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ABSTRACT

The study examined the factors affecting the food stuff retail trade at urban District in Unguja Zanzibar. Specifically, the study intended to assess the economic, managerial and socio-cultural factors that influenced food stuff retail trade growth in Zanzibar. The study was conducted in Zanzibar Urban district with a sample of 110 people dealing with food stuff retail trade. Non-probability sampling methods were used. Structured questionnaire with closed and opened questions were used to solicit information from the participants. The findings of the study revealed that the food stuff retail trade is affected by socio cultural factors and stakeholder competencies. The socio-cultural factors include many family members assisting the owner in running the business, gender of the owner, personal characteristics, lack of skills of sales persons to convince the customer to make purchasing, lack of after sale services available in the business and increasing of faithfulness of the seller to the buyers. The stakeholders competency factors include; government laws and regulations, trade association, resources suppliers, purchasing power of the customers and communities, number of investors in the country and political groups in the community. The study recommended that for the business to grow, owners should facilitate family members with knowledge and skills, to engage in the business. Moreover, the study emphases to review government laws and regulation that hinder the retail growth in the food stuff sector.
Keywords: Concept of Retailing, Retail Trade Perspectives and Retail Trade in Zanzibar
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CHAPTER ONE
INTRODUCTION
1.1 
Background Information

In the world of business, it is well known that, clients need to purchase items to fulfil their requirements which straightforward implying that, clients needs to eat food, wear garments and use transport to move from one purpose of objective to other consistently (Battersby, Moseley & Peyton, 2015). In this regard the establishment of retail stores enables consumers to easily access various products and services to meet their needs in a beneficial way (Bhatia, 2008). The retail exchange part incorporates nourishments, drugs, attire, furniture, car, general product, and others (Enock, 2010). Retailers majorly affect the lives of most clients, retailing is a significant piece of any economy, and eventually connects purchasers with producers. Retailing is changing quickly due to the quick changing innovation where retailers work (Zindiye, 2008). 
Customer needs are changing, contenders are entering the market field and innovation is acquainting new retailing strategies with the business. Retailers need to meet the expectations of their clients (Varley, 2006). This implies they need food, wear material and use transport to move starting with one point then onto the next consistently. At the point when clients purchase these regular necessities they manage retailers, they are found wherever in our social orders, and we use them to have the option to fulfil our requirements in an advantageous way (Emongor, 2008). Clients consistently associate with retailer in purchasing different items from various stores including bistros, a gas station, a dry-cleaner or even a quick - food outlet (Akabueze, 2003). Retailing might be viewed as a business that concentrates its showcasing endeavours on the last buyers with the expectation of offering merchandise or administrations to them (Coe & Wrigley, 2007). This implies any business that offers an item or administrations to a last buyer, regardless of whether it is to a client in a shop, via mail, via phone, entryway to entryway or by methods for a candy machine, is a retailing business. 
Retailers generally purchase in mass and offer these commodities in smaller amounts to shoppers for individual, family or family use (Joseph & Nipurama, 2009). According to Nandonde (2016), retailing profoundly affects our general public and the individuals; the number of associations participating in retail business, the number of entrepreneurs in these associations and the outcomes the participation create, show the significance of retailing in our general public (Felix & John, 2018). Retailers assume a significant job in making and increasing the value of definite merchandise and enterprises. This guarantees the client's needs and needs are fulfilled (Battersby, Moseley & Peyton, 2015). Retailers are the basic connection between producers and consumers since they form bridge of which products from producers reach the end user. Shopper eventually advantage from the showcasing capacities the retailer performs, which brings about the accessibility of a more extensive scope of items (Foley & Green, 2012). As it was seen before the retail exchange give individuals various utilities, for example, ownership utility, place utility and time utility. 

Notwithstanding different administrations served by retail exchange the business likewise raise the economy of the individual and country in huge (Reardon & Gulati, 2008). A considerable number of the retailers who have not employed in formal jobs involved themselves in this business and do it as their essential salary creating movement (Madaan, 2009). On the other side this opportunity is utilized as an extra income generating activities for those brokers who are have jobs in other sectors (Bhatia, 2008). In this situation, it is evident that these two sorts of employments exercised by individuals are aimed to increase personal and public economy.
1.2 
Research Problem Statement

Many people in the society across the world and Tanzania in particular due to high rate of unemployment decide to employ themselves in food stuff business, and do it as their primary income generating activity. On the other hand this investment is a secondary (additional) income generating activity for those traders who are employed in various sectors, aiming to raise their income both individually and at national level. 
Unfortunately, this aim has not been met by every retailer; observations have revealed that there are many retailers who perform poorly in their business, eventually leading to the closing of their businesses (Zindiye, 2008). It had been revealed that there are increasing numbers of the food stuff retail traders who closes their businesses every year. Due to the credible report revealed that most of the business collapses or fail to grow; consequently most of the owners of the business hand over their shops business people or change their original food stuff shop to another business. 

In 2010/2011, a total of 3178 of food stuff retail traders were registered in Zanzibar, but only 2913 are renewals. This implies that, 265 businesses were closed. In 2011/2012 a total of 498 businesses were closed, in 2012/2013 a total of 187 were closed and 2013/2014, 334 businesses were closed (ZMC, 2016). According to the 2014/2015 Household Budget Survey (HBS), 30.4% of Zanzibaris live under the firm grip of poverty, which is commonly observed in rural areas. To reduce this condition, people are engaging themselves in food stuff retail trading. Many retail traders have opened their businesses in different areas in Zanzibar, but after short period of time, their businesses were closed. 
At the beginning of the business, most of the traders borrowed their funds from different sources to finance their business e.g. from banks, SACCOS, relatives etc (Card & Alan, 2004). But what is commonly observed is that after the collapses of those businesses, paying back of the borrowed money becomes difficult and sometimes impossible (Varley, 2006). 

Unfortunately, there are many retailers who do not perform better in their business, which finally result to the closing of their business followed with substantial loss and debts (Battersby, Moseley & Peyton, 2015). For those retailers who are gradually doing better in their business decided to make extension and diversification (Foley & Green, 2012). This issue of constraints on retail trade growth is not only a problem to the owners, but it also affects the community in Zanzibar and the economy as whole (Nandonde & Kuada, 2016). 
Due to the facts that huge number of businesses shut down or fail to grow, this will accelerate the rate of unemployment, lowers productivity, hence lowering saving achievements (Reardon & Gulati, 2008). The adverse effect is that the government will eventually collect less revenue from taxation hence national income will deteriorate. Therefore this study intended to analyze the factors affecting growth of the food stuff retail trade in Unguja Urban District in Zanzibar.
1.3 
Research Objectives
1.3.1 
General Objective

The general objective of this study is to determine the factors affecting growth of the food stuff retail trade in Zanzibar, a case of Urban District of Unguja.
1.4
Specific Objectives

Specifically, this study aimed;
(i) To assess the effects of economic factors on the food stuff retail trade growth in Zanzibar.
(ii) To examine the effects of managerial factors on food stuff retail trade growth in Zanzibar.

(iii) To analyze the effects of socio-cultural factors on food stuff retail trade growth in Zanzibar.
1.5
Research Questions

The research questions of this study were; 

(i) What are the economic factors that affect the food stuff retail trade in Zanzibar?

(ii) What are the managerial factors that affect the food stuff retail trade in Zanzibar?

(iii) What are the socio- cultural factors that influence food stuff retail trade in Zanzibar?

1.6
 Significance of the Research

The findings of this study will play roles in informing various stakeholders concerned with retail industry. The findings will inform academicians, retail business enterpreneurs, financial institutions, law makers and the government. The findings of this study are expected to add value to the existing body of knowledge on retail trade and related issues, the rise issues raised may be of important value for academicians to call for more knowledge on the operation of retail industry through further studies. 
The study findings will be useful to retail business entrepreneurs and the public in general as it shows various factors affecting growth of retail trade and the associated challenges, this will help them come out with new strategies of improving performance of the businesses. The results from the study will inform policy makers on the constraints facing the growth of retail stores come out with the best ways possible to address the problems and facilitates growth of the industry. Moreover, the findings of this study will inform financial institutions on the need to support retail trade business with sufficient financial credits to facilitate business operations. The institution is expected to understand how their performance depend on growth of retail industry that trigger higher borrowing. 
Furtthermore the findings will inform the government on the need to come out with strategies for enhancing retail industry and make it more productive since it play greater roles in creating employments to the public and contribute to national economy. The government is expected to understand the progress and bottlenecks associated with operation of the business and come out with effective regulations on the business.

1.7
Scope of the Study

This study confine on analyzing the factors affecting the food stuff retail trade in Zanzibar. The study has been conducted in Zanzibar (Unguja) at Urban District and covered three selected wards, namely as Darajani Mnazi Mmoja, and Kisiwandui. These areas were selected since it hosts many retail traders and they provide enough information, which is pertinent to achieving the objectives of this research.
1.8
Layout of the Dissertation

This dissertation was organized in five chapters. Chapter one provided a general introduction to the study. Chapter two presented a literature review; it provides conceptual definitions, theoretical framework, and empirical literature review on the previous studies and conceptual framework. Chapter three described the research methodology; it consists of research design, study area, population and sample size, sampling techniques, data types, data collection methods, data analysis and ethical considerations.  Chapter four describe findings and discussion, it chapter incorporates respondents characteristics, factors affecting growth of retail trade and their effects, inferential statistic analysis and discussions of the findings.  Chapter five provided the description conclusion of the study; this incorporates summary, conclusions, recommendations and areas for further research.

CHAPTER TWO
LITERATURE REVIEW
2.1
 Chapter Overview

This chapter presents the literature review on the past studies related to the current study, which aimed to determine the factors affecting growth of the food stuff retail trade in Zanzibar. The chapter consists of sections including; meaning of the basic concepts, theoretical perspectives and empirical review on the relevant studies as applied in this study.
2.2 
Conceptual Definitions

2.2.1 
Concept of Retailing

Madaan (2009) and Mathur (2010) argue that the word retailing is derived from French word, which intends to cut a piece off or breaking the mass. They characterized retailing as a conveyance work which remembers exercises for purchasing items from providers and offering merchandise or administrations or both to clients for their own, family or family use. Pradhan (2006) noted that, retail is the last phase of any financial movement, thus retailing incorporate all the exercises associated with offering merchandise or administrations to the last purchasers for individual, non individual use. Retailing might be viewed as a business that concentrates its promoting endeavours on the last buyers with the expectation of offering products or administrations to them. 
This implies any business that offers an item or administrations to a last buyer, regardless of whether it is to a client in a shop, via mail, via phone, entryway to entryway or by methods for a candy machine, is a retailing business. Retailers as a rule, purchase in mass and offer the products in small amounts to customers for final consumers (Gibb, 1988). Retailing, as we utilize the term in this context, comprises of the last exercises and steps required either to put item in the hand of the buyer or to offer a support to the purchaser. Indeed, retailing is really the last advance in a flexibly chain that may extend from Europe or Asia to your old neighbourhood. Whether or not the firm offers to the customer through any channel, the firm is involved in retailing (Dunne et al., 2008).

2.3 
Theoretical Literature Review

This section describes and explains the theory underpinning the study and its relevance to the current study. In this regard the theory employed in this study Stakeholder Theory. 
2.3.1
Stakeholders’ Theory (Freeman, 1984)
Stakeholders’ theory as proposed by Freeman (1984) states that business is an integral unit comprising of various components that have interests in its activities such as suppliers, customers, workers and financing organizations. It describes the relationship between business and groups of individuals or subjects who affect the activities undertaken by the business and importance of keeping the relationship abound. According to the theory, business can be well comprehended if its operations are well related with various stakeholders taken into considerations. The interaction among various stakeholders facilitates the creation of values of the business if the relationship is warm and promising (Newman & Cullen 2002). The best knowledge on the business is embroiled in how the relationship between it and stakeholders changes with time. The business owner is obliged and tied in responsibilities of ensuring that the relationship always exist for creation, nurturing and maintaining the values at the interests of stakeholders (Wooldridge 2003). The theory asserted that where the conflict arises between the business and stakeholders, it is the responsibility of the business owner to find immediate solution to avoid the escalation, which may sink the business into deep business chaos and eventually lose ground in the market. The business owner has to make various scenario assessments to identify tradeoffs and extend it to all stakeholders. 
According to the theory, improving existing relationships and which bind business together for striving is a key factor for its survival, of which the owner has to take all what is possible to make the situations work out. As for customers, the business needs to keep the relationship very active and sustainable since the activities of the business depend on the customers’ perception on the relation binding them together with the business (Segel, 2008). Suppliers also form components of the stakeholders’ relationship with the business who determines the performance of the business sales. 
Like customers and suppliers, regulators and financiers play a greater role in enabling the business survive and continue existing and continuation of its activities. The prevailing business environment always incorporates all stakeholders actions of which customers operate in social factors, the owner play part in managerial factors, suppliers and financiers challenges are driven by market factors whereas regulators largely lie in the components in broad field of stakeholders’ factors. 
The theory is relevant to the current study in a sense that the growth of business is influences by factors in which stakeholders forming the relationship network of the business are tied. If foodstuffs, retail business employ strategies to sustain relationship with their customers, suppliers, regulators and financiers etc., it can achieve its strategic and economic goals since it will have addressed the challenges lie in managerial, social, economic and stakeholders influence. For the sustainability and good performance of retail business the retailer should deal with these stakeholders competently as their contribution can lead to either failure or success of retailing. Figure 2.1 portrays the stakeholders’ relationship as shown below.

[image: image5.emf]
Figure 2.1: The Stakeholders’ Theory Model

Source: Adopted and Modified Donaldson and Prestor (1995)
2.4
Retailing and Retail Trade Perspectives
2.4.1
 Development of the Retail Industry

Retail industry is the oldest industry in the history of humankind playing major role in connecting consumers to the producers of various product (Reardon & Gulati, 2008).  Retail trade take momentum when barter trade were replaced with trade involving money currency where trade got momentum and many individuals sought to make profits through trading. It was involving purchasing products in bulk and break them into small units that enables consumers to buy depending on their immediate needs (Coe & Wrigley, 2007). The trade facilitates growth of business and development of production industries, which produced various products in large quantity demanding intermediate link to the final consumers. In the past retail industry incorporates small stores selling limited products to few customers available in given locations. 
However, with time, the industry is undergoing tremendous changes all over the world (Tschirley et al., 2010). The industry flourished better in developed countries earlier than low income countries.  In developing countries, retailing has been experiencing greater changes, witnessing establishment of large retail stores selling different products and services (Humphrey, 2007, Gulati, 2008; Tschirley et. al., 2010). As the retail industry take new phase in growth and securing large customer base, international retail companies have been inflowing to the developing countries to establish retail business and introducing large shops and supermarkets for one stop shopping (Hampwaye, 2008; Kaliappan et al., 2009). This is motivated by increasing urbanization and increased income among consumers as well market reforms witnessed across African countries (Reardon &Gulati, 2008). The intrusion of modern retail stores posed greater challenge to traditional retail store particularly in urban area, sweeping out bulk of customers as well affecting local suppliers as many retail stores import products from abroad (Durand, 2007; Emongor & Kirsten, 2009). 
Nevertheless traditional retail trade still operates better in rural areas and in small towns. International retail stores operating in developing countries have brought greater benefits to the host countries by creating jobs, paying taxes and facilitating businesses through transfer of technology (Durand, 2007; Humphrey, 2007). 
2.4.2 
The Effectiveness and Role Retailer Business
 From financial view point the job of a retailer as indicated by Sullivan and Adcock (2002) is to give genuine added worth or utility to their client. This is seen from four alternate points of view: First is utility with respect to the type of an item, which is worthy by the purchasers. That is the retailer doesn't gracefully crude materials, but instead offers completed merchandise and ventures in a structure that clients need. 
Second is the basic part of spot. Contributions are accessible at a spot proper to where a client needs to buy. Third is the time utility, in this regard retailers give an advantage by making contributions accessible at a time appropriate to their clients. At last there is utility from ownership, retailers encourage the exchange of possession to the client. All these are retail benefits, which retailers can offer by drawing near to expected clients. It is fundamental, thusly, for retailer to completely comprehend the inspirations that drive their clients and the various kinds of utility that a specific retailer can offer. 
Significance of retail goes much past being only an exchanging action and channel of dispersion. As per Madam (2009) it is a key pointer of execution of economy. Currently, the consolidated deals turnover of retail division in India is around 39% of the GDP; likewise, Wal-bazaar with 1.8 millions workforces is the biggest boss on the planet. In India, work in retailing is just 7-8% of complete workforce when contrasted with 17% in USA. On the opposite side, the assessment income of government are probably going to go up with the expansion in composed retailing that is the reason the administration needs retail exchange to turn out to be more sorted out in nature. Another job is to keep pace of swelling low by referring to a case of low costs of items when the retailers contend. In conclusion is the introduction to global assembling rehearses that is by working intimately with universal retailers there is an extension for nearby merchants to improve their assembling rehearses (Tschirley et al., 2010).
2.4.4
The Marketing Role of the Retailer

 Marketing isn't simply selling and advancing however it is everything embraced by a provider so as to fulfil the necessities and needs of clients (Battersby et al., 2015). Concluded that, this is conceivable just, if there is a worthy and reasonable mix of merchandise and ventures accessible to clients at the opportune time and in the ideal spot. 
Besides, retailing is the uniting of clients with the last connection in the circulation chain; this generally includes some type of direct contact with the real customer, which is a significant separate element of retail. On the opposite side, retailing isn't just selling, as in any event, when there is up close and personal contact there are additionally many advertising exercises vital previously, during and after a deal so as to guarantee that the client is completely fulfilled. 
2.4.5 
Functions of Retailing 

There are numerous capacities performed by the retailer. Madaan (2009) recognized six fundamental explicit capacities as examined as under. Initially is breaking mass, the items must be made in mass amounts to keep cost of creation and to decrease transport cost. For the most part the items are expended in littler amounts, so there is a need to break the mass amounts into littler amounts. Secondly, holding stock and hazard taking, retailers keep satisfactory stock of product so it tends to be made accessible to clients according to their interest. Thirdly is making spot and time utility, place utility is connecting physical separation that exists between the area where the item is fabricated and the area where the item is at long last devoured. 

Time utility is to ensure that item is accessible to the customer opportune. Fourthly is the arrangement of item and administrations, envision the circumstance if the consumers needs to visit various retailers to buy different products. Ordinarily, the buyers request grouping of items and administration, not only a solitary item. Fifthly is broadening different administrations, the retailers expand numerous others administrations like showcase and exhibit of the specific items, giving data, coordinating necessities of customers with items offering, after deals benefits. The sixth capacity is about making request and deals of merchandize, much of the time, retailers play out a functioning offering job utilizing enticing methods to urge clients to buy items. In some cases, they supplement the showcasing endeavours of fabricates in their own publicizing endeavours and utilize other limited time means, such as item shows.

2.4.6 
Retail Trade in Zanzibar

Zanzibar composed of Unguja and Pemba Isles as part of Tanzania, which has been located on the Indian Ocean coast makes it an alluring business sector for universal retailers looking for a local base. As in other low-pay African business sectors, purchasers are centred around cost and accessibility. Most buys are made at little, family-claimed shops thus stores are getting more famous, markets sells are particularly for the individuals who have high pay procuring just as the ostracizes looking for assortment and more complex items. 
As this more special gathering turns out to be more conspicuous, more will make buys dependent on quality and administration instead of simply cost. The greater parts of the items are imported, mostly from Tanzania territory, Dubai, Kenya, and South Africa (Felix et al., 2018). Food stuff retail exchange ordinarily happens in markets; it is an exchange that sells food and other non food things. Bigger food stuff retail exchange stocks items other than food, for example, apparel or family unit things are called markets. 

In Zanzibar setting and as the idea utilized in this examination food stuff retail exchange is the one selling food stuff materials and general assortments regularly food things, for example, cleansers, salve, instruments, stooges and other products. These assortments of product typically are accessible in modest quantity of things (West region board, 2016). Also retailing is associated with complex current innovations for client. For example electronic tills are connected to PCs to assist control with loading and track client spending and different specialized gadgets are progressively used to identify any wrongdoing (Brophy, 1981). 
Table 2.1: Retail Traders’ Registration in Urban District
	Year
	New registered food retail traders

	Renewal of food retail traders
	Total registered
	Closed

	2014
	456
	3985
	4441
	

	2015
	693
	3213
	3906
	239

	2016
	1150
	3108
	4258
	448

	2017
	1470
	3880
	5350
	168

	2018
	1342
	4517
	5859
	300

	2019
	1225
	5376
	6601
	336


Sources: ZMC (2018)
Most items dispatched to Zanzibar get through the port of Zanzibar, which handles 95 percent of the nation's worldwide ocean exchange (ERC, 2013). This helpless vehicle framework has prevented the arrangement of proficient gracefully chains, especially in more inaccessible areas. Table 2.1 beneath show the enrolled retail merchants in Unguja Urban.
Zanzibar has no built up establishment liable for managing the neighbourhood discount and retail advertising. There is no strategy or rules for the tasks of neighbourhood markets, regardless of whether discount or retail showcases. The Zanzibar Municipal Council then again has the duty of enlisting and offering licenses to dealers to sell items in the town zones (ZMC, 2016).

2.5 
Empirical Analysis of Relevant Studies

This segment presents various literature from the past studies related to the current study topic. The section is divided into three parts including study outside Africa, studies inside Africa and those conducted inside Tanzania.  
2.5.1
 Studies outside of Africa

In the study conducted Nedim (1999) in Dubai united Arabs Emirate retail trade was addressed as home based business performance business. According to the study, the determinants of the trade are; proprietors sexual orientation, wellspring of assets to fund the business at fire up, utilization of data and correspondence innovation, operational expense, number of week by week hours a proprietor works, period of business and number of the relative helping the proprietor in maintaining the business. According to the study, the outcomes showed huge positive connection between retail exchange (as estimated by the yearly deals) and the normal week after week hours a proprietor committed to the business. However, the other factors considered in the study didn't show any effect on the retail business execution. Furthermore the results indicated that both men and women can perform equally better in such home based business. 
Sohel and Abdullah (2014) studied to determine the factors contributing to customer satisfaction of retail chain stores in Bangladesh.  Study applied qualitative approach where respondents who were consumers from major retail chain stores in the country were engaged in the study through interview. Based on the findings of the study, several factors attributing to consumers satisfactions with the retail stores products and services were found to have greater effects on satisfaction. Among the factors identified to have greater driving forces towards customers’ satisfactions were owners’ responsiveness, product quality, physical design of the store and pricing strategies of the business. Moreover the study noted that among the factors, responsiveness, product quality take the upper hand followed by price and store design. The studies recommend retail store owners to focus on building strong relationships with customers through improving the appearance of the retail store and employees responsiveness.

Wornchanok and Suksa-ngiam (2011) conducted a study to investigate the factors affecting customers buying of goods and services from retail stores in Bangkok, Thailand. The study employed quantitative research approach where a total of the stores’ 424 customers selected through cluster sampling were involved in the study for data collection. Data were analyzed using inferential statistics.  Correlations and multiple regressions analysis were employed to find out the extent of relationships between independent and dependent variables of the study. Study results indicated that many people in the city purchases goods and services from retail store located in supermarkets, discount stores, and hyper marts. 
It was found that purchases in modern stores correlates with the factors such as distance from home or workplace, intention to make purchase, customer satisfaction, perception of customers on quality of the services, personal and household income. It was noted that customers feel affordable to purchase in modern store due to conveniences and availability of various products.

Pradhan (2006) conducted a study on the key difficulties experienced by retailers around the world. Initially, the rising fuel costs show a negative impact on the quick development of the exchange at different parts of the world. Furthermore the study revealed that nowadays holding the purchaser is a serious troublesome, while innovation helps buyers in settling on sound shopping choices. Shoppers presently request greater quality, decision, consistency, comfort, and administration, for less cash, time, exertion and hazard. Thirdly, the efficiencies which is empowered by innovation where by information are obtained and sent at a quicker speed. 
Sooner rather than later, retailer provider association will rely upon innovation, subbing data for stock in the funnel line to decrease costs while improving efficiency. In conclusion is the ascent of web retailing which has been a key driver of changes around the world, the expansion in the quantity of web clients has set new interest on retailer. Web both upgrades and contends with the store. Wrise (2004) contended that there are a few difficulties that Indian retailers confront, including land issue, capital accessibility, legitimate edge works, human resources and gracefully chain advancement. The examination further clarified that the expense of land is high. They included that a deal charge is another generous impediment to the development of this part. On the opposite side retail not being perceived as an industry in India, this hampers the accessibility of account to the current and new players, this influences development and extensions plan. 
Pradhan (2006) and Bhatia (2008) contended that new guidelines are needed to empower retail locations to work each day with longer hours and usage of low maintenance representatives without bringing about any additional expenses. Work power issue is recognized as another block in retailing development in India where Child work is prohibited while reliance on grown-up and experienced workforce will build their expense of activity; this factor likewise influences the development of retailing in UK (Akethurst, 1996).
Pradhan (2006) included other two difficulties impeding the retail development in India as absence of sufficient framework and high stamp obligations. He said that helpless streets and other foundation hamper the advancement of food and new staple retail. It is additionally contended that notwithstanding the significant expense of land, the retail exchange likewise faces extremely high stamp obligations on move of property, which ascends from state to state. Another test in UK is specialization as observed by Knee and Walters (1985), this includes building up a conspicuous, very much separated item brand that is consistent with the requirements of a plainly characterized market section of suitable size. Richards and Smiddy (1985) argued that UK retailing for the most part has arrived at development and that there is an abundance of stores. They refer to various indications to help this remembering falling of profits for ventures; more prominent value rivalry and high promoting use.
Cant (2004) noticed that there are a few factors that impact a retailer's prosperity by thinking about that retail area is a lively, dynamic and over changing commercial centre, the variables are: Location of the business, must comprise a spot with physical and virtual arrangement of outlet (Sullivan and Adcock 2002; Fernie et al., 2012). The business ought to be allotted close by the partners of the separate items to give full place utility store plan that is inside and outside structure (Sullivan and Adcock 2002; Cant 2004). They contend that the format of the store (outside and inside) ought to be all around planned with the end goal that to help the presentation of the items sold as some of them are drive. Administrations arrangement must be skilfully led to serve successfully the need of a very much characterized gathering or gatherings of clients (Bhatia, 2008). The investigations contend that these advertising rehearse; right item, cost and time impact extraordinarily the measure of deals of the separate item and henceforth retailing execution (Cant 2004; Bhatia 2008; Varleys 2006). 

Sullivan and Adcock (2004) examined the possibilities of advancement that is market put together correspondence with respect to accomplishment of retail business. The investigation contended that the item sold ought to be made known by all customers regarding its accessibility, quality, significance, benefits and so forth, this urge individuals to make high buying and is just potentially through advancement. Fitting organization, individual administration along with budgetary administration just as relationship the executives are among the solid devices for making the great picture and notoriety of the retail location and henceforth construct dedication and positive customer recognitions (Newman and Cullen 2002; Segel 2008). Retailer needs to arrange his items ably by offering blend of things available to be purchased. Study contend that a few items are needy in their utilization, their use go together for instance tea and sugar, petroleum and oil, tooth brush and tooth glue, in this way retailer should ensure that an assortments of products are accessible simultaneously (Bhatia, 2008).
Dunne et al., (2005) affirmed that, difficult work, diagnostic aptitudes, innovativeness and energy are central point that advances achievement of retailer exchange. Retailer must have great time the board and arranging abilities. Explanatory aptitudes empower the retail director to tackle issues through mathematical examination of realities and information so as to design, overseeing and control. The retailer is should be basic issue solver and inventive with capacity to produce and perceive clever thoughts and arrangement. The contention is like the investigation discoveries by Engle (2007) who guaranteed similar characteristics of a retailer. Eagerness; effective retailers must have a solid sentiment of warmth for their activity; else they will pass on an inappropriate picture to their clients (Fettke and Loos (2006). Deals people are prepared to grin in any event, when conversing with clients on the phone since it shows through in your voice (Lincoin & Lashley, 2012).
2.5.2 
Studies in Africa

Basil (2005) conducted a study in Lagos state Nigeria to determine the effect of showcasing rehearses on the exhibition of private company undertakings including retail exchange. The factors of the examination were showcasing rehearses incorporate item quality, scope of items, conveyance inclusion, advertising research, client administrations, publicizing, work force selling, deals advancement, evaluating related issues and client benevolent technique. Advertising direction includes the assurance of clients need and the successful administration of the promoting capacities to accomplish consumer loyalty and hierarchical objective/targets. The discoveries of the investigation distinguished advertising blend elements and item procedure issues as the most significant and affecting components in the promoting practices of independent venture in Nigeria. The investigation found a solid positive connection between the promoting practices of Nigeria private venture business people and hierarchical execution indicants.

2.5.3 
Study Done in Tanzania

Nkonoki (2010) studied the variables that restrict the achievement and development of private ventures in Tanzania. 'The study aimed to identify the variables that limit the development/and additionally accomplishment of independent venture in Tanzania and attempt to propose answers for those components. The outcomes recognized various restricting elements to the ventures development. The creator bunches the outcomes into two gatherings; restricting elements that are inner to the firm (deficient instruction and preparing, absence of appropriate strategy, capital limitations and so on) and those that are outer to the firm (defilement, government strategy, organization measures interviewees). 
As indicated by the investigation, the limitations incorporate debasement, in admittance to accounts/capital requirements, government strategy, horrible financial conditions, and individual’s factor/absence of required ability, absence of appropriate record keeping, absence of or inappropriate expert exhortation and interview, robbery /cheating and absence of trust in working together, absence of a legitimate field-tested strategy/vision for the business.
The study conducted by Felix Adamu Nandonde (2016) from Sokoine University Morogoro titled as Integrating Local Food Suppliers in Modern Food Retail in Africa: The Case of Tanzania, this study addresses three distinct but interrelated issues in the integration of local food suppliers in modern food distribution in Tanzania. These issues are: What are key factors driving the development of modern food retailing in Tanzania? What factors influence the participation of local modern food suppliers in the industry? And, finally: What policies and strategies can be adopted to increase local suppliers‘participation in the industry?

Therefore the study produced three findings: First, the study shows that the evolution of modern food retail distribution in Tanzania was accelerated by both internal and external factors. External factors are the availability of suppliers, the acceptance of trade credit and return policies by local food suppliers, administrative reason, change in lifestyle, the rise of the middle class, and institutional supports. Internal factors are innovation, quality, the availability of products, safety and return policies. Second, the study shows that the participation of local food suppliers is very low, but is increasing. 
Findings show that the selection of local food suppliers is influenced by satisfying government requirements, food quality, consumer feedback, packaging, reliability, acceptance of return policies and trade credit, price and adherence to Islamic practices. The study shows that a number of factors influence the establishment of the supplier-retailer relationship. These are: the acceptance of trade credit, return policies and premises visitations. Furthermore, the study shows that territory relationship and social embeddedness influence the formation of relationships between retailers and suppliers. In spite of this, the supplier-retailer relationship study shows that there is a lack of trust and commitment among actors.

2.6 
Research Gap Identified

From the literature discussed above, very few studies have been done related to the factors affecting the food stuff retailing trade. On the other side those few done do not match the environment of Zanzibar where the market size is small and the economy is poor. Also the existing studies rely on the performance and not in the light of profit margin (profitability). 
Most of the studies do not examined the gap (difference) between the costs and selling price of the respective product which is regarded to contribute heavily the success and failure of the business concerned. Moreover no study specifically focus on the effects of factors such as managerial, social, economic and cultural factors on the performance of retail trade in terms of growth. This study filled up the gap by focusing on the factors.
2.7 
Conceptual Framework

The conceptual framework shows the relationship between the dependent variable and independent variables in pictorial form. In this study, the dependent variable is retail trade business growth while the independent variables were socio-cultural factor, managerial factor and economic factor. The performances in retail trade are a function of one set of factors, which may work in both ways negative or positive. When play in a positive manner the business will nourish and grow but if it does in a negative trend then the business will retard and finally die (Nkonoki, 2010).

Figure 2.2: Conceptual Framework
Source: Adopted from Donaldson and Prestor, and Modified by Researcher, (2020)
CHAPTER THREE
RESEARCH METHODOLOGY
3.1 
Chapter Overview

This chapter presents methodology of the study, which entails research techniques or procedures used to gather and analyze data. According to Kothari (2004) research methodology refer to the techniques or tools used to process data to systematically solve the research problem.  This chapter comprises of research design, area of the study, survey population, sampling design, sample size, nature and types of data, 
data collection tools, data reliability and validity, data processing and analysis, measurement of the variables and ethical consideration.
3.2 
Research Design

This study adopted descriptive research design in collection and analysis of data. This method explored the collection of information by interview or administering of questionnaire to a sample of individual (Orodho, 2003). The study applied both primary and secondary sources in gathering data employed in the study. Mixed research approach techniques was the basis of the study where quantitative were adequately substantiate findings from all perspectives. Quantitative method was used in quantifying variation in responses among food stuff retail owners. Descriptive research design was considered appropriate by the study due to the fact that it is simple, cost effective and saves time. 

3.3 
Area of the Study

The study was conducted in Unguja urban district in Zanzibar, and covered three selected urban area named as follow, Darajani, Mnazi-Mmoja and Kisiwandui. These areas were selected since it hosts many retail traders and they possess the information that is pertinent to the realization objectives of this research. There are many retail shops selling various food stuffs and engaging many traders of different gender. The area was considered appropriate for the study because there are claims by traders that the business is faced with performance challenges. 
3.4 
Survey Population

Kombo and Delmo (2006) refer population as an entire group of elements that have at least some common features. Population is a group of individuals, objects, or items from which samples are taken for measurements. The populations involved in this study were the registered retail trade owners, as they are the primary stakeholders in the retail trading and have good knowledge on running of the retail businesses. 
This includes traders undertaking their business activities in Unguja urban district specifically in Darajani, Mnazi-Mmoja and Kisiwandui. There are 156 active food stuff retail stores in Unguja urban district in Zanzibar as per 2018 (SMZ, 2018). The population provided sample respondents that used in the study.
3.5 
Sampling Design 

Sampling procedure involves selecting elements for inclusion in the sample based on the ease of access (Kothari, 2004). This study employed two sampling methods including probability sampling techniques and convenience sampling techniques. Both techniques were used to select respondents depending on the situation of accessing them.

3.5.1
 Random Sampling

The study employed simple random sampling technique to determine sample size used in collection of data from retail traders in the study area. This method was applied whereby every respondent in the population was given equal chance to participate in the study since the sample was drawn randomly from the selected groups of respondents. This sampling method was employed to select 110 respondents involved in providing data required by the study.  
The respondents were obtained from the retail stores selected randomly from among the population of the study. The method was appropriate because it was not biased and every members targeted by the study was given opportunity to engage in data provision by chances. The sampling method was simple, cost effective and use less time for the research to achieve.
3.5.2 
Convenience Sampling

Kombo and Tromp (2006) refer convenience sampling technique as the sampling method applied selected individuals or objects of the study based on their convenient accessibility and proximity to the researcher. The sampling was used to select respondents who were ready and available to provide required responses depending on their convenience. 
The researcher used convenience sampling to get sample from retail traders who participated in filling questionnaires through providing answers to questions. The study employed the sampling believing that some of traders would be found at the midst of their business operations hence difficult to reach and even if reached they were not at convenience for participation. In this regard, the researcher considered respondents who were easy to reach and ready to participate. From there, he applied random selection of respondents from every group found convenient to participate.
3.6
 Sample Size 
This study applies a sample size of 110 respondents that were actively involving food stuffs retailer business.  The sample was carefully chosen to only reliable business registered and permanently operating business in Unguja urban in respective selected area, Darajani, Mnazi-Mmoja and Kisiwandui.  According to Krejcie and Morgan (1970) table, a population of 150 gives a sample size of 108 individuals while a population of 160 gives a sample size of 113. Since the population of food stuff retail trade store in Unguja urban district is 156 therefore the study approximated a sample size of 110 individuals.
3.7 
Nature and Types of Data

This study used both primary and secondary data. The detail information of each are described below:
3.7.1
Secondary Data
Secondary data is the data that is now accessible, have been gathered and investigated by another person, for some different purposes and could be both subjective and quantitative. (Sandra 1996). Analyst’s explored auxiliary information to see whether their issues can be somewhat or completely explained preceding gathering exorbitant essential information. In this examination the applied optional information from different investigations done on the topic from inside and outside of Tanzania through yearly reports, minutes of gatherings, etc. This information were surveyed, investigated and combined in discovering data for addressing the particular inquiries of this study.
3.7.2
Primary Data
This study employed primary data after realized that secondary data obtained were insufficient to satisfy the research requirements. Kothari (2009) referred Primary data as the data, which has been collected for the first time and they are gathered for a specific purpose, and which can be used to provide answers to problems or to establish a database for future operations. In this study, primary data were collected through questionnaires data instrument with the aims to understand the factors affecting the food stuff retail trade. 

3.8
Data Collection Tools

Both primary and secondary sources of data were used to collect information in meeting the objectives of this research. Primary data were collected from respondents through questionnaires, which are open and close ended questions. Secondary data were obtained through documentation.

3.8.1 
Questionnaire 
This study used structured questionnaires in obtaining primary data from respondents of the study. It consisted of a set of questions presented and required to be answered by respondents through sheets. It intended to secure some information from a sample of respondents. The questionnaires consisted of both open and closed ended questions. This sort was utilized to address general data of the examination, singular data and evaluate variety in reactions among food stuff retail exchange proprietors on the particular inquiries that are recorded based on the objectives of the study. The questionnaire employed a 5-point Likert scale with items.
3.9 
Data Reliability and Validity

The term validity express the degree the instrument to precisely gauge what it planned to measures (Denise 2001). Nduguru (2007) eludes realibilty to the subject of whether an estimating instrument or cycle can deliver similar outcomes if progressively utilized by various analysts. Dependability includes the precision of the examination strategies and methods. In this study the gathered data was dependable because of the accompanying alerts were taken by the scientist. The instrument is supposed to be dependable in the event that it accomplishment to give comparative outcomes (data) at whatever point the estimations are rehashed on a similar issue to a similar gathering. 
The dependability of some random estimation alludes to the degree to which it is a predictable proportion of an idea, and Cronbach's alpha is one method of estimating the quality of that consistency. Alpha coefficient ranges in an incentive from 0 to 1 and was utilized to depict the dependability of elements removed from dichotomous. The higher the scores the more solid produced scales; George and Malley (2003) have shown 0.7 to be a satisfactory dependability coefficient. In this study all variables gives values greater than 0.7 except Retail Trade Growth (0.665) variable. The variables giving good alpha coefficient include: Managerial Factor (0.719), Social Factor (0.738), Economic Factor (0.721), and Stakeholder Competency (0.762). This indicated that, the data collection tools with respect to the variables had internal consistency.
3.10 
Data processing and Analysis

The collected data from respondents were processed using Statistical Package for Social Sciences (SPSS) version 24. The study data analysis employed descriptive statistics where data was analyzed and presented by using frequency, percentage and weighted mean. In determining the relationship between independent and dependent variables, the study employed inferential statistics where correlation and regression analysis were conducted.
3.10.1 
Descriptive Analysis using Likert Scale

In descriptive statistics analysis, the study employed Likert scale analysis to measure the status of the factors affecting food stuff retail trade in Unguja urban district. In Likert scale the assumption was made on the basis of the higher the score the more status are the variables, as evaluative criteria. Five point scales were used to measure the status of variables in such a way that the weighted mean score was calculated to determine the status of those variables. To determine the breaking range of five point Likert scale measuring each variable, the intervals for breaking the range is calculated as shown 
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 where 0.8 is added to every lower limit and so on. This implies that the scores lie between the following ranges could be considered as shown in Table 3.1.
Table 3.1: Likert Scale Breaking Range
	            Range
	Level of agreement

	1.00 -   1.80
	Strongly disagree

	1.81 -   2.61
	Disagree

	2.62 -    3.42
	Moderate

	3.43 -   4.23
	Agree

	4.24 -   5.04
	Strongly Agree


3.10.2 
Inferential Analysis

The principal component analysis (PCA) was used to construct the index of the main variables, which are managerial factor, social factor, economic factor and stakeholders’ competency. The correlation analysis was carried out to check the relationship and final regression analysis was done where the estimated coefficients of the parameters, standard error, t-test and p-values were presented.
To determine the causal relationship between independent and dependent variables the following multiple regression equation was employed.
Y=   β0 +   β1X1+ β2 X2 + β3X3   +      ε
Where:   Y: Growth of the food stuff retail trade

    β0    = growth of the retail trade in absence of the factors

               β    = constant coefficients

                X1 = Managerial Factor

                X2 = Economic Factor
                X3 = Social Factor 

                X4 = Stakeholder Competency

ε   = error 
3.11
Measurement of the Variables

This section presents the questions used to measure dependent and independent variables. The parameter used were adopted from other studies that had been used to assess the same phenomenon to this study including, Nkonoki (2010). All variables were scaled into five ratio from 1 which is strongly disagree to 5 strongly agree.
Table 3.2: Measurement of the Variables
	Independent Variable
	Measurement

	Economic factor
	Poor infrastructure, High interest rate to secure loan, technological change, Low availability of capital, different size of packaging and level of purchasing power for the customers

	 Managerial factor
	Managerial and communication skills required in the business, unfair trade  laws and regulation, lack of proper business plan and record keeping.

	 Social factor
	Numbers of family members assisting in the business, personal characteristics, poor relationship of sales person and customers, availability of after sales services and increasing of faithfulness of the sellers.

	 Stakeholders competency
	Government laws and regulations, trade association, suppliers of the products, wealth of customers and communities and numbers of investors in the country.

	Dependent Variable
	

	 Retail business trade
	Amount of sales at the beginning, amount of sales at the current and profit margin of the business.


3.12 
Ethical Consideration

Before commencing data collection process, the researcher sought research clearance from Open University of Tanzania (OUT). The research takes with him the clearance letter to introduce to the study field. After getting permission from local authority, data collection was conducted by engaging the respondents. The researcher introduced the purpose of the study while ensuring respondents of privacy and confidentiality of information provided. 
Respondents were asked to participate in the study by their consent and convenience while the research observed culture and values of the area. After data collection, the researcher ensured that the data collected were used for academic purpose only by adhering to university research ethics guidelines. Furthermore, the researcher ensured that privacy and respondents’ identity and information provided are kept confidential. 
CHAPTER FOUR
RESEARCH FINDINGS AND DISCUSSIONS
4.1 
Chapter Overview

This chapter presents the analysis of the data obtained from the field of study, findings of the results and discussions of the findings as per objectives of the study. The study intended to determine the factors affecting food stuff retail trade in urban district of Unguja Zanzibar. The chapter comprised the following sections; presentation and analysis of respondents’ characteristics, analysis of the findings based on the objectives of the study and lastly discussions of the findings. 
4.2 
Reliability results of Study Variables
To determine reliability of instruments used in data collection and whether the results are consistence with Cronbach’s alpha values considered appropriate, the study conducted reliability analysis based on variables of the study. Table 4.0 shows the results.
Table 4.1: Results of Reliability
	                 Variable 
	Cronbach’s alpha value
	No of items

	Managerial Factor
	0.719
	5

	Social Factor
	0.738
	5

	Economic Factor
	0.721
	6

	Stakeholder Competency
	0.762
	6

	Retail Trade Growth
	0.665
	5


Source: Field data (2020)
The results in Table 4.1, presents the values of Cronbach’s alpha for each variable used in the study. It was revealed that all variables except retail trade growth had Cronbach’s alpha value greater than 0.7 which in accordance to reliability test, the value greater than 0.7 is considered good and the measured variables had internal consistency with the items measured. According to George and Malley (2003), when Cronbach’s Alpha is greater than 0.9 mean the internal consistency/reliability is excellent, greater than 0.8 means good, greater than 0.7 means acceptable. Below 0.7 the internal consistency is considered acceptable but beyond 0.6 which considered poor. In this regard the values of Cronbach’s alpha of the variables are acceptable implying that the items are reliable. 

4.3 
Respondents Characteristics

This section presents the results and findings of the study on the characteristics of respondents involved in the study. The section includes gender, age level of education and marital status of the respondents.

4.3.1
Gender of the Respondents

The study sought to understand gender of respondents participated in the study. they were required to provide their gender. Table 4.1 shows the results.
Table 4.2: Gender of the Respondents
	                                                      Gender of respondent

	
	Frequency
	Percent (%)

	Male
	77
	70.0

	Female
	33
	30.0

	Total
	110
	100.0


Source: Field data (2020)

Table 4.2 indicate that out of all respondents participated in the study, 77 (70%) were males and 33 (30%) were females. The results imply that in the food stuff retail trade in west district of Unguja, there are more male than female such that the retail trade of Unguja Zanzibar is dominated by male while female are in consumers domain despite being engaging in the business. This is due to gender oriented cultural setting of Zanzibar Island.

4.3.2
Age of Respondents

The study sought to understand the age groups of respondents engaged in the study. Table 4.3 shows the results. 
Table 4.3: Age of Respondents
	Age group of respondent

	
	Frequency
	Percent (%)

	Below 25 years
	13
	11.8

	Between 25-35 years
	32
	29.1

	Between 35-45 years
	43
	39.1

	Above 45 years
	22
	20.0

	Total
	110
	100.0


Source: Field Data (2020)

Table 4.3 shows that 13 (11.8%) of the respondents were aged below 25 years. Respondents in the age group 25-35 years were 32 (29.1%) respondents in the age group 35-45 years were 43 (39.1%) and those aged above 45 years were 22 (20.0%) of the respondents. This findings implies that, majority of the respondents were aged 35-45 years. This age is characterized by young people who are largely busy with many economic activities in the town.
4.3.3
Education Levels of Respondents

The study sought to understand literacy level of respondent by requesting them to state their level of education. Figure 4.1 shows the results. 
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Figure 4.1:  Education Levels of Respondents
Source: Field Data (2020) 
The result in table 4.2 indicates that the respondents with primary level of education were 9 (7.5%) and respondents with secondary level of education were 31(28.3%). Respondents with diploma level of education were 23(20.8%) and those with degree level of education were only 12 (11.3%). Moreover, respondents with other level of education (VETA, certificates, professional qualifications) were 35 (32.1%). This implies that majority of respondents who participated in the study were diploma level of education holders. Moreover, the result of this study implies that most of respondents undertaking foodstuffs retail trade have sufficient level of education. 
4.3.4
Marital Status of the Respondents

The study sought to understand marital status of respondent by requesting them to indicate their current marital status. Table 4.4 shows the marital status of the respondents.
Table 4.4: Marital Status of the Respondents
	Marital Status of respondents

	
	Frequency
	Percent (%)

	Married
	53
	48.2

	Divorced
	41
	37.3

	Single
	16
	14.5

	Total
	110
	100


Source: Field Data (2020)

The study results in the Table 4.4 reveals that out of the 110 respondents who participated in this study, 53 (48.2%) were married, 41 (37.3%) were divorced and 16 (14.5%) were single. This implies that, most of respondents undertaking food stuff retail shop business in west Unguja are married and very few are single and unmarried. Moreover, the number of married and divorced seemed to be higher compared to the single. This trend due to the higher level of dependency factor to the married and divorced. The married and divorced traders have responsibilities of caring for their families in terms of food, clothes, health and education hence compelled to involve in source of income activities. 

4.3.5 
Experiences of the Respondents in the Business

The study sought to determine the experiences of respondent in retail business where they were required to indicate number of years in the business. Table 4.5 shows the results.
Table 4.5: Experiences of the Respondents in the Business
	Experiences of the respondents

	
	Frequency
	Percent (%)

	less than 1 year
	7
	6.4

	between 1 and 2 years
	38
	34.5

	between 2 and 3 years
	35
	31.8

	between 3 and 4 years
	17
	15.5

	more than 4 years
	13
	11.8


Source: Field data (2020)

Table 4.5 shows that out of all respondents participated in the study, 7(6.4%) of the respondents had experience of less than 1 year in foodstuff retail business, 38 (34.5%) of respondents had experience duration between 1 and 2 years undertaking the business and 35(31.8%) of respondents had between 2 and 3 years doing business in retail shops selling food stuffs. Moreover, those with experience between 3 and 4 were 17(15.5%) and those with more than 4 years in business were 13 (11.8%). This implies that, majority of the respondents, had between 2 and 3 years engaging in foodstuff retail business across Zanzibar.

4.3.6
 Respondents Employment Status

The study sought to understand employment status of respondent by requesting them to identify their employment status. Table 4.6 shows the results.

Table 4.6: Respondents Employment Status
	                                               Employment Status

	    Employed Elsewhere
	Number
	Percent

	Yes
	23
	20.9

	No
	87
	79.1

	Total
	110
	100.0


Source: Field data (2020)
The results in Table 4.6 shows that, among the 110 participants, 23 respondents were employed elsewhere and 87 respondents have no other additional income generating activities. This implies that majority of respondents indicate that they have no other employment for earning extra income. The respondents operating foodstuffs retail trade in Unguja depend entirely on their business for earning their incomes.
4.4
 The Effects of Economic Factors on the Food Stuff Retail Trade Growth 
The study intended to find out the extent of contribution of economic factors in determining the growth of food stuff retail business. The results were presented in terms of mean and standard deviation of the factors. Based on the values of the mean the following was the interpretation of the mean value; 1.00 - 1.80 = strongly disagree, 1.81- 2.61= disagree, 2.62 - 3.42= moderate, 3.43 - 4.23 = agree and 4.24 - 5.04 = strongly Agree.  Table 4.7 below shows the results.

Table 4.7: Economic Factor and Food Stuff Retail Traders
	Variable
	Mean
	S.D

	Poor infrastructure hinder the success of retail trade
	2.86
	1.223

	High interest rate hinder entrepreneurs from securing of loan 
	3.05
	1.316

	Technological change lead to the business failure
	2.75
	.930

	Low availability of capital discourage doing business
	3.31
	1.269

	Available price for most of the products sold 
	3.04
	1.100

	Low Level of purchasing power for the customers
	3.71
	1.017


Source: Field data (2020)

Table 4.7 shows the results of the weighted average result on each of the factor on the economic factor, the finding reveals that on average the low level of purchasing power for the customers had the highest mean (M=3.71), followed by the factor of low availability of capital discourage doing business which had a mean (M=3.31). The factor that high interest rate hinder entrepreneurs from securing of loans was the third in weight with a mean of (M=3.05). 
Moreover, the factor, available packaging for most of the products sold was the fourth with a mean (M= 3.04), poor infrastructure hinder the success of retail trade was the fifth ranked weighted factor with a mean of (M=2.86) and the last factor, communication skills required to communicate with customers had a mean (M=2.75). Furthermore, standard deviation of each factor variation varied slightly.  This implies that the factors of low Level of purchasing power for the customers is identified to affect growth of foodstuffs retailer trade in Unguja the most in comparison to other factors which identified to have moderate effects.

The results showed that high interest rates and unfavourable payment schedules have affects retail trades in the study area. Majority of the respondents agree that high interest rate is the obstacles to secure loan for entrepreneurs. It is argued that the best source of finance to small business can often be families and friends contributions but pay back in time. According to the results, the quality of infrastructures is one of the factors affecting the growth of food stuff retail business. Majority of the respondents agreed that, framework and infrastructural administrations have incredible effect on exchange. Transport foundations such physical infrastructures and business infrastructural services have greater influencing the performance of trade.
The results from the study indicate that the growth of foodstuffs retail business is affected by the capital of the owners. The respondents agreed that low availability of capital discourage doing business due toned guarantees which by and large are physical resources which is a block for the majority of the minor dealers. Some of activities of innovation in business incorporate bookkeeping framework, cash move framework, correspondence framework, the board data frameworks, promoting through web and other less complex or more entangled device. This is in agreement to Michael (2006) who contended that the business that receive present day innovation devices in their exercises are bound to become quicker than those without. Results from people show that numerous retailer merchants are casualties of innovation transforms; they are profoundly languishing as over them it is troublesome and costly to get to, works and keep up. 

The study results reveal that, it is one of the most troublesome undertakings of the retailer to fix the correct costs. The retailer needs to do a great deal of activity to decide the cost so that the shop can sell its item effectively. Sohel and Abdullah (2014) argued that among the factors identified to have greater driving forces towards customers’ satisfactions are owners’ responsiveness, product quality, physical design of the store and pricing strategies of the nests. 
The factors that crucially impact evaluating are: interest for the item being referred to, its cost, genuine and expected rivalry, and government guideline. Estimating choices have direct impact on the deal volume and benefit of the business that is the reason a skilful retailer offers a wide range of size bundles of particular value levels. The examination discovers that the majority of the retailers offer the result of various bundling sizes for scarcely any items. Majority of the respondents agreed that level of purchasing power of their customers is moderate. One of the main factors influencing retail trade business is the level of purchasing power of the customers. The more people there are receiving a steady income and expecting to continue receiving one, the more people are in a position to make purchases. 
4.5
Effects of Managerial Factors on Food Stuff Retail Trade Growth
The study intended to find out the extent of contribution of managerial factors in determining the growth of food stuff retail business. The results were presented in terms of mean and standard deviation of the factors.  Based on the values of the mean the following was the interpretation of the mean value; 1.00 - 1.80 = strongly disagree, 1.81- 2.61= disagree, 2.62 - 3.42= moderate, 3.43 - 4.23 = agree and 4.24 - 5.04 = strongly Agree. Table 4.8 below shows the results.
Table 4.8: Managerial Factor and Food Stuff Retail Traders
	Variable
	Mean
	S.D

	Managerial skills is required to operate business
	3.22
	1.249

	Unfair trade laws and regulations affect growth 
	3.21
	1.237

	Communication skills required to trade with customers
	2.63
	1.229

	Lack of proper business plan affects the business
	3.07
	1.288

	Lack of proper record keeping affects the business
	2.75
	1.152


Source: Field data (2020)
Table 4.8 shows the results of the weighted average result on each of the factor on the managerial factor, the finding reveals that on average the managerial skills required to operate business had the highest mean (M=3.22), followed by the factor of unfair trade laws and regulations which had a mean (M=3.21). The factor, lack of proper business plan was the third in weight with a mean (M=3.07). Moreover, the factor, lack of proper record keeping was the fourth with a mean (M= 2.75) and the last factor, communication skills required to communicate with customers had a mean (M=2.63). This implies that except the factor of communication skills required to communicate with customers who show moderate agreement by respondents, all other values indicate that respondents agree the factors.
The study results indicate that managerial skills have effects on growth of foodstuffs retail business growth. Various management Skills help manager to enable the organization in accomplishing its economic goals. The argument is supported by Sullivan & Adcock (2002) and Segel 2008) argued that appropriate administration, personal management skills together with financial management skills influences performance of retail stores. The results from the study reveal that most of the retail traders agree that they haven’t managerial skills in running their businesses. 
However, their self-confidence is so high, that they believe more in their ability rather than pay attention to their education to gain needed knowledge and managerial skills. Dunne et al., (2005) supported the findings that hard work, analytical skills, creativity and other related factors are ingredients to success of retail business. The results from the study revealed that, the government regulations on SMEs are not promoting the growth of the business. The laws and regulations governing the retailing somehow are not fair intended benefits society in provision of social services. However the tax costs to retail trade are relatively higher as results the trader normally do shift the burden of those costs to consumers. In addition to annual trade license charge, the traders claimed that, they were requested to contribute more funds in various public activities. 

4.6
The Effects of Socio-Cultural Factors on Food Stuff Retail Trade Growth in Zanzibar

4.6.1
Effects of Social Factors on Food Stuff Retail Traders
The study intended to find out the extent of contribution of social factors in determining the growth of food stuff retail business. The results were presented in terms of mean and standard deviation of the factors.  Based on the values of the mean the following was the interpretation of the mean value; 1.00 - 1.80 = strongly disagree, 1.81- 2.61= disagree, 2.62 - 3.42= moderate, 3.43 - 4.23 = agree and 4.24 - 5.04 = strongly Agree. Table 4.9 below shows the results.

Table 4.9: Social Factor and Food Stuff Retail Traders
	Variable
	Mean
	S.D

	Many family members helping owner running the business
	2.74
	1.287

	Gender of the owner influence the success of the business
	2.66
	.961

	Personal characteristic that influence the retail trade success
	3.03
	1.104

	Poor relationship of salesperson to attract customer purchases 
	3.92
	.959

	Lack of after sale services available in the business
	3.60
	.950


Source: Field data (2020)
Table 4.9 shows the results of the weighted average result on each of the factor on the social factor, the finding reveals that poor relationship of salesperson to attract customer purchases had the highest mean (M=3.92), followed by the factor of lack of after sale services available in the business which had a mean (M=3.60). The factor, personal characteristic that influence the retail trade success was the third in weight with a mean (M=3.03). Moreover, the factor many family members helping owner running the business was the fourth with a mean (M= 2.74) and the last factor, gender of the owner influence the success of the business had a mean (M=2.66). 
Furthermore, standard deviation of each factors varied slightly.  This implies that the factors of poor relationship of salesperson to attract customer purchases and lack of after sale services available in the business are the most social factors identified to affect growth of foodstuffs retailer trade in Unguja. Other factors were considered to have moderate effects.

The study reveals that having a lot of assistants may cause negatively affect the progress of the business, which normally happens if those assistants were not honest in the business. Effective supervision and monitoring are needed to ensure that there are security and protection of the business otherwise the business may collapses. After sales service is another area, which influence social factor towards retailer trade growth. It creates customer satisfaction, customer retention and generates loyal customers. The needs and demands of the customers must be fulfilled for them to spread a positive word of mouth. After sales services make sure products and services meet the expectations of the customers. It is a crucial aspect of sales management and must not be ignored.

The study results indicate that the performance of retailers is partly influenced by retailer personnel characteristics (behaviour) such as creativeness, innovative nature, commitment, faithfulness and hardworking. Retailer can also use promotions in persuading customers who largely depends on personal characteristics. It involves advertising, giving free fliers on new arrival and innovation of particular commodities, free distribution of samples and other sales promotion techniques. 
The study reveals that few respondents create partial awareness but most of them do not practice any promotion techniques. The study indicates that relationship of salesperson with customers is important elements in facilitating good sales hence business growth. 
The findings is supported by Wornchanok and Suksa-ngiam (2011) who noted that purchases in modern stores correlates with the factors such as distance from home or workplace, intention to make purchase, customer satisfaction, perception of customers on quality of the services, personal and household income. Poor relationship between salesperson and customers builds a poor environment in the business. This can lead customers to switch to another shop for their regular purchases leaving their former business stranded this eventually may finally cause the business to collapse.
4.6.2
Effects of Stakeholder Competency Factors on Food Stuff Retail Traders
The study intended to find out the extent of contribution of stakeholder competency factors in determining the growth of food stuff retail business. The results were presented in terms of mean and standard deviation of the factors. Based on the values of the mean the following was the interpretation of the mean value; 1.00 - 1.80 = strongly disagree, 1.81- 2.61= disagree, 2.62 - 3.42= moderate, 3.43 - 4.23 = agree and 4.24 - 5.04 = strongly Agree. Table 4.10 below shows the results.
Table 4.10: Stakeholder Competency Factor and Food Stuff Retail Traders
	Variable
	Mean
	S.D

	Good government laws and regulation lead to growth of business
	3.34
	1.060

	Trade association lead to build good business environment
	3.12
	1.056

	Enough suppliers of products lead growth of business
	3.22
	.902

	Purchasing power of customers lead growth of business
	3.10
	1.299

	Enough investor in the country are source of growth of business
	2.98
	1.313

	Political group in the community without decision lead to business growth 
	2.93
	1.202


Source: Field data (2020)

Table 4.10 shows the results of the weighted average result on each of the factor on the stakeholder competency factor, the finding reveals that on average the good government laws and regulation lead to growth of business had the highest mean (M=3.34), followed by the factor of enough suppliers of products lead growth of business which had a mean (M=3.22). The factor, trade association lead to build good business environment was the third in weight with a mean (M=3.12). 
Moreover, the factor, purchasing power of customers lead growth of business was the fourth with a mean (M= 3.10), enough investor in the country are source of growth of business was the fifth ranked weighted factor with a mean of (M=2.98) and the last factor, political group in the community without decision lead to business growth had a mean (M=2.93). Furthermore, standard deviation of each factors variation varied slightly.  This implies that the effects of all the factors in the stakeholder competency factors have moderate agreement by respondents towards the growth of foodstuffs retail trade in Unguja.
The results from the study indicate that the growth of foodstuffs retail trade in Unguja is influenced by stakeholder competency factor in number of ways. A business as an organization or entity its business operations is influenced or affected by different stakeholders. According to the results some of the area the element of stakeholder competency factor contributes to the growth of retail trade business includes; good government laws and regulation, which affects the growth of business through various laws and regulations set to guide the business. Unfavourable regulation may hinder the business growth. Majority of respondent indicate to agree that good government laws and regulation affects their business. The results indicate that trade association lead to good business environment affects the growth of the foodstuffs retail trade in the study area. Trade organization is the best tool for business people to channel their challenges, problems and complaints to the authority over the business conditions they are conducting their businesses. 
The results indicated that foodstuffs retail trade also depends on availability of suppliers of products who make the products and supply them to retail traders for selling. Suppliers’ business conditions and relationship with traders can affect the growth of business. In similar study, Madaan (2009) and Mathur (2010) argue that distribution function includes activities in buying products from suppliers and selling goods or services or both to customers for their personal, family or household use.  
Retailers’ profitability is determined by suppliers’ price, which is sometimes a big challenge to the foodstuffs businesspersons according to the outcome of the analysis, supplier affects foodstuffs retail trade in the study area. The results indicated that the growth of foodstuffs retail trade business is determined by extent of investors’ activities in the area. Investment attracts many economic activities, creates jobs for locals as well need supply of food stuffs. In the study area, there are investment business particularly tourism which impacts on products consumers’ income. This in return increases consumers’ ability to increase demand for consumptions of foodstuffs products. Therefore it was noted by respondents that availability of enough investors in the study area facilitates the growth of foodstuffs retail business. 

The results indicated that the growth of foodstuffs retail trade business is political group in the community without decision on the business operations. Business environment, taxations and other regulations are the major area where political groups play major roles. Since the business depend largely on those dimensions and which are designed, adjusted or modified by political groups, it is obvious these groups affects the retail trade business growth as indicated by the study.
4.6.3
Retail Trade Growth performance

The study intended to find out the indicators of retail growth factors in food stuff business. The results from respondents were presented in terms of mean and standard deviation of the factors.  Based on the values of the mean the following was the interpretation of the mean value; 1.00 - 1.80 = strongly disagree, 1.81- 2.61= disagree, 2.62 - 3.42= moderate, 3.43 - 4.23 = agree and 4.24 - 5.04 = strongly Agree. Table 4.11 shows the results.
Table 4.11: Factors for Growth of Retail Trade
	Variable
	Mean
	S.D

	The amount of sales before was high compared to the current
	3.07
	1.304

	The current amount of sales is high compared to the sales before
	2.95
	1.319

	There are increases of the profit margins of the business
	2.89
	1.207

	The business has expended to many location in the country
	3.98
	1.323

	Market share of the business in food sales is growing with time 
	3.76
	0.983


Source: Field data (2020)

Table 4.11 shows the results of the weighted average result on each of the factor on the retailer trade growth, the finding reveals that on average the business is expanding to many location in the country has the highest mean (M=3.98), followed by the factor that market share of the business in food sales is growing with time which had a mean (M=3.76). The factor the amount of sales before was high compared to the current was the third in weight with a mean (M=3.07). 
Moreover, the factor, the current amount of sales is high compared to the sales before was the fourth with a mean (M= 2.95) and the last factor, there are increases of the profit margins of the business had a mean (M=2.60). Furthermore, standard deviation of each factors variation varied slightly.  This implies that the factors of expanding to many location in the country and market share of the business in food sales is growing with time were the most factor agreed by respondents to indicate the growth of their retail business.
The results indicate that the retail trade business grow in terms of performance from the business persons view on various indicators. Insipite of many challenges facing the retail business, it was shown that in Unguja Zanzibar, retail business; sales of products increases with time as consumers demands more of the products. This on the other hand causes the business to expand to other locations increasing market share and consequently the profit margins increases.
4.7 
Inferential Statistic Analysis

4.7.1
Correlation Analysis

This section presents the results of correlation analysis, which intended to indicate relationship between the dependent and independent variables used in this study. The correlation coefficient is a measure that determines the degree to which two variables' movements are associated. The range of values for the correlation coefficient is -1.0 to 1.0 and must lie within the range. In this study, the dependent variable was growth of retail trade and the independent variables were managerial factors, social factors, and economic factors and stakeholders competencies. Table 4.12 shows results of correlation analysis.

Table 4.12: Correlation Analysis
	
	
	Managerial Factors
	Social Factor
	Economic Factor
	Stakeholders Competency

	Retail Growth 
	Pearson Correlation
	.676**
	.651**
	.721**
	.882**

	
	Sig. 
	.000
	.000
	.000
	.000


**. Correlation is significant at the 0.01 level (2-tailed)

Source: Field data (2020)
Table 4.12 shows the results of correlation analysis of the variables of the study. The findings indicate that the relationship between growth of retail trade and managerial factors was 0.676 and its statistical significance is 0.01. The coefficient is positive and good which implies that as the managerial factors has strong and positive correlation with growth of retail trade. 
This indicates that per unit change in managerial factors changes retail trade growth by the magnitude of the estimated coefficient. The relationship between managerial factor and retail growth was found to be statistical significance at 1% level. The coefficient of correlation (r) between growth of retail trade and social factors was 0.651 at 1% level of significance. The coefficient is positive and good which implies that as the social factors has strong and positive correlation with growth of retail trade. This indicate that per unit change in social factors changes retail trade growth by the magnitude of the estimated coefficient The relationship was shown to be statistical significance at 1% level.

The coefficient of correlation (r) between growth of retail trade and economic factors is 0.721 and which is statistical significance at 1% level. The coefficient is positive and good which implies that the economic factors have strong and positive correlation with growth of retail trade. This indicates that per unit changes in economic factors change retail trade growth by the magnitude of the estimated coefficient. The relationship was shown to be statistical significance at 1% level since the p-value of the relationship between economic factor and retail growth was 0.000. The coefficient of correlation (r) between growth of retail trade and stakeholders competencies is 0.882 and which is statistical significance at 1% level. 
The coefficient is positive and good implies that the economic factors have strong and positive correlation with growth of retail trade. This indicates that per unit changes in economic factors change retail trade growth by the magnitude of the estimated coefficient. The relationship was shown to be statistical significance at 1% level since the p-value of the relationship between stakeholder’s competencies and retail growth was 0.000.
4.7.2
Regression Analysis

This section presents results of regression analysis of the variables of the study to determine the influence of independent variables on dependent variables. In this study, the dependent variable was growth of retail trade and the independent variables were managerial factors, social factors, and economic factors and stakeholders competencies. The influence of the variables was indicated by the P-value, which shows the significance of the effects of independent variables on dependent variables. Table 4.13 shows results of correlation analysis.

Table 4.13: The Estimated Parameters
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       _cons     7.88e-07   .0460219     0.00   1.000    -.0912521    .0912537

          SC     .9590454   .0940131    10.20   0.000     .7726347    1.145456

          EF     .0944559   .0884359     1.07   0.288    -.0808962     .269808

          SF    -.2525415   .0890918    -2.83   0.006    -.4291941   -.0758889

          MF     .0529458   .0794375     0.67   0.507    -.1045642    .2104558

                                                                              

         GRT        Coef.   Std. Err.      t    P>|t|     [95% Conf. Interval]

                                                                              

       Total    109.000139   109  1.00000128           Root MSE      =  .48268

                                                       Adj R-squared =  0.7670

    Residual    24.4630455   105  .232981385           R-squared     =  0.7756

       Model    84.5370938     4  21.1342735           Prob > F      =  0.0000

                                                       F(  4,   105) =   90.71

      Source         SS       df       MS              Number of obs =     110

. reg  GRT MF SF EF SC


Source: Field data (2020)
Table 4.10 indicated that, the estimated coefficient for the variable managerial factor (MF) was 0.0529 and the probability value was 0.507 which is greater than 5% of the significance level. This result shows that MF has no significance impact. The estimated coefficient for the variable social factor is -0.2525 and the probability values are 0.006 which is less than 5% of the significance level. This result shows that SF has a significance impact but in negative direction. The estimated coefficient for the variable economic factor (EF) is 0.09 and the probability value is 0.288, which is greater than 5% of the significance level. 
This result shows that EF has no significance impact on the food stuff retail trade. The estimated coefficient for the variable Stakeholder Competency (SC) is 0.95 and the probability value is 0.000, which is less than 5% of the significance level. This result shows that SC has a significance impact in positive direction. According to the table, the value of R-square is 0.7756, which is the coefficient of determination. The value indicated that 77.56 % of the growth of the of the foodstuffs retail trade in Unguja urban district is contributed by the factors considered in the study including managerial factors, social factors, and economic factors and stakeholders competencies. The remaining 22.44 % of growth of the business is contributed by other factors beyond the scope of the study.
4.8 
Discussion and Implications of the Findings

This section presents discussions of the study findings based on the objectives of the study which intended determine the factors affecting the food stuff retail trade in Zanzibar. The discussions of the findings will focus on the analysis results of inferential statistics, which includes findings on correlation and regression analysis.
4.8.1
Managerial Factors on Food Stuff Retail Trade Growth in Zanzibar

The estimated coefficient for the variable managerial factor (MF) was 0.0529 and the probability value was 0.507, which is greater than 5% of the significance level. This result shows that MF has no significance impact on food stuff retailer trade growth in Zanzibar. This implies that per unit change for the managerial factor lead to an increase of retail trade growth by 0.0529 taking into account other variable being used in the model remain unchanged. 
The findings show that in spite insignificant influence of managerial factor on growth of food stuff retail trade, there are contribution of managerial factor on the growth of the retail trade since it contributes 0.0529 units for every 1 unit increase of retail trade growth. The contributing reasons include the business require no managerial skills to operate it, there are trade laws and regulations that are unfair to the business, communication skills required to communicate with customers, lack of proper business plan and record keeping. The findings is conversant with Griffin and Ebert (2006) who established that small business’s manager does not understand the basic management principles; good language in communicating with customers and how to maintain proper records. 

The study results indicate that managerial factors are the important factors however do not affect the growth of the foodstuffs retail business in Unguja Zanzibar. In support of the findings, Newman and Cullen (2002) noted that management are among strong tools for creating the good image and reputation of the retail store and hence build loyalty and positive shopper perceptions. In this regard, the business retailer business performs better if management of the retail shops is effective and efficient to undertake managerial functions in the business. 
On the other hand, if management of the business is poor, the outcome of the business is always unpleasant. The results of analysis indicate that for retailer trade in Zanzibar, management skills is less important however, the business owner must possess some normal business skills through experience such as how to manage customers, suppliers as well how to respond with business regulations and financing institutions. The findings are supported by Zimmerer (2008) who noted that experience will provide practical understanding as well as knowledge about the nature of the business, which will spell out the difference between failure and success.

4.8.2
Economic Factors on Food Stuff Retail Trade Growth in Zanzibar

The estimated coefficient for the economic factor (MF) was 0.09 and the probability value was 0.288, which is greater than 5% of the significance level. This result shows that EF has no significance impact on food stuff retailer trade growth in Zanzibar. This implies that per unit change for the economic factor lead to an increase of retail trade growth by 0.09 taking into account other variable being used in the model remain unchanged. The findings show that insipite insignificant influence of economic factor on growth of food stuff retail trade, there are contribution of economic factor on the growth of the retail trade since it contributes 0.09 units for every 1 unit increase of retail trade growth. The contributing reasons include; poor infrastructure hinder the success of retail trade, high interest rate hinder entrepreneurs from securing of loan and technological change lead to the business failure. This is similar to the argument by Susman (2007) and Lambing & Kuhl (2007) who claimed that small business are particularly vulnerable in periods of high interest rates because they rarely heavily on financial institutions for seasonal borrowing.  
Moreover, the findings was contributed by low availability of capital discourage doing business, available packaging for most of the products sold and low level of purchasing power for the customers. The results from analysis indicate that economic factors are the important factors however do not affect the growth of the foodstuffs retail business in Unguja Zanzibar. Factors for economy such as availability of capital for running business, interest rate, business technology and infrastructure, customers purchasing power are all the factor noted to affects the foodstuff retail trade in Unguja Zanzibar. 
In support of the findings Kuzilwa (2005) asserted that it is hard for retailers to be able to have access to proper financing due to collateral constraints, inadequate business plan, state of economy and bureaucratic procedures in applying for loans. The findings are in the line with Silas (2005) who observed that many retail traders fail due to lack of proper financing channel. The success or failure of the business performance is largely affected by these factors. This implying that is the entire factor sound well for the business, higher performance is expected and opposite is true. 
Retail business in foodstuffs are ought sell right products and seek as well  maintain the factors of prices for products by working close with the changing economic conditions of the country to determine how to balance and associate with the factors in harmony This is consistency with the study by Bhatia (2008) and Varleys (2006) who noted that, these marketing practices; right product, price and time influence greatly the amount of sales of the respective product and hence retailing performance. The results of analysis unsurprisingly indicate that for retailer trade in Zanzibar, economic factor is less important however, the business owner must possess take great measures to ensure that all the factors of the economy are conversant with business goals. 
In particular, the business must adopt technology in all area of its operations including preservations of products, payment system and products delivery. This argument is in the line with study by Varley (2006) who asserted that consumer needs are changing, competitors are entering the market arena and technology is introducing new retailing methods to the industry which forces retailers to embrace these changes to attract new customers and maintain the existing customers. 

4.8.3
Socio-Cultural Factors on Food Stuff Retail Trade Growth in Zanzibar

Based on socio-cultural factors, the estimated coefficient for the variable Social factor (SF) is -0.2525 and the probability value is 0.006, which is less than 5% of the significance level. This result shows that SF has significance impact and implies that per unit change for the variable social factor cause decrease of retail trade growth by 0.2525 taking into account other variable that were used in the model remain unchanged. 
The result put into consideration that more participation of family member in the business, poor relationship among the community as the consumer of the product from the business, tendency of faithfulness of the assistance staff to the business, failure to provide the services to the nearly community from the location of the business are the factors that hinder the business growth in the street. The findings are consistency with Sullivan and Adcock (2002) who claim that the business should be allocated nearby the stakeholders of the respective products so as to provide full place utility store design that is interior and exterior design.

Based on socio-cultural factors the estimated coefficient for the variable Stakeholder Competency (SC) is 0.9 and the probability value is 0.000, which is less than 5% of the significance level. This result shows that SC has significance impact and implies that per unit change for the variable stakeholder competencies cause increase of retail trade growth by 0.9 taking into account other variable being used in the model remain unchanged. 
This finding portrayed the general ideas on the factors including good government laws and regulation, trade association, suppliers of products, wealth of customer and communities, enough number of investors in the country and political group who do not dominate the community decision lead growth of business as the factors that had impact to the growth of the business in the located areas. Pradhan (2006) and Bhatia (2008) pointed out the importance of regulators stakeholders by arguing that new rules are required to enable retail stores to operate every day with longer hours and utilization of part time employees without incurring any extra costs, which largely depend on politicians and the government.

This is supported by Pradhan (2006) who addressed some of the key challenges being faced by retailers worldwide by asserting that to empower consumer, retaining the consumer is difficult today, technology is aiding consumers in making sound shopping decisions. Consumers now demand more quality, choice, consistency, convenience, and service, for less money, time, effort and risk. Regulators and political groups play roles in enacting laws and regulation which favour and create good business environment for retail business, such as controlling conditions for loans, controlling corruptions among financial and law enforcement stakeholders and increasing security for the business. These findings are consistency with Nkonoki (2010) who noted limiting factors affecting progress of retail stores including corruption, in access to finances/ capital constraints, government policy, unfavourable economic conditions, theft/ cheating and lack of trust in doing business.
The findings indicated that only two factors, social and stakeholder competency had significant effect to the food stuff retail trade business in Zanzibar. This is implies that not all factors identified prior to research had significant effects on the business as some factors just contribute to the growth but have no effects in their presence or absence. The study found that the probability values for the managerial and economic factors were higher than 5% (p>0.05) significance level. These results show that managerial and economic factors have no significance impact and simple implies that whatever changes taking place in these variables cause no changes in retail trade growth. 
However, social-cultural factors including social and stakeholder’s competency have significance impact on Retail trade growth with P-value less than 5% (p>0.05). This implies that, social-cultural factors have significant effects on the growth of food stuffs retail traders in Zanzibar. Wooldridge (2003) supported the findings by arguing that for the sustainability and growth of retail business the retailer should deal with stakeholder’s competency as their contribution can lead to the success of retailing.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 
Chapter Overview 

The chapter presents the summary, conclusion and recommendations based on findings and discussions of the study. The section also highlight on limitation and implications of the study and direction for further research.

5.2 
Summary of the Main Findings
It has been revealed that, in general the food stuff retail trade in Unguja urban is influenced by managerial factors, social factors, and economic factors and stakeholders competencies. These factors either promote or hinder retail trade performance depending on business environment and market situations in a given time and place. 
Managerial factors entails managerial skills required to operate the business, trade laws and regulations, communication skills, proper business plan and record keeping. Social factors includes many number of family members assisting in running the business, relationship of salesperson to convince the customer to make purchasing, after sale services in the business and faithfulness of the seller to the buyers. Economic factors that affect food stuff retail trade are infrastructure, interest rate, technological advancement, availability of capital and level of purchasing power of the customers. Stakeholder’s competencies collect suppliers, customers, employees, political groups, local communities, investors and trade association.
The findings of the study indicated among the factors considered in the study only two factors have significant effects on the growth of retailer trade in Unguja urban district. Findings indicate that the probability values for the managerial and economic factors were higher than 5% (p>0.05) at 1 % significance level. These results show that managerial and economic factors have no significance impact on retail trade growth. It was found that social-cultural factors including social and stakeholder competency have significance impact and simple with P-value less than 5% (p<0.05). This implies that, social-cultural factors have significant effects on the growth of food stuffs retail traders in Zanzibar. The sector business success is largely influenced by social-cultural factors f consumers in the Island.

5.3 
Conclusion

Based on the subject of this study and the findings on the factor affecting food stuffs retailer trade growth in Unguja, Zanzibar as well discussion of the findings, the study give various conclusion as follows. Development of food stuff retail trade is affected by four categories of factors. These are managerial factors, social factors, and economic factors and stakeholders competencies. Managerial factors entails managerial skills required to operate the business, trade laws and regulations, communication skills proper business plan and record keeping.
Social factors includes many number of family members assisting in running the business, relationship of sales person to convince the customer to make purchasing, after sale services in the business and faithfulness of the seller to the buyers. Economic factors that affect food stuff retail trade are infrastructure, interest rate, technological advancement, availability of capital and level of purchasing power of the customers. Stakeholder’s competencies collect suppliers, customers, employees, political groups, local communities, investors, trade association. Every one of the factor recorded either advance or hinder the exhibition of the business relying upon how expertise completely could be applied and executed. The examination summed up that the greater parts of these elements are playing in a negative manner consequently frustrate the advancement of the business to most Zanzibar's. 

Accomplishment of food stuff retail exchange is accomplished when a merchant apply ably the administrative abilities and strategies, these practices convince successfully the clients to do buying, consequently increment deals and benefit. Sound administration of business support, successful stock administration aptitudes and legitimate record keeping contribute intensely to the better exhibition of the business. Disappointment of food stuff retail exchange happen when retailers work together aimlessly, they don't utilize business and administrative ability. Besides they are confronted with challenges in foundation, capital accessibility, out of line laws and guidelines overseeing the business, absence of inspiration, helpless connection with partners. 

All things considered, food stuff retail exchange is a productive endeavour given it is liberated from the components blocking its exhibition including numerous quantities of relatives aiding the business, expanding of dependability of the vendors, spending the business salary for other private consumption; for example, youngsters school expense, emergency clinic charges, family unit uses and others. Spending the business pay for none business consumptions prevent the business from making extraordinary money sparing which could be utilized to broaden and enhance the business.
5.4 
Recommendations

Based on the findings obtained on this study the following recommendations were put in consideration, namely;

(i) Since the estimated coefficient for the variable social factor has negative significant impact toward business growth therefore, the study recommended that the business owner should minimize number of family members to engage in selling the product and promote social interaction especially efficiency in service providing and good customer care.

(ii) The study recommends the government laws and regulations on SMEs business to be amended to meet a good flow of business, capacity building of trade association so as to conform with business environment, availability of enough suppliers of products for the growth of business, but more importantly political willingness so as to attract foreign and internal investors and cooperate community itself that shall ensure the sustainable development of the business. 

(iii) It is recommended that management factor such as managerial skills that is required to operate business, trade laws and regulations, communication skills required to communicate with customers, proper business plan and record keeping should be well monitored. The economic factors including poor infrastructure hinder the success of retail trade, high interest rate, technological change lead to the business failure and low availability of capital should also put under considerations.

5.5
Limitation of the Study

In the process of conducting this study, the researcher experienced some limitations. However, the researcher tried to minimize and eliminate most of them to avoid affecting the findings of the study. 
The following are the limitations encountered by researcher during undertaking this study.

(i) Time was of essence as carrying out a full range of the business in the entire population of Zanzibar.  Therefore, the finding was limited to the study area.

(ii) The study was limited to the only factors which are managerial, social stakeholder competency and economic. 

(iii) The research was limited with only primary data for analysis on examining the factors that hinder the business growth and this implies that the finding was the perception of the respondents.

5.6
Area for Future Research

Based on the study coverage and findings on the topic studied, it is obvious that, more is needed to be known concerning the subjects of retail trade in Zanzibar. In this regard, the following areas are suggested for future study;

(i) Future research should be done in the entire Zanzibar both Unguja and Pemba in all districts to get the comparability of the respondents’ perceptions. More factors should be involved, whereby different literature should be reviewed for the success of the study. 

(ii) The study also suggests comprehensive study to be conducted on the entire retailer sector to shade light on the factors affecting its performance and associated challenges. 
(iii) Since currently supermarkets and malls are growing rapidly with retail business with certain segment of the society, the study suggest more researches to be conducted on effectiveness of malls retail business on consumer satisfactions and loyalty.
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APPENDICES

Appendix A:  Questionnaires
SECTION A:  
Demographic Information
A1: 
Sex:
       1=Male;
2=Female

A2: 
Age:
       1= Below 25 years; 2= between; 25-35 years; 3= between 35-45 years;  4= above 45 years

A3: 
Marital Status:  1=Married, 2=Widowed, 3=divorced, 4= Never married

A4: 
Education Level: 1 = primary, 2=secondary    3= diploma, 4=university degree and 5= other qualification
A5: 
For how long have you been engaging in this business?

1 = 1 year, 2= 2 years,   3= 3 years, 4= 4 years, 5= above 4 years.

A5: 
Are you employed elsewhere?   

1= Yes                                 2= No

SECTION B: Questions on Objectives of the Study
The following questions were targeted to answer the objectives of the study on examining the factors that affect growth of business retail trade in urban west district in Unguja. 
Statements on factors were given based on the Likert scale and ranged from strongly disagree to strongly agree. 
	
	               Managerial Factors
	
	
	
	
	

	
	(Strongly Disagree =1, Disagree=2, Moderate = 3, Agree = 4 and Strongly Agree=5)
	1
	2
	3
	4
	5

	1
	Managerial skills that is required to operate business
	
	
	
	
	

	2
	Unfair trade laws and regulations
	
	
	
	
	

	3
	Communication skills required to communicate with customers
	
	
	
	
	

	4
	Lack of proper business plan
	
	
	
	
	

	5
	Lack of proper record keeping
	
	
	
	
	

	
	Social Factor


	
	
	
	
	

	
	 (Strongly Disagree =1, Disagree=2, Moderate = 3, Agree = 4 and Strongly Agree=5)
G; Collateral requirement
	
	
	
	
	

	1
	Many number of family member assisting the owner in running the business

	
	
	
	
	

	2
	Gender of the owner of the business 
	
	
	
	
	

	3
	Personal characteristic nature that influence the retail trade success
	
	
	
	
	

	4
	Poor relationship of sales person to convince the customer to make purchasing 
	
	
	
	
	

	5
	Lack of services are after sale services available in the business
	
	
	
	
	

	
	Economic Factor
	
	
	
	
	

	
	 (Strongly Disagree =1, Disagree=2, Moderate = 3, Agree = 4 and Strongly Agree=5)

	
	
	
	
	

	1
	Poor infrastructure hinder the success of retail trade


	
	
	
	
	

	2
	High interest rate seem to be obstacle of secure loan for entrepreneurs
	
	
	
	
	

	3
	Do you think technological change lead to the business failure
	
	
	
	
	

	4
	Low availability of capital discourage doing business 
	
	
	
	
	

	5
	Availability of different size of packaging for most of the products sold in the store
	
	
	
	
	

	6 
	Level of purchasing power for the customers
	
	
	
	
	

	
	Stakeholders Competency 


	
	
	
	
	

	
	 (Strongly Disagree =1, Disagree=2, Moderate = 3, Agree = 4 and Strongly Agree=5)
	
	
	
	
	

	1
	Good Government Laws and Regulation lead growth of business
	
	
	
	
	

	2
	Ability of trade association lead to build good business environment
	
	
	
	
	

	3
	Availability of enough suppliers of products lead growth of business
	
	
	
	
	

	4
	Wealth of customer and communities to buy the products lead growth of business
	
	
	
	
	

	5
	Enough number of investor in the country source of growth of business
	
	
	
	
	

	6
	Political group who do not dominate the community decision lead growth of business
	
	
	
	
	

	
	Growth of retail trade
	
	
	
	
	

	
	 (Very Low =1, Low=2, Moderate = 3, High = 4 and   Very high=5)


	
	
	
	
	

	1
	The amount of sales at the beginning was very high compared to the current
	
	
	
	
	

	2
	The amount of sales at the current was very high compared to the beginning
	
	
	
	
	

	3
	Is there any increases of the profit margin of the business
	
	
	
	
	

	4
	The business is expanding to many location in the country
	
	
	
	
	

	5
	Market share of the business in food sales is growing with time 
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