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ABSTRACT
It has been discovered from the information gathered from analysis mark on the collected data that, the usefulness of effect of environment factors on distribution of bread in kwara state. Most especially in transaction of business across the globe cannot be over emphasized.In the first hypothesis tested the conclusion is drawn that in significant evidence that price affect the sales of bread in Ilorin can be an instrument for transacting business globally. This makes sales promotion an effective’s instrument.Also it has been revealed that sales promotion influence customaries solution this is due tot eh use of sales promotion in Ilorin kwara state environment has made it so convenient for bread it so convenient for the understand what to buy.Environmental factors has increased the level of productivity of bread in Ilorin, this leading to customer satisfaction.Advertisement as an instrument of captures their area of marketing segmentation through the method of advertising, Captain Cook Bakery, Ilorin.Concentrate of television media which itself are not available in most of the local areas in kwara. Hence, the company make effort to engage in sales promotion radio coverage, publicity e.t.c with this effort.Furthermore, the research concluded that environment factors induce the customers to buy a organization services and responsible for increase and development of a organisation sales history in the market and in the fact of the competitors, thereby developing the organization sales history in the market and in the fact of the competitors, there by developing positioning.  

      Keywords: Distribution Strategy, Sales of Bread, Captain Cook.
CHAPTER ONE

BACKGROUND OF THE STUDY

1.0 INTRODUCTION

This contain the introduction of the study , background to the study, statements of problems of the study, aim and objective of the study, Research Question, Research hypothesis, scope of the study, significance of the study, limitation and constraints to the study and definition of terms.
1.1 BACKGROUND OF THE STUDY


For any organization to be effective there should be distribution management process to convey finished products from the manufacturer to the final consumers. 


This is because without distribution the best product will not be delivered and the marketing mix will break down and fail. As a result of this, firms are increasingly adopting supply chain management to reduce cost, increase market share and sales, and build solid customers relation (Ferguson 2000). Supply chain management can be viewed as a philosophy based on the belief that each firm in the supply chain directly and indirectly affects the performances of all the other supply chain members, as well as ultimately, overall supply chain performance (Cooper et al,1997). The effective use of this philosophy requires that functional and supply chain partner activities are aligned with company strategy and harmonized with organizational structure, process, cultured incentive and people (Abell 1999).


Distribution channel consists of a group of individual or organization that asset in getting the product to the right place at the right time. Distribution plays a vital role, primarily because it ultimately affects the sales turnover and profit margins of the organization. If the product cannot reach it’s chosen distribution at the appropriate time, then it can erode competitive advantages and customer retention.


Efficient and effective distribution is important if an organization is to meet it overall marketing objective. Marketers have to make their goods and services available to the buyer, that is place them at his or her convenience in order to make them seen, perceived admired, accept and purchase them.  

 1.2
STATEMENT OF THE STUDY

The market of bread is highly competitive this is due to the present of countless breads firms across country.

Among these is captain cook. It occupies a significant position, with its network of sales covering across Ilorin metropolis. The company has been performing very creditable as an evident from it services. Beside, Captain Cock is fast becoming a house hold name among bread makers.

Captain Cock faces difficulties, if not almost impossible task in developing a competitive advantage over others. The main reason is that competitors match or even overtake differentiation and cool reduction in a very short period.

This has resulted in frequent fluctuations in sales performances and hence profit margins. For instance, increase cost of flour and sugar which affect the production of Captain Cock industry to product quality Captain Cock to the customer at a profit to them self, result in fluctuation in their sales performances and profit margin. This to maintain continuous sales growth captain cook industry should understand its consumers, market and competitors and develop product innovation strategies that deliver superior value to customers and help the company improve its sales growth, market share, profitability customers retention and loyalty.

1.3
OBJECTIVE OF THE STUDY

The central objective of this research is to examine the effect of distribution of the sales of coca-cola. The specific objectives of the study are:

i. To examine the excess of distribution on sales of Captain Cock bread in Ilorin metropolis

ii. To determine the distribution of sales and how it as affected revenue of Captain Cock
iii. To identify the problems militating against distribution channel

iv. To find out the effect of distribution on customer satisfaction and retention.

1.4
RESEARCH QUESTIONS


The following research questions were asked in study:

i.     Can effective distribution attract high consumer patronage? 

ii.     Does effective distribution enhance more revenue of the company?

iii.     Are customer satisfied with the present distribution strategies employed?

iv.     Does effective distribution have any significant effect on cost reduction?

1.5
RESEARCH HYPOTHESIS


In order to achieve the objective of this study the following hypothesis were developed which will enable us to derive or determine the effectiveness and efficiency of distribution strategy as a marketing tools for sales of coca-cola in a competitive market.

Ho:
There is no significant justification that distribution enhances sales volume  

Hi:
There is significant justification that distribution enhances sales volume  

Ho:
There is no significant evidence that marketing tools can affect distribution strategy  

Hi:
There is significant evidence that marketing tools can affect distribution strategy  

1.6
SCOPE OF THE STUDY


In measuring the coverage of this study in relating to scope. The following shall be clarify and understanding.

a. Time scope: The time scope covers by the research work is period of five years i.e 2015-2025. All data collected has within the period and any information from the internet or text book e.t.c
b. Geography scope: The geographical scope is limited to the activities in Ilorin west local government, Kwara State in Central Nigeria, it had a population of 777, 667 making it the 6th largest city in Nigeria by population. It co-ordinate 80 36N 4033E. The primary ethnic group of Kwara State is Yoruba with significant Nupe, Bariba and fullani minorities.
c. Industrial scope: This scope studies the distribution of Captain Cock company. In which production is made and distribution in different places.
d. Conceptual scope: These conceptual scopes include promotional tools in the aspect of distribution and which emphasis on the marketing in marketing and it also affect all other things like transportation. Transportation is relevant in distribution for it make distribution easy. 
In which marketing product available when and where needed.
1.7
SIGNIFICANCE OF THE STUDY


Apart from benefit the ultimate goal of any research is to improve the existing knowledge, the result of the recommendation if properly implemented, leads to so many opportunities for the following people.

a. Researcher: The study is significant to the researcher as it is one of the basic requirements for the award of Higher National Diploma in Marketing. It is an intellectual and also helps in gaining more knowledge.   

b. Government: The result of the project will bring understanding, create employment and increase revenue through tax collection

c. Academic/Institution: This study will equally be of immense benefits to the institution, which can serve as references to update information pertaining to the topic and also improve the knowledge of student so as to develop from where they stop and then improve more.

d. Society: It will improves the standard of living, social and also making available of peace and harmony within the society. Creating of job, better understanding between the government and people.

1.8
LIMITATION OF THE STUDY


Against the backdrop, however the researcher as anticipated would be constrained by a number of limited factors such as: 

a. Finance: The researcher, encounter financial difficulties which was as a result of economy depression that the country is experiencing currently. Thus, the researcher was able to finance the research work successful as a result of support from mother and relatives.

b. Time factor: The time involved in gathering this document and completion is another problem encountered. The researcher has a very period to collect, complies and collate the result and at the same time attend classes, do assignment, test and other things. Therefore the researcher was able to manage the time and other effectively by attending lecture from Monday to Thursday and limiting the research to Friday only.

c. Attitude of the respondent: The principal limitation in this study is in the aspect of data collection. This is because the party executive members are reluctant in giving the necessary information because they fell information may be revealed to their (opposing competitor) this problem was the bud through regular and constant assurance that all information supplied shall be treated as confidential as possible. I also proved my studentship by collecting letter of information from school and presenting my school identification card.

1.9
DEFINITION OF TERMS      

1.
Distribution: Means to spread the product throughout the market place such that a large number of people can buy it. It also involves the following: 

-
A good transport system to take the goods into different geographical area.

-
It also involves a system to takes back good from the traders

2.
Marketing tools: Are product development and promotional strategies and actions that a company uses to develop and promote it’s product or services.

3.
Strategy: Means a method or plain chosen to bring about a desired future, such a achievement of a goal. The marketing strategy is the foundation of a marketing plan plan.

4.
Selling: Is the last step in the chain of commerce where a buyer exchanges cash for a sellers goods and services, or the activity of trying to bring this about.

5.
Competitive Market: Is a marketing structure in which the following four criteria are met:

i.
All firms sell on identical product

ii.
All firm are price takers. They cannot control the market price of their product

iii.
All firms have a relatively small market 

iv.
Buyer have complete information about the product.

6.
Promotion: This includes advertising, sales promotion, publicity and personal selling, branding and refers to the various method of promoting the product, brand or company.

7.
Supply chain: Is actually a complex and dynamic supply and demand network. A supply chain is a system of organizations, people, activities, information and resources involved in moving a product or services from supplier to customer.

8.
Market: An actual or normal place where force of demand and supply operate, and where buyers and sellers interact (directly or through intermediaries) to trade goods services or contracts or instruments for money or barter.

9.
Distribution channel: Is a chain of business or intermediaries through which a good or services passes until it reaches the end consumer. It can include wholesalers, retailers, distributors and even the internet itself.

10.
Product: A product is anything that can be offered to a market that mighty satisfy a want or need.

11.
Price/Pricing: Is the quantity of payment or compensation giving by one party to another in return for goods or services while


Pricing: Is the process whereby a business sets the price at which it will sell its product and services.

CHAPTER TWO:
 LITERATURE REVIEW

2.0
INTRODUCTION 

This chapter reviewed relevant literatures on the subject matter. The literature covered the conceptual review, theoretical review and empirical review.  
2.1.
CONCEPTUAL REVIEW

Prior to designing a distribution system, the planner needs to determine what the distribution channel is to achieve in broad terms. The overall approach to distributing products or services depends on a number of factors including the type of product, especially perish ability; the market served; the geographic scope of operations and the firm's overall mission and vision. The process of setting out a broad statement of the aims and objectives of a distribution channel is a strategic level decision.

2.1.1
DISTRIBUTION

Distribution performs a number of functions that make possible the flow of goods from the producer to the customer. These functions must be handled by someone in the channel. ThoughA the type of organization that performs the different functions can vary from channel to channel, the functions themselves cannot be eliminated. Channels provide time, place, and ownership utility. They make products available when, where, and in the sizes and quantities that customers want. Distribution channels provide a number of logistics or physical distribution functions that increase the efficiency of the flow of goods from producer to customer. Distribution channels create efficiencies by reducing the number of transactions necessary for goods to flow from many different manufacturers to large numbers of customers.

This occurs in two ways. The first is called breaking bulk. Wholesalers and retailers purchase large quantities of goods from manufacturers but sell only one or a few at a time to many different customers. Second, channel intermediaries reduce the number of transactions by creating assortments—providing a variety of products in one location—so that customers can conveniently buy many different items from one seller at one time. Channels are efficient. The transportation and storage of goods is another type of physical distribution function. Retailers and other channel members move the goods from the production site to other locations where they are held until they are wanted by customers. Channel intermediaries also perform a number of facilitating functions, functions that make the purchase process easier for customers and manufacturers. Intermediaries often provide customer services such as offering credit to buyers and accepting customer returns. Customer services are oftentimes more important in B2B markets in which customers purchase larger quantities of higher-priced products.

Some wholesalers and retailers assist the manufacturer by providing repair and maintenance service for products they handle. Channel members also perform a risk-taking function. If a retailer buys a product from a manufacturer and it doesn’t sell, it is “stuck” with the item and will lose money. Last, channel members perform a variety of communication and transaction functions. Wholesalers buy products to make them available for retailers and sell products to other channel members. Retailers handle transactions with final consumers. Channel members can provide two-way communication for manufacturers. They may supply the sales force, advertising, and other marketing communications necessary to inform consumers and persuade them to buy. And the channel members can be invaluable sources of information on consumer complaints, changing tastes, and new competitors in the market.

In an intensive distribution approach, the marketer relies on chain stores to reach broad markets in a cost efficient manner

TYPES OF DISTRIBUTION

Intensive distribution: (also known as mass distribution) When products are destined for a mass market, the marketer will seek out intermediaries that appeal to a broad market base. For example, snack foods and drinks are sold via a wide variety of outlets including supermarkets, convenience stores, vending machines, cafeterias and others. The choice of distribution outlet is skewed towards those than can deliver mass markets in a cost efficient manner.

Selective distribution: A manufacturer may choose to restrict the number of outlets handling a product. For example, a manufacturer of premium electrical goods may choose to deal with department stores and independent outlets that can provide added value service level required to support the product. Dr Scholl orthopedic sandals, for example, only sell their product through pharmacies because this type of intermediary supports the desired therapeutic positioning of the product. Some of the prestige brands of cosmetics and skincare, such as Estee Lauder, Jurlique and Clinique, insist that sales staff are trained to use the product range. The manufacturer will only allow trained clinicians to sell their products.

Exclusive distribution: In an exclusive distribution approach, a manufacturer chooses to deal with one intermediary or one type of intermediary. The advantage of an exclusive approach is that the manufacturer retains greater control over the distribution process. In exclusive arrangements, the distributor is expected to work closely with the manufacturer and add value to the product through service level, after sales care or client support services. The most common type of exclusive arrangement an agreement between a supplier and a retailer granting the retailer exclusive rights within a specific geographic area to carry the supplier's product.

CHANNELS
A number of alternate ‘channels’ of distribution may be available:

· Selling direct, such as via mail order, Internet and telephone sales

· Agent, who typically sells direct on behalf of the producer

· Distributor (also called wholesaler), who sells to retailers

· Retailer (also called dealer or reseller), who sells to end customers

· Advertisement typically used for consumption goods

Distribution channels may not be restricted to physical products alone. They may be just as important for moving a service from producer to consumer in certain sectors, since both direct and indirect channels may be used. Hotels, for example, may sell their services (typically rooms) directly or through travel agents, tour operators, airlines, tourist boards, centralized reservation systems, etc.

2.1.2
DISTRIBUTION STRATEGIES 

A channel is a means by which products such as Bread, Baked Goods, And Baking Ingredients are sold to a customer. Products may be sold through various types of retail establishments, service providers directly and indirectly involved with the product, or adjacent industries that see sales demand for the product among their customer base. 

Research on the distinct channels in which is sold can enable companies to increase sales by: 

· Developing specific products or marketing campaign tailored to industry needs 

· Controlling for channel conflict in which different channels are competing to sell Bread, Baked Goods, And Baking Ingredients to the same set of customers 

· Find resellers or distributors that can make it easier for companies to do business with your product 

· Identify types of competitors in adjacent industries that you may be unaware of.
2.1.3
  SELLING CONCEPT

The selling concept indicates that consumers, if left alone will not buy enough of the organizations products, the organization must therefore undertake an aggressive selling and promotional efforts to persuade consumers to buy. Kotler (2000p.15)
Deducing from Kolter's calls for persuasion of consumers in order to enable them buy a company's product. Extracting from Kolter's statement selling can therefore be defined as the process of persuading or convincing prospective customers to buy a product, service or idea.

Kolter's concept assumes that consumers usually show resistance in purchase of goods and have to be persuaded into buying. The company therefore must have an effective selling and promotional tools to stimulate purchase. The out when firms/companies are having over capacity. The main goals here are to sell what they make rather than make what they can sell. The modern market has so developed that at every point consumers are being convinced or persuaded to make a purchase e.g. TV advert, Radio, Bill board, Newspaper, Direct mail and sales calls.

Holme (2001 p. 1) simply described the selling function as an integral part of marketing planning and marketing is one of three functional activities within a business. The other two are finance and general management which also include production oriented tasks.

Druker (2013 pp. 64 -65) collaborated that there will always one can assure, the need for some selling the aim of marketing is to ensure continuous sales/selling and to know and understand customers in order to incorporate their (customer) desire into the product or service so as to suit them and sell itself. Ideally, he added that marketing should result in a customer who is ready to buy and only the availability of the product or service that would be required.

Kotler, emphasized more on selling concept while Drucker talked about selling and its importance to marketing. But they both seem to agree that in order to achieve the marketing goal selling function must be effectively carried out.

This selling to be effective must be processed by several marketing activities such as needs assessment, marketing research product development, pricing and distributing and promoting them effectively their products will sell very easily.

According to Clark (2012 p. 15) selling is not just marketing sells; it involves the product of planning and development contractual function demand ratio contractual function suggestion that for selling to be effective these functions must be carried out i.e. well developed products, effective contract agreement with potential buyers with an intention of blending them to buy and lasting buyers and sellers enters into binding sales agreement and exchange are made.

Amarchand and Varadharajar (2013 p. 102) suggested that selling is an activity concerned with the plans and tactics of trying the customer to exchange his money for the goods and services.

Clark, Amarchand and Varadharajar acknowledged that selling has to be planned. It goes to say that if customers aren’t induced to make purchase by employing appropriate tactics and strategy there would be little or no sales made.

In their further discovery, they found that often, the terms "personal selling" and salesmanship" are used without distinction. However, they said there are vital differences between them each (2013 p. 521) they however classified the issue by saying that personal selling is a broader concept and involves oral presentation conversation with one or more prospective purchasers for the purpose of making sales. 

2.1.4
SALES CHANNEL STRATEGY 
Sales strategy can be as simple as identifying potential retailers interested in Bread, Baked Goods, And Baking Ingredients, or it may be as complex as developing differentiated products that resellers can modify or include in larger, customized orders. 

Channel marketing for market research and strategic analysis shows economic activity for Bread, Baked Goods, And Baking Ingredients. U.S. national statistics on revenues and product sales. Business strategy and channel strategy for marketing managers and product managers to make informed decisions using the latest research

The concept of marketing Strategy is gradually becoming an essential part of every existing enterprise of today. The concept of strategy is ancient and it comes from Greek word strategia, which means art of Army General. Effective Army Generals are needed to win battles and protect territories. Strategic Marketing is defined by Achumba (2000) as a chosen line of action selected by an organization for pursuing a marketing objective. Strategic marketing management can also be viewed as the art of formulating, implementing, and evaluating cross-functional decisions that will enable an organization to achieve its desired objectives. It must be pointed out here that Marketing involves activities that provide satisfaction to consumers. It is a matching process. Marketers must recognize and understand consumers’ needs and wants and then determine how best to satisfy them. Satisfaction becomes available through the process of exchange in the society. Marketing, with its emphasis on satisfaction, exists because society has needs that must be met and wants that must be satisfied. Thus, the goal of marketing is to facilitate exchange so that satisfaction is increased for all the parties involved (Ibidunni 2004). Exchange requires two or more individuals or groups that have certain want satisfying products. In order for exchange to come about, each party must want what will be received more than what will be given up; that is, both parties must fell that their total satisfaction will be enhanced as a result of the exchange. The constituent parts of a marketing strategy are based on a thorough and objective understanding of the current situation. 

They usually include: 

(i) The scope of the business
(ii) Marketing objectives 

(iii)  Target segments and positioning

(iv)  Marketing mix strategy. 

2.2
THEORETICAL REVIEW


Bread choice decisions are different from bread consumption volume decision. The former determine what we eat (soup or salad); the latter determine how much we eat (half of the bowl or all of it). Am impressive amount of time, intelligence and resources have been invested in understanding the physiological mechanism that influences bread choice. A much smaller investment has been made in understanding how and why our environment influences bread consumption volume 2002 let environmental factors (such as package size, plate shape, lighting variety, or the presence of other) can increase bread consumption volume where far more than people may realize. 

2.2.1 COMPETITIVENESS THEORY


Early literature in the theories of trade between nations provided the basis for competitiveness theory. It alluded to the development of sustainable competitive advantage well before its time. Competitiveness theory evolved from the traditional trade theories, fundamentally ‘the effect of the wealth of nations’ Adam Smith in 1776 (later translated in 193, which was revoluntary. In his book Adam Smith disputed the then existing philosophy mercantilism view on trade which suggested that trade was a zero sum gave in which a trade surplus of one country is offset by a trade deficit in another country. Smith in his argument viewed trade as a positive sum game in which all trading partners can benefit if countries specialized in the production of goods and services in which they had absolute advantage. This came to be known as the theory of absolute advantage. 


Ricardo (1817) extended the theory of absolute advantage to comparative advantage where he stated that even if a country does not have an absolute advantage in any good this country and other countries will still benefit from international trade. However, Ricardo did not satisfactorily explain why comparative advantage differed across countries. To provide an explanation, 1919 Swedish economist Eli Hecksher developed the factor proportions (endowment) theory which has later expanded by his former student, Ohlin in 2003 and later came to be known as Ho theory. The two proposed that comparative advantage arises from differences in factor endowment, a theory which was virtually self evident. 


Competitiveness theories proposed some kind of advantage as enabling a country gain more out of international trade. The same is true for the firm. If sustainable superior performance (which equals sustainable competitive advantage) is to be achieved a firm must differentiate itself. Alderson (1937) hinted at a basic tenet of sustainable competitive advantage, that a fundamental aspect of competitive advantage is the specialization of suppliers to meet the variations in buyer demand. Later Alderson (1963) recognized that firms should stone for unique characteristics in order to distinguish themselves from competitors in the eyes of the consumer. He stated that differential advantage might he achieved through lowering prices, selective advertising appends and/or product improvement and innovations. Unlike these concepts lay the core foundation for firms in money toward sustainable competitive advantage, the intense nature of competition today requires that firms be more innovative and entrepreneurial in their strategy planning then just lowering prices or improving existing product. The most important question then would be how then companies can build sustainable competitive advantage.

2.2.2 KAY’S MODEL FOR COMPETITIVE ADVANTAGE


Kay (1995) presents the nation of sustained competitive advantage in organisation obtained through relational architecture, reputation, innovation and strategic assets. At the core of Kay’s Model is the resource based theory of the firm which focuses on the internal attributes or the resources and capabilities of the firm where, in order for the resources and capabilities of a firm to provide superior performance, they must be valuable in the sense of enabling a firm to exploit its environmental opportunity (and/or neutralize its threats), rare among its current or potential competitive, costly to imitate, and without close strategic substitutes (Barney, 1991). Key states that organizations have a strong architecture where there is an expectation of long-term relationship both within the firm and among its members, a commitment to sharing the rewards of collective achievement and a high but unstructured degree of informality. He contend that this architecture adds values to individual contributions of its members through the creation of organizational knowledge through the establishment of a co-operative ethic within the organization and by the implementation of organizational routines. 


For Moller and Wilson (1995) good commercial relationships are fashioned through co-operation (joint activity towards a shared goal) coordination (the need for mutually consistent response) and differentiation (the avoidance of mutually incompatible activities). However, Kay in passing, also suggest that the nation of sustained competitive advantage is relevant for understanding the differences in performances of non-profit organizations in situation, “where the added value or benefits are not returned by the firm, but instead are distributed to its members or the community” (Kay, 1995). Unfortunately Kay does not give attention to the paradox this arises when the purpose of the organization is to create knowledge and services and give them away for the public good rather than maximizing private profit. Kay’s Model articulates the components of this advantage including the internal and external relationship sound the network of relationship as the architecture that it frames; manager, also use their knowledge of resource dependencies of their organizations in choosing their objectives and means of obtaining them. 

2.3
EMPIRICAL REVIEW


Muthuy (2008) conducted a study to investigate the distribution strategies adopted by various firms in their market and distribution of their products. Particular attention was paid to cosmetic companies. The objectives of this study was to find out the various distribution strategies adopted in marketing of wares and the factors influencing adoption of such strategies. The findings of the study revealed that, most of the firms are yet to embrace strategic marketing and distribution way in order to sell their products and subsequently leap marginal profits. The choice of good distribution channel is paramount in ensuring high returns and easy distribution of the products to the consumers. Besides, firms should adopt modern technology in improving their distribution of the product. This technology may involve use of phones, internet, online catalogues and use of couriers to deliver products to consumers, if embraced will see vast returns. 


A study of Matteo (2008) revealed that existence of many firms in the target market leads to increased competition and this makes it difficult for a single company to effectively distribute its product in the competing market and increase its revenue. Lehtonen (2009) confirmed that lack of distribution of FMCG product in various marketing segment by many FMCG firms in Kenya can be attributed to an increase in supply of cheap Chinese FMCG product in the market. Clow (2007) indentified that high level of competition in the market that affects distributions of product is influenced by supply of China imported goods existence of many suppliers, loss of market share to competitors and quality of competitor product. 


McCammon (2009) established that aspect of price that affects effective distribution of the company product includes; high transportation costs, increase inventory management cost, many middle men in the distribution channel and lack of price adjustment. 


Schendel (2008) found out that if effectiveness of the company promotion campaign in creating awareness of the company products influences many customers to FMCG from the competing firms with more effective promotion campaigns. 


A study by Tang (2007) noted that supply of China imported goods, existence of many suppliers loss of market share to competitors and quality of competitor products affects distribution of the locally manufactured fast moving consumer goods.

2.3.1 DISTRIBUTION STRATEGIES AND SALES OF BREAD


A distribution strategy is a plan to reach customers with product such as Bread, Baked Goods and Baking ingredients. Distribution includes both sales and delivery of product like bread and everything that surround the product including customer service and customer experience. It is common for firms to adopt multiple distribution channels to reach customers in convenient ways. 


Distribution strategies have various types whereby sales of bread can be function. 

· Alliance marketing

· Camping strategy

· Channel management

· Channel structure

· Cutting out the middlemen

· Direct marketing

· Show rooms

· Market penetration

· Personal selling 

Sales of bread of a company can be increase by 

· Developing specific products

· Identify types of competitors in adjacent industries that you may be unaware of.

· Controlling for channel conflict in which different channels are competing to sell bread, baked goods, and baking ingredient to the same sets of customers. 

2.3.2 DIRECT DISTRIBUTION AND COMPETITIVE ADVANTAGE


As regards whether the use of direct distribution strategy has resulted in the gaining of competitive advantage, 66.7% were of the opinion that it has resulted while 33.3% were of the contrary opinion. This implies that using direct distribution result to gaining of competitive advantage. This could be due to the fact that using direct distribution helps develop positive consumer experiences through selection of channel mix, retail training in terms of physical stones, enriching experience at customer touch points, value-added services and consumer research would provide long-term competitive advantage for the company. 


The study findings on direct distribution as a source or competitive advantage were analyzed and presented as shown below. 

DIRECT DISTRIBUTION AS A SOURCE OF COMPETITIVE ADVANTAGE

	STATEMENT
	MEAN
	%MEAN
	SD

	Direct distribution via the internet is convenient for customers and available 24 hours a day.

Direct distribution enables many customers appreciate the opportunity to give profit directly to the producer and artists.

Direct distribution channel cannot compete with geographical reach and business volume of a distribution channel that include major wholesalers.

Using direct channel of distribution to connect consumers with your product especially a web based selling has a low overhead and gives the product a potentially global reach. 
	4.10

4.23

3.97

4.04
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80.8
	1.0
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Source: Field Survey 2025

The findings on direct distribution as a source of competitive advantage indicate that 84.6% of the responses were of the opinion that direct distribution enables many customers appreciate the opportunity to give profit directly to the producer and artist, 82.0% of the responses were of the opinion that direct distribution via the internet is convenient for customers and available 24 hours a day, 80.8% of the responses were of the opinion that using direct channel of distribution to connect consumers with your product especially a web based selling has a low overhead and gives the product a potentially global reach, while 79.4% of the responses were of the opinion direct distribution channel cannot compete with geographical reach and business volume of  distribution channel that includes major wholesalers.


The findings on direct distribution as a source of competitive advantage implies that direct distribution enables many customers appreciate the opportunity to give profits directly to the producer and artists. This could be interpreted to mean that direct distribution enables the customer to directly interact with the producer and exchange one on one. In the cases the customers will give the profits to the producers directly. On the other hand the producers are able to get views, complains and suggesting an the performance, taste and quality of their products considering and learning from these views from the customers enable the produces produced and distribute the products tailored to customers needs and therefore gain competitive advantage 

2.3.3 INTENSIVE DISTRUBUTION AND COMPETITIVE ADVANTAGE 

	STATEMENT
	MEAN       MEAN%          SD

	Intensive distribution include maximum number of outlets covered to maximum availability 

Intensive distribution outlets in as many geographical regions as possible 

Intensive distribution ensure customer convenience product 

Intensive distribution ensure high number  of purchases 

Intensive distribution ensure high purchases frequency 

Intensive distribution  ensure impulsive purchase and low prices       
	


Sources: Field Survey, 2025
The study finding relented that 90.8% of the responses were of the opinion that intense distributor advantage, 82.6% of the response were of the opinion that intense distribution include maximum number of outlets covered to maximum availability as a source of competitor advantage, 81.2% of the response were of the opinion intensive distribution outlets in as many geographical while 80.6% of the responses were of the opinion that intensive distribution ensure high purchases frequency as a source of competitive advantage another portion of the responses 79.4% were of the opinion that intensive distribution ensure high number of purchase as a source of competitive advantage while 77.2% of the responses were of the opinion that intensive distribution ensure impulsive purchase and low price as a source he interpreted to mean that intensive distribution ensure consumer convince product. This could be because a company sells through as many outlets as possible, so that the consumers encounter the product virtually every where they Go.

2.3.4 INNDIRECT DISTRIBUTION AND COMPETITIVE ADVANTAGE 

The study sought to determine whether the overall strategy of the organization on how to distribution products the result were analyzed and presented as shown below; 

Pie chart product the link between the overall strategy and products and the market. 




Source: Field Survey 2025
The study finding revealed that majority of the responses 76.2% were of the opinion that the overall strategy of the organization on low to distribution product is linked to the product and the market it plans to serve while the 23.8% were of the opinion that the overall strategy of the organization on her to distribute product is not linked to the products and the market it plans to some this implies that the overall strategy have been linked to the product and the market and this could be because choice of the distribution channel to be adopted by the company.


The study also sought to determine whether the distribution strategies being used by the company have ensured availability of the product to its intended customers. The results are as show 


Strategies used and availability of the product to intended customer

	
	FREQUENCY
	PERCENTAGE

	Yes
	18
	85.7

	No
	3
	14.3

	Total
	21
	100


Source: Field Survey 2025

The findings indicate that 85.7% of the responses were of the opinion that the strategies used ensured availability of the products to the intended customer while 14.3% were of the opinion that the strategies used did not ensure availability of the products to the intended customers. This implies the strategies used by the company met its intended objectives of ensuring that product reached the intended customers. This could also be intercepted to mean the company developed their strategies considering the market and the intended customers and hence the company may have gained competition advantage.

2.3.5 INFLUENCE OF DISTRIBUTION STRATEGIES IN MARKETING OF BREAD 


As the economy advance, there is a restaurant widening of the gap between producers and consumers, the increase in output of goods, and service necessities. The development of channel of distribution they provide time, place and convenience utility  for the goals and services provided. In the view of Adirika, Ebue and Nnilin (2001) distribution is demand  creation and satisfaction and both directly and indirectly bring down the total cost of marketing organization apart from producing the goods and service required by buyers, piecing and promoting than (i.e. Informing buying about them) markets have to make these goods and services available to the buyer that u, place them at his or her convenience, I order to make them seven or perceived admired, accepted as purchase by them.


Thus, effective and efficient distribution flow will not only make goods available, but will also do so at the cheapest possible price to the consumer, at the lowest possible cost to the producer or supplied. Accordingly the distributional strategy and channel employed greatly influences the economic value of goods, both to the distributor and to the consumer especially when and if it’s selection is carefully considered.


A manufacturer has the option of selling either directly to the ultimate consumer of it’s products, or through the use of intermediary in realizing the same objectives considering present marketing environmental factors such as the location of the market, the undulating economic conditions within the Nigerian economy as a whole together with consumer requirements by way of varieties, quantities and time of product requirements, most manufacturers prefer reaching their consumers through the use of marketing intermediaries.


With regards to the use of marketing intermediaries in reaching ultimate consumption targets, there are two important end related decision areas having marketing implications and of relevance to the producer or supplier. The first is a decision on whether not the use of intermediaries for distribution. The second which option to be adopt, follows only if the decision to the first problem called for the use of intermediaries.


In deciding the type, and nature of the distribution channel options to be adopted, the action is usually given to such important factors as the cost of the channel to the user, the efficiency of the channel, the type and nature of the product. The type of target market to be soned, the size, location and purchasing pattern of potential and present customers, availability of alternative marketing intermediaries. The type of channel option adopted by competitors and the manufacturers available resources.


In the bread industry, and considering the nature of the product, channel becomes a very important marketing decision. Also in this industry, the different marketing utilities of distribution economy, market coverage channel control and adaptation to changing environments interplay and influence the choice decision. According, the distribution channel and strategy option adopted by any producer should contribute to the achievement of the overall marketing objective, and therefore meet the company’s objective and the consumer’s requirement in the sale.


It is a fact that the bread industry has assumed important in the Enugu state today. In this state, bread is one of the staple food items consumed by most people. The demand for bread and its frequency of consumption is high. This high rate of bread consumption in this state is accounted for by a number of factors.


In Enugu state, it is usually not because it is nor fear from the northern part of the country thereby making people to sweat which bring about hunger which makes most of the inhabitants of the state to go for solid and strong food that will give them strength for instance cold minerals are frequently taken during the hot period irrespective of the time of the day. And cold drinks have a complementary demand for bread, which goes to explain the wide acceptability of the product in the state. The character of the people occupation which among the rural population is mainly firming and white color jobs also contributes to the high demand for bread. These occupations require long hours in the field as well as food that is light to carry and be easily and quickly consumed. In these circumstances, among the light food is ideal for breakfast other reasons for the half demand for bread can still be mentioned among unmarried people, bread is regarded as very difficult duty also at ceremonies like birthday, sandwich, prepared from bread has become a popular entertainment diet of the people

2.3.6
IMPORTANCE OF DISTRIBUTION STRATEGIES IN SALES PERFORMANCE


Most producers use intermediaries to bring their products to market. They try to develop a distribution channel (marketing channel) to do this. A distribution channel is a set of independent organizations that help to make a product available for use or consumption by the consumer or business user. Channel intermediaries are firms or individuals such as wholesalers, agents, brokers, or retailers who help move a product from the producer to the consumer or business user.


A company’s channel decisions directly affect every other marketing decision. Place decisions, for example, affect pricing. Marketing that distribute product through mass merchandisers such as wall-mart will have different pricing objective and strategies than those that sell to specialty stores. Distribution decisions can sometimes give a product a distinct position in the market. The choice of retailer and other intermediaries is strongly tied to the product itself. Manufacturers select mass merchandisers to sell mid-price-range products while they distribute top-of-the-line product through high-end department and specialty stores. The firm’s sales force and communications decisions depend on how much persuasion, training, motivation, and support its channel partners need. Whether a company develops or acquires certain new product may depend on how well those products fit the capabilities of this channel members.

CHAPTER THREE                                                                   RESEARCH METHODOLY
3.0
INTRODUCTION 


3.0 
INTRODUCTION

This chapter will be highlighting the research philosophy, the method that was adopted by the researcher, how the research design would look like, the population of study that will be examined and the population size that will be randomly selected, data collection and the ethical aspect of collecting the data. Research methodology is a way to find out the result of a given problem on a specific matter or problem. In methodology, researcher uses different criteria for solving or searching the given research problems. Collis and Hussey (2009) also described methodology as the overall approach to the entire process of the research study.
3.1
RESEARCH DESIGN


A research design is the step by step guide of the research procedure. The design adopted for the study is exploratory survey design; the exploratory survey design permits the use of a well-structured research instrument for obtain primary data that was used for this study. The design follows accordingly

3.2
POPULATION


This research work population is customers of Captain Cook in Ilorin south that comprises of 200 customers and the work is from Jan – July 2025
3.3
SAMPLE TECHNIQUE


The study adopted random sampling technique. All members of the population were represented equally

3.4
SAMPLE SIZE DETERMINATION


The sample size refers to the number of elements from the universe or population that was selected to form part of the study. The statistical formula adopted is:

N=  Z2 o-2


D2


Where N= sample size



Z= the research population



O= standard donation



D- Tolerance limit or allowable error

3.5
METHOD OF DATA COLLECTION


There are various sources of data which could be categorised into two main sources namely: the primary data and secondary data. The methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structures Interview and self administered structured questionnaire which avoided manipulation and increase the quality of research. A total of 15 questions were used for the survey questionnaire. The secondary data came from relevant literatures reviewed.

3.6
THE RESEARCH INSTRUMENT


The survey instrument was adopted for this study. A well structured questionnaire and interview were used to measures of dependent & independent variables.

3.7
VALIDITY OF RESEARCH INSTRIMENT


Both the content and face validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contribution as well as the approval of the supervisor. In addition the research variables were validated using factor analysis.

3.8
METHOD OF DATA PRESENTATION AND ANALYSIS


Method of analysis involved description and inferential statistics. The description statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other descriptive items such as mean and standard deviations. The inferential analysis was done using simple regression statistical tools.


These tools were selected because it has functionalities that accommodate the variable of interest   

CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS

4.1
DATA PRESENTATION


This chapter discusses the data collection through questionnaire administered in some randomly selected number of staff of a case study of Captain cook Bakery. Each of the relevant question in the questionnaire was provided to research question and on which inference and deducted of this research exercise are based.


The data presented analyzed and interpreted is position of primary data and secondary data. This will help to clarify the points. During research 200 questionnaires were distributed to the consumer in which they are all responded well.


In each data collected the statistical analysis shall be followed by simple illustration of responds and total analysis of data collected will be shown in tabular form with corresponding percentage of response for enhancement of each comprehension. The people that were involved in the comprehension of the questionnaire are male and female, youth and old, civil servant, business people and student.   

DATA ANALYSIS

The response will be analyzed based on 200 questionnaire that are administered

TABLE 1: SEX DISTRIBUTION RESPONSE

	SEX
	RESPONSE
	PRECENTAGE OF REPNDENT

	Male
	80
	40%

	female
	120
	60%

	Total
	200
	100%


Source: Field Survey 2025

The data presented show the sex distribution of the respondent in which male have 80(40%) and female 120(60%).

From the majority point of view it was clearly that female respondent are more than the man respondent. 

TABLE 2: AGE DISTRIBUTION OF RESPONDENTS
	AGE
	RESPONSE
	PRECENTAGE OF REPNDENT

	18-30
	106
	53%

	31-40
	64
	32%

	41-50
	30
	15%

	Total
	200
	100%


Source: Field Survey 2025

From the above table, it is reveals that the majority of the respondent falls between the age 18-30 years which has 106(53%) followed by the age 31-40 years 64 respondents with (32%)  and the last with age 41-50 years with 30 respondent with (15%).

From the majority point of view the youth are more than the adult in the table above. This is because they are most influence of the peer group, they are the most promotion conscious.

TABLE 3: MARITAL STATUS

	ATTRIBUTE
	RESPONSE
	PRECENTAGE OF REPNDENT

	Single
	76
	38%

	Married
	120
	62%

	Divorced
	-
	-

	Total
	200
	100


Source: Field Survey 2025

The above table show the marital status of the respondents which that married were the largest with the largest percentage 120 (62%), followed by single with 76 respondent (38%). 

TABLE 4: EDUCATIONAL DISTRIBUTION

	ATTRIBUTE
	RESPONSE
	PRECENTAGE OF REPNDENT

	Primary level certificate
	16
	8

	S.S.C.E
	80
	40

	HND
	104
	52

	Total
	200
	100


Source: Field Survey 2025

The table revealed educational qualification of the samples. HND/BSC has highest respondents of 104 which represent (52%) followed by OND/NCE with 90 respondents and represent (40%) while followed the o Level certificate has 16 (80%) respondent.


From the above analysis, it was found that majority of respondents were graduate, they are more qualified for the study. 

TABLE 5: WORKING EXPERIENCE

	ATTRIBUTE
	RESPONSE
	PRECENTAGE OF REPNDENT

	5-10 years
	64
	32%

	11-20 years
	136
	68%

	Total
	200
	100


Source: Field Survey 2025

The above table show the working experience of people from 5-10 years has 64 respondent with (32%) while 11-20 years of 136 respondents with 68%. 

TABLE 5: MARITAL STATUS OF THE RESPONDENT

	ATTRIBUTE
	RESPONSE
	PRECENTAGE OF REPNDENT

	Single
	76
	38

	Marriage
	120
	62

	Total
	200
	100


Source: Field Survey 2025

The above table shows the marital status of the respondents showed their married were the largest percentage of 62%of the total followed by single with 38% of the total respondent. The implication was many of the respondent were responsible persons which gave their response more quality.
TABLE 6: OCCUPATION DISTRIBUTION

	VARIABLES
	RESPONSE
	PRECENTAGE OF REPNDENT

	Student
	86
	40%

	Working class
	114
	60%

	Total
	200
	100


Source: Field Survey 2025

The table above show the working class has 114 respondent with (60%) and the student with 86 respondent with (43%). The above table show that majority of the respondent are working class which has the ability to finance with the necessary information needed.
TABLE 7: POST HELD

	VARIABLES
	RESPONSE
	PRECENTAGE OF REPNDENT

	Manager
	28
	14%

	Supervisor
	6
	3%

	Foreman
	70
	35%

	Operator
	86
	43%

	Security
	10
	5%

	Total
	200
	100%


Source: Field Survey 2025

The above data shows that operation level has the highest respondent with 86 (43%) followed by the foreman with respondent with (35%) followed by the security 10(5%) with supervisor 6 respondents with (3%).


The respondent make it know that these at the operator department are more at the higher level because they are those working at the labour department. 
SECTION B
TABLE 1: DO YOU EAT BREAD?
	RESPONSE
	RESPONDENT
	PRECENTAGE 

	Yes
	150
	75%

	No
	50
	25%

	Total
	200
	100%


Source: Field Survey 2025

The table above shows that 150 respondent answers Yes that they do eat bread and 50 respondent answer No with (25%) of the sample selected.


The analysis review that majority of the respondent do eat bread.   
TABLE 2: WHAT TYPE OF BREAD DOES YOU PREFERRED? 

	RESPONSE
	RESPONDENT
	PRECENTAGE 

	Fortunate bread
	20
	10%

	Ostrich bread
	30
	15%

	Cici bread
	20
	10%

	Captain cook bread
	80
	40%

	Shoprite bread
	50
	25%

	Total
	200
	100%


Source: Field Survey 2025

The data show that captain cook has 80(40%) respondent followed by shoprite bread with 50(25%) respondent followed by ostrich bread 30(15%) followed by fortunate and cici bread with 40(20%).

Analysis from the respondent show the captain cook is most consume by the respondent than any other brand due to the availability of the company product.

TABLE 3: WHY DO YOU PREFERRED THE BREAD 

	RESPONSE
	RESPONDENT
	PRECENTAGE 

	Respond
	16
	8%

	Price
	80
	40%

	Availability
	104
	52%

	Total
	200
	100%


Source: Field Survey 2025

The data below show that the availability of product has the highest value with 104 respondent with 52% followed by the price with 80 respondent 40% followed by the availability with 16 respondent with 8%.

The data below make it know that the availability of good makes the respondent prefers the product than any other one in the market i.e the availability of goods strongly influence the buying decision of the respondent. 

TABLE 4: HOW DO YOU PREFER BREAD? 
	RESPONSE
	RESPONDENT
	PRECENTAGE 

	Very satisfy
	136
	68%

	Satisfy 
	64
	32%

	Not satisfy
	-
	-

	Total
	200
	100%


Source: Field Survey 2025

Analysis above review that 136 respondents with 68% are very satisfy and 64 respondent with 32% are also satisfy. The data above show that majority of the respondents are satisfy with preferred brand i.e they all responded positively.
TABLE 5: HOW DO YOU RATE THE PREFERRED BRAND PERFORMANCE IN REGARDS TO YOUR ANSWER QUESTIONS (3) ABOVE?

	RESPONSE
	RESPONDENT
	PRECENTAGE 

	Very satisfactory 
	96
	48%

	Satisfactory 
	70
	35%

	Not satisfactory
	28
	14%

	Not very satisfactory
	6
	3%

	Total
	200
	100%


Source: Field Survey 2025

From the analysis above, 96 respondent respond positively with 48% are very satisfactory and 70 respondent are also satisfy with the brand. But 34 respondent are not satisfy with the brand but purchase it because of availability. 


It shows the majority respondent rate the preferred brand performances. 
TABLE 6: DO YOU AGREE THAT AVAILABILITY OF THE PRODUCT INCREASE CUSTOMER LOYALTY?

	RESPONSE
	RESPONDENT
	PRECENTAGE 

	Agree 
	50
	25%

	Strongly agree
	116
	58%

	Disagree
	28
	14%

	Strongly disagree 
	6
	3%

	Total
	200
	100%


Source: Field Survey 2025

The data shows that 116 respondents with 58% strongly agree that availability of product increase customer loyalty and 50 with 25% agree.

From the analysis above, it shows that majority of the respondent strongly agree that availability of the product increase customer loyalty. 
 
TABLE 7: HOW DOES DISTRIBUTION ENCOURAGE OR FACILITATE CUSTOMER?

	RESPONSE
	RESPONDENT
	PRECENTAGE 

	Agree 
	82
	41%

	Strongly agree
	114
	57%

	Disagree
	4
	  2%

	Strongly disagree 
	-
	-

	Total
	200
	100%


Source: Field Survey 2025
The table above shows 114 respondents with 57%, strongly agree that distribution encourage customer satisfaction and 82 respondents with 41% also agree, only (2%) disagree.

From the analysis, it shows majority of the respondents strongly agree that distribution strongly facilitate customer satisfaction.

TABLE 8: WHAT CHANNELS IS SWEETABLE FOR BREAD DISTRIBUTION?

	RESPONSE
	RESPONDENT
	PRECENTAGE 

	Zero level channel 
	30
	15%

	One level channel
	50
	25%

	Two level channel
	120
	60%

	Total
	200
	100%


Source: Field Survey 2025
From the presented, two level channel has the highest respond from the respondent follow by one level channel and zero level channel.

It is review that two level channel is sweetable for bread distribution which have the highest value of respondent.    
TABLE 9: IF THE ANSWER FOR QUESTION 8 IS TWO LEVEL CHANNEL, DOES THE STRATEGY SATISFY CUSTOMER?
	RESPONSE
	RESPONDENT
	PRECENTAGE 

	Agree 
	80
	40%

	Strongly agree
	104
	52%

	Disagree
	16
	  8%

	Strongly disagree 
	-
	-

	Total
	200
	100%


Source: Field Survey 2025

From the data presented 104 strongly agree with (52%) and 80 respondents agree with 40% in which 16 respondents disagree with 8% of the total population. It is been know that two level satisfy the customer which has the highest value. e.g manufacture-wholesaler-retailer-consumer.
TABLE 10: EFFECTIVE DISTRIBUTION INCREASE THE SALES VOLUME OF BREAD?

	RESPONSE
	RESPONDENT
	PRECENTAGE 

	Strongly yes 
	136
	68%

	Yes
	64
	32%

	Disagree
	-
	-

	Strongly disagree 
	-
	-

	Total
	200
	100%


Source: Field Survey 2025

Analysis above reviews that 68% with 136 respondents strongly agree that effective increase sales value of bread and 32% with 64 respondents agree.

It shows that effective distribution increase the sale volume of bread in which is create place, time ownership and form utility.

TABLE 11: DO YOU BELIEVE THAT FREE SAMPLES IMPROVE MARK SHARE?

	RESPONSE
	RESPONDENT
	PRECENTAGE 

	Agree 
	70
	35%

	Strongly agree
	96
	48%

	Disagree
	28
	  14%

	Strongly disagree 
	6%
	3%

	Total
	200
	100%


Source: Field Survey 2025

The data above shows that only 17% disagree while 83% of the total respondents agree that free sample can influence buying decision


It shows that sales promotion influence buying decision and will make to gain more market share.

TABLE 12: WHICH OF THE FOLLOWING INFLUENCE YOU TO BUY?
	RESPONSE
	RESPONDENT
	PRECENTAGE 

	Sales promotion 
	48
	24%

	Advertising
	10
	5%

	Personal selling
	36
	18%

	Publicity
	20
	10%

	Effective distribution
	86
	43%

	Total
	200
	100%


 Source: Field Survey 2025

From the analysis above shows that 86 respondents with 43% choose effective distribution and 48 with 24% choose sales promotion.

It show that effective distribution influence buying decision in which it will keep the customer of the organization to see anywhere needed.
TABLE 13: DO YOU INTRODUCE THE PRODUCT TO YOUR FRIEND?
	RESPONSE
	RESPONDENT
	PRECENTAGE 

	yes 
	160
	80%

	No
	40
	20%

	Total
	200
	100%


 Source: Field Survey 2025

From the data presented with (80%) introduce the product to their friends and 40 with (20%) didn’t. same satisfaction they have been enjoying.
TABLE 14: IF YOUR ANSWER IN QUESTION (13) IS YES WHY?
	RESPONSE
	RESPONDENT
	PRECENTAGE 

	Enjoy some satisfactory 
	112
	56%

	Improve consumer rate
	50
	25%

	Improve consumer rate
	38
	19%

	Total
	200
	100%


 Source: Field Survey 2025

The analysis shows that 112 respondents with 56% respond that telling friend to enjoy the same satisfaction and so to improve consumer rate while 38 choose to energize their body.


It as them shows that the respondent told their friends or relating for them to enjoy the same satisfactory
TABLE 15: DOES THE EFFECTIVE DISTRIBUTION HAVE AFFECT AN PRODUCT PRICE?
	RESPONSE
	RESPONDENT
	PRECENTAGE 

	Agree 
	30
	15%

	Strongly agree
	30
	15%

	Disagree
	60
	  30%

	Strongly disagree 
	80
	40%

	Total
	200
	100%


Source: Field Survey 2025

The data above shows 80 respondents with 40% strong disagree and 60 respondent with 30%, disagree that effective distribution effect on product price


The respondent make it known that the effective distribution does not have effect on product price.  
4.2 TEST OF HYPOTHESIS

Ho:
There is no significant evidence that price effect the sales of bread in Ilorin.

Hi: 
There is significant evidence that price affect the sales of bread in Ilorin


Hypothesis testing for the study adopt the chi square techniques represented with the symbol x2 the chi square hypothesis techniques drawn from difference of a given phenomenon


Test statistic x2 = ∑(oii-eii)2 





         eii





where x2 = chi square 





∑ = summation 





O = observation





e = expected

DECISION RULE

The decision rule states that you reject null hypothesis Ho if the chi-square calculated value is greater than the expected hypothesis Hi vice versa.
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	96
	50
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	42.32

	70
	50
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	28
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	484
	9.68
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x2 ( r-1) (c-1)




 x (2-1) (4-1)

Critical Region



x2  1,3 (0.95)




1*3 =3




X2 3, 0.95= 7.813


Decision: since the calculated value is greater than the expected value. We do not accept null hypothesis Ho which says there is no significance evidence that promotion enhance market share and therefore accept is significance evidence that price affect the sales of bread in Ilorin.

4.3
DISCUSSION OF FINDINGS


From the above analysis, several finding were deducted for the purpose of simplicity and clarity, the question in the circumstance were presented in tabular form and finding deduced were also analyzed.


It was strongly belief that majority eat bread why? Because it is easy to consume without going through cooking and also it can be found any where need i.e (availability) using captain cook bread as an example. They make their product easy to be see at any where needed.


Majority prefer captain cook bread than any other bread in the market because of the effective distribution quality. In which they are satisfy with the product and remain loyal to it (i.e) it increase customer loyally and also prefer the product that can easily be found at any where needed i.e at the right time, in the right form, in the right place and at the right price.

It can also be said that effective distribution doesn’t have any effect on the price tag on the product i.e bread. According to the findings made effective distribution strongly influence buying decisions of a company product. It was further unearthed that two level channel strongly satisfy customer as a result of customer satisfactory are facilitated.

Also the finding was able to show that effective distribution utility are derived i.e availability of good influence the buying decision of consumer’s which shows that customer loyalty are returned.


Finally firm, companies, organization should embark on effective distribution as a strategy in marketing tools of improving sales of bread in a competitive marketing environment i.e making use of effective sales in order to bent the competitive in the organization or market.   

CHAPTER FIVE                                                                         SUMMAR, CONCLUSION AND RECOMMENDATION
5.0
INTRODUCTION
1.1 SUMMARY OF FINDINGS

It has been discovered from the information gathered from analysis mark on the collected data that, the usefulness of effect of environment factors on distribution of bread in kwara state. Most especially in transaction of business across the globe cannot be over emphasized.

In the first hypothesis tested the conclusion is drawn that in significant evidence that price affect the sales of bread in Ilorin can be an instrument for transacting business globally. This makes sales promotion an effective’s instrument.

Also it has been revealed that sales promotion influence customaries solution this is due tot eh use of sales promotion in Ilorin kwara state environment has made it so convenient for bread it so convenient for the understand what to buy.

Environmental factors has increased the level of productivity of bread in Ilorin, this leading to customer satisfaction.

Advertisement as an instrument of captures their area of marketing segmentation through the method of advertising, Captain Cook Bakery, Ilorin.

Concentrate of television media which itself are not available in most of the local areas in kwara. Hence, the company make effort to engage in sales promotion radio coverage, publicity e.t.c with this effort.


Furthermore, the research concluded that environment factors induce the customers to buy a organization services and responsible for increase and development of a organisation sales history in the market and in the fact of the competitors, thereby developing the organization sales history in the market and in the fact of the competitors, there by developing positioning.      

5.2
CONCLUSION

The effective of distribution factors on marketing activities of bread in kwara state has contributed to our knowledge. The results demonstrated that there is a significant effect of promotion on the sales growth of an enterprise, likewise a significant relationship between the usages of direct distribution channels on the profitability of an enterprise.

Findings of the paper implies that government should formulate policies that will encourage, enterprises in adopting marketing strategy by creating awareness programmers’ to intimate them of the benefits to enterprises. Also, the enterprises should know that no firm can survive without adequate marketing strategy. The earlier the enterprises start making marketing the central of their activities, the better for the enterprise. The workers should be properly inform about marketing and everything it entails so that they can be making the most of it in their daily operations because marketing strategies are used to increase sales, launch new products and generally provide profit for a company (Cyprus 2010).

5.3
RECOMMENDATIONS
Based on the assertion in the conclusion and the result of information gathered in this research work, the following recommendation are given to improve effect of environmental factors on marketing the effect of bread in Ilorin:

· Marketing communication agencies should implement the use of integrated marketing communication because it solves most problems and helps the marketing agencies to improve in their services to their customers.

· Entrepreneurs will need to intensify more effort on marketing their products either through open market sales or consumer contact (one on one sale) will improve sales. They could also make use of product display, proper packaging and branding.

· The entrepreneurs should engage in more advertising by making use of the internet, print, radio, television etc. ensure their clients get reached wherever they are found. They could improve their use of marketing strategy by making use of effective sales promotion.

· Entrepreneurs should endeavor to always check and review their marketing strategy on a regular basis. They should engage in a realistic strategy that will produce result.

· Entrepreneurs should be able to understand the need for customer satisfaction and create niche for the product to sell. Hence, the need of the consumers should be known before production is done. They should try and know what their consumers want and make sure that maximum satisfaction is being derived.       

· There should be proper training and retraining of personnel. That is, the staff of the enterprise should be well informed about the use of marketing strategies to the maximum benefits.
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