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ABSTRACT

The study examined the relationship between supply chain efficiencies and performance of automobile distributorships in Uganda, with Toyota Uganda Limited as a specific case. The study objectives were; to find out the relationship between supply chain responsiveness and performance; to establish the relationship between supply chain reliability and performance; and to examine the relationship between supply chain relationships and performance. This study adopted a case study research design that used both quantitative and qualitative approaches. The study had an accessible population of 68 respondents, from which a sample size of 56 respondents was selected and of these 43 responded (a 76.8% response rate). Data was collected from both primary and secondary sources which included self-administered questionnaires, interviews and documentary review. The findings obtained confirmed that there was a positive correlation between supply chain responsiveness and performance (R =.638**); a positive relationship between supply chain reliability and performance (R =.724**) and a positive relationship between supply chain relationships and performance as expressed by (R)=.764**. Additionally, 51.0% multi-regression percentage result was obtained and it can be observed that supply chain efficiencies had an effect on the performance of Toyota Uganda. Some of the conclusions from the study include; the more Toyota Uganda continuously works towards improving customer lead-time, the more customers and therefore more sales. The more the organization develops clear and measurable processes the higher the customer confidence and satisfaction. The more Toyota Uganda manages the information within their business, the better the supplier and customer relationships. Recommendations adopted from the study findings are provided as thus: The company should rethink of improving her supply chain responsiveness; The company should focus on building its supply chain reliability capacity through efficient process management, forecast management and demand management; and the company should develop an information system that links all employees with key suppliers and clients.
CHAPTER ONE

INTRODUCTION

1.1 Introduction

The study was an investigation of the relationship between supply chain efficiencies and the performance of Toyota Uganda Limited. Supply chain efficiency was the independent variable while performance was the dependent variable. This chapter looks at the background information, statement of the problem, objective of the study, research questions, hypothesis of the study, the conceptual framework, significance of the study, justification of the study, the scope of the study and operational definitions.

1.2 Background to the study
1.2.1 Historical Background 

The term supply chain management was first coined by a United States (U.S) industry consultant in the early 1980s. It was noted by Kaggwa (2012) that the concept of a supply chain in management was of great importance long before, in the early 20th century, especially with the creation of the assembly line. In the last few decades, the concept of supply chain has witnessed widespread acceptability in the industry. Prior to that, functions like procurement, operations, logistics and distribution were being studied as independent disciplines (Ainapur, Singh, and Vittal, 2011). Global supply chains require highly coordinated flows of goods, services, information, and cash within and across national boundaries (Mentzer, 2001). Optimizing supply chain activities is critical to all industries’ efficiencies, increases throughput, decreases inventory levels, and increases revenues, thereby improving the organizations financial status (Ainapur,et al., 2011).Despite the fact that companies have made a large number of significant supply chain management improvements over the past decade, there are still some unique supply chain management challenges affecting operational efficiencies and service. Current economic conditions are forcing companies to improve expense management practices. As a result, a growing number of firms are seeking innovations to increase efficiencies for all areas of their organization (Visa Commercial Solutions, 2004).
Efficient supply chains are integral to the success of the automobile industry. Modern supply chains seem to be more vulnerable than ever before. Over the last decade, almost all industries have seen increased competitive pressure in the business environment and the globalization of markets. These changes have compelled firms to improve their intra-firm business processes and inter-firm supply chains to either be more efficient or more responsive, for instance, by outsourcing and off shoring many manufacturing and R & D activities, sourcing in low-cost countries, reducing inventories, or collaborating more intensively with other supply chain actors (Fisher, 1997; Christopher, 2005). 

Instead of rivalry and mistrust within the supply chain, new competitive pressures are demanding speed and flexibility, which themselves require greater openness and trust. The ability to manage process innovation and integration are becoming as important capabilities as production innovation (Christopher, 2005). 

Extant literature shows that not much is known about supply chain management in general as posited by Ntayi, Rooks and  Eyaa (2009).  Organizations increasingly find that they must rely on efficient and effective supply chains, or networks, to compete in the global market and networked economy. Thus, the integration of various business processes is an integral part in building supply chain initiatives.  This cross functional integration is needed for four basic reasons Viz competitive advantage, effective use of technology, and finally improved customer service and response time (Ainapur et al., 2011).
1.2.2 Theoretical Background

The study was guided by the Theory of Constraint (TOC) management philosophy. TOC is an overall management and improvement philosophy introduced by Goldratt in 1984 to help organisations continually achieve their goals (Wyld, 2010). The TOC process seeks to identify the constraint and restructure the rest of the organisation around the constraint; a) identifying the constraint; b) exploit the constraint; c) sub-ordinate the constraint with all other ways;    d) elevate the constraint; and e) repeat these steps for the next available chain members, because there is every possibility that the constraint shifts from one point to another (Ainapur, et al., 2011).  These steps ensure that ongoing improvement efforts are centered on the organisation’s constraints. Further literature on TOC was reviewed in chapter two. 
Value chain was another construct that guided the study. In 1985, Michael Porter introduced the concept of the value chain (Pathania-Jain, 2001). A value chain disaggregates a firm into its strategically relevant activities in order to understand the behavior of costs and the existing and potential sources of differentiation (Kannegiesser, 2008). Porter’s value chain consists of a set of activities that are performed to design, produce and market, deliver and support its product (Kannegiesser, 2008). 
Porter suggested that activities within the organization add value to the service and products that the organization produces, and all these activities should be run at optimum level if the organization is to gain any real competitive advantage. If they are run efficiently, the value chain obtained should exceed the costs of running them that is, customers should return to the organisation and transact freely and willingly. Handfield and Nichols (2002) and Svensson (2003) suggested that the aim of the value chain framework is to maximize value creation while minimizing costs and to position organizations in the supply chain to achieve the highest levels of customer satisfaction (Wanga, 2012). Value chain analysis is a powerful tool for managers to identify the key activities within the firm, which form the value chain for that organization (Rainbird, 2004).
Christopher (2005) inferred that in the era of supply chain competition, a number of principles emerge to guide the supply chain manager, namely, the ‘4Rs’ of responsiveness, reliability, resilience and relationships (p 38). A responsive supply chain should be agile, with the ability to move quickly (lead-time management conscious) and meet the unique customer demands sooner. A reliable supply chain is one with the ability to detect customer requirements early and therefore meet these needs when required by the customers. This is dependent on clear processes, ability to manage the supply chain demand as well as manage the supply chain forecasts. The relationships in an efficient supply chain are those that are governed by a constant search for the win-win solutions based upon mutuality and trust (Christopher, 2005). These relationships are information based, supplier based and customer based.
1.2.3 Conceptual Background

Conceptually, this study was guided by concepts of efficient supply chains and the guiding principles to these supply chains. Perez-Franco, 2010(borrowing from the school of thought of Mentzer, et al., 2001) defined a supply chain as a group of entities directly involved in, the flows of products, services, finances, and information from a source to the customer. 
Supply chain efficiencies in this study referred to supply chain responsiveness, supply chain reliability and supply chain relationships. Supply chain responsiveness involved lead-time management (the time it takes to fulfil a customer’s order from the time the customer places the order to the time the order is delivered); flexible processes or processes that are adaptable to customer needs and requirements and customized services in terms of providing unique customer experience for the various customer categories that buy from TUGA. For the case of supply chain reliability, this was defined in terms of process management that is clear standard operating procedures in the delivery of customer requirements; demand management that referred to the ability to plan for and meet the customer purchase requirements and forecast management which is the ability to adequately predict and plan for the future customer demand. Supply chain relationships in this study referred to information management or how the people and organisations in the TUGA network generate and share pertinent facts, data, material and figures relevant to the Toyota Uganda business; customer relationship management or how TUGA staff relate with their customers that contributes to customer service delivery and customer satisfaction and supplier relationship management or how TUGA relates with their suppliers to ensure a mutual understanding that orders placed by the various customers are fulfilled in the time required. Performance in this study referred to the number of vehicles sold, the profit made from the sales and the percentage market growth.
By adopting the principle of the 4Rs, the researcher defined the supply chain efficiency of TUGA in terms of its responsiveness, reliability and relationships and their relationship to the overall performance of the organisation. 
1.2.4 Contextual Background

In order to improve the supply chain efficiency of her global distribution network, Toyota Motor Corporation (TMC), through their trading firm, Toyota Tsusho Corporation (TTC) instituted a supply and demand (S & D) project in 2011 with the aim of dealing with poor lead-times and high inventory levels at their distributorships worldwide. The goal of the S & D project was to reduce lead-time from order to delivery as well as aged stock to zero.  This project although helped identify areas for improvement, lengthy lead-times and high aged inventory levels still persist in Toyota Uganda. Ideally, Toyota Uganda in order to achieve their performance targets is expected to achieve their budget and critical among the performance parameters are the number of vehicles sold, profitability and percentage market share growth. These are achieved through a supply chain that is responsive with short lead-times, flexible processes and ability to customize customer requirements; a reliable supply chain with clear processes and efficient and effective demand and forecasting procedures; and finally through supply chain relationships with the focus on managing information flow and managing the relationships with both the customers and suppliers in order to create an environment all the parties in the relationship are comfortable with. Unfortunately, in 2012, Toyota Uganda did not achieve both the calendar year and financial year vehicle sales targets. As a result, the profitability was lower than budgeted and the year on year market share declined (Toyota Uganda Financial report, 2012). The researcher therefore sought through a different approach from that of TMC to investigate the relationship between supply chain efficiencies and performance of Toyota Uganda Limited. 
1.3 Statement of the Problem 

Efficient supply chains are synonymous with organisations with short order cycle time. Lead time is critical in service delivery not only in the automobile distributorships in Uganda, but in many other industries the world over. The time it takes to deliver a customer’s order (from the time the customer places an order to the time this order is fulfilled) is a promise many a service provider in the automobile industry make to the customer and influences the customer’s purchase decision. Christopher (2005) posits that whilst price was in the past a paramount influence in the purchase decision and is still considered important, a major determinant of choice of supplier or brand now is the cost of time (p145).
Despite Toyota Uganda Limited working hard to improve its supply chain efficiencies through among others, the supply and demand project, the inventory levels have continued to rise, with aged stock rising to 30% by the end of 2012. At the same time, delivery lead-time doubled from 12 days at the end of 2011 to 24 days by end of 2012(Toyota Uganda Financial report, 2012). In the same period, vehicle sales dropped by 31%, profit before tax (PBT) by 63% and market share by 1% compared to 2011. The researcher therefore sought to establish whether there was a relationship between the supply chain efficiencies and poor performance of Toyota Uganda Limited.
1.4 Purpose of the Study 
The purpose of the study was to establish the relationship between supply chain efficiencies and performance of automobile distributorships in Uganda, taking the case of Toyota Uganda Limited.
1.5 Objectives of the Study 
a) To find out the relationship between supply chain responsiveness and performance of Toyota Uganda Limited.
b) To establish the relationship between supply chain reliability and performance of Toyota Uganda Limited.
c) To examine the relationship between supply chain relationships and performance of Toyota Uganda Limited.

1.6 Research Questions

a) What is the relationship between supply chain responsiveness and performance of Toyota Uganda Limited?
b) What is the relationship between supply chain reliability and performance of Toyota Uganda Limited?
c) What is the relationship between supply chain relationships and performance of Toyota Uganda Limited?

1.7 Hypotheses of the Study

a) There is a positive relationship between supply chain responsiveness and performance of Toyota Uganda Limited.
b) There is a positive relationship between supply chain reliability and performance of Toyota Uganda Limited.
c) There is a positive relationship between supply chain relationships and performance of Toyota Uganda Limited.

1.8 Conceptual Framework



The conceptual framework above was a representation of the underlying variables in the study. Supply chain efficiency, which was the independent variable and defined in accordance with the 4R principle of responsiveness, reliability, resilience and relationships (Christopher, 2005). These influence the dependent variable, performance, and in this case defined as number of vehicles sold, profitability (profit before tax) and percentage of market share growth. The study took a many to one relationship as depicted by the conceptual framework, and focused on only three of the 4Rs; namely; supply chain responsiveness, supply chain reliability and supply chain relationships as the guiding dimensions for the supply chain efficiencies.
1.9 Significance of the Study

The study will not only contribute to the body of knowledge, but will also be beneficial to the management of the organisation in the decision making process.  Various researchers and people interested in supply chain management will learn from this study how to create efficient supply chains if performance within their organisations is to be achieved. Management of organizations will be able to use the findings in this study to help them make informed supply chain decisions that influence not only the organisation, but also the networks within which the organisation operates. To the academia, it is hoped that this study will be beneficial to future researchers on the likely new knowledge to be generated and gaps that will not be addressed by this study.
1.10 Justification of the Study

Although some recent studies have been conducted on various aspects of the supply chain (Kaggwa, 2012 and Wanga 2012), none of these studies looked at Supply chain efficiencies and performance of automobile distributorships in Uganda which is the focus of this study. The nature of this research was based on documentary reviews, questionnaires, interviews and key informant interviews to top managers, various staff categories, Clearing agents and customers. This enabled the researcher to establish the relationship between supply chain efficiencies and performance of automobile distributorships in Uganda, and Toyota Uganda in particular.
1.11 Scope of the Study

1.11.1 Time Scope
The study investigated the current relationship between Supply chain efficiencies and Performance of Toyota Uganda Limited. This was particularly because it would have been difficult to study long durations due to limited time and the constant environmental and technological changes. Gray (2009) asserted that for short-term projects, a cross sectional study using a snapshot approach where data is collected at one point in time was appropriate.
1.11.2 Geographical Scope

The study was conducted at Toyota Uganda Limited, with headquarters located at Plot 1A – 1B First Street Industrial Area Kampala. The study focused on the vehicle sales department which is the major driver of the company performance.
1.11.3 Content Scope
The study established the relationship between supply chain efficiencies and performance of Toyota Uganda Limited. The study sought to establish the reason behind the poor performance of Toyota Uganda Limited and made recommendations to overcome the identified gaps in the performance.
1.12 Operational Definitions

Aged stock: Toyota Uganda vehicle inventory more than 4 months or more than 120 days old in the warehouse.
Demand Management: The Toyota Uganda vehicle sales department’s ability to plan for and meet the customer purchase requirements.

Efficiency: Internal standard of performance of the Toyota Uganda supply chain in terms of its responsiveness, reliability and relationships.
Forecast Management: The Toyota Uganda vehicle sales department’s ability to adequately predict and plan for the future customer demand.
Information Management: The Toyota Uganda’s (vehicle sales department) and the people and organisations in their network’s ability to generate and share pertinent facts, data, material and figures relevant to the Toyota Uganda business.
Lead-time: From the time the customer places an order to the time Toyota Uganda vehicle sales department fulfills this order. 
Performance: Sales, profitability and market share growth of Toyota Uganda from the vehicle sales department perspective.

Relationships: The level of interaction between Toyota Uganda (vehicle sales department) and its customers, suppliers and or vendors that influence its performance.

Reliability: Ability of Toyota Uganda (vehicle sales department) to fulfill the customer’s requirements all the time through appropriate demand and forecast management.

Responsiveness: How quick Toyota Uganda (vehicle sales department) deals with the customer’s order.
Supply Chain: Processes and people in Toyota Uganda and or organisations within the Toyota Uganda network involved from the receipt of the customer order to fulfillment of the order.
Supply Management: The capacity of the Toyota Uganda vehicle sales department to plan for and meet the orders placed by the various customers in the time required. 
CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

This chapter critically reviews the existing literature related to supply chain efficiencies and performance of organisations. This chapter presents the theoretical review, the actual literature review and a summary of the literature review.
2.2 Theoretical Review

This study was guided by the theory of constraints, the value chain theory and the 4Rs. The following is the review of these three theories.
2.2.1 Theory of Constraints

The Theory of Constraints is a system based management philosophy that is used to assist in the continuous improvement of a system’s performance by focussing on core problems that are preventing the system from achieving its goal (Womack and Flowers, 1999 cited from Sanjika, 2010). Theory of constraints approach is based on systems thinking (Mabin, 1999; Gupta et al.,2002; Mabin and Balderstone, 2003Scoggin et al., 2003; Taylor and Churchwell, 2004 in Sanjika, 2010) and as such, considers the overall performance of the system rather than focussing on improving the performance of an individual task or component in the system.

Ainapur, et al. (2011) suggested that many researchers, including Eliyahu Goldratt, founder of the TOC concept in his book “GOAL” have emphasized that a constraint is the limiting factor for achieving organizational goals. According to Goldratt (1984), the chain is as strong as its weakest link, which he termed as a constraint (cited from Ainapur, et al., 2011). The theory of constraints assumes that there are only a few constraints in any given system; usually just one (Mabin and Baldestone, 2003; Schaefers et al., 2004; Simatupang et al., 2004 cited in Sanjika, 2010). Sanjika (2010) argued that systems’ constraints may be physical (e.g. machinery, specialised personnel or raw materials), policy (when the policies of an organisation are not adjusted in response to changes taking place within the environment it operates) or behavioural (existing practices in an organisation). It is claimed (Rahman, 1998 cited in Sanjika, 2010) that most organisations have more policy constraints than physical ones. The theory of constraints encourages managers to identify the constraints and find ways to eliminate them (Simatupang et al., 2004 cited in Sanjika, 2010).
Studies have demonstrated that the use of the theory of constraints reduced inventory, work in process inventory, lead times, and improved due date delivery performance (Reimer, 1991; Whalers and Cox, 1994; Darlington, 1995; Mabin and Balderstone, 2003; Watson and Patti, 2008 in Sanjika, 2010). Inman et al. (2009 in Sanjika, 2010) argued that the adoption of the theory of constraints techniques yields observable outcomes, which lead to improved business unit performance. A meta-analysis of over 80 successful theory of constraints applications by Mabin and Baldestone (2003 cited in Sanjika, 2010) provided the following results; a 70% mean reduction in lead time, a 65% mean reduction in cycle time, a 49% mean reduction in inventory, a 83% mean increase in revenue, a 65% mean increase in throughput, a 116% mean increase in profitability, and a 44% mean improvement in due date performance. The burgeoning uptake of the theory of constraints can thus be attributed to its impressive success rate (Sanjika, 2010).
Theory of constraints is, however, not without criticism. Reid and Koljonen (1999 cited in Sanjika, 2010) singled out the inability of the theory of constraints to capture the dynamic nature of modern manufacturing environment as one major drawback. They argued that the relationships among systems’ components depicted in the theory of constraints’ logic trees often appear to be linear and relatively static and hence fail to fully represent the dynamic complexity in modern business organisations. They therefore proposed the coupling of the theory of constraints’ logic trees with system dynamics modelling techniques as a way of strengthening the theory of constraints process. 
Watson et al. (2007 cited in Sanjika, 2010) also stated that top-level management support and commitment have more often been insufficient to sustain the theory of constraints success. They argued that many top-level managers delegated the implementation of the theory of constraints to mid-level managers because of the considerable length of training time that is required to master the subject matter.
Furthermore, Goldratt (1990 cited in Sanjika, 2010) stated that the theory of constraints process cannot succeed in an organisation unless all its members develop as much enthusiasm for the theory of constraints as the expert facilitating the process. He argued that such levels of enthusiasm among organisation members can only be achieved if the members come to the same conclusion and regard the conclusions as their own.

In this study, a constraint was response time related, organisation reliability related and the organisation’s relationships with her customers and suppliers. The goal in this case was the organisation’s performance. In support of this, Ainapur, et al. (2011), applied TOC concepts to enhance supply chain performance by identifying and measuring the performance indicators of the supply chain under the five attribute heads of supply chain reliability, responsiveness, flexibility, costs and assets management. Ainapur, et al. (2011), further alluded that TOC aims at improving performance by eliminating the weakest link in the process. This is accomplished either using the five focusing step methodology or think process depending on the constraint type, physical or non-physical respectively. 
Woeppel, 2001 (cited in Ainapur, et al., 2011), outlined two distinct approaches for building an organization – craftsman approach (relying on experts) and systems approach (not as dependent on experts). In systems approach, management strives to create a repeatable process for managing an organization – a process that can be taught to others. TOC therefore helps in creating a successful organization using systems approach. It helps in increasing throughput, reducing inventory and operating expenses. This study likewise used the TOC concept with the aim of establishing the relationship between the supply chain efficiencies and performance of Toyota Uganda Limited (TUGA).
2.2.2 Value Chain Theory

Analysing Porter’s definition of the value activity, the essence of the value activity is the course of making use of all kinds of resources to produce according to the buyer’s value demand (Gao, Wang and Ni, 2006, cited in Wanga, 2012).  According to Purcell (2010), Porter used the framework of value chains to assess how a firm should position itself in the market and in the relationship with suppliers, buyers and competition (Wanga, 2012). 
Porter formulated the general strategies for the value chain of cost leadership and differentiation to reach competitive advantage (Porter 1985, pp.62-163 cited in Kannegiesser, 2008). These cross-value chain strategies established a principle that competitive advantage can be reached only by managing the entire value chain as a whole including all involved functions. Some authors argued that Porter’s value chain is characterized by classical functional separation and thinking in organizational units instead of processes, since not processes but activities are listed by organizational function (Corsten 2001, p. 93 cited in Kannegiesser, 2008).  Over the years, the value chain has been further enhanced towards cross-company-orientation defined in the term supply chain and network-orientation by the term supply chain network.
Other Empirical studies that were carried out on effectiveness of various models and interventions to improve the value chain efficiency provided substantial research on relationships between value chain partners (Elloumi, 2004, in Wanga 2012). Likewise, the researcher was guided by the value chain theory, to examine value chain partners in TUGA in relation to Supply Chain efficiencies and performance of TUGA.
2.2.3 The 4Rs

Christopher (2005) suggested that in today’s just-in-time world the ability to respond to customers’ requirements in ever-shorter time-frames has become critical. Not only do customers want shorter lead times, they are also looking for flexibility and increasingly customized solutions. In other words, the supplier has to be able to meet the precise needs of customers in less time than ever before. Christopher (2005) identified three critical lead times in the supply chain as: a) Time to market, which was described as the time taken by a company to translate a market opportunity into a product or service; b) Time to serve, which is the time taken to capture a customer order and deliver goods to the satisfaction of customers; and c) Time to react that is the time it takes to respond to demand volatility by turning on or off the production. These three are critical lead-times for a supply chain to be efficient.
According to Pal and Peterson (2009), key parameters like need for speed-to-market, flexibility and market orientation could be broadly classified as responsiveness parameters. The key word in this changed environment is agility. Agility implies the ability to move quickly and to meet customer demand sooner (Christopher, 2005 and Christopher, 2011).  In a fast-changing market place agility is actually more important than long-term planning in its traditional form. Because future demand patterns are uncertain, by definition this makes planning more difficult and, in a sense, hazardous. In the future, organizations must be much more demand-driven than forecast driven (Christopher, 2011). The means of making this transition will be through the achievement of agility, not just within the company but across the supply chain. Responsiveness also implies that the organization is close to the customer, hearing the voice of the market and quick to interpret the demand signals it receives. It also implies that time based competition is now the norm with the main focus on agility.

Pal and Peterson (2009) argued that reliability in a value chain could ideally be delivering the product that the customer requests at the right time, as promised by the seller. This builds on customer trust, supply chain quality and pipeline visibility. Development of trust depends on transparency and knowledge dissemination in the system predominantly building upon superior reliability. This accounts for more system visibility and trust.

Christopher (2005 & 2011) argued that one of the main reasons why any company carries safety stock is because of uncertainty. It may be uncertainty about future demand or uncertainty about a supplier’s ability to meet a delivery promise, or about the quality of materials or components. Significant improvements in reliability can only be achieved through re-engineering the processes that impact performance. Manufacturing managers long ago discovered that the best way to improve product quality was not by quality control through inspection but rather to focus on process control. The same is true for logistics reliability (Christopher, 2005 & 2011).
One of the keys to improving supply chain reliability is through reducing process variability. Christopher (2011) further argued that in recent years there has been a considerable increase in the use of so-called ‘six sigma’ methodologies. In essence these tools are designed to enable variability in a process to be reduced and controlled. Thus, for example, if there is variability in order processing lead times then the causes of that variability can be identified and where necessary the process can be changed and brought under control through the use of six sigma tools and procedures. Unreliable processes create uncertainty and variability. Equally, lack of visibility adds to uncertainty. If processes are under control, having perfect order metrics should therefore be able to drive the business.
Christopher (2005) alluded that in many industries the practice of ‘partnership sourcing’ is widespread. It is usually suggested that the benefits of such practices include improved quality, innovation sharing, reduced costs and integrated scheduling of production and deliveries. Underlying all of this is the idea that buyer/supplier relationships should be based upon partnership. Increasingly companies are discovering the advantages that can be gained by seeking mutually beneficial, long-term relationships with suppliers. From the suppliers’ point of view, such partnerships can prove formidable barriers to entry for competitors. The more that processes are linked between the supplier and the customer the more the mutual dependencies increase and hence the more difficult it is for competitors to break in. Pal and Peterson (2009) pointed out that performance depends much on alliances and relationships to deal with changing market conditions.
Supply chain management by definition is about the management of relationships across complex networks of companies that, whilst legally independent, are in reality interdependent (Christopher, 2005). Successful supply chains will be those that are governed by a constant search for win-win solutions based upon mutuality and trust. This is not a model of relationships that has typically prevailed in the past. It is one that will have to prevail in the future as supply chain competition becomes the norm (Christopher, 2005). Recognizing that we compete as supply chains and develop win-win culture and strategies and pro-actively manage relationships both vertically and horizontally will go a long way in creation of strong supply chain relationships.
In criticism of the 4Rs, Braithwaite (2011) argued that these terms no longer talk about low cost or efficiency as being the mantra of success. The concept of ‘lean’ has become synonymous with inflexibility, although that should not be the case as examples exist of lean applications in high adaptive businesses. The 4Rs principle is about maximizing sales when demand is volatile and stocks are being kept low to conserve cash; it is about avoiding excess stocks and major write-offs in the face of poor forecast accuracy; it is about accommodating shifts in commodity prices and regional demand variations. Above all, it is about continuing to trade profitably and satisfy customers while mitigating the risks of volatility.
Braithwaite (2011) recommended that in order to turn the ‘Rs’ into practical actions, he raised five core supply chain challenges for every company to consider that will increase their ability to cope;
The first is to increase the ‘clock speed’ of the company in order to increase its agility and responsiveness in the face of high volatility. Actions to compress process time and cut lead times of supply have long been important but would be even more crucial going forward. This would involve improving their functional integration and planning processes which often go under the term sales and operations planning (S&OP). However this would not just be about the process mechanics but the nature of the process: ‘plan for capacity and execute to demand’ would be the mantra. And the planning cycles themselves would need to be reduced and the batch quantities and set-up times cut considerably (Braithwaite 2011).

Second, Braithwaite (2011) argued that companies would need to put in place more ‘open’ supply and distribution architectures to increase their adaptability and responsiveness to change. This would involve shorter time commitments to marginal capacity (separating the core volume from the volatile peaks). Supply chain architectures would be needed that would accommodate sourcing and supply shifts as well as customer and channel changes.

Third, companies would need to eliminate unprofitable complexity in order to lower total cost and align to customers and channels Braithwaite (2011) argued. This would involve full cost-to-serve analysis with the implications for both commercial policies and operating methods implemented. Appropriate changes in set-up times and batch quantities require identification and bedding in to recognize the end-to-end cost of small volumes and the way they are produced and distributed.

Fourth would be the requirement to execute to six sigma quality, to deliver total reliability of the chain Braithwaite (2011) suggested. Many companies have been seen to operate parts of their supply chains at levels of on-time-in-full and process accuracy in the 60 per cent zone, which is totally unacceptable for customers and operations (Braithwaite, 2011). The hidden cost of this low operating quality is often considerable. Alongside implementing six sigma, challenging KPIs with cross-functional controls and commitments would be necessary.
Finally, Braithwaite (2011) proposed that companies would need to increase transparency and collaboration along the chain with both suppliers and customers to increase adaptability, responsiveness and resilience. This would improve relationships and increase trust; but it would require much improved skills and behaviours. For example, this may involve cooperating with competitors over capacity and supply or using alternative (possibly shared) channels to market in order to increase adaptability and responsiveness to change. Transparency also involves completing structured risk and resilience analysis and putting in place joint programmes to mitigate the issues identified (Braithwaite, 2011).
Braithwaite (2011) concluded that these five generic challenges for operations embody the best principles of supply chain management; they were relevant before but carry greater urgency now. He emphasized that it should be clear that no management team can afford to be complacent; but also that there are practical measures they can take to improve their ‘Rs’.
The 4Rs provide the basis for successful logistics and supply chain management (Christopher, 2005) and formed the core of the guiding principles to this research notwithstanding the highlighted criticisms.
2.3 Supply chain responsiveness and performance

The speed with which organizations respond to the ever increasing levels of volatility in demand in the market remains one of the biggest business challenges today (Christopher, 2005). In order to remain competitive in the market, organizations are continuously striving to reduce on their response time. Christopher (2005) and Nokkentved, 2005 (in An and Fromm (Eds.), 2005) recommended that organizations need to focus their efforts on achieving greater agility in order to respond in shorter time frames both in terms of volume change and variety change.
Likewise, Bell and Gilgor (2013) affirmed that very few firms have an agile transformational supply chain strategy. Back in 2000, many felt that the uncertainty and continuous change in the competitive and rapidly emerging global marketplace would force firms to rely dramatically less on historical processes and strategies. They predicted that 21st century firms would need to continually reinvent processes with decision-making capabilities to quickly and flexibly adapt to unexpected environmental changes. Research sponsored by Visa Commercial Solutions in 2004 found that more and more visionary companies were adopting innovative technologies and payment solutions that enable greater, faster, and more cost efficient supply chains. Agility would be the order of the day. Firms would have to learn how to manage in “uncharted waters,” to recognize that previously successful actions may not be effective in new conditions (Visa Commercial Solutions, 2004).  
Whilst organizations may have internal processes that are capable of rapid response, their agility would still be constrained if they faced long replenishment lead times from suppliers. Agility has many dimensions and it applies as much to networks as it does to individual companies. Agility is a broad concept that can be defined as the firm’s ability to quickly adjust tactics and operations within its supply chain to respond or adapt to changes, opportunities, or threats in its environment (Bell and Gilgor, 2013). Responsive supply chains are agile in nature and like Christopher, 2005, who characterised agility with swiftness, Bell and Gilgor, 2013 asserted that supply chain agility possesses five distinct dimensions: alertness, accessibility, decisiveness, swiftness, and flexibility.
Together the five distinct dimensions of agility (alertness, accessibility, decisiveness, swiftness, and flexibility) allow firms to rapidly respond to a volatile and ever-changing marketplace. According to Ernst & Young, many of today’s leading firms are attempting to achieve these agile capabilities by adopting innovative practices that include benchmarking, purchasing intellectual property rights, or even acquiring smaller start-up firms to extend their capabilities (Bell and Gilgor, 2013).
Customization has been depicted to be possible even at a large scale which is termed as mass customization (Fisher, 1997). This is done by building the ability to customize a large volume of products and deliver them at close to mass production prices. Companies like Lutron Electronics became the world leaders in dimmer switches and other lighting controls by giving customers an essentially unlimited choice of technical and fashion features (Fisher, 1997). Likewise, in the automobile distributorships in Uganda, understanding what customers want and providing various options for them yields far higher results than providing what could be convenient to the distributorship to supply. Fisher (1997) however also acknowledged the high cost associated with mass customization particularly the labour costs. Being that none of the automobile distributorships in Uganda actually manufacture, such costs could be avoided by carefully customizing services and products as required by customers that are readily available from the suppliers.
In order to have an efficient responsive supply chain, organizations should be in position to measure the efficiency of multiple organizations in synchronization that make up their supply chains (Jana, Narag and Knox, 2007).  What can’t be measured can’t be improved. Unlike productivity and or quality measurement, where the parameter can be measured objectively and expressed in unit or ratio, supply chain measurement is currently more of a qualitative statement. Even though the word ‘performance’ or ‘efficiency’ is often used communicating the same meaning, measuring the performance or efficiency of an ‘enterprise’ or a ‘supply chain’ conveys different meaning altogether. Different organizations have adopted different measurement tools for their organizations considering the parameters that are being measured. The balanced score card, the Supply Chain Council’s (SCC) SCOR Model, the Logistics Scoreboard, Activity-Based Costing (ABC) and  Economic Value Analysis (EVA) are some of the measurement approaches that have been developed and traditionally used for measuring supply chain performance (Lapide 1999, in Jana, Narag and Knox, 2007).
The choice of measurement approach the organization undertakes will heavily rely on what the organization prioritizes as the bases for the measurement of efficiency of their supply chains. For the organizations whose priority is response time, their aim would be to reduce the order cycle time. This would lead to reduction in the supply chain response time and as such is an important measure and source of competitive advantage (Christopher, 1992, in Gunasekaran, Patel and McGaughey, 2004).
2.4 Supply chain reliability and performance

Despite the fact that companies have made a large number of significant supply chain management improvements over the past decade, there are still some unique challenges affecting operational efficiencies and service (Visa Commercial Solutions, 2004). Few supply chain professionals are pleased with the forecasting process in their firms. The “bullwhip effect,” a term that refers to amplifications of end-consumer demand as one moves up the supply chain accounts for most of the forecasting inefficiencies within supply chains. 
Christopher (2011) and Moon (2013) alluded that it was much harder to achieve high levels of forecast accuracy for individual items due to the ever increasing uncertainty in the market. Gopalakrishnan (2009) affirmed that forecasts are rarely cent per cent accurate. “The accuracy of forecasts depends on the method used, factors considered, and the period for which the forecast is made…” (p.29).The focus therefore is for companies to move from a forecast-driven to a demand-driven mentality (Christopher, 2011). The best run companies are taking a more proactive stance and are starting to recognize that not only do the actions of the business impact demand, but also that even market volatility can be coped with if the appropriate supply chain planning processes are in place. Buckley and An, 2005 reminded us of the saying in supply chain circles that any mistake in inventory and customer service management processes will lead to excess inventory and lower customer service ( in An and  Fromm (Eds.), 2005). Effective process management can be obtained within supply chains through cross-functional integration.
 Peterson, (2013), found out that supply chain professionals wished for companies where silo walls had come down. It is not enough to look for an integrated supply chain outside the organization with the supply base (upstream integration) or the customer base (downstream integration) if the problem of integration among the different organisation functions has not been dealt with. This problem causes internal business functions to compete with each other, which reduces the ability to deliver customer value and perhaps even destroys customer and shareholder value.
In order to be able to anticipate the real requirement of the market and to react in the most cost-effective way, organisations have introduced demand management and planning that is often referred to as sales and operations planning (S&OP) (Christopher, 2011 and Moon, 2013). The aim is to ensure the highest level of customer satisfaction through on-time, in full deliveries with minimum inventory. Similarly, Buckley, Ettl, Lin and Wang, 2005 (in An and Fromm (Eds.), 2005),developed a more sophisticated system called the Sense and Respond system that is aimed at improving the on-time delivery to customers, and to improve the ability to predict and respond to supply and demand imbalances. This system was however developed to help manage high-technology value chains, transportation management logistics, retail and service parts logistics, steel production and banking operations due to their similarity in terms of reference architecture and solution patterns and components.
Gunasekaran et al., (2004) argued that many companies have not succeeded in maximizing their supply chain’s potential because they have often failed to develop the performance measures and metrics needed to fully integrate their supply chain to maximize effectiveness and efficiency. Most companies realise the importance of financial and non-financial performance measures, however they have failed to represent them in a balanced framework.  This argument is supported by Cohen et al., 2007 cited , in Ainapur et al., 2011), who argued that supply chain metrics are difficult to define and even more difficult to measure. Measurement is the only way to understand whether process performance is improving or worsening and whether action is required. Ainapur et al., (2011) suggest that the SCOR model proposes the best set of metrics for measurement of supply chain performance. The metrics embedded in the SCOR model are consistent with the premise of the supply chain as an end-to-end process. The need for well-defined measures in the supply chain stems from the presence of many partners in the process and the requirement of a common language. This is precisely the motivation behind standardisation initiatives such as SCC reference model – SCOR.
The metrics that are used in performance measurement and improvement should be those that truly capture the essence of organizational performance. A measurement system should facilitate the assignment of metrics to where they would be most appropriate. For effective performance measurement and improvement, measurement goals must represent organisational goals and metrics selected should reflect a balance between financial and non-financial measures that can be related to strategic, tactical and operational levels of decision making and control (Gunasekaran et al., 2004).
2.5 Supply chain relationships and performance

The dawn of the new digital, networked economy enables enterprises to transform themselves into adaptable processes networks. The advent of the internet as a universal communications platform extends even further a company’s reach, and enables richer information exchange among collaborative networks of partners. This synchronisation of activities through shared information and process alignment has enabled different network entities on demand and inventory management (Nokkentved, 2005; Christopher, 2005; Christopher, 2011).The use of business intelligence and analytics to analyze so-called “big data” and make visible its key messages is a trend that is sweeping across industry and the academic community. A few firms are changing the game by linking together masses of information from multiple sources and then analyzing that data with increasingly powerful hardware systems and business analytics expertise (Bradly, 2013). The management of information in today’s rapidly evolving global environment is clearly critical to supply chain excellence.
The role of information technology is shifting from a general passive management enabler through databases, to a highly advanced process controller that can monitor activities and decide upon an appropriate route for information. Modern information technology, through its power to provide timely, accurate, and reliable information, has led to a greater integration of modern supply chains that was not possible by any other means (Naim, 1997; Benjamin and Wigand, 1995 in Gunasekaran et al., 2004). This not only stimulates information management but is also a basis for the measurement of the efficiency of the information flow within the network.
Gunasekaran et al., (2004) postulated that traditionally supplier performance measures were based on price variation; rejects on receipt and on time delivery. For many years, the selection of suppliers and product choice were mainly based on price competition with less attention afforded to other criteria like quality, reliability, etc. More recently, the whole approach to evaluating suppliers has undergone drastic change. The evaluation of suppliers in the context of the supply chain (efficiency, flow, integration, responsiveness and customer satisfaction) involves measures important at the strategic, operational and tactical level. 
Strategic level measures include lead time against industry norm, Quality level, Cost saving initiatives, and supplier pricing against market. Tactical level measures include the efficiency of purchase order cycle time, booking in procedures, cash flow, quality assurance methodology and capacity flexibility. Operational level measures include ability in day to day technical representation, adherence to developed schedule, ability to avoid complaints and achievement of defect free deliveries. Supply chain partnership is a collaborative relationship between a buyer and seller which recognises some degree of interdependence and cooperation on a specific project or for a specific purchase agreement (Ellram, 1991; van Hoek, 2001 in Gunasekaran et al., 2004). Such a partnership emphasises direct, long-term association, encouraging mutual planning and problem solving efforts (Maloni and Benton, 1997 in Gunasekaran et al., 2004). Supplier partnerships have attracted the attention of practitioners and researchers (Macbeth and Ferguson, 1994; Ellram, 1991; Graham et al., 1994 in Gunasekaran et al., 2004). 
According to Autry (2013), firms are establishing fewer adversarial and more collaborative relationships than they were a decade ago. The climate has changed, but the adversarial overtones that have characterized many supply chain collaborations will never entirely disappear. By considering collaboration commitment, goal congruency, and integrated information sharing, firms can develop mutually beneficial long term performance outcomes more quickly. Evidence has shown that firms that engage their suppliers in a win-win collaborative relationship will have their lead times reduced, forecast accuracy improved and inventory turnover increased (Slone, Dittmann, and Mentzer, 2010). This enables firms to focus on driving growth rather than confrontation and firefighting.  It should be noted however that in some cases costs have risen to unprecedented levels because of adversarial relations between supply chain partners (Fisher, 1997).
While Christopher (2011) emphasized customer service management and defined it in terms of customer profitability, Stank (2013), took it a notch higher to mean customer relationship management and affirmed that to create close customer relationships helps a firm identify the long-term requirements, expectations, and preferences of current and/or potential customers. It also enabled the firm to develop operational configurations that deliver tailored supply chain delivery with optimal profitability. A company may attain a competitive edge through close customer relationships. Those relationships enable them to become more proactive with customers, anticipate customer expectations, and measure the extent to which customers’ needs are satisfied. To a world class organisation, a happy and satisfied customer is of the utmost importance. In a modern supply chain customers can reside next door or across the globe, and in either case they must be well served. Without a contented customer, the supply chain strategy cannot be deemed effective. Lee and Billington, 1992 and van Hoek et al., 2001 (in Gunasekaran et al., 2004) emphasised that to assess supply chain performance, supply chain metrics must centre on customer satisfaction. 
Nokkentved (in An and Fromm (Eds.), 2005),Slone, et al., 2010, Christopher (2011) and Stank (2013) asserted that customizing service offerings that already demonstrate high levels of operational excellence provides an opportunity for a supplier to become an integral part of a customer’s business. The whole purpose of supply chain management and logistics is to provide customers with the level and quality of service that they require and to do so at less cost to the total supply chain (Christopher, 2011). A supply chain based on close customer relationships has the greatest potential to generate unique solutions that combine elements of timeliness, availability, and consistency to exactly match desired values at prices customers are willing to pay.
Macbeth and Ferguson, 1994; Ellram, 1991; Graham et al., 1994 (in Gunasekaran et al., 2004) presupposed that supplier partnerships have attracted the attention of practitioners and researchers and all have contended that partnership formation is vital in supply chain operations and as such for efficient and effective sourcing. Partnership maintenance is no less important. Performance evaluation of buyers or suppliers is simply not enough—relationships must be evaluated. The parameters that need to be considered in the evaluation of partnerships are the ones that promote and strengthen them. For example, the level of assistance in mutual problem solving is indicative of the strength of supplier partnerships. Partnership evaluation based on such criteria will result in win–win partnerships leading to more efficient and more thoroughly integrated supply chains. 
Ackerman and Bodegraven (2007) also suggested that in an ideal supply chain relationship, both customers and suppliers get connected in ways that allow them to easily exchange information, demand data, and the visibility of the status. This therefore suggests a full understanding of both the upstream and downstream business issues and what the ultimate consumer wants and needs. Toyota Uganda limited does not however operate an ideal supply chain given the challenges of low sales, profitability and reduced market share.
 2.6 Summary of the Literature Review
According to Slone, et al., 2010, the supply chain controls the heartbeat of the firm: the fundamental flow of materials and information from suppliers, through the firm, to your customers. By eliminating disruptions, ramping up efficiencies, and upgrading performance along this critical pathway, you can vastly improve economic profit and boost shareholder value.
Whereas the reviewed literature indicated the need for supply chain efficiencies to obtain world class performance in organizations, the literature mainly focused on organizations operating in developed economies with little known about the influence of supply chain efficiencies in organizations operating in economies like Uganda’s, and specifically in the automobile distributorships. This is the gap the researcher sought to fill in the course of undertaking the research.
CHAPTER THREE
METHODOLOGY
3.1 Introduction 

This chapter presents the research design, the population of the study, sample size and selection, sampling techniques and procedure, data collection methods and instruments, data analysis and measurement of variables. This chapter also describes and discusses the instruments, data analysis and measurement of variables.
3.2 Research design

The study used a case study design, because it enabled the researcher to deliberately cover the contextual conditions with the belief that they might be highly pertinent to the phenomenon of study as supported by Yin (2003). The case study was also appropriate for making an in-depth investigation of an individual, group, institution or phenomena (Mugenda & Mugenda, 2003). A cross sectional study was also adopted. Data was collected from a group of people at once as opposed to longitudinal design where data is collected in series over time (Amin, 2005). The study also used qualitative and quantitative approaches during data collection and analysis which enhanced the accuracy of the results.
3.3 Study population

The study targeted a population of 68 respondents, who included; 12 TUGA Sales, 2 Logistics staff, 6 TUGA top management, 3 TUGA Workshop staff, 3 TUGA Parts department staff, 2 Sales Analyst or Marketing Specialist, 3 Customer Relations staff, 10 Finance staff, 2 clearing agents and 25 TUGA Sales department customers.  It is from this population that a representative sample was selected. (Human Resource and Marketing records for Toyota Uganda Limited, 2012) 
3.4 Sample size and selection

The sample size was 56 Respondents. Using Krejcie & Morgan, 1970 (as cited in Barifaijo, Basheka & Oonyu, 2010), the sample size was determined as follows;
Table 1: Sample size and selection
	Category
	Accessible Population
	Sample size
	Technique

	Managers of Clearing Firms
	  2
	  2
	Census

	Logistics 
	  2
	  2
	Census

	Top Management 
	  6
	  6
	Census

	Sales Analyst / Marketing Specialist
	  2
	  2
	Census

	Customer Relations
	  3
	  3
	Census

	Parts Administration
	  3
	  3
	Census

	Workshop Costing and PDI
	  3
	  3
	Census

	Finance 
	10
	  7
	Simple random

	Sales 
	12
	  9
	Simple random

	Customers
	25
	19
	Simple random

	TOTAL
	68
	56
	


Source: Primary data 
The sample for this study was selected using Krejcie & Morgan, 1970 (as cited in Barifaijo, et al., 2010). The samples were drawn as follows; Sales with a total of 12 staff, 9 were considered; Logistics had all the 2 respondents selected; top management are 6 and all the 6 were selected; Marketing / Sales Analyst there are 2 and all the two were selected; customer relations are 3 staff and all the 3 were selected; Parts administration has 3 staff and all the 3 were selected; Finance has 10 staff and 7 were selected; Workshop costing has 3 staff and all the 3 were selected; there are 2 clearing firms employed by Toyota Uganda Ltd and their 2 Managing Directors were selected; and out of the 25 customers of Toyota vehicle sales department, 19 were selected as part of the sample. In selecting the respondents the researcher was mindful of equal representation of both men and women in the study as provided for in the 1995 constitution of the Republic of Uganda (Constitution of the Republic of Uganda, 1995).   At Toyota Uganda, staff are generally categorized as productive or non-productive. Productive staff are those who actually sell (Sales staff and technicians) and the non-productive staff are those who do support functions i.e. the rest of the staff. For purposes of this study, the productive staff were the 9 sales staff, and the non-productive were the 7 Finance staff and the 3 workshop costing staff.
3.5 Sampling techniques and procedures 
Both Probability and non-probability sampling techniques were used to ensure non bias and precision (Smith, Thorpe & Jackson, 2008). Simple random sampling method was used to select the Sales staff, the Finance staff and the Toyota Sales Department Customers. The other categories of the respondents because of their small number and expertise were selected using the census method. 
3.6 Data collection methods

Both primary and secondary data was collected, utilizing both quantitative and qualitative methods (Barifaijo, et al., 2010). These included documentary review, questionnaire surveys, and face-to-face interviews. This triangulation of methods ensured data accuracy. Through method triangulation, a researcher can rise above the personal biases that stem from single methodologies and overcome the deficiencies that flow from one method (Mouton 2001, cited from Mogolagwe, 2006).
3.6.1 Documentary review method
Bailey (1994) suggested that the use of documentary methods refers to the analysis of documents that contain information about the phenomenon we wish to study (cited from Mogolagwe, 2006). Documentary sources provide what Scott (1990) characterised as mediate access as opposed to proximate access. Mediate or indirect access becomes necessary if past behaviour must be inferred from its material traces, and documents are the visible signs of what happened at some previous time. This is in contradistinction to proximate or direct access whereby the researcher and his sources are contemporaneous or co-present and the researcher is a direct witness of the occurrences or activities (Scott 1990, cited from Mogolagwe, 2006). The researcher reviewed a number of documents as a way of understanding the phenomenon (Appendix V). This method was used by the researcher in order to enhance the validity and reliability of the other data collection methods, that is, questionnaire survey and face-to-face interviews.
3.6.2 Questionnaire survey method
Surveys can be good ways of collecting data about the opinions and behaviour of large numbers of people, as long as they are done well (Smith et al., 2008).  Questionnaire surveys have the advantage that the cost per respondent is low for large samples compared with any method that requires face-to-face contact with individuals, especially when the sample members are widely dispersed.  Smith et al. (2008) goes on to say that in contrast, response rates can be very low (for many researchers, a 20 per cent response rate would be regarded as good) because there is no personal contact with the respondent which can encourage cooperation. The researcher has little control over whether the person targeted is the one who answers the questions, and also over how they answer them. As a result, checking the quality of data from questionnaire surveys, for both completeness and accuracy, was particularly important.
3.6.3 Face- to -face interviews

The study adopted face-to-face interviews with top management, Logistics staff, Marketing specialist, Customer relations staff, Parts Administration staff and Managers of clearing firms in order to enable the researcher to obtain an in-depth understanding of the phenomenon under investigation. Face-to-face interviews are said to have the highest response rates and permit the longest questionnaires (Neuman, 2003).  Although the face-to-face interviews are said to be expensive to conduct with high travel, supervision and personnel costs and as well as high risk of interviewer bias (Neuman, 2003), the researcher minimised these risks through; seeking appointments with the respondents and conducting the interviews from their offices to minimize travel expenses and utilized field notes and recorded the interviews to minimize interviewer bias, respectively. Smith et al., (2008) also recommended six important practical issues involved in conducting interviews that may affect the outcome of an interview and which the researcher endeavored to follow. These six issues are: obtaining trust, being aware of social interaction, using the appropriate language, getting access, choosing the location for the interviews, and recording the interviews.
3.7 Data collection instruments
3.7.1 Documentary guide
The study employed documentary guide to obtain background and statistical data about the organization with emphasis towards following the quality control criteria for handling documentary sources of authenticity, credibility, representativeness and meaning (Mogolagwe, 2006; & Barifaijo, et al., 2010). 
3.7.2 Self-administered questionnaire

Questionnaires with a 5 point Likert scale were used to obtain quantitative and qualitative data from the sales, finance, workshop costing and customer respondent categories. The researcher followed the principles of good question writing in the process of constructing the questionnaires. Neuman (2003) alludes that question writing is more of an art than a science and that it takes skill, practice, patience, and creativity. Neuman (2003) went on to outline 10 things to avoid when writing survey questions as the guiding principles of question writing; 1)avoid jargon, slang and abbreviations; 2) avoid ambiguity, confusion, and vagueness; 3) avoid emotional language and prestige bias; 4) avoid double-barreled questions; 5) avoid leading questions; 6) avoid asking questions that are beyond the respondents’ capabilities; 7) avoid false premises; 8) avoid asking about future intentions; 9) avoid double negatives; and  10) avoid overlapping or unbalanced response categories (pp 269-272). These are the most frequent errors (Neuman, 2003) and the researcher used them as a reminder of what should be avoided in designing a good instrument.
3.7.3 Interview guide 
The interview guide was used to obtain in-depth data from the Customer Relations specialists, Parts Administrators, Logistics Specialists, Sales Analyst, Marketing Specialist, top management and the management of the clearing firms because their knowledge and experience in relation to the research topic. The interview guide was structured and therefore was based on carefully prepared sets of questions that were piloted and refined until the researcher was convinced of their validity (Smith, et al., 2008). The researcher used probes as an intervention technique in order to improve or sharpen-up the interviewee’s response.
The researcher also used the laddering technique in order to get more from one question. Employing the technique of laddering helped the respondent move from statements of fact or descriptive accounts about the question posed upwards in such a way that they gradually began to reveal the individual’s value base (Smith et al., 2008). The researcher asked why type questions in order to achieve this.  Smith et al., (2008) noted that the technique is a very valuable one for qualitative researchers however sensitivity and common sense was applied as a persistent use of why questions could spoil an interview as the respondent would eventually run out of things to say. The researcher, as recommended by Smith et al., (2008), varied the way in which the question why was asked in order to make the exchange more varied and interesting.
3.8 Validity and reliability of instruments

3.8.1 Validity 
Validity of the research instruments was checked using face and content validity approaches, with the objective of ensuring that the instruments included were adequate and were a representative of the key concepts underlying the issues within the study. Validity of the instruments was tested by giving them to the supervisors and Chief Operating Officer- Toyota Uganda for thorough cross check. They identified and recommended for the removal of the invalid questions while retained the valid ones. The researcher used the CVI (content validity index) to calculate the validity of the instruments see formula below:
Formula = Valid questions/ total number of questionnaire

CVI =
34/42
CVI= 0.809 (approximately 81.0%)
The result obtained is supported by Sekaran (2003) and Amin (2005) who argued that a response rate of over 0.7 indicates a valid instrument.
3.8.2 Reliability
Reliability refers to the consistency or the repeatability of your measurement, or the degree to which an instrument measures the same way each time it is used under the same condition with the same subjects (Barifaijo, et al., 2010). This was tested to ensure consistency of the respondents answers. Mugenda & Mugenda (1999) confirmed that random errors that affect reliability of the instruments of data collection cannot be completely eliminated regardless of the procedures used in a study.  The internal consistency technique using cronhbach alpha was used to obtain the results as reflected in the Table below.
Table 2: Reliability results
	Variables
	Alpha
	No. of items

	Supply chain Responsiveness
	.956
	9

	Supply chain Reliability
	.919
	9

	Supply chain Relationships
	.919
	9

	Performance
	.479
	7


Source: Primary data

∑ (Alpha) ∕n

∑ (Alpha) = (.956+.919+.919+.479)

n= No. of variables

3.273∕4
Reliability = 0.8 or (80%)
The staff questionnaire as shown above had a cronbach’s alpha of 0.8 or (80%). On the other hand, results obtained from the customer questionnaire revealed a cronbach’s alpha of 0.798 or (79.8%) (Appendix V). This is in line with Barifaijo, et al., (2010) who recommended that a reliability coefficient of 0.7 and above ensures that the instrument is reliable. Both coefficients are above the required minimum of 0.7 hence being reliable.
3.9 Data collection procedures
An introductory letter was obtained from Uganda Management Institute, School of Management Science. The letter helped the researcher seek permission from Toyota Uganda Limited to allow the study to proceed. The purpose and the possible benefits of the study were explained to the respondents before the start of the interviews.
3.10 Data management and analysis

Data analysis consisted of examining, categorizing, tabulating, testing, or otherwise recombining both quantitative and qualitative evidence to address the initial propositions of the study (Yin, 2003). 
3.10.1 Quantitative analysis

The quantitative data from questionnaires was scrutinised, edited, sorted, coded, and classified into categories and entered into the SPSS data analyst.  Correlation analysis was used to determine the degree of association between Supply Chain Efficiencies and performance of automobile distributorships. Multi-regression analysis was used to establish the strength of the independent variables on the dependent variable. It was used to establish the combined effect of the independent variables on the dependent variable which is revealed by the adjusted R- squared (Sekaran, 2003).
3.10.2 Qualitative analysis

Qualitative data was analysed for content or language used (discourse analysis). Qualitative data was used to make narrative statements of how categories or themes of data were related. Graphic presentations in form of frequency tables were used to present the findings.
3.11 Measurements of variables 

The data was categorized according to the variables measuring the concepts in the study that is, supply chain responsiveness, supply chain reliability, supply chain relationships and performance, before any inferential results were presented in order to first compute the descriptive statistics. This enabled the researcher derive the mean, frequencies and percentages.
3.12 Ethical considerations
The researcher ensured that respondents’ participation was voluntary through seeking their consent. The researcher also informed the respondents of the objectives and benefits of the study prior to the start of the study and a formal introduction was made to each respondent by the researcher. Emphasis on respondent privacy and confidentiality was highlighted before the start of the study.
CHAPTER FOUR

PRESENTATION, ANALYSIS AND INTERPRETATION OF RESULTS

4.1 Introduction 

This chapter presents; analyses and interprets the study results on supply chain efficiencies and performance of automobile distributorships in Uganda: a case of Toyota Uganda Limited. The findings were structured objective by objective according to the methods used in collecting data which were use of questionnaire survey, interviews and documentary review.  The study Objectives were as below:
a) To find out the relationship between supply chain responsiveness and performance of Toyota Uganda Limited.

b) To establish the relationship between supply chain reliability and performance of Toyota Uganda Limited.

c) To examine the relationship between supply chain relationships and performance of Toyota Uganda Limited.

4.2 Response rate

From the table below, 78.9% of the questionnaires sent out were returned while of the interviews planned, 72.2% were actually conducted.
Table 3: Summary of respondents



	Respondents by data collection

Instrument
	Planned/

Administered
	Returned/

Conducted
	Percentage

(%)

	Questionnaires 
	38
	30


	78.9%

	Interview sessions
	18
	13
	72.2%



	Overall response
	56
	43
	


Source: Primary data
As observed from Table 3 above, an overall response rate of 76.8% (43/56*100) was obtained from the study. This is regarded adequate in line with the literature by Mugenda and Mugenda (2003) who recommends 70% as a good response rate in descriptive studies.

4.3 Background information about the respondents used in the study

Results on the background information from the questionnaires of the respondents relate to their gender, length of the business relationship with Toyota Uganda Limited and the category for both the Toyota Uganda staff and the Toyota Uganda customers.
4.3.1 Gender of the respondents

In order to promote equal rights and social justice between the men and women in accordance with the 1995 Constitution of the republic of Uganda as recommended in Article 33(4), most research demands disaggregation of results by gender in order to establish the level of gender participation in the study. The researcher therefore requested respondents to indicate their gender on the questionnaires. Thus both male and female respondents participated in the study and their distribution is summarised in table 4 below;
Table 4: Gender of respondents



	Gender
	Staff
	Customers

	
	Frequency
	Percentage
	Frequency
	Percentage

	Male
	12 
	63%
	9
	82%

	Female
	7 
	37%
	2
	18%

	Total
	19
	100%
	11
	100%


Source: Primary data
From table 4 above, 70% ((12+9)/30*100) of the respondents were male and 30% ((7+2)/30*100) were female meaning that balanced views were collected from both the male and female respondents about service delivery. The gender distribution of the respondents implied an imbalance in gender because the automobile industry is predominantly male and the procurement of motor vehicles is predominantly a male function as depicted by the staff and customer distribution, respectively. Although more females are increasingly being given opportunities to work in the organisation, Toyota Uganda being an equal opportunities company (Toyota Uganda HR Policy, 2009) the disparity between the two genders is still wide.
4.3.2 Customer-staff category
Toyota Uganda vehicle sales department categorizes their customers in mainly four segments of individual, Corporate, Government and the UN/NGO. For purposes of this study, the researcher included the others category in case any of the respondents did not consider any of the other four categories. The researcher obtained the top 25 customers of the vehicle sales department from the sales team and through random sampling selected 19 customers for the study. Out of the 19 questionnaires sent out, 11 were returned. Likewise, Toyota Uganda staff are generally categorized as productive that is, the sales staff or non-productive who are the support staff and this is depicted in table 5 below;
Table 5: Customer-staff category
	Category
	Frequency
	Percentage

	Customer
	Individual
	0
	0.0%

	
	Corporate
	3
	10.0%

	
	Government
	4
	13.3%

	
	UN/NGO
	4
	13.3%

	
	Others
	0
	0.0

	Staff
	Productive
	9
	30.0%

	
	Non-Productive
	10
	33.3%

	
	Total
	30
	100.0%


Source: Primary data

Statistics from the sales records revealed that the corporate sector accounted for 37%, Government 34%, UN/NGO 27% and the individuals 2% of Toyota Uganda vehicle sales in 2013 (Appendix IV). This explains why the responses received were from the corporate, government and UN/NGO segments that represent 98% of the sales, and none from the individual customers.
4.3.3 Length of business relationship with Toyota Uganda
Majority of Toyota Uganda’s customers are repeat customers. Similarly, out of the 19 respondents from the staff questionnaire, the majority (14) had worked at Toyota Uganda for over 3 years, less than one year were 3 and 1 to 2 years and 2 to 3 years were 1 each. This is depicted in table 6 below; 
Table 6: Length of business relationship

	Length of Business Relationship
	Customers
	Staff

	
	Frequency
	Percentage
	Frequency
	Percentage

	Under 1 year
	0
	0.0%
	3
	16.0%

	1 to 2 years
	0
	0.0%
	1
	5.0%

	2 to 3 years
	0
	0.0%
	1
	5.0%

	Over 3 years
	11
	100.0%
	14
	74.0%

	Total
	11
	100.0%
	19
	100.0%


Source: Primary data

All the 11 customer respondents who returned their questionnaires have dealt with Toyota Uganda for over 3 years as clearly shown in table 6 above. This represents a long and stable business relationship that is managed by Toyota Uganda not only through the sales team, but also through strong customer relationship management. Among the documents reviewed, are the Customer Service Index (CSI) reports that are used to communicate customer satisfaction levels and feedback every after a business transaction (Toyota Uganda CSI Report, 2013). The stability of the employment as depicted by 74% of staff being at Toyota Uganda for over 3 years could also explain the long business relationship between the customers and Toyota Uganda Ltd. This therefore implied that the customers who responded had knowledge or information to adequately answer the questionnaire (Appendix II). Similarly, majority of the staff (74%) who have been in the company for over 3 years had significant experience with the business and the issues the researcher was studying (Appendix I). The 26% represented the employees who have been in the organisation below 3 years and their interactions within the business provided them with information vital for this study as well. 

4.4.1 Supply chain responsiveness and performance 

A number of questions about supply chain responsiveness were posed to staff of which the following percentages, standard deviation and mean scores captured are shown below.
Table 7: Responses on supply chain responsiveness
	Statement on Supply Chain Responsiveness
	Percentage response

(%)
	Mean
	Std

Dev

	
	Agree
	Not sure
	Disagree
	
	

	At Toyota Uganda lead-time is an important
 aspect of performance
	95.0% 
	0.0%
	5.0% 
	4.47
	.964

	At Toyota Uganda the time it takes to fulfil a 
customer’s order is clear  
	84.0% 
	11.0% 
	5.0% 
	4.05
	.970

	At Toyota Uganda lead-time determines the 
customer’s decision to place an order 
	58.0% 
	26.0% 
	16.0% 
	3.68
	1.204

	At Toyota Uganda the supply management 
processes are flexible to allow fulfilment of 
customer orders
	73.0% 
	11.0% 
	16.0% 
	3.68
	1.057

	At Toyota Uganda flexibility of processes is
critical in determining how fast customer 
orders are fulfilled
	73.0% 
	16.0% 
	11.0% 
	3.89
	.963

	At Toyota Uganda flexibility of processes 
influences the customer’s decision to place 
an order 
	63.0% 
	21.0% 
	16.0% 
	3.68
	1.157

	At Toyota Uganda understanding of
customer requirements is a vital aspect of 
the ordering process
	95.0%
	
	5.0% 
	4.68
	.946

	Toyota Uganda’s demand management 
process has the capacity to fulfil different
 customer requirements
	74.0% 
	21.0% 
	5.0% 
	3.89
	.809

	Customization of customer service 
influences the performance of Toyota Uganda.
	79.0% 
	16.0% 
	5.0% 
	4.11
	.875


Source: Primary data

For interpretation purposes, the researcher combined both agree and strongly agree to refer to the respondents who agree, while strongly disagree and disagree were combined to represent the respondents who disagree. Respondents who could neither agree nor disagree for interpretation purposes were referred to as not sure and were not combined. The mean scores above three reveal agreed responses while below those three reveal divergences (mixed responses). The standard deviation values above one reveal communalities (more of agreement) and the value below one reveal divergences.

Results obtained from the field and presented in the Table 7 above reveal that respondents represented by 95% and supported by a mean return of 4.47 and a standard deviation of .964 agreed to the statement that at Toyota Uganda lead-time is an important aspect of performance as compared to 5.0% who disagreed. Similarly, on whether at Toyota Uganda the time it takes to fulfil a customer’s order is clear; 85% agreed, 11.0% were not sure and 5.0% disagreed. More, a portion of respondents (26.0%) neither agreed nor disagreed, (58.0%) agreed and (16.0%) disagreed that at Toyota Uganda lead-time determined the customer’s decision to place an order meaning that staff in this company value time as a resource. In addition the staff value the time it takes them to fulfill customers’ orders. For instance when a customer places an order by issuing a local purchase order for the type of vehicle required, the vehicle processing (which comprises of customs clearance and registration and pre-delivery inspection) is triggered off hence staff are able to execute their day today assignments. Further, it can be noted that Toyota as a company is built on the JIT philosophy and therefore in its documentations, the lead time is clearly stipulated. Lastly it can be observed that customers are the number one stakeholders in Toyota business and therefore have a say in form of feedback to the company which is taken with a lot of precaution. The combinations of all these revelations have positively contributed to the targets of the company paving a way to its realisation of the set objectives hence better performance. To support the above statements, one responding member of the top management team said, 
“Lead-time management is an important principle of Toyota. In Toyota, we are always looking at ways of reducing muda or waste. Half a day saved for each sub-process would be important at the end of the day in reducing our total lead-time which eventually translates into good performance.” (Key informant, 12th February 2014)
While another interviewee commented that, “if a customer placed an order for a vehicle that was not in stock, it would take us six months to receive this vehicle in Kampala.” (Key Informant, 22nd January 2014).And from the documents reviewed, Toyota Uganda vehicle Sales department through their customer Sales Charter pledge 14 days lead-time from order to delivery of a vehicle that is in stock (Appendix IV). And finally one key informant lamented that, 
“In cases of urgent orders that cannot be fulfilled by Toyota Uganda because of having no stock, some of these orders are lost to competitors with stock… The decision by the customers to wait for vehicles out of stock depends on the urgency of their orders and availability of alternatives in the market.” (Key informant, 14th February 2014)
Results from the Table 7 above further reveal that 73% (or a mean score of 3.68 and a standard deviation of 1.208) agreed with the statement that at Toyota Uganda the supply management processes are flexible to allow fulfilment of customer orders, 11% were not sure and 16% disagreed. Likewise, the respondents agreed that at Toyota Uganda flexibility of processes is critical in determining how fast customer orders are fulfilled with a score of 73% (supported by a standard deviation of 1.057 and a mean of 3.68) compared to 11% who disagreed and 16% who were unsure. In addition, 63% agreed that at Toyota Uganda flexibility of processes influences the customer’s decision to place an order while 21% were unsure and 16% disagreed. This support was explained by the majority of the interview respondents in their description of the quick response to unique customer needs as involving finding out the true nature of the customer requirements in order to ensure fulfilment of these needs in the shortest possible time. This can be seen in the emphasis made by one of the top managers in his description of the Toyota Uganda Vehicle Supply chain, “Our vehicle supply chain is a pull system based on Distributorship orders… characterized by long Lead-times to customers but provides customers what they want and not what Toyota Uganda has.” (Key informant, 12th February 2014)
One key informant also mentioned that in order to minimize delays and enhance the customer delivery experience, customers are given the opportunity to take delivery of their vehicles on an indemnity before the vehicle is transferred into their names. The other explanation that came from a number of the key informants was in relation to the sourcing of stock from the neighbouring countries for customers with emergency orders that cannot wait for the deliveries from either South Africa or Japan, the two countries where the vehicles that Toyota Uganda sells are sourced from. One senior manager explained thus,
“Toyota is a family. One distributor works with other Distributors in the region in the case of an urgent order…we consider these distributors in the neighbouring countries as our nearest sources of stock supplies in emergency supply situations of stock outs.” (Key informant, 14th February 2014)
Toyota Uganda therefore comes off as an organization that is willing to go an extra mile to create customer experiences unique and memorable. There was no clear indication of the influence or lack of influence of flexible processes on customers’ decision to place an order from the interview respondents. This could imply that the lack of flexibility of processes per se might not on its own deter customers from placing their orders and subsequently on its own affect the performance of the organisation.
There was overwhelming support (mean score  of 4.68 and a standard deviation of .946) for the statement that at Toyota Uganda understanding of customer requirements is a vital aspect of the ordering process with 95% of the respondents in agreement and 5% disagreeing with the statement. This notion was similarly expressed by the respondents in the interviews who revealed that understanding what the customer needs goes a long way in ensuring the right product is supplied. On whether Toyota Uganda’s demand management process has the capacity to fulfil different customer requirements, a mean score of 3.89 was realized with 74%, 21% and 5% of the respondents agreeing with, not sure about and disagreeing with the statement, respectively. This means that the market requirements are thoroughly analyzed to ensure accurate ordering. Responses on whether Customization of customer service influences the performance of Toyota Uganda revealed that the majority (79%) of the respondents supported by a standard deviation of .875 agreed with the statement, 16% were not sure and 5% disagreed. From the documents reviewed, it was clear that the customers of the vehicle sales department are classified as corporate, UN / NGOs and government. It is through this categorization that customized service is offered to the customers due to their different process requirements (Appendix IV).The Toyota Uganda vehicle supply chain therefore focuses on satisfying customers by fulfilling their needs (orders). The respondents referred to the rundown reports as vital in this aspect. One key informant clearly explained how the demand management process works, “through the rundown planning meetings, we establish what we expect to sell in 6 months. We use historical sales, order –intakes… and use the demand of particular models to forecast our sales on a monthly basis” (Key informant, 14th February 2014). This suggests that the uniqueness of each customer is recognized by Toyota Uganda and the services offered within the supply chain are aimed at fulfilling these unique customer needs but the way the demand management process is handled can either lead to an efficient or inefficient supply chain which in turn reflects on the performance of the company. 
The interpretation from these analyses therefore is that there are efforts to have a responsive supply chain as depicted by the importance of lead-time and the customization of customer service, however the supply management processes are not flexible to fulfill customer orders and the demand management process does not have the capacity to fulfill different customer requirements. 
4.4.1.1 Bivariate correlation analysis results
In order to establish whether a relationship (positive or negative) existed between supply chain responsiveness and performance, the researcher used the Pearson correlations product moment technique (bi-variate correlation) and the results that emerged are reflected in the Table below.
Table 8: Correlation results for supply chain responsiveness and performance
	
	Supply chain responsiveness
	Performance

	Supply chain responsiveness
	Pearson Correlation
	1
	.638**

	
	Sig. (2-tailed)
	
	.003

	
	N
	30
	30

	Performance
	Pearson Correlation
	.638**
	1

	
	Sig. (2-tailed)
	.003
	

	
	N
	30
	30

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


The table above comprises of variables; supply chain responsiveness and performance, Pearson (R) = .638**, Sig at 95%, p<0.05, .003 and n as 30 respondents. The results obtained reveal that a positive relationship between supply chain responsiveness and performance existed in Toyota Uganda Limited meaning that improvement of lead-time for instance faster response time to customer inquiries coupled with  flexible processes for instance flexible processes in terms of fulfilment of customer orders and customization of services for instance extending unique customer tastes and preferences would result into better performance in terms of number of vehicles sold, the company realizing profits and eventually enjoying growth in market share.
4.4.1.2 Hypothesis statement one

Findings obtained after analysis reveal that supply chain responsiveness influenced performance of Toyota Uganda positively. The alternate hypothesis was upheld.
4.4.2 Supply chain reliability and performance 
The second independent variable of the study was supply chain reliability and was measured using 9 items scored on a 5 point Likert scale of (1) for strongly disagree, (2) for disagree, (3) for neither agree nor disagree, (4) for agree, (5) for strongly agree.
Table 9: Responses on supply chain reliability
	Statement on Supply Chain Reliability
	Percentage response

(%)
	Mean
	Std

Dev

	
	Agree
	Not sure
	Disagree
	
	

	Toyota Uganda has clear supply management standard operating procedures
	90.0% 
	5.0%
	5.0% 
	4.42
	1.017

	At Toyota Uganda clear standard operating 
procedures in supply management are vital
 for good company performance
	95.0% 
	
	5.0% 
	4.37
	.955

	Toyota Uganda staff are aware of their 
responsibilities in the process of fulfilling 
customer orders  
	95.0% 
	
	5.0% 
	4.26
	.933

	Toyota Uganda’s supply management process 
has the capability for predicting future customer 
demand
	63.0% 
	26.0% 
	11.0% 
	3.74
	.933

	At Toyota Uganda there is a system in place for
 planning demand
	78.0% 
	11.0% 
	11.0% 
	4.00
	.943

	Toyota Uganda has the capacity to meet 
customers’ demand all the time
	32.0% 
	26.0% 
	42.0% 
	2.89
	.875

	At Toyota Uganda forecasts of customer 
demand are always conducted  
	95.0%
	
	5.0% 
	3.95
	.911

	At Toyota Uganda forecasts of customer 
demand have always been under estimated
	11.0% 
	37.0% 
	52.0% 
	2.47
	.841

	At Toyota Uganda forecasting influences 
Performance
	63.0% 
	32.0% 
	5.0% 
	3.79
	1.032


Source: Primary data

For interpretation purposes, the researcher combined both agree and strongly agree to refer to the respondents who agree, while strongly disagree and disagree were combined to represent the respondents who disagree. Respondents who could neither agree nor disagree for interpretation purposes were referred to as not sure and were not combined. The mean scores above three reveal agreed responses while below those three reveal divergences (mixed responses). The standard deviation values above one reveal communalities (more of agreement) and the value below one reveal divergences.
From table 9 above, majority of the respondents (90%) agreed that Toyota Uganda has clear supply management standard operating procedures and these were supported by a mean return of 4.42 and a standard deviation of 1.017. 5% of the respondents were not sure and the other respondents (5%) disagreed with the statement. In responding to the statement that at Toyota Uganda clear standard operating procedures in supply management are vital for good company performance, 95% of the respondents agreed and 5% disagreed with the statement which represented a standard deviation of .955 and a mean score of 4.37. Majority of the interview respondents confirmed that supply management standard operating procedures are in place and strictly followed through what they referred to as the Sales and Supply Order Pipeline (SSOP) (Appendix IV). The key informants defined SSOP as “…the document that manages demand and supply of vehicles for an entire year but on a month to month basis. “The key informants mentioned that the SSOP is the focus of their vehicle supply chain. This therefore emphasized Toyota Uganda’s strict adherence to the supply management standard operating procedures, in this case, the SSOP. In addition, the respondents interviewed revealed that there are well documented processes for every business activity that are regularly reviewed in case improvements are required. This therefore implies the importance of clear standard operating procedures in supply management if good company performance is to be achieved.
More from table 9 above, 95% of the respondents agreed and 5% disagreed (which represents a mean score of 4.26 and a standard deviation of .933) that Toyota Uganda staff are aware of their responsibilities in the process of fulfilling customer orders.  This was explained by the responses from the interviews in which all respondents agreed that Toyota Uganda has the right people to meet the performance expectations of the vehicle supply chain. The reasons ranged from employment being on merit in the first place, having people with skills and knowledge of the product they sell and continuous training and learning to maintain the Toyota global standards through Kaizen (continuous improvements). In the same light, the existing challenges were highlighted and these were considered the areas for improvement. One key informant revealed that most times there is fear by individuals to take decisions a fear that needs to be overcome for the organisation to progress. 
“Decision making in this company is lacking….It is better to make a bad decision than no decision at all because that way, you get to learn that the direction taken is wrong and therefore you get to learn from it.” (Key informant, 12th February 2014)

From the responses above, it is clear that professionalism exists within the Toyota Uganda vehicle supply chain despite the existing challenges that present opportunities for improvement.
Responses to the statement that Toyota Uganda’s supply management process has the capability for predicting future customer demand indicated that the majority, 63% were in agreement. Those who were not sure were the second highest at 26% and 11% disagreed with the statement. This represented a mean score of 3.74 and a standard deviation of .933.Similarly, majority of the respondents, 78% agreed with the statement that at Toyota Uganda there is a system in place for planning demand while 11% were not sure and another 11% disagreed. This represented a mean score of 4.00 and a standard deviation of .943. On the contrary, only 32% agreed with the statement that Toyota Uganda has the capacity to meet customers’ demand all the time, 26% were not sure and an overwhelming 42% disagreed. This represented a mean return of 2.89 and a standard deviation of .875. From the interviews conducted, majority of the respondents indicated that although there are systems in place like the rundown and SSOP reports to predict future customer demands, there are challenges that affect the accuracy of these reports. Most respondents alluded to the long delivery lead-times from production which at times leads to factoring in buffer stock. Once the buffer stock is not well thought out, instances of over stocking and subsequently stock aging set in. This explanation was further confirmed by the various stock and lead-time related reports within the business (Appendix IV). The reviewed secondary data further revealed that the rundown and SSOP reports are periodical and standard demand and forecasting reports for Toyota globally. These two reports rely on several other reports like the order in-take reports and historical sales reports. This therefore implies that the existence of the demand planning system is without a doubt a Toyota requirement globally but it is the work of Toyota Uganda to ensure the system works for the local market. The interviewees indicated the inability of Toyota Uganda Limited to meet customers’ demand all the time due to most cases factors beyond their control. Factors included emergency orders from major customers like government ministries, production constraints like union strikes in South Africa and natural calamities in South East Asia like it was with the floods in Thailand and the Tsunami in Japan a few years back which ultimately creates a risk of losing sales to competition. “…the risk of our competitors eating into our market share is high in such cases where a customer cannot wait…” (Key informant, 14th February 2014).This was the worry of many other respondents as well. This means that Toyota Uganda works in a market in which it is vital as much as possible to satisfy customer demand because there are several automobile distributor alternatives for the customer to choose from should one distributor fail to meet the customer’s demand expectations.
Findings from the field and presented in table 9 above indicate that 95% of the respondents were in agreement with the statement that at Toyota Uganda forecasts of customer demand are always conducted and 5% disagreed which is a mean score of 3.95 and a standard deviation of .911. This majority support of the statement was explained by both the documents reviewed as well as the responses from the interviews conducted as the monthly rundown reports and the 6 month SSOP forecast reports that are a must for all Toyota distributors globally, including Toyota Uganda limited.  This implies that Toyota Uganda is part of the global Toyota network in which forecasts are used to predict future sales. In confirmation of the above, majority of the respondents (52%) disagreed with the statement that at Toyota Uganda forecasts of customer demand have always been under estimated, 37% were not sure and 11% agreed. These results were supported by a mean return of 2.47 and a standard deviation of .841. This was explained by the reviewed data which indicated the enormous amount of preparation done before forecasting is done, in terms of marketing intelligence and customer feedback through the various reports (Appendix IV) which by no means is not an under estimation of customer demand. The implication here is that forecasting is a vital process at Toyota Uganda and it is considered a team effort. It is therefore no wonder that majority of the respondents, at 63% agreed with the statement that at Toyota Uganda forecasting influences performance while 32% were not sure and 5% disagreed. This was reflected in the mean score of 3.79 and a standard deviation of 1.032 which implies the importance attached to forecasting in contributing to the overall performance of Toyota Uganda. Likewise, most key informants agreed that accurate demand and sales prediction is vital for the organisation’s performance. Stock holding was a performance measure cited by 69% of the interview respondents. And stock holding was explained in terms of having the right stock on hand at the right time due to accurate forecasting. The implication here is that accurate forecasting is a vital process at Toyota Uganda in ensuring they maintain their number one position in the market while working towards growing their market share, both being indicators of good performance.
Overall, the interpretation from the analyses above is that Toyota Uganda has clear processes and standard operating procedures with staff that are aware of their responsibilities in the process of fulfilling customer orders. However, there are limitations to Toyota Uganda’s supply management’s capacity to predict future customer demand and to meet the customer demand all the time despite the presence of a demand planning system.
4.4.2.1
Bivariate correlation analysis results

In order to establish whether a relationship (positive or negative) existed between Supply Chain Reliability and performance, the researcher used the Pearson correlations product moment technique (bi-variate correlation) and the results that emerged are reflected in table 10 below.
Table 10: Correlation results for supply chain reliability and performance
	
	Supply chain reliability
	Performance

	Supply chain reliability
	Pearson Correlation
	1
	.724**

	
	Sig. (2-tailed)
	
	.000

	
	N
	30
	30

	Performance
	Pearson Correlation
	.724**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	30
	30

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


Table 10 above comprises of variables; Supply Chain Reliability and performance, Pearson (R) = .724**, Sig at 95%, p<0.05, .000 and n as 30 respondents. The results obtained reveal that a positive relationship between Supply Chain Reliability and performance existed in Toyota Uganda Limited meaning that that improvement in process management in terms of clear processes and standard operating procedures (SOPs) as well as accurate demand management and forecast management for instance through ordering what the customers need and in the right quantities and at the right time would result into better performance in terms of number of vehicles sold, the company realizing profits and eventually enjoying growth in market share.

4.4.2.2
Hypothesis statement two
Findings obtained after analysis reveal that Supply Chain Reliability positively affects performance of Toyota Uganda. The alternate hypothesis was upheld.
4.4.3 Supply chain relationships and performance
The third and final independent variable of the study was supply chain relationships and was measured using 9 items scored on a 5 point Likert scale of (1) for strongly disagree, (2) for disagree, (3) for neither agree nor disagree, (4) for agree, (5) for strongly agree.
Table 11: Responses on supply chain relationships
	Statement on Supply Chain 
Relationships
	Percentage response

(%)
	Mean
	Std

Dev

	
	Agree
	Not sure
	Disagree
	
	

	At Toyota Uganda there is emphasis 
on sharing information within the 
supply management process
	90.0% 
	
	10.0% 
	4.16
	1.068

	At Toyota Uganda information 

gathering is a responsibility of a few 
individuals within the supply 
management process
	47.0% 
	16.0%
	37.0% 
	3.05
	1.026

	Toyota Uganda’s marketing 
Information Systems assist in 
capturing of information on real customer demand 
	79.0% 
	16.0%
	5.0% 
	3.95
	.970

	At Toyota Uganda we have an 

adversarial relationship with our 

service providers 

(suppliers and freight forwarders)
	
	
	100.0% 
	1.74
	.452

	At Toyota Uganda we have 

a collaborative relationship with 

our service providers 

(suppliers and freight forwarders)
	95.0%
	
	5.0% 
	4.21
	.918

	At Toyota Uganda there is emphasis 

on  service provider professionalism
	95.0%
	
	5.0% 
	4.37
	.955

	At Toyota Uganda there is 

emphasis on understanding 

the market within which we operate
	95.0%
	
	5.0% 
	4.32
	.749

	At Toyota Uganda customers are 

offered value for money
	63.0% 
	32.0% 
	5.0% 
	4.47
	.964

	At Toyota Uganda feedback from 

customers is valued 
	95.0% 
	
	5.0% 
	4.53
	.964


Source: Primary data
For interpretation purposes, the researcher combined both agree and strongly agree to refer to the respondents who agree, while strongly disagree and disagree were combined to represent the respondents who disagree. Respondents who could neither agree nor disagree for interpretation purposes were referred to as not sure and were not combined. The mean scores above three reveal agreed responses while below those three reveal divergences (mixed responses). The standard deviation values above one reveal communalities (more of agreement) and the value below one reveal divergences.
Table 11 above shows that majority of the respondents (90%) agreed that at Toyota Uganda there is emphasis on sharing information within the supply management process while 10% disagreed which is a mean score of 4.16 and a standard deviation of 1.068. Likewise, in response to the statement that at Toyota Uganda information gathering is a responsibility of a few individuals within the supply management process, the majority at 47% agreed, 16% were not sure and 37% disagreed hence a mean score and a standard deviation of 3.05 and 1.026, respectively. In addition, majority of the respondents at 79% supported by a mean score of 3.95 and a standard deviation of .970 agreed with the statement that Toyota Uganda’s marketing information systems assist in capturing of information on real customer demand, 16% were not sure and 5% disagreed. Majority of the interview respondents revealed that it is the work of every stakeholder to ensure that information flow is open to facilitate the supply management process while keeping in mind the confidentiality of some of the information. One key informant revealed that, “Down-up information flow (from the market to management) is encouraged… All the information received from the market is fed into one central document – the SSOP…. This is a strategic document and therefore highly confidential…” (Key Informant, 22nd January 2014). This suggests that information from the market is vital in the supply management process of Toyota Uganda limited and therefore it is important to get and share the correct information. On the contrary, majority of the interview respondents indicated that information gathering is not a responsibility of a few individuals but rather for everybody although it is the nature of the information gathered that varies. The difference in the opinions suggests that the importance of information gathering by everybody within the supply management process is not emphasized. Furthermore, the various marketing and sales reports that the researcher reviewed in the course of the study (Appendix IV) explained the way real customer demand is captured. One of the reports that was referred to by the majority of the respondents was the baton report.  One key informant described the baton report as, “…a report that tracks all vehicles in the bonded warehouse as well as orders made by customers. It also tracks processes of vehicle registration.” (Key informant, 21st January 2014).This suggests that there is a system in place that captures demand and tracks the fulfilment level of this demand.
Results from the table above revealed that all the respondents (100%) disagreed that Toyota Uganda’s relationship with their suppliers was adversarial which was supported by a 1.74 mean score and a standard deviation of .452 and the majority agreed (95%) that it was a collaborative relationship with 5% disagreeing.   This represented a standard deviation of .918 and a mean score of 4.21.  This was similarly agreed to by the majority of the interview respondents who in the same breath however revealed a few challenges with the relationship. The respondents indicated the lack of a partnership with their vendors. One key informant explained that, “We all focus on our responsibilities…it is still a disjointed relationship. What we need to push for is partnerships in order to realize complete integration…” (Key informant, 21st January 2014).This suggests a cordial long term transactional relationship with the vendors.
From table 11 above, majority of the respondents, 95% agreed that at Toyota Uganda there is emphasis on service provider professionalism and 5% disagreed, a mean score of 4.37 and a standard deviation of .955. This was the same case with the responses from the interview respondents. One key informant explained that professionalism is not yet fully embraced but it is encouraged because even competing vendors were working towards satisfying the same customer – Toyota Uganda limited hence some form of professionalism. “Vendors don’t fully understand our obligations to our customers. The more the vendors understand our obligations, the more proactivity is required from them… we are encouraging “co-opetition” i.e. competitors operating together to serve one customer as a long term solution.” (Key Informant, 12th February 2014)
The responses to the statement that at Toyota Uganda there is emphasis on understanding the market within which we operate indicate that 95% of the respondents agreed and 5% disagreed, a 4.32 mean score and a standard deviation of .745. This overwhelming support from across the business was explained by the majority of the interview respondents who agreed that Toyota Uganda has the right people to meet the performance expectations despite their shortcomings. One key informant explained,

“We have shortcomings but on the whole we do because Toyota Uganda doesn’t work in isolation… Internally we have centres of specialization and communication, for instance Customer Relations, research centres like the marketing department, Finance department who provide the right pricing as researched and the Sales department who are at the front and establish needs of the customers…” (Key Informant, 14th February 2014)

The above responses imply that Toyota Uganda puts emphasis on understanding the market in order to provide what the market needs.
In regards to the statement that at Toyota Uganda customers are offered value for money, 63% of the respondents agreed, 32% were not sure and 5% disagreed hence a mean of 4.47 and a standard deviation of .964. The response from the customers on the same issue revealed a mean score of 3.82 and a standard deviation of .874 (Appendix VI). This suggests that although both agree to a comparative price by Toyota Uganda, the difference means Toyota Uganda has to constantly ensure the products and service offered are perceived to be the correct price by the customers.
Majority of the respondents (95%) overwhelmingly agreed with the statement that at Toyota Uganda feedback from customers is valued with a standard deviation of .964 and a mean score of 4.53 and 5% disagreed. This response is supported by the customers who with a mean score of 4.18 agreed that Toyota Uganda values their feedback every time they buy a vehicle (Appendix VI). The CSI reports clearly explain these responses (Appendix IV). This suggests that customer feedback is used as an opportunity by Toyota Uganda to improve and the fact that the customers feel valued implies that not only are the customers listened to, but efforts to improve are actually made.
The interpretation of the analyses above is that information management as defined by strong information sharing within the supply chain, the importance of information gathering within the supply chain and the presence of marketing information systems that capture information on real customer demand, coupled with a strong supplier relationship management and customer relationship management represent the acknowledged importance of supply chain relationships in the automobile distributorships.
4.4.3.1 Bivariate correlation analysis results

In order to establish whether a relationship (positive or negative) existed between Supply Chain Relationships and performance, the researcher used the pearson correlations product moment technique (bi-variate correlation) and the results that emerged are reflected in the Table below.

Table 12: Correlation results for supply chain relationships and performance
	
	Supply chain Relationships
	Performance

	Supply chain Relationships
	Pearson Correlation
	1
	.764**

	
	Sig. (2-tailed)
	
	.000

	
	N
	30
	30

	Performance
	Pearson Correlation
	.764**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	30
	30

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


Table 12 above comprises of variables; Supply Chain Relationships and performance, Pearson (R)= .764**, Sig at 95%, p<0.05, .000 and n as 30 respondents. The results obtained reveal that a positive relationship between Supply Chain Relationships and performance existed in Toyota Uganda Limited meaning that improvement in information management for instance sharing information on the supply and demand requirements, customer feedback and general marketing information coupled with supplier and customer relationship management through partnership building would result into better performance in terms of number of vehicles sold, the company realizing profits and eventually enjoying growth in market share.
4.4.3.2 Hypothesis statement three
Findings obtained after analysis revealed a positive relationship between Supply Chain Relationships and performance of Toyota Uganda. The alternate hypothesis was upheld.
4.5 Multi-regression analysis results

The multi-regression analysis technique was used to establish the percentage variation all the independent variable had on the dependent variable with the results obtained reflected in the Table below. 
Table 13: Multi-regression results (model summary) for supply chain efficiencies on performance
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	
	1
	.769a
	.592
	.510
	.29396

	a. Predictors: (Constant), supply chain responsiveness, supply chain reliability, supply chain relationships


Table 13 comprises of the R=.769**, R2= .592, adjusted R2= .510 and the standard error of the estimate (.29396).  The adjusted R2 value of .510 explains up to 51.0% (.510*100%) variations that supply chain efficiencies (a combination of all independent variables) had on the performance of Toyota Uganda Limited. The remaining percentage of 49.0% was attributed to other factors not part of the study. This implies that there are factors beyond supply chain efficiencies that influence the performance of Toyota Uganda Limited, among them, Uganda Revenue Authority’s performance whose motor vehicle registration response time contributes to the overall response time of Toyota Uganda limited; Ministry of Finance processes since it controls the government expenditure and approves payments for these purchases for this category of TUGA customers ; Ministry of Works that registers government motor vehicles and therefore whose response time is critical; and the resilience of the Toyota Uganda supply chain and the supply chain of their vendors to any abnormal shocks and forces of nature.
4.6 Frequencies, percentages and mean from the staff questionnaire on the performance of TUGA
Table 14: Responses on performance of Toyota Uganda Limited by the staff
	Statement on Performance of Toyota Uganda
	Percentage response

(%)
	Mean
	Std

Dev

	
	Agree
	Not sure
	Disagree
	
	

	Toyota is the customers’ favourite 

motor vehicle brand in Uganda
	95.0% 
	
	5.0% 
	4.63
	.761

	At Toyota Uganda selling at any cost without 

regard for customer needs is the norm
	
	11.0%
	89.0% 
	1.58
	.692

	Price charged by Toyota Uganda reflects 

the value perceived by the customers  
	74.0% 
	10.0%
	16.0%
	3.79
	.976

	At Toyota Uganda minimization of costs to 

promote profitability is emphasized
	84.0% 
	11.0% 
	5.0% 
	4.11
	1.197

	At Toyota Uganda there is emphasis on 

Customer retention through various 

marketing programmes
	84.0% 
	11.0% 
	5.0% 
	4.26
	.872

	At Toyota Uganda there is no emphasis on new customer acquisition
	16.0% 
	
	84.0% 
	1.84
	1.214

	At Toyota Uganda corporate 

social responsibility is a critical aspect of company performance
	84.0% 
	11.0% 
	5.0% 
	4.05
	.780


Source: Primary data
For interpretation purposes, the researcher combined both agree and strongly agree to refer to the respondents who agree, while strongly disagree and disagree were combined to represent the respondents who disagree. Respondents who could neither agree nor disagree for interpretation purposes were referred to as not sure and were not combined. The mean scores above three reveal agreed responses while below those three reveal divergences (mixed responses). The standard deviation values above one reveal communalities (more of agreement) and the value below one reveal divergences.
From table 14 above, majority of the respondents 95% supported by a mean score of 4.63 and a standard deviation of .761 agreed that Toyota is the customers’ favourite motor vehicle brand in Uganda while 5% disagreed. Similarly, all the customers (100%) supported by a mean return of 4.73 and a standard deviation of .467 agreed that Toyota is their preferred motor vehicle brand in Uganda (Appendix VI). This brand strength was evident in the reviewed marketing reports (Appendix IV) which means the strong acceptance of Toyota in the market. This implies that the strength of the Toyota brand in the market gives Toyota Uganda an advantage over the other automobile distributorships and therefore by default a basis for good performance.
Majority of the respondents at 89% (1.58 mean score and a standard deviation of .692) disagreed that at Toyota Uganda selling at any cost without regard for customer needs is the norm while 11% were not sure. This can be justified by the reviewed marketing reports. The retail sales pricing (RSP) and competitor equivalent pricing (CEP) reports showed that Toyota Uganda had a basis against which they benchmarked their product pricing (Appendix IV). This therefore suggests that pricing by Toyota Uganda is done with the consideration of the needs of the customers and this could explain why all the customers (100%) supported by a standard deviation of .522 and a mean score of 4.55 agreed with the statement that Toyota Uganda’s vehicle sales department speed of service meets my/our expectations (Appendix VI). This vote of confidence from the customers together with the efforts of the vehicle sales department creates the foundation desired for good company performance.
Furthermore, majority of the staff at 74%, supported by a mean score of 3.79 and a standard deviation of .976 agreed with the statement that Price charged by Toyota Uganda reflects the value perceived by the customers, 10% were not sure and 16% disagreed. Likewise, as depicted in   Appendix VI, majority of the customers (55%) supported by a mean score of 3.82 and a standard deviation of .874 agreed that Toyota Uganda charges comparative prices for the new vehicles while 45% disagreed. Although both the staff and the customers supported the statement, the high number of the customers who disagreed means price is a key factor to customers when making a purchase decision. This was explained by the interviewees who revealed that sometimes customers complain about the high price of the Toyota vehicles. This is therefore suggestive of price sensitivity within the automobile industry.
In addition, majority of the staff (84%) supported by a 4.11 mean score and a 1.197 standard deviation agreed with the statement that at Toyota Uganda minimization of costs to promote profitability is emphasized while 11% were not sure and 5% disagreed. This was explained by some of the documents reviewed (Appendix IV) as well as few of the key informants. Among the reviewed documents included the sales reports which report on the expenses budgeted against the actual with the aim of minimizing the costs. The key informants also looked at cost management in light of how the supply chain is managed,
“Manage the pipeline well, from order to delivery in the most cost effective way possible… the importance of a well-managed supply chain translates into real value to the customer in form of; a) low FOB value if the supply chain is managed efficiently; or b) our ability to offer discounts and still maintain a healthy GP (gross profit)” (Key informant, 22nd January 2014)
The above findings therefore imply that cost management is a major component of the vehicle supply chain of Toyota Uganda and it is one of the key performance indicators of the vehicle sales department.

The statement that at Toyota Uganda there is emphasis on customer retention through various marketing programmes had 84% of the staff supported by a standard deviation of .872 and a mean return of 4.26 agreeing to it, 11% were not sure and 5% disagreed. This support was explained by the key informants as an emphasis on the part of Toyota Uganda to ensure the customer remains with them the entire vehicle’s life cycle despite complaints from customers from time to time. This therefore means that Toyota Uganda through the various marketing programmes ensures to keep at the top of the customer’s mind regardless of whether it is vehicle sales support or aftersales support.
Majority of the respondents (84%) and a mean score of 1.84 disagreed with the statement that at Toyota Uganda there is no emphasis on new customer acquisition while 16% agreed. New Customer acquisition was part of the agenda for discussion and feedback in some of the minutes reviewed of the weekly sales meetings. This means that all customers are important to Toyota Uganda. This therefore suggests that there is attention given to new customer acquisition and therefore it is one of the areas used to grow sales by Toyota Uganda.
There was support for the statement that at Toyota Uganda corporate social responsibility is a critical aspect of company performance with 84% of the respondents in agreement, 11% were not sure and 5% disagreed. The responses attracted a mean score of 4.05 which was explained by the various CSR activities Toyota Uganda has been undertaking. In the TUGA news bulletins (Vol.1, issue 17, 2014) it was for instance reported that Toyota Uganda was a member of safe way right way, an association that promotes road safety on Ugandan roads. “…reducing traffic accidents is a privilege for Toyota Uganda being a key stakeholder in the motor industry in Uganda. TUGA’s membership affirms her responsibility to ensure the customer is safe on the roads of Uganda” (TUGA news bulletin, 2014). This means Toyota Uganda values the lives of the people living in the communities within which they operate. This therefore suggests that importance of CSR to Toyota Uganda and the subsequent relation it has on the company performance.
From the analyses above, the performance of Toyota Uganda Limited is about getting the right mix in terms of price; customer base that is, customer retention and new customer acquisition; and corporate social responsibility, all of which translate into sales, profitability and market share growth.
CHAPTER FIVE

SUMMARY, DISCUSSION, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction
This chapter comprises of a summary of the study, discussion of findings, conclusions and recommendations. The discussion of the summary, conclusion and recommendations are presented according to the objectives and are discussed in relation to existing literature. The findings are based on the three study objectives; the relationship between supply chain responsiveness and performance of Toyota Uganda Limited; the relationship between supply chain reliability and performance of Toyota Uganda Limited and the relationship between supply chain relationships and performance of Toyota Uganda Limited.

5.2 Summary
of the study
5.2.1 Supply chain responsiveness and performance of Toyota Uganda Limited.
Results obtained from the previous chapter revealed a positive (.638**) relationship between Supply chain responsiveness and performance with a 37.2% percentage variation realised. In addition, the following can be summarised; lead time was important to Toyota Uganda,  time spent to place a customer’s order is clear, flexible processes allowed fulfilment of customer orders, understanding customer requirements was a vital aspect for the ordering process and customization of customer service was key to performance.
5.2.2 Supply chain reliability and performance of Toyota Uganda Limited.

Results obtained from chapter four revealed a positive (.724**) relationship between Supply chain reliability and performance with a 49.6% percentage variation realised. In addition, the following can be summarised; Toyota Uganda has clear supply management standard operating procedures, clear standard operating procedures in supply management are vital for good company performance at Toyota Uganda, Toyota Uganda staff are aware of their responsibilities in the process of fulfilling customer orders, at Toyota Uganda there is a system in place for planning demand and at Toyota Uganda forecasts of customer demand are always conducted.
5.2.3 Supply chain relationships and performance of Toyota Uganda Limited.

Results obtained from chapter four above revealed a positive (.764**) relationship between Supply chain relationships and performance with a 55.9% percentage variation realised. In addition, the following can be summarised; At Toyota Uganda there is emphasis on sharing information within the supply management process, Toyota Uganda’s marketing information

 systems assist in capturing of information on real customer demand, Toyota Uganda has collaborative relationships with their service providers, at Toyota Uganda there is emphasis on service provider professionalism, at Toyota Uganda there is emphasis on understanding the market within which they operate and at Toyota Uganda feedback from customers is valued.

5.3 Discussion of the findings


5.3.1 Relationship between supply chain responsiveness and performance of Toyota Uganda Limited.
Numerous responses were obtained during the course of the study indicating positively that there is indeed a relationship between supply chain responsiveness and performance of Toyota Uganda; for instance many of the respondents indicated that lead-time was an important aspect of performance in Toyota Uganda. This is the same argument advanced by Christopher (2005) who suggested that in today’s just-in-time world the ability to respond to customers’ requirements in ever shorter time frames has become critical. Likewise, Nokkentved (2005) emphasized the need for organizations to focus their efforts on achieving greater agility in order to respond in shorter time frames both in terms of volume change and variety change.  Just like Christopher (2005) advanced that the major determinant of the choice of supplier or brand now is the cost of time, findings from this study show that in order to attract more customers and therefore more sales, Toyota Uganda limited needs to continuously work towards improving its lead-time.  Improvements in the time to market, serve and react to customers is critical for any organization that wants to stay ahead of the rest. However, the few respondents who disagreed can be attributed to the fact that lead-time is not a performance parameter they are measured on, which is in itself a gap since all employees contribute towards customer service delivery and therefore lead-time management. 
In addition, flexible processes were revealed to be critical in fulfilling customer orders, in how fast customer orders are fulfilled and in determining how fast customers place their orders. Likewise, Bell and Gilgor (2013) acknowledged the importance of flexible internal processes in the effort to deal with long replenishment lead-times from suppliers. Similarly, Pal and Peterson (2009) highlighted key responsive parameters like flexibility that are required for an agile supply chain if the ability to move quickly and to meet customer demand sooner as posited by Christopher (2005), is to be realized. However, the few respondents who disagreed are believed think that flexible processes alone without reducing the amount of time taken to make a decision would not yield much. This is the position held by Braithwaite (2011) who argued that companies needed not only to improve their functional integration and planning processes but also to reduce the planning cycles themselves if their agility and responsiveness were to be improved. 
It was also revealed from the study of the overall importance of customization of customer service as defined through the understanding of customer requirements and the fulfilment of these customer requirements. Fisher (1997) also argued for the importance of customization in the supply chain although his perspective was large scale customization by manufacturers. For the case of Toyota Uganda, however, customization is limited to services and products readily available from Toyota Uganda’s suppliers, which could explain the reasons to why a few respondents disagreed to the importance of customization on performance of the company.
5.3.2 Relationship between supply chain reliability and performance of Toyota Uganda Limited.
Majority of the responses obtained from the study revealed a positive relationship between supply chain reliability and performance of Toyota Uganda; 
Responses from the study indicated that process management that is, having clear processes and standard operating procedures influenced performance. This was similarly advanced by Buckley and An (2005) who suggested that inventory and customer service performance can be affected if there are mistakes in inventory and customer service management processes. This is similar to the argument advanced by Christopher (2011) that unreliable processes create uncertainty and variability. Peterson (2013) further argued that organizations that operated smoothly without any silos deliver customer value and increase customer and shareholder value. The respondents who disagreed can be attributed to the difficulty associated with measuring supply chain processes. This was likewise the position held by Cohen et al., 2007 (cited in Ainapur et al., 2011) that supply chain metrics are difficult to define and even more difficult to measure and yet measurement is the only way to understand whether process performance is improving or worsening and whether action is required. 
Furthermore, many of the respondents revealed that at Toyota Uganda there is a system in place for planning demand. This is in line with Christopher (2011) and Moon (2013) who argued that organizations that introduced demand management and planning (also known as sales and operations planning) would ensure the highest level of customer satisfaction through on-time, in full deliveries with minimum inventory since they would be able to anticipate the real requirement of the market and to react in the most cost-effective way. Likewise, Pal and Peterson (2009) argued that reliability in a value chain could ideally be delivering the product that the customer requests at the right time, as promised by the seller. As a researcher, the aspect of ensuring that customer demand is fulfilled creates a platform for attracting and retaining more of these clients. Braithwaite (2011) on the other hand argued that unless six sigma and challenging KPIs with cross-functional controls and commitments were implemented by companies, these companies would remain operating at very low levels unacceptable to customers and operations. From the researcher’s perspective, having a system in place for planning demand with an effective performance management tool minimizes customer delivery delays, promotes operating with optimum stock levels and ensures high customer service and subsequently high customer satisfaction. However, the few respondents who were uncertain on the one hand, and those who disagreed on the other hand can be attributed to the fact that despite there being a system in place for planning demand, Toyota Uganda has had delayed deliveries to customers and an aged stock problem, a weakness these few could identify with loopholes in the demand planning process and effective measurement of this process. 
Additionally, many responses from the study indicated the importance of forecasting at Toyota Uganda and its influence on performance. Gopalakrishnan (2009), although supported the importance of forecasting, he argued that successful forecasts are based on subjective experience, knowledge, skills, expertise and judgement of the executive who performs them. The system per se cannot be sufficient. This is contrary to many researchers like Christopher (2011), Fisher (1997) and Moon (2013) who argued that forecasting although important it cannot on its own result into performance if demand is not thoroughly planned for. Forecast accuracy is difficult to achieve the reason focus on demand management is encouraged (Christopher, 2005 and Moon, 2013). The respondents who disagreed can be attributed to the fact that despite forecasting playing an important role in the Toyota Uganda vehicle supply chain, the rising number of the inventory levels and lead-time could be partly as a result of forecasting inaccuracies.

5.3.3 Relationship between supply chain relationships and performance of Toyota Uganda Limited.
From the numerous responses obtained during the course of the study, results indicate a positive relationship between supply chain relationships and performance of Toyota Uganda; for instance many of the respondents indicated that at Toyota Uganda there is emphasis on sharing information within the supply management process. This is similarly advanced by Nokkentved (2005), Christopher (2005) and Christopher (2011) who argued that the synchronisation of activities through shared information and process alignment has enabled different network entities on demand and inventory management. Naim, 1997; Benjamin  and Wigand, 1995 (in Gunasekaran et al., 2004) advanced a similar argument that modern information technology, through its power to provide timely, accurate, and reliable information, has led to a greater integration of modern supply chains than possible by any other means. The research findings highlighted the importance of sharing information within the supply management process, particularly information from the market that contributes to the accuracy of the forecast and demand management, sales and subsequently overall company performance. The few respondents who disagreed can be attributed to the fact that they find information sharing a preserve of the sales and marketing teams, a notion that needs to be changed by Toyota Uganda if all employees are to contribute to industry related information gathering and sharing.
Respondents also highlighted the importance of supplier relationship management. The nature of the relationship between the company and the suppliers was said to be collaborative in nature and that there was supplier professionalism, both of which influenced the performance of the company. Earlier researchers similarly identified the importance of supplier relationship. For instance Ellram, 1991; Hoek, 2001 & Maloni and Benton, 1997 (cited in Gunasekaran et al., 2004) advocated for a collaborative relationship between the buyer and seller because such a partnership emphasises direct, long-term association, encouraging mutual planning and problem solving efforts. Similarly, Autry (2013) suggested that firms that considered collaboration commitment, goal congruency and integrated information sharing developed mutually beneficial long term performance outcomes more quickly. Furthermore, Slone, Dittmann, and Mentzer (2010), posited that firms that engaged their suppliers in a win-win collaborative relationship will have their lead times reduced, forecast accuracy improved and inventory turnover increased hence enabling firms to focus on driving growth rather than confrontation and firefighting. There were a few respondents who did not agree that Toyota Uganda’s supplier relationship was collaborative and that there was supplier professionalism as well. This could be attributed to the fact that they did not consider the supplier selection criteria as based on total mutuality and partnership since adversarial relationships with suppliers to an extent exist. In line with this, Autry (2013) admitted that although the climate has changed, the adversarial overtones that have characterized many supply chain collaborations will never entirely disappear. The need to therefore transform the supplier relationship to a partnership will create not only tactical, operational and strategic benefits as suggested by Gunasekaran et al., (2004) but will also create a common understanding with the supplier that will limit the adversarial overtones and improve performance.
Likewise, many respondents revealed that at Toyota Uganda customers were valued and therefore it mattered how the customers perceived Toyota Uganda. This is done by Toyota Uganda as a customer relationship management strategy in order to maintain close ties with the customers and subsequently obtain a competitive advantage over the competition by constantly measuring the level of customer satisfaction. This is in line with Stank (2013) who argued that a company may attain a competitive edge through close customer relationships. Likewise, Christopher (2011) argued that a supply chain based on close customer relationships has the greatest potential to generate unique solutions that combine elements of timeliness, availability and consistency while matching the desired customer values at the prices the customers are willing to pay. Lee and Billington, 1992 and van Hoek et al., 2001 (cited in Gunasekaran et al., 2004) affirmed that without a contented customer, the supply chain strategy cannot be deemed effective.  There were a few respondents who disagreed that customer feedback was not valued, Toyota Uganda did not understand the market in which they operated and their products were not value for money. This can be attributed to the fact that not all customers can be treated the same and therefore preferential treatment is given to some customers over the others based on the volume of business the customer provides. Ackerman and Bodegraven (2007) argued that calling business relationships “partnerships” doesn’t make them so since there are limits to how many partnerships any company can effectively maintain. They suggested that one cannot have partnerships with everyone in the supply chain, unless if the chain consists of a maximum of three parties. From the researcher’s view point, a minimum customer service standard would mitigate the issue of preferential treatment without necessarily undermining the value of the customers who provide the bulk of the business.
5.4 Conclusion

5.4.1 Relationship between supply chain responsiveness and performance of Toyota Uganda Limited.

Supply chain responsiveness plays an important role within the organization because it can positively or negatively affect performance of an organization. In order to attract more customers and therefore more sales, Toyota Uganda needs to continuously work towards improving their lead-time. The time to market, serve and react to customers is critical for organization performance in terms of sales, profitability and percentage market share growth. Therefore, supply chain responsiveness can be used as a strategy by the organizations for improving their performance.
5.4.2 Relationship between supply chain reliability and performance of Toyota Uganda Limited.


Findings of the study emphasize that having a reliable supply chain in form of clear supply management standard operating procedures, clear standard operating procedures and staff that are aware of their responsibilities in the process of fulfilling customer orders supported by a system for planning demand and regular forecasts of the customer demand affects how the organization performs. With a reliable supply chain in terms of clear and measurable processes to track improvement areas, the organization would be in position to build customer confidence and satisfaction as a result of minimized customer delivery delays and optimum stock management to meet customer demand. Supply chain reliability is therefore of paramount importance to organizations in maintaining their customer base and winning over new customers.
5.4.3 Relationship between supply chain relationships and performance of Toyota Uganda Limited.


Findings of this study show that relationships within the supply chain are critical to the performance of the organization. Emphasis on sharing information within the supply management process, presence of marketing information systems that assist in capturing of information on real customer demand, having collaborative relationships with the service providers, emphasis on service provider professionalism, as well as emphasis on understanding the market within which companies operate and valuing the feedback from customers is the foundation upon which organizations grow and excel. How well Toyota Uganda manages the information within their business contributes to how good or strained the supplier and customer relationships would be. This would therefore create either a positive or a negative chain reaction. The response time of the suppliers to the orders placed by the company directly affects the delivery lead-time of the company to the customers and their satisfaction or dissatisfaction of these customers. Organizations must therefore rely on strong relationships and or business partnerships if they are to perform well.  
5.5 Recommendations
In this study, there were three independent variables being related to one dependent variable. Therefore, the recommendations are based on these three independent variables. 
It is recommended that Toyota Uganda Limited should improve its supply chain responsiveness in order to improve its performance in terms of units sold, profitability and market share. This can be done through lead-time management by ensuring quicker reaction time to market opportunities, quicker time to serve the customers and quicker reaction times to inquiries and complaints. In addition, by developing flexible processes and customization of customer service given the differences in customer preferences, Toyota Uganda would improve its supply chain as well.
In addition, Toyota Uganda Limited should focus on building its supply chain reliability capacity through efficient process management by continuously reviewing the supply chain processes to make them as customer service friendly as possible without undermining the quality of the service. By ensuring effective demand and forecast management through proper forecasting and planning, Toyota Uganda would be in position to optimally take advantage of the opportunities in the market it operates in. 
Lastly, it is recommended that by Toyota Uganda Limited focusing on building the supply chain relationships, its performance will improve. The supply chain relationships can be built through effective and efficient information management, supplier relationship management and customer relationship management. This ensures that the company has close networks both upstream and downstream of its chain which promotes sustainability in business.
  5.6 Limitations of the study

The study focused on supply chain efficiencies and performance of Toyota Uganda Limited. The challenges faced by Toyota Uganda Limited may be unique to it. Therefore, it may not be clear-cut to generalize the findings.
Some of the respondents in the beginning did not find it necessary to exhaustively explain their opinions because the researcher like them was an employee of Toyota Uganda Limited whom they expected to be aware of the issues under investigation. The researcher however overcame this by reminding the respondents of the importance of their opinions to ensure the researcher’s objectivity in presenting the findings of the study.  
Scheduling of interviews with the top management was difficult as a result of their busy schedules. The researcher improvised by meeting most of these key informants very early in the day, during lunch breaks and in the evening after working hours. There are those however the researcher was unable to interview despite several attempts at rescheduling the interview appointments.
There could also be moderator and intervening variables that may have influence on the performance of Toyota Uganda Limited that this study did not address.

5.7 Contributions of the study

The researcher contributed to the understanding of how supply chain efficiencies influence performance of automobile distributorships in Uganda, and Toyota Uganda specifically. Toyota Uganda is one of the major players in the automobile industry in Uganda and a benchmark for most of the other automobile distributorships. Hitherto, little was known about this subject in the automobile industry in Uganda.

The study also contributed to the academic knowledge in the field of supply chain efficiencies and performance of automobile distributorships in Uganda, which until now had little known about it.

The management of Toyota Uganda were also able to operationalize the supply chain efficiencies into components or areas they need to give serious attention in order to improve the performance of the company.
5.8 Areas for further research

The researcher defined supply chain efficiencies in terms of responsiveness, reliability and relationships, borrowing from Christopher’s (2005) 4R principle. The fourth R, resilience was not included in this study, which needs to be investigated in future studies.

The study was also limited to the automobile distributorships that deal in brand new vehicles in Uganda. A future study for dealerships in used vehicles is recommended.

The researcher relied on interviews, questionnaires and documentary reviews as the methods of data collection. Future research using other data collection methods is recommended.

The study only investigated the influence of supply chain efficiencies on the performance of automobile distributorships in Uganda. There are other factors that could affect the performance of the automobile distributorships other than supply chain efficiencies that could be investigated in future studies.

The study only focussed on one revenue centre of Toyota Uganda Limited that is the Unit Sales department. Another comprehensive study for the whole business is recommended to get a holistic understanding of the issue.
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APPENDICES

Appendix I: Questionnaire for Toyota Uganda staff
Dear respondent,

I am a graduate student at Uganda Management Institute carrying out research on Supply Chain Efficiencies and Performance of Automobile Distributorships in Uganda: A Case of Toyota Uganda Limited. You have been selected to participate in the study. All information will be used for purely academic purposes and will be treated with utmost confidentiality. In order to ensure anonymity, please do not write your name or any identifying marks on this questionnaire.

Thank you


Raymond Lwere

SECTION A:
Background information about the respondent

Respondent’s Profile

1. Gender:      Male

 Female
(Please tick)
2. Length of service at Toyota Uganda (Please tick)
    Under1 year
 1 to 2 years
 2 to 3 years
   Over 3 years

3. Staff category:
   Productive (Sales staff)    Non-Productive (non-Sales staff)
Instructions: From question 1 - 9, please tick (√) on a scale of 1 – 5, how strongly you agree or disagree with the statement given.
1 = Strongly Disagree 2= Disagree 3= neither Agree nor Disagree 4= Agree 5= Strongly Agree 
	SECTION B: Supply Chain Responsiveness
	5
	4
	3
	2
	1

	1. At Toyota Uganda lead-time is an important aspect of 
Performance
	
	
	
	
	

	2. At Toyota Uganda the time it takes to fulfil a customer’s

order is clear  
	
	
	
	
	

	3. At Toyota Uganda lead-time determines the customer’s 
decision to place an order 
	
	
	
	
	

	4. At Toyota Uganda the supply management processes are 
flexible to allow fulfilment of customer orders
	
	
	
	
	

	5. At Toyota Uganda flexibility of processes is critical in 
determining how fast customer orders are fulfilled
	
	
	
	
	

	6. At Toyota Uganda flexibility of processes influences the 
customer’s decision to place an order 
	
	
	
	
	

	7. At Toyota Uganda understanding of customer requirements
 is a vital aspect of the ordering process
	
	
	
	
	

	8. Toyota Uganda’s demand management process has the 
capacity to fulfil different customer requirements
	
	
	
	
	

	9. Customization of customer service influences the 
performance of Toyota Uganda.
	
	
	
	
	


Instructions: Question 1 - 9, please tick (√) on a scale of 1 – 5, how strongly you agree or disagree with the statement given.

1 = Strongly Disagree 2= Disagree 3= neither Agree nor Disagree 4= Agree 5= Strongly Agree 

	SECTION C: Supply Chain Reliability
	5
	4
	3
	2
	1

	1. Toyota Uganda has clear supply management standard
 operating procedures 
	
	
	
	
	

	2. At Toyota Uganda clear standard operating procedures
 in supply management are vital for good company 
performance
	
	
	
	
	

	3. Toyota Uganda staff are aware of their responsibilities in 
the process of fulfilling customer orders  
	
	
	
	
	

	4. Toyota Uganda’s supply management process has the 
capability for predicting future customer demand
	
	
	
	
	

	5. At Toyota Uganda there is a system in place for planning
Demand
	
	
	
	
	

	6. Toyota Uganda has the capacity to meet customers’ 
demand all the time
	
	
	
	
	

	7. At Toyota Uganda forecasts of customer demand

are always conducted  
	
	
	
	
	

	8. At Toyota Uganda forecasts of customer demand have 
always been under estimated
	
	
	
	
	

	9. At Toyota Uganda forecasting influences performance 
	
	
	
	
	


Instructions: Question 1 - 9, please tick (√) on a scale of 1 – 5, how strongly you agree or disagree with the statement given.

1 = Strongly Disagree 2= Disagree 3= neither Agree nor Disagree 4= Agree 5= Strongly Agree 

	SECTION D: Supply Chain Relationships
	5
	4
	3
	2
	1

	1. At Toyota Uganda there is emphasis on sharing information
 within the supply management process
	
	
	
	
	

	2. At Toyota Uganda information gathering is a responsibility
 of a few individuals within the supply management process
	
	
	
	
	

	3. Toyota Uganda’s marketing information systems  assist in
capturing of information on real customer demand
	
	
	
	
	

	4. At Toyota Uganda we have an adversarial relationship with
 our service providers (suppliers and freight forwarders)
	
	
	
	
	

	5. At Toyota Uganda we have a collaborative relationship
 with our service providers (suppliers and freight forwarders)
	
	
	
	
	

	6. At Toyota Uganda there is emphasis on  service
 provider professionalism 
	
	
	
	
	

	7. At Toyota Uganda there is emphasis on understanding
 the market within which we operate
	
	
	
	
	

	8. At Toyota Uganda customers are offered value for money 
	
	
	
	
	

	9. At Toyota Uganda feedback from customers is valued 
	
	
	
	
	


Instructions: Question 1 - 7, please tick (√) on a scale of 1 – 5, how strongly you agree or disagree with the statement given.

1 = Strongly Disagree 2= Disagree 3= neither Agree nor Disagree 4= Agree 5= Strongly Agree 
	SECTION E: Performance
	5
	4
	3
	2
	1

	1. Toyota is the customers’ favourite motor vehicle brand in
Uganda
	
	
	
	
	

	2. At Toyota Uganda selling at any cost without regard for
 customer needs is the norm 
	
	
	
	
	

	3. Price charged by Toyota Uganda reflects the value 
perceived by the customers  
	
	
	
	
	

	4. At Toyota Uganda minimization of costs to promote
 profitability is emphasized
	
	
	
	
	

	5. At Toyota Uganda there is emphasis on customer 
retention through various marketing programmes 
	
	
	
	
	

	6. At Toyota Uganda there is no emphasis on new customer 
acquisition 
	
	
	
	
	

	7. At Toyota Uganda corporate social responsibility is a 
critical aspect of company performance
	
	
	
	
	


Thank You.

Appendix II: Questionnaire for Toyota Uganda customers

Dear respondent,

I am a graduate student at Uganda Management Institute carrying out research on Supply Chain Efficiencies and Performance of Automobile Distributorships in Uganda: A Case of Toyota Uganda Limited. You have been selected to participate in the study. All information will be used for purely academic purposes and will be treated with utmost confidentiality. In order to ensure anonymity, please do not write your name or any identifying marks on this questionnaire.

Thank you


Raymond Lwere

SECTION A:
Background information about the respondent

Customer Profile

1. Gender:      Male

 Female
(Please tick)
2. Your Purchases at Toyota Uganda fall under the following customer category.  (Please tick)        Individual
 Corporate
   Government

UN/NGO           Others
3. You have been Toyota Uganda’s customer for: (Please tick)
       Under 1 year
 1 to 2 years
 2 to 3 years
   Over 3 years



Instructions: Question 1 - 8, please tick (√) on a scale of 1 – 5, how strongly you agree or disagree with the statement given.

1 = Strongly Disagree 2= Disagree 3= neither Agree nor Disagree 4= Agree 5= Strongly Agree 
	SECTION: Performance
	5
	4
	3
	2
	1

	1. Toyota Uganda’s vehicle sales department speed of 
service meets my/our expectations
	
	
	
	
	

	2. Toyota Uganda has flexible vehicle sales processes 
	
	
	
	
	

	3. My / Our service experience at Toyota Uganda 
vehicle sales department is exceptional
	
	
	
	
	

	4. Toyota Uganda most of the times has sufficient stock to 
meet my/our order requirements  
	
	
	
	
	

	5. My/our account manager at Toyota Uganda vehicle sales 
department regularly updates me/us from the moment I/we
 place an order until this order is fulfilled
	
	
	
	
	

	6. Toyota Uganda values my/our feedback every time I/we 
buy a vehicle
	
	
	
	
	

	7. Toyota is my/our preferred motor vehicle brand in Uganda
	
	
	
	
	

	8. Toyota Uganda charges comparative prices for the new 
vehicles 
	
	
	
	
	

	9. I would recommend Toyota Uganda to a colleague / 
to another organisation
	
	
	
	
	


Thank You.
Appendix III: Interview Guide
1. a) How would you describe the Toyota Uganda Supply Chain? Why?
1. b) What processes are in place within the Toyota Uganda Supply Chain to ensure quick response to unique customer enquiries (needs)? How often are these processes reviewed?
2. How is market demand for Toyota Uganda’s products predicted?
3. Are there instances of failure to meet customer demand? How do you deal with these instances?
4. How is information managed within the Toyota Uganda supply chain?
5. Describe the relationship between Toyota Uganda and their vendors and customers.
6. What are the key performance indicators for the Toyota Uganda supply chain? 
7. Does Toyota Uganda have the right people to meet these performance expectations? Explain.
Appendix IV: Documentary Review Guide

1. Supply chain related Standard Operating Procedures (SOPs)

2. Forecasting / Demand Planning reports

3. Sales records

4. Customer sales charter

5. Stock / Inventory records

6. Customer Service Index reports

7. Rundown and SSOP reports

8. Sales budget reports

9. Human resource policy

10. Retail sales pricing (RSP) and competitor equivalent pricing (CEP) reports

11. Minutes of weekly sales meeting

12. CSR bulletins / reports

APPENDIX V: Reliability results for customer questionnaire
	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.798
	.804
	9


Source: Primary data
APPENDIX VI: Responses on Performance of Toyota Uganda Limited by the customers

	Performance of  Toyota Uganda Ltd from

 the customers’ perspective
	Percentage response

(%)
	Mean
	Std

Dev

	
	Agree
	Not sure
	Disagree
	
	

	Toyota Uganda’s vehicle sales department speed of service meets my/our expectations
	100.0% 
	
	
	4.55
	.522

	Toyota Uganda has flexible vehicle sales 

Processes
	91.0% 
	9.0%
	
	4.18
	.603

	My / Our service experience at Toyota 

Uganda vehicle sales department is exceptional
	100.0% 
	
	
	4.45
	.522

	Toyota Uganda most of the times has sufficient 

stock to meet my/our order requirements  
	91.0% 
	9.0% 
	
	4.27
	.647

	My/our account manager at Toyota Uganda vehicle sales department regularly updates me/us from the moment I/we place an order until this order is fulfilled
	91.0% 
	9.0% 
	
	4.18
	.603

	Toyota Uganda values my/our feedback every 

time I/we buy a vehicle
	82.0% 
	18.0% 
	
	4.18
	.751

	Toyota is my/our preferred motor vehicle brand 

In Uganda
	100.0%
	
	
	4.73
	.467

	Toyota Uganda charges comparative prices 

for the new vehicles
	55.0%  
	
	45.0% 
	3.82
	.874

	I would recommend Toyota Uganda to 

a colleague / to another organisation
	100.0% 
	
	
	4.36
	.505


Source: Primary data
For interpretation purposes, the researcher combined both agree and strongly agree to refer to the respondents who agree, while strongly disagree and disagree were combined to represent the respondents who disagree. Respondents who could neither agree nor disagree for interpretation purposes were referred to as not sure and were not combined. The mean scores above three reveal agreed responses while below those three reveal divergences (mixed responses). The standard deviation values above one reveal communalities (more of agreement) and the value below one reveal divergences.

From table 15 above, the responses suggest that the vehicles sales department on the whole meets the performance expectations of the customers. All the performance indicators are above a mean score of 4 except one that was measuring the price charged that scored 3.82. Statements 1, 3, 7 and 9 were strongly supported compared to the others. This means that Toyota Uganda customers and generally happy with the way they are handled. This therefore suggests that notwithstanding the strong brand, customers service at Toyota Uganda is not taken for granted and therefore the customers feel valued as suggested by the responses they gave.




                         INDEPENDENT VARIABLE			         DEPENDENT VARIABLE


                     (SUPPLY CHAIN EFFICIENCIES                                    (PERFORMANCE)


Supply Chain responsiveness


Lead-time management


Flexible processes


Customization of customer service�
�
Supply Chain Reliability


Process  management (Clear Processes / SOPs)


Demand management


Forecast management�
�
Supply Chain Relationships


Information management


Supplier relationship management


Customer relationship management�
�



                    Figure 1: Conceptual Framework


                   Source:  Adopted from Christopher (2005) and Modified by the researcher
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