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Effective distribution has become a big challenge to Fast Moving Consumer Goods especially carbonated soft drinks manufacturers. SBC Tanzania (Pepsi bottler) shifted from direct selling to indirect selling model operating through the appointed distributors; termed as route-to-market model. The objective of this study was to assess the effectiveness of this strategy to FMCG – carbonated soft drinks category as implemented by SBC Tanzania Dar es Salaam Plant specifically investigating the stock availability/stock norm maintained by distributor, examining how effective is just in time stock supply, determining the extent to which customer service has been improved and examining the extent to which market feedback has been improved. 
Stratified sampling of 50 respondents consisting of SBC Sales team and distributors was selected; using both qualitative and quantitative research approach in data collection. Questionnaires, interview, observation and documentary review were the tools used in collecting data before analysing them by SPSS.

Findings showed that route-to-market was somehow effective; market feedback was immediate, customer service was improved, and stock was available but not across the range. There were discrepancies noted on having enough warehouses, price was escalated by distributors’ salesmen, territories were not fully served and utilised as a result sales volume was not satisfactory leading into lost market share, decreased profits, and low products visibility in the market.
It was recommended that the company should recheck its RTM strategy’s checklist from distributors appointment to adhering to the Key Performance Indictors set for mutual goals achievement. 
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[bookmark: _Toc400614131]1.1 Background to the Problem
Global competition, a key aspect in today’s business boardrooms, has forced organizations to compete as demand chains as opposed to individual entities in order to outdo their rivals by improving the physical distribution and service quality of their products through provision of high customer service levels while minimizing the logistical related costs (Friday et al 2011). According to Deloitte Touche Tohmatsu review on soft drinks (2005), the beverage industry is extremely competitive, with private labels greatly inﬂuencing the environment. The beverage market includes several different products that can be grouped into two main categories: alcoholic (beer, wine, spirits) and non-alcoholic (carbonated soft drinks, juice, water, sports drinks, etc.) Within the soft drink sector, carbonated soft drinks (CSD) continue to dominate the market, encompassing traditional ﬂavored beverages as well as sugar-free and caffeine-free drinks, which have soared in popularity. Simultaneously, manufacturers are focusing on innovation in order to maintain growth.

The global carbonated soft drinks industry is a tight oligopoly with Pepsi and its chief competitor Coca Cola, comprising 70% of the total market (Angelkov et al, 2003). Three leading companies have prominent presence in the soft drink industry; the Coca-Cola Company, PepsiCo, and Cadbury Schweppes.  According to the Coca-Cola annual report (2004), it has the most soft drink sales with $22 billion (Deichert et al 2006).
While Coca-Cola Company (KO) has a higher worldwide share of carbonated soda beverages, PepsiCo has a more diverse product line and leads the industry in non-carbonated soft drink innovations (PepsiCo, 2008). PepsiCo's revenues are substantially higher than Coca-Cola's, due to PepsiCo's snack and convenient foods business, a market in which KO does not participate. Global beverage sales for PepsiCo in 2000 were $7.6 billion; however, sales growth has averaged only three to four percent in mature markets such as North America (Angelkov et al, 2003). PepsiCo Annual report for the year 2010 reveal that more than 45 percent of its revenue come from outside the United States, with approximately 30 percent coming from emerging and developing markets. Globally, PepsiCo operates more than 100,000 routes, serves approximately 10 million outlets almost every week and generates more than $300 million in retail sales every day (Pepsi Co, 2010).

In recent years, the beverage industry globally has been faced with new opportunities and challenges. Changing consumer demands and preferences require new ways of maintaining current customers and attracting new ones. Amid ever-increasing competition, beverage companies are intensely urged to court customers, offer high-quality products, efficiently distribute them, ensure safety, and keeping prices low – all while staying nimble enough to exploit new markets by launching new products. In this environment, success depends on a company’s ability to quickly capitalize on emerging opportunities (Ray, 2012).

CSD in Africa is dominated by Coca Cola and Pepsi cola. Pepsi has distribution agents across Africa and operations in Nigeria, Ghana, Tanzania and Kenya (all under SBC Ltd), Uganda, and South Africa where it returned in 2006, after withdrawing in 1985 in protest over apartheid adhered to different social imperatives and suffered exceptional low market shares as a result  (Spivey, J.K., 2009).

Beverages industry in Tanzania especially the CSD is experiencing ever growing stiff competition due to high quality brands, competitive prices, high integrated marketing communication, and new entrants to the core cola giants Coca-Cola and Pepsi. From year 2000 we have witnessed new companies and brands mushrooming in the market; Anjari, Sayona, Azam, Sippy soda, and latest launched MO Soda from Mohamed Enterprises Limited in 2014. However, the option for substitute products (juices, drinking water, tea, energy drinks etc), corresponds to the five competitive forces as propounded by Michael Porter (1985). In an interview with Aboubakar Bakhressa the Executive Director of Bakhressa Group conducted by Voices of Tanzania (www.voicesoftanzania.com) he says “…then back in the beverage side we now produce Uhai drinking water, Azam juice produced from the local fruits and as well as our new branch of business Azam Cola carbonated soda, which we are competing with the big boys Pepsi and Coke Cola” 

Carbonated soft drinks manufacturers in Tanzania are however abiding to Kotler’s propounded marketing strategies; Product, price, promotion, and placement (Kotler, 2009) in implementing their marketing strategies and beat competition. However, the challenge lies on the effective distribution of their products keeping in mind the nature of consumers, infrastructure, economies of scale and creating job opportunities to others (in a distribution network). CSD consumers in Dar es Salaam Tanzania buy what is convenient and affordable to them simply because of the ever growing stiff competition, weather condition which favors consumption and the nature of the country’s economy (Michael,  2006). 

This case is similar to Seven-up Bottling Company (SBC) Tanzania Limited the sole bottler of Pepsi-Cola range of products in Tanzania whereby the key problem in effective marketing goals lies on effective distribution of the soda to the final consumer; how to make the products available at the points of sale (POS), at the required time. For many years SBC Tanzania adopted the two models of distribution; direct selling and indirect selling (Michael, 2006) which were the most successful channels of distribution. Direct selling which involved company’s route sales truck selling to the retailers points, though costful was the most successful strategy in terms of opportunities exploitation, new product launching, customer service and accounts retention due to strong tie made between the company and its customers through salesmen. Indirect selling involved selling to retailers through middlemen; distributors and stockists/wholesalers (SBC Tanzania Annual Report, 2012).

However, Kottler and Keller (2009) urge that channel arrangements must be reviewed periodically and modified when distribution is not working as planned, consumer buying patterns change, the market expands, new competition arises, innovative distribution channels emerge, and the product moves into later stages in the product life cycle. 

Distribution channels are probably the most visible aspect of any company’s marketing efforts. Distribution channel is defined as a chain of intermediaries through which the product is passed down the chain to the next organisation viz. distributor & retailer, before it finally reaches the consumer (Ray, 2012). The distribution network plays a vital role in maximising sales and market share of any FMCG company as a result of deeper market penetration, efficient product availability and promotion (Ray, 2012). 

A documentary review from the Zambia Post Online on Tuesday 24th December  2013 authored by Chibamba Kanyama (www.postzambia.com) on Route-to-Market, postulates that the sales and distribution department enjoys more attention than any other department in a company because it links all departments in a company in achieving set goals.  He further stresses that the products that Zambian Breweries produced were on the table of every Zambian household across the country, 24 hours a day, seven days a week and that every bottle that was accessed and consumed had been paid for. The principle being finance would only recognize a sale when money hit the account. Kanyama was stressing out how MNCs are ruthless on their business transactions, giving no chance of insolvency and any possibility of liquidity challenges by having a business distribution model called Route-to-Market. 

A study by Friday (2007), recommends that in the quest to improve physical distribution service quality (PDSQ), other factors like; inadequate storage facilities, low electricity and information communication technology penetration rates among other factors, should be given an attention.
[bookmark: _Toc400614132]1.2 Statement of the Research Problem
In Tanzania particularly Dar es Salaam the hub of the country’s economy, there are many carbonated soft drinks manufacturers operating in the region and the nearby regions. These include Bakhresa Food Products under Azam Group Ltd manufacturer of Azam soda, Anjari Soda Ltd manufacturer of Anjari soda from Tanga, Mohamed Entreprises Ltd manufacturer of MO Soda, SBC (T) Ltd manufacturer of Pepsi, Coca Cola Kwanza Ltd manufacturer of Coca cola, Sayona Drinks Ltd manufacturer of Sayona soda, and Super Sip Ltd manufacturers of Sippy soda. All these companies are registered by Tanzania Food and Drugs Authority (TFDA) (www.tfda.or.tz)

Due to stiff and mounting competition which has been eased among other issues, the favorable country’s trade policy, Coca-cola and Pepsi (who used to dominate the carbonated soft drinks market in Tanzania) have been opting short term and long term different marketing strategies to retain and gain more market share, earning profits, making the stock available meanwhile observing their role on paying their fees to their respective franchisors. 

Effective distribution (meaning that making the stock available at the right time with the right quantity and or flavor to the point of sale) has become a big challenge to these giant CSD manufacturers. Both SBC and CCK used to distribute their soda to outlets (point of sale) directly by using their sales trucks (Michael, 2006). Due to challenges which were being experienced day to day such as high traffic, impassable narrow or rough roads, truck breakdowns, high risk of losing cash/money from sales, high stock demand in the market, and most of all high costs of operations, direct selling model was not a productive strategy. These companies slowly started looking for middlemen, whom they termed stockists to assist in distribution of stock in their areas, making the stock available to retailers (outlets) and consumers. Therefore both direct selling and the new model – indirect selling were used by these companies. 

However due to low margin which was given to these stockists, plus shortage of unsporting logistics (enough warehouse and distribution trucks) these companies realised that yet distribution was not effective as expected. Stocks were not available to outlets as expected therefore these companies changed their models of distribution. CCK Ltd in 2004 June, opened depots in different areas of the city and upcountry and operated directly from there to the market. These depots were then given to people whom the company approached and narrated about the operational model. They were then called Manual Distribution Centres (MDCs) and Key Distribution Centres. This distribution strategy was termed as Route to Market whereby distributors were being facilitated by the company with conditions in hand; - given high margin, given a defined territory, personnel support, and distribution trucks. This model has been an effective strategy to CCK since then. 

For SBC Tanzania Ltd, route to market started in April 2012 (SBC Sales &Marketing Operation Manual, 2012) with similar features to CCK Ltd’s. However, in the implementation process of RTM, SBC has witnessed different challenges with impact on dropped sales volume and dropped market share (putting new companies entering in the industry, and other factors aside). The author was interested to assess the effectiveness of the model in ensuring that effective distribution was being done; whether the appointed distributors comply with the outlined or set SBC RTM checklist, considering the nature of the economy, and the infrastructure available, and whether the company was prepared enough to support the implementation of the model. It was the intention of the researcher to investigate the applicability of this model of distribution from direct distribution and indirect distribution to modern businesses especially the fast moving consumer goods industry. This study was conducted at SBC Tanzania Limited - Dar es Salaam Plant to represent the FMCG sector especially the beverage industry; carbonated soft drinks in Tanzania for they are always purchased by many consumers.

[bookmark: _Toc400614133]1.3 Objectives of the Research
[bookmark: _Toc400614134]1.3.1 General Objective
The general objective of this study was to assess the effectiveness of route-to-market distribution strategy to FMCG industry, carbonated soft drinks category based at SBC Tanzania Limited the Pepsi bottler in Dar es Salaam.

[bookmark: _Toc400614135]1.3.2 Specific Objectives
Specifically the study was intended to;-
i. Investigate the stock availability/stock norm as per SKU maintained by distributor
ii. Examine how effective is just-in-time stock supply to points of sale in ensuring RTM implementation.
iii. Determine the extent to which customer service has been improved due to effective RTM
iv. Examine the extent to which market feedback has been improved due to effective RTM

[bookmark: _Toc400614136]1.4 Research Questions
[bookmark: _Toc400614137]1.4.1 General Research Question
How effective is the SBC Tanzania Limited’s Route-To-Market distribution strategy in ensuring that the stock is made available to final consumers?

1.4.2 [bookmark: _Toc400614138]Specific Research Questions
i. What is the stock norm maintained at distributor’s point of sale?
ii. What elements justify Just-In-Time stock supply to points of sale in ensuring RTM implementation?
iii. How customer service has been improved due to RTM implementation?
iv. How is immediate market feedback improved due to RTM implementation? 

[bookmark: _Toc400614139]1.5 Significance of the Study 
This research work is beneficial to different stakeholders. First and fore most the study is important to any cost conscious, profit oriented company especially fast moving consumer goods industry which have an obligation to manufacture and or sell in order to excel in its business operations. In this case SBC Tanzania Limited can learn something from the outcomes of this study so that its RTM strategy can be meaningful in this stiff competitive carbonated soft drinks industry. This complies with Friday (2011) research work that the study provides more efficient distribution options that could be applied by the soft drinks manufacturing firms to increase customer services and satisfaction.

Also the study is relevant to third party operators; - distributors and wholesalers in deciding which bottler to work with if the checklist is compatible to their business plans. Some companies are forcing third party operators to be exclusive dealers meanwhile the margin is lower than its competitors’ and sometimes cash flow is slow compared to competitors’. The study has also gave a chance to policy makers in eyeing the effects of distribution strategy in means of alleviating poverty, and attain the Millennium Development Goals which calls for companies to assist women as they are the drivers of the economy (Source: United Nations Women, 2014) .

Moreover, this study is relevant to business consultants who are mostly working on distribution strategies. Findings in this study reveal how far companies can use RTM in excelling in their business operations meanwhile checking the challenges that may limit.

[bookmark: _Toc400614140]1.6 Scope of the Study
This study focused on effectiveness of route to market distribution strategy to fast moving consumer goods industry - carbonated soft drinks category. The study was conducted at SBC Tanzania Ltd the sole bottler for Pepsi products in Tanzania, basically the DSM Plant which looks after Dar es Salaam, Pwani, Unguja, Lindi, Mtwara, Morogoro, Dodoma and Tanga regions.
 
Other plants or areas were left out because Dar es Salaam is the hub for all the physical distribution operations, facing a lot of challenges considering the mounting competition and increasing population density meanwhile putting into consideration the likely limitations on funding, the time frame within which this study should have been completed, it was not possible that the whole country could be covered effectively. However, the findings from Dar es Salaam provide a true representation of RTM in different companies/plants in the country.

[bookmark: _Toc400614141]1.7 Organisation of the Study 
This study is organized in five chapters. The first chapter was on the background, preliminary issues on the objectives of the research, research questions, and the relevance of the study. Chapter two is about digging in the secondary data from different literatures; conceptualizing, reviewing theories, and the conceptual and theoretical frameworks.

In chapter three, the methodology used in this study is presented; the research design, sampling procedure, methods of data collection and tools for data analysis. Moreover, chapter four covers data presentation, data analysis, and data interpretation. Different analyses were done based on research questions which emanates from the specific objectives of this study. Presentation of the findings is done before recommendations and conclusion is drawn in chapter five. To supplement the study, list of references made is also presented to acknowledge the works of others.

[bookmark: _Toc400614142]
CHAPTER TWO
[bookmark: _Toc400614143]2.0 LITERATURE REVIEW

[bookmark: _Toc400614144]2.1 Introduction
This part will be based on literature review. Literature review is an important tool in demonstrating relevance and significance of the problem (Mbwambo, 2010). Different scholars, journals, books, newsletters, company documents and reports, web pages, dissertations review, and any other fruitful literatures will be used in the course of answering the research questions presented in the previous chapter.

[bookmark: _Toc400614145]2.2  Conceptual Definitions
[bookmark: _Toc400614146]2.2.1 Distribution Strategy
Dutta (2011) defines a channel of distribution, or marketing channel as the structure of intra-company organization units and extra company agents and  dealers, wholesale and retail through which a commodity, product or service is marketed.

Channels of distribution as defined by American Marketing Association are an organized network (system) of agencies and institutions which, in combination, perform all the functions required to link producers with end customers to accomplish the marketing task (AMA 2009, as cited in Dutta, 2011)

Kottler (2009) defines channel of distribution as a set of interdependent organizations (intermediaries) involved in the process of making a product or service available for use or consumption by the consumer or business. Kottler (2009) further insists that channel of distribution is an important element as every producer seeks to link together the set of marketing intermediaries that best fulfill the firm’s objectives. This set of marketing intermediaries is called the marketing channels also known as trades channel or channel of distribution.

Moreover, Stanton (1985) defines channels of distribution for product as the route taken by the title to the goods as they move from the producer to the ultimate consumer or industrial user. Similarly Cundiff, et al., (1985), lament that marketing channel are the distribution network through which producers’ produce, flow to the market. A marketing channel system is the particular set of marketing channels employed by a firm (Kottler and Keller, 2009). According to these authors, decisions about the marketing channel system are among the most critical facing management; - For instance, in the United States, channel members collectively earn margins that account for 30% to 50% of the ultimate selling price, whereas advertising typically accounts for less than 7% of the final price.

The current reorganization of distribution has been made possible through technical development progress in manufacturing technology, particularly in terms of shorter lead times, has made new distribution configurations available. Improvements in logistics efficiency have affected the conditions of physical distribution; Information technology - a key tool in the restructuring process, has been instrumental both to improvements in terms of joint coordination of activities and to companies’ strategies and operations, both on the selling side and the buying side ( Hulthén and Gadde, 2007).
[bookmark: _Toc400614147]2.2.2 Fast Moving Consumer Goods
Business dictionary (www.businessdictionary.com/definition) defines FMCG as frequently purchased essential or non-essential goods such as food, toiletries, soft drinks, disposable diapers. Majumdar (2004) defines Fast-Moving Consumer Goods (FMCG) or Consumer Packaged Goods (CPG) as the products that are sold quickly and at relatively low cost. Examples include non-durable goods such as soft drinks, toiletries, over-the-counter drugs, toys, processed foods and many other consumables. 

Ray, (2012) defines fast moving consumer goods as low involvement products which are easily purchased by the customers interchangeably as per their convenience; Brand switching is very common, that is if a product is not available in one brand, the consumer would conveniently purchase the same product of another brand. Moreover, Çelen, et al., (2005) reveal that FMCGs constitute a large part of consumers’ budget, its supply to households attracting considerable interest from consumers and policy-makers in daily provision of the essential products at high quality and low cost. It is further stated that typical purchasing of these goods occurs at grocery stores, supermarkets, hypermarkets, lamenting that every one of us uses fast moving consumer products every day (www.fmcg.ws).

2.2.3 Carbonated Soft Drinks
Carbonated Soft Drinks (CSD) are the sweetened, non-alcoholic drinks containing carbon dioxide, excluding tea-based products (included in iced tea drinks) and any products meeting specific sports or energy performance-enhancing claims included in sports drinks and energy drinks respectively (Canadean, 2008).
The soft drink industry is concerned with the production, marketing, and distribution of nonalcoholic, and generally carbonated, flavored, and sweetened, water-based beverages (Encyclopedia.com, 2014).  Harvard Dialect Survey done by Vaux (2011) reveals that a soft drink (also called soda, pop, soda pop, fizzy drink, seltzer, mineral, lolly water or carbonated beverage) is a beverage that typically contains carbonated water, a sweetener and a flavoring. The sweetener may be sugar, high-fructose corn syrup, fruit juice, sugar substitutes (in the case of diet drinks) or some combination of these. It is further stressed that soft drinks may also contain caffeine, colorings, preservatives and other ingredients.  Soft drinks are called "soft" in contrast to "hard drinks" (alcoholic beverages). Small amounts of alcohol may be present in a soft drink, but the alcohol content must be less than 0.5% of the total volume.

By the year 2001 in USA, the soft-drink industry included approximately 500 U.S. bottlers with more than 183,000 employees, and it achieved retail sales of more than $61 billion. Americans that year consumed an average of 55 gallons of soft drinks per person, up from 48 in 1990 and 34 in 1980 (Encyclopedia.com, 2014). 

SBC Tanzania Limited is in Tanzania since 2001 (www.sbctz.com) producing, marketing and distributing carbonated soft drinks from PepsiCo (Pepsi, Diet Pepsi, Mirinda, Evervess, Mountain Dew, Seven Up) having plants (factories) in Dar es Salaam, Mwanza, Mbeya, and Arusha.

[bookmark: _Toc400614148]2.2.4 Route-To-Market Concept
A route to market is the distinct process through which a product or service can be selected, purchased, ordered, and received by a customer. In other words, it represents a “format” for accessing a customer base (Jindal et al., 2006). Route to market is defined by encyclopedia online (May 2014) as the supply chain that a product follows to get to the final consumer. 

Kohlmann, (2014) defines route to market as a 'path' or 'pipeline' through which goods flow in one direction (from supplier to the consumer), and the payments generated by them flow in the opposite direction (from consumer to the supplier). For Tata Strategic Management Group in India (2014), route-to-market is defined as a mix of channels and type of channel intermediaries chosen by a company to facilitate the flow of its products/services from its warehouse or service delivery location to its multiple targets. A Route-to-Market (RtM) for a typical FMCG company (in India) could comprise a mix of the Company-Distributor-Retailer model in urban markets, the Company-Super Stockist/Substockist-Retailer model in rural markets and the direct-to-retail model for organized retailers. In India, companies have innovated their RtM to give themselves an edge over competition in both urban and rural markets (Tata Strategic Management Group, 2014)  

Furthermore route to market is more than just the distribution of products and services; “it is a way of thinking, a way of making new connections with customers to exploit new commercial opportunities.  It is the essence of the way customers and a business interact (Jindal et al., 2006)
From above scenarios, route to market is the way companies define its distribution strategy to ensure effective distribution is being done. While others rely solely on direct distribution from the plant/factory to the point of sale in this case retailers where final consumer can get it easily, other companies opt for indirect distribution by having middlemen who can either be agents, wholesalers, stockists/super stockists, before product is sold to retailers.  

[bookmark: _Toc400614149]2.3 Theoretical Literature Review 
In this part, researcher analyses the market orientation theory, Social exchange theory, and the RTM modeling theory. 

[bookmark: _Toc400614150]2.3.1 Market Orientation Theory
Market orientation is the extent to which a firm focuses deeply on the needs and preferences of end customers, as well as centering on competitor initiatives (Frazier, 1999). Frazier further stresses that while receiving considerable attention in the general marketing literature, market orientation had been ignored in the channels literature whereby it was found that the market orientation of the supplier organization is positively related to the market orientation of the distributor and distributor commitment to the dyadic exchange relationship. How distribution channels are organized and managed will likely influence the market orientation of entire industries as well as individual firms therein. 

Channel bonding capabilities are valuable to market-driven organizations, as they promote market sensing and intelligence sharing within the channel system. However, Frazier (1999) is challenging that an empirical research into these possibilities would be valuable. Moreover, additional research is needed into the relationships examined by Siguaw et al. (Lee et al., 2008), including a better understanding of why and how one firm’s market orientation will affect the commitment of associated channel members. 

2.3.2 Customer Orientation Theory 
Customer orientation is about creating customer value, understanding customer needs, and providing and measuring customer satisfaction (Narver and Slater, 1990).  Usually, a firm creates value for its customers by either increasing the benefits or decreasing the cost of purchase.  This orientation is manifested, for example, in the target marketing strategy followed by a firm, which influences customer value through criteria such as quality, price, and brand image (Treacy and Wiersema, 1993).  This targeting strategy should influence the variety of routes to market a firm adopts.  For example, a firm that offers a differentiated product or service creates value for only a few customer segments.  To reach these specific segments, it likely will use only a narrow variety of routes.   

Because the routes to market provide distinct customer contact formats for how a firm delivers customer satisfaction, it is likely to base its variety of routes on its knowledge of customer needs and its desire to fulfill them (Levy and Weitz, 2001).  For example, a firm that believes it needs cooperation from its intermediaries for the satisfactory delivery of its product or service likely will use a narrow variety of routes to avoid increasing intrabrand competition. In addition, customers are becoming increasingly sophisticated in their information gathering and product search (Nunes and Cespedes, 2003).  SBC Tanzania therefore must consider customer search behavior when it decides on the variety of its routes to market.  For example, if customers are likely to search widely for a product, then the company should make its brand available through a broader variety of routes.

[bookmark: _Toc400614151]2.3.3 Social Exchange Theory 
Social exchange theory, originates from sociology studies exploring exchange between individuals or small groups (Crotts and Pan, 2003). The theory mainly uses a cost-benefit framework and comparison of alternatives to explain how human beings communicate with each other, how they form relationships and bonds, and how communities are formed through communication exchanges. The theory states that individuals engage in behaviors they find rewarding and avoid behaviors that have too high a cost. In other words, all social behavior is based on each actor’s subjective assessment of the cost-benefit of contributing to a social exchange. The mutual reinforcement could be analyzed through a microeconomic framework, though the rewards are often not monetary but social, such as opportunity, prestige, conformity, or acceptance (Crotts and Pan 2003).

In addition Frazier (1999) stresses that, other theories, such as exchange theory and social network theory, need to be applied to the channel integration area to broaden the theoretical base and reduce likely specification error in channel integration. Such factors as the financial resources of the company, its core competencies, the importance of the product market in question to the firm, and customer characteristics (e.g., size, needs and preferences) are likely to affect reliance on direct or indirect channels. In fact, the fundamental determinant of channel integration will, in all likelihood, be the average order size from individual customers. Small to moderate-sized customers cannot be economically served by traditional direct channels because selling and operational costs would surpass the revenues. It is this theory which forces SBC (T) Ltd to consider mutual benefits between its stakeholders be it distributors or final consumers in ensuring that each is benefitting; consumer is satisfied and distributor get the stock and other facilitations as agreed in the RTM, while accomplishing his duty of selling the stock as required.        

2.3.4 RTM Modelling Theory
Below are proposed issues to consider (checklist) when implementing and monitoring the Route-to-Market according to The Supply Chain Lab 2014 (www.africasupplychainfrontier.com) major RTM consultancy group in Africa.
Channels – It is about servicing the focused channels
Service and coverage – This is how frequently the outlets receive service and whether the total outlet base is covered.  Service should be sufficient 
Responsibility – There should be people doing the order generation and account development and to in line with the model designed.
Quality of call – Observing the service quality.
Delivery - Verifying deliveries to the outlets. How long does the delivery process take?
Stockholding - Checking the stockholding and warehouse space. There should have sufficient stock to service the outlet base.
Distance - Reviewing the distance from the stock point/distribution centre to outlet base.
Time study - Assessing in-outlet and travel times. There should be a sufficient time to conduct these tasks
Sources of supply - Exploring where outlets receive product from. Checking whether they also receive / make top-ups directly from the wholesaler when they run out
Inventory levels - Reviewing the outlet inventory levels by SKU.
Execution levels & standards - Exploring the current execution levels.
Routing - there should be route lists and maps up to dated
Scheduling and routing - There should be clear route schedules and well defined routes.
Aids - This is how sales toolkit is used and how it is communicated to the outlets.
Flow - Understanding the product, cash and information flow. Any bottlenecks in the system should be rectified.
Communication - Reviewing communication between the key partners and individuals.
Financial impact - Tracking financials as per the financial model. Ensuring that all information is collected to keep the model updated.
Key Performance Indicators (KPIs) - There should be key performance indicators tracked by the sales team; tracking outlet activation, strike rate and sales.
Sharing - Reviewing how KPIs and Performance Tracking is shared.
Tracking knowledge - Ensuring tracking and monitoring systems are clear to all parties.
Processes - Processes should be well defined and standardized.
Reviews - Scheduled reviews and feedback sessions should be done. Reviewing also how the project is supervised.
Feedback - feedback loop should be checked if any.
Accountability issues - There should be no overlapping processes and unclear accountability.
Training - Regular trainings and coaching sessions should be conducted.
Job Description - Clear job cut should be stated; who does what and reporting to whom.  

An effective RTM is built on four pillars; market-driven, coherent, balanced, and flexible (Navarro, C., et al 2010). The pillars represent the qualities of effective, efficient routes to market, as well as the design principles by which RTM models are constructed.
Market-driven: The most effective and efficient RTM models are designed from the market back, ensuring that they are properly aligned with customer and consumer needs.

Coherent: It must be properly aligned and integrated with the company’s overall customer service framework. The decision and design parameters should flow down from the top, and support flows up from the bottom

Balanced: An effective RTM platform must enable identification and balancing of competing priorities in the design and operation of RTM models. There are three sets of priorities that must be considered: customer needs and preferences, which determine satisfaction and affect growth potential; revenue growth (which determines market share and volume) and total cost-to-serve, which determines the economic feasibility and profitability of serving both individual customers and customer segments.

Flexible: Finally, because FMCG companies must manage an increasingly diverse customer base with differentiated RTM models, a high-quality design platform must include a method for understanding RTM routes in functional terms, a full palette of design alternatives for constructing them, and a method for determining which alternatives are best suited to individual customers and customer segments.

Accenture, the global management consulting, technology services and outsourcing company (Gardener and Bockstaele, 2009) propounds that more than 60% of people in Africa live in rural areas and have limited access to transportation to reach the final consumer can be extremely costly and difficult, calling companies to build strong sales and distribution networks by leveraging a mix of third party, wholesale, and direct-distribution RTM models. 

However, different authors and RTM consultants advocate the importance of RTM. According to The Paramarketing Group, a management consulting firm (Raulerson, et al 2009), world class companies use RTM as it provides a quick and proven methodology for aligning marketing, sales and distribution, and for optimising spending in these areas, which can total 30% or more of operating expenses. Optimizing spending in these areas provides the next step for profitable growth because most companies have already obtained as much benefit as they can from optimizing their supply chains, manufacturing and finance. 

Moreover, RTM has the following prons to companies according to Paramarketing.com; - (1) can spend less and sell more (2) can get the right products and services to the right customers at the right time (3) can retain existing customers and secure profitable new customers, (4) can optimize marketing mix and sales and distribution channels to maximise revenue and profitability throughout the product life cycle. Furthermore, RTM can assist management to get everyone in product management, marketing, sales, customer service, and distribution partners aligned and working together to maximise results. Chibamba Kanyama (The Zambia Post, Tue 24 Dec. 2013) insists that defining a flexible route to market helps the company maximise revenue and profitability.

Kottler and Keller (2011), stress that today’s successful companies are multiplying the number of “go-to-market” or hybrid channels in any one area. They are giving an example of Hewlett-Packard that the company it uses its sales force to sell to large accounts, outbound telemarketing to sell to medium-sized accounts, direct mail with an inbound number for small accounts, retailers for still smaller accounts and consumers, and the internet to sell specialty items.

Navarro et al., (2010) address the need for RTM to companies that it is essential to sell and deliver products and to service trade accounts. RTM enable profitable growth, service excellence, and consumer engagement at the point of sale. But they are also alerting that the more diverse a company’s customer base and product portfolio and the more competitive their market, the more challenging it is to design effective and efficient RTM models. 

However, the route to market is said to be an obstacle that companies must overcome to build a successful business in any (African) market (Gardener and Bockstaele, 2014). This is especially the case with Basic Survivors and Working Families segment, which companies can reach most effectively by employing locals to act as agents, or by partnering with local organizations that have links into the rural market.
   
[bookmark: _Toc400614152]2.3.5 Physical Distribution Strategy at SBC (T) Limited
Michael (2006) reveals that distribution is a major marketing activity done by SBC Tanzania Limited ensuring that its products move from the plant until when it reaches final consumer. In so doing the company uses its trucks and hired trucks of different capacities to physically distribute the products both for the city market (Dsm) and upcountry market which is Dodoma, Tanga, Lindi, Mtwara, Zanzibar and Pwani. For instance, in year 2004, 30 trucks with capacity of 320 cases each were introduced to improve route distribution in Dar city and its suburbs (SBC Link Issue No.7 July, 2004 “SBC on the Move”).

However at SBC, distribution is typically physical one that is, the transportation and storage of goods move from the producer to the final consumer (Michael, 2006). Dave and Dransfield (1995) argue that physical distribution is about getting the product or service to customer while Friday (2009) reveals that physical distribution service quality is concerned with timely and reliable flow of goods from the receipt of an order until when the goods are made available to the customer. It requires optimization of logistics elements; production planning and demand forecasting, information management, routing and tracking, transportation, order processing, material control and warehousing, with the aid of communication technologies to allow efficient sharing of information, decision synchronization and incentive alignment, to achieve improvement in the customer service levels. 

Stanton (1981) argues that physical distribution involves the flow of products from supply source to the firm and from the company to its customers. Executives who manage physical distribution are responsible for developing and operating efficient flow systems. Their goal is right amount of the right products to the right place at the right time. Physical distribution costs SBC a substantial part of its operating costs especially in trucks hiring costs and related costs (Michael, 2006).

According to Kottler (2009), physical distribution is not only a cost but also a potential tool in demand creation. Companies attract additional customers by offering better services or lower prices through physical distribution improvements. Companies loose customers when they fail to supply goods on time similar to Panda (2012) who argues that marketing management in future will become more costful and investments sensitive; physical distribution activities will play an even important role in determining the effectiveness of marketing strategies. 
[bookmark: _Toc400614153]2.4 Empirical Literature Review 
The researcher reviewed cases of different companies which are using or implementing the Route-to-market model. Most of the companies reviewed are in beverage industry as part of the FMCG. Companies reviewed include SABMiller the South African Brewing Company (also a major shareholder of Tanzania Breweries Ltd), Tanzania Breweries Plc, Diageo the major shareholder of Serengeti Breweries (T) Ltd, Heineken Nigeria which is under the Nigeria Breweries Plc, and Coca-Cola SABCO – the South African Bottling Company which is the sole owner of Coca Cola Kwanza Ltd (CCK) in Tanzania with the plant in Mbeya and Dar es salaam. However, the analysis is categorized into 3 parts; worldwide, Africa and Tanzania.

[bookmark: _Toc400614154]2.4.1 Empirical Literature Review: RTM  Worldwide
Route to Market is being implemented in different companies in different countries. Researcher reviewed Diageo and SABMiller - a transformed South African conglomerate into global beer company (www.sabmiller.com). It is not of any favoritism of the researcher to alcoholic industry rather due to challenges which these giant global beer and spirits manufacturers face on distribution; the empirical analysis was easily done.

Diageo is a global company with products sold in more than 180 countries around the world (Diageo.com 2014). In the developed markets, primarily in North America and Western Europe, Diageo has built scale and strong routes to market. These markets are said to contribute more than 40% (after implementing RTM Model) of net sales, up from a 5% in 2005. These markets are expected to contribute 50% of Diageo's net sales by the end of 2015 through double digit organic growth as international spirits penetration expands and with selective acquisitions.

For Diageo, its RTM strategy in the new high growth markets relies on making acquisitions of companies with both strong local routes to market and with brands that can be premiumised and appeal to the growing number of middle class consumers. So far the company has acquired the following breweries to demonstrate its strategy in action; Mey İçki in Turkey, Ypióca in Brazil, Serengeti Breweries in Tanzania, Meta Abo Brewery in Ethiopia, and Shuijingfang in China, invested in Halico in Vietnam, and a major shareholder in United Spirits Ltd  in India.

SABMiller world remarkable malt beer and spirits manufacturer based in Africa (www.sabmiller.com), their goal towards sales and distribution relies on three things;- one is quantity and quality of sales of sales force, second is local market plans and analytical tools and last is the new productive relationship with distributors. For them these three are important for they are the key to fully implemented route to market. 

Below is the output of executing RTM at SABMiller as of the year 2012 as revealed in their Africa Quarterly Divisional Report. This is to say due to RTM implementation, SABMiller managed to increase its sales force, increased service to outlets (obviously due to increased headcount and resources), increased cooler placement in the market from 46,000 to more than 100,000 coolers. However, the company also increased its distribution against its competitor by more than 31%
[bookmark: _Toc400538104]Table 2.1:  RTM at SABMiller 
	Checklist
	2008: No RTM
	2012: RTM

	Sales Representatives
	50% of headcount
	+260

	Sales serviced outlets
	0
	+45%

	Coolers
	46,000
	>100,000

	Sales service gap vs. competitor
	+6%
	+22%

	Distribution service gap vs. competitor
	+4%
	+31%



Source: Quarterly Divisional Report, 2012 http://www.sabmiller.com/files/presentations 

SABMiller addresses capitalising on the current structure and out-execute the competitor being its key strategic intents for route-to-market while creating the sales capability required. Observing the route-to-market model SABMiller promises that it will always offer great brands, programs, and service to its customers with anticipation to receive from them;-
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[bookmark: _Toc400538141]Figure 2.1:  RTM at SABMILLER
Source: Quarterly Divisional Report, 2012
 (www.sabmiller.com/files/presentations)
It is further stated in their Southern Africa Quarterly Divisional Report (2012) that its superior RTM will always; first differentiate and tailor service package for each class of trade in market.  Second, bi-modal distribution fully activated. Third, grow share where competitors source disproportionate share. Fourth execute disciplined integrated planning. Lastly, build organisational capability (SABMiller Presentations, 2012). 

[bookmark: _Toc400614155]2.4.2 Empirical Literature Review: RTM in Africa 
In this analysis, Heineken beer in Nigeria and Coca-Cola - SABCO are analysed. For Heineken beer in Nigeria distributed by Nigeria Breweries Ltd (NBL), the route-to-market strategy is for ensuring the stock is available at all locations and outlets with a three tier distribution structure that reaches 354,000 retail outlets. The first tier includes supplying the stock from the plant direct to retailers/outlet. Second tier is from the plant then wholesalers  before stock reaches the outlet or passes to bulk breakers; and the last tier is from the plant then super key distributors then to bulk breakers before stock reaches the outlet. Sometimes, the KDC supplies direct to outlets in this case no bulk breaker is involved.
 
RTM had enabled 25% of Super Key Distributors (SKD) to have the Nigerian Breweries exclusive warehouses enjoying preferential trade terms (Heineken Nigeria, 2014).  Also the company has a large sales force to secure exclusive SKD to retail delivery. Lastly, NBL was proud that it has facilitated customer bonding programmes which included;- credit facility, bonus rebates, seasonal promotions, pallets, annual customer awards and birthday gifts.
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[bookmark: _Toc400538142]Figure 2.2: RTM Model – Heineken NBL
Source:  Heineken Nigeria, www.theheinekencompany.com

In its Sustainability Review for the year 2009, for East Africa, Coca-Cola Sabco reveals that over ten years they have been working with the Manual Distribution Centre (MDC) model in East Africa. The original model was designed as a hybrid solution to the distribution challenges of emerging and developing markets and has provided significant entrepreneurial opportunities. In East Africa a significant proportion of their volume (in excess of 80%) is said to be sold through MDCs (Cocacola-Sabco CSR, 2009). Many MDCs use manual delivery methods to serve small retail customers needing small drop sizes, and many of them are first-time business owners; the most critical success factors being supervision, account development, training, monitoring, and collaboration. 

The drivers of this model are said to be;-  Managed 3rd party distribution with bottler actively engaged in account development; Expand outlet base and increase product availability; Facilitate delivery in congested and hard to serve areas; and Enable small but frequent deliveries to retail outlets with limited working capital. The approach to building this model is of 8 steps as studied by The Supply Chain (www.thesupplychainlab.com)
Step 1: Strategy & Segmentation – Study consumer and dealer insights (research)
Step 2: Service Policy - Design the customer service policy 
Step 3: Selection Criteria - Develop your Partner Selection Criteria e.g. profile, capital
Step 4: Picture of Success - Create channel specific plan. Key components to include merchandising standards & equipment
Step 5: Territory & Outlet Survey - Determine the territory and conduct a Every Dealer Survey (EDS)
Step 6: Logistics – Evaluate warehouse and transportation requirements and impact
Step 7: Remuneration - Develop commission & Incentive scheme
Step 8: Compliance: Design compliance policies 

The following are the results of RTM implementation in East Africa to Cocacola-Sabco; MDCs have become the core distribution model in many markets (90% in Kenya and 99% in Uganda); Generated company revenues of $420M and improved customer service; Created entrepreneurial opportunities for 2200 MDC owners and over 12,000 jobs of which owners and staff support more than 41,000 dependents (The Supply Chain Lab, 2011). However the interesting story of the RTM as per Cocacola-Sabco is that around 30% of their MDCs are owned by women, many of them representing their most successful MDCs. A number of others may be co-owned by a couple but managed by women (Cocacola - Sabco CSR, 2009). 

It is further revealed that together with The Coca-Cola Company, the Cocacola-Sabco have  continued to contribute to the United Nations Business Call to Action which calls for organisations to support women through their core business model keeping in mind the critical role that women play in poverty alleviation. 

[bookmark: _Toc400614156]2.4.3 Empirical Literature Review: RTM in Tanzania 
This part analyses cases from Supply Chain Lab, a study by Nesia Mahenge (2010) and a case of Tanzania Breweries Ltd – part of SABMiller. However, to supplement the analysis, SBC Tanzania Ltd’s RTM prerequisites is also reviewed.

A case from The Supply Chain Lab as revealed in Africa Supply Chain Frontier (2014) website shows that a multi-national consumer goods company with an operation in Tanzania was trying to get a better understanding of their Route-to-Market effectiveness outside of Dar es Salaam. The company previously operated depots in a number of strategic towns, but closed the depots to reduce cost, servicing their customers directly through distributors. They were eager to understand the impact on service levels including the product availability. 

The Supply Chain Lab approach developed a detailed framework to access current Route-to-Market and identified gaps in the current service levels. They evaluated the outlet base and identified segments and towns with limited service. The team evaluated the current network design and reviewed the impact of depot closure on the business.  They also assessed the potential need for additional distribution centres or cross-docking facilities. The team reviewed the current distributor’s effectiveness and identified optimal channels on which to focus. Results (which are not disclosed in their website) were presented to the client with the findings of the assessment; including a clear RTM strategy and recommendations about network design and the requirement of additional distribution centres (Africa Supply Chain Frontier, 2014).      

Similarly the same RTM consultants (The Supply Chain Lab) reveal a case study conducted in Tanzania on Public Private Partnership in Medical Logistics in Tanzania whereby a multi-national company (MNC) wanted to assess the potential of engaging in a Public Private Partnership (PPP) with a Tanzanian governmental organization and their bilateral donor. The Tanzanian organization was responsible for the procurement and supply of drugs to government health facilities and clinics in Tanzania. The MNC was an FMCG company, and was trying to understand the potential value they could add to the organization through a PPP. The Supply Chain Lab highlighted a number of key issues in the governmental organization’s supply chain and identified opportunities and challenges therein. The assessment focused on the following key components of the operation; Source, Storage, Ordering, Delivery and Return. Results from the study (undisclosed) were presented to MNC focusing on challenges and opportunities identified in system, including potential areas and work streams the MNC could focus on through a PPP. The report also focused on the business community at large and how multinational firms can support public-sector development through leveraging core business models (Africa Supply Chain Frontier, 2014).      

Mahenge (2010) study case with the title “Pharmaceutical Supply Chain and Distribution Network in Tanzania” focused on the Public Pharmaceutical Sector in Tanzania with the aim of critically analysing challenges facing the pharmaceutical supply chain and distribution network. She evaluated the implications on access to medicine and quality health care and identified areas for application of process innovation to improve the performance and match demand and supply of pharmaceuticals. Explanatory research design was used based on embedded multiple case studies. Multiple sources of evidence “triangulation” were used to collect primary and secondary data. Worldwide pharmaceutical supply chain cases from the USA, India, China, Ghana and Zambia were selected for analysis to guide analytic generalisation and recommendations. Cross-case and within case analysis techniques along with the conceptual framework and literature review were used to analyze the cases and case study protocol and database were developed.

The study found critical challenges;- significant delays of more than 3 months of government funding to Medical Stores Department, medicines are expensive; more than 20 million US dollar expenditures per year on medicines, a staggering debt of approximately 24 million US dollar to government, lack of stock control, poor demand and stock information flow, errors in demand forecasting as a result causing delays in delivery, stock-out, medicine shortages at health facilities and demand-supply mismatching. Changing disease patterns was also contributing to unavailability of medicines. 

She then concluded that the poor performance of pharmaceutical supply chain and distribution network has negative implications on access to medicines and quality health care therefore recommending that process innovation model (in this case RTM Model) will be useful for analysing the pharmaceutical supply chain performance and a need for integration of activities in the supply chain along with collaboration and coordination among participants at each stage.

Report presented by Robin Goetzsche, the Managing Director  for Tanzania Breweries Ltd and the Operations Director for SABMiller East Africa in African divisional report 2011 (SABMiller TBL Annual Report, 2011) stresses that their  RTM is structured to enable profitable relationships that:-  (1) Maximise beer availability at the right price through distributor engagement programs, terms of trade effectiveness, and guide to operations excellence. (2) Driving market share growth at outlet level through quality product experience, brand and pack availability, price in line with expectation, visibility aiding choice and enhancing the experience and (3) Sales force execution focusing on “going through the door” (call hit rate), building relationships that support their initiatives, and leveraging hand held technology. TBL till 2012 was happy to have the following as the results of RTM implementation. 
[bookmark: _Toc400538105]   Table 2.2:  RTM Output at TBL
	S/N
	RTM Output
	Number

	1
	Depots in a Country
	11 

	2
	Distributors
	180 

	3
	Distribution centres
	180 

	 4
	Retail outlets serviced
	10,000 


   Source: SABMiller, TBL Annual Report 2011
The researcher reviewed the SBC (T) Ltd RTM strategy as presented to the Route-to-Market Management Workshop on 31st October 2013. The objective was to know what RTM is all about, and reviewing the Key Perfomance Indicators that should be compartible with the model. The model is assigning RTM managers to check and enforce and resolve problems that may be dictated on routine basis of implementing the strategy. Below is the Look of Success (LOS) to the distributor (part of RTM) as proposed by the company.
[bookmark: _Toc400538106]Table 2.3: Look of Success for SBC Appointed Distributors
	 Sign Board
	· All Distributors to have a Sign Board indicated “ Distributor”
· Distributor to be painted in Pepsi Blue color 

	Customer Order Stickers
	· Each customer to have  a “SBC Product sticker indicating the Packs and Flavors available. The details of the Distributor to be inserted in this sticker for ordering purposes

	Market Development Representative (MDR)
	· Every approved Distributor to have a competent MDR that will service and support the Distributor in achieving his / her Targets

	Control Of Stock And Daily Sales
	· Every Distributor to have a Ledger Book; must be up dated on daily bases (Ledger to indicate daily sales by day for the Packs and must be used to manage the daily sales).
· Ledger to assist when ordering from SBC and should comply with the minimum stock required as per the 4 days stock cover

	Vehicles of The Distributor
	· All vehicles that are in good order will be “Marked” by SBC in Pepsi branding to identify them as Distributor Vehicles.

	Tracking of Daily Sales Performances To Target
	· Each Distributor to have 2 x Boards that will track CR sales by month and by week
· MDR to update daily and discuss in the morning meeting.; Understanding of daily gaps and address them through the ASM

	Cooler Fault Reporting Stickers
	· All customer to have a sticker from the cooler department with the details of the Technician assigned to that cooler

	Training By SBC Capability Manager
	· Each Distributor staff will receive quarterly training on key issues that is a barrier to sales
· Up skill staff in selling and negotiation

	Map of the Distributor’s Area
	· Each Distributor to have a map of his territory indicating the boundaries he will be sharing with the next Distributor.
· Customers to be indicated in these Maps 


Source: SBC Tanzania, RTM – Look of Success Template 2013
[bookmark: _Toc400614157]2.5 Research Gap
While it has been noticed from SBC Tanzania Ltd that distributors should comply with the proposed Look of Success, yet some gaps have been noticed such as distributors running out of stock be it stock norm/cover (minimum stock required in a store) or across the range (all flavors, all packs) due to lack of enough capital and enough warehouse; gap was found also in lack of enough distribution logistics such as trucks, pushcarts and three wheel therefore distribution being difficult to be done.

However although literatures proposes that the performance of channel members should be periodically monitored - a channel member may have looked attractive earlier but may not, in practice be able to live up to promises (This can be either because of complacency or because the channel member simply did not realise the skills and resources needed to perform to standards) thus, performance level (service outputs) and costs should be evaluated marking it another gap studied in this work. 

Further, changes in technology or in the market place may make it worthwhile to shift certain functions to another channel member (e.g., a distributor has expanded its coverage into another region or may have gained or lost access to certain retail chains). Finally, the extent to which compensation is awarded in proportion to performance should be reassessed - e.g., a distributor that ends up holding inventory longer or taking on more returns may need additional compensation (Consumer Psychologist, 2014)
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[bookmark: _Toc400538143]Figure 2.3: The Conceptual Framework
Source: Author 
[bookmark: _Toc400614158]
2.7 Theoretical Framework 
The researcher believes that for an effective RTM to work (dependent variable), other factors should be available (independent variables). Any FMCG company involved in distribution would strive to have improved customer service, Just-In-Time stock supply, making the stock available (across the range or as per SKU) while maintaining the required stock norm/stock cover.

Researcher studied SBC RTM Model and discovered that for effective route-to-market (check Figure 2.3) this is to say just in time supply, maintaining the stock norm, improving customer service, and immediate market feedback, then distributors are supposed to have enough capital to invest on glass, stock, trucks, warehouses and people. However, the company should give him/her a defined and manageable territory, encouraging the use of information technology facilities in easing communication and data capturing and storage, man power support like have a company representative for market development and merchandiser. The company can also support distributors with logistics and incentivise sales promotional activities to push sales.

This theoretical framework is part of the whole RTM checklist of SBC which comprises different variable of which both the company and distributor should abide. However, selection of these variables was mainly for assessing the effectiveness of the model in such variables only.
[bookmark: _Toc400614159]
CHAPTER THREE
[bookmark: _Toc400614160]3.0 RESEARCH METHODOLOGY
[bookmark: _Toc400614161]3.1 Introduction 
This chapter presents how the research was designed and how the actual collection of data was carried out. It covers the research design, target population, area of the research, sampling design and procedures, measurement of variables, methods of data collected, data processing and analysis, and the expected results of the study.

[bookmark: _Toc400614162]3.2 Research Design 
According to Kothari (2004), research design refers to the arrangement of conditions for collection and analysis of data in a manner that aims to combine relevance to the research purpose with economy in procedure. In this study, case study design was used in an attempt to assess how RTM can be a best approach in distribution of FMCG particularly beverages industry employing both quantitative and qualitative analysis. Case studies usually focus on one individual or one event, which is studied in-depth (Leedy and Ormrod, 2010). The reason of choosing the strategy is because it is flexible to a variety of data collection technique and it saves the limited time and funds. It also accommodates almost all research instruments such as questionnaire, interview, observation and documentary sources (Kothari, 2004).

However it is also an appropriate strategy because the route-to-market knowledge in the Tanzanian business is a new concept applicable mostly to MNCs. Leedy and Ormrod (2010) state, case studies attempt to learn “more about a little known or poorly understood situation”. Creswell (1998) (adapted from Williams, 2007) suggests the structure of a case study to be “the problem, the context, the issues, and the lessons learned and the data collection for a case study is extensive and draws from multiple sources such as direct or participant observations, interviews, archival records or documents, physical artifacts, and audiovisual materials.”

[bookmark: _Toc400614163]3.3 Area of the Study 
The area of study was in Dar es Salaam region where SBC plant lays, serving the city and upcountry market (UPC) which are suburbs of Dar es Salaam (Coastal Regions). Sales staffs and distributors were contacted for data collection. However, researcher being sales staff in the company, the area was convenient for data collection, meanwhile accomplishing his daily duties. 

[bookmark: _Toc400614164]3.4 Target Population
The target population for this research from which the sample was taken, included SBC sales team (Route-to-Market Managers, Area Sales Managers, Market Development Representatives and Customer Representatives/Salesmen), and SBC appointed distributors. The reason of selecting them was because these are sales people, they always interact with customers (distributors and consumers), they know the nature of competition, and they have a common goal of achieving sales and marketing set targets. Distributors were contacted because they are the immediate buyers of SBC products offering a detailed reasons why RTM is a means of distribution and the challenges they are facing.

[bookmark: _Toc400614165]3.5  Sampling Design and Procedures
The stratified random sampling technique, which applies in obtaining the representatives sample of intermediate organization was suitable technique since SBC route-to-market model is implemented in strata. The first stratum was RTM managers who are actually the sales and marketing managers who plans the checklist for RTM. Second stratum was Area Sales Managers and MDRs/CRs who implement the checklist set by RTM managers. The last stratum included the appointed distributors who buy stock from SBC, who are then implementing the RTM. 

Simple random sampling technique was employed to each stratum to allow respondents to have an equal chance of being selected.  The choice of the stratified sampling technique stemmed from the fact that my study is both qualitative and quantitative in nature. Cohen et al. (2000, p.101) point out that “a stratified random sample is, therefore, a useful blend of randomisation and categorisation, thereby enabling both a quantitative and qualitative piece of research to be undertaken”.

[bookmark: _Toc400614166]3.6 Sample Size
Bell (1993) defines a sample as a unit which is derived from the population. An optimum sample is the one which fulfills the requirements of efficiency, representativeness, reliability and flexibility (Kothari, 2004). This study employed a sample of 50 respondents from DSM region where 90% of the SBC appointed distributors (SBC Documents, 2013) operate, competition is stiff and prevailing, and the area was convenient to interview the SBC sales team. 

SBC (T) Ltd sales report for April 2014 reveals that the company had 54 appointed distributors therefore researcher chose 20 among them (randomly);- 10 from urban market and 10 from upcountry market. Moreover, April 2014 SBC Dar es Salaam Human Resource report on head count revealed that the company had 5 RTM managers, 15 ASMs, 42 MDRs, and 41 CRs. The sampling distribution was as in table 3.1 below.

[bookmark: _Toc400538107]      Table 3.1:  Sample Distribution and Sampling Methods
	Category  of Respondents
	Number of Respondents
	Sampling  Method

	RTM Managers
	5
	Purposive

	Area Sales Managers
	10
	Random sampling

	MDRs and CRs
	15
	Random sampling

	Appointed SBC Distributors
	20
	Random sampling

	Total
	50
	


[bookmark: _Toc396162500]      Source: Author

[bookmark: _Toc400614167]3.7 Data Collection Methods 
Researcher used interviews, observations and documentary analysis as tools for data collection. These methods were employed through use of the following instruments; interview questions, observation and documentary review guides. 
[bookmark: _Toc400614168]3.8 Data Collection Instruments
[bookmark: _Toc400614169]3.8.1 Questionnaires
This study used questionnaires which were distributed to respondents consisting of both structured open – ended and close – ended questions. This instrument was chosen because was more efficient in collecting survey data. 

Detailed structured questionnaires were designed to identify the way in which RTM is an effective distribution model in FMCG – CSD category. The questionnaires were distributed to respondents and get filled right on the spot, and through internet/emails (particularly managers for they were busy). Before distributing the questionnaires, pilot study was conducted to ensure that all questions were comprehensible and that there was no complexity in answering.  However to overcome language barrier, researcher translated the questionnaire into Swahili before collecting data to ease data collection to those who were not conversant with English language. 

[bookmark: _Toc400614170]3.8.2 Interview
Interview involves  the collection  of  data  through  direct  verbal  interaction  between  researcher  and  respondents  (Cohen et al, 2000). This work used interview as it is a best method for qualitative analysis basically to complement some data that were not captured in questionnaires (Kothari, 2004). Route-to-market model was sought to be based on personal experiences, behaviors, something novel whereby respondents could only reveal it through an interview. Questions were administered to all respondents and interview guides was used to ensure that all respondents were interviewed according to the schedule. In this study, open-ended along with closed ended questions were used.

Justification  of using  open-ended  questions  during  interviews lies to the  fact  that  it  serves  interests  of respondents  since it bases  on the questions that respondents are able  to tell about the route-to-market as a modern distribution strategy to FMCG.
 
[bookmark: _Toc400614171]3.8.3 Observation 
Cohen (2000) suggests that employment of observation method  during  data  collection  is important  because  it gives an  opportunity  to  gather  live data  from live  situation. Researcher was able  to look  at what  was taking  place  in the  ‘in situ’ rather than at  second  hand discovering things  that  participants  were not free to explain in interview situation and see things which were missed in the questionnaire and interview. 

The involvement of the researcher in various sales and marketing activities in the company over two years, accessibility of various documents and publications of the company, as well as the conversation with the RTM managers, sales team, and distributors enabled coming up with how RTM is prepared/checklists, getting implemented, and get rectified in the course of auditing the strategy. The information obtained through observation provided primary data for this study.

[bookmark: _Toc400614172]3.8.4 Documentary Review
Documents (written, visual and sound forms) are bridges for obtaining rich data from the research (Cohen, 2000). In this study, the researcher concentrated on the written form. Descombe (1999) narrates the advantages of reviewing documents that they are cost effective methods, and are easy to access. Thus, documents provide  secondary source of  data  which is  available  in a  form  that can  be  checked. Documents reviewed include SBC Sales and Marketing reports, Standard Operating Procedures for Sales department (SOPs), company publications (Newsletters and Annual reports) Moreover different sales and distribution journals, theses, publications, books and websites were reviewed other than SBC’s sources.

[bookmark: _Toc400614173]3.9 Reliability and Validity
The sourcing of data that were collected in this study and the methods used to collect data applied in this study deserve justification of the reliability of the study. Data collection based on primary sources, and through selective documentary reviews (Secondary sources). The researcher strived to be inquisitive and collaborative in areas that required technical attention by frequently communicating the difficulties to the research supervisor and SBC Tanzania Ltd sales team to ensure reliability.

Validity is the most critical criterion and indicates the degree to which an instrument measures what is supposed to measure (Kothari, 2004). With respect to questionnaires, personal administration offered a chance for clarification of the questions, and it facilitated reception of constructive ideas on proper presentation of the findings. It was also stressed in the introductory part of the questionnaires as well as in the Letter of Introduction that this study was for an academic purpose only minimising the possibilities of biasness.

[bookmark: _Toc400614174]3.10 Data Processing and Analysis 
This study based on both qualitative and quantitative analysis following Leedy and Ormod (2010) who propound mixed method design. The collected quantitative data were edited, summarised, classified, tabulated, and analysed by using a statistical package for social sciences (SPSS). Data were then presented in descriptive statistics comprising of frequency tables, cross tabulations, bar charts, and histograms to reveal the nature of the respondents, their particulars and their practical know-how of RTM model. Descriptive statistics involves describing and displaying results in the form of tables as well as diagrams (Leedy, 2010). 

Qualitative analysis based on combination of narrative enquiries, content analysis, and constant comparative analysis as adopted from Osborn (2011) of which during its analysis, the first step was to transcribe data and in this case content analysis technique was used. Content analysis is defined as the detailed and systematic investigation into a particular body of content in order to identify patterns (Leedy and Ormrod 2013). The technique was used to analyse data in a systematic manner ensuring that all variables under study were covered. Data analysis begun with individual responses from the interview questions were purposively sorted and grouped to make them coherent with research objectives and questions.  

Sorted data were then compared to identify related parts. In so doing a large amount of organised data was reduced into small manageable and analytical portions. These portions were used because analysing large amount of data is difficult and time consuming as it is advised that when large data is collected, it should be reduced before analysis (Bell, 1983). 

[bookmark: _Toc400614175]
CHAPTER FOUR
[bookmark: _Toc400614176]4.0 DATA PRESENTATION AND ANALYSIS

[bookmark: _Toc400614177]4.1 Introduction
This chapter presents the research findings and analysis based on the research questionnaires given to selected respondents. The researcher has attempted to incorporate comments raised and perception observed during administering questionnaires, discussions and interviews. The analysis is based on the collected information and inferences made based of the proposed research questionnaires as well as objectives of the study.

[bookmark: _Toc400614178]4.2  Characteristics of Respondents 
This part is concerned with distribution of respondents; SBC sales team, distributors, and Route-To-Market managers. Sex, education, age, and experience in the business/industry.
 
[bookmark: _Toc400614179]4.2.1 Distribution of Respondents by Sex
This study involved a total of 50 respondents. Researcher divided them into three groups; 20 distributors, 5 RTM Managers, and 25 SBC Staffs (ASMs, CRs, and MDRs). All 5 RTM managers were male while distributors as shown in table 4.1 were dominated by male at 75%, while female respondents in this category were 25%. 
Moreover, respondents who were SBC staffs (sales team) were dominated by male by 84% while female were 16%. Males are yet dominating this industry contrary to UN 2025 goal of enhancing more female in all representations.
[bookmark: _Toc400538108]    Table 4.1 Sex of the Respondents
	
	SBC Staff
	Distributor

	Sex
	Frequency
	Percent
	Fequency
	Percent

	Female
	4
	16
	5
	25

	Male
	21
	84
	15
	75

	Total
	25
	100
	20
	100


     Source: Field data

[bookmark: _Toc400614180]4.2.2 Distribution of Respondents by Age.
Findings from SPSS in table 4.3 showed that 52% of the respondents in staffs category were between 26 and 35 years old, 20% were between 36 and 45 years, while 16% were below 25 years, and 12% were between 46 and 55 years. RTM managers based on qualitative analysis were aged between 26 and 45 years. These were adult people who could make strategic decisions. 

[bookmark: _Toc400538109]  Table 4.2: Age of SBC Staffs
[image: ]
   Source: Field data

Moreover, respondents who were distributors, 45% were aging between 36 and 45 years followed by 46 – 55 years range at 25%. Others were as depicted in table 4.3. This is to say distributors were adult people with an experience of taking risk and who could make strategic plans of their businesses.


[bookmark: _Toc400538110]  Table 4.3 Age of the Distributors
[image: ]
   Source: Field data

[bookmark: _Toc400614181]4.2.3 Distribution of Respondents by Level of Education.
Respondents were required to reveal their highest education qualification attained. Findings from sales team category revealed that 60% were degree holders, both secondary school and diploma holders were at 16% while postgraduates were 8%. This reveals that SBC has a qualified sales team that can ensure implementation of its distribution strategies and other programmes.    

For RTM managers, based on an interview questions asked, 2 managers had masters degree, 1 had a professional qualification in accounting, while two had bachelor degrees. This reveals that management team was professional and qualified enough to plan, implement, and audit the effectiveness of the route to market. Table 4.4; reveal that distributors were less educated; 40% were primary school leavers, 35% secondary school leavers, 20% diploma or Full Technician course, while 5% had University degrees. Most of the businessmen in Tanzania are not yet highly educated across FMCG, in beverage industry. 


[bookmark: _Toc400538111]   Table 4.4 Highest Academic Qualification of the Distributor
[image: ]
   Source: Field data


[bookmark: _Toc400614182]4.2.4 Distribution of Respondents by Experience
SBC Tanzania Ltd sales staffs (ASMs, CRs, and MDRs) totaling to 25 were given questionnaires to fill. Findings showed that 64% had stayed in the company between 1-5 years followed by 16% who stayed between 6-10 years as depicted in table 4.5. This justifies that the data collected were valid enough for making an inference because RTM has been practiced over two years from traditional direct route sale model. However, all RTM managers had an experience of more than two years in the company from as gathered from the questionnaires given. 

[bookmark: _Toc400538112]Table 4.5 Experience of the Staff in the Company
[image: ]
  Source: Field data

Moreover, distributors were asked to reveal their experience in the business, particularly in beverage industry. Results from SPSS as presented in table 4.6 show that 45% had a long experience of 11 – 15 years, 25% between 6 - 10 years, 20% were between 1 – 5 years and 10% had more than 15 years of experience, therefore the sample selected was experienced enough to draw an inference from objectives propounded. Most of these distributors were observed to have been in the beverage industry starting as mini stockists (keeping at least 50 cases) then to stockists (keeping more than 150 cases) either Pepsi or Coca Cola. Others were previously in different industry before CSD.

[bookmark: _Toc400538113]  Table 4.6 Experience of the Distributors in the Business 
[image: ]
   Source: Field data

[bookmark: _Toc400614183]4.3 Effective Route –to-Market: Distributors Business Status
This part was intended to check the “business health” of the distributors. Nature of dealership, sales volume, investment on glass and warehouse, distribution trucks availability, territory management, technology used, and people management. 


[bookmark: _Toc400614184]4.3.1 Nature of Dealership
Researcher was interested to know the nature of the SBC Tanzania Ltd appointed distributors; whether exclusive (Dealing with SBC only) or non exclusive dealers (multi dealership). It was anticipated that exclusive dealers were more experienced with the company’s strategies than non exclusive dealers; they knew what the company wanted and how to comply with the terms of the business therefore making an inference was easy. Results from SPSS showed that 70% were exclusive dealers while 30% were non exclusive dealers as depicted in table 4.7. Respondents who were non exclusive dealers revealed that they were keeping Coke products and or Azam products (CSD only).  

[bookmark: _Toc400538114]   Table 4.7 Type of Dealership 
[image: ]
  Source: Field data

[bookmark: _Toc400614185]4.3.2 Distributor’s Sales Volume
SPSS findings as in table 4.8 revealed that 90% of distributors were getting their monthly sales targets on time. This is to say SBC sales team was sharing sales targets with its distributors on time in every beginnings of the month.  

[bookmark: _Toc400538115]Table 4.8 Monthly Sales Target to Distributor
[image: ]
     Source: Field data
In an attempt to know the sales volume generated by the distributor, findings from SPSS showed that most of them had a sale ranging between 5001 and 9000 cases; 45% sold 7001 – 9000 cases, 30% sold 5001 – 7000 cases, 15% sold 9001 – 11000, while 10% sold 5000 cases in a month. None of the respondents who had an average sale of more than 11,000 cases in a month as in table 4.9. 

[bookmark: _Toc400538116] Table 4.9: Distribution Average Monthly Sales Volume 
[image: ]
 Source: Field data


Researcher checked SBC Sales Achievement report as on 27th July 2014 block wise. Each block had a minimum of four distributors (except Key Accounts) who were supervised by one ASM. Results showed that the company achieved an average of 78.2% of its month-to-date targets as in figure 4.1below. 

[bookmark: _Toc400538144]Figure 4.1: Block Wise Month-to-Date Sales Achievement as on 27th July 2014
Source: SBC Market Information System

However to get a clear understanding, data for the year 2013 on 27th July, were reviewed and compared with same date, year 2014. It was found out that sales achievement in 2013 was lower than 2014, achieving its target by 61.9%. Company was able to grow in 2014 by 6% (actual sales made). Figure 4.2 reveals Month-To-Date sales achieved on 27th July  2013.

It must be noted that the company reviewed its RTM by changing some blocks; Manzese is part of Mikocheni nowadays, Bagamoyo is part of Mwenge, UPC (Up country) is nowadays UPC North and UPC South (SBC RTM Key Result Areas, 2014)


[bookmark: _Toc400538145]Figure 4.2: Block Wise Month-to-Date Sales Achievement as on 27 July  2013
Source: SBC Market Information System

From SBC’s RTM “Key Performance Areas”, there are three sizes of distributors accepted by the company:- 	Category A should sell above 15,000 cases per month 
Category B should sell above 12,000 cases per month 
Category C should sell above 7,000 cases per month 
Most of them felt under category C as in table 4.9 whereby 45% sold 7001 – 9000 cases in a month. Their sales were not enough to qualify for higher categories therefore the company was not reaping enough from these distributors as prospected from the strategy. Again from SPSS, 350ml packed in returnable glass bottle (RGB), was said (70% of respondents) to move faster than other packs as revealed in table 4.10. PET in 500ml pack followed by 15%, while 300ml was 10%. 5% did not know which flavour was selling faster than the other. None of the respondents who pointed 250ml pack. 

[bookmark: _Toc400538117]     Table 4.10: Sales by Pack 
[image: ]
         
Source: Field data

Distributors are supposed to invest glass or empties in ensuring forecasted sales volume was achieved. Results as in table 4.11 were; 40% invested more than 1500 cases, 30% invested between 1001 and 1500 cases, 20% invested 500 cases or less, while 10% invested 5001 – 1000 cases. Based on qualitative analysis, researcher observed from the SBC Sales department that the company supported some distributors in glass injection therefore distributors with less than 500 cases and some between 1000 and 1500 cases investment, have been supported by the company with cases-on-loan (COL) as part of RTM implementation (support of the company to distributor). 



[bookmark: _Toc400538118]   Table 4.11: Glass Injected in the Business
[image: ]
     Source: Field data


[bookmark: _Toc400614186]4.3.4 Distributor’s Warehouse Status
One of the criteria to be a distributor was to have a required enough warehouse that would support distribution logistics and sales operations. Table 4.12 reveals that 35% of the respondents had 51 – 70 square metres, 25% had between 91 and 110 square metres, 20% had 71 – 90 square metres, while 15% disclosed to have less than 51 square metres and 5% had more than 110 square metres.  

As for SBC (Source: SBC, RTM KRA 2013), distributors should comply with the following warehouse spaces; Target 6,000 cases should have space for 71m2 ;- Target 8,000 cases should have space of 91m2  ; Target 12,000 cases should have space of 107m2 . Moreover, if distributor does not comply with the spaces outlined, then RTM Manager should issue a letter for a 7 day correction plan and get commitment otherwise different discussion and strategy to be used. From the findings, most of these distributors did not comply with the outlined warehouse space as required by the company. Therefore it was for the management to take corrective actions.
[bookmark: _Toc400538119]  
 Table 4.12: Size of the Distributor Warehouse
[image: ]
     Source: Field data
Researcher was attempted to know whether the distributor’s warehouse was painted in Pepsi colours and or logo as required in RTM Look of Success checklist. Results were; 60% said yes and 40% said no as revealed in table 4.13.

[bookmark: _Toc400538120]     Table 4.13: Distributor’s Depot Panted in Pepsi Colours
[image: ]
     Source: Field data
Moreover as depicted in frequency table 4.14, 40% of the respondents rated their warehouse to be secured and dedicated, 30% rated to be poor, 25% good, and 5% rated excellent. The objective was to identify whether these warehouses had security, could be locked, were clean and tidy, office area available, empties and stock areas. 
 

[bookmark: _Toc400538121] Table 4.14: Warehouse Status 
[image: ]
    Source: Field data

Also, SPSS findings revealed that stock controlling procedure - FIFO was possible at distributors’ warehouses in which 55% of the respondents said yes, while 45% said no as in table 4.15. However respondents who revealed that FIFO was not applicable stressed that rent in urban areas was high therefore they were trying to have a warehouse which could support sales and distribution operations. 

Also, since CSD have a minimum of 6 month shelf life, then these respondents were not worried that the stock would sell. Others lamented that they did not have professional store controllers to help in FIFO application therefore inhibiting the procedures into application. 

[bookmark: _Toc400538122]   Table 4.15: FIFO Applicable 
[image: ]
     Source: Field data

[bookmark: _Toc400614187]4.3.5 Distribution Logistics Status
Respondents were asked to reveal the number of distribution trucks they owned. 40% of the respondents as in table 4.16 owned 2 trucks, 25% had 3 trucks, and 10% had more than 3 trucks, while 1 respondent (5%) did not have even a single truck. 

[bookmark: _Toc400538123]  Table 4.16: Number of Trucks Owned by Distributor
[image: ]
   Source: Field data
Based on qualitative analysis, respondents were required to reveal the types of their distribution trucks and the carrying capacity in cases. Most of the respondents pointed three wheeler trucks and at least one pushcart as summarized in table 4.17 below. 
[bookmark: _Toc400538124]Table 4.17: Types of Trucks Owned by the Distributor
	S/N
	Truck Type
	Type
	Carrying Capacity in Cases

	1
	Toyo/Cruiser
	Three wheels (Tricycle)
	40 cases RGB +PET

	2
	“Guta” Pushcart
	Wooden Two/Three wheels
	15 cases RGB

	3
	Suzuki Carry/Tata Ace
	Four wheels pick up
	40-50 cases

	4
	Mitsubishi Canter
	Four Wheels pick up
	90 cases



 Source: Field data
Moreover, all these trucks were painted neither with Pepsi colours nor with Pepsi logo as presented in table 4.18; 70% said no, while 30% said yes the trucks were painted. Painting was a must as per SBC Look of Success route-to-market strategy. Therefore this part was neither adhered nor paid attention by both parties (the company and distributor). Researcher observed that the painted trucks were the three wheels (tricycles) which were given on loan by the company to distributors. 

[bookmark: _Toc400538125]   Table 4.18: Distributor Trucks Painted in Pepsi Colours
[image: ]
   Source: Field data
On average a truck could make 3-5 trips in a day as revealed by 50% of the respondents. 30% of the respondents their trucks made more than 5 trips in a day, while 30% made 1-2 trips in a day as in table 4.19 signifying that trucks utilisation was somehow effective.

[bookmark: _Toc400538126]     Table 4.19: Trips Made by Distributor’s Trucks 
[image: ]
     Source: Field data
Moreover, most of these respondents disclosed that these trucks were useful in achieving set sales targets deployed on daily basis and on monthly basis. 
[bookmark: _Toc400614188]4.3.6 Territory Management by Distributor
As per the RTM checklist, all distributors were given territories where they would sell their stock. Normally an area is defined by the company by EDS, showing all potentials in the territory (master list), boundaries and handed over to the distributor. Findings from SPSS showed that 80% of the respondents had a map defining their territories while 4 respondents (20%) had no map as in table 4.20. 

[bookmark: _Toc400538127]    Table 4.20: Territory Master List
[image: ]
    Source: Field data

From researcher’s observation, some of the distributors paid less attention on company circulated documents; Monthly Sales Targets, incentives, territory master list, and any other document therefore it could be easily concluded that these distributors had misplaced the Territory Master List or they did not care having it. 
  
[bookmark: _Toc400538128]    Table 4.21: Number of Customers Served by Distributor
[image: ]
    Source: Field data
Further, SPSS findings showed that 47.4% of the respondents had 151-200 customers, 31.6% had more than 200 customers, 15.8% had 101-150 customers, while 5.3% had 51-100 customers in their Territory Master List as in table 4.21 above. This was the number of customers in General Trade served by the distributor.

[bookmark: _Toc400538129]    Table 4.22: Defined Route Sales
[image: ]
      Source: Field data

Moreover, 90% of the respondents revealed that they had their sales routes; defined, filled and updated as depicted in table 4.22 above. Route sale was a major concern in effective territory management in ensuring stock availability and achieving sales targets.

However, some distributors followed routes while others followed customers’ orders in easing the delivery/supply of the stock to points of sale (POS). SPSS findings revealed that 80% based on the routes while 20% of the respondents based on pre-sale orders as in table 4.23. Based on the open ended question asked to those who said they relied on customer orders, researcher found out that such distributors lacked either enough trucks or were short fall of man power particularly customer representatives (CRs) therefore relied on pre-selling by phoning the customers (before delivery).
[bookmark: _Toc400538130]   Table 4.23 Distribution Tactics by the Distributor 
[image: ]

        Source: Field data

The company was also encouraging its distributors in using Information Technology in easing their duties. Results from SPSS showed that only 10% of the respondents had their information computerised. The rest, 90% did not have computerised data as depicted in table 4.24. Asked on why they were not computerised, they said that they did not have computers and their warehouses did not support putting computers, rather relied on mobile phones in their operations for calling the customer (pre selling) and the sales team and manually storing data in their books of accounts.
  
[bookmark: _Toc400538131]  Table 4.24 Technology Compliance
[image: ]
    Source: Field data

The route-to-market also required the distributor to visit his/her territory regularly to track operations; opportunities, stock availability, competitors’ activities, price adherence to POS, tracking salesmen (CRs) on route, promotional activities, and building a relationship with customers. Results from SPSS showed that 30% never visited their territories, 25% sometimes visited, 20% rarely visited and 15% most of their time visited, while 10% did not know. This is to say based on cumulative frequencies, 60% visited their market but differing in their frequencies as in table 4.25 below.

[bookmark: _Toc400538132]   Table 4.25: Distribution Tendency of Visiting the Territory
[image: ]
   Source: Field data


[bookmark: _Toc400614189]4.3.7  Distributor’s Personnel Management
SPSS findings showed that distributors had few staffs/personnel at their points of sale. 90% had less than 5 staffs while 10% had 6-10 staffs as depicted in table 4.26. None of the distributor who had more than ten workers! Based on qualitative analysis, respondents were asked to point out positions of their staffs, most of them pointed out customer representatives (CRs) particularly to distributors who had few customers and or sales. Busy distributors had CRs, storekeeper(s) and or manager(s) who act cashier(s). 

  
[bookmark: _Toc400538133]   Table 4.26: Number of Staffs at Distribution's POS
[image: ]
   Source: Field data


All 20 respondents pointed out that they had Market Development Representative from SBC as depicted in Table 4.27. This MDR reported to ASM but worked with distributor. 

[bookmark: _Toc400538134]  Table 4.27: MDR Availability 
[image: ]
     Source: Field data

Asked to point out what exactly these MDRs were doing, most of the respondents said that they were helpful in channel development by ensuring merchandisation as per SKU at points of sale, ensuring both pre selling and route selling were followed by CRs, stockiest order generation, ensuring that generic point of sale materials (POSM) and planned promotional materials were placed in outlets and ensure daily feedback of market intelligence forwarded in real time to concerned parties

[bookmark: _Toc400614190]4.3.8 Mode of Payment to the Distributor’s Salesmen
Distributors were asked to point out the terms of payment to their salesmen (customer representatives). Results from SPSS in table 4.28 found out that most of the respondents (55%) paid commission only, 30% paid fixed salaries only while 15% paid both commission and fixed salaries. It was believed that for effective distribution to happen, salesmen/customer representatives have to be paid satisfactory wage/salaries otherwise they will steal or get demotivated as a result low or no sales scenario would be expected. 

As observed by the researcher, most of the distributors paid 120 – 150 Tsh per crate of returnable glass bottles 9RGB) and 100 Tsh per carton of PET. Moreover, those who paid fixed salaries, ranged from 120,000/= to 300,000/= per month depending on experience and commitment imparted. 

[bookmark: _Toc400538135]     Table 4.28 Mode of Rewarding Distributor’s Salesmen
[image: ]
       Source: Field data

Based on open ended questions raised in the questionnaires, respondents were asked to reveal how they tracked performance of their salesmen/customer representatives. Most of them, pointed out that they used sales achievement in tracking the performance; daily, weekly and monthly achievements. However, through observation none of the distributor took action against the poor performing CR unless such a CR had made a big fault such as an accident of the logistics, forgery, or theft of assets (cash or stock). 

[bookmark: _Toc400614191]4.4 Effectiveness of the Route-to-Market to SBC Tanzania Limited 
The study aimed at assessing the effectiveness of the route to market in fast moving consumer goods in carbonated soft drinks category, focused at SBC Tanzania Limited Pepsi bottler in Dar es Salaam.  Researcher focused on variables which could be used in drawing an inference; these were Stock availability/stock cover, Just-In-Time stock supply, improved customer service, immediate market Feedback. These were analysed to get good representation of the results on the dependent variable. 

[bookmark: _Toc400614192]4.4.1 Rating Stock Availability at Distributor’s Point of Sale
In order to assess the effectiveness of RTM, stock norm was seen as an important checklist that distributor should maintain. SBC sales team was then asked to rate their feelings towards stock maintained by the distributor. 56% of the respondents as in table 4.29 agreed that stock was maintained, 24% disagreed, 16% strongly agreed, while 4% neither agreed nor disagreed. Based on cumulative frequencies, 72% agreed that stock was maintained by distributor; it was no way that distributor would completely miss stock in the depot.  



[bookmark: _Toc400538136]   Table 4.29 Rating Stock Availability 
[image: ]
    Source: Field data

However, asked on how respondents felt about stock availability across the range or SKU, results as in table 4.31 showed that 44% disagreed, 16% strongly disagreed while those who strongly disagreed and those who agreed were both at 12% each signifying that stock was not across the range (SKU) in this case not in all flavors, and not in the available packs as demanded by the route to market.  

Researcher observed that distributors were given stock cover across the range every beginnings of months. The documents were observed to be pinned at distributor’s POS but not adhered by buying the stock as required;- most of them bought Pepsi, Mirinda Fruity, Mirinda Orange, Mountain Dew and less Seven Up, all packed in 300ml, 350ml and or 500ml. Other flavors were rarely bought or stocked by the distributor.




[bookmark: _Toc400538137]    Table 4.30:  Rating Stock across the Range 
[image: ]
       Source: Field data


[bookmark: _Toc400614193]4.4.2 Rating Time Used in Stock Distribution
Researcher wanted to know whether stock was getting supplied to POS in this case to tier 3 (retailers) at the required time “just on time” as per either the defined route or customer placed order in ensuring that RTM is effective. 

Results as depicted in table 4.31 showed that 56% of the respondents agreed that there was an improvement on just-in-time supply of stock, 24% neither agreed nor disagreed, 12% strongly agreed, while 8% disagreed. Based on cumulative frequencies, 84% agreed that stock was supplied just in time. 
[bookmark: _Toc400538138]  
Table 4.31 Rating Just in Time Supply of Stock
[image: ]                     
      Source: Field data
Researcher observed that RTM was monitored through direct route sale and indirectly through distributors before the stock reached the final consumer as presented in figure 4.3 below. Corporate buyers were military armies and special events buyers. RTM managers revealed in an interview conducted that as per the EDS conducted from 2013 to January 2014, the company had a total of 19,000 outlets both key accounts and general trade therefore consumers were getting stock appropriately. 
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[bookmark: _Toc400538146]Figure 4.3:  SBC Route-to-Market Model
Source: Field data

[bookmark: _Toc400614194]4.4.3 Rating Market Feedback 
SPSS findings revealed that 56% of the respondents agreed that market feedback was immediate and accurate, 28% strongly agreed, while 8% was for neither agreed nor disagreed and disagreed respondents each. Based on cumulative frequencies, this is to say 84% as in table 4.32 of the respondents, agreed that market feedback was immediate and accurate as a result of implementing RTM based on using distributors.  The secret behind this was that through merchandisers, distributor’s salesmen, and market development representative (MDR), any information from the market was shared to distributor and SBC RTM management immediately.
        
[bookmark: _Toc400538139]  Table 4.32 Rating Immediate Feedback
[image: ]
     Source: Field data


[bookmark: _Toc400614195]4.4.4 Rating Improved Customer Service
SPSS results in table 4.33 shows that 32% of the respondents agreed, 28% were in dilemma of agreeing or disagreeing, 16% disagreed, while 12% strongly agreed that RTM had improved customer service.  Similarly based on cumulative frequencies, 56% of the respondents do not agree with the improvement in customer service caused by RTM implementation. This is said to be caused by distributors’ failure on having stock which is across the range (as per SKU) and there was no professional approach towards customers as compared with company salesmen. 
[bookmark: _Toc400538140]  



  Table 4.33 Rating Customer Service
[image: ]
    Source: Field data

[bookmark: _Toc400614196]4.5 RTM Challenges
SBC RTM managers and sales team were asked to reveal their feelings and challenges they faced towards route to market implementation during an interview conducted to them. The following were raised; First, RTM was meaningful to middle class economy countries than in Tanzania as of now; where customers value time and the product offered, the nature of their economy is supportive, people (distributors and consumers) were more educated than in Tanzania, infrastructures were well administered and maintained, and the level of information technology dissemination/flow was faster than in Tanzania. Therefore any strategy that would be set could easily be implemented by both parties than in Tanzania. 

Another challenge was on getting the required warehouse size at the required location. Most of the distributors in urban areas had small warehouses and were not even planning to expand because rent was said to be increasing every day. In Kariakoo for instance, a 10m2 room is rented at 350,000/= at Muhonda street, 600,000/= in Swahili/Gerezani streets, and more than 1,000,000/= at Nyamwezi and Congo streets in a month. Researcher observed from Tanzania Breweries Distributors that the company (TBL) supported them by constructing the required size of the warehouse on loan basis to be deducted through incentives which they earn as they achieved their monthly sales targets.  

Moreover, price escalation was pointed to be a challenge in implementing RTM. Some distributors sold their stock at a net set price without giving a margin to their salesmen (CRs) whom they pay on commission basis. For instance if 1 crate of RGB is supposed to be sold at 11300/= Tsh, for 100/= Tsh commission to salesman, then salesman will sell it at 11400/= and get 100/= in addition (200/= garnered). Therefore retailer, the last tier is always affected by the price escalated therefore they sometimes switch their suppliers; that is they can buy from this distributor and next time from another distributor. This was mainly witnessed at most visited outlets such as lounges and bars in City Centre. Both distributors and the company know this situation though it has become difficulty in controlling.

Route to market is however challenged on few resources that are put in the market by the company. Sales Generating Assets (SGA) such as cooler/fridges, cooler boxes, jumbo ice boxes, table sets, and the like are few compared with competitor’s assets (Coca Cola Kwanza Ltd). 

Finally training was not done by distributor to his sales team as a result distributors’ salesmen just sold as they wish and as what they know; sometimes taking competitors’ products along with SBC’s, sometimes ignoring the set sales routes, not selling across the range (per SKU) as a result discrepancies in serving customers professionally and properly leading into lost sales, lost market share, and low profit if not a total loss. 

[bookmark: _Toc400614197]4.6 Initiatives Put by the Company for RTM Implementation 
Researcher observed from the field and during an interview with RTM Managers that the company had put the following initiatives for RTM implementation;
1. Distributors were given a defined territory which they could manage in ensuring effective distribution (of stock) is happening and sales potentials are fully utilised. The company geo-mapped its market by EDS technology (Every Dealer Survey) and assigned the territories to distributors. Those who proved failure, they were dropped.
2. The company supported the distributor by giving two staffs; Merchandiser and Market Development Representative (MDR) to assist market execution activities in the territory. However Area Sales Manager (ASM) supervised both Merchandiser and MDR. Ledger books, stock cover sheet, promotion board with targets were the tools given to distributor by the company for sales volume tracking through MDR and ASM  
3. The company gave three wheeler cycles (tricycles in this case Toyo and Cruiser brands) on loan to distributors as a support in distribution logistics. The driver and operating costs were under the distributor. Distributors were required to deposit a certain amount in advance for a tricycle. However, where distributors were failing in effective distribution, company trucks were used to tackle the area in ensuring distribution is effective. 
4. Cases on Loan (COL) were given to distributors who had few cases (empties). COL was also given during high season or when the demand for stock was high such as religious celebrations (Christmas, Eid), big public events, and New Year to be returned as was agreed by the company.
5. Market execution by having Point Of Sale Materials (POSM) such as T-shirts, banners, fliers, posters, caps, calendars, painting the walls, table sets, table mats and coolers for chilling the product. For the period of January to April 2014 for instance, the company issued more than 500 coolers (fridges) to the market (distributors’ areas).
6. The company expanded its PET production line from one automated machine to two fully automated machines. Previously the company had a capacity of 30,000 cases production in a day but since April 2014, PET production has doubled.
7. Finally, distributors enjoyed credit facility from the company which is normally extended to maximum of three days and or before another consignment is issued to distributor by the company. However, post dated cheques have been a mode of payment to distributors who can do payment through bank.

[bookmark: _Toc400614198]4.7 Discussion of the Findings 
[bookmark: _Toc400614199]4.7.1 Stock Norm/Stock Cover
It was found that distributors had stock in their points of sale for sales though not across the range or as per the required SKU, contradicting with the company’s RTM model which need a distributor to have stock cover (stock that can last within 4 days) across the range (all flavors, all packs). The objective is to have a stock back up to avoid inconveniences that may be caused by malfunctioning of the plant or other external factors as revealed in the study conducted by Bhatti et al (2012) on the supply chain of PepsiCo.  

[bookmark: _Toc400614200]4.7.2 Just in Time Stock Supply
It was found out that distributors were supplying stock on time through both route sales and pre orders placed by customers (mainly stockists and outlets with high volume). This was contributed by clear defined sales routes done by the company through EDS (Every Dealer Survey) geo mapping technology, and through logistics support whereby the company gave distributors with three wheelers trucks (Toyo and Cruiser) on loan to be deducted on incentives earned at the end of the month. This is similar to African Frontier Supply Chain (2012) route to market modeling that requires companies to assist its distributor with logistics.

[bookmark: _Toc400614201]4.7.3 Improved Customer Service  
Customer service was found to be unsatisfactory as a result of implementing RTM. Pepsi consumers require;- response time, high service level, reasonable price, variety products (per SKU), availability of goods, return ability, less response time, home delivery, collateral offers, original color and taste (Bhatti, et al 2012). For distributors, their customers are the tier 3 (retailers) who need to be satisfied first before they resell the stock to final consumers. However, unsatisfactory customer service was noted to be caused by distributors’ failure on having stock which is across the range (as per SKU) and lack of professional sales approach towards customers as compared with company own salesmen.

[bookmark: _Toc400614202]4.7.4 Immediate Market Feedback
It was found that market feedback was immediate, facilitated by both distributor’s salesmen and company sales team (ASM, MDR, and Merchandisers) in the market. Distributors were found to ignore visiting their territories but any information concerning their territories (competitors’ activities, new outlets, needy for market activation, outlet closing down, and the like) was taken and reported to the company immediately for remedial actions. 

[bookmark: _Toc400614203]4.7.5 Distributors Business Status
It was found that most of the distributors had low capacity warehouses which were not relevant to set target. As a result sales generated were not satisfactory. Moreover, the company was not supporting them contrary to Tanzania Breweries Plc - SABMiller (2011) which dictates that they supports their distributors by constructing warehouses required to fulfill the demands of the territory assigned.

Infrastructure was found to be enough at distributors point. Almost all distributors had at least a truck or pushcarts to aid in distribution of stock. Although three wheel trucks were noted to wear out fast, yet they were satisfactory in distribution.

Level of technology use was yet down as compared to SBC RTM plan. Distributors were relying on mobile phones only. They had no computer system, no internet, and no software for their enterprises contrary to Africa Supply Chain Frontiers (2012) RTM modeling requirements.

Distributors were all given territories, with route master list which showed the territory size. They were invested on glasses although some of them were given cases on loan (COL) by the company; they were supported by the company on personnel by having MDRs and merchandiser to look after their territories. All these comply with RTM modeling as stipulated by Africa Supply Chain Frontiers (2012) on support from the company. 

According to Navarro, et al., (2010), an effective RTM is built on four pillars; market-driven, coherent, balanced, and must be flexible. Moreover company should select the right partners that hold real growth potentials; understanding partner selection criteria, identifying key drivers of partner success, communicating the selection criteria to all stakeholders and constantly conducting an evaluation for effective RTM (Nieuwoudt, 2011) .

From the findings, SBC Tanzania Limited has to go back to its strategy and check all its distributors business status; financial ability, territory management, infrastructure compliance and complying technology for effectiveness of the desired route to market distribution model. 

[bookmark: _Toc400614204]
CHAPTER FIVE
[bookmark: _Toc400614205]5.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS

[bookmark: _Toc400614206]5.1 Introduction
The aim of this chapter is to reveal a summary of the findings; conclusion and recommendations of what would be the way forward for SBC Tanzania Ltd route to market distribution strategy in ensuring that it is strategically effective and adhered by both parties; company and distributors.  

[bookmark: _Toc400614207]5.2 Summary of the Main Findings 
[bookmark: _Toc396162543]It has been found from this study that route to market was prevailing but in a low pace, with challenges to be sorted out for effective distribution of SBC Tanzania Ltd products.
1. Most of the distributors were exclusive dealers. Few among them did stock competitors’ products either Coke or Azam. MO Soda™ from Mohamed Enterprises Ltd was not yet launched during data collection period, therefore none of them had Mo Soda
2. Sales volume was not satisfactory. Most of the distributors achieved less than 9000 cases (RGB + PET) monthly average sales, mostly packed in 350ml volume. Moreover, they did not achieve the set sales targets although as compared to the sales volume for July 2013, company had a growth of 6% for the month of July 2014. 
3. Investment was favorable on glass. Most of them had more than 1500 empty cases invested in the business. Few among them had COL scheme from the company
4. Warehouses were not compatible with company’s requirements.  Most of them had low spaced warehouse, which was not allowing across the range stock cover and operations (FIFO, sales and administration activities).
5. Distributors had enough distribution trucks; on average each distributor had two trucks for distribution of stock. These included three wheels, four wheels, and two wheels (pushcarts), most of them not painted in Pepsi colours and able to make 3-5 trips in a day.
6. Territories were given to distributors with the map to identify boundaries, and customers (master list). Most of the distributors had a master list with 151 – 200 customers.
7. Almost all distributors agreed that they followed sales route, while some who had challenges of enough man power and inadequate distribution trucks based on customer orders in ensuring effective distribution.
8. Technology was not being used by the distributors; 90% had no computerised data, rather operating manually on paper works. Mobile phone was only a tool used mainly for pre selling and sharing information.
9. All distributors had a company paid staffs (MDR and Merchandiser) with clear job description. Moreover, distributors had enough personnel to assist in sales and operations; most of them being salesmen (CRs)
10. Mode of payment to distributor’s salesmen was commission based; based on number of cases sold. For PET they got 100 Tsh while for RGB they got 120-150 Tsh per case (crate)
11. Company supported the model by; EDS channel geo mapping,  increased its PET production capacity since April 2014, increased credit limit to distributors, gave three wheels trucks on loan, and market activation activities by having enough POSM. 
12. Challenges noted included; price escalation by distributor’s salesmen, low financial investment by distributors, increasing cost renting the warehouse, increased competition, unsupporting infrastructures and low morale from unprofessional distributor’s salesmen. 

[bookmark: _Toc400614208]5.3 Implications of the Findings 
Firstly, territory map was given to distributors but from the findings it was observed that some distributors were not fully committed in satisfying the potentials of the areas given to them. Some distributors particularly who were in prime areas like Kariakoo, Manzese, Mbagala, Tandika, and Chalinze, relied solely on “exporting” the stock to upcountry markets particularly for PET and Canisters (take aways) therefore their areas were sometimes served by the company’s route trucks as a backing up whenever the gap was witnessed by the company. In an interview with one of distributors, he said “nowadays Pepsi (SBC) has cut our business. We are no longer getting profit as two years ago. The company  is exporting to upcountry regions therefore our customers are no longer coming to us, and since I used to rely on them my business has gone down”  but in reality the company was setting targets as per the potentials available in the territory intended. 

Implication to this is that RTM Managers should emphasise distributors through ASMs, and MDRs in total manipulation of their territories to avoid coincidence of stock. Tools given; targets, stock cover, ledger books, promotional bodies, should be tracked daily.

Secondly, most of the distributors did not have enough warehouse to comply with the stated or demanded warehouse capacity by the company therefore discrepancies were witnessed on; stock norm was not maintained by the distributor across the range (different flavours, different packs); no office for administration matters, risk of expired products was also high as FIFO (First In First Out) stock control procedure could not be done. 

Furthermore, logistics were quiet enough at distributor’s point of sale although due to mismanagement, it was observed that most of the tricycles were worn out before their anticipated life. Most of the distributors relied on pushcarts/wheel barrows to venture in remote and interior parts of their territories. However, local authorities in Dar es Salaam City by-laws of banning wheel barrows, tri cycles, and motorcycles use in the city, made some distributors hesitant on effective distribution.
Moreover, the forecasted sales volume was not achieved due to ignorance of some distributors; to them distribution was to happen but less considerate on time and customer’s satisfaction. Findings from the field showed that customer service was good but researcher realised that respondents were too bias for they worked with distributors therefore they were trying to defend not only distributors, but also themselves. It was researchers observation that while distribution has to happen effectively early in the morning, some distributors used to open their depots between 8:30am and 9am while competitors were opening around 6am to 7am! 
Finally, it was found that very few distributors whom their data or information were stored in computers revealing that information technology capability demanded by SBC route to market was not complied by their counterparts. Information Technology insisted was on having computer systems that can support data capturing and storage (sales, map/territory, and master list/customer data base) and for easing communication between distributor and the company and or customers. Most of the distributors were relying on mobile phones and manual paper works by having delivery note books, sales books, stock control books or ledgers and debtors’ list books as a result, some of them were less keen on stock position and cash flow (financial status)

[bookmark: _Toc400614209]5.4  Conclusion 
Effective route to market aims at ensuring that stock is effectively distributed from the plant (manufacturer) to final consumers. For SBC Tanzania, the route to market checklist had many issues to put into consideration, but from this study, few variables were considered; assessing stock availability across the range, just-in-time stock supply, immediate market feedback, and customer care. Any FMCG which have clearly defined routes to market will ensure that the strategy is successful for its goals to be achieved. 

From this study, SBC Tanzania Limited was implementing RTM but the model was not yet effective to cater the needs of effective distribution;  as a result the company could not rely totally on distributors. Some FMCGs were successful in their RTMs. For instance SABCO - CCK Coca Cola Bottler in Tanzania and Tanzania Breweries Limited had their market share at higher stakes, they could realise profits, visibility was high and stocks were available everywhere. Since year 2011 Coke started realizing its market share increasing against its co-rival Pepsi as a result they realized increasing profits and ts visibility in the market was superb; painting the walls, having enough POSM such as posters, banners, billboards, polo shirts, and others contrary to SBC Tanzania Limited whereby since its RTM option, yet market share was decreasing, and profits could not be realised though the company was trying to maintain its visibility, and stock availability.

Effective route-to-market is can be justified not only from the fact that customer service is increased, market feedback is immediate, stock is supplied within real time and stock made available across the range, rather other impeding factors such as prices adherence across all tiers, incentives to sales team and distributors, technology use and the like should be checked for; market share, visibility, availability and profits to be realized. 
[bookmark: _Toc400614210]5.5  Recommendations 
From the findings and conclusions made above, researcher would recommend the following to SBC RTM and Sales team in ensuring that effective distribution of stock from the plant to final consumer(s) is made possible.

[bookmark: _Toc400614211]5.5.1 Checklist for Appointing the Distributor
The company has its own checklist for appointing the distributor; capital, potential areas to invest, trucks, and ability in investing on trucks, warehouse, and people.  Researcher would recommend that to adhere into exclusive dealership, distributor should have three things; heart, commitment and trust as quoted from Mr. Fadi El-Khalily one of the family members who own SBC Tanzania, Nigeria, Ghana, and Kenya. By heart is to say he or she must have a loyalty towards SBC/Pepsi first therefore will be ready to invest whenever is asked to do so either on logistics, warehouse or buying stock. 

Most of the distributors surveyed in this study, used to be dual dealers; selling Coke and Pepsi, as a result they put effort on selling Coke (some of them), ignoring Pepsi but after RTM managers commitment on regular follow up, they remained with Pepsi. Commitment is to say, distributor should use his or her resources effectively and efficiently. By doing so, his stock will move out fast therefore realising a faster cash flow, will know his or her customers intensively and satisfy them, and his team will follow the route and achieve the set targets (deployed in a daily basis, weekly or monthly). Trust means distributor should position him/herself in a manner that he can be trusted by the company. SBC gives trucks on loan, cases on loan (COL) and extends credit facility to its distributors in pushing the sale therefore a distributor should be trusted for mutual benefits. 

However, enough capital investment comes second after the above three things are adhered. Distributor should invest on stock, empties, enough warehouse (as required), distribution trucks, and last though not limited to, people. He she must have aggressive people who can work on stock control, and majorly, sales. 

Another checklist is an experience. For somebody to qualify for a distributorship he or she must have an experience with the business and or territory assigned. The objective here is to acknowledge the commitment on the capital invested. Fast moving consumer good, particularly carbonated soft drinks needs somebody experienced in the industry, knowing the demand of the customers and satisfy them just in time therefore experience in the business should be an important factor. Somebody can qualify from stockists of other beverages or has been in the assigned or knows the area. 

The weakness observed from SBC distributors is that they are less invested. Company has invested more to them (credit facility, tricycles on loan, cases on loan, personnel etc) than themselves for the company. Therefore agreed SBC RTM Check List should be reviewed regularly and adhered or complied by both parties to ensure common goals are achieved
[bookmark: _Toc400614212]5.5.2 Regular Meetings and Trainings
Research would recommend that there should be regular meetings between SBC and its counterparts, distributors and evaluate or review the strategy in ensuring that effective distribution is possible. Training on salesmanship is also important to distributors and their salespeople (CRs) so that they can know what is RTM and their role in achieving the desired targets. It was observed that no training from the company to distributor’s salesmen or distributor to his team. The hurdle observed is that distributor knows less information on his/her salesman and the nature of recruitment seems to be too casual, not on permanent basis, therefore even payment was based on commission basis. 
[bookmark: _Toc400614213]5.5.3 Direct Route Selling
Researcher recommends direct route selling to be made available to distributors who are reluctant, non aggressive in distribution of stocks, who face temporary problems such as financial loss due to theft or mismanagement or social problems. This is because some distributors close business due to their personal problems therefore the market gets suffered. Direct route which means the company should send its sales truck or salesman, will act as a back up to such territories whenever the problem is realised.

[bookmark: _Toc400614214]5.5.4 Company Depots in Remote and Important Markets
As part of the RTM, I would recommend that the company should have its own depot in prime markets which are not fully serviced, and remote areas. For instance in Upanga, Muhimbili, Kariakoo and Central Business District (CBD) meaning City centre areas such as Kisutu, Mkwepu, Posta, Jamhuri, Samora, and Ocean Road should be served direct by the company through depot. The reason behind is that these areas are prime market where competitors especially Coke and Azam are all eyeing (investing in coolers and other POSM, pushcarts, tricycles, and incentivising their stockiest) and are the areas where infrastructure are not supportive. Roads are full of traffic jam, and City council bylaws are strict on type of trucks allowed, time, permits and the like. 

Having depots in the proposed areas will ensure maximum distribution because stock will be made available across the range and as per the norm (SKU), every day and getting supplied by professional salesmen (CRs). Other areas such as Mwenge, Sinza can be thought of also.

[bookmark: _Toc400614215]5.6 Limitations of the Study
i. The unwillingness and uncooperativeness of respondents to fill in the questionnaires for fear of losing classified information to competitors although it was stated in the introduction letter that the researcher’s intentions were for academic purposes only. 
ii. Respondents were busy business people and sales people therefore there was a failure and delay in receiving the complete, on time, and completed filled questionnaires. To overcome this an appropriate time was set to allow busy respondents fill the questionnaire within the timeframe set.  

iii. There was limited access and scarcity of local secondary data on effectiveness of route to market distribution strategy in Tanzania. The researcher used foreign literature that was relevant to the study to cover the local literature gap.
iv. Getting sales data from the company to check the relationship before RTM model was implemented and after implementation. Researcher relied on daily sales data for the year 2013 and 2014 for comparison. Also SBC being a private owned company, it was difficulty getting publicly available data. Researcher modified questionnaires and relied on observation too to get the required data
v. Distance limited going into far located distributors. Distributors from Lindi, Tanga, Morogoro and Mtwara were not easily physically contacted. Researcher relied on telephoning to some of them who were randomly selected to overcome this hurdle.

[bookmark: _Toc400614216]5.7 Suggested Areas for Further Studies 
It is then recommended that route to market should further be studied as follows.
i. How RTM is effective in rural Tanzania given the nature of infrastructures and economy. 
ii.  Relationship between RTM and sales volume to SBC Tanzania Limited. Whether RTM has contributed positively on sales
iii. Whether RTM is the best strategy in distributing all FMCGs such as airtime vouchers, food stuffs, and stationery materials (office solution)

[bookmark: _Toc400614217]
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[bookmark: _Toc400614218]Appendix I: Questionnaire to Distributors

Dear Respondent, 
This questionnaire aims at collecting data which will assist on assessing the effectiveness of route-to-market distribution strategy to FMCG industry – carbonated soft drinks category, a case of SBC Tanzania Limited - Pepsi.  The information you will provide in this questionnaire is purely for academic purpose in aid of acquiring my Masters Degree in Business Administration of the Open University of Tanzania (OUT). Under no circumstances shall the information be disclosed to other parties without your consert. Your co-operation is highly appreciated. 

A: BACKGROUND INFORMATION (Please put X in an appropriate box) 

1. Sex: 
	Female
	Male



2. What is your age?      
	Below 25 years 
	25-35 years 
	36-45 years 
	46-55years 
	Above 55 years 



3. 	Highest academic qualification of the respondent:
	Non elite          
	Primary School
	Secondary  
	Diploma/FTC
	University Degree



4. How long have you been in this industry? 
	Less than 1 yr
	1-5yrs
	5-10yrs
	10-15yrs
	More than 15 yrs



5. Are you exclusive dealer of SBC Tanzania Ltd products only? 
	Yes
	No



6. If no, what other CSD are you distributing?  
…………………………..……………………………………………………………….



B: THE EFFECTIVENESS OF THE RTM: (Put X in an appropriate box and fill in the blanks)

	Do you get monthly sales targets on time from SBC?
	Yes
	No

	What is your average monthly  sales volume
	=< 5000 
	5001 – 7000
	 7001-9000       
	9001-11000
	>11,000

	Which pack moves faster than others?
	250ml
	300ml
	350ml
	500ml
	Don’t Know

	How many empties injected in this business?
	500 or less
	501-1000
	1001-1500
	1500> 

	


WAREHOUSE STATUS

	What is the size of your warehouse in square metres?
	<50
	51-70
	71-90
	91-110
	>110

	Is the Depot painted in Pepsi colours?
	Yes
	No

	Ware house is secured and dedicated. Please rate
	Excellent
	Good
	Fair
	Poor

	FIFO applicable? (First in First out policy) 
	Yes
	No

	If no what is the plan to implement it?

	

DISTRIBUTION LOGISTICS STATUS

	How many distribution trucks (Three wheels and or four wheels) do you have? 

	Can you explain what type of trucks and their carrying capacities in cases?



	On average how many trips do your trucks make in a day
	1 - 2
	3 - 5
	> 5

	Are all these trucks painted or have any Pepsi logo? 
	Yes
	No

	Do the pushcarts and trucks assist in achieving the daily targets?
	Yes
	No

	If no, how do you do?

	Are your records computerised?
	Yes
	No

	If no, why?

	

TERRITORY MANAGEMENT

	Do you have a map from SBC to identify the territory/outlets?
	Yes
	No

	If no, why?

	If yes, are the routes defined, filed and updated (Monday to Saturday)?
	Yes
	No

	How many customers do you deliver to for Trade Sales?

	How many customers/outlets are served daily by your one CR?
	1-30
	31-60
	61-90
	>90

	What is your distribution model?
	Route basis
	Customer orders

	Are all your CRs on route every day?
	Yes
	No

	Do you visit your routes or territory? 
	Most of the time
	Sometimes
	Rarely
	Never
	Don’t know

	What support do you get from SBC on territory management?

	





PEOPLE MANAGEMENT

	How many people do you have? CRs, Cashier, Storekeeper, etc
	<5
	6 -10
	>10

	Who are they? Please specify their positions

	Do you have MDR from SBC?
	Yes
	No

	If yes, what has he/she done for your business?
	

	What kind of payment do you offer to your CRs?          
	Commission only
	Fixed Salary 
	Commission + Salary

	How do you track their performance?

	What support do you want from SBC on people management?










***Thank You for Your Cooperation***
[bookmark: _Toc400614219]
Appendix II: Questionnaire to RTM Managers

Dear Respondent, 
This questionnaire aims at collecting data which will assist on assessing the effectiveness of route-to-market distribution strategy to FMCG industry – carbonated soft drinks category, a case of SBC Tanzania Limited - Pepsi.  The information you will provide in this questionnaire is purely for academic purpose in aid of acquiring my Masters Degree in Business Administration of the Open University of Tanzania (OUT). Under no circumstances shall the information be disclosed to other parties without your consert. Your co-operation is highly appreciated. 

A: BACKGROUND INFORMATION (Please tick in an appropriate box) 

1. What is your sex: 
	Female
	Male


2. What is your age?      
	Below 25 years 
	25-35 years 
	36-45 years 
	46-55years 
	Above 55 years 



3. 	Highest academic qualification of the respondent:
	Secondary school
	Diploma
	Degree
	Masters degree
	Professional


4. How long have you been working with SBC Tanzania? 
	Less than 1 yr
	1-5yrs
	6-10yrs
	11-15yrs
	More than 15 yrs



B. Interview guide on assessing the effectiveness of RTM implementation
1. What RTM is all about in your company? 
........................................................................................................................................
…………………………………………………………………………………………
2. Why you opted RTM from direct route sale? ........................................................................................................................................
…………………………………………………………………………………………
3. What are the SBC checklists when auditing the effectiveness of this model? …………………………………………………………………………………………
………………………………………………………………………………………
4. How do you empower your distributor and your team in implementing RTM?  ………………………………………………………………………………………
…………………………………………………………………………………………
5. What are the outcomes of implementing this model so far in your company? …………………………………………………………………………………………
………………………………………………………………………………………
6. What challenges is SBC facing in making RTM its distribution strategy? ........................................................................................................................................
………………………………………………………………………………………



























[bookmark: _Toc400614220]Appendix III: Questionnaire to ASMs, MDRs & CRs 

Dear Respondent, 
This questionnaire aims at collecting data which will assist on assessing the effectiveness of route-to-market distribution strategy to FMCG industry – carbonated soft drinks category, a case of SBC Tanzania Limited - Pepsi.  The information you will provide in this questionnaire is purely for academic purpose in aid of acquiring my Masters Degree in Business Administration of the Open University of Tanzania (OUT). Under no circumstances shall the information be disclosed to other parties without your consert. Your co-operation is highly appreciated. 

A: BACKGROUND INFORMATION (Please put X on appropriate box) 


1. Sex: 
	Female
	Male



2. What is your age?    
	25 years or below
	26-35 years 
	36-45 years 
	46-55years 
	Above 55 years 



3. 	Highest academic qualification of the respondent:
	Primary School
	Secondary  
	Diploma/FTC
	Degree
	Postgraduate



4. How long have you been working with SBC Tanzania? 
	Less than 1 yr
	1-5yrs
	6-10yrs
	11-15yrs
	More than 15 yrs











B.  EFFECTIVESS OF THE RTM
5. Please rate your observation towards RTM implementation. (Put X in the appropriate box)
	S/N
	Checklist
	Strongly Agree
	Agree
	Neither agree nor disagree
	Disagree
	Strongly disagree

	1
	Required stock is maintained by distributor (stock norm/cover)
	
	
	
	
	

	2
	Stock is available across the range to POS/outlets 
	
	
	
	
	

	3
	Improved Just-In-Time supply of stock to POS/outlet 
	
	
	
	
	

	4
	Market feedback is immediate and accurate
	
	
	
	
	

	5
	Improved customer service: stock is available across the range, no price abuse, DC knows customers better than the company, credit sale extended by DC, etc.
	
	
	
	
	



6. What challenges are there in implementing RTM?
…………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
7. What suggestions are you giving to RTM managers and distributors in implementing RTM? ………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

***Thank You for Your Cooperation***
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2

10.0

10.0

10.0

18

90.0

90.0

100.0

20

100.0

100.0

Yes

No

Total

Valid

Frequency

Percent

Valid Percent

Cumulative

Percent


image23.wmf
Distributor Visits the Route/Territory
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Stock Norm Maintained by Distributor
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Across the Range Availability to Outlets

3

12.0

12.0

12.0

3

12.0

12.0

24.0

4

16.0

16.0

40.0

11

44.0

44.0

84.0

4

16.0

16.0

100.0

25

100.0

100.0

Strongly Agree

Agree

Neither Agree nor

Disagree

Disagree

Strongly Disagree

Total

Valid

Frequency

Percent

Valid Percent

Cumulative

Percent


image29.wmf
Improved Just in Time supply of Stock to Outlets
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Market Feedback is Imediate and Accurate

7

28.0

28.0

28.0

14

56.0

56.0

84.0

2

8.0

8.0

92.0

2

8.0

8.0

100.0

25

100.0

100.0

Strongly Agree

Agree

Neither Agree

nor Disagree

Disagree

Total

Valid

Frequency

Percent

Valid Percent

Cumulative

Percent


image31.wmf
Improved Customer Service
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