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ABSTRACT
The role of effect in distribution channel in any organization can not be over emphasized. This is because it assists positively in creating customers satisfaction, since the customer remain the king in any economy.	Distribution channel a locust path and route through which product passes or move from the point of production to the point of consumption is essential hence, its significance never be divorce from marketing product The process cover five chapters: Chapter One:  Background of study, statement of problem, objectives of the study, significance of the study, scope and limitation of the study, definition of terms, management, distribution policy and channels, marketing intermediaries agents direct sales. Chapter Two: Has to do with literature review, being the review of past authors work on the subject matter, direct and indirect method of distribution, wholesaling, limited service of wholesaler, retailing and their function, objective of distribution, the channel design decision, accounting for the cost of distribution principle of managing the channels and technique for managing the channel. Chapter Three: Consist of research methodology. This consist of the research method used instrument used for data collection, research population and sample size, the sampling procedure employed and the statistical techniques used in analysis of data and the information of data. Chapter four: Also cover, the presentation and analysis of data and the proof of hypothesis Chapter Five: The finding, conclusion and recommendation, summary      
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CHAPTER ONE
GENERAL INTRODUCTION
1.1	BACKGROUND OF THE STUDY
	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 channel involves inter – related 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 company’s efforts. 

1.2	STATEMENT OF THE RESEARCH PROBLEM
	The aim of producer, is to produce goods and service to wards 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 toe the consumer. It is therefore, become interactive that markets understand 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.
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 company objective market consideration product characteristics, middlemen 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 middlemen should understand that each of them is one component of total systematic organization that is designed to maximize market effectiveness in selling the company product and meeting customers satisfaction.




1.3	AIM AND OBJECTIVES
	The general objectives of this research study is to examine with care the effectiveness of distribution channel management and customer satisfaction using Nigeria bottling company plc as a case study
1.	To identify the need for customer consideration in designed channel of distribution
2. 	To establish the fact that distribution channel enhances customer satisfaction.
3. 	To estimate the fact that distribution channel persuades customers to buy company products.
4. 	To have a look at problem those are common to channel of distribution
5. 	To identify how company image can be built through distribution channel
6. 	To establish that the distribution channel increases company sales volumes.

1.4 	SIGNIFICANT OF THE STUDY
	The relevance of this study is derived from the economic depression uncounted in Nigeria recently which ahs 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 company 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 fronties of knowledge on the distribution as a subject.

1.5	SCOPE AND LIMITATION OF THE STUDY
	To ensure effective performances of any company. The management of its distribution channels is important however, attempting to cover all bottling companies would be impressible as a result of the differences in their channels of distribution. As a result of this, I will be using Nigeria Bottling Company Plc Ilorin.
	The research work will be concentrated on how they distributed their product to the final and user (i.e. consumer) through different channels which may be such as from manufacturer – wholesaler – retailer final consumer. Furthermore this study will cover to middlemen because they see to how the company product are being distributed and the retailer, consumers of the company’s product will not be excluded.
1.6	HISTORICAL BACKGROUND OF NIGERIA BOTTLING PLC ILORIN
	
The first Nigeria bottling plan was commissioned in 1953. Operating within the basement of present maintained Hotel as Ebutemetta, Lagos. It was to be the beginning of an existing story of growth and development particularly during the 45 years with staff strength of about 10,000 workers in all fields of operations all over the country.
	Nigeria Bottling Company is Nigeria number one bottler of soft derives selling more than million bottler of growing. In order to increase sakes the company established deports in major cities between 1953 and 1955, in 1955 the company established a new plant in Kano to provide service to the northern states. The 1970s can appropriately be discovered as a decode of expansion for the Nigerian bottling company a plant was opened at Benin of the beginning of the 70s. this was followed in 1972 and 1973 commissioned of the Jos and enough plant respectively. Another plant was opened in Ikeja in 1978 and then one in Ilorin 1979, fanta is by the number one best seller in orange segment and sprite the most widely sold lemon – line drive in Nigeria other product bottled by Nigerian bottling company include fanta tome and krest bitter lemon 35cl fanta champion was introiduce recently in july 19095. then 25cl coke was introduced to ilorin on Sunday 8th January, 1995 to cater low income earner also the 50cl coke, fanta and other were introduced recently, directly coke is another product introduced to the market.
	The success of coca – cola has brought with it the development of a number of sister companies all contribution to the growth of Nigeria economy. The nogal gloss, glos company in ugholti was incorporated in June 1974 and supplies the million of bottles to keep a large bottling company in operation .also the crown to seal the bottles, the Benin plastic company which makes the create for carryimg the bottle. In 1958, the first carbon dioxide plant was established and Nigeria bottling company plc is the target manufacture of carbon dioxide used to carbonate the drinks.
1.7 
       LIMITATION AND CONSTRAINTS
To ensure performance of any company, the management of is distribution channels is important however, the attempting to cover all bottling company would be impressible as a result of the differences in their channel of distribution. As a result of this I will be using Nigeria Bottling Company Plc Ilorin.
	The research work will be encountered on how they distributed their product to the consumption stage.

1.8	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: 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: 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 company 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 saler 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 company product under specified agreement they neither own nor take possession of the merchandise .the sell to wholesales 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 company’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, product frequently have little or no control over middlemen and wholesales, which in turn have little control over retailers.
They work as independent business firms or single businessmen.
2.1	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 company 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.

2.2 	AN – XRAY 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 middlemen, 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 middlemen, agent middlemen, 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 (2017) 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 consist 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 is 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 channel can be characterized by the number of middlemen that are involved in bringing the product level where is direct selling to customer by the producers. This is the one channel level where one middlemen is involved, the two middlemen and the multi channel do not remain stratic, 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.
	McCammon (2020) opined the one of the most significant channels of development is the vertical marketing system. A vertical marketing system consist 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 2019) 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 company. Companies are increasingly adopting multi – channel system to reach the same of different market.
	Tillman 2021) labored multi – channel retailing organization as merchandising ompire under central ownership usually combing several type of retailing with behind the same of integration of some distribution and management functions. Many companies operates multi – channel that serves two different customer level dual distribution.

2.3 EVOLUTION OF DISTRIBUTION CHANNEL IN NIGERIA 
	During the primilous era, the trade system existing in Nigeria was trade by barter. The surpluses of product made by a family (through subsistence in nature) where exchanged directly for other surplus products of other family.
	Therefore, the existed a crude direct channel of distribution for products during the period. In the period of (1900 - 1960) that is the colonial era the industrial revelation resulted in huge import and export trade, production and processing of primary products. Large firm such as UAE, Jion Holt, Patterson and zochois (PE) CFAO were engaged in importing and exporting of some products. These foreign firms acted as merchant wholesalers selling agents or representatives of manufacturers in foreign countries. Due to the wide geographical dispersion of the foreign companion customer, diversity of product communication and operation barrier of the foreign, middlemen were nominated so as to help them reach the consumers or end – users. This many channel types emerged because of the various companies need for extensive and intensive market coverage, subsequently tradition a shopping centre and market were established. Before Nigerian dependence in 2010, supermarket and department stores such as Kingsway stores, countries store, UTC stores, J.T. channel chellaraon were established. They were originally created to meet mainly the need of expatriates in Nigeria that is Lagos, Ibadan Kano, Ilorin, Enugu and Port–Harcourt. After Nigerian’s independence in 1960 more indigence firms and industrial were involves in distributive trade. Furthermore, many indigenous supermarkets and departmental store were established all over Nigeria.
	The Nigeria enterprises promotion decree (indigenization decree of 2018 with amendment in 2020 and a revision in 2019 give rise to move participation of Nigerians and Nigeria organization in institutional and physical distribution. 
Source: William Santo (1980) fundamental of marketing fourth edition in England.

2.4. 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 middlemen look over the market functions and some of the processing of consumer needs. Now middlemen 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 (2010) fundamental of marketing fourth edition in England.

2.5	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 company want 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 middlemen likely bore down to their superior effectively in marketing goods widely acceptable and accessible to wide market.
vi. 	The use of middlemen 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 (2017) marketing contemporary third edition McGraw  Hill, England. Pitman pp. 79.

2.6	METHOD OF DISTRIBUTION IN 
THE NIGERIA MARKET

There are two method distribution. These are:
i. Direct method
ii. Indirect method
2.6.1. DIRECT METHOD
	Fayer (2020) defined direct method as system whereby product are distribution by the producer to the ultimate customer. This method does not involves the sue 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 through which each manufacturer locates its consumer directly.
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Source: Fayer weather J. (2021) in the above diagram each producer locates the three consumers

2.6.2. INDIRECT METHOD
	Fayer weather J. (2021) 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 middlemen)
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Source: fayer weather J.(2021
)
	In the above diagram each producer locates the middlemen who transfer the goods of the ultimate consumers. And that is typical example of indirect method of distribution in management channel of distribution.

2.7	WHOLESALING 
	McCarty (2021) suggested that the wholesaler act as a link between the producer and retailers, the wholesaler is often described as the middlemen. 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 middlemen. 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 2014.
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.                      
2.7.1 TYPES AND FUNCTION OF WHOLESALING 
	In the last census of business on 2022, 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 differ 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

2.7.2	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).

2.7.3 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.

2.7.4 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 form the acceptance of the order to its delivery carry inventory, their cost are lower and saving are realized by their customers.

2.7.5  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.

2.7.6 	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.

2.7.7	OBJECTIVE OF DISTRIBUTION
	According to good ridge (2022) 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 company 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 company can hold limited control of production total control. If the company 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 company promoting the product positioning the strategy used by the company.
4. 	Image: Maintaining the image of a company and the product.
5. 	Independence: The company 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.
2.8	 	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 customer 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 consumer are the type does not need to be pressurized much before purchasing your product, then you can use the middlemen. But if they are the type that needs much pressure, you use the missionary sales force or attach them so that hey 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. Middlemen consideration
i. 	Availability of the type of the middlemen
ii. 	Service produced by the middlemen
iii.	Middlemen and company policy

4. Company consideration
i.	Financial resources of the company
ii. 	Seize of the company
iii.	Availability of the management 
iv.	Company 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 company while that or the external is the control that government has over a company.
2.9	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 (2019) 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 company 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 middlemen to use at each channel level. There strategies are available which influence the number of middlemen 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 type of middlemen 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, supermarkets, cooperative store petty trade, trader and door step sellers and with the functions of selling on small quantities having closer contract with consumers, provision of market informal and advertising for the manufacture is through the display of their ware in fascinating patterns.

2.10	ACCOUNTING FOR THE COST OF DISTRIBUTION                     
Probably one of the most important reason why the adoption of an integrated approach to distribution management has proved so difficult for manufacturing companies is the lack of appropriate cost information, the need to manage the total distribution activity as a complete system having regard for the efforts of decision take in one cost accounting system groups cost into broads aggregated categories which do not allow for more detailed analysis necessary to identify the true cost of serving customers with particular product mix without this facility to anayze aggregate cost trade off that may exist within he distribution system.
	According to love (2020) identified that many problem at the operational level in distribution management arise because all the impacts of the corporate system are not take into account.
	Too often decision take in one area can lead unforeseen result in other areas change in policy on minimum order value form example may affect customer ordering pattern and lead to additional loss. Similarity changes in production efficiency may lead to reduction in finishing stock available and affect customer.
	The problem associated with identifying the total system impact of distribution policies are immense. Distribution cuts across traditional company organization function with cost impacts in most of these functions.
	The purpose of total cost analysis in these context is to identify the change in cost brought both by these decision the cost must therefore the viewed in incremental cost differences which is relevant accounting information for decision talking in this case. The distribution cost accounting produces is substantial and yet it must be solved for the full potential of improved logistics management to be realize the specific functional are that encompassed by distribution could be termed the distribution mix and presented as follows.
Inventory: which include service level decision and material requirement planning.
Information which include order processing and demand forecasting warehousing. Which involves mode decisions and scheduling. Distribution management task is concerned with the integration and coordination of these activities in such a way of defining distribution objective that will serve consumer in most effective manner. The idea of customer service encompasses all the points of contract between the customer service and producer in terms of physical fulfillment of orders.
	Customer service are the output of the distribution system and its result from the combined effects of the activity centres within the distribution mix. There has been a tendency in the part for companies to consider only the cost of transport and perhaps warehousing as constituting their cost of distribution. Recently more companies are adopting the total distribution activity. These concept recognize that many more costs are in cured through the provision of availability than just transport and warehouse costs. Several other costs need to be accounted for in distribution costing.
	Christopher (2019) stated that there in need for the inclusion of inventory materials handing and protective packaging costs in the total distribution cost.  







2.11 PRINCIPLE OF DISTRIBUTION COSTING 
	The problems of developing an appropriate distribution oriented costing system are primarily one of focus. That is the ability to focus upon the output of the system in essence the provision of customer service and to identify the unique cost associate with that output one of the basic principle of distribution costing is i.e. 
It should be capable of identifying the costs that result from providing customer service in the market place. A second principle is that is should be capable of enabling separate cost and revenue analysis to be made to customer type and by market segment or distribution channel.
	The later requirement emerges because of the dangers inherent in dealing solely with average to operationalize the first principle requires an “output” orientation to costing in order worlds the desired output of the system should first be defined and should be identifies.
A useful concept is that of the mission
	Christopher 2021) in the distribution context a mission is a set of goals to be achieved by the system within a specific product or market context.
	Barret (2022) stressed that in developing a frame work for the application of mission costing requires that all activities centres associated with particular distribution mission should be identifies e.g. transport were housing, inventory etc.
	Then the incremental cost for each activity centre incurred as a result of under taken that mission should be isolated incremental cost are used because it is important not to take into account “sunk cost” or those which would still be incurred even if the mission are abandoned.

2.12	TECHNIQUES FOR MANAGING THE CHANNEL
	There is a movement of strategic influence in marketing management which if underrated may have serious consequences for manufactures distribution have became arbiters of what product will entre the market place and thus often control product destiny the collapse of resale price maintenance has also undermined the manufacturer’s ability to prescribed the retail price chronic inflotim has produced a preoccupation with price that has eroded marging retailers good will and manufacturers decision.
If even there was an era when manufacturer generally dominate the market one of the first and most basic step a manufacture can take is to develop a better insight into  the true trading relationship it has with its suppliers and distributions and consequently improve management and control of these individual customer account.
	According to Bower sox (2020) observed that the development of a channel system strategy involves four considerations. The first is the evolution of relative power (and hence negotiation system) of the various parties the second consideration is the arrangement of the channel commitments and evaluation of channel procedure the third consideration is the accurate measurement of channel performance and the last consideration is the culmination of effective channel strategy planning.
	The distribution port folio analysis effective channel strategy planning. The distribution port folio analysis and channel dependence matrix analysis provide information about the criteria.
	Port (2020) suggestion should be used as a frame work for buyer (distribution selection and strategy growth potential) structural bargaining power and cost of serving customers. Axis measures the manufactures share of distributors sales of particular group or group of products. Distributor portfolio analysis quickly identifies the aggressive rapid growth distributor ad all other things being equal, the company should seek to expand its total sales through this distributor by increasing the distributor total allowances. 















































CHAPTER THREE
RESEARCH METHODOLOGY
3.1 	RESEARCH METHOD USED
In accomplishing the objective of this study, this chapter will be mainly developed to the procedure pattern used in gathering information on the topic. The primary research instrument that is used to get information from respondents for this studies is questionnaire method is chosen because it is an effective tool for generating information for this study because it could be relatively cheap to execute and is loss time consuming compared to other research instruments. The questionnaires are both open and close ended.

3.2	INSTRUMENT USED IN DATA COLLECTION
	An appropriate method for collecting data does not only facilities the process of collection, it also makes the process cheaper and more efficient. A good choice of method to adopt is a function of the nature of the research problem and the source of the data required.
The widely used method of data collection are (mail) questionnaire, interview, and observation electronic method such as telephone and telex, CBT are now being used. It should be emphasized that no one of these method has absolute advantages over the others. The choice of one method over the others must be based on its feasibility, convenience, relative efficiency, and the speed of collecting the data.
a.	Mail Questionnaire: This method involves sending a well structured or garaged questions through the mail to source for data. This method is facilitated by very good postal system. This technique is appropriate when the population being studies is widely and thinly scattered over the geographical area. Traveling express and interviewer salaries, salaries are saved. This method that is it cheaper than the interview methods. The bias usually associated with the interview method and the interviewer – respondent defects are avoided. That is the problem of respondents facing shy to divided certain in.
Formation is minimized in the use of mail questionnaire.
Qualities Of A Good Questionnaires:
i. Questions must be simple: common languages must be used and not technical
ii. Ambiguity of questions showed be avoided.
iii. Sorcery of information supplied must be assured 
iv. The respondent showed not be engaged in any financial spending
b. Observation Method
observed techniques is most useful for studying behaviours, action and the practice of beliefs because many times people differ in practice what the claim to be beside, observation is the only reliable and freasible instrument for collecting data in studying such things as crowd, secret society, child behavior, war, games, etc.
therefore, this method may be useful for studying student demonstrations, riot, political activities, and children behavior in schools.
Observation technique is an art which if not careful employed could be counter productive. Its major limitations arise from the fact of personal involvement of the research, as the observer (participant) might be deferent from the group being or studied. This could generated negative reaction from the group. Other short coming of the technique includes.
i. There is difficulty in obtaining a sample for observation of act that are required in the future 
ii. It cannot be used to investigate past behaviours
c.	Personal Interview 
	The rational for using this method of data collection by the researcher, is to afford the researcher the opportunity of recollect information from the employees of Nigeria bottling company Ilorin kwara state.
i. Structure and in structure interview method are equally used under this personal interview approach. The structure interview are systematically arranged and planned questions which are in sequential asked by the interview researcher.
ii. In structured interview as it implies means other questions that come in process of the interview and it is less detailed and less planned.
3.3	RESEARCH POPULATION AND SAMPLE SIZE
	To achieve the objectives of this study, the descriptive survey approach is adopted.
This involves the collection of data and analysis and interpreter them against contemporary issue.
	This target of study is the Nigeria bottling company Ilorin company which staff number of 60 150. Hence, a mitigate employ technique is adopted  since the research or connect possibly have access to the entire population due to the factor of finance, time and conscience, it is better that a percentage quota of the population is sampled.
	According to Roger and Hober (2020) machinist (2021) a sampler side of population order one hundred is good enough for making reference of the entire population. This study will therefore packed a sample population of 20 people, which constitute 100% of the entire population of the company. The data collected are statistically analyzed using the sample percentage method.

3.4. SAMPLE PROCEDURE USED
	This research for the purpose of effective application has divided the population of the case i.e. Nigeria bottling company Ilorin Kwara State population into two section
a. The management
b. The staff
Questionnaire where distributed randomly to both management staff and workers.

3.5	STATISTICAL TECHNIQUES USED IN ANALYSIS DATA
	Analysis and interpretation of data have to do with verbal numerical and graphical presentation of the result find in the project.
In this research work, the research has used table in analysis and presentation of data
Tables
Tabulation is a data interpretation procedure designed to reduce the bulk of international by presenting it more simple and more explicitly.         



CHAPTER FOUR
4.1	DATA PRESENTATION
This chapters computer the result of data collected from the questionnaire distributed for the study.
The data will be computed in tabular form, some of the data will be expressed in percentage and explanation shall be given.
RESPONDENT PERSONAL / DEMOGRAPHIC CHARACTERISTIC
TABLE 4.1 Sex Distribution of Respondents
	SEX
	FREQUENCY
	PERCENTAGE

	MALE
	20
	28.57

	FEMALE
	50
	71.42

	TOTAL
	70
	100


Source Researchers filed 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.
	AGE
	FREQUENCY
	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 shows majority of the respondents fall in the age group (20-29) year i.e 25 (35.71%) fall between 30-39 years, while 14.29 are above 40 years.
TABLE 4.3 Marital Status of Respondents
	MARITAL STATUS
	FREQUENCY
	PERCENTAGE

	SINGLE 
	20
	28.57

	MARRIED 
	40
	57.14

	DIVORCE
	10
	14.29

	TOTAL
	70
	100


Source researchers 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 Qualification of Respondents
	EDUCATION QUALIFICATION
	FREQUENCY
	PERCENTAGE

	GRADUATE
	18
	25.71

	BSC/ HND
	38
	54.28

	POST GRADUATE
	12
	17.14

	PROFESSIONAL EXAM
	2
	2.86

	TOTAL
	70
	100


Source research field work 2025
           Table 4.4 above show that 81 (25.71%) are graduate, 38 (54.28%) are BSC/HND holders, 12 (17.14%) have post graduate while 2 (2.786%) have professional exam.


TABLE 4.5 Length Of Service Respondent
	YEAR
	FREQUENCY
	PERCENTAGE

	UNDER/YEAR
	10
	16

	1-3 YEARS
	15
	20

	4-6 YEARS
	25
	44

	ABOVE 7
	20
	20

	TOTAL
	70
	100


Source researcher field work 2025
Table 4.5 above reveal that 10 (16%) of the respondent are just entering the company is 15 (920%) of the respondent are spending at most 3 years with the company 25 ()445 of the fall within the range of 46 years, the company while the remaining 20 (20%) have spent above 7 years.

TABLE 4.6 What Category Are You?
	RESPONDENT
	FREQUENCY
	PERCENTAGE

	REGULAR
	50
	90

	CASUAL
	20
	10

	TOTAL
	70
	100


Source researchers field work 2025
Table 4.6 above shows that most of the customers as show above 80 (90%) and 20 (10%) are regular and casual customer respectively.

TABLE 4.7 Do you talk coca cola product.
	RESPONDENT
	FREQUENCY
	PERCENTAGE

	YES
	60
	95

	NO
	10
	5

	TOTAL
	70
	100


Source researchers field work 2025
As shown above, all the respondent customer do take coca cola products which show that their product are okay.
TABLE 4.8	Opinion of the respondent on the types of distribution channel
	RESPONDENT
	FREQUENCY
	PERCENTAGE

	LONG CHANNEL
	12
	4

	SHORT CHANNEL
	23
	36

	INTERMEDIATE CHANNEL
	35
	60

	TOTAL
	70
	100


Source researchers 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.
	RESPONDENT
	FREQUENCY
	PERCENTAGE

	EXCUSIVE
	21
	30

	SELECTIVE
	32
	50

	INTENSIVE
	17
	20

	TOTAL
	70
	100


Source researchers field work 2025
Table 4.9 shows that 21 (30%) admit exclusively distribution policy 32 (50%) says it is selective policy while 17 (2%) admit that the company used intensive policy. This shows that selective policy is best used by the company.
TABLE 4.10	Opinion Of Respondent On The Distribution Problem Faced By The Company.
	RESPONDENT
	FREQUENCY
	PERCENTAGE

	COMPETITORS
	50
	76

	DELIVERY RISK
	13
	16

	FOUND
	7
	8

	TOTAL
	70
	100


Source researchers 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 company.
This shows that company should be careful in dealing with the competitors.
TABLE 4.11	Opinion Of Respondent On Distribution Channel Enhancing Satisfaction.
	RESPONDENT
	FREQUENCY
	PERCENTAGE

	STRONGLY AGREED
	25
	44

	AGREE
	18
	24

	DISAGREE
	7
	10

	STRONGLY DISAGREE
	15
	20

	INDIFFERENT
	5
	2

	TOTAL
	70
	100


Source researchers field work 2025
Table 4.11 above shows that 25 (44%) of the respondents strongly agree with the above mentioned statement, 18 (24%) agree, 7 (10%) and 15 (20%) disagree and strongly respectively. This shows the distribution has a greater impact on customers satisfaction, so the company should be careful with it.

TABLE 4.12	Respondent’s opinion on distribution channel persuading customer to buy company’s product.
	RESPONSES
	FREQUENCY
	PERCENTAGE

	STRONGLY
	25
	36

	AGREE
	27
	40

	DISAGREE
	8
	10

	STRONGLY DISAGREE
	6
	8

	INDIFFERENT
	4
	6

	TOTAL
	70
	100


Source researchers field work 2025
Table 4.12 shows that 25 (36%), 27 (40%), agree, 8  (10%) disagree, 6 (8%) strongly disagree and 4 (6%) in indifferent.
TABLE 4.13	Opinion of respondent on channel of distribution increasing sales volume.
	RESPONSES
	FREQUENCY
	PERCENTAGE

	STRONGLY
	40
	50

	AGREE
	13
	20

	DISAGREE
	2
	4

	STRONGLY DISAGREE
	13
	20

	INDIFFERENT
	2
	6

	TOTAL
	70
	100


Source: Researchers field work 2025
Increase in sales volume is the main target of every company as table 4.13 reveals.       
40 (50%) strongly agree, 13 (20%) agree, 2 (40%) disagree, 13 (20%) strongly agree out of the respondent is indifferent .i.e. can not really say that channel distribution build the company image
DATA ANALYSIS
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. 
4.2	PROOF OF HYPOTHESIS
Two kind of hypothesis will be analyzed which are alternative hypothesis (Ha) and null hypothesis (Ho). The alternative hypothesis (Ha) given hypothesis assumption which null hypothesis give negative assumption.
(Ha): 	Role of effective channels on customer satisfaction presenting delay of distribution of goods to customer i.e. avoid time delay.
(Ho): 	Effective channel on customer satisfaction does not determine how the satisfaction of the customers.
(Ha): 	Effective channels on customer satisfaction ensure that this is a coordinated flow of product loading to the customer required.
(Ho):	Effective channel on customer satisfaction has to do with seconding delivery of goods.                



CHAPTER FIVE
SUMMARY CONCLUSION AND RECOMMENDATION
5.1	SUMMARY OF FINDING
In the process of the research the resources deducted that the distribution channel and satisfaction in a company is an indispensable factor that requires an inch man garent skill to attain the organization objectives.
In designing channel of distribution a company must take into consideration some factor that serve as bedrock for developing are effective channel of distridution.
The following factor are:
· Company consideration
· Product consideration
· Competition consideration
· Market consideration
· Middlemen 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 company’s from the analyzed data, the researcher was able to identify some benefit that can be derived from distribution channel if manager properly some of this benefit includes;
The distribution channel enhances customers satisfaction persuade customer to buy the company products.
Channel of distribution increases company sales volume and it build the company’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 company’s objectives and as to desired of the customers as managerial theory has said the business starts and end with the customers.

5.3	RECOMMENDATIONS
Having done an indepth analysis on this topic and based on the researcher findings the following recommendations are provided the company should monitor the profits being change by the middlemen 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 [period] 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, all the 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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APPENDIX I
COMPANY CUSTOMER QUESTIONING DISTRIBUTION CHANNEL AND CUSTOMERS SATISFACTION
SECTION A
Please tick [ ] against any option that answer your choice 
1.	Sex: [a] male [b] female 
2.	Age: [a] below20years [b] 20-29years 
[c] 30-39years 	[d] above 45years 
3.	Marital Status: 	[a]single 	[b] married [c] divorced
4.	Occupation
SECTION B
1.	Do you take coca cola soft drink [a] Yes [b] No
2.	How do you rate NBC product distribution channel? 
[a] very good  [b] very fair [c] fair
3.	What categories of customers are you? 
[a] regular customer [b] casual customer 
4 	Do you face any problem with the distribution of the company’s product? [a] yes [b] No
5.	If answer to the above question is yes, how can you describe the problem?
6.	I am satisfy with coca cola distribution channel 
[a] strongly agreed [b] agree [c] disagree [d] strongly disagree [e] indifferent.
7.	What suggestion can you be given to improve the distribution channel of the company?
APPENDIX II
COMPANY STAFF QUESTIONNAIRE DISTRIBUTION CHANNEL AND CUSTOMERS SATISFACTION
SECTION A
Please tick [] against option that answer choice.
1. 	Sex:	[a] Male  		[b] Female
2. 	Age:	[a] Below 20years [b] 20-29years
3. 	Marital Status:	[a]single 	[b] Divorced
4. 	Educational Qualification: [a] Graduate [b]BSC/HND
5. 	Length of service with the company: 
[a] Under a year [b]1-3year [c] 4-6year [d] Above 7years
SECTION B
1.	What type of distribution channel does your company embark upon?[a] short channel [b] long channel [c] intermediate channel 
2.	Is your company adopting a particular distribution channel policy?
3.	Which of the following distribution policy is your company adopt?
[a] To minimize cost  [b] To increase profit making 
[c] To increase of market share .this is the percentage of industrial share that a firm is controlling.
[a] 30-39years  		[b]above 45
[a] post graduate		[b] professional .exam
[a] Yes 			[b] No
[a] Exclusive  		[b] Selection  	[c] Intensive
4 	Do you regard customer as inevitable tools in designing your distribution channel? [a] Yes  [b] No
5.	Are you customer satisfied with your organizations current channel of distribution? [a] Yes  [b] No 
6.	What are the likely problems facing your channel of distribution? [a] Competitors [b] Delivery risk [c] Funds
7.	Distribution channel will enhance customer satisfaction
[a]	Strongly Agreed  	[b] Agree  [c] Disagree  
[d]	Strongly Disagree  	[c]indifferent.
8.	Distribution channel will persuading customer to buy the company product. 
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