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Abstract

Today, more and more companies are succeeding not because they have the lowest
priced product and not because they have the highest-quality or best-performing
product, but because they are able to respond quickly to market needs and get the
right product to the right customer at the right time. This shift toward speed has
forced companies to ask what creates the level of speed that customers are
demanding. When this question is examined, the answer for most companies lies to
a large extent outside their own boundaries. The purpose of this research is to
assess the level of supply chain practice, its impact and association with the
company’s competitive advantage. Supplier relationship, Customer relationship,
Level of information sharing, quality of information and internal lean practice were
identified among the dimensions of SCM practices. And also only service quality is
taken as the dimension of competitive advantage. Self-administrated questionnaire
was distributed to the sample of 112 Factory’s employees at different level, 200
retailers, 22 distribution centers (depots) and 7 suppliers and out of which 92,161,
22 and 7 questionnaire respectively were returned. Carvalho’s Sample Size
Determination, simple random and convenient sampling technique were used. The
response rate was 84%. The analyses involved statistical methods such as reliability
tests and descriptive statistics to measure frequency distribution of response rate
and chi square test. The findings show that the case company adopted some part of
supply chain management practices well while some part at a lesser extent. Besides,
the hypothesis test result indicated that there is significant evidence to conclude
there is association between supply chain management practices and competitive
advantage. Finally the researcher recommended that robust emphasis should be
given for customer complaint handling service issue, the case company should
improve its Customer and supplier relationship through proper information sharing,
develop formal response procedure for customer service issues and monitor level of
customer satisfaction and establish means to involve selected core materials
suppliers in goal setting and measure their contribution for the company’s profit.

Keywords: Supply Chain Practice, Competitive Advantage and Service quality



CHAPTER ONE: INTRODUCTION

This part provides the background information that establishes a framework for

the research, so that readers can understand how it is related to other researches.

1.1. Background of the study,

In Ethiopia, Supply chain management gets academic attention in recent years but
still many people, organizations, and professionals misunderstood the concept of
supply chain. Many of them interpret it as another process of an organization,
which deals with logistics or purchasing only; however SCM extends beyond that.
Different authors define SC and SCM in different ways:

A supply chain consists of various stages, which take part in conversion of raw
materials in to final products and its delivery to the end customer. It not only
includes suppliers and manufactures but also distributors, transporters, retailers
and customers within each organization. It includes all the important functions
i.e., order management, planning, shop-floor operations, inspections, packaging
and dispatch, etc. Moreover, supply chain is an approach to regulate the flow of

materials, information and finances (Gupta, Sashay and Mohan 2006).

A supply chain is a network of facilities and distribution options that performs the
functions of procurement of materials, transformation of these materials into
intermediate and finished products, and the distribution of these finished products

to customers” (Ganeshan and Harrison, 1995).

The primary purpose of any supply chain is to satisfy customer needs and, in the
process, generate profit for itself. The term supply chain conjures up images of
product or supply moving from suppliers to manufacturers to distributors to
retailers to customers along a chain. This is certainly part of the supply chain, but
it is also important to visualize information, funds, and product flows along both

directions of this chain (Chopra and Meindl, 2001).

Supply Chain Management is the systemic, strategic coordination of the traditional

business functions and the tactics across these business functions within a



particular company and across businesses within the supply chain, for the
purposes of improving the long-term performance of the individual companies and
the Supply Chain as a whole (Mentzer, Dewitt, Keebler, Min, Nix Smith and
Zacharia, 2001).

1.2. Background of MOHA Soft Drinks Industry S. C

MOHA soft drinks Industry S.C was established on May 15, 1996 acquiring Nifas
Silk, Tekle Haimanot, Gondar, and Dessie plants from the Ethiopian Privatization
Agency with paid capital of Birr 108,654,000. The Company currently has seven
operating units including Summit, Bure, Hawassa and the recently inaugurated
Mekele Plants. The major products of MOHA Soft Drinks Industry S.C. are: Pepsi
Cola, Mirinda Orange, 7-Up, Mirinda Tonic, Mirinda Apple, Mirinda Pinaple (all
Pepsi Brands), and Kool water ( Kool carbonated and Kool none carbonated water)
MOHA holds 52% of the market share in soft drinks industry in the country. With
an expansion and replacement of obsolete machinery, production capacity of the
plants has increased substantially. It provided 2485 jobs for citizens out of which
1095 are new employment opportunities since acquisition. MOHA has been
successfully implementing its social obligation by way of sponsoring different
events and supporting initiatives.

The company is trying to expand its distribution to market in order to grow
revenue and increase market share and customer satisfaction Hence, the main
purpose of this research is, then, to assess the level of supply chain management
practices and its relationship with competitive advantage of MOHA soft drinks
industry Nifas silk factory. Currently the factory is distributing its products in
Addis Ababa using depot agents with in 25 kilo meter intervals by delivering the
products using its own trucks.

The result from this study will benefit the company in making and realizing an
effective and efficient SC system to offer improved service to final customer while
keeping lower cost and making higher profit by improving the traditional way that,
partners involved across the supply chain acting independently in designing,

developing and executing strategies.



1.3 Statement of the problem

Today, more and more companies are succeeding not because they
have the lowest priced product and not because they have the highest-
quality or best-performing product, but because they are able to
respond quickly to market needs and get the right product to the right
customer at the right time. This shift toward speed has forced
companies to ask what creates the level of speed that customers are
demanding. When this question is examined, the answer for most
companies lies to a large extent outside their own boundaries. The
most significant delays are created at the interface between the
boundaries of different stages of a supply chain. Thus, managing these
interfaces becomes key to providing quick response to customers
(Chopra and Meindl, 2001).

The researcher observed customer complaint regarding service quality
and also since supply chain is in its infant stage, the concept is
misunderstood and related only with purchasing in the case company;

therefore, initiated to undertake this study.
1.4 Research questions

First and foremost this study is designed to answer, what are the practices of SCM
in MOHA soft drinks Nifas silk plant and its relationship with the company’s

competitive advantage.

More specifically the research tried to answer the following basic research

questions:

1. How is the supply chain practice of MOHA in terms of supplier relationship?
2. How is the supply chain practice of MOHA in terms of customer

relationship?



3. How is the supply chain practice of MOHA in terms Information Sharing
Information Quality and Internal Lean Practice?

4. What are the practices of SCM in MOHA soft drinks Nifas silk plant and its
relationship with the company’s competitive advantage?

1.5. General Objective of the Study

The primary objective of this study is to assess SCM practices of Nifas Silk plant

and its relationship with competitive advantage.

Specific Objective of the study:

1. To assess the SCM practices of the case factory in terms of supplier
relationship management.

2. To assess SCM practice of the case factory in terms of Customer relationship
management.

3. To assess SCM practice of the case factory in terms of the level of
Information Sharing, Information Quality, and Internal Lean Practice.

4. To assess the relationship between supply chain management practices and

Competitive advantage of Nifas silk factory.

1.6. Significance of the Study

It helps the company's higher officials and staffs to get to know the importance of
supply chain management practice on improving its competitive advantage and
customer satisfaction.

The result from this study will benefit the company in making and realizing an
effective and efficient SC system to offer improved service to final customer; that
will meaningfully increase company’s competitive advantage in terms of customer
satisfaction and economic utilization of its resources and increase profitability.
Besides, the findings and the recommendation can also be used as benchmark and
direction to investigate and evaluate the supply chain practices of other sister

plants.



Future studies can also examine the proposed relationships by bringing other
dimensions of Supply chain management practice related to our countries similar
organization context.
It can be the basis for educators or teaching institutions to consider when
planning teaching related to the SCM.
It serves as a path to conduct further and more detail study in the area; since SCM
is at the infant stage in Ethiopia, there are only limited researches conducted in
similar area.
On the other hand the result of this study will give an understanding to anybody
who has interest on Supply Chain Management, if he desires to undertake further
study on this area.

1.7. Scope of the Study
A SCM practice is defined as a set of activities undertaken in an organization to
promote effective management of its supply chain. And it comprises vast areas that
include flow from suppliers to end users for the physical processes.
This study focused on supply chain practice dimensions such as Supplier
relationship, customer relationship, information sharing, Quality of information
and Internal lean practice and their relationship with the company’s competitive
advantage in terms of service quality. Furthermore, among the factories of MOHA
Soft Drinks industry S.C, the focus of this study specifically relies only on Nifas
Silk Factory. The purpose of this study is to assess the underlying dimensions of
SCM practices and to empirically test a framework identifying the relationships
among SCM practices, and Competitive advantage in MOHA Soft drinks industry
Nifas silk plant.
1.8. Limitation of the Study

The research sample did not incorporate all the SC participants namely: the
supplier’s suppliers in the upstream and which may not represent the true picture
of the population. Respondents may not give due consideration in answering the
questions and inclined to give overly positive or negative responses to the study
questions. On that date, respondents may have encountered an instance that

caused them to respond overstatedly positive or negative to the questions asked on



the questionnaires. Because of time and budget scarcity convenience sampling is
used to select customers; due to this reason the result may not represent the whole
population.
Lack of awareness among the respondents about the field of the study and
respondent’s lack of interest to respond or incomplete response were also the
encountered limitations.
1.9. Definition of Terms
Supply chain: - referred to as a set of companies involved in the upstream and
downstream flows of products, services, finances, and information from a source to

a customer (Mentzer et al., 2001).

Supply Chain Management:- is the integration of key business processes from
end user through original suppliers that provides products, services and
information that add value for customers and other stakeholders” (Lambert et al.,

1998, p. 1).

Integration: is the process of combining or coordinating separate function
processes, or producers and enabling them to interact in a seamless manner

(Sunil, 2004).

Hypothesis:- A theoretical statement that has not yet been tested against data
collected in a concrete situation, but which it is possible to test by providing clear
evidence for support or r ejection(Walliman, 2006).

Informed consent: - Consent given by participants taking part in a research
project based on having sufficient information about the purposes and nature of
the research and the involvement required (Walliman, 2006).

Sample: - The small part of a whole (population) selected to show what the whole
is like. There are two main types of sampling procedure — random and non-random
(Walliman, 2006).

Variable: - The component of an indicator which can be measured (Walliman,
2006).

Purposive sampling: - is where the researcher selects what he/she thinks is a
‘typical’ sample based on specialist knowledge or selection criteria (Walliman,
2006).



1.10. Organization of the Study

This paper has five chapters; chapter one is an introduction part dealing with back
ground of the study and company, the research problem, research question,
objectives of the study, significance of the study, scope and finally limitation of the
study and definition of terms. In chapter two related literature is reviewed,
previous and current research in supply chain practices related to supplier
relationship, customer relationship, level of information sharing, quality of
information, internal lean practice and empirical reviews. Chapter three is about
research methodology, chapter four includes further details of data presentation,
analysis and discussion and finally findings conclusion and recommendation are

included in chapter five.

CHAPTER TWO: LITERATURE REVIEW

2.1. Supply chain management practices.
7



The practice of SCM is refers to complete set of actions which are done in
organizations towards to improve the effectiveness in the internal supply chain.

The objective of this section is to make a literature review of the issues relating to
the supply chain practices and firm’s competitive advantage, empirical review
related to the topic of the study and theoretical framework. In Ethiopia, due to the
enfant stage of supply chain, there is a shortage of literature regarding the use of
SCM practices and Competitive advantage of an organization like the case
company. However, different researchers other than Ethiopia, studied supply
chain management practice and used different dimensions to measure the supply

chain practice as discussed below:
2.1.1 Supplier Relationship

Supplier relationship management is often referred to in the literature as strategic
supplier partnership (Gunasekaran, Patel, & Tirtiroglu, 2001).A strategic
partnership emphasizes long-term relationship between trading partners and
“promotes mutual planning and problem solving efforts”. Strategic partnerships
between organizations promote shared benefits and ongoing collaboration in key

strategic areas like technology, products, and markets (Yoshino& Rangan, 1995).

A strategic partnership emphasizes direct, long-term association and encourages
mutual planning and problem solving efforts (Gunasekaran et al., 2001). Such
strategic partnerships are entered into to promote shared benefits among the
parties and ongoing participation in one or more key strategic areas such as
technology, products, and markets (Yoshino, And Rangan., 1995). Strategic
partnerships with suppliers enable organizations to work more effectively with a
few important suppliers who are willing to share responsibility for the success of
the products. Suppliers participating early in the product-design process can offer
more cost effective design choices, help select the best components and
technologies, and help in design assessment (Tan, Kannan, and Handfield, 1998).
Strategically aligned organizations can work closely together and eliminate
wasteful time and effort (Balmier, 1996). An effective supplier partnership can be a

critical component of a leading edge supply chain (Noble, (1997).



Supplier relationship management involves developing partnership relationships
with key suppliers to reduce costs, innovate with new products and create value
for both parties’ bases on a mutual commitment to long term collaboration and
shared success. Supplier relationship management has become a critical business
process as a result of: competitive pressures; the need to achieve cost efficiency in
order to be cost competitive; and Specifically, Supplier management efforts had
yielded reduced costs for the buyer‘s final product or service. Also, the results
showed that buyers perceived an improvement in the continuity of the relationship
with their suppliers after the supplier relationship effort than before
(Sichinsambwe, 2011).

Strategic plans are developed with key suppliers to support manufacturing flow
management and product development and commercialization. Suppliers are
categorized based on several dimensions such as their contribution and criticality
to the organization. In companies where operations extend worldwide, sourcing
should be managed on a global basis.

Long-term partnerships are developed with a small core group of suppliers. The
desired outcome is a win-win relationship where both parties benefit. This is a
change from the traditional bid and buy system to involving key suppliers early in
the design cycle which can lead to dramatic reduction in product development
cycle times. Having early supplier input reduces time by getting the required
coordination between engineering, purchasing, and suppliers prior to design
finalization. Buyers reported that supplier management efforts with a single
supplier had led to significant improvement in incoming defects, percent on time
delivery, order cycle times and percent orders received complete. Further, buyers
were generally satisfied with the outcomes from their supplier development efforts.
Specifically, supplier management efforts had yielded reduced costs for the buyer‘s
final product or service. Also, the results showed that buyers perceived an
improvement in the continuity of the relationship with their suppliers after the

supplier relationship effort than before (Sichinsambwe, 2011).

2.1.2. Customer Relationship



It encompasses the entire array of practices that are employed for the purpose of
managing customer complaints, building long-term relationships with customers,

and improving customer (Tan et al., 1998).

Customer relationship recognized as an internal component of an organization’s
market strategy to increase sales and profits (Bommer, O’Neil. and Treat, 2001).
Focusing and maintaining the customer relationship will enable the organizations
to be more responsive towards customers’ needs and will result creating greater
customer loyalty, repeat purchase and willing to pay premium prices for high
quality product (Carr and Pearson, 1999).

Close customer relationship allow product differentiation from competitors, help
sustain customer satisfaction and loyalty, and elevated the value provide to

customer (Margaretta, 1998).

Committed relationships are the most sustainable advantage because of Close
customer relationship allows an organization to differentiate its product from
competitors, sustain customer loyalty, and dramatically extend the value it

provides to its customers (Magretta, 1998).

Firms that integrate with customers including: planning, implementing, and
evaluating a successful relationship between the provider and recipient of both
upstream and downstream of the supply chain. Therefore, customer relationship
management (CRM) is not only focused on inbound customer relationships but
also on outbound customer relationships in SCM. Customer relations related to
the company's ability to communicate to the delivery of appropriate products and
services to customers locally and globally in the right time, right place, and
appropriate of quantity and quality. Customer linkage especially sharing product
information with customers, receiving customer orders, interact with customers to
manage demand, after placing the order system, share the status of orders with

customers on scheduling orders, and product delivery stage (Lee, et al, 2007).

Customer relationship management provides the structure for how the
relationships with customers will be developed and maintained. Management

identifies key customers and customer groups to be targeted as part of the firm’s

10



business mission. The goal is to segment customers based on their value over time
and increase customer loyalty by providing customized products and services.

Customer teams tailor Product and Service Agreements (PSA) to meet the needs of
key accounts and for segments of other customers. The PSAs specify levels of
performance. Customer teams work with key customers, improve processes and
eliminate demand variability and non-value-added activities. Performance reports
are designed to measure the profitability of individual customers as well as the

financial impact on the customer Do (Lambert and Pohlen, 2001.)
2.1.3. Information Sharing

Information sharing is an important aspect in achieving seamless integration in a
supply chain. Cross functional integration and inter organizational integration
requires the visibility of information across the supply chain. Geiger and Dooley
(1998) also believed that information is crucial and drives the entire supply chain

system.

Spekman, Kamauff,r and Myhr, (1998), revealed by their study that, there is a
reluctance to share key information among partners; many of these fears subside if
partners share similar values and a common vision. Such information sharing
heightens the alignment between partners such that effective supply chains share

learning among partners rather than worry about knowledge expropriation.

Information sharing is necessary to reduce uncertainty and lower inventory levels.
Many manufacturing organizations stressed that the willingness to share
information must extend within the firm and across the supply chain (suppliers
and buyers). Communication within the company is important to decide who the
customer is and what the company's goals are and to make sure that these two
match. In addition they try to suggest which information to be shared such as:
Communicating the following types of information is essential for a successful
relationship: product development (new products and improvements), costs,
demand schedules (including point of sale data), material quantities, and
production schedules. It is also crucial to get information about end-use

consumers back through the supply chain to manufacturers.

11



Poor information sharing between partners in a supply chain will result in poor
coordination that will lead to many serious problems such as, high inventory
levels, in accurate forecast, low utilization and high production costs (Lee and

Whang 2000).

Although some managers acknowledged the desirability of efficient information
transfer among supply chain partners, and there are notable examples of
information systems integration at selected interfaces, the initiatives required to
integrate information systems of all supply chain partners are not yet discernible.
Some managers remain unconvinced about the true value of such links and
providing remote access to sensitive business information to suppliers and
customers. Many fear potential loss of proprietary information and loss of control
(Bagchi and Larsen 2003).

Sengupta, Heiser, Coandok, (2006) stated that as a company utilizes higher
levels of information sharing relative to its competitors the operational performance
will improve. The SHARE factor includes strategies such as sharing various
information including forecasts, promotions and capacity levels across the supply
chain. They also argued that, manufacturing company increases its level of
hedging (Hedge), the company’s operational performance metric improves. The
Hedge factor includes strategies such as holding finished goods inventory, reserve
capacity and multiple suppliers. Therefore, if a manufacturing organization
increases its application of these types of practices, it’s associated operational
performance with respect to speed, delivery and quality will increase. In addition
he stated that by emphasizing the level of importance on the supplier portion of the
supply chains, manufacturing organizations will improve their financial

performance.

2.1.4. Quality of Information

12



Information sharing means the information communicated between partners where
the accuracy, adequacy, and timeliness refer to the quality of information.

Since information disclosure is perceived as a loss of power. Given these
predispositions, ensuring the quality of the shared information becomes a critical
aspect of effective SCM (Feldmann and Muller, 2003). Effective use of relevant and
timely information by all the functional elements in the supply chain is considered
as a competitive factor and distinctive (Ahmadi, 2005).

Quality of information sharing includes such aspects as the accuracy, timeliness,
adequacy, and credibility of information exchanged (Moberg, Cutler, Gross, and
Speh 2002).

Information shared in a supply chain is of use only if it is relevant, accurate,
timely, and reliable (Simatupang and Sridharan, 2002).

Divergent interests and opportunistic behavior of supply chain partners, and
informational asymmetries across supply chain affect the quality of information
(Feldmann and Muller, 2003). It has been suggested that organizations will
deliberately distort information that can potentially reach not only their
competitors, but also their own suppliers and customers (Mason and Towill, 1997).
It appears that there is a built-in reluctance within organizations to give away
more than minimal information (Berry, Towill, and Wadsley, 1994). Since
information disclosure is perceived as a loss of power. Given these predispositions,
ensuring the quality of the shared information becomes a critical aspect of effective
SCM (Feldmann and Mtller, 2003). Organizations need to view their information as

a strategic asset and ensure that it flows with minimum delay and distortion.
2.1.5. Internal lean practices

As cited in Blanchered, (1998) Lean involves removing waste, e.g. analogy with the
human body: slimmed down, fit and healthy. Waste is defined as ‘anything other
than the minimum amount of equipment, materials, parts, space, and worker’s
time, which are absolutely essential to add value to the product’ (Shoichiro Toyoda,

Chairman, Toyota, 1992-1999).

Lean practices are represented by the elimination of waste, low inventory, small lot

sizes and JIT delivery. One of the fundamental ideas in internal lean practices is
13



removed surplus (Hassanzadeh and Jafarian, 2010). Production of lean and timely
is production system that its aims are to optimize processes and production

process by reducing waste and other inefficient factors (White, 1999).

The term ‘lean’ is used because lean operations use less: human effort; space;
capital investment; materials; time between the customer order and delivery. The
basic goal is to get more done with less by: minimizing inventory at all stages of
production; shortening cycle times from raw materials to finished goods;
eliminating all sorts of waste. Types of waste are roughly defined as:
overproduction; waiting; transportation; inefficient processing; inventory;
unnecessary motion; product defects (Blanchered, 1998).

2.2. Competitive Advantage

In the changing world, competitive advantage emerges from the creation of supplier
competencies to create customer value and achieve cost and/or differentiation
advantages, resulting in market share and firm profitability (Barney, 1991)

It comprises capabilities that allow an organization to differentiate itself from its
competitors and is an outcome of critical management decisions (Tracey,
Vonderembse, and Lim, 1999). Thatte (2007) suggested that dimension of
competitive advantage: price, quality, delivery dependability, time to market, and

product innovation.

Competitive advantage includes set of capabilities and factors that always
demonstrated better performance of company than competitors (Sadri and Lees,

2001).

As cited on Li et al., (2006) on the basis of prior literature, Koufteros et al., (1997)
describe a research framework for competitive capabilities and define the following
five dimensions: competitive pricing, premium pricing, value-to-customer quality,
dependable delivery, and production innovation. The concept of competitive
advantage is directly related to desired value of the customer (Mehri and Hosseini,
2004). Competitive advantage includes set of capabilities and factors that always
demonstrated better performance of company than competitors (Sadri and Lees,

2001).
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Competitive priorities, which are realized by operational performances, are the
extent that an organization is able to create a state of defense against competitors
and includes a feature that allows an organization to distinguish itself from its

competitors (Li et al., 2006).

Ibrahim and Hamid, (2014) stated that effective supply chain management can
provide a major source of competitive advantage. The goal of a supply chain
manager must therefore be to link the end customers, the channels of distribution,
the production processes and the procurement activity in such a way that
customers’ service expectations are exceeded and yet at a lower total cost than

the competition.

For this study, Service quality is used as the dimensions of the competitive
advantage constructs

2.2.1 Service quality

Service quality is considered an important tool for a firm’s struggle to differentiate
itself from its competitors (Ladhari, 2009).

Armistead (1990) split the dimensions into “firm” and “soft”. The firm dimensions
are time (including availability, waiting time and responsiveness), fault freeness
(including physical items, information and advice) and flexibility (ability to recover
from mistakes, to customize the service or add additional services). The soft
dimensions are style (attitude of staff, accessibility of staff and ambience), steering
(the degree to which customers feel in control of their own destiny) and safety
(trust, security and confidentiality).

Walker, (1990) suggested that the key determinants are product reliability, a
quality environment and delivery systems that work together with good personal
service — staff attitude, knowledge and skills.

According to (Parasuraman et al., 1988), the five dimensions of service quality are:

tangibility, reliability, responsiveness, assurance and empathy.

Tangibility
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Since services are tangible, customers derive their perception of service quality by
comparing the tangible associated with these services provided. It is the
appearance of the physical facilities, equipment, personnel and communication

materials.

Reliability

It is the ability to perform the promised service dependably and accurately.
Reliability means that the company delivers on its promises-promises about
delivery, service provision, problem resolutions and pricing. Customers want to do
business with companies that keep their promises, particularly their promises
about the service outcomes and core service attributes. All companies need to be
aware of customer expectation of reliability. Firms that do not provide the core
service that customers think they are buying fail their customers in the most direct

way.

Responsiveness

It is the willingness to help customers and provide prompt service. This dimension
emphasizes attentiveness and promptness in dealing with customer's requests,
questions, complaints and problems. Responsiveness is communicated to
customers by length of time they have to wait for assistance, answers to questions
or attention to problems. Responsiveness also captures the notion of flexibility and

ability to customize the service to customer needs.

Assurance

It means to inspire trust and confidence. Assurance is defined as employees'
knowledge of courtesy and the ability of the firm and its employees to inspire trust
and confidence. This dimension is likely to be particularly important for the
services that the customers perceives as involving high rising and/or about which
they feel uncertain about the ability to evaluate. Trust and confidence may be
embodied in the person who links the customer to the company, for example, the

marketing department. Thus, employees are aware of the importance to create
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trust and confidence from the customers to gain competitive advantage and for

customers' loyalty.
Empathy

It means to provide caring individualized attention the firm provides its customers.
In some countries, it is essential to provide individual attention to show to the
customer that the company does best to satisfy his needs. Empathy is an
additional plus that the trust and confidence of the customers and at the same
time increase the loyalty. In this competitive world, the customer's requirements
are rising day after day and it is the companies' duties to their maximum to meet
the demands of customers, else customers who do not receive individual attention

will search elsewhere.

2.3. Empirical Review of Studies

Moslem (2013), conducted research on impact of supply chain management
practices on competitive advantage in manufacturing companies of Khuzestan
province (Iran) by using strategic partnerships with supplier, customer
relationship, information sharing , Quality of information sharing and internal lean
practices as independent variables affecting the competitive advantage. The result
from this study indicates as there are relationships between SCM practices and
competitive advantage.

Wijetunge, (2016 )Jconducted research on the role of supply chain management
practices in achieving organizational performance through competitive advantage
in Sri Lankan SMEs and by considering Customer Relationship Strategic
Partnerships with Suppliers, Level of Information Sharing, Quality of Information
Sharing, and Internal Supply Chain Process (Postponement). In order to examine
the relationship between SCM practices and competitive advantage, correlation
analysis was used. Correlation between SCM Practices and Competitive Advantage
found significant at 0.01 and it indicated positive relationship concluding that
higher the SCM Practices higher the Competitive Advantage.

Lie et al (2006); identified supply chain management practices in form of five

distinctive dimensions, including strategic supplier partnership, customer
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relationship, level of information sharing, quality of information sharing and
postponement, are selected for measuring SCM practice. The findings of this
research support the view that SCM practices can have discernible impact on
competitive advantage and organizational performance.

Yunas, Primiana, Cahyandito & Kaltum, (2016) studied on the title, New model of
competitive advantage of Supply Chain management practices a case of Indonesian
cacao manufacturing industry. Results of testing the relationship between
constructs shows that there is a significant and positive relationship of supply
chain management practice (SCMP) with a competitive advantage (CA)

Lenny et al. (2007) conducted study on the impact of supply chain management
practices on performance of SMEs in Turkey. Based on exploratory factor analysis
(EFA), researchers were grouped SCM practices in two factors: outsourcing and
multi-suppliers (OMS), and strategic collaboration and lean practices (SCLP). The
results indicate that both factors of SCLP and OMS have direct positive and
significant impact on operational performance. In contrast, both SCLP and OMS do
not have a significant and direct impact on SCM-related organizational
performance. Also, as the direct relationship between the two performance-
constructs was found significant, both factors of SCM practices have an indirect

and significant positive effect on organizational performance through operational.

The same supply chain management practices those used by Lie et al 2006), were
adopted for the assessment of supply chain management practice and firms
competitive advantage in the case of MOHA Soft drinks industry Nifas silk plant.

Organization can have one or more of the following capabilities when compared to
its competitors: lower prices, higher quality, higher dependability, and shorter
delivery time. These capabilities will, in turn, enhance the organization’s overall

performance (Mentzer, Min and Zacharia, 2000).

2.5. Theoretical Frame Work
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The conceptual frame work of the study explains the interrelationship among the
Supply practice and Competitive advantage. And the framework proposes that
SCM practices will have an impact on competitive advantage.

Figure 2.5.1: Conceptual Framework

Competitive Advantage
SCM Practice

Supplier relationship

Customer Relationship

Level of Information
Sharing

T~

Service quality

NA 4

Quality of Information
Sharing

Internal Learn Practice

Source Li et al., (2006)

2.5.2. Hypotheses
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The SCM framework developed in this study proposes that SCM practices have a
direct impact on the competitive advantage of MOHA Nifas silk factory. As noted
earlier, various SCM practices have an impact on various aspects of competitive
advantage.

Therefore the following hypothesis is proposed:

H1: Supplier relationship management practices will be positively related to
competitive advantage

H2. Customer relationship management practices will be positively related to
competitive advantage

H3: Level of Information Sharing practices will be positively related to competitive
advantage

H4: Quality of Information will be positively related to competitive advantage

HS: Internal Lean Practice will be positively related to competitive advantage

Having a competitive advantage generally suggests that Competitive advantage can
lead to high levels of economic performance, customer satisfaction and loyalty, and
relationship effectiveness. Brands with higher consumer loyalty face less
competitive switching in their target segments thereby increasing sales and
profitability (Moran, 1981). An organization offering high quality products can
charge premium prices and thus increase its profit margin on sales and return on

investment (Li et al., 2006).

CHAPTER THREE: Research Methodology

This Chapter refers to the methodologies that will be used in this study.

Description of the study area, the particular research designs, sampling
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techniques, sources of data and data collection procedure and tools, ethical

consideration and data analysis are included.

3.1. Description of the Study Area

MOHA soft drinks industry has three factories found in Addis Ababa. Nlfas silk
factory is one of the three factories of MOHA soft drinks industry’s factories,
located at kirkos sub city in the southern part of Addis Ababa the area known by
the name “Gotera”. Similar to other business activities, Nifas silk factory makes
every effort to make profit and to grow. The study is conducted in consultation
with higher officials at different levels and staffs, using survey design with
structured self-administered questionnaires.

3.2 Research Approach

In this study, quantitative approaches are employed. A set of scientific steps were
used to achieve the objectives of the research, to answer the questions raised and
test hypotheses.

Quantitative research is a means for testing objective theories by examining the
relationship among variables. These variables, in turn, can be measured, typically
on instruments, so that numbered data can be analyzed using statistical
procedures. The final written report has a set structure consisting of introduction,
literature and theory, methods, results, and discussion (Creswell, 2009).

A survey design provides a quantitative or numeric description of trends,
attitudes, or opinions of a population by studying a sample of that population.
From sample results, the researcher generalizes or makes claims about the
population (Creswell, 2009). Quantitative approach is one in which the investigator
primarily uses postpositive claims for developing knowledge, i.e., cause and effect
relationship between known variables of interest or it employs strategies of inquiry
such as experiments and surveys, and collect data on predetermined instruments
that yield statistics data (Creswell, 2009). Quantitative hypotheses, on the other
hand, are predictions the researcher makes about the expected relationships
among variables. All hypotheses must be falsifiable. That is, hypotheses must be

capable of being refuted based on the results of the study (Christensen, 2001).
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Hypothesis may be defined as a logically conjectured relationship between two or
more variables, expressed in the form of a testable statement. Relationship is
proposed by using a strong logical argumentation. This logical relationship may be
part of theoretical framework of the study. Ho is a null hypothesis that states that
there is no relationship between the variables or relationship between the variables
is zero is denoted as “Ho”. The alternative (to the null) hypothesis states that there
is a relationship between the variables under the study but also the relationship is
perfect which is indicated by the number “1” and the alternative hypothesis is

symbolically denoted as “H1”
3.3. Research Design

Explanatory approach is used in carrying out this study to understand the impact
of SCM practices and the competitive advantage of MOHA soft drinks industry
Nifas silk factory. The research focused on genuine information or sentiments
depending on its purpose and it encompasses structured questionnaire to
individuals, since objective of the study is to seek answers to specific questions

from sufficient number of respondents.
3.4. Population and Sample

A researcher draws a sample from a larger pool of cases, or elements. A sampling
element is the unit of analysis or case in a population (Newman, 2007). Random
assignment involves assigning participants to groups within a research study in
such a way that each participant has an equal probability of being assigned to any
of the groups within the study (Kazdin, 1992).

In stratified sampling, a researcher first divides the population into sub
populations (strata) on the basis of supplementary information. After dividing the
population in to strata, the researcher draws a random sample from each sub
population. He or she can sample randomly within strata using simple random

sampling technique (Newman, 2007).

Sample size determination is an important element in any survey research,

although it is a difficult one (Adams. et al., 2007).
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There are different sample size determination techniques, for this paper the
method developed by Carvalho (1984) is favored and directly referred as quoted on
(Malhorta Narsh, K. 2007) as shown in the table below.

Table 3. 1: Carvalho’s Sample Size Determination

Population Size Small | Medium Large
51-90 5 13 20
91-150 8 20 32
151-280 13 32 50

281-500 20 50 80
501-1200 32 80 125
1201-3200 50 125 200
3201-10000 80 200 315
10001-35000 125 315 500
35001-150000 200 500 800

Source: (Carvalho, 1984)

The simple random sample is both the easiest random sample to understand and
the one on which other types are modeled. In simple random sampling, a
researcher develops an accurate sampling frame, selects elements from the
sampling frame according to a mathematically random procedure, then locates the
exact element that was selected for inclusion in the sample. After numbering all
elements in a sampling frame a researcher uses a list of random numbers to decide

which elements to select (Newman, 2007).

Simple random sampling and convenient sampling techniques is used to select the
respondents in the company and from suppliers and customers respectively. The
populations were managers at different level and staffs from different department
in the case company, and also customers and suppliers. Respondents in the
company were supervisors or managers in different functional areas because they
are in charge for supply chain management in the company including, production

managers and supervisor, purchasing and supply manager, marketing managers
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and supervisors information system officers and staff members at different level in

different department in the company while the factory workers were excluded.

In this research, as for the participants from inside the factory, population were
sub divided in to different department within the company; then from the existing
population the targets were identified and tried to select sample population using
simple random sampling technique. However, as we can see in the table below
based on Carvalho’s Sample Size determination, the targeted population in each
stratum was found less than the given range (i.e. the range 51-90) therefor all of

them were taken as a census.

Table3. 2: Sample size

Targeted

Number of .
Departments opulation Population

pop and Sample size
Human Resource 155 5
Finance 34 30
Marketing 211 37
Procurement and 36 10
stores
Quuality control 24 12
Production 368 0
Technique 56 10
Vehicle maintenance 29 8

913 112

Source: Factory’s Human resource department

In relation to customers and suppliers, the respondents were customers,
customers’ customers (that means, distributors and retailers only) and suppliers

were only suppliers of the company’s core raw materials, and the supplier’s
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supplier are not included and also branch warehouse and customers and suppliers
outside of Addis Ababa are not included.

In relation to customers there are 51 depots which distribute the products to
retailers and around 9000 retailers available under Nifas silk factory’s distribution
zone (that means the market area in Addis Ababa is sub divided for the three
factories of MOHA found in Addis Ababa). Due to budget and time scarcity
convenient sampling was used to select retailers and depot. Among the total
population, based on Carvalho’s Sample Size determination, though it is
considered medium, In order to make the study manageable 200 retailers were
taken as a sample. Concerning the depots, total population is within the range of
51- 91 therefore 22 depots were taken as a sample and it is considered large.
Besides, regarding the suppliers, as mentioned above, the study is focused only on
the core raw materials suppliers found in Addis Ababa; therefor the existing seven

suppliers were taken.
3.5. Sources of Data

Both primary and secondary data were the source of information for the study. The
primary data from the targeted sample respondents and the secondary data from

published material (books, company’s profile, and booklets, manual) are collected.
3.6. Data Gathering Procedure

The major procedures that were undertaken are as follows:

After reviewing the related literatures and developing of statement of the problem
Proper questionnaire were articulated. Based on the factory’s internal procedure
the questionnaires were given to the Human resource department to be distributed
to the selected sample respondents. The purpose of the study is explained to the
concerned body by letter and verbally in person, it is included briefly in the
questionnaires also. Besides, the researcher described the purpose of the study to

individual respondents in detail.

After the data is collected and organized, Analyzed using SPSS version 16 and also
the statistical tools are aligned with the objectives of the research. And then data is
interpreted.
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3.7. Data Gathering Tools

A survey researcher asks people questions in a written questionnaire (mailed or
handed to people) or during an interview then answer will be recorded using
recorder or hand writing based on the respondent’s consent. The researcher
manipulates no situation or condition; he or she simply asks many people
numerous questions in a short time period. Typically, he or she then summarizes
answers to questions in percentages, tables, or graphs For primary data
collection, self-administered close ended questionnaire in a 5 point likert scales is

distributed to the respondents. The questionnaire is adopted from Li et al. (2006).
3.8. Methods of Data Analysis

It is an explanatory research in which quantitative data were collected. The
acquired data were summarized and analyzed using descriptive statistics. The
percentage distributions were computed. The results of the study also were piled
up and prepared for presentation. As their name implies, descriptive statistics are
used to describe the data collected in research studies and to accurately
characterize the variables under observation within a specific sample. Descriptive
analyses are frequently used to summarize a study sample prior to analyzing a
study’s primary hypotheses. Besides the relationship between independent
variables and dependent variables are tested.

The process of data analysis involved several stages. The complete questionnaires
were edited for completeness and consistency, checked for errors and omissions

and then coded (Keasworth & Harding, 1992).

3.9. Ethical Consideration
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Ethics as applied to research generally refer to considerations to protect and
respect the rights of participants and other parties associated with the activity

(Reynolds, 1982).

As researchers anticipate data collection, they need to respect the participants and

the sites for Research (Creswell, 2009).

Other ethical procedures during data collection involve gaining the agreement of
individuals in authority (e.g., gatekeepers) to provide access to study participants
at research sites. This often involves writing a letter that identifies the extent of
time, the potential impact, and the outcomes of the research. Use of Internet
responses gained through electronic interviews or surveys needs permission from

participants (Creswell, 2009).

Considering the relevance of ethics in research work, the researcher considers
ethical issues as much as possible. To this effect, letter from Addis Ababa
University, school of commerce is submitted to the case company so that the
research was conducted based on the consent of the company. In addition to that
after getting accesses to the company the selection of participants is done based on
their informed consent. The purpose of the study is to assess the impact of supply
chain management practice on competitive advantage of the case company; and
this is clearly explained to the participants and the concerned bodies. Respondents
have the right to participate voluntarily, the right to ask questions including
personal address of the researcher, the right to get the copy of the study, and the
right to have their privacy respected; the right not to accept. The researcher has
responsibility to protect participants from any risk related to the research.
Furthermore, careful attentions were given for acknowledging all materials and

sources of data used in this research.

CHAPTER FOUR: DATA PRESENTATION, ANALYSIS AND DISCUSSION
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4.1 Introduction

This chapter presents reliability and validity, the data analysis and interpretation
which draws from the objectives of the study and also the acquired findings were
analyzed more extensively.

4.1.1 Validity and Reliability Analysis

The most widely used measure known as Cornbrach’s alpha is used to test
reliability which assesses the consistency of entire scale. One way to try to ensure
that measurement error is kept to a minimum is to determine properties of the
measure that give us confidence that it is doing its job properly. Reliability is
whether an instrument can be interpreted consistently across different situations
(Field, 2009). The lower limit for Cornbrash’s alpha is 0.70, although it may
decrease to 0.60 in exploratory research (Hair et al., 2010). On the other hand
validity focuses on what the test or measurement strategy measures and how well
it does so (Anastasi & Urbina, 1997). Content validity was addressed through
rigorous review by a group of academics to ensure the items reflected the intended
variables. Construct validity is concerned with the theoretical relationship a
variable appears to have with another variables as indicated by their respective
measures (DeVellis, 2003).

Thoroughly reviewed literature and empirical review and the adopted questionnaire
used by lie.et al. 2006 confirm that this study addressed validity.

Besides, the reliability of the items in the questionnaires were pre tested by 20
respondents who are not included in this study by Cronbach’s alpha using SPSS
version sixteen and found reliable since the results of the reliability analysis
exceeded 0.70. In addition the reliability of the overall questionnaire’s also done
and the test result for each variables exceeded 0.70 hence, said to be reliable and

summarized in Table 4.1 below.

Table 4.1: Reliability analysis
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NUMBER | Cronbach's

VARIABLES OF ITEMS | Alpha
SUPPLIER RELATIONSHIP

8 0.758
MANAGEMENT
CUSTOMER RELATIONSHIP

9 0.867
MANAGEMENT
LEVEL OF INFORMATION SHARING | 7 0.874
LEVEL OF INFORMATION QUALITY |5 0.963
INTERNAL LEAN PRACTICE 2 0.796
COMPETITIVE ADVANTAGE 9 0.851

Source: Questionnaire Survey, 2017
4.1.2 Data collection and population studied

As explained in the previous chapters, the purpose of this research is then to
assess the impact of supply chain management practices on competitive advantage
in the case of MOHA soft drinks industry Nifas silk factory; This study evaluated
whether the five dimensions of SCM practice (supplier relationship management,
customer relationship management, level of information sharing, quality of
information and Internal lean practice) have positive relationship with competitive
advantage.

The research instrument was alienated into two parts. The first part was used to
collect the demographic data of respondent (Educational Qualification, Job title,
Years stayed at the factory are taken as demographic information concerning the
respondents from the factory). And also type of business and years stayed being
customer or supplier of the factory (for the respondents from supplier and
customer).

The second part has two sections. The first section was used to collect information
on the extent to which Supply chain management practices is implemented in the
factory, the second section is related to competitive advantage.

In addition it is to be noted that questionnaire was adopted from Li et al, (2006)

developed in five-point Likert type scales ranging from five to one; where 5
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represents strongly agree, 4 agree, 3 Neutral, 2 disagree, and 1 strongly disagree.
From the distributed questionnaires to 112 employees of the factory at different
level, 200 retailers, 22 depots and 7 suppliers; out of which 92,161, 22 and 7
questionnaire respectively were returned.

Descriptive statistics frequency distribution is used to measure the response rate
and Chi square statistical analysis used to test the degree of association between
the independent and dependent variables. Hence, the result detail is described
separately in the following tables below.

4.2 Demographic characteristics of the respondents’
4.2.1 Respondents’ level of education( the company’s employees)

Master degree holders represented only 5.35% of the respondents. Majority of the
respondents have first degree represented 48.21% of the respondent. Diploma
holders represented 26.8% of the respondents and finally Certificate holders take
the minority of the respondents that is only 1.8%. The implication of these
proportions is that the collected data had portion in making the findings more

useful since the majority of respondents have educational level above first degree.

Table 4. 2: The Frequency distribution of respondents’ level of education

Valid Cumulative
Frequency | Percent | Percent Percent

Valid certificate 2 1.8 2.2 2.2

College diploma 30 26.8 33.3 35.6

First degree 54 48.21 58.9 94.4

Second degree

and above 6 5.35 5.6 100

Total 92 82.16 100
Missing | System 20 17.84
Total 112 100

Source: Questionnaire Survey, 2017

4.2.2 Respondents’ number of years stayed in the Factory
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As depicted in the table 4.2 below, 46.4 % of the respondents had worked for over
ten years, 18.75% of the respondents worked six to ten years, 12.5% of the
respondents had worked two to five years while 4.5% had worked for less than two
years. Majority of respondents stayed working in the factory for over ten years;
having experience in their present positions is a connotation they are competent to

answer the questions.

Table 4.3: Frequency distribution of respondents’ number of years
stayed in the Factory

Valid Cumulative
Frequency | Percent | Percent Percent

Valid <2 5 4.5 5.5 5.5

2-5 14 12.5 15.4 20.9

6-10 21 18.75 22 42.9

>10 52 46.4 57.1 100

Total 92 82.15 100
Missing | System 20 17.85
Total 112 100

Source: Questionnaire Survey, 2017
4.2.3 Respondents’ Position in the Factory

In relations to the position of respondents in the factory, 8 respondents which
accounts 7.1% were managers, 19 respondents were supervisors which
accounts17% while other positions 65 respondents which contributed 58.04% of
the total respondents. Others refers to position comprised of senior officers,

foreman and below.

Table 4.4: Frequency  distribution of
respondents’ job title
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Valid Cumulative
Frequency | Percent | Percent Percent
Valid MANAGER 8 7.1 8.9 8.9
SUPERVISOR | 19 17 21.1 30
OTHERS 65 58.04 |70 100
Total 92 82.14 100
Missing | System 20 17.86
Total 112 100

Source: Questionnaire Survey, 2017

4.2.4 Frequency distribution regarding suppliers and customers
The respondents were 22 depots (9.6%), 10 (4.34 %) kiosk, 30(13%) Hotels, 8
(3.5%) Supermarket, 113 (49.13%) Others and 7(3.04%) were Suppliers. Others

here refer to small shops. It can be implicit that the mix of respondents makes the

response unfailing.

Table 4.5 Frequency distribution of Type of Business they involved

Valid Cumulative
Frequency | Percent Percent Percent

Valid DEPOT 22 9.6 11.6 11.6
KIOSK 10 4.34 5.3 16.9
HOTEL 30 13 15.9 32.8
SUPERMARKET | 8 3.5 4.2 37
OTHERS 113 49.13 59.3 96.3
SUPPLIER 7 3.04 3.7 100
Total 190 82.61 100

Missing | System 40 17.39

Total 230 100

Source: Questionnaire Survey, 2017
4.2.5 Respondents Years stayed as customers or suppliers of the factory

As shown in the table 4.5 below, 8 (3.48%) of the respondents had been worked
with the factory below two years, 37 (16.09) of the respondents worked with the
factory between two to five years, 71 (30.87%) of the respondents worked with the
factory for six to ten years, and 70 (30.43%) worked for over ten years. The
duration of the respondents working with the factory appeared has an impact on

their response since they know the trend of the practice.

32



Table 4.6 Years stayed as customers or suppliers of the

factory
Valid
Frequency | Percent Percent
Valid <2 8 3.48 4.3
2-5 37 16.09 19.89
6-10 71 30.87 38.17
>10 70 30.43 37.63
Total 186 80.87 100
Missing | System | 44 19.13
Total 230 100

Source: Questionnaire Survey, 2017
4.3 Descriptive Analysis
4.3.1 Level Supply Chain Management Practices Implementation

The collected data using 5-point Likert type response are summarized. It is to be
noted that the questionnaire is prepared in Amharic for supplier and customers.
Customers were not responded for all supplier relationship management related
question likewise suppliers also not responded for all customer relationship
management related questions. Hence customer’s response is not included in the
analysis of supplier relationship related question and with the same scenario
supplier’s response is not included in the analysis of the response of customers
relationship related question. The frequency distribution of the response is shown

in the tables below.

Table 4.7 Percentage distribution of responses related to Supplier
relationship management

VARIABLES Strongly Strongly N
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disagree/disagree agree/agree

Frequen | Percentag | Frequen | Percenta

cy e cy ge
Quality number one for supplier

10 10.1 89 89.9 99
selection
Solve problem jointly with supplier 60 60.61 39 39.39 99
Continuous quality improvement 26 26.26 73 73.74 99
Include Supplier in goal setting 63 63.64 36 36.36 99
Measure supplier’s contribution

_ 66 66.67 33 33.33 99

for company profit
Document relationship with
supplier through product service | 7 7.07 92.93 92.93 99
agreement

Source: Questionnaire Survey, 2017
4.3.1.1 Analysis of Supplier Relationship Practice
Table 4.7 above depicts that seven essential supplier relationship management

elements were used to examine the degree of the case company’s position towards
supply chain management practice utilized. As mentioned above 183 customers
Note responded for all supplier relation management related questions. Therefore,
the response of 7 suppliers and 92 factory’s employees (in total 99 respondents’ are
taken to summarize the result. Hence, 89.89% of them agreed that the factory uses
Quality as number one criteria for supplier selection, 10.1% disagree. 60.61% of
the respondents disagreed the factory solve problems jointly with supplier and
39.39% of them agreed. 73.74% of the respondents agreed that the factory have
continuous quality improvement program that include key supplier and 26.26% of
respondents disagree. 63.64% of them disagreed that the factory includes
suppliers in its goal setting, and 36.36% agreed. 66.67% of respondents disagreed
that the factory regularly measure supplier’s contribution to the factories
profitability while 33.33% agreed. Finally for the question document the
relationship with suppliers through product service agreement (PSA) 92.92% of the
respondents responded that they agreed and only 7.08% of them disagreed.

Table 4.8 Percentage distribution of responses of Customer relation management
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strongly strongly agree/agree

disagree/disagree

Frequenc | Percentag | Frequenc | Percentag
VARIABLES y e y e N
Frequently interact with customer 95 34.55 180 65.45 275
Frequently measure and evaluate 191 69.45 84 30.55 275
customer satisfaction
Frequently determine future customer 93 33.82 182 66.18 275
Facilitate customers’ ability to seek 193 70.18 82 29.82 275
assistance from the company
Periodically evaluate the importance of 194 70.55 81 29.45 275
relationship with customer
Formally-developed response procedure 193 70.18 82 29.82 275
for customer service issue
Responding to customer service issues 180 65.45 95 34.55 275
prior to the customer being impacted
Provide the right quantity of product for 104 37.82 171 62.18 275
customer
Customers are satisfied with the quality of | 161 58.55 114 41.45 275
service delivered

Source: Questionnaire Survey, 2017
4.3.1.2 Analysis of customer Relationship Practice

Table 4.7 above depicts that nine essential customer relationship management
elements were used to examine the degree of the case company’s position towards
supply chain management practice in terms of CRM utilized. As mentioned above
suppliers are not responded for all CRM related question. Therefore out of 282 the
existing 7 suppliers excluded for this analysis therefor the response of only 275
respondents’ is taken for this analysis. 65.45% of respondents agreed that the
company frequently interact with customers, and only 34.55% disagreed. 69.45%
of respondents disagreed the factory frequently measure and evaluate customer
satisfaction and 30.55% of them agree. 66.18% of the respondents agreed that the
factory frequently determine future customer, 33.81% of them disagreed. 70.18%
of the respondent disagreed that the factory facilitates customers’ ability to seek
assistant and 29.82% of them agreed. 70.55%o0f the respondents disagreed that
periodically evaluates the importance of its relationship with its customer and
29.45% of them agreed. 70.18% of the respondents disagreed that there is formally
developed response procedure for customer service issue, and 29.82 of them

agreed. Responding to customer service issues prior to the customer being
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impacted 65.45% of the respondents disagreed and 34.55% of them agreed.
62.18% of respondents agreed that the factory provide the right quantity of
product for the customer, 37.82% of the respondents disagreed. Customers are
satisfied with the quality of service delivered 58.55% of respondents’ disagreed and
41.45%of them agreed.

Table 4.9 Percentage distribution of responses on Level of information sharing

Strongly

disagree/disagree Strongly agree/agree

Variables N
Frequenc | Percentag | Frequenc | Percentag
y e y e

We 11.1form trading partners in advance of 132 46.81 150 53.19 582
changing needs.
Our tr:adlng partners keep us f},llly informed 155 54.96 197 45.04 582
about issues that affect our business.
Our trading partners share business
knowledge of core business processes with | 144 51.06 138 48.94 282

us

We and our trading partners exchange
information that helps establishment of | 173 61.35 109 38.65 282
business planning.

Exchange of information with our partners

(formal or informally) is frequent. 118 41.84 164 58.16 282

We and our trading partners keep each
other informed about events or changes that | 175 62.06 107 37.94 282
may affect the other partner

Source: Questionnaire Survey, 2017
4.3.1.3 Analysis of Level of Information Sharing

Table 4.9 above depicts the response rate of Level of information sharing used to
examine the degree of the case company’s position towards supply chain
management practice utilized.

Responses are taken for the question, 53.19% of respondents agreed the factory
inform trading partners in advance of changing need, and 46.81% disagreed.54.96
respondents disagreed that trading partners keep the firm fully informed about
issues that affect its business and 45.04 of them agreed. 51.06% of respondents
disagreed that trading partners share business knowledge of core business
processes for the factory and 48.94% of them agreed. 61.35% of the respondents
disagreed that the factory and its trading partners exchange information that helps

establishment of business planning and 38.65% of them agreed.
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58.16% of respondents agreed that exchange of information with partners (formally
or informally) is frequent and 41.84% of the respondents disagreed. 62.06% of the
respondents disagreed that the firm and its trading partners keep each other
informed about events or changes that may affect the other partners and 37.94%
of them agreed.

Table 4.10 Percentage distribution of responses on Quality of Information

Strongly Strongly agree/agree
disagree/disagree
Frequenc | Percentag | Frequenc | Percentag
Variables y € y € N
Information exchange between our trading
partners and us is timely. 96 34.04 186 65.96 282
Information exchange between our trading
partners and us is accurate 83 29.43 199 70.57 282
Information exchange between our trading
partners and us is complete. 83 29.43 199 70.57 282
Information exchange between our trading
partners and us is adequate 160 56.74 122 43.26 282
Information exchange between our trading
partners and us is reliable. 81 28.72 201 71.28 282

Source: Questionnaire Survey, 2017

4.3.1.4 Analysis of Level of Information Quality

Table 4.10 demonstrates the five components of level information quality. 34.04%
of the respondents disagreed that information exchange between the factories and
trading partners is timely and 65.96% of them agreed. 70.27% of the respondents
agreed that information exchange between trading partners and factory is accurate
and 29.73% of them disagreed. 70.57% of the respondents agreed that information
exchange between our trading partners and the firm is complete and 29.43% of
them disagreed. 43.26% of respondents agreed that information exchange between
trading partners and the factory is adequate and 43.26% of them disagreed.
71.28% of respondents agreed that information exchange between trading partner

and the factory is reliable and 28.72% of them are disagreed.

Table 4.11 Percentage distribution of responses of Internal Lean Practice

Strongly Strongly agree/agree N
VARIABLES disagree/disagree
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Frequenc | Percentage | Frequency Percentage

y
Our firm reduces process set-up
time 64 22.70 218 77.30 282
Has continuous quality improvement 59 20.92 223 79.08 282

Source: Questionnaire Survey, 2017
4.3.1.5 Analysis of Internal Lean Practice

Table 4.11 above depicts the two components of internal lean practice.77.30% of
the respondents agreed that the firm reduces process set-up time and 22.70% of
them disagreed. 79.08% of the respondents agreed that the company has
continuous quality improvement program and 20.92% disagreed.

Table 4.12 Percentage distribution of responses on competitive advantage

VARIABLES Strongly disagree/ Strongly N
disagree agree/agree
Frequenc | Percentage Frequenc | Percen
y y tage
Deliver the kind of products needed 177 62.77 105 37.23 | 282
(required product mix)
Deliver customer order on time 57 20.21 225 79.79 | 282
Provide dependable delivery 55 19.50 227 80.50 | 282
Time to solve customer complaints is 192 68.09 90 31.91 282
short
Customer order processing time is short | 279 47.64 144 52.36 | 282

Source: Questionnaire Survey, 2017

4.3.1.6 Analysis of the Level of Competitive Advantage

The level of competitive advantage was also assessed and the response rate is
depicted on Table 4.11 above. The dimension of competitive advantage used in this
study is service quality. 62.77% of respondents disagreed that the company deliver
the kind of products needed (required product mix) and the rest 37.23% agreed,
79.79% of the respondents agreed that the company delivers customer order on

time and 20.21% of them were disagreed, 80.5% of respondents agreed that the
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company provides dependable delivery and 19.50% of them disagreed, 68.09% of
the respondents disagreed that time to solve customer complaints is short and the
rest 31.91% agreed, and finally 52.36% of the respondents agreed that customer

order processing time is short and 47.64% of them disagreed.

4.3.2 Chie square test Analysis between Construct of SCM Practices and
Competitive advantage

SCM practices were used as independent variable and competitive advantage as

dependent variable for the purpose of testing the hypothesis (to test relationship

between the SCM practices and competitive advantage). And cross tabulation,

specifically Pearson chi-square statistics is employed.

Fisher, 1922; Pearson, 1900 described, if we want to see whether there’s a
relationship between two categorical variables we can use the Pearson’s chi-square
test. This is an extremely elegant statistics based on the simple idea of comparing
the frequencies you observe in certain categories to the frequencies you might
expect to get in those categories by chance.

If the significance value is small enough (conventionally Sig. must be less than
0.05) then we reject the hypothesis that the variables are independent and gain
confidence in the hypothesis that they are in some way related. Values less than
0.05 indicate good fit, values as high as 0.08 represent reasonable errors of
approximation in the population (Browne and Cudeck, 1993), values ranging from
0.08 to 0.10 indicate mediocre fit, and those greater than 0.10 indicate poor fit
(MacCallum et al., 1996).

Table 4.13 Chi square test result between the dimensions of supply chain

practice and competitive advantage
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Asymp. Sig.
Value df (2-sided)
Pearson Chi-Square 4.431E2% 304 0.000
Likelihood Ratio 285.729 304 0.767
Linear-by-Linear
« | Association 20.085 ! 0.000 a. 330 cells (97.1%) have expected count
SRMP
N of Valid Cases 282 less than 5.
CA The minimum expected count is .00.
Pearson Chi-Square 6.181E2?% 390 0.000
Likelihood Ratio 379.382 390 0.64
Linear-by-Linear
Association 64.113 ! 0.000 a. 422 cells (97.7%) have expected count
CRM* N of Valid Cases 273 less than 5.
CA The minimum expected count is .00.
Pearson Chi-Square 4.431E2°% 304 0.000
Likelihood Ratio 285.729 304 0.767
Linear-by-Linear
Association 20.085 ! 0.000 a. 330 cells (97.1%) have expected count
. less than 5.
LIS * CA | Nof valid Cases 282 The minimum expected count is .00.
Pearson Chi-Square 5.158E2% 256 0.000
Likelihood Ratio 245.264 256 0.674
Linear-by-Linear
Association 52.124 L 0.000 a. 275 cells (95.2%) have expected count
. less than 5.
Ql * CA | NofValid Cases 282 The minimum expected count is .00.
Pearson Chi- 235.5556 96 0.000
Square
Likelihood Ratio 187.905 96 0.000
'I&'Qseséi':tﬁhmear 55.44395 1 0.000 | a. 100 cells (84.0%) have expected
count less than 5.
ILP * CA | N of Valid Cases 283 The minimum expected count is .00.

Source: Questionnaire Survey, 2017

4.3.3 Analysis of the relationship between Construct of SCM Practices and
Competitive advantage
Table 4.13 above shows the test result of relationship between the dimensions of

supply chain practices (Supplier Relationship, Customer Relationship, Level of
Information Sharing, Information Quality and Internal Lean practices) and
competitive advantage. The analysis of the relationship between each variable and
CA is as follows:

The result of chi square tests between Supplier relationship Management and

competitive advantage show that Asymp. Sig Value = .000,
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The result of chi square tests between Customer relationship Management and
competitive advantage show that Asymp. Sig Value = .000,

The result of chi square tests between Level of information sharing and competitive
advantage show that Asymp. Sig Value = .000,

The result of chi square tests between Quality of information sharing and
competitive advantage show that Asymp. Sig Value = .000,

The result of chi square tests between Internal Lean practice and competitive
advantage show that Asymp. Sig Value = .000,

The above Chi square is calculated comparing the actual frequencies observed in
the research sample with that would be expected to occur by chance alone. Due to
the large difference between the observed verses the expected frequencies a large
value for Chi square is gained and it in turn yield probability associated with it. As
shown above the test result of each the five variables with competitive advantage
have Sig Values 0.00. According to the general convention, probability the
probability less than .05 tales that there is significant evidence to conclude that
there is relationship between the two variables. Hence it can be inferred there is
significant evidence that to conclude there is relationship between Supply chain

practice and competitive advantage.

CHAPTER FIVE: SUMMARY OF KEY FINDINGS, CONCLUSION AND
RECOMMENDATION

5.1 Summary
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The purpose of this study was to assess the case company’s position towards
implementing supply chain management practice and how this affects the

competitive advantage of the factory.
The following are the major findings obtained from the data analysis.

In relation to Supplier relationship management, using quality as number one
criteria for supplier selection, continuous quality improvement program and
documenting the relationship with suppliers through product service agreement
(PSA) appears that majority of respondents agreed implemented well. Despite, it is
noted that measuring supplier’s contribution for profit, involving major suppliers
in goal setting activity; are an important best practice had been employed only to a

lesser extent.

Concerning customer relationship management, frequently interacting with
customers, frequently determining future customer, providing the right quantity of
product for the customer, are practices seemed implemented well. In spite of that,
formally developed response procedure for customer service issues, periodically
evaluating the importance of relationship with customers, responding to customer
service issues prior to the customer being impacted and customer satisfaction by
the quality of service delivered are practices appeared not implemented in wide-

ranging.

And in relation to information sharing, informing trading partners in advance of
changing need, frequently exchanging of information with partners (formally or
informally) , trading partners share business knowledge of core business processes
for the factory can be pointed as practices implemented. While keeping informed
each other with trading partners about events or changes that may affect the other
partner, exchange information with trading partners that helps establishment of

business planning appears at lesser extent.

Quality of information and internal lean practices are found to be sound except

that information sharing is not adequate
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Furthermore, Deliver the kind of products needed (required product mix) and Time
to solve customer complaints are components of Competitive Advantage those

majority of respondents agreed that they are a lower level

According to the hypothesis tested the test result regarding the relationship
between SCM practices and competitive advantage, there is significant evidence
that Supply chain management practice and Competitive advantage has
relationship since their Sig values of the test result of each variables with

competitive advantage is <0.05.
Conclusion

The resulting conclusions are made from the above findings and the analysis. It
can be concluded that the firm better implemented part of SCM best practices and
some practices to a lesser extent. This results a negative impact on some part of

the firms competitive advantage.

From the elements of supplier relationship practices keeping the wide-ranging
implemented elements, the company needs to give due consideration for the items
those still yet needs to be entirely applied; to mention them, measuring supplier’s
contribution for firms profit and involving major suppliers in goal setting activity

are an important practices need improvement

Concerning customer relationship management, formally developed response
procedure for customer service issues, periodically evaluating the importance of
relationship with customers, responding to customer service issues prior to the
customer being impacted are those practices implemented at a lesser extent and
also customer satisfaction by the quality of service delivered appears to be at lower
level. Therefore the factory should give strong emphasis for such practices in order
to gain customer loyalty and retain its competitive advantage in the competitive

environment.

And in relation to information sharing, keeping informed each other with trading

partners about events or changes that may affect the other partner, exchange
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information with trading partners that helps establishment of business planning

are some of the best practices need enhancement.

Deliver the kind of products needed (required product mix) and Time to solve
customer complaints are components of delivery dependability under competitive
advantage that are at lesser level. This may be improved by enhancing the
customer’s relationship management such as proper customer complaint handling
and frequently measuring customer satisfaction level. It can be concluded that
poorly implemented supply chain practice has an adverse impact on competitive

advantage

On the other hand, Browne and Cudeck, (1993) Values less than 0.05 indicate
good fit; MacCallum et al., (1996) suggested values ranging from 0.08 to 0.10
indicate mediocre fit, and those greater than 0.10 indicate poor fit.

Therefore, based on the test result of the hypothesis, there is significant evidence

that Supply chain management practice and Competitive advantage have
relationship since their Sig values are <0.05. Generally the results of this study
appear to indicate that Supplier relationship management (SRM), Customer
Relationship Management (CRM), Level of Information Sharing (LIS), Quality of
Information (QI) and Internal Lean Practices (ILP) have positive impact on

Competitive Advantage.

Finally as described in the Empirical review above the obtained test result is
supported by Wijetunge, (2016) correlation between SCM Practices and
Competitive Advantage found significant at 0.01 and it indicated positive
relationship concluding that higher the SCM Practices higher the Competitive
Advantage. And Lie et al (2006); SCM practices can have discernible impact on
competitive advantage and organizational performance. And also Moslem, (2013)
concluded that there is relationship between SCM practice and competitive

advantage.

5.2 Recommendation
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Based on the obtained findings and the conclusion acquired, the following

recommendation is proposed.

» To build long-term relationships with customers and improving customer
satisfaction robust emphasis should be given for customer complaint
handling service issue by dealing with their question, problem and
complaints attentively and giving them prompt solution.

» According to Geiger and Dooley (1998) information is crucial and drives the
entire supply chain system. Therefore, the case company should improve its
Customer and supplier relationship through proper sharing of timely,
accurate and relevant information such as the sale, demand and production
forecasts, inventory levels, delivery schedules.

» Close customer relationship allow product differentiation from competitors,
help sustain customer satisfaction and loyalty, (Margaretta, 1998).
Therefore, developing formal response procedure for customer service issues
and monitor level of Customer satisfaction by giving due consideration
specifically to end users/consumer company’s products that builds brand
loyalty and it in turn increase competitive advantage and keep grow the
market share of the company. Hence, Brands with higher consumer loyalty
face less competitive switching in their target segments thereby increasing
sales and profitability (Moran, 1981).

» Establish means to involve selected core materials suppliers in goal setting
and measure their contribution for the company’s profit by developing win-
win relationship where both parties benefit with a small core group of
suppliers, change from the traditional bid and buy system. This can help
suppliers to make bulk purchase with assurance that all the materials
needed by the buyer and benefited from transportation and wholesale price
then buyer can also be benefited from lesser purchase price and provide

more competitive price for the end customer then keep profit increased.
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ADDIS ABABA UNIVERSITY
COLLEGE OF BUSINESS AND ECONOMICS
SCHOOL OF COMMERCE
MASTERS OF LOGISTICS AND SUPPLYCHAIN MANAGEMENT
QUESTIONNAIRE

The purpose of this questionnaire is to collect data on the supply chain management practices and
firm competitive advantage in the case of MOHA Soft drinks industry Nifas silk plant. The study is
purely for academic purpose and thus not affects you in any case. So, your, frank and timely response
is vital for the success of the study. Therefore, 1 kindly request you to respond to each items of the
question very carefully.

General Instructions

» There is no need of writing your name
> Where answer options are available please tick (V) in the appropriate box for part

| and part 11.
Contact Address

If you have any query, please do not hesitate to contact me and | am available as per your
convenience at (Mobile: 09-11-41-63-12 or e-mail: engidata@yahoo.com)
Thank you for scarifying your precious time in advance!

PART I: Demographic Information

1. Educational Qualification:

Grade 12 completed | |  Certificate [ | College diploma [_]

First Degree |:| Second Degree and above [ ]| Others [_]
2. Job title
CEO/President /Vice President [ | Director [ |~ Manager [ | Supervisor []
Other

3. Years stayed at the Factory:

Under 2 |:| Years 2-5 |:| Years 6-10 years |:| Over 10 years |:|

Part I1: Instruments for supply chain management practices, Competitive Advantage

Section one: supply chain management practices

50



With regard to SCM practices of your firm, please thick the appropriate box parallel to the number to

indicate the extent to which you agree or disagree with each statement. The item scales are five-point

Likert type scales with 1 = strongly disagree, 2 = disagree, 3 = neutral, 4 =

agree, 5 = strongly agree, 6 = not applicable.
Strategic supplier partnership (SSP)

D
> D [«5] _— > _—
i i : 25|5| E| 828 |58
Strategic supplier partnership (SSP) S8 | 5| 5lg 5|22
S22 2| <|5w® o
»n T N n o2
1 We consider quality as our number one criterion in selecting suppliers.
2 We regularly solve problems jointly with our suppliers.
3 We have continuous improvement programs that include our key suppliers
4 We include our key suppliers in our planning and goal-setting activities
5 Our firm regularly, measures our supplier contributions to our profitability.
6 Our firm documents our relationship with suppliers through formal PSA
> D (] —_— > 2
Customer relationship (CR): s&| & 5| 5| 55| 22
s52 | 2 ) < | &5 © S
ho | A z ) =2
We frequently interact with customers to set reliability, responsiveness, and other standards for
us.
We frequently measure and evaluate customer satisfaction.
We frequently determine future customer
We facilitate customers’ ability to seek assistance from us.
Our company periodically evaluates the importance of its relationship with its customers
Our customer service representatives respond to customer service issues with formally-developed
response procedure
The factory has mechanisms in place for responding to customer service issues prior to the
customer being impacted
Your organization provide the right quantity of product for the customer
your customers are satisfied with the quality of product and service
your company delivered to them
> [«5] —_ > <
: : : 25| 5| E| 8| 28| =8
Level of information Sharing S & 2 5 5| 65| 2=
52 2 2 < S5 ®© [=3
ino a) z & =
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We inform trading partners in advance of changing needs.

Our trading partners keep us fully informed about issues that affect
our business.

Our trading partners share business knowledge of core business
processes with us

We and our trading partners exchange information that helps establishment
of business planning.

Exchange of information with our partners (formal or informally)
is frequent.

We and our trading partners keep each other informed about events or
changes that may affect the other partners

e | & Tlg| By |38
Level of information quality (1Q) 5 2 5 < S S|
) kY] ) 3 c 22
5T | A z &5 g
Information exchange between our trading partners and us is timely.
Information exchange between our trading partners and us is accurate.
Information exchange between our trading partners and us is complete.
Information exchange between our trading partners and us is adequate
Information exchange between our trading partners and us is reliable.
>3 ST = > ey
2e| 5| £ E| TB|L.
i [—r] 0 [} c 2 °
Internal Lean Price =8 2 2 < 5® a

Our firm reduces process set-up time (time required to prepare or
refit equipment/workstation for production)

Our firm has continuous quality improvement
programs

Section two: Competitive advantage

Competitive advantage is the extent to which an organization is able to create a defensible position

over its competitors.

Please indicate the extent to which you agree or disagree with each statement with regard to the

competitive advantage of your firm.

The scale below utilizes a five-point Likert type scale with response~ ranging from:
1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree, 6 = NOT

APPLICABLE.

How did your business perform over the last three years relative to their major competitors on each of

the operational performance criteria?
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Service Quality

o . . >3 3 = > o
An organization is capable of providing on time the type and =3 g £ 3 28 |8,
volume of product required by customer(s). 22 3 3 2 SR FS”
&Hh o =) = 2] S

We deliver the kind of products needed.(required product
1| mix)

2 We deliver customer order on time.

3 We provide dependable delivery.

4 Time to solve customer complaints is short.

5 Customer order processing time is short.

53




AGN _ANAQ RZOCOL
B AE M0 A42.€ AhTha
aha A& hoZLn
PAZNLhG AT PAPCAT 42447 42 Aol Ph+Ch
£96_TCh IL_Tme?

PHY oamed GATT (9% AdAA et AZS0 S 140 hAh  4dh LA@F Paathh AG
PAPCOT WIAAT Yo AL PAALC HEPTG PRCPHE P+®84%41+ 080 Otemnt owd
AN 1@ PGk AFTT R ATIVCIE 9ATT ROWA AP (RSO 212 OACAL AL
PIRAPLD UII° GRY1F AOOF LAY : (ORI ACAL NUA8THS (OPE DAt 9N ATGE
QAo+ NGtY AQtPeh LTLPA:: NafRg® (HU amRP AL AWLST AALT97% TEEPT
Nhe+E Pr9E MU A780m MAPNCT haRINv<

A g auww, @ PF

° 9P a1 & ANdALTT heTL D™
. Nhed I AS II AL AdwMO PIRATFT PONA ATESE NTR1THIT LH A0hP7
AFhhAFo- X177 oat ¢ (V) Ah+t PeCTH: :

AT T ALLA

T¢E?T (tenht TGO’ 91t TPE (+CP AACOAP A7TLT®MmP N9MLA &TC 0911416312
meI° AW engidata@yahoo.com AL1TF FAn: :
o LHPT aNPOHT OALLT NPLTR® ANNTP ADGAU- :

heA I Ame 1042 5

1. 0202 a1+

(A nPan [ vk [ arc ettt [ ]
AdeL ] bt ]

2. 4Bh@ £705 oy 20T ?1LH CHovk

h2 aevh OFF [ h2-5 9ot [ he-10 aeort [ ]
n10 @eert nag [ |

54


mailto:engidata@yahoo.com

hed IT PAPCOT A7AAT PAALC HEPT 108841+ KeweT

700 heEA A7L: — PAPCOT ATAAT & ATRC PAONSC HEPTF

POCEEY PAPCOT ATAAT Od ATUC PAONLC HEPT Otemht APLO: amedF 997 PUA
ATRIN TP MEI® AT LTRATED AN+ (kTS &t ALt QOAD A0+ LAD APT ®AT INhT

COCT::

TAA0E: -

APLNPT hLINE 2C PA ATYHF T+ AS

PT088LYT T ALNT  Ahamht  f Pl

TeEPTT awpa ALANPATFOPT A7409° LT0FT NAPLNPT 2C LA ATTI+T hdoht PPl

TEPTT awm hLmPOTFOP

Paw§ ) PAF 5 (UPRE
3= +APN: 4= AOTPNU

haPPT 2C LA ATTFi T+

ATHVI ?htit Fo: -
5= NTY° AATPFNhU=

1= OTP° AAOTPY™:
6= 14990 A9 ¢ TRarP P

2= AOhOTFP™

haPePT 2C PA 17T+

nage
ANQTFD

ANOONTFY®

Thdn

ANTPAU-

naye
ANTPAU-

T4.9 71,
ATC=84
£ TRR P

ow]"< APLNPTT OGP Wi & TeetT
NA78E L8 aMiCtit Labol A7
ATIGAT ::

PR DPa%yy TOCF (0RNTY b
NAPLNPFTT IC NDé AT FPAY: ¢

®AS APLOLPFTTT CoRATS PaRyF
PAFD 0 TRAL o h ANCT hAT::

(0P AONTG 0 ¢ oNPavr +0F RAG
APLNPFTFTT hGAT4OT: :

APLNPFFT Koéw]"< AHCEHTh f
PIRLCHTTT ANTPOA LCEHFT NoRNTY A+
£1a%19\: :

MIRNG ICHT ¢ h10CE 0I9% T+
(Product and Service
Agreement) ATh71+ LCEHTT
NAPLOPE OC LADT ATTF AT 0T &
TNEE LLHA:

hernNst o¢ P4 ATH T

naye
ANOTPD

AN TFYP

Then

ANTPAU-

qage
ANTPAU-

4.9 71,
h7C=84
? TR P

55




AQTIPTIT T AT NS ANF
aNECATT ATEDTT NIRATT G
OFhFder + NeINPFFT 2C AL
ATONT:

PLTNFFT hchd NoRNT1F AP1707 9%
ATIHGAY: :

NoRNYY + ¢ 0L T LTNGTHFTFTY
ATOOAGA?: :

LINETF hAT HTL 9§ AL HITF
e THFANTT vb I RGABFFAT: :

LCEHFT NeINTE  2C SNFY AVF AT
ANGALT T NP @PE 21T :

4D LINET AL 8T @R +00F
how.mé- &t ALTNETF A1A%NF T80T
IMGA PTNTNF PANSC H& HCOMTA: :

SCOEFTT ALTNGE 14ALDT L ICT onriy
CPCOA: :

LCEHTT 0 TR PCATFD ICATG A1 AT
PPl LB LINTFFY LAHTT GFm: :

w8y ¢ a\POT vy >

nage
ANOTPD

ANQOTFY®

Thdn

ANTFAU-

naye
APV

T4.9 71,
h7984°
? TRa¥

PIRLT ANAL ADDFY QFNDT ATAL
AJICFFT NPLT® aw B ATAMNT: :

OeT? AR T80T ALTS ? 9Nk 18PT7
Ntemht 798 A2CHFFT NeRNy o+
TN G LAMEA: :

P79 AICHTFT @A ?h¢ 1RO
et AThCEPT AT 2C LAPOIN: :

ASS 0798 AICHFFT P0¢ 0P ATt
PIRALATYT? WEPTF RATAPODTINT: :

N? LH@ (N+aFdeh+) 79 AICHFFY
JC TRNG (U1 @9 aR(§ AU %1 &
PavE AODT AGLCINT: :

MCT AICTFTT AL 100F ALTS ? I

56




hoHE7 09 AOmF? N9PMhTt A5G
P79 WICKFTFT ACO OACATT v B
ATOAPODT7: :

o8y et LLE

nage
ANOTPD

AN TP

Thdn

ANTPAU-

naye
ANTPAU-

4.9 71,
hT48.47
¢ TRaf P

0AS AT 0792 APCHFFT ahhd ¢ 9RLD
PavE ACDT OPFPI Y PP @

0AT AS 0798 ATCTF? ahhd ?TR41 O
Pav® A0DT ThhATT T PAD- 71O :

0AS AS 07L& hICHFFT ahhd ?9RLD
Pa e ADDT JNOY T PAD T @::

0AS AS 079 hICHFFT ahhd ?TRLD
PowE AODT (N¢ vsd PohGor jo::

0AS AS 07L& AICHFFT ahhd ?9RL
PV E AODT TATRIT PAD @ :

AT P ROLC UL IPT

nage
ANOTED

ANQOTFY®

Thdn

ANTFAU-

nage
ANTFAU-

4.9 71
YR AIA
£ TR P

LCEFFT P0G L&A © ohiff PROFOT
LBPT A79¢70- LRCIA

(a1 2 PF7 /R ICT h&GAT ATHOET O
0L297, ATPRF)

SCOHFT NoRN'TY S AR T QAT 057 &
NGO ¢ Pt TRAL dTh AINCT
Alct: :

700 _h§a udt: - 24088811 0 &tk

CHm8GST T 0N AT LCOT (T®8R/SPE AL (AT LN’ v L4F PIRAL 1@ :

AOhPT hP197% LCEET Pormnk 108841+ 0LAT Ade\nt Otaf& TEEPT AL ¢ omoPFH:

PATNTFT LLEPT LTP( :

57

e




NHY  OFF eHHLHG T anhePT A9y 1 POF? PPH APPE ATHU® PohtK<t GFm: - 1= Qapv
AAQ TP 2= hANTPY 3= +APNE 4= AOTPNUE 5= Q9P AQTFNhus 6=
T4.9 7. h19%8L49 ¢ TRaf

NAL7T97% 20 hé909° aniCt awlt nPS PG +EaNSPE  A7T9C AJL LCHE ANsT vt Gaoht
PINLD PN hdIOI° 9°7 LanAA?

nne+s hHY ¢L9° nne+q +4.9 71,
eAPCOT AQOA9PITY T+ LLE 704 794 hi o pc I UL %0 | A79849
Tan (L 2 TRaf P

A7 SCPF ALTONTE ? kR 0% ? 9Tt
G0y +S H+t (@bt ALPCN STFAA: :

1

P RATTT T GRT T @9 ANTC
APCOF AGLCIONT: :

PLTNFF FOHH NPk AGPCAAT: :

3 | PAPCOT ANCeTT hAatePiitf fAm-
7 @: :

4 | PRINGTFT P& (AW 1LH OATT
ATdINT:

5 | eL70%T TOHH 78T OATE 1LH “<OF
2ati PP :

58




59



