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ABSTRACT
The role of Impact of Distribution Strategy on the Sales Performance of Bovas Petroleum Limited to studies and analyses of consumer behavior in behavioral science. This stems from the fact that product acceptance underlies organization firm’s success. A good understanding of the economic, marketing psychological and industrial forces that collectively determine consumer preference for a product to others become compelling for all business organizations in Nigeria. In this wise, the tremendous effect of market am petition which has pushed business organizations to adopt different types of strategies like defensive, offensive, and flanking, calls for careful examination. Towards this, this paper analysed the actors and avenues producers/markets exploited in their quest to attract and retain customer patronage to their products and organization. After an objective analysis, the paper ended that customers are kings and must be so respected and that the stiffer the market competition, the better served the customers became.       

























CHAPTER ONE
1.0 INTRODUCTION
1.1	BACKGROUND OF THE STUDY
A product may be the best in the world, but it will be of little use to the consumer of it is not where they wants it.  This is concerned with the place where the consumer can acquire it and time utility function when the need arises.
Distribution is the flow of goods from producer to the ultimate user through channels that are made up of Intermediary.
 Distribution of goods and services has been an important aspect of marketing in our lives.  Though, in the past, the usefulness was not immediately recognized.
Distribution is more than a series of channels between production and consumption.  It provides a force, a pump in addition to the part along which goods flow.
It is observe that place it one of the marketing activities include channel of distribution transaction were housing, storage, inventory handling etc. when product have been produced, marketers have to create to place utility.
It does not matter how good products are the movements it cannot get to the customer at the right place, the objectives of marketing are defeated.
 Distribution in the 90’s is the most important link for getting goods and services from the producer to the ultimate consumer.  Even with a soaring inflationary period, which may break all records in the short history of Nigeria, distribution still is vital to the continued existence of business.
In the olden days when barter was prominent, producers conducted the locater transaction (exchanging goods for goods) and other thing rather than for currently themselves, not utilizing Intermediary .
When demand increase, producers found out that they did not have enough time, energy and the expertise needed for effective selling.  Furthermore, producers increased levels of output enquired that they direct more attention to the production process.  At this point, retailers (a type of Intermediary ) came into existence.
Producers and Intermediary  found barter of goods most accept other goods as payment and the “other” goods may not fit the seller needs.
As the economy continued to advance, retailers began to specialize, some for instance offer goods and other, clothing, in addition, wholesaler (another type of Intermediary ) emerge to meet the retailers need to draw from a large number of producer.  This was how Intermediary  came into the scene as links between producers and consumers.  As time went on, there was the need to have agents, distributors, brokers etc., springing from the march roof of wholesalers to be recognized as independent, entering the channel of distribution.
Distribution channel involves interrelated activities that enhances the movement of goods and service from the producer and to the point of consumption through organization that performs different types of marketing activities. It is critically essential that marketer understand channel of distribution facilities that will enables to distribution facilities that will enable them to research their target market effectively.
Distribution channel concept is essentially the development and operation of efficient flow system for product it relates to other activities of the firm to the extent that it is difficult to isolate them exception in conceptual terms.
Beside its interaction with promotion and other marketing functions, the distribution management concept also interact with production, this makes distribution a key to success market that is distribution is central to the success or failure of market ’s efforts.
1.2	STATEMENT OF THE PROBLEM
The aim of producer is to produce goods and service towards consumers wants and satisfaction, and one of the means to let consumers get satisfied is to enable consumer get the goods at the rights place. This can only be possible through channels of distribution which are often linked to pipe inked to pipe line through which a product flows on its way to the consumer. It is therefore, become interactive that market understands channel or distribution and that they are able to distribute facilities that will enables them to reach their market target effectively. The route taken by goods and services include the manufacture intermediacies and the ultimate consumers. Intermediaries in the channel process include wholesaler, retailer and various kinds of agent such brokers.
Distribution channels of consumer products are five which involves producer to consumer or ultimate user, which is known or called zero or direct channel. The second channel is from producer to retailer to consumer, thus is longer than the direct or zero channel. The third channel which is called traditional channel is producer to wholesaler, to retailer to consumer. The fourth, channel involves agent or broker. While the fifth eliminates the wholesaler, agent or broker who does the functions of the wholesaler. Vast geographical areas must integrate the systems components of distribution to achieve an acceptable customer service level and avoid reduction of market share (Bowersox, 2016). 
The wholesaler buys in a very large quantity from the producer or manufacturer and sells to the retailer in a smaller quantity. The retailer sells to the consumer in units. The retailer bridges the gap for the consumer not to seek for a wholesaler or producer and as it is the producer or wholesaler would not sell in units. In a distribution channel, all the members are necessarily expected to perform at least one value added function which the ultimate consumer pays for. The agent or broker does the same function as the wholesaler. Only that at times the agent or broker becomes the principle. Makers of Ariel detergent should draw conclusion on the best distribution channel to adopt in distributing its product. The channel that will be adopted should be preferable because the cost to put the detergent through the channel should not be expensive, the management should minimize cost and maximize profit. The management should ensure that the ultimate consumer obtain the detergent in good order. Distribution channel are known as marketing channels which consist of a set independent organization involved in marketing a production or services available for use or for consumption (Bianco, 2000)
The channel distribution is an organization dispute its important have been observed to create the problem of high price of goods and service which in turn usually bring about low sale of companies product, reduction in consumers satisfaction etc. it is as a result of this problems that the research is under taken to ensure its minimization and maximize consumers satisfaction. As a result of the above problem mentioned, the choice of channel of distribution to be used should be headed with care, infant the following factor market objective market consideration product characteristics, Intermediary  characteristics consumer and characteristics environment characteristic are fundamental toward choosing distribution channels and firms must take cognizance of them.
Therefore, channel of distribution should be heated as total system of action. Producer and Intermediary  should understand that each of them is one component of total systematic organization that is designed to maximize market effectiveness in selling the market  product and meeting customers’ satisfaction.
1.3	RESEARCH QUESTIONS
The following questions shall be looked into: 
i. What are the Intermediary activities in enhancing customer satisfaction?
ii. Does Intermediary have effect in persuades customers to buy products?
iii. What are problems that are common to Intermediary in discharging their duties and responsibility as an intermediary? 
iv. Can market image be built through Intermediary?



1.4	RESEARCH OBJECTIVES  
The general objectives of this research study is to examine assessment of Intermediary  activities in marketing of consumers goods in Kwara state using Bovas Petroleum Limited as a case study. 
i. To establish the fact that Intermediary activities enhances customer satisfaction.
ii. To estimate the effect of Intermediary in persuades customers to buy products.
iii. To have a look at problem those are common to Intermediary in discharging their duties and responsibility as an intermediary.  
iv. To identify how market image can be built through Intermediary 
1.5	 HYPOTHESIS FORMULATION 
	The following hypotheses were formulated for the purpose of this research work:
Ho: 	There is significance relationship between the producer and the consumer through middle men
Hi:	There is no significance relationship between the producer and the consumer through middle men
Ho: 	Middle activities can be employed to build product loyalty
Hi: 	Middle activities cannot be employed to build product loyalty
1.6	SCOPE OF THE STUDY
To ensure effective performances of any market. The management of its distribution channels is important however, attempting to cover all Intermediary  would be impressible as a result of the differences in their channels of distribution. As a result of this, Bovas Petroleum Limited as an areas of coverage.
The research work will be concentrated on how they distributed their product to the final and user (i.e. consumer) through different Intermediary  which may be such as from manufacturer - wholesaler - retailer final consumer. Furthermore this study will cover to Intermediary  because they see to how the market  products are being distributed and the retailer, consumers of the market ’s product will not be excluded.
1.7	SIGNIFICANT OF THE STUDY
The relevance of this study is derived from the economic depression uncounted in Nigeria recently which has seriously affected the distribution marketing of goods and service of many manufacturing companies. There is need to direct research attention of the problem above.
The results obtained from this research finding will spur the market  to a greater efficiency in term of distribution of their goods and service other is the manufacturing sectors will be more serious to embark on the decision that will help in improving their channel of distribution. The study will also broaden the frontiers of knowledge on the distribution as a subject. 
1.8	LIMITATION OF THE STUDY 
This study has been limited by a numbered factor which is as follows: 
Time: Time is hunting factor as the students are given limited period to complete and submit his project. 
Finance: It is another major problem has the researcher has to travel to various places in either searching for materials or collecting data from respondents. 
Material: this research project material is being gathered within the Bovas Petroleum Limited. 
Respondent: This an aspect of gathering data collection from the respondents.
1.9	DEFINITION OF TERMS
Management of distribution channel in the manufacturing concern consist many terms in which reservation found them peculiar to define for easy understanding by individual organization ,institution or government set who wish to make use of this project.
1. MANAGEMENT means getting things done through people or as a n act of making resources productive. Through no mention was made of either planning, organization, controlling, directing. It is obvious that can make resources productive without those functions.
2. DISTRIBUTION is the pathway through which goods and services flower move from producer to consumer in order to allow customer get satisfied and toward the realization of the market  set objectives, distribution involves inter related activities that facilitates the movement of goods and services as from the producers and to the point of consumption.
3. CHANNEL: Channel in business organization could be define as the combination of institution through which a seller markets his final goods the institutions comprises of middle men such as wholesaler, retailer, advertising agencies, brokers facilitations. This is path between manufacturing and consumers.
4. DISTRIBUTION POLICY: This is intensity of purchaser course of exposure a product should get.
5. MARKETING INTERMEDIARY: These are marketing institution or channel member that are responsible for transfer of goods and services from the problems to the final consumers.
6. AGENT: These are marketing intermediaries that make arrangement on behalf of a firm for buying and selling of the market  product under specified agreement they neither own nor take possession of the merchandise .the sell to wholesale or retail customers
7. DIRECT SALES: this is method of distributing involving the selling of goods and services directly to customers or end users.


CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
The aim of a market’s distribution policy is to ensure that goods arrive at the right place when required and at the lowest possible cost. There may be a number of alternative ways of distribution goods and for such as making use of an external organization or doing it by oneself i.e. internally.
Distribution channels design and management are becoming the most difficult task faced by management; thus difficultly due to the fact of dynamic nature of distribution structure and its tendency to change. Moreover, products frequently have little or no control over Intermediary  and wholesales, which in turn have little control over retailers. They work as independent business firms or single businessmen.
2.1	CONCEPTUAL REVIEW	
THE CHANNEL AS A UNIT
A channel of distribution should be treated as a unit i.e. as a total system of action. All participants should understand that they are all one component of a total systematic organization with a common goal which is maximizing marketing effectiveness in selling to the final customers.
A market  trade channel should be regarded as a various system of distribution. The chapter deals with the various opinion of many writes concerning the above - mentioned topic, it explain the definition of characteristic of the participant in the channels, problems associated with it, and the function performed despite the problems.
Burton and Edward (2007), said “distribution refers to the network of channels and institutions that facilitates marketing exchange”. Though Schewe and Smith (2014) are of the view that distribution is not a matter of moving products into the hands of consumers only, it involves the movement of the products through all stages of development from resources to procurement through manufacturing to final sales. 
Consequently, Adeleye (2015) opined that distribution is crucial to marketing, for without good distribution, no single product would reach the ultimate consumers. He further stressed that distribution is not only a matter of ensuring that products reach the hands of consumers but that the raw materials must be moved physically with a view to attaining the goal of proving potential satisfaction to ultimate consumers. Distribution is an important marketing function aimed at getting the right product to the right market segment at the right quantity and at the right time. It activities include, transportation, inventory management, warehousing. 
Bagozzi Chen, & Hsueh, (2012) assert that intermediaries create savings, which becomes more dramatic as the number of producer-consumers increases. Armstrong and Kotler (2013) pointed out that intermediaries play an important role in matching supply and demand, while Waxman (2012) argued that by servicing the thousands of indirect partners who were the customers, midrange distribution added true value.
Intermediary  are those individuals or business concerns who specialize in performing the various marketing functions involved in the purchase and sale of goods as they are moved from producers to consumers. Our concern here is within the place in the marketing processes which the Intermediary  occupy. There is no limitation as to the way in which they are organized for doing business. They may operate as individual proprietors, partnerships, or cooperative or non cooperative corporations. The Intermediary  of particular interest in agricultural marketing can be classified as follows: 
1. Merchant Intermediary  (Retailers, Wholesalers )
2. Agent Intermediary  (Brokers, Commission men)
3. Processors and manufacturers 
4. Speculative Intermediary  
5. Facilitative organizations
Merchant Intermediary  
Merchant Intermediary  normally take title to, and therefore own, the product they handle. The buy and sell for their own gain and derive their income from the margins arising from the sales (i.e. difference between buying price and selling price). Unlike other classes of Intermediary  they hold uncertainty to a minimum i.e. know what the buying and selling price in going to be. They are not risk takers.
1. Wholesalers: Any merchant who does not sell to ultimate consumer in any significant amount. He therefore can sell to other wholesalers or to industrial users or retailers. Wholesalers make a highly heterogeneous group of varying sizes and characteristics. One of the more numerous groups of wholesalers are the local buyers or country assemblers who buy goods in producing areas directly from farmers and ship the products to the larger cities where they are sold to other wholesalers and processors. In this group are grain elevators, poultry and egg buyers, and local livestock buyers. Another group of wholesalers is located in the large urban centres. This may be full-line wholesalers who handle many different products or those who specialise in handling a limited number of products. They may be cash-and-carry wholesalers or service wholesalers who will extend credit and offer delivery and other services.
2. Retailers: Any merchant Intermediary  who buys goods/services for resale directly to ultimate consumers. Represent the most numerous types of agencies involved in the marketing process. In terms of undertaking marketing functions their role in no easier compared to wholesalers. In fact a retailer may have to do all the functions of marketing i.e. his job is complex. Retailer is the producers’ representative to the consumer. 
Agent Intermediary  
All agent Intermediary  of marketing don’t own what they handle i.e. not take title to the goods. Are agents/representatives of owners of goods? Are basically hired by their principals or clients e.g. Kenya Planters Cooperative Union does not own the coffee it handles. They derive their income from the fees they are paid by their clients or commissions given. Agent Intermediary  in reality sell services to their principals, not physical goods to customers. There are three categories of agent Intermediary : 
· Brokers 
· Commission agents 
· Auctioneers 
Their main stock in trade is their knowledge of market in which they participate. They use the knowledge in bringing together potential sellers and buyers. Their services will be retained either by buyers or the seller who feels that he/she does not have knowledge or opportunity to bargain effectively for him/herself. 
Commission Agents 
The difference between brokers and commissions agents is one of degree to they are given power to handle the product that is being sold i.e. discretionary powers to assist their principals in ensuring that marketing process is a accomplished. Commission agents are given more discretionary powers over physical handling of the product, arrangement for terms of sale/purchase, collection of revenue from sale e.g. Coffee Board of Kenya, Kenya Tea Development Agency are commission agents. They are allowed to deduct their commission before remitting the difference to their principals. One must have confidence in the agents. 
1. Brokers: hey are not given any physical control over the product. They ordinarily follow directions from their principals. Usually have little power over terms of sale or revenue collection. Bring seller and potential buyer together. 
2. Auctioneers: They do not own what is handled, may be involved in a number of activities. Have places for physical display, space where participants meet, announce the date of auction, facilitate in price formation. During the bidding process the main role of auctioneer is to announce the price offered by various participants such that it is heard and the highest bidder gets the good subject to the price being equal or greater than reserved minimum price. Prices closely conform to a competitive market price. Tea and coffee are sold through auction.
Speculative Intermediary  
Are those who take title to goods/products with a major purpose of profiting from price movement. They are specialized risk takers. They take uncertainty as given. Is the closest to the futures market usually speculative Intermediary  make purchase and sales at same marketing level e.g. buying grain and selling grain i.e. have no vertical integration. They are also called traders, scalpers and spreaders. Important distinguishing feature is that even thought speculative Intermediary  involve themselves in movement of goods that is not their goal. Speculative Intermediary  are interested in short term price fluctuations. Speculators derive their income from short term price fluctuations in goods they handle. The emergence and growth of speculative Intermediary  is due to the fact that merchant Intermediary  are not willing to engage themselves in added risk involved in purchasing and storing of goods for longer period of time. Speculative Intermediary  play important role in marketing process in ensuring that commodities are available from time to time. Their activities are desirable especially if their expectations are met/true. Due to their activities we may end up with more stable market prices. 
Processors and manufactures 
Their role in marketing in to undertake some action on the products in order to change their form. Form changing is basically a marketing service. Manufactures and processors may take active role in other institutional aspects of marketing e.g. may act as own buying agents in the producing areas, wholesaling of finished products and promotion. Processing and manufacturing are only part of activities they get involved in.
DEVELOPMENT OF DISTRIBUTION CHANNEL
In primitive economics, the channel is short and direct former for instance supplied production to consumers in an open market place with increasing separation of farming and consumption the Intermediary  look over the market functions and some of the processing of consumer needs. Now Intermediary  buy farm product from farmers and exchange it with them before they finally reach the ultimate consumers or users.
Further, lengthening of the channel by the insertion of whole seller is also accompanied by growth which increase the average distance of all farmers from the processor and the retailer until no further economic may be obtained. Now, the channel members looks for economic through increase scale brought about by technology or by cooperation, the scale increase now per-takes other those function previously performed by a specialist usually the wholesalers.
Source: William santo (1980) fundamental of marketing fourth edition in England.
NEED FOR MARKETING INTERMEDIARIES
When viewed critically in the primitive economic as discussed in the development of distribution channel about the supply of product directly from the farmers to the consumers before the coming in of the wholesaler the need for these marketing intermediaries should be guided to enable effectiveness in their function.
i. Lack of financial resources in their organization
ii. When the market  wants to have the control channel of distribution
iii. Producers who can earn a greater return by increasing their investment in their main business.
iv. Direct marketing will require many producer to become to activities mass production.
v. The use of Intermediary  likely bore down to their superior effectively in marketing goods widely acceptable and accessible to wide market.
vi. The use of Intermediary  help in transforming the heterogeneous supply find in nature into meaningful group assortment goods desired by the people e.g. bulk breaking.
Source: E. N. Berkou 2 (1987) marketing contemporary third edition McGraw Hill, England. Pitman pp. 79.
METHOD OF DISTRIBUTION IN THE NIGERIA MARKET
There are two method distribution, these are:
i. Direct method
ii. Indirect method
DIRECT METHOD
Fayer (1970) defined direct method as system whereby products are distribution by the producer to the ultimate customer. This method does not involves the use of intermediaries that is the producers distributes his product directly to the consumers e.g. if there producer are to satisfy three ultimate users or illustrated in the below diagram.
The diagram showing the process consumer directly through which each manufacturer locates its consumer directly. 
[image: ]
INDIRECT METHOD
Fayer weather J. (1970) further submitted the direct method can be defined as a system whereby the product are directly distribution to the final consumer by produce this involves the use of intermediaries as shown in the below diagram.
The diagram showing the process through which each manufacturer locate its customer indirectly (i.e. through the Intermediary )
Source: Fazjer weather J. (1970) in the above diagram three consumers indirectly (i.e through the Intermediary ) 
[image: ]
In the above diagram each producer locates the Intermediary  who transfer the goods of the ultimate consumers. And that is typical example of indirect method of distribution in management channel of distribution.
WHOLESALING
McCarty (1981) suggested that the wholesaler act as a link between the producer and retailers, the wholesaler is often described as the Intermediary . The continuous existence of the whole sale as an important a link between the producers and the retailers, the wholesaler is often described as the Intermediary . 
The continues existence of the wholesaler as an important part of distribution network derive from the special service which he has part for both the producer and the retailer Changing wholesaling here been less dramatic them changes in retailing. As manufacture and retailer grow in size, especially after the greater economic depression roles and operation in the wholesaler roles and operation in the declined. They did not regain their farmer position in distribution until as 1954.
In Nigeria the implementation of deregulation adjustment is another bottleneck for the growth of wholesaling. A lot manufacturer found it necessary to engage indirect sales to the use thereby forcing out the distribution government effort as controlling inflation through the extermination of distribution has not yielded positive results.
TYPES AND FUNCTION OF WHOLESALING
In the last census of business on 1972, the whole selling trade then was 371,000 wholesaling establish in the united state with a total annual sales volumes of 8279.5 millions. These wholesalers defer considerable weather they take title to goods, the number types of function they perform, their method of operation their size and kind of goods heads wholesalers can be classified into major group namely:
a. Merchant Wholesale subdivided into two 1 ,Full service wholesalers
2. Industrial distribution
b. Limited service wholesaler also divided into two group
i. Cash and carry wholesalers
ii. Truck wholesalers
c. Mail Order Wholesaler
MERCHANT WHOLESALER
Merchant wholesaler take to the goods, they in depend entry owned business and take title to the merchant they handled in different trade, they may be called jobber distribution. They are the largest simple group of wholesaler accounting for roughly 50% of the wholesaling in sales volume and in number of establishment). Merchant wholesaler can be sub – divided into brand type, namely full service wholesaler and industrial distribution.
1. Full service wholesaler Full service wholesaler producer such service as carrying stock using a sales force, offering credit, marketing delivers and providing management assistance.
ii. Industrial Distribution: Industrial distribution are merchant wholesaler who sell to the manufacturers rather than retailers, they provide several service such as carrying stock, offering credit and providing delivery. They carry a broad range of merchant a general line or special line industrial distributor may concrete on such line as MRO (maintenance repair and operating supply).
LIMITED SERVICE WHOLESALERS
Limited service wholesaler offer few service to their supplier and customer, they include
i. Cash and Carry Wholesaler: They have a limited line of cash, besides not providing credit, they normally not deliver. As small fish store retailer normally drivers every working day down to a cash and carry fish wholesaler and buys several create of fish, pay on the spot and drives his merchandise back to his store and unload it.
ii. Truck wholesaler: They also known as truck jobbers. They perform a selling and delivery function primarily. They carry a limited line of semi-operisliable merchandise such as milk, bread and snacks food which is solid for cash as the move round the supermarket. Small groceries, hospital, restaurant, factory, coteries and hostels.
DROP SHIPPERS
They are usually found in bulk industries such as coals lumber and heavy equipment. They does not carry inventory or handle the product ocean order is placed with them they find a manufacture who ship the merchandise directly to the customer on the agreed term and time of delivery.
The shippers assume little and risk during the period from the acceptance of the order to its delivery carry inventory, their cost are lower and saving are realized by their customers.
MAIL ORDER WHOLESALERS
Mail order wholesaler and catalogues to retail industry and institutional customers featuring jewelries, cosmetics, specially food and other small proportion to purchase, member are require to tale up 1.8million share in the society but this may be paid out of divided on purchase.
FUTURE OF RETAILERS
Mail other business has not been successful in Nigeria and either West African Countries. However, door to door selling by small retailer on foot or bicycle is common sight in West African and has been more successful than based on more sophisticated technology like rendering machine when the retailer is eliminated either by the producer or the wholesaler. The service which have so far been used by pass the retailer include the mail order selling technique can be effective and free of fraud.
OBJECTIVE OF DISTRIBUTION
According to good ridge (1980) makers and supplier of products and service al with clear objective which they want be chose distribution channel to achieve for the accomplishment of the market  goals. They said objectives can actually be achieved on consistent or continuous basis. He identifies major objectives of distribution.
This are as following
1. Economic objectives
2. Power objectives: This is the channel control; the market  can hold limited control of production total control. If the market  want to minimize or units its control, she will use the direct system or method will be used.
3. Loyalty objectives: This is where a consumer particular product without been motivated by any actively of the market  promoting the product positioning the strategy used by the market .
4. Image: Maintaining the image of a market  and the product.
5. Independence: The Market  can be independent by using direct system to eliminate inference of any part of intermediary if direct system is to be used. It will be selective.
MAJOR CONSIDERATION OF THE CHOICE OF DISTRIBUTION
1. The first thing to consider is to determine the number of actual.
This is in order to enable you know the people of consumer that are interested in your goods and they have potentialities. In order to determine these one has to use sales lodger or sales involves inward and outward bottom.
a. Geographical consideration of potential buyer
The direct use of distribution can be use if potential customers are concentrated in a particular area. The Goods and services moves directly to the final consumers.
b. Order size and frequency of purchase: In the case of the order size, the distribution determines the largest of goods or be supplied and the number of products. The frequency will determine how frequently you product is needed by the actual consumers.
c. The buyer susceptibility or different selling method: in this situation, if the consumers are the type does not need to be pressurized much before purchasing your product, then you can use the Intermediary . But if they are the type that needs much pressure, you use the missionary sales force or attach them so that they can be influenced.
2. Product Consideration: The nature of the product should be considered when it is perished goods or not perishable goods.
i. The product unit value
ii. Technical nature of the product the technical nature of the product should be distributed directly
3. Intermediary  consideration
i. Availability of the type of the Intermediary 
ii. Service produced by the Intermediary 
iii. Intermediary  and market  policy
4. Market  consideration
i. Financial resources of the market 
ii. Seize of the market 
iii. Availability of the management
iv. Market  policy and objectives
v. Desire for channel control
5. Competitors Consideration
i. Method used by competitor
ii. Financial strength of the competitor more in order to acquire the market share
6. Environmental Consideration
In the case of environment, we have no control over the environment. The environment could be the task environment of the controllable environment that is the controllable and uncontrollable environment under the uncontrollable environment. It could be internal or external. The internal is the one you control and it is within your market  while that or the external is the control that government has over a market .


CHANNEL DESIGN DECISION
In design distribution channel, manufacturers have to choose between what is ideal and what is available. The manufactures channels system evolves in response or local opportunities and condition.
Design channels system calls for establishing the channel objective and evaluating them According to Kolter (1984) opined that channel planning begin with a deterring of which market to serve and with what objective.
The objective included the desired level of customer service, the desired function that intermediaries should perform. Each producer should develop its channel objectives in the context of constraint steaming from the customer product intermediary competitor market  policy and the environment.
A channel alternative is described by there element the type of business intermediaries, the number of intermediaries and the terms and mutual responsibilities of each channel participation. A firm should identify the types of intermediaries available to carry out its channel work. Companions have to decide on the type of Intermediary  to use at each channel level. There strategies are available which influence the number of Intermediary  to each level and those are intensive distribution exclusive and socio-active distribution strategies. The producer must also determine the conditions and responsibilities of the participating channel member, principally there are two types of Intermediary  involved in the distribution of goods and service. The first is the wholesaler who breaks the bulk of the goods produced by the manufacturer who prepared the products for sale and in most cases provided market information to the manufactures. The second is the retailer, categories into multiple chain stores departmental stores, cooperative store petty trade, trader and door step sellers and with the functions of selling on small quantities having closer1contract with consumers, provision of market informal and advertising for the manufacture is through the display of their ware in fascinating patterns.
2.2	THEORETICAL REVIEW
	AN X – RAY OF DISTRIBUTION
In the past, many writers have collectively shared their views immensely on the distribution channels in manufacturing concern.
In recent day economy, most manufacturers do not physically make their goods available to the final users they make use, of marketing intermediaries such as wholesalers, retailers and agent who serve as Intermediary , performing variety of function and bearing a variety of names.
Kotter (1984) distribution channels as the set of all firms and individual that makes little or assist in transferring little to the particular goods and services as it moves from the producer trot he consumer i.e merchant Intermediary , agent Intermediary , producer final consumer. Hence, a distribution channel does not include supplier facilitator and marketing activities joining the two terminal point. The distribution channels has boundaries as all system do, those include geographical area (marketing area) economic (capability to handle a certain volume of goods or services and human capability to contract).
Bower (1957) in the same vein defined distribution management as the process of storagically managing the movement and stage products materials, parts and finished inventory from supplier through the firm and unto customers.
Distribution management is the concern with the management of physical which begin with source of supply and ends at that point of consumption. A distribution channel consists of that business entity which performs all the function utilized to move a product and its title from producers to customers. However, it includes not only the business arrangement covering the merchants but also the service which will be given in passing the goods and their title and expectation as a future transaction method and cost.
Moreover distribution channels are essentially not only for the effective performance of total marketing activities getting the most output per unit of input given an establishment level of customer services. A large member of tasks are involves in physical distribution channel they are sale foresting.
Distribution planning, inventory planning inventory management, package, storage and warehousing order processing transportation customer services etc. most producers work with marketing intermediaries to bring their product to the market. These marketing intermediaries make up distribution channel. Several advantages have been associated with the use of a distribution channel in bringing products to the market place. Some of these advantages on that marketing intermediaries provide superior efficiency in making goods widely accessible to target market and they also pass information to both the producers and their customers. In addition, distribution chaine1 can be characterized by the number of Intermediary  that are invo1vd in bringing the product level where is direct selling to customer by the producers. This is the one channel level where one Intermediary  is involved, the two Intermediary  and the multi channel do not remain strategic, new wholesaling and retailing institution level emerging and whole new channel system evolves. There has been a recent growth of vertical horizontal and multi-channel distribution system which all been responses to the changing marketing environment.
Mc Cammon (1970) opined the one of the most significant channels of development is the vertical marketing system. A vertical marketing system consists of the producer. Wholesaler and retailer acting as a unified system the vertical marketing system can be dominated by the producer, the wholesaler or retailer.
Vertical marketing system are professional and ventrally programmed networks pre-engineered to active operating economic and maximum market impact, vertical marketing system have become the dominant role of distribution in consumer marketing.
Kottler (1984) identified three major types of vertical marketing system which are corporate and ministered and contractual system.
A horizontal marketing channel is found when two or more companies join up to exploit an emerging marketing opportunity. The companies may work together on a emergency or performance basic of create a separate market . Companies are increasingly adopting multi-channel system to reach the same of different market.
Tillman (1971) labored multi-channel retailing organization as merchandising empire under central ownership usually combing several type of retailing with behind the same of integration of some distribution and management functions. Many companies operate multi-channel that serves two different customer level dual distribution.
2.3	EMPIRICAL REVIEW
According to Ferri Mohd and Ghorbani (2012), Impact of innovation in distribution channel functions on firm performance, particularly among export-oriented, agro-based small and medium enterprises (SMEs) is under researched. Based on this literature gap, the present study examines the impact of distribution channel innovation on SMEs performance in Indonesia. A total of 120 samples were collected from export-oriented, agro based manufacturing SMEs in Yogyakarta and the surrounding area s, Java. Using a regression analysis, the findings show that innovation in assortment, information sharing and transportation coordination had positive and significant relationships with firm performance. This study also found that distribution channel effectiveness mediated the relationship between innovation in assortment and transportation coordination and firm performance. The study concludes that innovation and distribution function has significant effect on firm performance. The study recommend that distribution Channel modification must be performed periodically because of the ever changing market environment like increased activities of competitors, changes in demand, customer preferences and taste etc.. 
Yagana (2014) examined the two types marketing channels of distribution of Agricultural Produce in Borno State of Nigeria. Data for the study were collected from both primary and secondary sources. The primary data was collected with structured questionnaire administered on producers, wholesalers and retailers of agricultural produce in Borno state. The secondary data was collected from journals articles and textbooks. Multi sampling technique was employed in the study. Simple random sampling was employed to select one local government area. The use of purposive sampling was used to capture the channel members as well as LGAs that relevant to the study. The major findings of the study showed there were no differences in the channels used in the three Local Government Areas studied. The study concludes that marketing channels of distribution has significant effect on Agricultural produced. Thus the study recommends that ordial relationship must be initiated and maintained with distribution channel management members especially since distribution cannot be effective & efficient without them.
Asogwa and Okwoche (2012) examined sorghum marketing among rural farm households in Nigeria. Data were collected from randomly sampled 100 sorghum marketers in Benue State using a structured questionnaire. Data were analyzed using frequency distribution and percentages as well as marketing margin analysis and t-test statistic. The marketing margin of an average sorghum marketer in the study area was 34.43%. This implies that 100% retail price paid by the final consumer resulted in farm-to-retail price spread (marketing margin) of 34%. An average sorghum marketer in the study area earns a farm-to-retail price spread of 0.34 Naira for every 1 Naira retail price paid by the final consumer in the marketing process. The marketers in the study area had significant marketing margin during their marketing transaction. The study recommends firms should monitor the activities of channel members in order to keep it in conformity with the marketing strategy and goals of the organization.
Madugu, & Edward, (1980) investigated the causal relationship between quantity of fish sold and marketing costs in Adamawa State. Specifically, the profitability was determined and distribution channels identified. Structured questionnaires were used to collect data from 80 fish marketers using purposive and simple random sampling technique from Jimeta, Yola, Gurin and Labondo markets. Analytical tools used were descriptive statistics, market margin and multiple regression analysis. The result showed a margin of 39.8% which could be attributed to the marketing functions. The study identified a decentralized distribution channel in the area. Regression analysis revealed an R2 of 63.8%, F-value of 8.93 and a very low standard error of 0.38889. The result further revealed that initial capital, cost of fish, processing cost and handling charges were positive and significant at different levels indicating that they were the major determinants of selling prices of processed fish in the area. The study concluded that processed fish marketing in the study area was profitable. It recommended that marketers should form a strong co-operative society. There is also a need for government intervention by reducing tax and providing licence to increase the number of micro-credit finance institutions.
Khairunnisah, Yanuary, & Hutagalung, (2015) evaluated the relationship between price, channel distribution, information technology and the profit of drop shipping. There are significant improvements in term of drop shipping in Indonesia. In other words, this entity of chain grows and attracts others to involve in. There are several articles were identified and analysed. This research was conducted through online questionnaire and the respondents were identified by snowball approach. This research is categorised as explanatory research with the aim to identify the relationship between the constructs. The hypotheses in this paper were analysed through multiple regression. This study found that price as well as information technology have significant correlation on financial performance. Meanwhile, distribution channel has not significant contribution to the financial performance of drop shipping. The reason for this, origin company send the products direct to the customers via the drop shipping„s name. The result of this study has also contributed to academician and professional who involve in logistics and supply chain. This study identify that the future study are needed to extent the area of study so that the understanding of drop shipping will also be improved.
Obaji, (2011) investigated the effects of channels of distribution in a selected Nigerian manufacturing company as it affects sales of its product. The quantitative research method was the instrument used to collect data for the study. A total of 300 copies of the questionnaires were distributed to sampled consumers, distributors and marketing staff of the company, out of which 200 copies was retrieved back. The data was analyzed using the Statistical Package for Social Science (SPSS) version 15 and the-Test statistical tool was employed to test the significance between the observed variables and the underlying construct. The findings revealed that the involvement of channels of distribution affects sales of product and that consumers prefer to buy from intermediaries than from producer channels. 
CHAPTER THREE
RESEARCH METHODOLOGY
3.0	INTRODUCTION
	This chapter attempts to describe the methodology to be used in attaining the stated objectives of the study. It includes the research philosophy, research design adopted, method and sources of data and procedure in testing hypotheses formulated for the study.
3.1	RESEARCH DESIGN
Research design is the structure and strategy of investigation formatted in order to obtain data to answer research question, which would enables the researcher to test the research questions for final conclusion on the study.
The research design for this study is descriptive research otherwise called survey research. The design helps the researcher to describe the event in question using the resulting data to explain and predict the situation. It gathering consistently the data of occurrence of testing research questions makes predictions or getting meaning and implementation of the situation.
3.2	POPULATION OF THE STUDY
Population refers to all cases or individuals that fit a certain specification (Ohaja, 2003). The staff and customer’s in Bovas Petroleum Limited which set as total population for the study.
3.3	SAMPLING TECHNIQUE
The main purpose of sampling is to select a small portion of the whole population so as to make reference to the population.
The researcher adopted the Convenience Sampling Method as a sampling technique. Convenience sampling (is also known as Availability sampling or Accidental sampling) is a non-probability sampling technique where subjects are selected because of their convenient accessibility and proximity to the researcher. It involves the sample being drawn from that part of the population which is close to hand. That is, a population is selected because it is readily available and convenient. It relies on data collection from population members who are conveniently available to participate in study. 
3.4	SAMPLE SIZE DETERMINATION 
The sample size was drawn from the total population of the study area, knowing full well that, the whole population cannot be sampled due to time and financial limitations. The researcher only selected a portion of the population both staffs and customers is studied (i.e 150 customers and 100 staff).
Therefore, the size of the study is 250. The opinions and views sampled (A part of population which the study is focused) from the respondents of the study. 
3.5	METHOD OF DATA COLLECTION 
This is the technique used by the researcher to obtain data for analysis. The researcher used questionnaire and one on one collection to administer to drawing conclusion.
There are two basic procedure of gathering data; these are primary and secondary sources. The research work makes use of primary data. The primary data is sourced from questionnaires administered to respondents in the area of the study. These data are used to test the formulated research questions. The use of primary data for the study does not preclude the use of secondary data, which were used to compile chapter one and two of the study. These data are generated from text books, journal, articles, publications and internet. 
3.6	METHOD OF DATA ANALYSIS 
All data generated were quantitatively analysed. Quantitative measurement of data requires that the occurrence of variables be communicated using numbers.
The completed questionnaires would be collected, edited analyzed. A simple percentage mode of calculating would be adopted to communicate the frequency of occurrence of variables. All data were analysed in tables, the tables are used to present relevant information which include interpretations and Chi-square (X2) statistical technique would be used to test the formulated research hypothesis.
X2	= ∑	(O – e)2 
		 		 e
Where X2	=	Chi-square 
	∑	=	summations
o	=	observed frequency
e	=	expected frequency




CHAPTER FOUR
DATA ANALYSIS AND DISCUSSION OF FINDINGS
4.0	INTRODUCTION 
This chapter presents the result of the analysis in line with the research questions put forward in the study in order to make a valid conclusion on the stated problem in the research work. Descriptive statistics, including frequency count, simple percent and data collected were analyzed using Chi-square statistical method to determine their authenticity and validity.
A total number of 70 responses were used in the analysis of data, 50 from the customers and 20 from the sellers at Bovas Petroleum Limited, the data were presented on tables and subsequently, and results were discussed under each table.
4.2	DATA ANALYSIS
RESPONDENT PERSONAL/DEMOGRAPHIC CHARACTERISTIC
TABLE 4.1 Sex Distributions of Respondents
	Options 
	Respondents 
	Percentage (%)

	Male 
	20
	28.57

	Female 
	50
	71.42

	Total 
	70 
	100


Source: research field work 2025
Table 4.1 above received that 20 (28.57%) of the respondents are made white 50 (71 .42%) constitute the female respondents.


TABLE 4.2 Age Distribution of Respondent.
	Options 
	Respondents 
	Percentage (%)

	Below 20
	0
	0

	20 – 29 
	25
	35.71

	30 – 39 
	35
	50

	Above 40
	10
	14.29

	Total
	70
	100


Source: research field work 2025
Table 4.2 show majority of the respondents fall in the age group 25 (35.71%) fall between 30-39 years, while 14.29 are above 40 years.
TABLE 4.3 Marital Statuses of Respondents 
	Options 
	Respondents 
	Percentage (%)

	Single 
	20
	28.57

	Married 
	40
	57.14

	Divorce 
	10
	14.29

	Total 
	70
	100


Source: research field work 2025
Table 4.3 above shows that 20 (28.57%) are single, 40 (57.14%) are married, while 10 (14.29 %) are divorced respondents; both the customer and staff it show that majority of them are family men and women.





TABLE 4.4 Educational qualifications of Respondents
	Options 
	Respondents 
	Percentage (%)

	SSCE 
	38
	54.28

	ND/NCE
	18
	25.71

	Bsc/HND
	12
	17.14

	Professional 
	2
	2.86

	Total 
	70
	100


Source: research field work 2025
Table 4.4 above show that 38 (54.28%) are SSCE, 18 (25.71%) are ND/NCE graduate, 12 (17. 14%) are BSC/HND holder while 2 (2.786%) have professional exam.
Table 4.5 length at market respondents 
	Options 
	Respondents 
	Percentage (%)

	Under 1 year
	10
	16

	1 – 3 years 
	15
	20

	4 – 6 years 
	25
	44

	Above 7
	20
	20

	Total
	70
	100


Source: research field work 2025
Table 4.5 above reveal that 10 (16%) of the respondent are just entering the market  is 15 (920%) of the respondent are spending at most 3 years with the market  25 of 44% of the fall within the range of 4 – 6 years, the market  while the remaining 20 (20%) have spent above 7 years.


TABLE 4.6: What category are you? 
	Options 
	Respondents 
	Percentage (%)

	Regular 
	50
	90

	Casual 
	20
	10

	Total 
	70 
	100


Source: research field work 2025
Table 4.6 above shows that most of the customers as show above 50 (90%) and 20 (10%) are regular and casual customer respectively. 
TABLE 4.7: Do you believe that Intermediary  help in product loyalty? 
	Options 
	Respondents 
	Percentage (%)

	Yes 
	50
	75

	No 
	20
	25

	Total 
	70 
	100


Source: research field work 2025
The table above shows that 50(75%) said yes to the question while 20(25) said no , this analysis shows that Intermediary  helps in product loyalty.








TABLE 4.8 opinion of the respondent on the types of distribution channel
	Options 
	Respondents 
	Percentage (%)

	Low channel 
	12
	4

	Short channel 
	23
	36

	Intermediate channel
	35
	60

	Total 
	70
	100


Source: research field work 2025
The above table shows that intermediate channel is widely embarked upon with 35 (60%) of respondent opinion 12 (45) says it is short channel while 23 (23%) go for long channel of distribution.
TABLE 4.9: Opinion of respondents on the distribution policy used by the following?
	Options 
	Respondents 
	Percentage (%)

	Exclusive 
	21
	30

	Selective 
	32
	50

	Intensive 
	17
	20

	Total
	70
	100


Source: research field work 2025
Table 4.9 shows that 21 (30%) admit exclusively distribution policy 32 (50%) says it is selective policy while 17 (20%) admit that the market  used intensive policy. This shows that selective policy is best used by the market .


TABLE 4.10 Opinion of Respondent on the Distribution Problem Faced by the Market  
	Options 
	Respondents 
	Percentage (%)

	Competitor 
	50
	76

	Deliver risk 
	13
	16

	Found 
	7
	8

	Total 
	70 
	100


Source: research field work 2025
Table 4.10 the above table shows that 50 (76%) while 13 (16%) and 7 (8%) goes to competitors delivery and found problem face by the market . This shows that market  should be careful in dealing with the competitors. 
4.4 	DISCUSION OF FINDINGS
From the data presented above, it is obvious that distribution channel and customer satisfaction are of great benefit and importance in marketing hence making the study to be justifiable.










CHAPTER FIVE
SUMMARY CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY 
In the process of the research the resources deducted that the distribution channel and satisfaction in a market  is an indispensable factor that requires an inch man garent skill to attain the organization objectives.
In designing channel of distribution a market  must take into consideration some factor that serve as bedrock for developing are effective channel of distribution.
The following factors are:
· Market  consideration
· Product consideration
· Competition consideration
· Market consideration
· Intermediary  consideration and environment
Distribution channel and delivery system are concerned with making desired goods and services available to customers at their location and time that are convenient.
Conclusively companies who have adopted the policy of indirect channel of distribution will effectively achieve its distribution goal.
5.2	CONCLUSION
During this research work ,the researcher was able to determine the role that the distribution channel plays in improving the market ’s from the analyzed data, the researcher was able to identify some benefit that can he derived from distribution channel if manager properly some of this benefit includes;
The distribution channel enhances customers satisfaction persuade customer to buy the market  products.
Channel of distribution increases market  sales volume and it build the market ’s image.
Finally, it will be obvious that the channel of distribution in any business organization serves as bedrock to upliftment of the organization. Therefore, it must be designed properly to enable it to be line with the market ’s objectives and as to desire of the customers as managerial theory has said the business starts and end with the customers.
5.3	RECOMMENDATION
Having done an in depth analysis on this topic and based on the researcher findings the following recommendations are provided the market  should monitor the profits being change by the Intermediary  so that the price of the product would be favourable to customers.
Distribution channel should make the product more appealing to customers
Environment factors such as culture, political social etc must be studied toward achieving effective distribution channel.
The department should help in widening or expanding the time periodic for the researcher in order to get different opinion.
School should make available different materials such as textbooks, journals etc which can also serve as means of getting relevant information respondents orientation is important to enable them to respond positively and with truth to the researchers. Also since financial incentives or cost are incurred during the processing, government should financial assistance to students in carrying out the researcher work.
Finally, the entire conclusion reached after the research should be acted upon not ordinary being noted which later turn down the main aim of the research.
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