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CHAPTER ONE
INTRODUCTION

1.1. Background of the Study

Shaw. (2012).stated that Strategic planning referthe process of developing and maintains a
strategic fit between the organization’s goals arapabilities and its changing marketing
opportunities. Strategy is the pattern of commaeat related to the organization’s activities which
are derived from its policies, objective and go#lselates to pursuing the activities which mowe a
organization from its current position to a desifetlire state. Strategic plan is different from the
business plan in that the focus of strategic ptamsually on the entire organization while the ®cu

of business plan is usually on a particular prodectice or program.

As-per the above literature emphasize about margetievelopment that Ethiopian Fruit and
Vegetables Marketing Share Company (Etfuit) is @estowned company which is under the
supervision of Privatization and Public Enterprisegpervising Agency. Etfruit is the major
domestic distributor and leading of export of fsuivegetable, cut flowers and processed
horticultural products in Ethiopia and abroad.l$ibamports selected vegetables seeds from Europe
and distributes to state farms and commercial faamsvell as farmer’s unions in many parts of the

country.

Currently, Etfruit owns 20 refrigerated and 15 nefrigerated trucks for the distribution channels,
warehouse and sales outlets. Nowadays the comipasithree main distribution centers with
efficient warehouse and 65 retail shops in Addisaté strategically placed to render efficient
service. The company also developed distributiontese and branches in major town of the

country.

It also rents refrigerated heavy duty truck tramspervice to importers and exporter. And transpor

perishable products from ports to customer’s wanehs and from warehouses to ports.



Etfruit has contributed a lot to the country indign currency generation through its export activit
of fresh fruits and vegetables to its neighboriogrdries with the following objective:

» To purchase and grade vegetables flowers inclutti@grocessed horticultural product;

* To supply various vegetable fruits and processetduttural products for export and local
market;

» Provide efficient uplifting of horticultural prodtiasing refrigerated trucks;

* Import and distribute vegetable seeds for prodycers

* To engage in any other related activities to aftsipurchase.

According to Etfruit administration documents, giibation has increased the markets and
opportunities for more growth and generating reeehowever, increasing diverse markets have a
wide variety of needs and expectations that mugirbperly understood and addressed. Considering
this critical and vital issue Efruit has launcheadustural change through the implementation of
Business Process Reengineering (BPR). By taking ¢onsideration that the implemented BPR
could help for solving its marketing problems enaewed before the launched structural change
market development strategy, therefore, comes ftben strategic marketing planning of the
company to implement this due attention must beergifor the critical issue that anticipated
sustainable growth of the company but it doesnit skploit the available demand of those
neighboring countries for fruits and vegetables abee of various resource and capability
constraints.

1.2. Statement of the Problem

According to Kotler and Armstrong (2006) the ddfom of marketing plan as a task that involves

deciding on marketing strategies that will help teenpany attains its overall strategic objectives.
The authors stipulate that a detailed strategidketsrg plan contains the following major contents.

Executive summary, current marketing situationeaits and opportunities analysis, objectives and

issues, marketing strategy, action programs, bsdgedtl controls Managers are required to move



through these essential components, so that tbenpanies are operating in a strategic fit with
surrounding environments. However, when it comeBtfauit’s practical case it is possible to note
many gaps on its strategic plan. The preliminargeoation and preliminary discussion held with
the company’s senior management by the studenanass reveals that the strategic marketing
plan preparation was lacking proper environmentaineing, and SWOT analysis. This can be
evidenced the company’s current situation whers @xperiencing lack of supply in slack season,
this means at the slack period citrus product sicbrange, mandarin and mango are pushed to the
market more than the market required, and alscsfdcgtribution capacity constraint during bulk
guantity supply seasons, this was require hugestiogi to transport and storage as well as
distribution to the market, because the strategacketing plan of the company is weak to give
immediate solution to the problem. Thus, these lprob trigger the student researcher to conduct
this study.

To conclude Etfruit were not participated the costes and employees of the company during the
preparation of the strategic marketing plan. Thesion, vision and objective of the company were
not clearly commentated to the customers and erapkwf the company. The researcher tries to

show the problem in the questionnaire part in okrajbiree.

1.3. Basic Research Question
To investigate the mentioned research problemiaifeving research questions were raised.
1. What are the micro and macro environment variaipisencing in Etfruit?
2. Does the organization have a well established systiecontrolling and evaluating of the
strategic marketing planning implementation?
3. What are the market development opportunities touk?
4. To what extent do the company’s managers haveagegic planning orientation?

5. How do the company’s stakeholders perceive itdegia marketing?



1.4. Significance of the study

The researcher believes that the finding of thdystuould have the following contribution;

It shows the weaknesses and strength in the Stategrketing planning process of the
company. Thus the company would be benefited irmgerof getting important
recommendation for its future development.

This research would also serve as a referencethar researchers who are interested to
conduct research in the same or related topics.

Finally, the researcher himself has also been Hedemuch because he has gain the
knowledge and skill of articulating research proideand devising a systematic approach
through which the identified problem can be resdlve

1.5.0bjective of the study
This section deals with both the general and speaifjective of the study.

1.5.1. The General objective of the Study

The general objective of the study was to examiree dverall pictures of Etfruit practice in

formulation strategic marketing planning and reanha given possible recommendation from the

answer given by the respondent on chapter three.

1.5.2. Specific Objectives

To identify the relevant variables (both micro andcro environmental aspects) surrounding
the operation of Etfruit

To examine the relevance of Etfruits systems oftrolimg and evaluating its strategic
marketing plan implementation.

To identify the market development opportunitiesgia for Etfruit.

To assess the perception of the company’s stakefsobout its strategic marketing plan.

To examine the extent to which the company’s marsalgave adequate level of orientation

about strategic planning.



1.6. Scope/Delimitation/ of the Study
The strategic marketing plan of the company thatirsently under implementation was launched
in 2003 E.C. Thus, this study mainly focuses on dbepany’'s practice since 2003 E.C this
means at least four years trends were considerdekistudy. Hence, the scope was limited to

assess company’s strategic marketing plan.

1.7. Limitation

Due to time and budget constraint the researcherliwated on studying only on one specific
company that is Etfruit.

1.8. Research Design and Methodology

1.8.1. Research Design

The research design used in this paper was deseriptethod. This method was prepared
because it helps to describe the phenomenon redldst the respondents.

1.8.2. Population, sampling size and sampling texigue
The total population therefore, was about 58 memkdrto are randomly selected from different
departments of the company, among these the nuoflpeanagements is 18; from employees in
the company who are capable to answer for the igmeate 25, and the number of whole sales
customs is about 15.The researcher was tried tesssthe strategic marketing plan of the
company due to this capable respondents are sglextget genuine repose, and the response
were shown in the questionnaire part of the refepaper.

The sample size would have 58 members, but onl§%B@%%) of the respondents are return the

guestionnaires with complete answers to the resetrespondents are return incomplete and Two



are answers was invalid because of incomplete cagsgy censes sampling technique and

descriptive statistics method was used.

1.8.3. Types of data collection

The researcher was making an optimal use of priraadysecondary data. The primary data was
collected from the respondent who is selected fEifruit board of directors, top management,
middle level management, employees and custonferseaison for selecting so is that these units
are assumed to be the relevant stakeholders whoinatbe position of formulation and
implementation of strategic marketing planningha tompany. The secondary data was selected

from various sales and distribution reports inahgdinterim and annual reports of the company.

1.8.4. Method of Data Collection

In this study both survey and interview method wale. The survey method was done using
guestionnaires with open and closed ended forms fifdt type (survey) was addressed to the top
and middle management, employees and customersgtioad type (interview) was to board of
directors and managers; also the third. Moreover, the different interview sessions were

organized a semi structured interview guide wasluse

1.8.5. Method of Data Analysis

The method of data analysis was descriptive rebeanethod it was used to describe
characteristics of a population or phenomenon bestgdied. The closed ended form of
guestionnaire was tallied frequency count will bade, and percentage and mean was used to
analyze the data. The interview and open endedtiqoneaire was analyzed in the form of

narrations.



1.8.6. Organization of the Research

The research paper was organized in four chapférs. first chapter was explaining about
introduction. The introduction part is consiststleé background of Etfruit, the statement of the
problem, the research questions, significance @fstiady, objective of the study, specific of the
study, methodology and scope/limitation of the gtutihe second chapter was deals with the
Review of related literature. The third chapter wasout data preparation, analysis and

presentation. The last and fourth chapter was desilh summery, conclusion and
recommendations.



CHAPTER TWO

REVIEW OF RELATED LITERATURE

2.1. Overview of strategic marketing planning.

According to Chandlers (1962) the pattern of thmgkiin the organizational strategy and

marketing literature, on the other hand, providegiesal clues about why this interface was
understudied treatise on strategy and structuik tfam stream of research that followed, strategic
planning research was largely separated from sglatenplementation research. Current

marketing literature reflects this assumption ohaeptual separateness as well. Although
normative and prescriptive models for strategic kataplanning exist, they largely exclude

discussion of implementation related issues. Shtgjlalthough the developments in marketing
strategy implementation research are meager, #regin unconnected from the market planning

literature.

Lockheed M ( 2009) states that "the strength obmmany is often measured in the kinds of
relationships it develops with its customers, emeés, suppliers and communities a commitment

to strong and dynamic relationships remains an apbelement of conducting business”.

According to Day (1994) strategic marketing reskars have long been interested in determining
the performance implications of different approache marketing strategy development. For
example, research stemming from the market oriemtatream has centered on the benefits that

firms adopting a market-driven approach to develgtrategies obtain.

As Jaworski and Kohli (1993) state researcherdis area have consistently found that those
firms that acquire information about the needs wadts of their customers and that respond to
this information by developing and implementingattgies that target those needs and wants

outperform firms that do otherwise.



As it was stated by Kotler (2008) marketing is fliecess by which companies create value for
customer and build strong customer relationshiriger to capture value from customers in
return. According to Wheelen and Hungel (2004)tsgig planning to provide long direction

delineate what kind of enterprise the companyyisidrto get become and infuse the organization

a sense of purposeful action.

Strategic formulation is the development of longga plans for the effective management of
environmental opportunities and threats of corgoratrengths and weakness. It includes
performing situational analysis defining the cogdervision and mission specifying achievable

objectives of developing strategic and settingqyogjuidelines.

As it was seen by Hitt et.al (2005: 105) Strateggkimg brings into play the critical managerial
issue of how to achieve the targeted result intlgflthe organizations situation and prospects. An
effectively formulated strategy might's. Integrate®d allocates the firm’s resources capabilities

and competences so that it will be properly striatdgo to achieve them.

Ghemawat (1986) said that. a question of key ingpae to marketers is. Does strategic
marketing represent a separate field of endeavonfeommentaries on the subject have tended
to ratify strategic marketing, variably viewing #@s a foundation for marketing practice or
unfortunate idea which will die as a fad. This papegues that the field of marketing has two
aspects marketing management and strategic magkelifarketing management deals with
formulation and implementation of marketing progsato support marketing strategy. Strategic
marketing focuses explicitly on the quest for lanmg- competitive and consumer advantage.
Organizations in a market economy are concerndu ddlivering a service or product in the most
profitable way. The key to profitability is to aelvie a sustainable competitive advantage based on

superior performance relative to the competition.

As Stalk et al. (1992identify Superior performance requires doing three thingseeb¢éhan the

competition. First, the firm must designate thedomai/market clearly, based on marketplace



realities and a true understanding of its strengthd weaknesses. Second, it must design a
winning business system or structure that enaltlescompany to outperform competitors in
producing and delivering the product or serviceird;hmanagement must do a better job of
managing the overall business system, by managihgniy relationships within the corporation,
but also critical external relation macroeconomiud asociopolitical systems. As a result,
destabilization and fluidity have become the nonnworld business. Today there are many, many
more strategic alternatives for all types of indest Firms are constantly coming up with new
ways of making products and getting them to market.

Levitt (1983:138) show that strategic planning dsnmechanically, and therefore incorrectly,
defined as deciding how to allocate resources antlo@gpossibilities of what's to be done. This
definition is incorrect because it presumes thasé¢hpossibilities are self-evident. They are rot. |
is wrong to say that the most important and creétichallenging act of corporate decision
making is about choices regarding what's to be ddhe most important and challenging work
involves thinking up the possibilities from amongieh choices may have to be made. To select
among stipulated possibilities is to make choicds poeferences, not decisions about
appropriateness. A possibility has to be creatédrbeét can be chosen. Therefore, to think up the
possibilities from among which choices might be mad to engage in acts of creative
imagination.

According to Summer (1997) when marketing stratelgjgctives fail to materialize, is it because
the strategy was unsound or the implementation imeféective, or both? Findings from a two-
stage exploratory study of marketing implementatiorsmaller industrial organizations suggest
that the complex interactions between planning iamglementation processes, and planners and
implementers, impact eventual marketing effectigsnédepth interviews with fifty managers
most knowledgeable about their firm's marketing lanpentation processes shed light on the
different ways in which the interactions are mamhdendings suggest that promoting closer
interactions between market planners and implemgnte assigning the responsibility of both

functions to a person or a group improves likelthobd strategic marketing success.

10



Hambrick and Cannella (1989: 278) indicate the wgjalead inability to implement strategy may
be a sign that accepted approaches to strategylfation are not as good as many think they are,
for a well-conceived strategy is one that is impeatable. A tendency to treat formulation and

implementation as two separate phases is at thefooany failed strategies.

According to Goodstein et al (1993:263) the singlest important objective of every profit
seeking organization should be to generate as mrafit as possible and increase shareholders
value. Thus, the importance for the projectionmmbeaganizations future should be, not to change
any aspects of the business, pursue no new pragweiopment, market penetration, and cost
reduction schemes and so on as this is the bestofvaighlighting gaps within the firm. The
added advantage of the computerized modeling ifatttehat what if scenarios can be simulated,
especially with reference to foreign currency clemgxperienced in the South African exporters
market. The expected outcome of the gap analyss $rategic plan that has a reasonable
probability of success. The purpose of the analigste bring the test of the current reality that

organizations experience to the dream of tomorrow.

As Kotler (2000:74) was stated any company firstsiders whether it could gain more market
share with its current products in their currentrkets (market-penetration strategy). Next it
considers whether it can find or develop new markigtr its current products (market-
development strategy). Then it considers whetheraits develop new products of potential
interest to its current markets (product-developmstrategy). Later it will also review
opportunities to develop new products for new m@rkaiversification strategy. Looking at
product development there are three approachesgeamt can look at new markets whose

needs might be met by its current products.

» |dentify potential user groups in the current saless.
» Seek additional distribution channels,

» Consider selling in new locations in its home coyiotr abroad.

11



Chang and Huang (2006:258) identifying and evalgatSWOT (strengths weaknesses
opportunities and threat) SWOT for strategic gaysiclg options the SWOT analysis of external
opportunities and threats as well as the intertrahgths and weaknesses of the enterprises is
important for strategy formulation and developmertte purpose of the analysis of external
opportunities and threats is to evaluate whetheeraerprise can seize opportunities and avoid
threats when facing an uncontrollable external remvnent, such as fluctuating prices, political
destabilization, social transition, change in tbke rof law, etc. The purpose of the analysis of
internal strengths and weaknesses is to evaluateamoenterprise carries out its internal work,
such as management, work efficiency, research amdlabment, etc. If used correctly, SWOT

can provide a good basis for successful strateggutation.

Pearce and Robinson (1997) indicate that, markpbrnities and threats is a big factor in
shaping a company’s strategy since they not origcathe attractiveness of a company situation,
but point out the need for strategic action. Keyntts could be one source of opportunities such as
over looked market segments, changes in compettivegulatory circumstances, technological
changes, and improved buyer and supplier relatipesiihe following key impediments to the
firm’s current or desired future, such as the erdeaof new competitors, slow market growth,
increased bargaining power of key buyers or suppliechnological changes, and new or revised
regulations, could be presented as threats tona firom these examples it can be seen that
similarities exist within the variables that make epportunities and threats. The importance for
the analysis of past trends in a firm’s sale, castd profitability is of major importance in the

identifying of its strategic internal forces.

According to Steinetal (1993) sales trends shoeltioken down by product line and the channel
of distribution. A detailed investigation of therfi's performance history trends should allow
management to isolate the internal factors thaluemices its sales, cost and profitability.
However, there is a direct relationship betweenréselts of the internal trend analysis and the
external forces that affect these results. In mases the economical and political environments

are the major influences of internal factors ofbgllize organizations, as will be seen in sales and

12



profitability analysis of the business. Theorelicahere are several ways to close the gap

between the organization’s current state and g& el future state.

As it was revealed by Pearce and Robinson (19%7appropriate strategies will generally either
fall into a growth or retrenchment category, depegdon the relationship of the current
organization and its desired future. The esseoaenterstand what the key opportunities and
threats are facing a firm, helps management idemghlistic options from which to choose

appropriate strategies.

2.2. Strategic marketing Formulation
As Kotler (2008) state marketing is the processMych companies create value for customer

and build strong customer relationship in ordecdpture value from customers in return.

Marketing processdiscovering unfulfilled customers needs and wanisl d&ring those
products/services to the market that satisfiesethwseds is the crucial issue. This follows is
services of sequences and this are stated bellavsimort and brief way.

» Situation analysis is analyzing the internal andemal situation strength and weakness
internally as well as opportunities and threatseexlly which entail legal and political,
social, technological, economical and ecologiceldes that impact the company one way or
the other.

» Market segmentation dividing the market into sulbgro

» Target marketing selecting the attractive markghsnt and go for offering to this target
only.

» Positioning is able to put company’s product in thimds of customers so that customers
can use these products continuously being satisfied

* Growth strategy a company can use the availabletgrstrategies for sustainable growth.
These growth strategies namely are market permtragrowth strategy, market

development, product development and diversificatiGrowth strategy involves the

13



attainment of specific growth objectives by inciegshe level of the firm’s operations and
these alternative growth strategies are discusskevb

» Market penetration this strategy goes for increasiales in the current market just with the
current product.

» Diversification this strategy goes for company growth through aagmior starting up of
new businesses outside the company’s current predacmarket as well.

» Market development is a strategy used by compadh#sdentifies and develop new market
segments for the current company’s products. Thiisb& complemented through assessing
local or international markets and enter into tiew market so that it will be the opportunity

of selling its products.

Linda (2009) said that competitive analysis inveN@oking at your competition — both direct and
indirect. The analysis is designed to help yourtetge how your organization is doing relative to
its competitors, considering a number of factorduding: sales and profit figures, price, product
attributes, customer service attributes, markettipos Competition’s strengths and weaknesses
to determine how you might position your own praduend services to compete most effectively,
internal analysis In addition to looking at extdrmenvironmental factors that impact your
organization, you will also want to explore intdrfectors and gather information relative to your
existing products and services, their sales volympesitability, customer mix (who buys which
products), data on customer complaints and custgeeseptions, etc. In addition, it can be
helpful to meet with or interview key people withine organization — product line managers,
customer service department heads, or others wh@roevide insights related to product/service
demand, customer needs and perceptions. Give aeéetjoee and attention to the situation
analysis. The work you do here will provide youhwihe solid information and background you

need to make sound and appropriate.

14



2.3. SWOT Analysis
It is a structuregolanningmethod used to evaluate the SWOT (strengths, weaksppportunities,
andthreats) involved in @rojector in abusinessenture. A SWOT analysis can be carried out for a
product, place, industry or person. It involvescdifying the objective of the business venture arjgut

and identifying the internal and external factotwstt are favorable and unfavorable Strengths:

characteristics of the business or project that gian advantage over others.

« Weaknesses: characteristics that place the busimga®ject at a disadvantage relative
to others. Opportunities: elements that the prajeatd exploit to its advantage.

« Threats: elements in the environment that couldearouble for the business project an

able to achieving that objective.

Identification of SWOTSs is important because thap inform later steps in planning to achieve
the objective. First, the decision makers shoulas@ter whether the objective is attainable, given
the SWOTs. If the objective is not attainable afedlédnt objective must be selected and the
process repeated. Users of SWOT analysis needktcarmd answer questions that generate
meaningful information for each category (strengtsaknesses, opportunities, and threats) to

make the analysis useful and find their competisisieantage.

One way of utilizing SWOT is matching and convegtitMatching is used to find competitive
advantage by matching the strengths to opportgni@enverting is to apply conversion strategies
to convert weaknesses or threats into strengthspportunities. An example of conversion
strategy is to find new markets. If the threatswnaaknesses cannot be converted, a company

should try to minimize or avoid them.

15



SWOT analysis aims to identify the key internal aexternal factors seen s important to
achieving an objective. The factors come from withi company's unique value chain SWOT

analysis group’s key pieces of information into twain categories.
1. Internal factors — the strengths and weaknesseshaltto the organization.

2. External factors — the opportunities and threa¢s@mted by the environment external to the

organization.

Analysis may view the internal factors as strengthas weaknesses depending upon their effect
on the organization's objectives. What may represtgangths with respect to one objective may
be weaknesses (distractions, competition) for aratbjective. The factors may include all of the
4Ps; as well as personnel, finance, manufacturiagaluilities. The external factors may
include macroeconomic matters, technological changgislation, and socio cultural changes, as
well as changes in the marketplace or in competipgsition. The results are often presented in

the form of a matrix.

SWOT analysis is just one method of categorizagioth has its own weaknesses. For example, it
may tend to persuade its users to compile listeerahan to think about actual important factors
in achieving objectives. It also presents the tesyllists uncritically and without clear

prioritization so that, for example, weak opporti@s may appear to balance strong threats.

It is prudent not to eliminate any candidate SWQitrye too quickly. The importance of
individual SWOTSs will be revealed by the value bé tstrategies they generate. A SWOT item
that produces valuable strategies is importantVWOS item that generates no strategies is not

important.

Changes in relative performance are continuallyntified. Projects (or other units of
measurements) that could be potential risk or dppdy objects are highlighted. SWOT-
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landscape also indicates which underlying stremgtakness factors that have had or likely will
have highest influence in the context of valuese.uAs part of the development of strategies and
plans to enable the organization to achieve itsedayes that organization will use a

systematic/rigorous process.

- Set objectives- defining what the organization is going to do.

« Environmental scanning Internal appraisals of the organization's SWOTS tieeds to
include an assessment of the present situatioredsasva portfolio of products/services
and an analysis of the product/service life cycle.

« Analysis of existing strategiesthis should determine relevance from the resufitan
internal/external appraisal. This may include gapalysis which will look at
environmental factors.

- Strategic Issuedefined — key factors in the development of a emafe plan which
needs to be addressed by the organization.

« Developnew/revised strategies — revised analysis of egjratissues may mean the
objectives need to change.

- Establishcritical success factors — the achievement of abives and strategy
implementation.

- Preparation of operational, resource, projects plans for sgwimplementation.

« Monitoring results — mapping against plans, taking correcietion which may mean
amending objectives/strategies. In many compettawlyses, marketers build detailed
profiles of each competitor in the market, focusiegpecially on their relative
competitive strengths and weaknesses using SWOIlsaaMarketing managers will
examine each competitor's cost structure, sourceobts, resources and competencies,
competitive positioning and product differentiatiodegree of vertical integration,

historical responses to industry developments,cdelr factors.

Marketing management often finds it necessaryyeshin research to collect the data required to
perform accurate marketing analysis. Accordinglgnagement often conducts market research
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(alternately marketing research) to obtain thisolimfation. Marketers employ a variety of

techniques to conduct market research, but sortiteeafiore common include.

- Qualitative marketing research, such as focus group

« Quantitative marketing research, such as statisticaeys.

- Experimental techniques such as test markets.

- Observational techniques such as ethnographici{ehebservation.

« Marketing managers may also design and overseeugagnvironmental scanning and
competitive intelligence processes to help iderttéynds and inform the company's

marketing analysis (Albert, 2005).
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CHAPTER THREE

DATA PRESENTATION, ANALYSIS AND INTERPRETATION

This research has been conducted to assess thegstranarketing planning of Etfruit. The
researcher tried to assess the strategic markgtiagning preparation implementation and
controlling of the company. The data was collediesn boards of directors, top and middle
managements, employees and customers of Etfromgirinterview and questionnaire. A total of
58 copies of the questionnaire were distributeduiojected respondents out of where 55 of them
were collected, resulting in a response rate of 9B only 52 were properly filled out and
returned. Thus the data presented, analyzed amedpiated in this chapter are based on the
response obtained from the 52 respondents.

The interview was also held with 5 respondentsiamés analyzed. The analysis of primary data
was made based on the information given by thevi@ees. The secondary data source was

collected from the company documents.
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3.1. Background of the respondents.

Table 1: Personal characteristic of the respondents

No Variables Number Present (%)
1 Gender
Male 36 69
Female 16 31
Total 52 100
2 Work experience
1-5 years 11 21
6-10 years 14 27
11-15 years 15 29
Above 15 years 12 23
Total 52 100
3 Qualification
Certificate 15 29
Diploma 13 25
first degree 23 44
Masters degree 1 2
Others 0 0
Total 52 100




As it was stated in Table 1; item 1 above the gendmposition of the respondents are 36 (69%)

were male and. The rest were female.

Regarding the work experiences of the respondeihtgsi been revealed in above Table 1; item 2
that 11 (21%); 14 (27%); 15 (29%); and 12 (23%)h# have had 1-5 years of service; 6-10
years; 11-15 years; and above 15 years of servhgs.indicates that most of the respondents are

well experienced to give their genuine idea abbeti$sue.

Concerning the qualification of respondents TablgéeIn 3 above depicts that 23(44%) were first
degree holders; 13(25%) were diploma holders; &{d9®0) were certificate holders and only
one respondent was found masters degree holderimplies that majority of the respondents
are intellectuals to analyze and state their opiie to the real situation of strategic marketing

plan of the company.
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Table 2; Employees and customers evaluation of managementpzility on the preparation and execution of stratgic marketing planning

Very good

Good

Fair

Poor

Very poor

ltem No

%

No

%

No

%

No

%

No

%

Mean
value

How do you evaluate a marketi

strategic plan preparation practice |of
Etfruit? 4

10.52

18.42

15.78

16

42.1

13.

1%.71

How do you evaluate the compan

management capability to prepare

strategic marketing plan?

7.89

10

26.13

11

28.94

10

26.3

10.52

2.94

How do you evaluate the performar

and strategic marketing planning |[of

Etfruit for the future development?

13.15

11

28.94

23.68

23.6

10.

53.10

How do you rate the contribution
strategic marketing planning of Etfruit
for the future development?

10.52

15.78

18.42

13

34.2

21.

)g.GO

How far does the company devi

supportive mechanisms to the execution

of Etfruit's strategic marketing
planning?

23.68

12

31.57

17

44.7

2.78

The mean values obtained in the five above itemseg(cinvestigated fall within the range (moderates)
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As indicated in item 1 of Table 2 above the respotsl were asked to evaluate the practice of
Etfruit in terms of its marketing strategic plareparation. Accordingly 16(42.10%) and 5(13.5%)
of them related as poor and very poor respectiv@hty 4(10.52%) and 7(18.42%) of them rated
as very good and good respectively. The mean \@teined to this end was 2.71. This implies
that the respondents concern over the case is mtedewhich indicants that considerably
numbers of respondents are not satisfied with tfaéegic marketing plan of the company, so that

the company has failed to meet the expectationasfynstakeholders.

As indicated in item 2 of Table 2 above the respontsl were sakes to how they evaluate the
company’s management capability to prepare strategirketing plan. Accordingly 10(26.31%)

and 4(10.52%) of them related as poor and very pespectively. Only 10(26.31%) and

3(7.89%) of them rated as very good and good réispég and the rest 11(28.94) rated fair. The
mean value obtained to this end was 2.94. Thisiesghat the respondents concern over the
issue is moderate. Though majority of the respotsdehow positive attitude to management
capability, it is not possible to say that it isisactory, because significant number of employees

are in different opinion.

According to in item 3 of Table 2 above the respmond were asked how they evaluate the
performance and strategic marketing planning ofuitfor the future development. Accordingly
9(23.68%) and 4(10.52%) of them related as poorvang poor respectively, and 5(13.15%) and
9(23.68%) of them rated as very good and good otispéy, the rest 11(28.94%) are rate fair.
The mean value obtained to this end was 3.10. ilipies that the respondents concern over the

case is high. So that the future participativedbmpany in this regard will be promising.

According to item 4 of Table 2 above the responsl@rdre asked how far they rate the company
in terms of devises supportive mechanisms to tleewion of Etfruit's strategic marketing
planning. Accordingly 17(44.73%) of them rated asmpand, 9(23.68%) of them rated as good.
he rest 12(31.57%) rated fair. The mean value pbthio this end was 2.78. This implies that the
respondents concern over the issue is moderate.nidans that the supportive mechanism is not
such satisfactory due to the fact that signifieaunrnbers of the respondents have rated poor and

very poor.
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assessment effort of the company

Table 3:- Employees and customers attitude towardshe existing distribution system, market developmety and product

Very high

High

Medium

Low

Very low

Iltem

No %

No

%

No %

No

%

No

%

Mean
value

To what extent are you satisfied with the

existing distribution
company?

strategy of the

4 10.52

17 44.7

5 39.47

26

2.6

Do you believe that Etfruit have assessed

it
horticultural

all the market of horticultural product as
is the biggest distributor
product?

2 5.26

7 18.42

12 31.5

52

2.73

How you rate your level of knowledd
about the practice of Etfruit in preparation
of strategic marketing plan in Etfruit?

D

1 2.63

7 18.42

g 23.6

89

2.6

As compared with other competitive
distributers how do you rate the
effectiveness of distribution system pf
Etfruit?

3 7.89

5 13.12

13 34.2

42

2.65

How do you rate the component level |of

management bodies of Etfruit to effectively
important the strategic marketing plan?

.63

7 18.42

7 18.42

2(

52.6

3 7.89

2.55

How do you rate the strength of Etfrdit
marketing development strategy?

52

7 18.42

8 21.05

15

39.47

4 10.5

2.78

According to your rating what is the levgl
of stakeholders, involvement in the
company'’s strategic plan formulation?

2 2.56

13.15

6 15.78

18

47.36

7 18.42

2.39
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As indicated in item 1 of Table 3 above the resgonsl were asked to explain to what extent they
are satisfied with the existing distribution stggteof the company. Accordingly 15(39.47%) and
2(5.26%) of them related as low and very low reipely, only 4(10 52%) of them rated as high
and 17(44.73%) of them rated as medium. The mehre \@btained to this end was 2.60.This
implies that the respondents concern over the isas®derate. Hence the mean value indicates
that these are a distribution strategy gap becaigggficant numbers of the respondents have

replied low and very low.

As indicated in item 2 of Table 3 above the resposl were asked if they believe that Etfruit
have assessed all the market of horticultural prbds it is the biggest distributor horticultural
product. Accordingly 13(34.21%) and 4(10.52%) ofrth related as low and very low
respectively, only 2(5.26%) and7 (18.42%) of thetted as very high and high respectively, the
rest 12(31.57%) are rate medium. The mean valugraat to this end was 2.73. This implies.
This implies that the respondents concern oveishige is moderate. This also implies the same
case like above interpretation.

As indicated in item 3 of Table 3 above the responsl were asked how they rate their level of
knowledge about the practice of Etfruit in preparatof strategic marketing plan in Etfruit.
Accordingly 18(47.34%) and 3(7.89%) of them relatedlow and very low respectively, only
1(2.63%) and7 (18.42%) of them rated as very highlagh respectively, the rest 9(23.68%) are
rate medium. The mean value obtained to this ersl 2480. This implies that the respondents

concern over the case is moderate, which indietisttiere is a strategic gap.

As shown in item 4 of Table 3 above the responderdse asked as compared with other
competitive distributers how they rate the effestigss of distribution system of Etfruit.
Accordingly 10(26.31%) and 7(18 42%) of them redagées low and very low respectively, only
3(7.89%) and 5 (13.12%) of them rated as very laigth high respectively, the rest 13(34.21%)
are rate medium. The mean value obtained to tldsaers 2.65. This implies that the respondents
concern over the case is moderate, which showdHtfiatit doesn’t have competitive advantage

as such, because it shows that there is a strgggio be more competent.
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As indicated in item 6 of Table 3 above the resgoisl were asked how they rate the strength of
Etfruit marketing development strategy. Accordin@B(39.47%) and 4(10.52%) of them related
as low and very low respectively, only 4(10.52% &418.42%) of them rated as very high and
high respectively, the rest 8(21.05%) are rate omadiThe mean value obtained to this end was
2.78. This implies that the respondents concerrr tive case is moderate. Though it is not
possible to say that Etfruit’'s marketing developtretrategy is strong, because significant portion

of the respondents responded very low and this shbat there is strategic gap in the company.

As it was shown in item7of Table 3 above the resigots was asked According to your rating
what is the level of stakeholders, involvement e tcompany’s strategic plan formulation.
Accordingly 18(47.36%) and 7(18.42%) of them redass low and very low respectively, only
2(2.56%) and 5(13.15%) of them rated as very highlagh respectively, the rest 6(15.78%) are
rate medium. The mean value obtained to this ersl 289. This implies that the stakeholder’s
involvement is minimal, because respondents whwares positively are below average and this

shows that there is a strategic gap.
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Table 4: Employees and customers’ response on product Varitgnd capacity utilization taking

No ltem Yes NO
Does Etfruit supplying the required
1 variety of fruits and vegetables to the 42.
market throughout the season? 16 1 22 5789
Do you believe that Etfruit has been
. o b
2 currently operating with its full capacityf: 5 113; 13 86.84

As indicated in item 1 of Table 4 above the resgons were asked whether Etfruit is supplying
the required variety of fruits and vegetables te tharket throughout the season. Accordingly
16(42.10%) and 22(57.89%) of them said no and ¢isé neplied yes respectively. This implies

that the majority of respondents’ replied that &tfrcouldn’t supply variety of horticultural

products. Hence the company has failed to supmyréguired variety in each season to the

market.

Similarly indicated in item2 of Table 4 above tlespondents was whether the feel that Etfruit
has been currently operating with its full capacigcordingly 5(13.15%) and 33(86.84%) of
them related as no and yes respectively .This shioat<Etfruit is operating under capacity, which

justifies inefficiency.
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Table 5:-Top and meddle management response on neassessment, stakeholders satisfaction, and levékisk taking

N Strongly agree Agree Neutral Disagree iggg?ge
Iltem
0 No | % No| % No| % No % No % Mean
value
1 The company meets with stakeholders to find jout X
The company continually monitors the
2 igarﬁgre'g'tgfsrs related actions of the mgin | 7.14 2 14.29 1 7.14 7 50 3 214 2.34
The company does a lot of benchmarking on its
3 and stakeholders and their relationships with|the
main competitors 0 0.00 2 14.29 2 14.29 3] 57.1 2 14.2 2.28
Employees of the company often spend time
4 g![icét;susr:r&g about stakeholders’ future needs f\nth1 714 1 714 3 21.43 s 42 86 3 214 238
5 The company is fast enough in alert the
stakeholders about any changes in its operatiopn 1 7.14 3 21.43 2 14.29 4 28.5 4 28.5 2.5
6 The company disseminates data on stakeholders
level of satisfaction to its relevant units 2 14.29 2 14.29 6 42.86 A 28.5 0 0.00 3.14
The company often entertains stakeholders
7 Comp|aints in any respects 1 7.14 1 7.14 0 0.00 9 64.24 3 21.4 2.1
The management often dare to take risks to
8 innovate new strategies and system requirefl to R
satisfy its stakeholders need 2 14.29 2 14.29 0 0.00 5 42.8 1 7.14 2.42
9 In sufficient participation of stakeholders in the
preparing Strategic p|anning of the company 2 14.29 0 0.00 2 14.29 B 57.1 2 14.2 2.4p
The stakeholders often think the stratepic
10 marketing plan of the company is solving thgir 1 714 5 14.29 0 0.00 s 42 86 4 8.5 207
problem
11 The company have an habit of discussjng §
strategic marketing planning with stakeholders 1 7.14 1 7.14 2 14.29 o 42.8¢ 4 28.5 221
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As indicated in item 1 of Table 5 above the resgonsl were asked how the company meets with
stakeholders to find out what they will need in thieire. Accordingly 6(39.47%) and 2(14.29%) of

them related as disagree and strongly disagreecteply, only 1(7.14%) and 3(21.43%) of them

rated as strongly agree and agree respectivelymidan value obtained to this end was 2.64. This
implies that the respondents concern over the issoderate. However, since stakeholder’s role is
critically important in the strategic marketing pléormulation, we can say that the company is not
doing well in this area because almost only halth&f respondents have shown positive attitude

towards this issue. So that it is not satisfactory.

As it was shown in item 2 of Table 5 above th@oeslents was asked if the company continually
monitors the stakeholder’'s related actions of th@nmcompetitors. Accordingly 7(50%) and
3(21.43%) of them related as disagree and strodgggree respectively, and 1(7.14%) and
2(14.29%) of them rated as strongly agree and okeagespectively, the rest 1(7.14%) are rate
neutral. The mean value obtained to this end was. Z his implies that the respondents concern
over the issue is low. Hence the company has f&ledonitor the stakeholder’s action.

As indicated in item 3 of Table 5 above the responsl were asked the company does a lot of
benchmarking on its and stakeholders and theitioelships with the main competitor. Accordingly
8(57.14%) and 2(14.29%) of them related as disagrek strongly disagree respectively, only
2(14.29%) of them rated as agree the rest 2(1429)ate neutral. The mean value obtained to this
end was 2.28. This implies that the respondentseranover the issue is low. Which means that
there is a big strategic gap, in here, becausectimepany has failed to bench mark good

experiences, and also post in stakeholder’s reistip?

As indicated in item 5 of Table 5 above the responsl were asked employees of the company
often spend time discussing about stakeholdersiréutneeds with other unit. Accordingly
6(42.86%) and 3(21.43%) of them related as disagrek strongly disagree respectively, only
1(7.14%) and 1(7.14%) of them rated as stronglg@a@nd agree, the rest 3(21.43%) of them rated
as neutral. The mean value obtained to this end2w&ts This implies that the respondents concern
over the issue is low. Here also employees havpatithe idea that there is a strategic gap in need

assessment, so that it shows that there is aatngioblem in this regard.
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As it was shown in item 6 of Table 5 above the oesients was asked the company disseminates
data on stakeholder’s level of satisfaction tor@levant units. Accordingly 4(28.57%) of them
related as disagree, only 2(14.29%) and 2(14.29%)emn rated as strongly agree and agree, the
rest 6(42.86%) of them rated as neutral. The mednevobtained to this end was 3.14. This
implies that the respondents concern over the issuggh. In here there are 42.86% of the
respondents gave no idea, which is the significaminber of respondents, while 28.7%

respondents are rated disagree.

As indicated in item 7 of Table 5 above the responsl were asked the company often entertains
stakeholder's complaints in any. Accordingly 9(®%@ and 3(21.43%) of them related as

disagree and strongly disagree respectively, orf§14%) and 1(7.14%) of them rated as

strongly agree and agree. The mean value obtaméekig end was 2.10. This implies that the

respondents concern over the issue is low. Hehtirdicates that the company is weak enough
to entertain stakeholders’ complain. Since standigfral doesn’t show an agreement, we cannot
say that Etfruit is well doing, because only 7.14%reed and the others 7.14% is strongly
disagree which is together counts 14,28% only dmsl is even by half less than those who

disagree, Therefore we can say that these ig fdier in this area.

As indicated in item 8 of Table 5 above the resposl were asked the management often dares
to take risks to innovate new strategies and systmmired to satisfy its stakeholders need.
Accordingly 6(42.86%) and 1(7.14%) of them relatad disagree and strongly disagree
respectively, only 2(14.29%) and 2(14.29%) of thawed as strongly agree and agree. The mean
value obtained to this end was.2.42. This implres the respondents concern over the issue is

low. Hence this shows that the company doesn’t tesketo satisfy customers through innovation.

As it was shown in item 9 of Table 5 above the oesients were asked the in sufficient
participation of stakeholders in the preparingtstye planning of the company. Accordingly
8(57.14%) and 2(14.29%) of them related as disagrekstrongly disagree respectively, only
2(14.29%) and 2(14.29%) of them rated as strongtge and neutral. The mean value obtained
to this end was.2.42. This implies that the respatglconcern over the issue is low. This is also a

critical problem that shows the strategic gap fiercompany.
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As indicated in item 10 of Table 5 above the resieots were asked the stakeholders often think
the strategic marketing plan of the company isiagltheir problem. Accordingly 6(42.86%) and
4(28.57%) of them related as disagree and strodgigtigree respectively, only 1(7.14%) and
2(14.29%) of them rated as strongly agree and agrke mean value obtained to this end
was.2.07. This implies that the respondents conoeen the issue is low. So that, stakeholders’

perceive that the strategic marketing plan Of tiagany is not solve the problem.

As indicated in item 11 of Table 5 above the resieois were asked the company has a habit of
discussing strategic marketing planning with stakedrs. Accordingly 6(42.86%) and 4(28.57%)
of them related as disagree and strongly disagrsgectively, only 1(7.14%) and 1(7.14%) of
them rated as strongly agree and agree the redt2®(%) of them rated as neutral. The mean
value obtained to this end was.2.21. This implrest the respondents concern over the issue is
low. This also is a frailer, because the compangsdid have the habit of continues discussion

with stakeholders ‘that could help in solving prils timely.

The opinion obtained from the interview has justifithat there is a strategic gap in Etfruit,
because; there is no environmental scanning exprjeso that the strategic marketing planning
activity lacks proper SWOT (strength weakness ofpmaty threat) analysis.

The properly designed strategic marketing planngngot also effectively implemented due to
lack of inadequate fund and incapability of the agament team. The company couldn’t supply
Varity of products as per customers need. In anldito this; the interviewee witnessed that the
company doesn’'t have proper budget allocation amdral system which entails an increase in
cost that results high selling price.

The macro and micro environment has significantactpn operation. The economic, political,
social, technology and other internal factors dff¢lse operational activities of the company.

The sky rocketed of inputs obliges the companintoease selling price which in turn affects
customers buying capacity. Opinions obtained frbenibterviewee, therefore; support the results
obtained from the questionnaire.
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As to the interviewee are responding company igebgal to fulfill its objective and target as per
the operational and financial goals cascaded fiwarfive years growth, and transformation plan
of the country. So that we hope the company willtlaasformed from the traditional way to
modern way of horticultural marketing through usipgalified man power, as well as modern

technology and warehouse and other infrastructures.

The major problems of the company which hindesslfitin fulfilling its objectives and these are
lack of adequate finance to modernize its infragtmes, and it lacks qualified personnel at every

position and management capability is also undestjon.

» Different strategy formulated before couldn’'t balised due to lade of adequate fund and
lack of implementing capacity of management.

* Proper budget allocation and control system isavailable. That is why a huge quantity of
product valued for a large amount of money is dep@very time being pursued.

* The marketing plan is poor enough because it do@ssorporate supply chain management

analysis and other techniques. .

As the interviewees response for the interview tjoes, proper environment scanning is not
under practice and also employee’s participatiod ather stakeholder’s participation is not
practical while preparing strategic plan of the pamy. The interviewees have said that lack of
gualified personnel and management team capalslitynder question to implement even the
formulated strategic marketing plan. The availabfeastructure is not modernized so that the

market strategy should consider this enables stltcess of the strategy.
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CHAPTER FOUR

SUMMERY, CONCLUSION, AND RECOMMENDATION

4.1 SUMMARY OF FINDINGS

The study entailed to assess the strategic magkptan of Etfruit and tried to show the strategic
marketing plan of the company. A questionnaire digtributed to the selected top and meddle
level management and employees of the company khsQueestionnaire was also distributed to
loyal customers of the company those | know therabse | am working in the company for
about three decades, and it was collected accdydirggn them. Moreover, interview was made
with selected top management and board membergeotampany. Secondary data was also
collected from different documents and monthly, reprdy as well as annual reports of the
company were assessed. Based on the analysis faflitheing majority findings were found out
from the study. For the question in item 1 of TaBl@above majority of the respondents that
counts for 55.25% of total respondents gave thginion by saying that the strategic marketing
plan was poor and very poor. Even though the meduevis 2, 71, majority of the respondents
that is 55.25%are denying the statement, theréfelews that a strategy gap.

According to the item5, on the same Table the niipoespondents 23.68% of the respondents
answered good, while the rest respondent 44.73Peapoor and 31.57% were answered fair.

Hence, this is also indicating that similar strategap as the previous one on above.

As indicated in item 2 of Table 2 from the respamdeonly 7.89% of the respondents answered
very good and 26.13% of the respondents were aesiggrod and these together counts 34.02%
which is only one-third of the total respondentsnke it is indicates that management is
incapable enough in the preparation of strategiketiag plan formation.
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As it was indicated in iteml, on Table 3 they regpwery high that is zero percent and only
10.52% of the total respondents answered highitkiisates that Etfruit is poor in its distribution
system. Again on the same Table in item 4 the respavas 7.89% and 13.12% answered very high
and high respectively. These together are only 124.@f the total respondents. That shows the
company does not have effective distribution system

On Table 4 item 1 the majority of the respondé&ms9% of the responded no. It implies that the

company does not supply variety of fruits and valglet to the market throughout the season.

On the same Table item 2 the majority of the redpats which is rating 86.84% of them are

responded. This is also indicating that the comg@asy/not yet operating in its full capacity.

The interviewees also given their opinion by sgyimat management is not capable in formulating
effective strategic marketing plan and even it daoil properly execute the formulated weak
strategy itself and this emanates from lack ofl skil adequate knowledge to scan the external and
internal environment. Stakeholders also evaluat#fiuiEs strategic marketing plan as poor

compared to compotators and they have said thaagesnent is non participative,

In light of this the researcher concludes that stategic marketing plan of Etfruit is not
participative, and also is not guided by knowledgel skill, also it lacks proper environmental

scanning. Hence the marketing strategic plannimpiseffective in general.
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4.2 CONCLUSION

Based on the findirggobtained from the analysibe following conclusion has been drowning:
The interviewees were rated that, Etfruit has thile scan the external and internal environment
and formulate proper strategic marketing plan. Tailsire couldn’t allow the company to utilize

the available market opportunities thereby enssrsurvival and sustainable growth.

The respondents in the questioner part also resfmatdEtfruit is not capable of utilizing the
available market opportunity due to its weaknessvook on product and market development

activities.

The company could not be able to supply the prisdiecthe market for the unsatisfied customers
need for variety of products, and also Etfruit dmt work on value adding activity by processing

fresh fruits and vegetables in the processing pldmith is highly demanded in the local and export
market. This is justified by respondents respohgsg says that the strategic marketing plan of the

company is not competent.
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4.3 RECOMMENDATION

The researcher identified and addressed the faligvgsues that Etfruit should improve.

Full participation of stakeholders in the proce$sstoategic marketing plan is critically
important. Therefore Etfruit's management needsddk in this area.

Top and middle managements team need to put art affenhancing its own knowledge
and skill of strategic marketing plan formulati@xecution and evolution.

Etfruit has to scan the environment continuoustythet it can cope up with the changing
environment there by satisfy customer’s needs aagly.

Full assessment of the available horticultural patsl in the country is crucial impotent,
because, this will help the company to know whiokaaor region, in what season, what
types of Varieties of product is available.

Etfruit has to study and develop effective disttiba system through identifying the proper
marketing channel and more over has to dedicat@dhk on supply chain management
system.

In addition, upcoming researchers can do similseaech towards success and failure
factors of strategic marketing plan in any othanpany’s or same company.

Management need to enhance stakeholders’ awarabess the strategic marketing plan

of the company, so that they can perceive posititeetontribute to its success.
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APPENDIX “A”
ST. MARY’S UNIVERSITY

FACULTY OF BUSINESS

DEPARTMENT OF MARKETING MANAGEMENT

Questionnaire filled by Etfruit top and middle managers

Dear respondent this questionnaire is designedofeparation of a partial fulfillment of the
requirement degree in marketing management seesearch under the topic of an assessment of
strategic marketing planning the case of Ethiogiait and vegetable marketing share company
(Etfruit). Each of your answer will have a greatueafor the preparation of the research paper.
Please spare a few minutes in responding to tlveafdled questions below. | want to assure you

that your confidentiality of your response will bandled strictly confidential.

General directions
» You don’t need to write your name or any identifymemark
» Please putX) in front of the option given
» Give your answers to open ended items in the dgake below.
Thank you in advance for your cooperation.
Part 1.personal characteristics of the respondent
1. You're working experiences in the sector of hotticre?
1-5years (] 5-10 years) 10 — 15 yeafs) . More than 15 yealrs
2. Sex Male ) Female)

3. What is your current position in the company? -

4. Your educational background?
Diploma( ) Master Degreé )

BA/BSC Degreé ) if any other (please specify) -------------——-----—----

Part 2 Questions pertaining to strategic marketingplans
How you rate your level of knowledge about the pcacof Etfrut in preparation of strategic
marketing plan in Etfruit?
Very high J, HighC J, Mediunt_J, Low( J, Very low ()



5. How do you evaluate a marketing strategic plan gnagmon practice of Etfruit?
Very good) Good ] Fair( ) Poor(] Very poor
6. According to your rating what is the level of sth&klers’ involvement in the company’s
strategic plan formulation?
Very high J HighCJ Medium(J Low( ] Very low ()
7. To what extent are you satisfied with the existiiggribution strategy of the company?
Very high J High(CJ Mediuni ) Low () Verylow(]
8. Does Etfruit supplying the required variety of fmuiand vegetables to the market
throughout the season? Yes Na )
9. As composed with other competitive distributerswhdo you rate the effectiveness of
distribution system of Etfruit?
Very high J High(CJ) Medium(J Low() Verylow(]
10.How do you evaluate the company’s management dégabi prepare strategic marketing
plan? Verygood ] Goodl]) Weak( ] veryweak)
11.How do you rate the contribution of strategic mérig planning of Etfruit for the future
development?
Very good ) Good(] Weak( ) veryweak)
12.How do you evaluate the performance and strategiketing plan of Etfruit for the future
development?
Very good ] Good ) Fairl ) Poor(J Very poof )
13.How do you rate the component level of managemeuliels of Etfruit to effectively
important the strategic marketing plan?
Very hight J High(J MediuntJ) Low(] Verylow()
14.Do you believe that Etfruit has been currently egiag with its full capacity?
Yes ) No( )
15. How do you rate the strength of Etfruit marketdeyelopment strategy?
Very high ) HighCJ Medium_J Low( ] Very low(]
16.How far does the company device supportive mechani the execution of Etfruit’s
strategic marketing planning? Very géad Good J FairlC ] Poof J Very poof )
17.What is your opinion on the preparation of Etfreigtrategic marketing planning?



APPENDIX “B”

ST. MARY’S UNIVERSITY

FACULTY OF BUSINESS

DEPARTMENT OF MARKETING MANAGEMENT

Interview question for Etfruit management

1. What do you see in the mission of Etfruit?

What are the important customers that Etfruit eerto day? What about potential
customers?

What are Etfruits key products? What do you thiné& the unique features of those
products?

What do you think Etfruit should look in the néxte years? How is that different from

its current state?

5. What resources do you think your company needsakerthis future state happen?

6. What do you see as the major obstacles to suctessdtegic marketing planning for

7.
8.
9.

Etfruit?
What present programs or product groups shouldtEtibandon?
What new and different programs, markets and tdolgies Etfruit should consider?

What are general trends affecting Etfruit currgreration?

10.Who are your real competitors?

11.How do you see the potential competitions in thisibess?

12.How do you think can you put this company in sgatepositions against the

competitors in this competitive system?



APPENDIX “C”

ST. MARY’S UNIVERSITY
FACULTY OF BUSINESS

DEPARTMENT OF MARKETING MANAGEMENT

Interview question for Etfruit board of directors

1. How does the company conduct SWOT/ situation amalfisdustry, market, completion,
internal opportunities and threat)?

2. Does the company formulate quantifiable (measujaiigctives (goals)? If so how will be
the profit, customer size, market share and maytaetth etc will be quantified?

3. What are the company’s strategic/tactics to mezbtiectives/ goals?

4. How far the company makes clear about respons#silinccountabilities/required for
completing the tactics on the side of the stakedrsldespecially employees?

5. How do you ensure the effective interaction andabaration of planners and
implementation?

6. How do you express the adequacy and relevance eobtiuget allocated by Etfruit to
execute its strategic plan?

7. What does the ongoing monitoring and adjustmertdtigeof the company looks like?

8. How do you assess the success or failure in maketan?

9. What do you think are the major factors affecting strategic marketing plan
implementation at the company?

10. What are the micro and macro environment variainiasencing the operation of Etfruit?

11.Does the organization have a well established systecontrolling and evaluating of the
strategic marketing planning implementation?

12.What are the market development opportunities thuk?

13.To what extent do the company’s managers havetegic planning orientation?

14.How do the company’s stakeholders perceive itdegira marketing?



APPENDIX “D”"
ST. MARY’S UNIVERSITY

FACULTY OF BUSINESS

DEPARTMENT OF MARKETING MANAGEMENT

Questionnaire respond by Etfruit top and middle maragement
Dear respondent this questionnaire is designedofeparation of a partial fulfillment of the
requirement degree in marketing management of semsearch under the topic of an assessment
of strategic marketing planning the case of Etldapfruit and vegetable marketing share
company (Etfruit). Each of your answer will havgraat value for the preparation of the research
paper. Please spare a few minutes in respondintpetdorwarded questions below. | want to

assure you that your confidentiality of your respowill be handled strictly confidential.

General directions
» You don’t need to write your name or any identifymemark
» Please putX) in front of the option given
» Give your answers to open ended items in the bipake below.

Thank you in advance for your cooperation.



The following table entail to assess customers peqations of strategic planning of Etfruit reflect yaur level of experience

Strongly | Agree Neutra Disagrer | Strongly| Mean

No ltem agree disagree| value

1 The company meets with the customers to find ouatvthey will
need in the future

2 The company is fast enough in defecting changehldrtests of th
customers

3 The company continually monitors the customer'stesl action o
the main competitors

4 The company does a lot of benchmarking on its atustomers an
their relationships with the main competitors

5 Employees of the company often spend time discgssibout
customers future needs with other units?

6 The company is fast enough in alerting the custenadrout an
changes in its operation

7 The company disseminates data on customers’ of satisfaction tc
its relevant units

8 The company often entertains customers’ complaingsy respec

9 The management often dares to take risks to ineavaiv strategie
and system required to satisfy its customers need

10 The customers’ level of participation in the preparistrategic
planning of the company is insufficient

11 The customers often think the strategic marketihgn pof the
company gears towards solving their problem

12 The company has a habit discussing strategic marketing plann

with customers

If you have additional comment about the strategacketing plan of Etfruit, please write them h

are.
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