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1.0 EXECUTIVE SUMMARY

Company Background

Mchenchi Company Limited is a going concern business with more than 5 years in operation. Its
mission isto supply market and sell second hand bales to all its potentiél and prospecting customers.
The company has its head office located at Mlango Moja Area, Nyamagana District in Mwanza region
the company through support from NCBA Bank is constructing a petrol station at lgoma just adjacent

to the lake Qil petrol station

The company has been importing second hand bales from various suppliers around the world in order
to meet with the product requirements of its potential and prospecting customers, the company
through its operations has built a strong customer and supplier base that has enabled the company to
grow both in sales volume and accumulation of wealth. The company was started up among other
reasons to market and sell second hand bales and now through experience and exposure plans to
establish a transportation business. And in this regard plans to add to his current fleet a total of 20
trucks. The trucks shall be used in strengthening his supply chain by transporting bales from Dar-Es-
Salaam port to Mwanza and as well transpo"rting fuel from various suppliers in Dar-Es-Salaam to his

petrol Station located at Igoma in Mwanza.

Through the start up of the transport business will see the company expand its income sources for the
overall growth of the company and sustainability.

The planned transport project will benefit the directors, employed personnel and the community as a
whole, some of the community member’s shall benefit directly as some of them shall be employed by
the petrol station, transport business and others shall indirectly benefit through the operations of the

company.

Mchenchi is the managing director of the company and has been at the forefront of its day to day
management and supervision of all its activities though the overall management and supervision of
the company is vested in the Board of directors which is charged with the task of formulating from
time to time its policies and providing general guidelines to top management and its related technical
departments in ensuring the smooth centering of all realistic decisions relating to social, economic and

manpower development
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The overall objective of the company is to maximize returns through; the sale of second hand bales,
sale of petroleum products and transportation business to all her customers as well as promoting both
social and economic development of a Tanzanian community through participéting in these business
ventures. _ _

The directors have already acquired finances from NCBA bank amounting to Tzs 500 Million for the
construction of the petrol station at Igoma and further plan to invest Tzs 1.5bn to purchase 20 trucks

that shall be used in the transportation business.

The financial analysis projection shows that the project is viable and bankable, since it's able to repay
the loan and interest and is able to remain with positive net cash flows that can be reinvested for

business expansion and growth.

It is expected that with all the conditions that call for the success of the business being constant, then
the business will be growing at a very high rate hence ensuring continued supply and provision of
second hand bales, petroleum products and transportation and at the same time ensuring profitability

growth and overall business sustainability.

1.1 Industry and Business Overview

1.1.1 a) Petroleum Industry Overview

Tanzania is endowed with diverse energy resources including biomass, natural gas, hydro, coal, geothermal,
solar and wind, uranium, much of which is untapped. Wood-fuel accounts for up to 90% of total national energy

consumption, with about 2% from electricity and 8% from petroleum products.

Whereas Tanzania has plentiful natural gas, coal, hydropower, solar and biomass resource potential, it has one
of the world’s lowest levels of electricity consumption per capita. Considerable scope exists for accelerating
electrification to meet the growing demand especially in the rural areas through off-grid solutions. Investment
opportunities exist for developing hydropower dams, solar photovoltaic systems, biomass based co-generation

in sugar, wood, and tea factories to provide electricity.
i Energy Consumption

Energy consumption in Tanzania exhibits a pattern observed in most developing countries whereby biomass

energy dominates. Consumption pattern is as follows:

M

MCHENCHI COMPANY LIMITED - Business Plan 2022. Page 5



* Biomass based fuels [mainly wood fuel and charcoal] accounts for about 90% of the total national energy

consumption

e Commercial energy accounts for 10% of which:-petroleum: 8%-electricity 2% [from hydro, natural gas, diesel,

solar, biomass etc.]-coal: negligible
ii. Petroleum Downstream

Petroleum downstream was liberalized in, 2000 to allow oil marketing companies operating in the country to
import and supply petroleum products as well as set prices in accordance with the market forces. The petroleum
downstream sub-sector is still undergoing reforms, the Government’s role remains that of putting in place
appropriate policies and institutional and legal framework attract private sector investments, taxation and
monitoring of petroleum distribution operations and supplies. In 2008 the country is estimated to have used

about 1.7 million tonnes of petroleum products.

Production of gas is now taking place at the Songo Songo and Mnazi Bay where gas is used in electricity

generation and for thermal application in more than 25 Dar Es Salaam based Industries.

The petroleum downstream sub-sector is governed by the Petroleum Act. 2008, The Act provide guidance on
petroleum industry development in Tanzania and reflect the principles embedded in the National Energy Policy,

2003.
iii. Petroleum Upstream

Exploration and production of petroleum is governed by the Petroleum [Exploration and Production] Act of
1980. Petroleum exploration activities started in the country since early 1950s when BP drilled number of wells
along the coast and in the island of Zanzibar and Mafia. Although no liquid hydrocarbons have been discovered,

three gas fields have so far been discovered which are Songo Songo, Mnazi Bay and Mkuranga gas fields.

Tanzania Petroleum Development Corporation [TPDC] is responsible on behalf of the Government to oversee
the development of petroleum exploration and production activities in the country. Currently there are 14

exploration companies operating in the country.

e e e e e e ——— e ———————
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iv. Petroleum Products Demand In Tanzania

Currently, the monthly demand for petroleum products in the country is about 128,000 Metric tons. Assuming
that 100% of the petroleum requirements pass through the Kurasini Oil Jet (KOJ), and assuming that
requirement for the transit trade is for 300,000 MT per Year (25,000 MT per month), the readily available
capacity in Dar Es Salaam (less 3 depots under construction) can handle 61 days-stock products. Companies can
thus stock 30 days’ products and remain with an operating ullage for 30-35 days. It may be noted that ordering
and receiving a cargo from the Middle East takes a period of 15-21 days. The above analysis has not taken into
account that at least 15%-20% of the country’s petroleum requirements are received through Tanga, Mwanza
and Musoma ports.

On the other end, TIPER plans to rehabilitate crude oil tanks which will add up storage by about 170,000 metric
tons. Assuming that the total additional storage (TIPER, MGS, GBP and Camel) is brought on stream, Dar Es
Salaam will have a storage capacity of more than 500,000 MT in the near future. It may therefore be concluded
that the available storage capacity in the country is adequaie to cover the country’s storage capacity for the

period of at least 15 years if well managed and utilized.
V. Characteristics of petroleum products retailing

Petroleum pricing in Tanzania is liberalized. Operators within each category (importers, wholesalers, retailers)
usually have a similar cost structure. These include the cost of importation (FOB, 1&F), handling charges, taxes
and levies for importation and unloading, usual costs of storage, transportation and retail. Finally, operators are
also covering their margins. It is estimated that there are between 500 and 700 petrol stations. These are owned
by either major companies (including multinationals), or by private individuals. After liberalization, the number
of large petrol stations has mushroomed. Many of those have been constructed in residential areas, thereby
threatening public safety, health and environment. It is also noted that not all petrol stations display prices and

many of them have no amenities such as tyre inflators or toilet facilities.

1.1.1b Transport Industry Overview

The Tanzanian transport sector comprises surface transport (including roads, railways), inland

waterways (lakes and rivers), air transport, and sea transport. Tanzania’s transport sector contributed

8.1% to the country’s real GDP in 2018 with USD 3.8 billion, compared to USD 2.8 billion in 2014,

representing an increase of 33%. Main growth drivers include the increase in the number of passengers

carried and freight handled through road transport. According to Tanzanija’s 2025 Development Vision,
_ investments in infrastructure, particularly in the development of the road network, are the

Government’s top priority.

_W
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The World Bank (WB) and the African Development Bank (AFDB) support Tanzania in achieving its
infrastructure development goals by providing grants and credits for projects. Tanzania Road Transport
is the most widely used form of transport in Tanzania, carrying over 90% of the passengers and 75% of
the freight traffic in the country. The road network in Tanza nia currently comprises 86,472 kilometers
of roads, of which 12,786 kilometers are trunk roads, 21,105 kilometers are regional roads and the

remaining 52,581 kilometers are district, urban and feeder roads.

Tanzania’s Ministry of Works, Transport, and Communication through the Tanzania National Roads
Agency (TANROADS) is managing the national road network of about 33,891 kilometers, comprising
12,786 kilometers of trunk and 21,105 kilometers of regiohai roads. The remaining network of about
53,460 kilometers of urban, district and feeder roads is under the responsibility of the Prime Minister’s

Office Regional Administration and Local Government (PMO-RALG).

Tanzania Rail Transport Railway transport is the second most important mode of transport after road
and critical for long distance freight along the main transport corridors in Tanzania. Tanzania has a total
of 3,676 kilometers of railway lines operated by two railway systems, Tanzania Railways Corporation
(TRC) and Tanzania — Zambia Railways (TAZARA). The mainline of TRC comprises the central corridor
between the port of Dar Es Salaam in the east, linking central and western areas of the country and
terminating at Kigoma on Lake Tanganyika in the west. The TAZARA line is 1,860 kilometers in length,
of which 975 kilometers is in Tanzania and 885 kilometers in Zambia. Tanzania Air Transport The total
number of air passengers in Tanzania reached 6.2 million in 2019, compared to 5.2 million in 2015,
representing an increase of 18%. Currently (2020), there are 19 airline operators in Tanzania, including
some of the leading international air carriers such as British Airways, KLM, Qatar Airways, and SWISS.
There are 58 airports in Tanzania and more than 300 private airstrips owned by mining companies and
tour operators. The Julius Nyerere International Airport (JNIA), located in Dar Es Salaam, is the largest
and busiest airport in Tanzania, accounting for over 70% of Tanzania’s air passengers. In August 2019,
Tanzanian President John Magufuli inaugurated Terminal 3 of the JNIA. The new terminal, which cost
USD 314 million, set the airport capacity at 8 million passengers annually. In 2019, the AFDB approved
a USD 272.12 million loan to Tanzania for the construction of a new international airport in the capital
Dodoma. The new airport will be built in the district of Msalato, 12 kilometers from the capital
Dodoma. The new facility is expected to-handle at least 50,000 aircrafts and one million passengers

per year. Tanzania Water Transport Tanzania has a coastline of about 720 kilometers on the Indian

mmm 2
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Ocean, and also borders Lake Victoria, Lake Nyasa, and Lake Tanganyika. Both sea and inland
waterways ports in Tanzania are managed and operated by the Tanzania Ports Authority (TPA). The
TPA’s main Indian Ocean ports are.Dar Es Salaam, Mtwara, and Tanga. Minor seaports serving coastal
traffic include Lindi, Kilwa Masoko, Mafia Island, Bagamoyo, Pangani, and Kwale. Dar Es Salaam is
Tanzania’s principal port with intrinsic capacity of 10.1 tonnes per year. The port handles over 92% of
the total maritime ports’ throughput. The port serves land-linked countries of Malawi, Zambia,
Democratic Republic of Congo, Rwanda, Burundi, and Uganda. These countries are connected to the
port through two railway systems (TRL-1.0 metre gauge and TAZARA-1.067 cape gauge), road network,
as well as the TAZAMA oil pipeline to Zambia. TPA also operates Tanzania’s lake ports, maintaining
around 20 ports on Lake Victoria. Some major ports include Bukoba, Kemondo Bay, Musoma, and
Nansio. Principal lake ports on Tanganyika include Kigoma and Kasanga. Additionally, there are 15
smaller ports along the lake. These ports provide trade connections between Burundi, Eastern
Democratic Republic of the Congo, and Zambia. Lake Nyasa has 4 important ports, at Itungi, Mbamba
Bay, Liuli, and Manda. There are up to 10 other smaller TPA ports on the lake that facilitate passenger

movement along the lake and between the countries of Malawi, Mozambique, and Tanzania.

1.1.2 Business Descripti“on/Project Description

Mchenchi’s general objective is to serve the local markets with exceptionally quality second hand
bales, petroleum products and transport services. The company seeks to strengthen its income sources
by selling petroleum products through its newly constructed petrol station at Igoma, Mwanza, and
through the said business plan to increase its current fleet of motor vehicles with 20 brand new trucks
that shall be used in transporting its fuel products and as well hire out to other companies. The
company plans to acquire 20 brand new trucks to boost its marketing plan and local distribution

network to deliver products to its customers.

1.2 Mission Statement
Mchenchi Company Limited strives to provide high quality products and services to all its customers in
a customer friendly environment by keeping the environment clean and engaging motivated staff that

focuses on the needs of its customers.

Mﬁ%
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1.3 Vision

To become one of the leading distributors, seller and transporter of Petroleum products and second

hand bales in the lake zone regions.

1.4 Guiding Principles ‘
Mchenchi Company Limited corporate governance and operations are guided by the following

strategic principles
i. Belief in people.
ii. Respecting the dignity and worth of ali people.
iii. Keeping it local but with a global perspective.
iv. Keeping good business ethics.
V. Search for trusted partners who share the company’s vision and working together to build
long-term relationships based on trust.
vi. Keeping our promises.
We believe that we owe it to the communities we serve, our customers, staff and government to act

with integrity and manage our resources effectively and efficiently.

1.5 Goals
1.5.1 Short term goals
> Registering our transport project with Tanzania Investment Centre (TIC) thus enjoying all the

benefits that emanate from the same
» Provide quality products and services that meet the product and price needs of our potential

and prospecting customers.

1.5.2 Long term goals
> Maintenance of high quality product and service standards and customer-care to sustain

customers and bring in new customers.
» Expand distribution network to cover more customers.
> Continuous expansion to provide further employment opportunities so as to improve living

standards of the people within the business area and its environments.

W
e  ——— ——7
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1.6 Critical Success Factors

In order for Mchenchi Company Limited to attain its goals,

i.  We will focus mainly on customers who are the core in our operations
ii.  Ensuring a stable and reliable product and services supplyto our targeted market.
iii. Experience of the directors in the business that gives us credibility.

iv.  The directors and employees have enough knowledge and experience in the business.

1.7 Entry and growth strategy
However much competition in business isn't that stiff, Mchenchi Company Limited employs
competitive pricing strategy to be able to win new customers while emphasizing quality products. The

business also emphasizes cost effectiveness in order to recover all incidental costs before charging the

price.

In order to continue growing and become sustainable, the following will always be done.

»  Providing quality products and services that will keep customers and ensure repeat business.

»  Empowerment through educ__ation (Capacity Building) )
The company offers regular training to its employees through daily training courses and staff
meetings organized to help them appreciate new knowledge and exposures

»  Prompt payments.
Also the company has established credibility with bankers for being able to guarantee prompt
and regular payment for the monies borrowed.

1.8 SWOT ANALYSIS

1.8.1 Business Strength
> Good and focused management

Good quality products and services

Reliable products and services supply

Knowledge of the local market, industry and business acumen

>
P
» Strategic business positioning
>
» Team work

>

Better strategies and structures in place

FCETT e AR AT R A A L R TSNS O ISR TS S SO N S S0 I N e S T, L S T . T ey e e e (A e e e e e e T S
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1.8.2 Business Weaknesses .
» Inadequate working capital to fully execute all the projects at hand

1.8.3 Business Opportunities
> Country’s political stability that fosters business development

7 Accessibility of funds from financial institutions
» Good infrastructure system which fosters business development and growth
» Regional integration that creates a common market

» Big and unexhausted demand

1.8.4 Business Threats
> Competition though not stiff especially emanating from other big companies

> Price fluctuations resulting from inflation
Mchenchi Company Limited will always try to capitalize on the strength, take advantage/Exploit the
opportunities, to curb the threats and alleviate the weaknesses with appropriate strategies like
increasing its product attributes, strengthening the current income sources, strengthening working

capital, timely delivery of orders and maintaining quality standards of products and services offered.

1.9 Exit strategy
In the case of unfavorable business environment in such a way that the business is required to be

winded up, the following exit strategies will be applied:

> Customer and supplier placement strategy whereby, customers and suppliers will be
smoothly handed over to another interested business as a going- concern to allow them to
continue with their activities.
Pay out any outstanding debts to creditors/suppliers.
Collect any amounts outstanding from debtors.

Sell all the inventory, machines and equipment to other firms in the same line of business.

Y ¥V V Y

The organization can also be sold as a going concern to other firms or companies.

mm
MCHENCHI COMPANY LIMITED - Business Plan 2022. Page 12




2.0 PRODUCTS [ SERVICES

One of the consumer behaviors is to maximize utility at the possible minimum costs. Mchenchi
Company Limited is looking at this with serious attention so as to meet our customers’ needs and
expectations. In so doing Mchenchi Company Limited will always provide products and services of the
required quality and distributed according to the neéds of our customérs as well as competitive prices
that will match with the products quality. Again Mchenchi Company Limited will go for “after sale
services strategy” to see the performance of our products and services, difficulties that consumers

have faced and to see to what extent consumers are appreciating our products and services.

2.1 Product/Service Description

Mchenchi Company Limited offers the following products and services;

i Second Hand bales of various products
ii. Petroleum products including;
a) Petrol
b) Diesel
c) Qil Lubricants
d) Other services like tyre fixing, motor vehicles servicing a‘nd tyre inflating

iili.  Transport Services

2.2 Unique Features of Product/Service
Mchenchi Company Limited provides products of high quality that give our customers value for money.

"Our products shall be packed and sold in high standard of packaging that portrays our company’s

image.

2.3 Proposed Products and Services
The company’s shall continue strengthening its business;

i Selling second hand Bales
ii. Sale of petroleum products including Diesel and Petrol

iii. Transportation
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3.0 THE MARKET

3.1 Industry analysis

It's estimated that Tanzania annually imports approximately 1.8 million tones of various refined
petroleum products for sale on_the local market through port of Dar-Es-Salaam. The ports of Tanga
and Mtwara are also used for the importation while other imports are brought by trucks and barges
from Kenya. Since liberation in 2000, every Company in the sector has been free to import products
in accordance with its requirements, local product prices being determined mainly by market forces.
In contrast to pre-liberalized market conditions, following the liberalization, there has been no
significant experience of fuel shortages. With respect to the consumption of petroleum products,
EWURA’s own estimates show that in addition to internal consumption, some petroleum products are
transmitted to land locked countries neighboring Tanzania. Currently there are approximately 20 QOil
marketing Companies involved in the importation and transit of petroleum products. Each Company

imports from its supplier and at its own schedule.

3.2 Market analysis

The current economy is stable emanating from its stable political situation; however, Mchenchi Company
Limited operates and shall continue to operate with a state of a strong economy stability as the products
sold are highly demanded thus the business is expected to be profitable and cash flow stable and positive
in this economic environment. Other factors related to the market are;

a) The Market is liberal and accommodates all players.
b) Unfulfilled customer demands

c) Prices are determined by forces of demand and supply

d) The competition in the market is minimal as what matters is the level of production

3.3 Distribution and Pricing 7
In a free market economy prices are determined by the forces of demand and supply, thus prices of second

hand bales and transport shall be determined by forces of demand and supply.

For, the petroleum business, the company plans to set prices basing on predetermined rates by EWURA and
shall add up a cost to cover transport charges to the destination point. However our prices shall be set within

the reasonable range of predetermined prices set by EWURA so as to remain Competitive in the industry.
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3.4 Competitor Analysis

The company’s intention is to become a leading distributor and transporter of petroleum products and

second hand bales in the lake zone regions. However, the company has competitors;

The currently existing competitors of the company are;

a) Big Companies with similar products and services
b) Retailers and Vendors in the same business these are many and scattered

c) Small scale vendors and hawkers in remote areas who tend to sell at cheaper prices

3.4.1 Competitive Advantages.
. The following are the competitive advantages of Mchenchi Company Limited;

> Experience of the directors, having enough business knowledge and zeal to do business.

> The Lake Zone and Mwanza in particular neighboring East African Countries (Kenya, Ugénda,
Burundi and Rwanda) makes the market huge

> Mchenchi Company Limited is planning to strengthen its strategic marketing and
promotional activities as a means of expanding its market

> Mchenchi Company Limited is planning to have a more effective and efficient supply chain
that will ensure timely delivery of products into the market and reliable supply of all

materials to be used by the company.

3.4.2 Barriers to Market Entry

Major barrier that Mchenchi Company Limited faces especially for the market entry is high capital
costs and adequate working capital. This business requires more capital to be abl-e to strengthen its
current operations but Mchenchi Company Limited with clear and defined strategies shall influence

the bankers to finance its plan.
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4.0 MARKETING STRATEGIES AND SALES STRATEGY

4.1 Energy Sector Overview

Tanzania is endowed with diverse energy resources including biomass, natural gas, hydro, coél,
geothermal, solar and wind, uranium, much of which is untapped. Wood-fuel accounts for up to 90%

of total national energy consumption, with about 2% from electricity and 8% from petroleum products.

Whereas Tanzania has plentiful natural gas, coal, hydropower, solar and biomass resource potential,
it has one of the world’s lowest levels of electricity consumption per capita. Considerable scope exists
for accelerating electrification to meet the growing demand especially in the rural areas through off-
grid solutions. Investment opportunities exist for developing hydropower dams, solar photovoltaic

systems, biomass based co-generation in sugar, wood, and tea factories to provide electricity.
4.1(a) Energy Consumption

Energy consumption in Tanzania exhibits a pattern observed in most developing countries whereby

biomass energy dominates. Consumption pattern is as follows:

e Biomass based fuels [mainly wood fuel and charcoal] accounts for about 90% of the total national

energy consumption

e Commercial energy accounts for 10% of which:-petroleum: 8%-electricity 2% [from hydro, natural

gas, diesel, solar, biomass etc.]-coal: negligible
4.1(b) Petroleum Downstream

Petroleum downstream was liberalized in, 2000 to allow oil marketing companies operating in the
country to import and supply petroleum products as well as set prices in accordance with the market
forces. The petroleum downstream sub-sector is still undergoing reforms, the Government’s role
remains that of putting in place appropriate policies and institutional and legal framework attract
private sector investments, taxation and monitoring of petroleum distribution operations and supplies.

In 2008 the country is estimated to have used about 1.7 million tonnes of petroleum products.

Production of gas is now taking place at the Songo Songo and Mnazi Bay where gas is used in electricity

generation and for thermal application in more than 25 Dar Es Salaam based Industries.
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The petroleum downstream sub-sector is governed by the Petroleum Act. 2008, The Act provide
guidance on petroleum industry development in Tanzania and reflect the principles embedded in the

National Energy Policy, 2003.

4.1(c) Petroleum Upstream

Exploration and production of petroleum is governed by the Petroleum [Exploration and Production]
Act of 1980. Petroleum exploration activities started in the country since early 1950s when BP drilled
number of wells along the coast and in the island of Zanzibar and Mafia. Although no liquid
hydrocarbons have been discovered, three gas fields have so far been discovered which are Songo

Songo, Mnazi Bay and Mkuranga gas fields.

Tanzania Petroleum Development Corporation [TPDC] is responsible on behalf of the Government to
oversee the development of petroleum exploration and production activities in the country. Currently

there are 14 exploration companies operating in the country.

4.1(d) Petroleum Products Demand In Tanzania
Currently, the monthly demand for petroleum products in the country is about 128,000 Metric tons.

Assuming that 100% of the petroleum requirements pass through the Kurasini Oil Jet (KOJ), and
assuming that requirement for the transit trade is for 300,000 MT per Year (25,000 MT per month),
the readily available capacity in Dar Es Salaam (less 3 depots under construction) can handle 61 days-
stock products. Companies can thus stock 30 days’ products and remain with an operating ullage for
30-35 days. It may be noted that ordering and receiving a cargo from the Middle East takes a period of
15-21 days. The above analysis has not taken into account that at least 15%-20% of the country’s

petroleum requirements are received through Tanga, Mwanza and Musoma ports.

On the other end, TIPER plans to rehabilitate crude oil tanks which will add up storage by about 170,000
metric tons. Assuming that the total additional storage (TIPER, MGS, GBP and Camel) is brought on
stream, Dar Es Salaam will have a storage capacity of more than 500,000 MT in the near future. It may
therefore be concluded that the available storage capacity in the country is adequate to cover the

country’s storage capacity for the period of at least 15 years if well managed and utilized.
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4.1(e) Characteristics of petroleum products retailing
Petroleum pricing in Tanzania is liberalized. Operators within each category (importers, wholesalers,

retailers) usually have a similar cost structure. These include the cost of importation (FOB, I&F),
handling charges, taxes and levies for importation and unloading, usual costs of storage, transportation
and retail. Finally, operators are also covering their margins. It is estimated that there are between 500
and 700 petrol stations. These are owned by either major companies (including multinationals), or by
private individuals. After liberalization, the number of large petrol stations has mushroomed. Many of
those have been constructed in residential areas, thereby threatening public safety, health and
environment. It is also noted that not all petrol stations display prices and many of them have no

amenities such as tyre inflators or toilet facilities.

4.2 Market Segments
a) Second Hand Bales

The company sells its products segmented according to location of its customers that are scattered

across the lake zone region
b) Transport Business

The transport shall be segmented according to the type of customer especially those transporting

petroleum products
c) Petroleum Business

The company shall operate in the following Market segments that are classified according to the type of

client.
1: Companies 45%
2. District Councils 30%
2. Passenger Service Vehicles 15%
3 Individual Cyclists 10%
TOTAL 100%
i . e ————— o ————————————r—————————
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4.3 Targeting Strategy : ;
Mchenchi Company Limited is an established business with business associates of suppliers and

potential customers, we will go for mass marketing strategy because we want to go after the market
as a whole with one offer that answers common needs of our customers. With this strategy Mchenchi
Company Limited meets the customers’ expectations as many of our customers shall be testing our

products at a right time and right place.

4.4 Positioning Strategy
Mchenchi Company Limited always positions its products basing on;
a) The quality of our products and services,

b) Timely deliveries.

4.5 Product/Service Strategy

This is an interesting part where one firm gets power to kick out its competitor though it is not always
easy to achieve as many of the business developers think. Mchenchi Co. Ltd shall adopt the best
product packaging to differentiate its products with the other firms. This good designing of product

packaging introduces our products in a successful way.

Our strategy will always be to sell our products within the range of customers’ expectations in terms
of quality, at the required time and expected location. This allows many consumers to access our
products and purchase them. With this strategy Mchenchi Company Limited will and is able to exploit

the unexploited market in Tanzania.

4.6 Pricing Strategy
Competitive Pricing is our major pricing strategy. As explained before Mchenchi Co. Ltd will try to

operate at the possible minimum costs of production so as to meet our pricing strategy.

4.7 Distribution Channels
Mchenchi Company Limited aims at meeting the demand and expectations of all our customers locally.
With this various method of products distribution will be used. There are number of factors that will

be put into consideration when distributing our products. The following will be put into consideration:

»  The nature of the targeted market

»  The nature of the business as well as legal issues

Lo X _-_—_-—IIE_—_:__-_—__-
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Distribution Channels to be used

a) Second Hand Bales

Distributor (Mchenchi Co. Ltd) Various customer groups

v

b) Petroleum Products

Mchenchi Petrol Station Customers- Various groups

A4

4.8 Promotion Strategy

In case of promotion both push and Pull strategies are used.

A “push” promotional strategy makes use of our business sales force and trade promotion activities to
create consumer demand for our products. We will always promote our products directly and through

our distribution network

A “pull” selling strategy is the next strategy Mchenchi shall use. This requires high spending on

advertising and consumer promotion to build up consumer demand for our products.

4.9 Sales Strategy
Our products shall be distributed as explained in the distribution channel listed above. Mchenchi’s

main objective is to maximize profit by meeting the customers need. This is done by supplying our

products to all places where they are demanded at a right time so as to meet customers’ expectations.

5.0 DEVELOPMENT AND EXPANSION STRATEGY

5.1 Development Strategy

Mchenchi Company Limited is a going concern business that has been in operation for many years;

The company has a total asset base of Tzs 2,154,651,151.00 which comprises of;
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i. Non Current Assets of Tzs 1,173,404,597 including the on construction petrol station at Igoma .

ii. Current Assets of Tzs 981,246,554

The only work remaining in the development of Mchechis transport business;
i. Purchasing 20 more brand new trucks worth Tzs 1.5 Billion

The new trucks shall be used in transporting the company’s petroleum products and others shall be
used in hiring out to other companies for increased business dealings, increased profit, growth and

overall business sustainability.

5.2 Expansion Plan

. Mchenchi Company Limited will continue to expand through;

i. Seeking for additional funds from financial institutions with the aim of strengthening its current
businesses

ii. Increasing the company’s working capital via re-investing in after tax cash flows of the business.

6.0 ORGANIZATION PLAN

6.1 The Organization
The overall management of the Company is vested in the Board of directors which is charged with the

task of formulating from time to time its policies and providing general guidelines to top management
and its related technical departments in ensuring the smooth centering of all realistic decisions relating

to social, economic and manpower development.

In order to ensure efficiency of staff, management continuously motivates staff and always tries to
build capacity in areas of customer care and quality. Bonus and other incentives are means of boosting

employee’s morale.
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6.2 Personnel

Mchenchi Company Ltd shall have the following employed staff combined

i Second hand bales business
v 5 customer assistants

ii. Petroleum and Transport Business

25 turn boys

v Managing Director

v Supervisor/Station Manager
v Cashier cum accountant

v 5 Pump attendants

v 2 Cleaners

v 25 Drivers

v

v

3 Security Guards
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