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Introduction
The Business Monitor International (BMI) stated that Zimbabwe’s food and drink industry 

will continue to decline due to soft domestic demand, food shortages and a booming informal 
food and drink sector. The industry does not expect to see a recovery in Zimbabwe’s food and 
drink industry over the forecasted annual period as the country continues to navigate through a 
tough economic climate. The BMI forecasted Zimbabwe’s real GDP to grow at 1.1% in 2016, barely 
recovering from an economic turmoil the country experienced in 2015. Despite the downward 
pressure of commodity prices, the mass grocery retail sector is set to grow at a subdued rate, 
driven by aggressive price competition in the sector and the entrance of new players. Generally, 
the industry has experienced product price reductions hence to attain target revenues of 
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The study measured the efficiency of C&P Enterprise’s distribution channels from 2011 to 2015. The 
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company received a high number of customer complaints on poor service delivery than it anticipated. The 
company also experienced a high volume of sales losses. The Purposive and Snowball sampling techniques 
were applied to select management and customers respectively for interview during data collection for 
the study. The data was analysed in Statistical Package for the Social Sciences. The study identified major 
variables of C&P Enterprise’s distribution channels as product quantity, timeliness of delivery, staff 
commitment, order cycle time, communication, competence and reliability. The factors that were affecting 
the efficiency of the distribution channels were the product breakages, product damaged, product expiry 
and delivery delays. The retail channel had the most satisfied customers but it was inefficient in terms of 
cost, time and quality. The franchise channel had predominantly dissatisfied customers and inefficiency 
on product quality. The sales shops customers were dominantly satisfied and scored efficiency on cost and 
product quality. The company should remove the franchise channel and engage specialist distributors for 
perishable products as proposed in the hybrid distribution channel developed in this study.
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companies; the sales volumes should significantly increase to reduce the price impact on the 
revenue bottom lines. For example, the average price per litre of C&P Enterprise’s product ranged 
from $1.30 to $1.90 but was reduced to the range $1.00 to $1.40. Since the sales volume is the basis 
for any company to survive, all the factors affecting sales volume such as the efficiency of the 
distribution channels should be addressed. 

The study analysed the efficiency of C&P Enterprise’s distribution channels from 2011 to 2015. 
A distribution channel is one of the major drivers of sales volumes in the integral marketing mix 
and is responsible for bringing the finished products to the consumers. The C&P Enterprise’s 
distribution channel comprised the retail, franchising and direct selling (sales shops and vending). 
For the study period, C&P Enterprise received an average of 753 customer complaints for poor 
service delivery per year against a company expectation of an annual average of 240 customer 
complaints. During the same period, the company also recorded an average of 0.5% sales volume 
losses (annual sales volume losses ranged between 0.3 and 0.6%) against a company standard of 
0.1% sales volume losses. 

C&P Enterprise attained an average of 17% below annual sales volume target. Although the 
failure to achieve the target sales volume can also be attributed to the effects of other factors such 
as product pricing, materials supply, market competition and market liquidity, it cannot be denied 
that the efficiency of the distribution channels played a major role in attempting to achieve the 
set target sales volume. Therefore, the study assessed the efficiency level of C&P Enterprise’s 
distribution channels. The study established the variables and factors that affected the efficiency of 
the distribution channels, compared the efficiencies of the distribution channels and suggested the 
hybrid distribution channels for C&P Enterprise. This study defines a distribution (or marketing) 
channel as a route through which a product or a service produced by a company passes on its way 
to the consumers or users.

Distribution Channel 
The distribution is the physical trail and legal title that products and services take between 

production and consumption (Coyle et al., 2003). Kotzab (2005) also defined distribution as the 
total sum of all activities and related organizations, which are necessary to assure a successful 
connection between production and consumption. The distribution, also known as the place 
variable in the marketing mix or the 4Ps (product, promotion, price, placement), involves getting 
the product from the manufacturer to the ultimate consumer (Perner, 2008). According to Stern 
et al. (1996), marketing channels can be viewed as sets of interdependent organizations involved 
in the process of making a product or service available for consumption or use. Kohls and Uhl 
(1998) defined marketing channels as alternative routes that products follow from producers to 
consumers. The performance of a marketing channel is related to its structure and the strategies of 
the actors operating in the channel (Kariuki, 2011). 

Czinkota and Ronkainen (2004) stated that the marketing channels can vary from direct 
(producer-to-consumer type) and multilevel channels employing many types of intermediaries, 
each serving a particular purpose. The producer to consumer structure is considered to be a very 
direct channel compared to the producer to agent to wholesaler to retailer to consumer structure 
which is an indirect channel according to Mallen (1996) and Alicic and Duman (2013) as shown in 
Figure 1.
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Figure 1: Five Alternative Product or Service Marketing Channels

A company can implement some or all of the marketing channels that are presented in Figure 
1. The efficiency of the strategy selected by the company determines the amount of revenue that 
the company generates from sales of its products or services.

Gap Measurement
According to Bain (1968), the structure-conduct-performance (S-C-P) approach to market 

analysis is that, given certain basic conditions, the structure of an industry or market determines 
the conduct of its participants (buyers and sellers) which in turn influences its performance. 
Porter’s Five Forces and PESTEL models are useful to outline the structure (Porter, 2008; Team 
FME, 2013). In addition to the competition among the existing competitors, Porter’s Five Forces 
model identifies another four forces that characterize the intensity of competition within an 
industry, namely, bargaining power of suppliers, bargaining power of buyers, threat of substitutes 
and threat of new entrants (Porter, 1979). A PESTEL (Political, Economic, Social, Technological, 
Environmental and Legal) analysis also addresses the structure in the S-C-P approach and it looks 
at the six most common macro-environmental factors in order to understand their interactions 
(Thompson, 2010). The performance is commonly measured in terms of productive and allocative 
efficiency (Marion & Mueller, 1983). The productive efficiency, usually calculated at the company 
or enterprise level, is the combined result of technical and operational efficiency. Alicic and 
Duman (2013) illustrated the marketing channel efficiency model that is presented in Figure 2.
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Figure 2: Marketing Channel Efficiency Model
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Research Gap
Alicic and Duman (2013) proposed a marketing channel efficiency model that can be used to 

measure the performance of a company’s distribution channels. On the other hand, Kariuki (2011) 
stated that the performance of the marketing channels is related to its structure and the strategies 
of the actors operating in the distribution channel. The statement indicates that the performance of 
the company is affected by the efficiency level of its distribution channels. How many distribution 
companies in Zimbabwe are applying Alic and Duman’s (2013) marketing efficiency channel 
model?  Therefore, there is need for the distribution companies in Zimbabwe to understand how 
to measure the efficiency of their distribution channels.

Methodology
a) Research Type: A cross sectional study was used since different companies ranging from 

wholesalers, retailers and franchises were surveyed during the study. The research used both 
qualitative and quantitative data in determining the efficiency of C&P Enterprise’s distribution 
channels. 

b) Study Variables: The variables and their interaction in the study are presented in Figure 3

 Figure 3: Study Conceptual Framework

c) Study Population: The population was stratified by the type of distribution channel as 
presented in Table 1.

Table 1: Population distribution

Channel Number of Distributors

Retail 120
Franchise  3
Sales Shops   3
Vendors  71
Total 197

d) Sample Size: This was determined for a 10% precision level where confidence interval was 
95% and p = 0.05, for a population size of 325, a sample size of 77 was selected (Israel, 1992). 
Similarly, this study selected a large sample of 49 respondents (27 retailers, 3 franchisees, 3 
sales shops and 16 vendors) from a population size of 197. 

e) Sampling Technique: The study applied both the census and sampling techniques to select 
the respondents. The stratified sampling design was applied to select 27 retailers and 16 
vendors. The research further applied purposive and snowball sampling techniques to 
distribute questionnaires to C&P Enterprise’s management and customers respectively. The 
study included all the sales shops and franchisees in the survey. 
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f) Data Collection: The interviews with C&P Enterprise’s management including executives, 
channel managers and supervisors, retailers, franchisees and vendor representatives were 
conducted to find the factors affecting the distribution channels. A questionnaire was used to 
collect data from retailers, franchisees, vendors, sales shop workers and customers. The desk 
research was used to collect quantitative data that was used to calculate the efficiency ratios of 
the C&P Enterprise’s distribution channels.

g) Statistical Tools Used: The data was analysed using Statistical Package for the Social Sciences 
(SPSS). The Chi-Square test was applied. The Chi-Square formula is given by

…………………………………….……………………………………(1)

where fi is the ith observed frequency and Fi is ith expected frequency. The hypothesis is that H0: 
the channel is efficient versus H1: the channel is inefficient. If the p-value>α, the null hypothesis 
(H0) is rejected. The Coefficient of Variation (CV) was calculated for each C&P Enterprise’s 
distribution channel. The CV formula is given by

……………………………….……………………………………………….(2)

Where s is the sample standard deviation and x is the sample mean. A CV that is smaller than 
0.1% indicates that the distribution channel performed above the acceptable efficiency level. The 
difference of two means was used to compare the performance of the paired distribution channels. 
The difference of two means test statistic is given by

………………………..……………………………………….(3)

A two-tailed test is performed to determine whether the paired means are the same or not. 
The hypothesis used is H0: μ1=μ2 versus H1: μ1≠μ2. The null hypothesis states that the paired 
distribution channels performed the same while the alternative hypothesis states that the paired 
distribution channels performed differently. If the p-value<α, the null hypothesis (H0 ) is rejected, 
otherwise it is not rejected.

Data Analysis
The response rate of the questionnaires distributed to collect data is presented in Table 2.

Table 2: Response Rate

Channel Questionnaires distributed Responses Response Rate

Retail 34 27 79.41%
Franchise 3 3 100.00%
Sales Shops 3 3 100.00%
Vending 20 16 80.00%
Total 60 49 81.67%

The total response rate for the 60 questionnaires distributed was 81.67% as shown in Table 2.  
All the C&P Enterprise marketing managers were interviewed. The distribution of the respondents 
by gender is presented in Table 3. 
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Table 3: Percentage Gender Distribution of Participants

Channel Male Female Total

Retail 20.41 34.69 55.10
Franchise 2.00 4.08 6.12
Sales Shops 6.12 0.00 6.12
Vending 14.29 18.37 32.65
Total 42.86 57.14 100.00

The respondents had a gender balance ratio of 3:4 males to females. There was no targeted 
gender ratio for this study. However, statistically the gender proportion difference is significant, 
indicating that more females participated in the research than males. 

Table 4: Age Group Percentage of Respondents

Channel ≤30 years 31-35 years 36-40 years >40 years Total

Retail 6.12 22.45 16.33 10.20 55.10
Franchise 0.00 2.04 2.04 2.04 6.12
Sales Shops 0.00 2.04 4.08 0.00 6.12
Vending 16.33 6.12 4.08 6.12 32.65
Total 22.45 32.65 26.53 18.37 100.00

Of all the respondents, 77.55% were above the age of 30 years while 18.37% were above the 
age of 40 years. The respondents who were at most 30 years of age were from retail and vending 
channels of C&P Enterprise. 

Table 5: Percentages of Educational Level of Respondents

Channel < A Level A level Diploma Degree Post Graduate Total

Retail 0.00 0.00 28.57 24.49 2.04 55.10
Franchise 0.00 0.00 2.04 4.08 0.00 6.12
Sales Shops 0.00 0.00 0.00 6.12 0.00 6.12
Vending 32.65 0.00 0.00 0.00 0.00 32.65
Total 32.65 0.00 30.61 34.69 2.04 100.00

  
Table 5 shows that the retail, franchise and sales shops respondents required a minimum 

qualification of a diploma to be appointed a supervisor or a manager. The results show that 
32.65% of the vendors had qualifications below advanced ‘A’ level education. However, 34.69% 
and 2.04% of the vendors had degrees and post graduate degrees respectively. This was not 
surprising because of the high unemployment rate that the country was experiencing. 

The variables of C&P Enterprise’s distribution channels
The major variables of the distribution channels were product quantity, timeliness of 

delivery, commitment, order cycle time, communication, competence and reliability which focus 
on right quality, place and time aspects raised by Pener (2008). The vendors demonstrated lack 
of understanding in some of the variables as the responses were proportionally balanced for 
responsiveness and courtesy variables.
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The factors affecting the efficiency of C&P Enterprise’s distribution channels

Table 6: Factors Affecting the C&P Enterprise’s Distribution Channels

 Factor Retail 
% Score

Franchise 
% Score

Sales Shops
 % Score

Vending 
% Score

Ranking 
% Score

Customer Care Yes 
No

93 
7

100 
0

100 
0

86 
14

92 
8

Product breakages Yes 
No

78 
22

100 
0

100 
0

100 
0

88 
12

Product damaged Yes 
No

81 
19

100 
0

100 
0

94 
6

88 
12

Product expiry Yes 
No

81
19

100 
0

67 
33

94 
6

86 
14

Delivery delays Yes 
No

52
48

100 
0

100 
0

94 
6

71 
29

Routing management Yes 
No

89 
11

0 
100

0 
100

0 
100

49 
51

Incomplete order deliveries Yes 
No

78 
22

33 
67

0 
100

6 
94

47 
53

Order mistakes Yes 
No

37 
63

0 
100

0 
100

13 
87

24 
76

Courtesy of staff Yes 
No

22 
88

0 
100

0 
100

13 
87

16 
84

Poor sales team service Yes 
No

4 
96

33 
67

0 
100

0 
100

4 
96

All the distribution channels identified the factors affecting them to be mainly customer care, 
product breakages, product damaged and product expiry with the percentage ranking score above 
86%. 

Product quality efficiency 
Table 7: Distribution Channels’ Efficiency Descriptive Statistics

Channel N Range Mean Std. Deviation Variance Skewness(Sk)

Statistic Statistic Statistic Statistic Statistic Statistic Std. Error

Retail 5 0.30 99.5400 .11402 0.013 0.405 0.913
Franchise 5 0.30 99.6800 .13038 0.017 -0.541 0.913
Sales Shop 5 0.30 99.6000 .14142 0.020 0.884 0.913
Vending 5 0.40 99.5800 .16432 0.027 0.518 0.913

The means in Table 7 imply that the four channels performed statistically the same. The 
Franchise channel (Sk = -0.541) performed negatively skewed in contrast to the Vending channel 
(Sk = 0.518). The Sales Shop channel (Sk = 0.884) performed strongly positively skewed. 

Table 8: Product Quality Efficiency Test Statistics

Retail Franchise Sales Shops Vending

Chi-Square(a, b) 0.600 0.600 1.600 0.600
d. f. 3 3 2 3
Asymp. Sig. 0.896 0.896 0.449 0.896
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The hypothesis is H0: the channel is efficient versus H1: the channel is inefficient. Since all 
the probability values of the channels are greater than 5%, the null hypothesis is rejected in all 
four channels’ hypotheses. This means that the four distribution channels were inefficient. The 
coefficient of variation for each distribution channel was calculated and presented in Table 9.

Table 9: Product Coefficient of Variation

Channel Coefficient of variation

Retail 0.11%
Franchise 0.13%
Sales Shop 0.14%
Vending 0.17%

The coefficient of variations in Table 9 shows that the distribution channels statistically 
performed the same. Since all the coefficient of variations are greater than 0.1%, this means that 
the distribution channels performed below the acceptable efficiency level. Therefore, all the 
distribution channels were inefficient. The paired sample t tests for the performance means of the 
distribution channels were performed and the results are presented in Table 10.

Table 10: Distribution Channel Efficiency Paired Samples Test

Paired Differences t df Sig. 
(2-tailed)Mean Std. 

Deviation
Std. 

Error 
Mean

95% Confidence 
Interval of the 

Difference
Lower Upper

Pair 1 Retail - Franchise -.14000 .05477 .02449 -.20801 -.07199 -5.715 4 .005
Pair 2 Retail – Sales Shop -.06000 .08944 .04000 -.17106 .05106 -1.500 4 .208
Pair 3 Retail - Vending -.04000 .08944 .04000 -.15106 .07106 -1.000 4 .374
Pair 4 Franchise – Sales Shop .08000 .08367 .03742 -.02389 .18389 2.138 4 .099
Pair 5 Sales Shop - Vending .02000 .04472 .02000 -.03553 .07553 1.000 4 .374

Since all the p-values in Table 10 are greater than the level of significance (p-value>α=0.05) 
in all except in Pair 1, the null hypothesis is rejected in all the paired distribution channel means 
except in Pair 1. The performance efficiencies of the paired distribution channels were not the 
same except for Pair 1; Retail and Franchise. The two distribution channels performed statistically 
the same. The rest of the paired distribution channels performed differently. The efficiencies of the 
distribution channels are presented in Figure 4.
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Figure 4: The efficiencies of C&P Enterprise’s Distribution Channels 

Figure 4 shows that the C&P Enterprise’s distribution channels performed below the expected 
standard level of 99.99%. There is need for C&P Enterprise to formulate strategies that can 
improve the efficiency of its distribution channels to at least 99.99%.

Discussion of Results
Alicic and Duman (2013) outlined the distribution cost, physical product, time and product 

quality efficiencies as contributors to the overall marketing channels’ efficiency. Only the 
product quality efficiency could be measured for all the four C&P Enterprise’s distribution 
channels hence, it was used for the overall hypothesis testing. All test statistics resulted in the 
rejection of all the four channels’ null hypothesis, (H_0 ): the channel is efficient. Therefore, all 
the four C&P Enterprise’s distribution channels were inefficient. The results indicate that the four 
distribution channels of the company were inefficient and could not be relied on to improve the 
flow of the products to the consumers. According to Alicic and Duman (2013), the company’s 
entire marketing strategy depends on the efficiency of its distribution channels. The distribution 
channels for C&P Enterprise were inefficient hindering the penetration of its products to certain 
market areas within and outside Zimbabwe. The paired sample t test results show that the 
distribution channels could not be relied on because they were performing differently. For an 
effective distribution of products, all the four C&P Enterprise’s distribution channels should 
perform statistically the same.  

Conclusion and Recommendations
C&P Enterprise’s distribution channels were retail, franchising and direct selling. The study 

proved that these distribution channels were performing below the standard level. The study 
identified the major variables of the company’s distribution channels as product quantity, 
timeliness of delivery, commitment, order cycle time, communication, competence and reliability. 
The factors that affected the efficiency of the distribution channels were the product breakages, 
product damaged, product expiry and delivery delays. The retail channel had the most satisfied 
customers but it was inefficient in the cost, time and quality. The results indicate that C&P 
Enterprise cannot increase the demand for its products because the distribution channels were not 
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complementing the marketing strategy of the company. The future of the company looks gloomy 
as it is not possible for the company’s products to penetrate all areas of the Zimbabwe market. The 
strategies (Ss) to improve the efficiency of C&P Enterprise’s distribution channels are: 

S1: The use of smaller chilled delivery vehicles and having scheduled times of delivery can 
enhance the retail channel’s efficiency. The product handling can be improved by investing in 
pallets, crates and shrink wrapping for the products.

S2: A revised franchise model for servicing outside Harare, defining the parameters of 
performance and an information system to track the performance could improve the efficiency 
of the distribution channels. Providing the franchises with consignment stock and managing 
the products per line will enhance the efficiency of the distribution channels.

S3: The company can introduce a point of sale system and self service facilities to increase 
customer serving efficiency. The warehouse space should be increased, price harmonization 
and image enhancement will improve the efficiency of the sales shops channel.

S4: An improvement in the vending equipment, replacements and modern uniforms could 
enhance vendor appearances and attract more customers to the company. Price harmonization 
and vendor welfare needs to be improved to increase the distribution channel’s efficiency.

S5: The C&P Enterprise could adopt the hybrid distribution channel that is presented in Figure 5.

Vending

Sales Shop

Wholesaler

Distributor

Retailer

Products
Consumers

     
Figure 5: Hybrid Distribution Channel

The C&P Enterprise could remove the franchises in Harare region and directly serve the 
customers as higher sales volumes could be achieved which are currently being inhibited by the 
limited buying power of the franchises. This is so because there is no franchise tracking system. 
The C&P Enterprise could also consider reviewing the franchise model for the “out of Harare” 
distribution so that it can improve its efficiency. This would introduce an alternative consumer 
channel as highlighted by Mallen (1996). The C&P Enterprise should review the sales shop model 
and invest accordingly to improve the ambience and outlook in order to allow “customers walk 
around shopping” which may encourage impulsive buying. Investments could be made to 
increase warehousing space, manage the distribution costs and improve from the daily restocking 
that was occurring.
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Areas for further research

The C&P Enterprise’s franchise model has potential to achieve higher sales volumes 
but currently there are challenges inhibiting its efficiency. There is an opportunity to study 
the effectiveness and efficiency of C&P Enterprise’s franchise model. Secondly, the price 
harmonisation in the market is important for all distribution channels. The vendors sometimes 
do not buy stock straight from the company because wholesalers will be offering better bargains. 
Further research on the company’s product price harmonisation can be performed.
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