

the company may loss its loyal customers.

In relation to capacity to distribute needed M#® as indicated in item 2 of table3,
4(4.9%) of the respondents replied that the distidm of the needed varieties is “very
high” 5(6%) of the respondent customers indicaked it is “high”, 9(11%) of the
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Customers answered the distribution is “medium” @®.3%) and 32 (39.5%) of
customers replied the distribution is “low” and fydow” respectively. The implies that
some of the respondents considered the distrib®rthigh” and “medium” up on
distribution process which some how encouragesctimapany to extend its business
further. However, the large number of respondentssiclered the capacity to distribute
needed varieties as “low” and “very low” becausesath bottlenecks as scarcity of
products the warehouse is too far, minimum numlibetisiributors and low distribution
practices. Accordingly, the company should give doesideration to recover the above

bottlenecks.

3.3 Product Distribution Related with the Product Cifered
Table 4: Corresponding Responses On The Possibilit9f Getting Dashen Beer's At
The Needed Time

No Item Respondents
No %age
1 In you opinion the possibility of getting Dashen
Beer at the needed time?
A. Very high 4 4.9
B. High 4 4.9
C. Medium 22 27.2
D. Low 31 38.3
E. Very Low 20 24.7
Total 81 100
2 If you answer to question “6” is low or very low
what do you think is the reason for the delay?
A. Scarcity of products 18 22.2
B. Because the warehouse is too far 20 24.7
L 40 49.3
C. Few number of distributors 3 3.7
D. Slow distribution practices
Total 81 100
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As table 4 item 1 shows, 4(4.9%) of the respondamrgtomers responded that the
possibility of getting Dashen Beer at the needeaktis “very high” 4(4.9%) of the
respondent customers pointed out it is “high” a@{@Z.2%) of the responder customers
said it is “medium”. On the other hand 31(38.3%} £20(24.7%) of the respondent
costumers pointed out that the possibility of gettiDashen Beer at the needed time is
“low” and “very low” respectively. In line with thabove data the student researcher can
deduce that the large number of respondents satdttie possibility of getting Dashen
Beer at the needed time is below medium. Accortliniipe data gathered and interpreted
Dashen Brewery Private Limited Company must deliteproduct at the needed time to
keep its target customers satisfied.

As can be seen in table 4 item2, 18(22.2%) of &spondent customers responded that
the reason for the delay of product distributiofisisarcity of products” 20(24.7%) of the
customers pointed out it is “because the warehasismo far’, 40(49.33%) of the
respondent customers indicated it is because tisefew number of distributors and
3(3.7%) of customers answered it is due to “slostrdiution practices”.

According to the information collected from the wmrser respondents they said there is
lack of products and difficult to get on time. Mower, they have pointed out the two
major causes for their inability to get the companyroducts is the existence of few

number of distributors and because the companyrelauses are too far.
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Table 5: Corresponding Responses of Customers on &tage of Products

No Item Respondents
1 | When working with Dashen Brewery | No %age
have you ever faced shortage of
products? 66 81.5
A. Yes 15 18.50
B. No
Total 81 100

2 | If your answer to question No “6” |s
“yes” what is its frequency?

A. Very high 28 34.6
B. High 16 19.8
C. Medium 24 29.6
D. Low 3 3.7
E. Very low 10 12.3
Total 81 100

3 | When there is shortage of Dashen Beer
from whom do you buy?

A. From company agent 28 32.6

B. From private wholesaler 26 32

C. From private merchants 27 33.4
Total 81 100

Regarding whether customer experienced shortageoolucts or not 66 (81.5%) of the

respondent customers said “yes” and 15 (18.5%)ustotner responded “no”. This

implies that there is shortage of products forrtiagority of the respondent customers.

In relation to the frequency of shortage of prodagstomers responded that there is
shortage of products 28(34.6%) of customers saqguiency of shortage is “very high”,

24(29.6%) of customer said “medium” and 6(19.8%) tké respondent customers
indicated “high”. The remaining 10(12.3%) and 38)7of the respondents indicated

“very low” and “low” respectively. This implies thahe majority of customers consider

frequency in the shortage of products as “very higlowever, the sales and distribution
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manager of the company explained during an intervieat there is enough products
within the company but the problem is the main patithn area is Gonder Town, and
that takes a long time until the product arriveatlalis Ababa. This makes the frequency
of shortage of products “very high”. According t Istatement one of the problems is
lack of track to deliver the product form Gondeiddis Ababa.

As indicated in table in the previous page 28(34.6%respondents replied that they get
Dashen Beer products from company agent when tiseshortage of supply by the
company, 27(33.3%) of the respondents agreed ket get from private merchants,
26(32%) of the sample respondents said they get firivate wholesaler. Therefore, it is
possible to see that the majority of customerdget from the company agent, whenever
there is shortage of supply by the company

Table 6: Corresponding Responses on the Causes bétShortage of products.

No Item Respondents

No %age

1 | What is the cause for the shortage

of products?

A. Lack of supervisor 21 25.9
B. Distance of warehouse 18 22.2
C. Few number of distributors 39 48
D. Other, please specific 3 3.7
Total 81 100
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Item 1 of table 7 shows that the majority of thep@ndents 39 (48%) responded that few
number of distributors, while 21 (25.9%) of themresyl that lack of supervision .
Whereas 18(22.2%) of the respondents replied tistarcce of Warehouse, but the
remaining 3(3.7%) indicated that lack of electyicitlt is possible to conclude that the
company has enormous distribution problems. Esfhci#g has few number of
distributors to deliver its product to the targastomers, which has to be reconsidered by

the company.

Table 7: Corresponding Responses on the DistancetBeen Dashen Brewery

Distributors and Its Clients

No ltem Respondent

1 Are Dashen Brewery distributors No %age

closes to your place of business?

A. Yes 13 16
B. No 68 83.9
Total 81 100

Regarding the case company’s distributors distdnmen its clients, 13(16%) of the
respondent customers confirmed that it is clostéon and 68(83.9%) of the respondent
customers responded it is not . In other wordsntlagority of the customers 68(8. 9%)
indicated that they cannot get the Dashen Beertodaeir business area; it is to far from
their business place. This implies that it is difft to buy products by themselves from

the distribution center.
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Table 8: Responses on Customer Relationship with¢éhCase Company

No | Item Respondents
1 In your opinion the company effort to No %age
maintain relationship with its distributors is:
A. Very high - -
B. High - -
C. medium 48 59 .2
D. Low 28 34.6
E. Very Low 5 6
Total 81 100

As it can be seen in the table above, 48(59.2%h@fespondent customers agreed that
the company’s efforts to maintain good relationshiph its customers is “medium,”
28(34.6%) and 5(6%) of the respondent customerieceft is “low” and “very low”
respectively. From this we can deduce that the emypas not built good relationship
with its distributers and retailers. Relationshipghmthe company is relatively weak and
the company is not able to maintain its relatiopsiith its distributors. Hence, the
company in the long run has probability of lositg customers gradually because of a
business of attentions to customer relationshipagament.

Table9: Dashen Brewery Distribution Practices as Qmpared to Other Brewery Companies

No Item Respondents
1 As compared to other brewerieNo %age
Dashen Brewery distribution Practices:
A. Is faster than other 5 6
B. Is similar with other 24 20.6
C. Delays by one day 14 17.3
D. Delays more than 5 days 12 14.8
E. Other, please specify 26 32
Total 81 100
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As it can be seen from table 7in the previous f#§&6) of the respondents replied that
Dashen brewery is faster than others, and 24 (29d8%ustomers said it is similar with

others. But 14(17.3%) of the respondent customespanded that it “delays by on day,
26(32%) of customers indicated that it “delay byefidays and 12(14.8%) of customers
answered “it delays by more than five days”. Thiplies that there is a problem with in

the company to deliver its products to its cust@ames compared to other competing
firms.According to response obtained from the sadesl distribution manager the

company'’s distribution strategy is said to be adlesive, in practice the company uses
an intensive distribution mechanism to provide poghensive market coverage.

Table 10: Corresponding Responses of Distribution thod of Dashen Brewery as

Compared to other Brewery Companies

No ltem Respondents
1 | Do you agree that the distribution No %age
methods of Dashen Beer is effective?
A. Yes 20 24.6
B. No 61 75.3
Total 81 100

2 | Why do prefer Dashen Beer Company
From the other brewery ? companies?

A. Quality 48 59.2

B. Demand 33 82.7

C. Other - -
Total 81 100

3 | As compared to other brewery factorigs

Dahen beer has a guaranty to delivery its
products.
A. Yes 14 17.3
B. No 67 82.7
C. Other - -
Total 81 100
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As one can see from table 10 in the previous pagjerity of the respondents which is
61(75.3%) of the total respondents replied thatdis&ibution method of Dashen Beer is
not effective and 20 (24.6%) of the respondenteedjithat the distribution method of
Dashen Beer is effective. This implies that exertigher effort is highly required form
the factory so that, the company used enough trackseliver its products to its
customers.

As shown in item 2 of the same table, 48(59.2%j)hef respondents claimed that they
prefer Dashen Beer company from the other brewearsnpanies for its quality,
33(40.7%) of the respondents indicated that lessatd of other brewery. This implies
that the Dashen Beer quality is higher than otleer’s and the demand for dashen beer
is less. So that the company have to increaseitsadd.

Regarding the company’s guarantee to deliver prodlam the other brewery companies
67 (82.7%) of the respondent customers respondesd ftot and 14(17.3%) of the
customers said “yes” This implies that the case paomg gives guarantee to deliver
product to its customers.

Most of respondents suggested on why they prefshBn Beer is because of quality and
demand. But when it comes to guaranty to deliverpitoducts, there are problems
compared to other brewery companies.

Finally, the customer respondents forwarded thein @pinion about what should be
done to improve the company’s distribution systé&ime majority of customer suggested
the following:

- The company should deliver Deshen beer as needederand in quantity;
- The company should offer Dashen beer on the bésissbomer needs;
- The company should have schedule for their digiobudays to their customers;

- The company should increase the product supply aresim.;
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CHAPTER FOUR

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

4.1 Summary of the Major Findings
The major findings of the study are sumametias fallows.

The general characteristics of the respondents slios majority of respondents

belong to male sex group and more than half of tamrbetween the age range of
29 — 39 years. Whereas the educational statuseofdbpondents shows that
majority of them are Grade 12 completed and diplgnaauates;

According to the analysis of findings of the stutlye data gathered through the
questionnaire indicate that most of intermediaregsDashen beer are getting the
company’s product directly from the company andnfrwholesalers;

In relation to company’s capacity to deliver theeded quantity or amount, 40

(49.3%) of customers responded it is “low” and 20.9%) of the respondent

customers said “very low”;

Concerning the possibility of getting Dashen b&dr,(38.3%) of the respondent

customers indicated that it is “Low’ because éhierfew number of Dashen beer
distributors;

With regard to shortage of products, 66 (81.5%bhefcustomers responded that,
there are shortage of product. Concerning frequaricshortage of products 28

(34.6%) of respondents said that it is very high;

When there is shortage of Dashen Beer, 28(34.6%ustomers indicated that

they buy “from company Agents” ;

Regarding the cause for shortage of products, 8%)4f customer respondents
indicated that they are not satisfied becausewfrfiember of distributors;

With regard to the company’s distributors closetheir place of business 68

(83.9%) of respondents said that it is far awayftheir business center;
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In relation to the company effort to maintain redaship with its distributor 48
(59.2%) of them rated the effort as ‘medium’. Tlempany’s effort to maintain
relationship with its customers is weak;

Concerned the effectiveness of distribution prastiz6(32%) of respondents said
that “medium”. As compared with other breweries Ib&s Brewery distribution
practices is slow.

61 (75.3) of respondents stated that the extenhefpractice level of Dashen
Beer is low. This implied slow distribution praets and scarcity of product are
major factors for delay in distribution.

Regarding the extent of the Market survey, 73(90.18¢éls that the company
should improves its distribution based on custormesds and deliver the product
when demanded.

4.2 Conclusions

From the presentation, analysis and interpretaifdhe data, the following conclusions
are made:

The distribution center has a problem of shortageroducts to satisfy the
demands of the retail outlets. In addition, it lhas prefixed (scheduled) time of
delivery which is noticed by the retail outlets dmak also a problem of offering
the required amount of product at needed time. &tbex, majorities of the
compliant which were raised by the customers, alated to shortage of
products, orders time of delivery;

Even though, the company user door to door systéndistribution the
relationship existed with its retail outlets is weahue to the absence of scheduled
Time delivery inefficient system of monitoring, damiling poor system of

distribution channel and no incentive to encourthgecustomers.
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With regard to distribution channel strategy, tbenpany uses intensive strategy.
Therefore, it fails to use other alternative disition channel strategy.

The company has a problem of distributing the ndadgieties to its customers.
So the company is not keeping the preferencesafistributors;

The company’s distribution center location (plaisenot accessible place and this
crated a problem to meet the demand of distandermess;

The company’s effort to maintain relationship withk distributors is weak and
this created a problem to maintain strong relatgmwith intermediaries;
Generally in related to distribution channel preetof the company there are
problem on slow distribution practice becauseaarsity of product, delay of

product, few number of trucks it has faced probterdistribute the product.

4.3 Recommendations

Based on the analysis made under this study thewioly recommendations are

made:

The company should expand its distribution capaatsneet the level of demand.
It should also have distribution time schedule Wwhig known by customers. The
company has to offer the required amount of produclirect channel. So that the
customers will be able to meet the demand of estbauers;

The company has to contact retail outlets and cblieompliant handling
mechanisms to improve its distribution;

The distribution strategy the company used is siten strategy, which is not
appropriate for the company with the existencehottage of products. Therefore,
it is recommended that they should adopt selestragegy;

The location of the distribution center is not sthtonsidering special distribution
of the Intermediaries. As a result, it creator iméastribution among customers.
Therefore, they should have to locate the centgere it is equally accessible

place
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= As it can be seen the company's evaluations of rmdlarefficiency and
effectiveness helps company’s to achieve the dabpgct Evaluation and
supervision should have to be made continuouskyeristribution channel of the
company. Consequently, the company should havedpape a system to gather
feedback and complainants they have and the pessilggestion to alleviate the
problem.

= The company has to contact customers in the tetribdiSon routes and
complaints, develop complaint handling mechanismsirprove its distribution
and to maintain good relationship with its custasneo as to retain its loyal

customers in the future.
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St. Mary’s University College

Business Faculty

Department of Marketing Management

Questionnaire to be filled by Intermediaries of Das Brewery Private Limited
company,

This questionnaire is prepared by a student reBearprospective graduate of year 2002
in the filed of Marketing Management to collectanhation. The main objective of this
guestionnaire is to evaluate the distribution clehmmmactice of Deshen Brewery private
Limited company. Therefore, requested to fill theegtionnaire honestly and with due
care of correctness of answer will have paramd&uimiportance for the out come of the
research.

Thank you in advance for seriously to fill genaratructions.

= |tis not necessary to write your name
» For the question asked below please pfit thark for the answer you choose and
write your idea on the provided space.

Part I:- General information

1. Sex

A. Male |:| B Female |:|

2. Age

A. 18-23 I:I B. 24 - 29|:|
C 30-33 ] D.36-40 |

E. Above 4] |

3. Educational Background
A . Grade 12 complete[ ] C. Diplom{ |
B. Certificate |:| D. Degree |:|
E. above degrel:|



Part II:- Specific Questions

1.

From whom do you get Dashen Beer?
A. Directly from the company| |

B. From the company. Bran|:|

C. From wholesalers |:|

The company’s capacity to deliver Dashen beereaht#eded quantity or

Amount?
A. Very high |:| B. High|:| C. Medium|:|
D. Low |:| E. Very Low|:|

In your opinion the possibility of getting DaasHgerra at the needed time?
A, Very high|:| B HigD C. Medium|:|
D. Low |:| D. Very Low|:|

4. If your answer to question N8is “low” what is the reason for the delay?

A. Scarcity of product|:|
B. Because the ware house is tocj

C. Few number of distributq:|

D. Other please, specify -----——---------------

5. Dashen Brewery capacity to distrbilte needed varieties of beer?

A. Very hig|:| B. Hiq:| C. MediL|:|
D. LOV\D F. Very Lov1:|

6. When working with Dashen Berweryé&gou every faced shortage of

Products?

A YeEI B. ND

7. If your answer to question N& is “yes” what is its frequency?

A. Very higt1:| B. High C. mediL|:|
D. Lov1:| E. Very LOV\D



8. what is the cause for the shortage oflpcts?
A. Lack of supervis|:|
B. Distance of Warehou1:|
C. Few number of distributo|:|
D. Other please, Specify -------------=----

9. Are Dashen Brewery distributors clogestour place of business?

A. Ye1:| B. Nq:|

10. When there is shortage of Dashen Been fihom do you buy ?

A. From company’s age1:|
B. Form private wholesal{ ]

C. Form private merchan|:|

11. How do you rate the Dashen Brewery ettodvaluate its distribution?
Problems?
A. Is faster than oth{ |
B. Is similar with other|:|
C. Delays by one day|:|
D. Delay More than 5da)|:|
E. Other please, specify.--------=----mmemremnu-
12. In your opinion the company’s effort taintain its relationship with

Distributors is ?
A. Very high[ ] B. Hig{ | C. Mediu| |
D Low |:| E. Very LOVD

13. do you agree that the distribution metbbBeashen Beer is effective?

A. YGD B. Nq:l

14 Why prefer Dashen Beer company to othhenBry?

A Qualit)1:| C. Dema|:| D. Othe



15 As compared to other Brewery factorieshiga Beer has a guaranty to

Deliver products?

A. Yey | B.No |

16. Does Dashen Brewery produce suffiqggeaduct on timely deliver?

17. What is the advantages and disadvastafgeuying from the distributor under

Question N3 (inprice, cost, time etc. . .)

18. Generally, what is your comment regagddashen Brewery distribution

Practices?
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Interview Questions

1. What is your best choice to distribute yproducts?
- opining own branch offices
- wholesalers
- Retailers
- Agents
- Door to Door distributor service
2. What the company is actually doing ? Inriistion?
3. Why do you select this channel why notdtireer one?
4. What type of distribution strategy usedHyy company? Why?
5. What Mechanisms does the organizationsausetivate the distribution Channels
(inter midcareer) ?
6. How do you evaluate the effectiveness efdbor to door distribution?
7. What measures would the company take tcerttak distributions effective the

distributor efficient?
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