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CHAPTER ONE
1.1
BACKGROUND OF THE STUDY


Regardless of how good product may be, it is of little use to customers if it is not found at where he wants it and when he wants it. For simplicity, we will use the term “Place” to refers to all the thing that go into providing time, place and possession utilities that are needed to satisfy target customer just as we use product to mean total product offered.

Place decision may be concerned with the location of marketing facilities and the solution, use of marketing specification including transportation, storage facilities,         wholesalers and retails.

There are many definitions of channels of distribution some will be cited because each definition in it own way conveys a bit about the concepts.

Channels are methods or system that people use to get information or communicate it to some specified set of people or individual.

Distribution means distributing something to some particular set of people.

Channel of distribution is an organized network of people or organization that performs all the marketing functions and activities required in ensuring the movement of good from manufacturers to consumers.

Channels of distribution is also defined as the growth of intermediaries who move good from producers to consumers channels are perceived by some group as made up of intervening agents who facilitates sales.

In our review, we shall define channels of distribution as the path taken by the title ownership in moving goods from producer to consumer.

The Channels of distribution of consumer goods therefore, in its most meaningful and simple form is the course taken in the transfer of a commodity. This rate include both the manufacturer and the ultimate consumer as well as anyone in between this kind of channels. Goods and services cannot be marketed without the performance of market function.

To understood this, one has to remember that marketing is the performance of activities to facilitate exchange processes. Whenever we are talking of facilitating exchange process, invariably we are thinking of channels of distribution. It is importance to keep two things in mind.
1. Channels are coalition of marketing institutions (firms or agencies).
2. Collectively or independently performing marketing function (Merchandising, promotion, physical distribution) in order to move goods from producer to target consumers.
This diagram suggested form of possible channel.



The first channel (manufacturer to consumer) is a direct channel of distribution such channels are established when manufacturers sell through mail order by catalogue or with their own field sales. E.g Aven Cosmetics.
In another channel, producers sell to retailers who in turn sell to consumer. This channel represent the path taken by good handles by departmental stores.

The third channel is where wholesalers deal directly from the producers to retailer who make the goods available to target consumer. That is the traditional method where by goods have been distributed in many countries. It is still the prevalent retailer such as clothing, specialist shop (hairstyle) drugs etc.
Other channel also provide different ways of reaching final consumer. These channels suggest possible ways which has so many possible variations too. The possible variation should not be seen as a competitive channel. Each should be considered a separate possible channel to reach a particular target market. Producers may adopt any one or more to these channels to have their goods reach final consumer as large quantity as possible. But the channel chosen must deliver goods and provide all the marketing functions.
1.2
AIMS AND OBJECTIVES OF THE STUDY

The aims and the project is to examine the distributions channel of consumer goods and to be able to differentiate between the goods channels in different form.
1.3
SIGNIFIANCE OF THE STUDY


The importance of examination of distribution channel of consumer goods is to know how goods are getting to the consumer through the channel of distribution of middlemen. The distributional channel are the key process through which good are available for consumer without the channel the goods would not be realize in so many market.
1.4
SCOPE OF THE STUDY


Perhaps the most obvious point to note is the fact that this study is selective. Therefore, it takes a global view of examination of distribution channels for consumer goods, since the goods produced go through some process of distribution and enhances distribution channel.

It is pertinent to point out therefore, that this resulted only to the examination of distribution channels of consumers goods.
1.5
LIMITATION OF THE STUDY


It is very important to note that this project does not generally consider the examination of distribution channels for all goods. But it emphasis basically to the study of examination of distribution from channels  of consumer goods.
1.6
DEFINITION OF KEY TERMS


When carrying out the exercise of examining distribution channels, evaluation of certain key terms are borne in mind by the term charged with the responsibility. Among them are the following.
i.
Quality


It refers to the suitability of an item and its intended purpose. Hence, quality have include ability and willingness of the suppliers to meet buyers specification. This refers not only to the total amount of the goods but also the schedule amount to which goods are required.

Thus, a channel who might be able to provide the quantity specified would not be a satisfactory channel from the point of view of quantity.
ii.
Price

A price is the value at which a commodity is acquired. Thus a price is good only if it is the lowest price offered for a desire     quality                                                                         and accompanied by sufficient useful services.
iii.
Time

The manufacturing of consumer goods is expected to select a reasonable channel that can meet up with the time schedule for delivery and take every reasonable action to ensure the product reach the targeted consumer at appropriate time.
iv.
Financial Capacity

If the supplier of goods through a chosen channel has cash flow problem he may have difficulty in paying his account subsequently in provision of ware house this may affect the delivery time and possibly the quality of the goods.
v.
Location


The geographical location of the suppliers is another consideration transportation from producers to ultimate user is subjected to many risk.
CHAPTER TWO

2.0
LITERATURE REVIEW


Channel of distribution becomes very importance and more prominent when the consumer lives far way from the producers. This channel of distribution are among the most complex and challenging decision facing an organization apart from the fact that each channel system produces a different level of sales and cost.

According to Michael J. Elzel inter-nation Marketing 11th edition (1987) defined “Channel of Distribution as a set of people and firms involved in the ultimate consumer”. It always includes both producer and the final consumer for the product. In its present form as well as any middlemen such as retailers and wholesaler.

Another definition by William J. Stanton in international marketing described “Channel of distribution as the route taken by the little to the product as it moves from manufacturers to the targeted consumer”. This meaning that channels of distribution will always also involve middlemen in varying numbers.


Philip Kottler also define “Channel of distribution as a group of institutions which perform all the activities utilized to move good from production to consumption”.

Another was given by Porag Diwan in Marketing Management (1999) as different levels of good undertake getting to the consumer i.e manufacturer to wholesaler level to retailer level and lastly to the consumption level.

This deciding on the rates that a company products should follow to the consumer or user at times becomes very difficult issue for the marketing manager or sales manager as the case may be, but certain routes/channels are open to any producer who has responsibility to perform.

In a situation where Mr. Felix who lives in Port-Harcourt has seen the advertisement for Lubcon Oil Ltd which are produced in Offa, do we expect Mr. Felix to travel all the way from his destination to Offa in order to buy just one packet of Lubcon Oil Ltd to entertain his visitors? No, that will be two expensive and impossible which implies that the producer of Lubcon Oil Ltd must find any of the available channels for consumers and product to a location convenient for consumers and ensure their customer enjoy place and time utilities.
2.1
IMPORTANCE OF CHANNELS OF DISTRIBUTION
-
Channel of distribution minimizes the total number of transaction necessary to market products.
-
Channel are exchange experts as they make transaction more efficient in distribution of products.
-
It provide to create four forms of utility for the consumer i.e form, time, place and possession.

-
Without intermediaries many manufacturers would not be able to distribute their goods.

Most distribution channel includes middlemen, but some do not. A channel consisting of producer and final consumer is called direct distribution channel while the one involving at least one of middlemen is called indirect distribution channels.


According to Micheal J. Etzel & Brule J. Walker, they still discuss that activities of middlemen in the cause of channeling foods cannot be eliminated. Middlemen came out distribution channel activities better and more cheaply than either producer to customers. Moreover, it is usually not practical for a producer to deal directly with ultimate consumer. Buyer of necessities could be very difficult if the channel of distribution were not properly selected i.e. supermarket station, sales outlet etc.

A channel of distribution serves as a means of getting product/goods more closer to the ultimate consumer conversely, they serve as sales specialist for their producers. Consider the sales role performed by cosmos and sons a distributor of Lubcon Oil Ltds in the whole of muslim area selling a huge quantity to the retailers and ultimate consumer.

Beside producer, middlemen and final customers, other institutions engage in the distribution process. Among these intermediaries are banks, insurance company, storage firms and transportation companies. However, because they do not take little to the production and are not actively involved in sales activities these intermediaries are not finally included in the distribution channel.
2.2
APPROACHES TO DISTRIBUTION CHANNELS

According to Micheal J. Etzel in order to outdo competition and satisfy customers a well designed and organized approach is required, which follow a for sequence as follows:
1. Specifying the role of distribution: A channel strategy should be designed within the context of the entire marketing mix. Firstly the firm’s marketing objectives are reviewed, then role assigned to product, price and promotion are specified.

2. Selecting the types of channel: once distributions role in the overall marketing program has been agreed on the suitable types of channel for the production must be determined. At this point in the sequence a firm need to decide whether middlemen will be used

3. Determine intensity of distribution: this relates to intensities of distributions, that is the numbers of middlemen used at the wholesale and retails level is a particular territory. These words be used to determine the target market’s buying behavior and the nature of the product and ability to satisfy prospective customers.

4. Choosing specific channel members: the last decision is selecting specific firm to distribute the product. For each types of institutions there are usually numerous specific companies from which to choose. In these design sequence the first decision relate to broad marketing strategy, the second and third to channel strategies and the last to specific tactics. Illustrated below.
VERTICAL MARKET SYSTEM IN DISTRIBUTION CHANNEL

Historically, distribution channels stressed independence of individual channel members. That is a producer used various middlemen to achieve its distribution objectives. However, the producers typically was not concerned with middlemen’s needs-conversely, wholesales and retailers were more interested in maintaining their freedom than in co-ordinating their activities with a producers.

These decision of distribution channel provided an opportunity for a new type of channels.


Vertical marketing system (vms) is tightly coordinated distribution channel designed specifically to improve operating efficiency and distribution effectiveness FORMS OF VMS (vertical marketing system)

1. Corporate vertical marketing system: a firm of one level of channel owns the firm at the next level or owns entire channel.
2. contractual vertical marketing system: independent producers wholesalers, retailers operates under contracts specifying how they will try to improve the effectiveness and efficiency of their distribution.
3. administered vertical marketing system: coordinates distribution activities through.
i.
Economic power of one channel member
ii.
Willing cooperat6ion of channel members

2.4
FACTORS AFFECTING CHOICE OF CHANNEL

If a firm is customer oriented, if channels are determined by consumer of buying patterns. The nature of the market should be the key factor in management of choice of channel which are as follows:
a.
Market consideration: this consider the target customer it need structure and buying behavior
-
Types of market
-
Number of potential customer

-
Geographical concentration of the market

-
size of colour

b.
Middlemen consideration

-
service provided by middlemen

-
availability of desired middlemen

-
producers and middlemen

c.
product consideration

-
unit value

-
Perishability

-
Technical nature of the products

d.
Company consideration: Before choosing a distribution channel for a product a company should consider its own situation

-
Desire for channel control
-
Using non-traditional channel

-
Forming joint ventures

-
Ability of management

-
Financial resources

2.5
DETERMINING THE INTENSITY OF DISTRIBUTION CHANNEL


Having decided on what distribution channel to adopt a company has to decide on what types of middlemen to use and the number of the middlemen needed at each level of the channel i.e. whether or not to use wholesalers, agents and or retailers to be selected or appointed.

We have three options to choose from:

· intensive distribution

· Exclusive distribution

· Selective distribution

Intensive distribution: involves distribution or sale through all available outlets in the distribution channel i.e. all available retail outlets willing to carry the goods are used without restriction, the same treatment goes to all available whole sales who wish to carry the goods.


The main purpose for this method of distribution is to have minimum exposure of the product to sales possibilities. It is use in filling sweet, chewing gum, cigarette etc.
Exclusive distribution: this is to the use of appointed agent (dealers), to distribute goods within a given geographical areas. That means that consumers or a wholesalers can’t get such good except though the appointed distributor.
Reasons

· To enhance highly quantity image of the product
· To enable producer exercise direct and more effective control of distributors in organizing promotion, credit services and pricing.
· It increase the sales level of the producer at a geometic rate as a result of aggressive selling
Selective distribution: Here distributors are restricted to a chosen number of retailers who have certain criteria.


Therefore, a channel of distribution can be defined as the route which a producer passes from the areas of production to the area of consumption. It can be seen that a distance developed between the producer and consumer and the only link is the intermediary which are wholesaler, distributors, retailers or even salesman.

We can therefore say middlemen perform vital roles that goods are available to the consumers at the right place, time, appropriate qualities and prices.

Deciding on the routes that a company7 product should follow to the consumer or users at time becomes a very difficult issue for the marketing manager or sales manager as the case may be but certain routes channel are open to any producers who has this responsibilities they are as follows:
i. Direct channel: the channel connects the seller with the buyer without having to go through middlemen.
ii. Indirect channel: this enable producer to give the responsibility of facilities to middlemen to middlemen to perform such function.
2.6
MERIT AND DEMERITS OF EXISTING CHANNEL OF DISTRIBUTION
2.6.1
The manufacturer who seeks to by pass the wholesalers in the merchandising and programming performed by the wholesalers in the distribution system to eliminate the wholesaler activities is rather exceptional, manufacturer must establish their own branch ware house and branch office, by this they have only eliminated the independent wholesalers or distributors but their activities still remain.

Without the wholesalers manufacturers will probably have to operate a larger accounting and credit department, than could be necessary with the aid of wholesalers. Very likely they will have to absorb more freight and handling charges, hire more salesman, provide better warehousing facilities and be prepared to pay outstanding researchers personnel salary who will provide information on market analysis, they will also have to own numerous services which the cultivations of rental and institutional account usually entails.

The independent wholesalers position between the manufacturers and the retailers clearly afford him a distinct advantage in the competitive effort. Assume for example that a given area contains 50 retailers who are prospective customers to a given manufacturer. If the manufacturer is to capture their patronage without the services of local wholesalers he must make fifty different sales, call fifty separate orders and fifty accounts to his books. By selling through a local wholesalers, he needs to make one sale contract on the area, one order and add but one account to reach the fifty retailers.

The transaction advantages enjoyed by the retailers or other customers who buy through an independent wholesales is equally significant.

It is not unusual for a retailer to stock merchandise produced by hundreds of manufacturer. If each of the manufacturer choose to visit him individually he will be oblige to spend most of his time talking to sales men. By buying through a wholesales, however, the retailer usually need to talk to only one salesman.
2.6.2.
DEMERITS

Wholesaling is an essential part of the work of distribution which is impossible to boycott. Therefore to neglect the wholesalers mainly mean that the manufacturer or retailer has to do the wholesales functions themselves.

If the manufacturer undertakes the distribution of its commodity as far to the consumer, in order to do so open a retail shop, he will also have to undertake the function of the wholesalers as well as the retailer with all the extra costs which is thus involved. Such manufacturer may of course try to influence consumers by supplying them directly with the implication being that his goods will be chapter because of the elimination of the wholesales.

Also a disadvantage associated with the wholesales is the high cost goods. This becomes the case when the manufacturer has already fix a price and in the process of giving through the wholesaler he increase the profit to get the margin of profit which is turn is passed to the ultimate consumer or final users.

More so, in the distribution system the wholesales are not always in the distribution of some goods or products.

Finally, another disadvantage is that wholesales makes the channel of distribution liner time in getting to the final consumer.

2.7
CLASSIFICATION OF CONSUMER GOODS

A product in a complex of tangible and intangible attributed including packaging, colour, price, manufactures prestige, retailer prestige and manufacturers and retails services which the buyer may accept as offering satisfaction of wants or needs. Product as we know is anything that can satisfy customer’s needs and wants obtained at a value. Product is also defined as a bundle of potential utility. This emphasize that a product are purchased because they are capable of releasing some benefit to the buyer. Remember a consumer is more interested in the benefits he gets rather than the product in a physical sense. Also a product can be defined or be regarded from the marketing view as a bundle of benefit which are being offered to the customers. The job of product planning therefore consists of planning benefits to be realized during the use of the product.
Types of consumer’s goods

We have other types of product like industrial product, but these projects is based mainly with consumer good which we are interested make the following are types of consumer goods.

Consumer’s goods are good designed for final consumptions; they are further divided as follows;
i. Convenience goods: these are goods that consumer buy with minimum efforts. The gain usually resulting from moving around the market to compare price quantity is not considered worth. The extra time needed. They are frequently purchased with very high replacement rate. Consumer do not buy in anticipation of consumption, rather they are consumed immediately.
Other significant are low unit value, price, they are non durable, not bulky e.t.c examples are bread, sweet, chewing gum e.t.c.
ii. Shopping goods: These are goods consumers are willing to buy after making substantial effort the are geared towards comparison of price, quality, suitability, style deign act. Consumers are willing to devote substantial time and effort to purchase shopping goods because the probable satisfaction or gain derived from shopping around is considered worth the extra time required. It functions are:
· High moderate unit value price durable
· Less frequently purchase example are show, furniture rugs etc

iii.  Specially goods: these are goods consumers are willing to make special effort in their purchase. The special effort become unique characteristic or degree of brand identification or both possessed by the products. The features include very low replacement, high gross manager high searching  true etc example are television, stereo etc
2.8
DISTRIBUTION CHANNELS OF CONSUMERS GOODS

In distribution channel of consumer goods, the five (5) must widely sued channels are:
1. Producer-consumer: The shortest, simplest producer may sell from house to house
2. producer-retailer- consumer: agric produce is usually sold through this channel

3. Producer-wholesales-retailer-consumer: this is the most common in Nigeria. Most Nigeria manufacturers are small. In comparison to their counter parts in developed countries and so are retailers. They all therefore found the channel most feasible even those considerable large ones use this channel e.g. Nigeria Breweries limited offa, Lubcon Oil Ltd ltd etc.
4. Producer-agent-retailer-consumer: Instead of wholesales many producers use agent to reach the market. This was the practice in the early days of business in Nigeria. It would be recalled that firm like UAC,CFAO before diversifying into what they are today.
5. Producer-agent-wholesaler-retailer-consumer: This is the longest of the five. It involves the manufacturers agents selling to wholesalers instead of directly to retailers.
2.9
PROBLEMS IN CHANNELING GOODS

The following area problem that might likely be encountered during the course of channeling the goods from producer to consumer.
I.
ROLE NOT PROPERLY DEFINED

It is difficult to differentiate various categories of middlemen in Nigeria by comparison, some retailers are bigger than some wholesales in terms of storage facilities numbers of lines and depth of product carried, capital available e.t.c while some wholesales are just glorified retailer in some cases one middlemen combines the role of wholesalers, agent and retailers.
II.
INADEQUATE INFRASTRUCTURE

The transportation system is just being developed to adequately cater for                distribution of goods, roads and inadequate those available are not adequately maintained.

The railway system is overtaken by less provision of coaches and wagons, poor organization and low Level of maintaining of railway line some goes for air transportation or private organization in airline.
2.10
SOLUTIONS TO THE PROBLEMS

The federal government as well as state and local government should make efforts to improve the transportation system. The rural developed programme in addition to the mass transit programme is a pointer to better distribution in the future. Thousands of Kilometers of roads have either being constructed or repaired and million of Nigeria spent several naira on acquisition of larger and medium size buses to Ply city roads and also provide infrastructure and inter state transportation of people and goods. This is deliberate policy by government to make the possibility of plying the often abandoned road for evacuation of agriculture produce of distribution center. These couples with new shopping policy improved founding on the NRC and the airways and also general improvement on the telecommunication network. The hope of Nigeria in this area is rising.
2.11
CHANNEL MOTIVATION

The manufacturers may adopt a variety of measures to build enthusiasm and excitement the arousing the seller and to assist them in performing their channel function efficiently.
Some of the measurers are:

a. Sales training for distribution personnel at the manufacturer home, office or even at the factories or some other time at the distributor’s premises.
b. Management aids given through workshop or manual and dealing with such top9ics on purchasing and handling of financial management
c. Advertising and sales promotion programmes: the manufacturer. Supplies extensive printed material on his product point of purchasing and show room display are supplied. National advertising of course is supposed to be supporting the local selling effort  co-operative advertising may be fully or partially under written by the manufacturer.
d. Other assistance may be provided in the form of methods for the distributors to estimate his territorial sales quotas and to conduct sales analysis, market data, economic forecast and other business indication may be supplied to the distribution regularly.
CHAPTER THREE
3.0
RESEARCH METHODOLOGY
RESEARCH DESIGN


This section deals with method the research explores in collection of data for the research work, this will help them to get necessary information examine the distribution channel of consumer goods in Lubcon Oil Ltd. The methods therefore employed in carrying out this research are both primary and secondary.
3.1
DATA COLLECTION TECHNIQUES

Primary data is the information collection from the source by the researcher for the research work. That means that information that are collected for a particular purpose and used for the same purpose. The method adopted in the process of primary and data collected are as follows:
a. Questionnaire; this is a list that comprises the various questions draw in an orderly manner and the personal data of respondents with the purpose of distribution to the respondents based on a time hint. These questions take two forms;
i. Free response: This is the form of questionnaire that fives respondents the opportunity to put down their idea s they see the questions.
ii. Dichotomous question: two alternative answers were given for the respondents to tick on that which best suits for the question. Such possible answer include “yes” or “No”
b. Personal interview: this is a means of data collection in which the researchers meets the respondents face to face and interrogates them so as to ensure the collection of necessary information for the data. It is preferable method because it facilitate direct contact between the researcher and the respondents.
Secondary data

Secondary data are the information collected from an already made document by a distinct source, which is not mainly for the particular research. This means that data that are collected and used for different purpose.

The sources for this secondary data collection are as follows;

a. Textbook: the information derived from textbooks is purposely educational. This is very useful for literature review in chapter two.
b. Journals: this in a periodical printed book been produced by institutions are associated, trade center etc. the period of printing could be monthly, quarterly, yearly i.e. journal produced by institution of management
c. Magazine: this is merely the same as journal periodical printing. It may be referred to as magazine or journals depending on  individual institutions description for example Lubcon Oil Ltd in having an annual report magazine.
3.2
POPULATION AND SAMPLING SIZE

The research population of the study covers all management staff of Lubcon Oil Ltd. For precision and in order to make complete investigation of the study, total sums of 20 staffs were saluted. Therefore, sample sizes of 20 respondents were given questionnaire that is used for the analysis.
3.3
SAMPLING PROCEDURES

Sampling procedure must be representative of the size from which they draw to get valid conclusion and this adequate care must be taken in choosing which to apply. The population in which sample are to taken must be defined top make the wholesale sampling process easier.

The population involved in the research is too large. It involves the employing of the random sampling techniques whereby those directly involved with the role of distribution of consumer goods are dealt with.
3.4
METHOD OF DATA ANALYSIS

All the data collection in the course of this study were tabulated analyzed using enumerating statistics. This involves the use of percentage average and descriptive method in the analysis the use of the method of data analysis is justifiable because information relating to marketing without the distribution channel of consumer goods are treated as being very confidential. This is because they constitute a very sensitive and controversial area of marketing operations.
CHAPTER FOUR

4.0
DATA PRESENTATION AND ANALYSIS

4.1
HISTORICAL BACKGROUND OF THE CASE STUDY


Lubcon is an ISO certified oil and gas company with headquarters in Nigeria. Our mission is to achieve the position of a leading company manufacturing high quality lubricants and allied products which meet the changing needs of our customers through the employment of highly trained personnel and the utilization of up to date technology while ensuring optimum returns to our shareholders.


As a lubricants ad petroleum products company, our ultimate commitment is consumer satisfaction. Our diverse team of talented professional is a guarantee that we will continue to offer excellence and quality in our products and services.

BRIEF HISTORY

1991- Business incorporation

1995- 1st official lubricant blender for Nigerian automobile technicians association (NATA)

2000- 1st Nigerian company to be awarded the prestigious NIS award for lubricating oil.

2002- 1st indigenous oil& Gas Company to be ISO certified in Nigeria. Commenced operation in Ghana same year.

2004- National union of petroleum & natural gas workers (NUPENG) commissioned LUBCON to blend their lubricants. Commenced operations in nigger same year. 


Since 1991, Lubcon has been providing world class lubricants and other services to several regions of Africa. The company was 20 years in august 2011 ac” twenty years of world class performance/ yes Lubcon celebrates 20 years of world class performance with notable and remarkable FIRSTS:

· First to introduce 51 packs into Nigeria market

· First indigenous oil and Gas Company to be ISO certified.

· First company to be awarded the NIS award for quality lubricant.

Lubcon thanks all her customers and partners for their loyalty and support during these 20 fruitful years.

Our Vision


Our vision is to be Energy Company focused to sustainable development in any country we operate.

Energy 


We appreciate the primordial and future importance of energy. Since 1991, Lubcon has been linked with energy through the Manufacturing, lifting, distribution and sales of petroleum and allied products. With a robust and extensive network supply chain. Lubcon contributes to the well being of millions of citizen throughout West Africa.

Quality


Lubcon quality program means value to our customers and ensures excellence in the management of available resources. Both ISO 9001 and QC 100 certification endorse our operational excellence. Lubcon promotes a solid safety culture and encourages training programs, establishment of information channels and participation in best practices. In addition, more than 75% of Lubcon work force as annually trained in quality and safety programs.

Transparency


Our commitment to transparency is internationally recognized by clients and suppliers. Within the company integrity. Transparency and responsibility are essential principles. Our communication policies within and without insist on voracity, informative rigor and transparency.
Diverse team of talented professionals


Lubcon seeks people with commitment and talents therefore, Lubcon secures, motivates and retains the best Lubcon seeks people with commitments and talent therefore: Lubcon secures, motivates and retains the best professionals, offering attractive work place, and equal opportunity for professional development. Lubcon is gender friendly and the best place on earth to excel.

4.2
DATA PRESENTATION

Statistics is employed in the analysis data collected from Lubcon Oil Ltd management and staff (respondents in the tabular expression)

Question 1: how does your customer react to non-availability of goods?
Table 1

	Suggested Answer
	No. of Respondents
	Percentages

	Go and come back no more
	5
	25%

	Come back after a long time
	8
	40%

	Reluctant of chose other
	7
	35%

	Product
	
	

	Total
	20
	100%


Source: Survey Field, 2022

The above table shows, that customers react negatively to non-availability of products. Out of 20 respondents of them indicate that customer will not come back if they do not meet product of their choice in the store, 8 shows that customers will come back but after long time while indicate that the customers can change to buy another product similar but within a reluctant mind.
Question 2: Is there any laid down policy for middlemen
	Suggested answer
	No of respondents
	Percentages

	Size of middlemen
	8
	40%

	Financial chart
	10
	50%

	Location
	2
	10%

	Total
	20
	100%


Source: Survey Field, 2022

From the above table, some middlemen need to meet some policy before they can carryout their service effectively. Size of middlemen shop financial stand, location amount of customer they can handle and so on. All these are very important before any middle channel.
Question 3: does the public prefer buying by from manufacturer to the middlemen i.e. retailer.

	Suggested answer
	No of respondent
	Percentage

	Manufacturer
	3
	15%

	Middlemen
	17
	85%

	Total
	20
	100%


Source: Survey Field, 2022

To the above question, all the middlemen organization by majority from the middlemen the idea of restoring from the wholesaler so good.

Question 4: how do you get customers informed about new product
	Suggested answer
	No of respondent
	Percentage

	Through middlemen
	6
	30%

	Through posters
	3
	15%

	Through bill board
	2
	10%

	Through all the above
	9
	45%

	Total
	20
	100%


Source: Survey Field, 2022

The table above indicate that 45% of the respondents agree that through all the above methods the researcher in view of that which ever method such item in question is applied other to attain a reliable information about the new product.
4.3
DATA ANALYSIS

In general, the researcher will briefly analyze the data in tabular form and in explanatory method the tabular question are those relevant to the topic in question. All questions in questionnaire are important. Only few questions will e analyzed as they will lead the researcher to the recommendation and conclusions.

Example: do you get feed back from your consumer respectively?
4.4
RESULT OF FINDINGS

These customers gave feedback about the product they purchase. The information is then passed to the manufacturer for proper correction, modification or amendment. The last question asked for the efforts made by the manufacturer to improve the channel of distribution so as to make goods available to the customers where and when needed.

Many are so reluctant to this question. Nevertheless, the answers gathered reveal that the supervisor and marketing manager are mostly responsible to the channel of distribution.
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION

SUMMARY OF FINDING

This chapter is structured to give general influence on the proceeding chapters and  to give recommendations based on the statistical analysis of data to Lubcon Oil Ltd, as well as the general public.

Distribution function lies in the fact that how does the goods move from the producer to ultimate consumer. Therefore to have effective distribution channel it is pertinent to consider the activities of middlemen that would make the foods available to users wherever they might be. Thus creating utilities of marketing i.e. time, form, place and ownership.

From the result obtained from the analysis of data, most of the products are dispersed through the activities of middlemen with their standing relationship with Lubcon Oil Ltd.

Inabilities of the effective distribution through the available outlets in all the state of the nation give rise to it slow market demand. Though they have outlets scattered in kwara state, lagos etc.

The extension of credit facilities to middlemen is not adequate or almost not existing. It has been disconcerted that trade discount (sometime called functional discounts) are not forthcoming.

The prevailing economic condition in Nigeria greatly affects production and distribution activities in general all marketing activities. The management of Lubcon Oil Ltd agreed that they are currently encountering difficulty in maintaining production capacity and reducing costs. In relation middlemen distribution costs are on the increase which eventually leads to an increase in the final prices of goods and services.

It is noteworthy to state that Lubcon Oil Ltd is one of the leading marketing oriented organizations in Nigeria today. A visit to Lubcon provision will best illustrate this points. The marketing department stood solitary from other prominent department like administration production. In the marketing department one will find among them, the marketing manager, marketing research manager, marketing manager national sales, production manager etc.
5.2
RECOMMENDATIONS

The aim of this project is to examine the distribution channels for consumer goods, it has been observed that the establishment of channel of distribution is meant for the concession for some financially. Weak distributor to carry out effectively by providing training and effective information to those selected middlemen and managerial assistance to check them functions.

Those that are involved in distribution of goods and services should be checked regularly to see that they provide for effective distribution to consumers, so that they have goods ‘enough’ to distribute to the consumer at the right time and avoid unnecessary inflation on the prices of the goods so that consumer are not cheated. By armed bandits this has seriously affected distribution of goods in Nigeria.

The last is the fact that there are numerous middlemen nowadays in Nigeria almost every person in traded goods passed through numerous middlemen before reaching the final consumer.
5.3
CONCLUSIONS

Distribution is an inter-organization system comprising of a set of inter dependent institutions and agencies. These bodies leave themselves with task of marking goods available from the point of production to the point of consumption.

Consumer goods are those goods that an individuals purchase to satisfy his personal needs. Consumer goods are generally required by the public in general. It is important for the society standard of living. Consumer goods include fruits, drinks, ingredient, fresh meat and other essentials like palm oil, milk, groundnut and so on.

All these are so essential that people try to satisfy them before embarking or searching for other needs. Whole selling retailing distribution system is the best method appropriate for effective distribution of goods and other information to the public.

Wholesaling-retailing distribution system makes the import and export of goods available. An effective distribution provides for allocation of available resources provide efficiency in production and delivery within the participants.

The recommendation requires adequate planning and personal dedication. That is it adopted they will go along way in contributing to the economic and social development of a country.
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