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ABSTRACT

In thus study, an evaluation of the marketing of petroleum products packaged in KRPC
has been carried out. The study sought to justify the substantial foreign exchange spent
annually on packaging raw malterials by the organisation or suggest a possible

reasonable reduclion of same; by determining whicther or not the company should

continue products packaging.

The necessary investigation for the evaluation, inttially intended to cover the 10 years
Ipcn'dd from 1986 {0 1995 was actually carricd out for the period 1990 to 1995 due to
non availability of data for the earlicr years. It was carried out in two parts. In the first
part sales records for the products were obtained for the stipulated period and studied
for abservable trends, Wn the second pat, personal interviews were conducted with

cousumets and marketers of the products aimed at finding their opinions about

marketing the packaged producls.

Declining sales trends were observed in the first part while in the second part
consumers and marketers responses in the interviews were glaring more of disfavorable

than favorable towards the packaged products,



These observations are pomnters to the faet that products packaging in KRPC is no
longer cconomical. The alternative ways of marketing the produets 1.¢ unpackaged is

obviously cheaper, more convenient and more acceptable to consumers.

Keeping the manufacturing plant completely idle on grounds of the findings of this
evaluation will be witless however; considering the fact that it did cost a lot to install.
[t1s therefore recommended that packaging continues but strictly on customers request;
that the Nigerian fron and steel industry be expedited into actualising to enable local
production of tin and deam sheets thus avoiding their importation and hence saving
torcign exchange. And lastly, that markets for the packaged products outside the
boundarics of Nigeria be explored for a possible boost of their demand; and hence a

possible rise i the capacity utilisation of the plant once again.

vi
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The cver incrcasing sophistication of packaging styles and
materials has resulted in an cqually increasing total cost of
production and henee the prices of consumers have to pay for them.
In fact, the current apprchcnsfiun is that the cost of the pack may
soon 1t some cases, exceed the cost ol the product it contains, It
is for this reason that Michael 1. Baker (1979) was of the opinion
that authors of introductory marketing texts should devote more
attention to packaging as an element of the marketing mix; since
packaging has continued to increase the cost of production in no

small measure.

Some packs have after-usc-values. However, majority of packs are
disposable and they can constitute a nuisance. They lhitter our
streets, may not decompose or even burn, may explode and cut
(injure) unsuspecting persons; like in aerosol cans and broken

botties.

It is in view of the above facts that it becomes necessary to start

reducing on the use of packs where possible. The exploitation of



1.2

developing countries like ours (Nigeria) by countries that surpass
them in techuological know-how makes this necessity even more

SCrious,

In linc with this philosophy this studly is focused on NNPC’s
KRPC. Specifically, it takes a look at products (kcrqsenc and
Asphalt) packaging in {ins and drums respectively, which are
wmanufactured in the same seetion, and wax in cartons (which KRPC
purchases (rom other organisations,) This is done with the aim of
dclcrminiﬁg whether or not it is economical to continue product

packaging in the organisation,

STATEMENT OF THE PROBLEM

In Nigeria like in other technologically backward countries of the
world, the tmportation of machinery, their spares and expertise
constitute the major way in which they part with their hard earned
forcign-Exchanpe. Fully aware of the helpless positions in which
the backward countries are, the advanced countrics exploit them in

no small measure in exchange for their technological superiority.



On the part of the developing nations and specifically Nigeria, it
18 destrous 1o seek ways ol minimising this cxploitation since it is
impossible, at lcast for now, to eliminate it altogether. To this
end, 1t 1s imperative now, to makc deliberate ¢fforts against the

excessive dependence on the advanced countrics.,

The NNPC refineries are establishments in which such over
dependence on foreign technology in very prominent. Specifically,
the manutacturing scetion of KRPC (where raw materials for tin
and drum production as well as sparcs and maintenance expertise
for the plants are imported) is a place where concerted effort

should be madc 1o save forcign cxchange.

The butk of the Tins and Drums manulactured in KRPC are used to
package kerosene and Asphbalt for marketing. An evaluation of the
marketing ol packaped kerosence, Asphalt and wax in the
organisation is therefore probably not a bad starting point towards

achieving the said reduction’in foreign exchange expenditure.



1.3.0 OBJECTIVE OF THE STUDY
The objective of the study is to critically look at the sales trend of
the packaged products in question for the years under study(1990 -
1905). Ttas also mtended to find out the opinions of the packaged
products consumers and marketers and the reasons for their having

such views.

Thereafter, the application of marketing strategies to the findings
will be used to dectde the next line of action concerning packaging

in the organisation.

LLOSCOPE OFTHE STUDY
Petroleum products arc transported (marketed) otherwise in
Nigeria namely by road, sea and air tankers, i.e. in the unpackaged
form. Similarly some petroleum products are marketed in the
country in packaged forms; such as lubricants in metal and plastic

containers and petrochemical products in polythene bags. This

study does not consider any of these.



Rather, the study concentrates on petroleum products that are
produced by NNPC and that are packaged in containers themselves
manufactured by NNPC (or purchascd packages like wax cartons)
ln other words, the study focuses on KRPC which is the only
NNPC outhit that not only manufacturers packages but also

physically packages some of its own petroleum products.

LS. 0O METHODOLOGY OF THE STUDY
The secondary and primary data that were utilized in this study

were obtained variously as follows.

1.5.1 Secondary Data
This aspect which comprises the historical and descriptive parts of
the study were obtained from the works of various authors,
journals and annual reports. Various KRPC internal records were

also referred to.

1.5.2 Primary Data

The technique employed for primary data collection was that of



face-to-lace interview as lollows.

(a) Consumers of keroscae, Asphalt and wax were in interviewed
from various zonces of the Kaduna metropolis.

(L) Marketing officials of the packaged prod;wts were also

intervicwed.

.60 LIMITATIONS OF THE STUDY
The study is first limited by the availability of data from KRPC
records. Packaged products sales data were available only for the
period 1990 to 1995 and llle}cfore some aspect of the secondary
data ts linmited to that period.
A significant limitation in the primary data ig the fact that the
personal intervicws were carried out within the Kaduna metropolis

only.

1.7.0 SIGNIFICANCE OF THE STUDY
The study is significant at this point in time in many ways. Apart
from the basie fact that it makes good business sensc to review

past activities in any business organisation, in order to plan for

7



better performance in futurce, this study is significant to the
orpauisation’s management, marketers, consumerg and the general

public in vartous ways,

To KRPC (NNPC) management, the f‘indings of this study may
provide a basis for taking important decisions necessary for amore
cfticicnt and profitable operation of the manufacturing plant. This

may in tura bring about foreign exchange savings for the country.

To consumers of the products, the study may serve the purpose of
providiong advantages and/or disadvantages of buying petroleum
products in packages thal were hitherto unknown to them; and

hence bring about an cnhanced purchasing attitude towards the said

products.

To marketers, the study may provide a basis for a more articulate
markcting stratepy regarding the products in question.

Fiually, to the general public, the study can scrve as a source of
information vclevant for appropriate future patronage of the

organisation’s products.
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PACK:-The container which holds or houses a product to give
1t (the product) protection cte.

PACKAGI:- The pack and the product together.
PACKAGING MATERIALS: - Raw materials used to produce
the pack.

AFTER- USE VALUE:- The possibility of a pack being of
some use after the linal consumers of a product must have
finished utilising the product.

HEAVY CRUDE:- Pctroleum crude oil that is rich in heavy
components like wax and basc oils.

OFF-STITES:- The company’s sites that are away from the
main arcas ol operation,

FUELS SECTIONS:- The sections of KRPC that produces
only fuels as finished products i.e. LPG, kerosene, Gasoline
and AGO

LUBES SECTIONS:- The scction of KRPC that produces
heavy products such as wax, base oils and asphalt.

BASE OILS:- One of the products from heavy crude. It is
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further treated to produce lubricants and greases.

LPG :- Liquelied petroleum Gas used for domestic cooking.

AGO - Automotive Gas Oil

HARD CURRENCY -- Forcign currcncies of relatively higher

value than the naira.
EADUNA MIETTROPOLIS - The

commercial arcas of Kaduna town.

major

dwelling  and



CHAPTER'TWO

LITERATURE REVIEW

2.1.0 PACKAGING )
In his publication; ‘MARKETING - An introductory text’, Michael
J. Baker obscrved that only few introductory marketing texts
devote significant attention to the role of packaging as an element
in the marketing mix. This s attributable, he argues, to the
tendency to classify the cost of pai.ckaging as a production cost, so
that o 1s scldom isolated in the manner that advertising and
promotion ¢expeaditures are. The practical 'functions'which the pack
performs is another attributable factor. This tends to shield it from
public obscrvation ofthe type dirccted at promotional expenditures
whose practical importance are more casily noticeable.
In reality, Baker pointed out that packaging costs often exceed all
other marketing costs, and in some instance constitute the major

element of total cost of a product.
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220 INCREASING TREND OF PACKAGING COST

In the same publication, Bukclr did not fail to obscrve that the trend
for packaging to comprise an incréztsing proportion of the total cost
of convenience pgoods cmilinucs. Although more recent data are
ditficult to come by, Baker in his!ul)scrvnl.i(ni referred to an article
- “Retatl and Distribution Management” (March/April 1974) in
which reference was made to the rapidly incr(;asing costs of
packaging raw materials together with the predictive visualisation
that ~ “w¢ may soon rcach the situation where {(for example) the

cardboard wrapper around half a dozen nails costs more than the

natls it contains’,

In absolute terms, Baker stated calegorically; ‘it is quite clear that
packaging costs have incrcascd tremendously over time’, as the

following table to which Baker referred shows:



YEAR/AMOUNT (£)
MATERIALS
S/NO
1974 1975 1976 1977
l. Paper and Board 1,096,919 | 1,119,466 | 1,396,347 | 1,613,085
2. Plastic 349,087 314,558 504,665 623,163
3. Laminates 74,113 71,681 117,785 159,039
4. Metal 434,079 478,177 630,227 788,119
5. Glass 144,082 178,118 255,076 272,023
6. Wood etc. 75,406 70,965 72,037 89,892
7. Canvas 10,394 10,377 10,951 11,133
Total 2,184,080 ) 1,270,342 | 2,270,088 | 3,556,454
Table 2.1 Increasing Trends in packaging materials costs
This incrcasing trend in packaging material can be better
appreciated i a graphical representation as shown in graph 2.1
below.
2,000,000 - S
- + Paper and Board |
:vt 1,500,000 - a Plastic i
li 1,000,000 - a Laminates :
= « Metal "
3 500,000 '« Glass
1973 1974 1975 1976 1977 19678
YEAR
Graph 2.1 Increasing Trends in packaging Material costs
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2.3.0 PACKAGING FUNCTIONS
Despite the fact tlmt_ packaging is cxpensive and that this has an
increasing trend as discussed above; the fact that it performs some
vital functions ina product con never bc.nvcr emphasized. Simply
put theretore, packaging constilules 4 necessary evil to producers.

.

Introductory marketing texts view the basic functions of Packaging
from various anglfes. McCathy and Perrcault in their ‘BASIC
MARKETING - A Management Approach’® publication summarized
the functions of packaging as follows: -
“Packaging involves protecting and promoling the product;
packaging can be important to hoth sellers and consumers;
packaging can make a product more convenient Lo use or store,
Packaging can prevent spoiling or damage. Packaging makes a.
product easier to identify and promotes the brand at the point of
purchase and even i use”
This summary ol basic functions is considered just adequate for
packaging. These functions are examined more elaborately below:

14



2.3.1 Protection, Promotion and Profitability
The primary and foremost function of packaging is that of
phystcal protection of the product against hazards such as water,
heat, light, mechanical shock cte, The other side of protection is
against life and property. Dangerous products such as chemicals,

explosives and drugs arc prevented from harming life and

praperty by puckaging.

A package can and should contribute to the products selling
efficiency by motivating consumers to buy it. In this sense,
packaging is described today as'the silent salcsman in marketing.
It has taken the places of millions of salesmen and by so doing has

]

reduced cost to both manufacturers and scllers.

McCathy and Perreault agree that protective packaging is very
important to manufacturers and wholesalers as they often have to
bear the cost of goods damaged in shipment and on transit to
consumers. Such goods damages on the other hand may also cause
delay in production or even result in lost sales.

15



In the samc publication, they (Mc.Cathy and Perveault) opined that
packaging is important to retailers too. This opinion of their's

agrees with the practical usc of packaging in marketing a Product.
Good Packaging can reduce storing costs by preventing breakage,
discolouration and theft. Packages that n;u casy to handle can cut
costs by speeding price marking, improving handling and display

as well as saving space.

Mc.Cathy & Co concluded that ‘good packaging sometimes gives
a firm more promotion effect than it could possibly afford with
advertising’. The package is scen in stores when customers are

actually doing the buying.

It may be seen by many more potential customers than the
company’s adverts. An attractive package may speed turnover so

much that total costs will drop as a percentage of sales.

2.3.2 Utility Function
Most authors of marketing texts ascertain that the utility function

6



of a package, which refers 1o the provision of convenience in usage and storage
of the product, is another vital function of  packaging. Modern  packages
dicnte contents, quantily and quality of products as well as dircctions for use
it order to et the best out of the product. Molivational statements like *Handle
withcare;” ‘this side up;’ “shake belore use’ ¢.t.c used mainly in international
trade, greatly enhance usage and storage convenience.

Packaging contributcs to a more effective/convenient use of the
contents such as, casc of dispensing, re-closure ete point out authors J. O.

Onah and M. T Thomas in their publication *Markcting Management’

2.3.3 Differentiation Function
In the prevailing situation of ¢ver increasing competition between
products, the need to make products unique in appearance strongly
arises. Even from some distance customers should be able to single
a particular product oul of the lot. Aglrccably J. 0. Onah and M.
J. Thomas in the same publication stated that packaging is a good

sirategy for keeping an edge above competitors and imitators.



( 2.4.0 MANUFACTURERS/ AND DISTRIBUTORS VERSUS

- CONSUMERS
In another obscrvation, M.J. Baker in his carlier mentioned
publication, pointed out that although there may not be any
significant conflict between “The physical characteristics
considered desirable by manufactures and distributors and the
promotional and desipgn elements demanded by consumers, “it will
not be untmportant to discuss the requirements of the two groups

scparately "in order to emphasis the varying nature of their needs.”

v 2.4.1 Distributors Requirements in Packaging
The author began his explanation by recalling that the foremost
function of any pack is to protect its contents. It follows therefore
according to Baker, that pack design will depend to a large extent
ot the nature of the product in terms of its value, physical
composition and durability. The length of the distribution channel;
the naturc of handling which the container will be subjected and
the climatic conditions which may be encountered between the
point of manufacture and sale, must also be taken into

consideration; argucd the author.
18



As an example to buttress this point, Baker mentioned that bulk
packaging in some form of outer container capable of withstanding
the anticipated degree of rough handling is a method employed for
most small items. He went on to state that it is necessary for the
individual packs in such a situation to be themselves quite
punishment resistant since the bulk pack can only reduce the

shock of rough handling.

Baker provided another demonstration of the degree of protection
necessary by making reference to the findings of the printing,

packaging and Allied trade rescarch Association:

“The Association's linding revealed that containers which one
man is just capable ui'hundl%ng arc likely to be dropped from a
height of 3ft somewhere in transit. He explained that 3 ft
corresponds to average waist height or alorry's tail board level.
It 1s therefore required that such containers should be able to

withstand an equivalent shock™

19



The Assoctation’s findings further revealed, that heavier packages
tend to receive wmore carcful handling as two or more men are |
needed to lift them. Further to that, mechanical methods are even
more frequently used nowadays and it will always be in the best
mterest of the packer to determine the capacity of such equipment

and constderitin designing bulk pack size and weight,

There is no doubting J. Baker in his reminder that damages in
transit due to rough handling is only one aspect which needs
protcctim.\‘ Other causcs of spoilage foremost among which are:
moisture, inscets, rodents, funpal growth and expose to sunlight

should also be protected against,

That the computation of transportation and storage ¢osts are based
on weight and/or volume thus making it imperative for
manufacturers to make maximum usc of a given space as stated by
J Bakeris of course the obvious. At the retail level, he stressed
o, this factors takes an added significance as it directly effects
the number of dilTerent items which can be displayed. He

' 20



explained further that sales per square foot or per linear foot of
shelve space arc commonly uscd as measures of retail
productivity, His needless to meniion therefore that retailers will
rather go for pack sizes (hat have space cconomy advantages in
relation to their value. The author however thought that the
retatlers like the manufacturer must recognize the fact that purely
physical properties musi be compromiscd for consumer

preferences and also for packs with greater promotional appeal.

2.4.2 Consumer Requirements in Packaging

According to J. Baker, still in his' MARKETING - An introductory
text' publication, a manufaciurer is able to differentiate his product

at the point of sale through the adoption of a dis.tinctive.pack and
brand name.

'
The Manufacturcr is also able to come up with new advertising and
promotional strategics aimed at creating consumer preference for
his product: as well as exercise grater control over the condition
in which his product gets to the ultimate consumer. In this way,

21



dissatisfaction arising from poor storage and packaging at the

retatl level is greatly reduced i nol climinated,

Even though counsuniers are mainly interested in products rather
than their packages; J. Baker, stated that instances abound where
the packaging given to a product forms a significant part of the
satis{action to be derived from the product. In other words
consumers are appreciative also of both technical and beauty
unprovement in pack designs. Many competing products are
incapable ﬁl' differentiation on objective criteria. In such
situations, packaging and promot‘ion often constitute the sold on
distinguishing featurces on which the products success or failure

depend; argued J. Baker.

J. Baker further pointed out that sin:§ it isl poéﬁible to é_;;tlblish the
quantity of a commodity that will be demanded at any given price,
fram conventional demand curves ( which indicate that demand
will rise with fall in price) a manufacturer can stimulate demand
favourably for his product by offering them at lower prices. He

22



explained that this is usually achicved by offering consumers a
ariety of different sizes of the product. This enables the
manufacturer (o rench consumers with limited purchasing power,
apart from favouring variation in houschold sizes and usage rates.
It will however be uncxpected of manufacturers to offer small size
packs at a price proportionate to the standard size Baker
rautioned: as the proportion ol lixed cost incurred irrespective of
unit size is high It is not only witinl Marketing but also a socially
desirable activity lora manufaclurc to provide non-standard pack

sizes, observed Baker.

In another consideration, products that arc not used up
tmmediately the pack is openced should be given rescalable
packages in order to maintain product quality over the period of
theit conswmption, Common among such rescalable packs, are the
screw top bottle and jar and the liver-lid can, which have largely
lost ground to plastics for certain applications. The demand for
package design is diverse with consumers. For example, even

though ease of opening and closure is desirable, Baker explained,

23



today s mothers lor instance want packs that are stable and child

proofl for the protection ol young ¢hildren,

Visual appeal, is no less an important consideration in pack
design, espeeially as regards luxury and semi-fuxury products. In
such producets, the pack itsell more or lecss adds to the image of
the product quality which the manofacturer 1s always sceking to

promote,

Despite all th;lt have been said in favour of packaging, critics are
of the impression that claborate and expensive packaging are used
to disguise inferior products or to permit the selier to inflate the
trug worth of the product, Neither of these claims can however be
sulliciently substantiated; for poor packaging is almost always an
indication of poor product quality. A poor product cannot be
disguised for long no matter how well packed. Similarly, only few
consumers are prepared to pay morce for a product solely on
account of its packaging unless of course such packaging will add
to the satisfaction they will derive from the product itself.
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Finally, J. Baker pointed out that packages that carry relevant
information about the produui arc very much appealing to
consumers and that it is a statutory rcqu.ir(;mcnt that certain
information be provided about the produc.t such as statement of
welght and composition as well z‘15 manulacture and expiry dates.
Ilmportant among the information on a product which consumers
appreciate J. Baker reiterated are a clearly markccli price and some

mention about how the product must or may be used for best

results in addition to the statutory information requirement.

2.4.3 Conflict Resolution
In the publication under consideration, J. Baker came to be of the
unpression that any conflict that may exist between distributors
and users of products is more often than not resolved in favour of
the user; in linc with the popular marketing philosophy where the

user is of paramount importance in any business.

Discconomies in weight/volume relationship due to the use of
unsuitably shaped containers and losses due to breakages can be
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larpely minimized by using standardized outer containers. But
manufacturer, can only afford to incur such additional cost if he

has no doubt that the consumer is willing to pay a premium for the

added benefits received.

As lor rctu.ilcrs. they are more interested inturn-overs and gross
margins than in the actual number of units on digplay. It is cqually
truc that they will support a promotion if it can be shown tha; it
will generate increased demand or help build store traffic, ‘even
though' the promotional pack may occupy twice the space of a

conventional container,

That manufacturers are signilicantly responsive to retailers

demand was tightly poiutcci out by J. Baker, citing the example of
the food industry, where sclf-service has largely replaced counter-
service by climinating sales assistants; resulting in lower operating

cast. This in turn has stimulated manufacturers to develop new

packaging materials aimced at helping the product sell itself.
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2.4.4 Futuristic Prospects of Packaging in Marketing
[ the same publication, 1. Baker indisputably anticipated the
areater use of the packape as a compelitive weapon. Even-though
the cost ol packaging arc on the increase due Lo increase in cost of
modern packaging.nmlcrial, the demand for product packaging is
oun an inercase beeause of the added convenience and improved
performance which they offer consumers. He (Baker) stipulated
that an increase in the range of products available in packages may
be anticipated alongside the emergence of new improved
pucknging materials. The development of new containers like the
acrosol can and plastic bottie arc already being wi}ncsscd.
The concern over waste resulting from the vast expansion in the
use of packaging material 15 yet another trend which has assumed
increasing importance. It is obvious that consumers do not
welecome the prodigal waste of resources associated with much of
today's non-teturnable packaging, This concern is seen in the
pressure for returnable containers, or clse for use of materials
which may be rcused through reeycling.

The trends mentioned above, predict that packaging will continue
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to play an mereastngly important role in the marketing mix, They
suggest at the same time that the marketer must be sensitive 1o the
mereasing concern for the need for conservation of scarce

resources when taking packaging decisions.

2.4.5 Social Responsibility of Packaging in Marketing
L. ) Me.Cathy and W. D, Perrcault in their "Basic Marketing'
publication, lauded some consuwmers as saying that some packaging
desigus are misleading, perhaps on purpose. Others, according to
the publication, feelthat the great varicety of packages makes it
difficult to compare valucs. Some others are concerned about
whether the packages arc bigdcgrudablc or can be recycled. It was
such consumer concerns, stated the publication, that led to the
passage of the Federal Fair Packaging and Labeling Act of 1966
i the USAL This Act requires that consumer goods be clearly
labeled in casy to understand terms, to give consumers more
imformation. The law also calls on government agency and industry
to make deliberate efforts aimed at reducing the number of
packaging sizes and make labels more useful.

L]

Some consumers like the convenience of disposable packages; but
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they can also be problematic as emply packages litter our streets.
Plastic packages will not decompose even if they be in a city dump
for dccades. Empty acrosol cans may cxplode, and empty bottles

often become broken glasses. All these arc undisputable facts,

Therefore, in the use of packaging, steps must be taken to avoid
some of the social probiems that packaging, if not sciccted can
create for both manufacturers and consumers as well as the society
in general. This presently is becoming a menace in our streets in
Nigeria duc to the absence of a proper recycling system for pack

wWastes.,



CHAPTER TIIREE

J.0.0 TNSTORICAL BACKGROUND OF THE NNPC

3.1.0 THE DEVELOPMENT OF NIGERIA'S PETROLEUM

INDUSTRY

Oil (petroleum) prospecting began in Nigeria as far back as 1908,
when a (391‘11\&:1 Company started exploration in the Araromi area,
west of Nigerta, Thetr piouncering elfort was however halted by the
outbreak of the first world war (WW 1) in 1914, S.hcll D'Arcy (the
forcrunner of the present Shell Petroleum Development Company
of Nigeria) was awarded sole concessionary right covering the
whole territory of Nigeria, and startcd Petroleum Prospecting in
1937, The sccand world war (WW 1) interrupted their activities
ouly to resumie after the war in 1947, [t was only in 1956 that oil
was discovered in commercial quantities at Oloibiri in the Niger
Delta. Oil production and export from the Oloibiri ficld was started

by Shell in 1958.
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In Hine with the (iuvcrmu‘cnt's»puticly of tncrecasing the pace of
exploration in Nigeria, other companies such as Mobil, Agip,IElf,
Texaco aud Chevron had been grantcd permit and started
exploration activities for oil in the on-shore and off-share arrears
af Nigeria by 1961.

Ol production and export by Shell was at an initial rate of 5,100
barrels per day. This rate kept increasing steadily and by 1972 a
2.0 milhion l)'arrcls per day level had been attained; ranking the
country seventhinthe world among major oil producers. Presently,

Nigeria 1s the sixth largest ail producing country in the world.
3.2.0 THE BIRTI OF THE NNPC

The role of Government in the oil industry has gradually
progressed from a regulatary one to direct involvement in oil
exploration. Initially, Government interest was only limited to the
collection of royalties and other ducs offered it b') the oil
companics and making rudimentary laws to regulate the activities
of the industry. This was largely due to the fact that oil was very
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tnsignificant to the cconomy belore the late 1960's and the lack of

trained indigenous personnel and expertisc.

After the Nigeria civil war; preciscly in 1971, oil had bccomc;, very
signiticant to  the cconomy. To  cstablish  and  strengthen
Government coutral ol the industry the Nigeria National Oil
Company (NNOC) was cstablished by decrce in 1971 as an
integrated oil company. It was in that same year that the country
joincd the Organisation of Petroleum Exploiting Countries (OPEC)
as the 1 l‘.h member nation. The NNOC had responsibility for both

upstream and downstream activitics in the industry.

These developments prompled Government into active and
intensive participation in the industry’s activities; bclicvin'g that
if Government had morc say in the running of the oil industry, it
could achieve its goals of rapid industrial and commercial
development of the country. Today Government has 60 percent
pacticipation in Shell , Chevron, Mobil, Agip, Elf, Texaco and Pan

Ocean.
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It was 1n Apeil 1977 that a merper between the NNOC and the
Ministry of Petroleum Resources (which had mainly a regulatory
function) created the NNPC.  Since its creation the NNPC
combines the functious of oil cxploration, production,
transportation, processing, marketing and refining of crude oil and
its refined products with the regulatory functions of the former

mintstry of Petrolecum Resources.

JIJNQORGANICDEVELOPMENT O 'THE NNPC,
In 1985 the NNPC was rcorganized into five semi-autonomous
sectors cach headed by a scetor co-ordinator. This re-organisation
was prompted by the corporation’s rcalization that there is the
need for structural changes to reflect the realities of the situation
in the organisation. The five'scclors were!

1. Qil and Gas

2. Refinerics
3. Petrochemical ..
4, Pipelines and Products Marketing
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AR Petroleum Inspectorate
The Petroleum taspectorate sector was transferred to the Ministry

of petroleum Resources but still performedits regulatory functions,

3..4.0 THE NEW STRUCTURE
Prescently, the NNPC is structured into six Directorates and eleven
subsidiary companies charged with the responsibility of executing
the corporation’s objectives. The new NNPC Group is headed by
a Group Managing Dircctor and has six Group Executive Directors
directly responsible for corporate services regarding Exploration '
and production, Refining and Petrochemicals, Engineering and

Technical, Commercial and Investments and finance & Accounts.

The National Petroleum Investment Management Scrvices (NAPIMS) in the
Exploration and Production Directorate, overseas the Federation's Investments
in exploration and production companics. It i1s thercfore responsible for
supervising the joint venture activities, markets the Federations's accruable
crude and engages in direct cxploration activities in the Chad

Basin.
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This structure was designed to place the NNPC in a firm position
to compcle. t'zwourably.in the international business environment,
in line with its new commercial posture. The NNPC is gearcd-
towards etficiency, prolitability and financial uﬁlmmmy inallits

operations,

3. 5.0 THE SUBSIDIARIES
As already stated, thg NNi’C presently has eleven subsidiary
companies, under six Directorates. .'l'hc subsidiary companies
perform various functions towards achieving the cooperation’s set
objectives, They are:
i Nigerian Petroleum Development Comapny Limited(NPDC)
. Integrated Data Services Limited (IDSL)
iti. WarriRefinery and Petrochemical Company Limted(WRPC)
iv. KadunaRefineryandPetrochemical Company Limited(KRPC)
v.  Port Harcourt Refining Company(PHRC) Limited.
vi.  Petroleum l‘rucltu;ls Marketing Cumpuny(i’PM(.’) LLimited
vii. Nigeria Gas Company (NGC) Limited |
viii. Element Petrochemical Company Limited
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ix  National Engineering and Technical Company(NETCO)
N, Nigeria LNG Limited(NLNG)
Ni. Hyson (Nigeria)/Calson (Barmuda) Limited
3.6.0 KRPC HISTORY OF ESTABLISUMENT -
The Kaduna Refining and Petrochemical Company (KRPC) Limited

isone of NNPC's four petroleum processing organisations in

Nigeria. Itis located at Kilometer 16 along Kaduna-Kdchia Road
and occupies anarea 0L 2.89 square kilometers.

The decision to construct the relinery was taken way back in 1974.
Construction work did not start in earnest however until 1977 af!er-
the contract was awarded to CHIYOD‘A CHEMICAL
ENGINEERING AND CONSTRUCTION COMPANY LIMITED,
at a cost ol Ndo68m. Construction work was completed and the
relinery commissioned in 1980, with an initial capacity of 50,000
BPSD. De-bottle-necking exercises prompted by the ever
increasing demand for petroleum products raised the capacity to

the prescn{ 100,000 BPSD.



LTO00BIJIECTIVES OF KRPC -
Nigeriais rated onc of the maj o.r'crudc; petroleum producers of the
world. Local management amll utilisation of petroleum products
have however been deficient due to the fact that until recently,
most ol the country's petroleum products regniremeptarc satisficd'
trom outside sources. infactunlit 1975 whcnl NNPC-'Warrirefinery
went into operation; over 90% ol petroleum products ujtscd i;1 this
country were imported. Even with the Port-Harcourt and Warri
refineries in operation at [ull capacitics, a substantial-quatity of
petroleum products used in the country was still imported.

Transportation problems also hampered the cefficient internal

distribution ol such imported products especially fucls.

From the foregoing, the need for sclfsufficicncy' in the provision
of petroleum products locally was cvident. Also asa solution to
the distribution problems encountered in the pasts, a wider
peographical spread of petroleum refining centres in the country
became necessary. The siting of a refinery somewherc in the

notthern part of the country, and for obvious commercial,
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industrial and logistic reasons in Kaduna was therefore a worthy
step towards solving the logistic problems associated with the

tmportation and distribution of petroleum products in the country.

3.83.0 FUNCTIONAL OPERATIONS OF KRPC

3.8.1 Profile
The Kaduna Refinery was originally designed to process two types
of crude oil: the Nigerian I.i.;_,-hl crude and the imported heavy
crude: cither of which is processed in separate sections of the
refinery. It is in this regard, that the Kaduna Refinery can be
referred to as a two-in-one refinery, since cither of the sections

could have existed separately in different locations.

The fuels section processes the Nigerian Indigenous crude which
is naphthenic to obtain finished products. like Gasoline, LPG,
Kerosene Fuel oil and Gas oil. On its part, the Lubes section
processes the imported heavy crude which is paraffinic to 6blain
finished products like Lubricating oils, Wax and Asphalt. Light
Arabian crude from Saudi Arabiais currently the heavy crude used.

38



The Lincar Atkyl Benzene (L.A.B) plant of KRPC was
commissioned in 1987, 1t uses Naphtha and Kerosene as feed

stock to produce Benzene, Kero solvent ete, which are important

chemicals uscd in the detergent industry and elsewhere.

The KRPC nanutacturing seetion which was commissioned along
with the main refinery in 1980 is made up of the following sub-

sections:-

a)  DrumPlant: Thedrum plant nmnufa,ctu'res 200 litres capacity,
drums at the rate of 8,800 cirums a day: using imported stee!
shoets as major raw material. The drum plant also has
facilitics lor drumming some of the asphalt produced in the
lubricating oil plant of KRPC.

b)Y  Tin Plant: The Tin Plant manufactures | 8-litre cabﬁcitytins
at the rate of 2,400 tins per hour: [t uses imported coated tin
sheets as the major raw material. The plantalso has facilities
for filling some ol the tins with some of the kcroscnc'
produced in the fuels scetion.
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¢)  Wax Moulding: Wax produced in the lubricating oil plant is
moutded in the w:ax moulding plant into wax slabs of 5.0kg
each,in which form 'th.c Wiax issold out to distributors.

NRPC was designed to gunr:ml@ self sui’f‘iuzicnu? in all its utility

requirements. A d2-mega wall power plant serves the complex,

Raw water is taken from the Kaduna river into two large tanks

{75,000m3 cach) located at the KRPC premises, from where the

water in treated and used for various purposes. Other‘signiﬁcant

facilities are an Administrative Building, a 2,500m? workshop, a

$100m? warchouse, a waste waler treatment plant, and a medical

centre.

3.8.2 Off-Site and Products Evncl‘ultion

There are modern electronically controlled off-site facilities for

crude oil and petroleum products storage. These tanks are

connected through a piping network 1o the crude oil sﬁf)ply pipe

line, the proeess unitsand the products dispatching facilities,
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Ligquid petroteum products may be cvm:u:l‘tcd from the refinery in
three ways: by road tankers; by raif tankers and by underground
pipelines I.inkingthcr(.:fi nery with NNPC Depots scattered all over
the North part of Nigeria. The solid products i.e. wax, Tins,
Drums and packaged products are evacuated By road and rails

trucks only.

3.8.3 Fire Fighting and Prevention
Adequate fire tighting uqd prevention facilities are provided in
KRPC, namely 3 fire trucks, l'.irc hydrar;ls, carbon dioxide
cartridges e.t.c. Every operations staff must be subjected to an
initial two weeks training in safety and fire prevention and fighting.”
This task is ensurcd by the well trained and experienced fire and
safety Department staff. All vehicles permitted to enter the
operations arca must have their exhausts covered by spark arrestors

as a prevention against fire outbreaks from it.

Law enforcement agents patrol the perimeter of the complex on a
24-hour basis. The organisations security personnel take care of

internal security.
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. 3.8. 4 Staff Training and Social Amenities
lun order to adeguately man he opcrations of the complex, fifteen
engincers olvarious huc.kgrm'md were trained in Japan as part of
the construction contract, In addition, vurious'cz.llcgnrics of )

operators, engineers, technicians and chemists wese also trained in

Japan under the direct supervision of the contractor.

The Port-Harcourt and Warri refineries have rendered invaluable
help in providing manpower to the Kaduna refinery either llhrough
f;\ll-llil.‘-jt')h tratning orstalf transler, There is a housing complex
located very rear KRPC to accommodate the staff. The housing
complex is provided with recreational facilities, a shopping center,
a hospital, a primary school and worship centres. ’I:hc complex

obtains it water and ¢lectricity supplics from the refinery.

390 ORGANIZATIONAL STRUCTURE
KRPC hasa Chicllixecutive designated the Managing Dircctor. An
Executive Director {Operations) reportsto himand takes charge of

all technical matters in the organisation including Production,

Maintenance, Technical Services, Fire & Safety, Power and
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Utitities and Nuatevial Manugement. An o execltive Dircctor
{servives) also reports (o the Managing Director (;;1 services
matters such as: Personnel and Administration, Finance and
Accounts e¢tle. Heads of Dcpartment-report to the Executive
Dircctnrs1'cspcctivcly.whiIc0-1'1’iccrs-in-chal.'gcrcporltolhcHcads.
of Department. The rank and [ile report 1o superintendents who in
turn report to the nl'l'iccl's-in-u‘hurgc. '

The company sgcrct:u‘iul., Petrochemical sales, Business Planning

and marketing, and audit report direct to the Managing Director.



“MD

PATOMD
DS D0
Head of FAD p;{ogggf‘;l()N
Head ot MPDT : . HEAD PPU
Head of APD . | HEAD PPQC
Head PAD J HEAD MFG

' . ____.,] B — __._H__,..!_Hh._._.{

C/S P/CS PBMD AUDIT

KRPC ORGANISATIONAL STRUCTURE (See Appendix for Key)

3.10,0 ACTIVITIES OF THE MARKETING DEPARTMENT
KRPC does not h;wu.n marketing department as such. Rather,

another subsidiaries ol the NNPC - the pipelines and product
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nmarketing campany (PPMQ) Lid, has the sole responsibility of
marketing the corporalions petroleum products, PPMC Kaduna

branch may theeelore be referred o as KRPC's markcting section.
. '

The marketing ol KRPC’s products is confined to distribution,
packaging, seiling & merchandising activili.cs.

The marketing activities is reduced to only the ablo'vc mainly
because ol the monopoly enjoyed by NNPC as the sole provider of
petroleum products in the country,

For this reason, the de‘mand for the products is ever so high that
the corporation has never.succeeded'in satisfying fully. This
stituation has made it such that little or no ma.rketing activities are,
required in the wise of 111;1|'kt;tiné research, advertisement & sales
promotion and after-sales-services, The Federal Government of
Nigeriadecides the prices of the products. The products have been
developed right from the construction stage. Products
developments and pricing therefore do not have to bx‘-:‘bothcrcd

about.  This limits the marketing activities of KRPC to
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distribution, packaging and sales & merchandising only as already

stated.

1001 Distribution:
The distribution activities effected on KRPC products is through
underground piping network and through road and rail tankers.
Especially, gasoline and kerosene are pumped underground to
depots scattered throughout the entire Northern region. The depots
include:- Kano. Minna Gusau, Sokoto, Maiduguri, Jos and Kaduna
itselt. The distribution of these products thercafter is the
responsibility of Major and Independent Marketers, who provide
tankers to be loaded at the depots. This Marketers are not part of

the NNPC.

3.10.2 Packaging
Kerosene, Asphalt and wax are packaged in various forms as

mentioned severally alveady in this write-up.

3.10.3 Selling And Merchandising

The products are sold by NNPC (PPMC) to product marketers who
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mediate belweenthe NNPCuand consumersofthe products, Usually
the selling and merchandising are done on cash-and-carry basis;
but due to high demand dnd occasional technical problems

resulting in production down times, customers pay in advance for

products and await evacuation during availability.

IHLOTHE MARKETING ROLE OF PACKAGING IN KRPC
Packaging in KRPC mainly plays the role of éxiding the
transportation function ol distribution. The significa.ncc of this
role cannot be over emphasized as it cnables the products to be
transterred by trailers (rail or road) to various destinations in
addition to transportation by tankers. In this way a greater

accessibility ot the products to their consumers ig achieved.

The prevailing limited roads and rail networks in the country

-

further emphasis the significant role packaging can play. The

products can be moved in smaller bits to remote destinations

|
L

inaccessible to large trucks; by using other forms of transportation
like the two wheeled truck, wheel barrows, canoes and bicycles.

Certainly, transportation of these products by these other meang is

' ! 47



atded by packuaping.
Less significant but worth menti‘oning rolesof packaging in KRPC
include providing purchasin.g. and usage conveniences. The
divisibitity factor which results from packaging enables small
consumers to purchase the products according to their needs and
purchasing power, and this goes a long way in cnhéncing he
company s patronage,
3.12.(10PERAT!0NA_L PROBLEMS OF MARKETING PACKAGED
PETROLEUM PRODUCTS IN NIGERIA -
Problems ot marketing puhclm.ged petroleum prod ucts.in an outfit
like the KRPC where about 90% of puckaging materialg arc
imported as well as machinery spares and mainienance expertise
includes long and frequent down-times. This can result from long
delays inarrival of raw materials and experts since they are far
fetched. Importation protocols also add to this problem.
Additional costs are bound to be incurred in providing pallets and

fork 1i1'ts for the movement ol packages from one place to another
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and tor loading swd ol oading. The direét loading of the liguid
. I. N
praduct from tunks to roadoor rail tankers is certainly more

convenient and less expensive.

3.13.0 PROSPECTS OF PACKAGED PETROLEUM PRODUCTSIN -
NIGERIA
The packaging ol petroleum products generally will continue to
tlourish in Nigerian especially considering the rapid dé;rclopmcnt
ol the plastic industry. Tlowever, petroleum products packaging as
peculiar to KRPC may gradually decline with time considering the
problems already enumerated above; and the fast improving road

network within the country, also already mentioned. .



CINAPTER FOUR

4.0.0 THE RESEARCH METHODOLOGY

L1LOTYPES OK DATA
In this study, both primary and sccondary day were used primary
data being those expressly collected forthe specific purpose of the
research topic, while sccondary data are those that mightlhave
been collected Yor some other purposces Eul found useful for the

research topic in question.

4.2.0 SAMPLING AND SAMPLING METHOD USED
Siunee thisis a survey ruscuri:h as distinet from a predictive one, it
is opined that a non-probability sampling method suffices.
Specifically, the JUDGEMENT sampling method is chosen for use '
in this survey, in preference to the other non-probability methods
namely; CONVENIENCE sampling and QUOTA sampling. The
chotee ot the Judgement sampling method iS. because respondents
are seleeted, on the basis of the interviewers subjective opiniony

that they constitute arepresentative cross section’of the population
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to be investigated. 'I'hc.|m|nllul.in_u investigated here is made up of

consumers and marketers nli" the packaged petroleum products in

question across the country. |

Based on the above, the selectea samples for this research work

are as follows: |

a. Ten(t0)kerosene cons&uﬁcrs -two(2)cach from five chosen
zones ol the Kaduna metropolis namely: Sabon Tasha,
Kakuri, Tudun Wada, Kawo and Ungwan Rimi,

b.  One oflicial each from two major asphalt consuming
companies within the Kaduna metropolis.

Four (4) consumers ol wax within the metropolis.

Lo}

d. Two(2)products marketing officials in KRPC-NNPC.

The total sample size is therefore eighteen (18)

4.3.0 PRIMARY DATAANDMETHOD OF COLLECTION
The primary data for this investigation was obtained from the
responses of consumers and marketers of the packaged petroleum

products to structured questions in face-to-face interviews with

them: aimed at finding out their opinions about the products.

Ready questions were verbally and face-to-face asked the

|



-

respondentsascontainedin ull‘_cilcly prcparcd.qucstionnaires. Their
responses were recorded il1iﬂ:lillll|y in spaces provided on the
questionnaires by the interviewer who happened to be the
researchers.

The structured questions ask are as lollows:

The gquestions were started as {ollows:

A. For The Kerosene Consumers:
1. Do you use Kerosene lfor domestic purposes?
2o What ts the quantity ol kerosene you use inoa month -

approximately?

el

How do vou purchase the kerosene that you use?

4. Are you aware that Kerosene is packaged in tins of 18litres

capacity? ' - '
S. Ifyesforquestion 4, have you ever purchased the commodity
in the ready 18 litre tin pack? ‘
6. 1no Tor question 5, why not? ‘ ‘ ‘

7. Doyousceany advantage at afl with Kerosene packaging in .
ting?
8. [fyes for question 7, what are the advantages?
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Do you think that Kerosene packaging in smaller tin
containers will be awelcome idea?

What is your advice to the NNPC on Kerosene packaging?

tsphalt ('fm.\'um(':j.\'

Do you usc asphalt in your const'rucllion business?

Between 1990 and 1995 most oflthe asphalt you used was
from KRPC. True or l’ulsé. |

In what form or how do you purchase asphalt from KRPC?
What percentage approximately ol'yourtotal asphalt demand
did you purchase in rcady pack drums?

Areready pack asphalt ol any particular advantag_c":’

It yes for question §, what are the advantages?

If No for questior; 5 what are the disadvantages?

Finally what is- your advice to the NNPC on asphalt

drumming? B .

Vax Consumers '
What do you use wax for?

Between 1990 and 1995 did you purchase any wax you used
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from KRPC?

Did youceverpurchase wax slabs in carton packs from KRPC?
Do you prefer the wax in carton packs?

I No for question 4, why not?

What is your advice to NNPC on wax packaging?

For Product Marketers .

12

‘wd

For how long have you been in the products marketing
business?

Do you have cxpcricnc.c in the marketing of kerosene,
Asphaltand waxbothinthe packagedandunpackaged forms?
Approximately what percentage of the products on the
average are sold in packaged form?

IfYes forquestion(2) whatin your observati'on are customer
:lllilll.dL‘ towards un-packaged products relative to packaged
products?

Why the preference in question 4.7

From your experience, what is your advice to the NNPC

management on products packaging?
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4. 4. 0SECONDARY DATA AND METHO'D OF COLLECTION
The secondary data in this survey, was ublained from KRPC’s
internal records. Records ol Tins and Drum manufactured as well
as quantities ol kerosene, asphalt and wax Quld in packaged form
for the pertod 1990 - 1995 were obtained from the Production
Planning and Control (PP&C) section of the organisation. The
accounts sceetion ol the organisation provided records of raw
materials cost forthe same period; while the manufacturing section

provided records of raw material consumption for the period.

4.5.0 DATA PRESENTATION
The seccondary data is categorised into Raw data and Modified
data. The raw data is sccondary data as obtained from internal
records. Forbettercomparism, the need mightarise forsome or all
the raw data to be subjected to one form of calculation or the
other, the result of which is the modified data. Botﬁ .forrns of
secondary data are presented in tabular forms in this research

work.

Ihe primary data is presented as responses to the face-to face
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tnterviews on the questions; the summary of which is presented

F

Ninaily ina tabular form,

4.6.0 PROCEDURES FORDATA ANALYSIS
The procedures used for data analysis in this survey involved the
tollowing.

* 4.6.1 Sales Trend Observation
Thc. tl‘cnds inthesales oll’lhc |')zlck;1g,cd.producls is obscrved forthe
period under considerution. The sales data are even plofted on g
graph for bettertrends ebseevation, from which useful conclusions
can be drown. Where trends appear abnormali, possible reasons for
such abnormalities are examined to clear ambiguities:

4.6.2 Comparison of Packaged/unpackaged Products Sales
The sales of packaged products for the period in question is
compuared with those o l:unpuclcugcd products. The data are plotted
on bar chaets for kerosene u'ml asphalt for clearer comparism, and

hencee better assisting in the drawing of logical conclusions.



A0 Totat Manufaciure Versus Packaging Tins/drums

The percentapesolotal Tins/Drams manufactured annually for the
petiod concerncd that were used for products packaging is

observed. Adwindlingorincreasing percentage trend will certainly

help inthe drawing ol conclusions,

4.6.4 Responsesin the Face-to-face Interviews
The responses of the face-to-fuce interviews are collated and
carefully studied, The responses for and against ‘pctroicum
products packaging arc weighed againstcach otherasamajorbasis

tor conclusions drawing.



CUAPTER FIVE

S.0.0 DATAPRESENTATION,ANALYSIS AND FINDINGS

*5.L.0 DATA PRESENTATION

Uhe data For this survey is presented below categorised under

secondary and primary data, The procedure for the collection of

the data is as outline in chapter four.

S.1.1 Secondary data (raw)

a. Tin Kerosene, Drum Asphalt and Empty Tins and Drums sold.
Numbers of tin kerosene, Drum asphalt as well as empty tins and
drums sold for the period under review, as obtained from internal
company records; are presented in table 5. 1a below,
YEAR TINNED KERO |EMPTY TINS | DRUMMED EMPTY}
_ i
| (TINS) ASPHALT | DRUMS |
1990 499,305 874,203 165,204 166,244 |
1991 529,022 1,065,088 47,253 46,656 1
1992 549,187 884,574 37,185 33,444 |
1993 e, )67 760,885 5,926 38,158 |
1994 394,196 639,284 29,712 41,707
1993 165,394 355,269 [5.946_ 7194

Table 5. La: Tioned Keroo Deammed Alphalt as well as empties sold for various years.
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b.  Quantities of Kerosene, Asphalt and wax produced (sold)
The quantities of kerosene, Asphalt and wax produced (sold) for the
period under consideration; as obtained from internal records are

presented in table 5.1b below.

YEAR KEROSENIE (M)  [ASPHALT (MT) | WAX (MT)
1990 505,852 180,134 7,662
1991 473.454 181,099 2,277
1992 364,195 99,304 . 3,027
1993 288,604 -1130,007 250
1994 295,197 98,669 3,776 |
1993 302,359 19,635 892 |
Table 5.1 Quantities of Kerosene, Asphalt and Wax produced (sold) for various years .
i Cost of Tin, Drum and Wax Carton.
In a recent costing exercise conducted in KRPC commercial
Department, the cost information obtained is presented in Table 5.1c.
ITEMS APPROXIMATE COST (N) [-
TIN 220.00
DRUM 2,000.00
CARTON 120.00 . —

Table S, 1e: Unit cost of Tin, Drum and Wax Carton
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S 0.2 Analysis of Secondary Data

A cletual Quantities of packaged products sold.
The quantities of products sold packaged (i.c tinned or
drummed) shown in table 5.1a need to be converted to the

actual masses ol the commodities, for better comparisons as

tollows;
CALCULATIONS (1) )
! For Nerosene:

The specilic gravily of ](.CI‘()HL‘.I'lc 19 0.8098 kg/ltr, Fach tin
contains 18.litrs of the commodity. Thereforc each tin has:
18.0lillresx0.8098kg,/ltrs | ’
i.e. 14.6kg or 0.146mt of kerosenc.
For the year 199(5 therefore, the quality of Kerosene
sold packaged is: '

0.0146mt x 499,305

e 7.289.9mi,
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. Fordsphalr .
The average specilic gravity of asphaltis 1.01kg/litre. Each
drum of asphalt contains 185 litres of the commodity.
Theretore each drum contains:
IS5 litres x 1,01 I\"g,/lll's.

e I87 kg or0.187mt ol the commodity.

And tor the year 1990 the quantity o I"Tlsphzlll sold packaged is:
0. 187mtx 165,204
i.e 30, 893mt.
Calculated in like manners, the quantities of Kerosene and
asphaltsold in packages for the years undc; focus are shown

i table 5.2 below,

YEAR KEROSENE (MT) ASPHALT |
1990 7,290.00 30,8893.00

1991 7.734.0 8,836.3

1992 8,018.4 6,953.6

1993 3,287.4 [,108.2

1994 5,755.3 ~15,556.1

1995 2,414.8 | 1,112.0

Table 5.2 Quantities of Kerosenc-and Asphalt sold in packaged form
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b Pervcentages of Toral Product That Were Sold in Packages
The pereentages ol Total kerosene and Asphalt safes that were made

in packages can be obtained by caleulation as follows:

CALCULATIONS (11)

In the year 1990, total kerosene sold was 505,852mt
But only 7289.9mt was in packages

The percentage sold in tins is therefore:

7290

505852 x 100

e 1.44%

. Asphalt
In the year 1990, lm::i asphalt sales was 165,204m1
The quantity sold in drums was 30,893 mt
The percentage sold in drums is:
30,893 x 100

165,204

i.c 18.7%
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calculated in the like manners, the result for the years in
focus are shown {n table 5.3 below:
Table 5.3: below shows the percentages of total Kerosene &

Asphalt sold packaged for various years

YVEARS KEROSENE (MT) | ASPHALT (MT) |
1990 .44 18.70
1991 .63 4.88

1992 2.20 7.00 |

1993 114 0.85 ]

1994 . 1.95 5.63 ;

[1_ 1995 0.80 | | 566 J

Table 5.3: Percentage of total Kerosene/Asphalt sales, sold in packages.

¢, Pereentages of Total Tins/Drums Manufactured that were used for

packaging

The percentages of total tins and drums produced that chc used for
products packaging can be obtained by calculation as !'ollm’vs: -
CALCULATIONS: (111)
L Nerosene:
Trom table 5,10, we have the number of tinned kero sold as
499,305 while the number of empty tin:»; sold was 874,203 for the

year 1990, The percentage of total tins manufactured for that year
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that was used for packaging is obtainable as:

499,305 x 100

499,305 + 874,203
i.c36.35%
il. .'l.\‘p/h{h.' |
Also from table 5. 1a, we have the number of drummed Asphalt sold as
106,244 while the number ol empty drums sold was 166,244 for the year
1990. The percentage ol"lmal.drums manufactured for that year that was -
used for packaging is obtainable as:

165.204 x 100
165,204 + 166,244

i.c 49.84%
Caleulated in Tike manners, the percentage of total tins and drums
manutacture that weie use for product packaging for the years in focus are

as shown in table 5.4 below:®

YEAR TINS(%) DRUMS(%) |
1990 36.35 49,84
1991 33.20 50.32 -
1992 38.20 52.65 |
1993 22.84 13.44
1994 38.14 41.60
1995 |31.77 45.25 S

Table 3.4: Percentage of total tins/Drums manulactured that were used for packaging.
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5.1.3 Cost Of Production/Acquisition of Packages
Table 5.1¢ used in conjunction with Tables 5.1a and 5. 1b will produce the cost

of tins, drums and cartons used lor packaging in the period under observation as

shown in table 5.5 below:

Year Tin (N00O,000) Drums (H000,000) | Cartons (K000,000) |
L1990 109.847 330.408 36.777 |
1 100 ] 160,385 94.500 10,929 |

[uu2 120,821 74.370 14.529
1903 49.537 | 1.852 1.200 |
1904 86.723 59.424 18.125 |,
19905 36.387 11.892]  4.282/]

Table 5.5: Material cost of products packaging

5.1.4 Primary Data and Analysis
Face-to-tace interviews were conducted with consumers of Kerosene, Asphalt
and Wax in various parts of Kaduna metropolis and with products marketing

oflictals in KRPC.

As can be seen from the interview sheets (see appendix), ten kerosene
consumers were interviewed in all; two from each of ﬁvg chosen zones of the
metropolis. Namely: Sabon Tchsa, Kakuri, Tudun Wada, Kawo and Ungwan
Rimi. One official cach from two major asphait consuming construction

companies also in Kaduna Messrs Borini Prono and PW were also interviewed.
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Next to be interviewed were four wax consuming individuals also within the
Kaduna metropolis.  Lastly, two product marketing officials of KRPC were

mterviewed.,

In response to the questions which were designed 1o direetly or by implication
determine cgnsunwrs/nuufkclcrs preference or otherwise for the packaged
petroleum products and ultimately to find out their opinions as to whether
petroleum products packaging be continued or disconlinuqd by the organisation;

the responses can be summarised as shown in table 5.6 below.

| PRODUCTS | NUMBER OF RESPONSES 5
| CONSUMUERS |
{ INTERVIEWED !
| CONTINUE | DISCONTINUE |

PACKAGING | PACKAGING |
Kerosene 10 2 8 N
Asphalt p I J '
Wax 4 0 4 |
Marketing 2 0 2 ‘
Officials J

Table 5.6:  Responses in the face-to-face interviews conducted. -

The percentage response in the face-to-face interviews in favour/against

packaging ot the products is shown in table 5.7 below,
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_RESPONSES _PRODUCTS/MARKETER ]
[ -
t KEROSENE | ASPHALT | WAX | MARKETERS |
| Continue 20 50 0 0

l |
| Packaging(%) |
i Discontinue S0 50 10O 100 '
l . "
| Packaging(%) - SR |

Table 5.7: Face-to-face inlerviews responses summary

S0 INTERPRETATION OF DATA

5.2.1 Trends in Packaged Products Sades

A careful study of table 5.2, which is derived from Table 5.1a shows a gradual

decline in the quantities of packaged products evacuated (ie sold) for the period

considered. The declining trends are better noticeable in graph 5.1 below.

35.000

30,000 { M.

25,000 [
20,000
15,000

10.000
5.000

1990

1991 1992
YEAR

Graph 5.1: Trends in packaged products sales

1993 . 1994 1865

— o KEROSENE (MT)
—w—ASPHALT(MT)
—a— WAX (MT)

The trends would have been better noticeable were it not for

factors like:
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h.

a8

Production Problceins

Qecusional techaical problems I‘cﬂl‘lll'l_,l';g in production interruption in turp
resttlted inunavailability of products for cvacuation at certain timet.s even though
they had been paid for. Pseudo increases in sales are noticed whcr} increased
products evacuation result [oltowing the resumption of production at a rate
aimed ot clearing the hucl.\'\og of supplies that are alrcady paid for, Such
oveurrence explains the situation.s for 1991, 1992 and 1994 for kerosene; 1994

for dewamed asphalt and 1992 and 1994 for wax in graph 5.1 above,

[

r

Advance Payment for Products. .

Many consumers/dealers pay for products in advance even when
the production plant is on a planned shutdown. The result of this
is accumulated backlog ofsupplies; which has same eff'e-c't asin(a)

above. '

Delay in Evacuation.
Some consumers/dealers fail (o respond promptly regarding the

removal of their allocated products cven when such products are

available. When eventually-such customers evacuate after so much
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delay, the effect is a psceudosinercase in evacuation (sales) as

already explained in (a) above.

5.2.2 Packaged Versus Unpackaged Products Sales
Table 5.2 shows the q_u:miitics of kerosene and asphalt sold in
packages in the period considered; while Table 5.1b shows the
total qu:ml'i!ics u!'prm'iucls sold. Table 5.3 shows the percentages

of total products sold in packages.

For Kerosene, the perecentage sold in tins is so small that 1t can
almost be assumed that all the kerosene produced were sold
unpackaged. The situation was a little better in the casc of asphalt.
The comparisms are a lot more glaring when observed on
histograms as shown below in figure 5.1 and 5.2 for kerosene and

asphalt respectively.
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Fig. 5.1: Tinned Kerosene sales relative to total Kerosene sales
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Fig. 5.2: Drummed Asphalt sales relative to total asphalt sales.
For wax, the total quantity of the commodity produced during the

period under observation was sold in carton packages.

5.2.3 Observation on Containers (Tins And Drums) Manufactured
and used for Packaging

A look at the percentages of total tins and drums manufactured that

were used for product packaging for the years under consideration
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5.2.4

respectively. On the average, 33.4% of the tins and 42.2% of the

-{see Table 3.4y does not show uny particular trend in cither cases.

This does not mean that such trends are absent. As noted earlier on

such trends are rendered unohservable as a result of their having

Leen dampened by ircegular products evacuafion,

However, it can be observed from the table ( 5.4 ) that the
percentages of tins and drums manufactured that were used for
product packaging are quite substantial forthe period under study.
The ranges are about 23.0 to 38.5% and 14.0 to 53.0%
drums manutactured Tor the period were used for products

packaging.

Annual Expenditure on Packaging

From table 5.5 it can also be deduced that averages ofﬁé().()l?m,
N97.075m and N14.307m were spent for packaging kerosene,
Asphalt snd wax respeetively per year for the period under
consideration. This amounted to a total of K197.999m or
approximuately &198m per year.
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Now, subjecting this figurc to 10% inflation factor per year yields
a current annual cxpenditure for packaging in KRPC of

approximately N290m. This: figure doces not include cost of

maintenance ol the packaging plant. ‘ '

5.2.5 Respounses in the Face-To-Face Interviews

A careful study of the responses in the face-to face interviews

reveals the following.

. Kero swlr ¢ ‘ ’
Almost atl the ordinary consumers purchased the commodity
in plastic or metal containers (Jerry cans) of various sizes ‘
{rom petroleum products outlet stations or retailc;’s a;s against
purchasing the ready .181'1tre pgcks. There is little wonder ‘:

. therefore why the direct response is so much in favour of a

discontinuation us shown in tuble 5.5.

b. Asphalt = | .
For asphalt, the table shows that there is'no cdge over the
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other between continuing and  discontinuing asphalt
packaging. The relatively few number of interviews
conducted in this regard (which is in line with relatively few
construction companics available that use the commodity)
makes the determination quite u.mbiguc)us, However, factors
like ¢ncouraging hoarding (which is a prohibited act and
which commodily packaging is fikely to tempt): improved
reach by road tankers and the hlcvitabl; increasing difficulty
in acquiring drums raw materials and machinery spares for
the agcing plant spcak in favour of a discontinuation of

asphalt packaging.

Wax

The packaging ol wm; into cartons came into being only in
the year 1990, Until then, the commédity was supplied Lo
consumers as nhaked 5kg slabs; a situation which the
consumers did not have any quarrels with, Then came the
introduction of cartons containers; which brought along with
it additional cost Tor the commodity which the final
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consumers have (o bear. It is needless to mention that
consumers will welecome the removal of this additional cost

bBurden oo them as evidenced in table §.5

5.2.6 Markeceters
The fow products marketers intcI'vicwedll‘_csp()nded in the light of
their observations of consumer qtlitudcs towards packaged
products over the years. Here again, the relatively few number of
markcter interviewed cast some ¢lement of'ambigu'ity over the
situntion, The responses ol the consumers themselves in ;hc
interview however makes the representation in table 5.5 maore or

less unquestionable.

5.3.0 FINDI'NGS

The findings in this study arc as [oliows:-

5.3.1 Declining Demand ,

There was a general decline in the demand for the packaged

products under consideration for the period in focus (see Graph35.1)
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5.3.2 Cost ol Packaging
About N290m was spent for produéts packaging in the year 1999,
This amount which does not include the cost of maintaining the

lants iz subject to TO% inllation rate annually,
P )

' 5.3.3 Face-To-Face Interview liesult
The tace-to-face intervicews revealed that 80%, 50%, 100% and .
100% of consumers of Kerosene, Asphalt alid W-ax and marketing
officials respectively would prefer a discontinuation of products

packaging in NNPC (KRPC).



CHAPTER SIX
OO0 O0SUNMMARY, CONCLUSION AND RECOMMENDATIONS

6.1.0 SUMMARY
Thas piece of work, like its title indicates was aimed at evaluating the marketing
of packaged petroleum products in KRPC (NNPC). The choice of the topic was
prompted not only by the ever inereasing need to be prudent in our foreign
exchange expenditure, but also (o minimize as much as possible our dependance
on the technologically advanced countries; who take too much undue advantage
of us (since the raw material for the packages production and maintenance
expertise are imported). In carrying out the exercise production and sales records
from KRPC technical reports and a costing excersise report as well as
*‘MARKETING- An Introductory Text” by M. J. Baker (1979) among others
constitute the sources of secondary data used 1n this study. Personal interviews
of consumers ol the products in question and their marketers within the Kaduna

metropolis produced the primary data.

An objective analysis of the data produced the following findings:-
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1. The demand tor the packaged petroleum products is in a gradual but steady

decline.

2

It cost the NNPC about N290 M (o package petroleum products in the year
1999 at an annual 10% inflation rate. ,
3. 80%, 50%, t00% and 100%0f consumers of kerosene, Asphalt, wax and

marketing oflicials respectively mterviewed face-to-face were in favour of a

discontinuation of products packaging in KRPC.

6.2.0 CONCLUSION
This evaluation cxereise has been carricd out as systematically and as
objectively as possible; so much so that the findings can be said to be reliable

to o larpe extent.

The observed declining trends in the demand for the packaged products is not
surprising as it has been explained by factors like: improving road net works in
the country; the development of the plastic industry; the problem of impossibility
to dispose cptics properly and safety  and the burden of additional cost

imposcd on the {inal consumer of the products.
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Improving road net work 1 (he country his made it possible for road tankers and
lorvies carying unpackaged produets 1o have a better reach at consumers in the
hinterland  without requiting that they  be packaged in small bits. The
development of the plastic mdustry has also made available plastic containers of
various sizes aud shapes, thus giving the kerosene tin a though competition for
example. The difficulty of disposing cmplicé properly after product usage 1s yet
another consideration from hygi;mic and convenience angles. Most of these
emptics do not decompose. They thercfore continue to litter the strects or
accumulate in incinerators with continued usige of the products jn packs. Lastly

it i needless to mention that consumers will prefer an option where they evade

the addittonal cost burden which packaging imposes on them,

The approximately N290M it cost the NNPC to package these products in 1990
alone is no doubt a staggering amount, Lven then, this amount does not include

the cost of maintaining the packaging plant, aside of its being subject to a 10%

rise annually due to inflation.

Any possibility of saving this amount (mainly in hard currency) annually will no
doubt be an appreciable development in the organization.
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6.3.0

The result of the face-to-face mterviews are rather unquestionable since they are
the direct responses of the consumers/marketers of the products. They clearly
ndieate o preference for the products m their unpackaged form.

On the basis of all the above lacts therefor it can be concluded that consumers,
the satisfaction of whom modern product decisions must favour are in this
particular case by and large in preference of NNPC’s Kerosene, Asphalt and

Wax unpackaged.

RECOMDMENDATIONS

The mstallation of the packaging plant in KRPC certainly did cost NNPC a

substantial amount of money. It will therefore be unwise to abandon it altogether

because of the findings of this evaluation. Based on this fact the following
submission arc made:

l. The first appropriate recommendation here therefore is for KRPC to
package the products in question strictly on customer requests rather than
as a routine schedule. In this way, the plant will not be kept completely
idle. The aforementioned cost of packaging will be drastically reduced in
this way; so also the plants wear and tear.
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The  Nigerian  Government slmuld make  concerted  cfforts at
aecomplishing the anticipated coming to reality of our Tron ahd Stecl
dustry,  Steel sheels ‘and other raw materials for T in’and Drum
manufacture will then be produced locally, hence saving hard currency.
It 1s therefore recommended that the NNPC renders support where
possible to the iron and steel project to enable it actualise in the very near
future.

This evaluation has been carried out on the focal market for the products
i question, The possibility exits (hat markets abound in the neighboring
Africa countries and beyond. In this regard, it is also recommended that
NNPC makes deliberate cfforts at discovering markets for its packaged
kerosene, Asphalt, and Wax outside Nigeria. A gradual increase in the

demand for these products will be the result of these efforts, and hence a

aradual increase n the use of the packaging plant once again,

. go



i

1o

v /]

0.

REFERENCES

"MARKETING- AN INTRODUCTORY TEXT (5" EDITION)

BY: MICHAEL J. BAKER (Macmillan Press)

MARKETING MANAGLR (Paufic Publishers)

By J.O Onah (Prof) And M.J. Thomas (Prof)

DO YOUR OWN MARKET RESEARCH (Kogan Palie Ltd)

By Paul N. Haguc and Peter Jackson

INTRODUCTION TO RESEARCH METHODOLOGY (3" Ldition)
KRPC DRUM AND TIN PLANTS OPERATING MANUALS

KRPC TECHNICAL REPORTS AND MASS BALANCE

81



APPENDIX I

Interview sheet$



{"I

PACKH=TO=FACY _ TRVEIV LB WP CONGHLRE.
3! AR

A R EROGINEG .
NAMEY el el M, J2RYLEA,, ‘44 wat, T, SABL [Esi. 1 Kadyua

Qu.c:;t.it;ns 1

Do you use kerosine for domestic purponen?

Ansver: Yes \/ No

Quection:

What is the quenlity of kerotiine you use in o month opproximately?
Anuwers

8 £ litre

b. 1C litres

¢. lLess thoan 10 litrea \/

d. Above 10 16 Lbeen

Weations 3
How do you purchune e keranine Lhel you une?
swers
a. In reudy purkoges of 10 litre copacity
be In metal drums
ce In platic vr metal Jerycuns from the refinery
Q/- In plastic or melol Jerycans from Lilling ctotion and/ or reteflers,

Question: 4
Are you aware that kerosins is perkoged in Tins of 18~ljters cupacity?

Answer:

Yen \/ No

Questliont 5
If you for @4, have you cver puvchased the commodiby dn the ready
18-1itre tin purxk?

Answers

Yes oy~

Questions 6

If Ko for @5, why?

Answer:

a. Tho counwditly iz wore expentive jn vuch pueks

b, It is more convinient buying in plnetic/metal
m{,‘tninur of varioun vluens,

Ca 'ﬂ:e 1811 tre pagk in notl In the Interest of concameri b ing
in small bits,

d\./ A1l of the wbove



wections 7
Do you gee ony pdvinbnge ol oldl with koroeine poekogling foo Line?

Anawer:
Yea No \/
Questlion: 8

1t yen for Qf, vhal are the advonlogen?

Answer:
.
al D R I I T O S N T S S S B S I ]
bo LI LI O B O R I ) (BRI B N B B R R ]
Cs L R I I R A R A A )
dn LB BT R O A I B R I A I O R B A B

Cuestiont 9

Bo you think that kerosinoe packoging in cwal ler Lin contedners
®ill be a welcome jden?

Answert
Yes No V’/’#
Cuestiont 10

That is your advice Lo lhe NNIC on kerosinoe puckuglog

Anawer:
N 14 ohonld bo contlpued
b. The package size should bo reduced

i./‘ It should be disconbineed



FACH=TO=FACE WUV IS WIS COBEIARIL 3

A KFEROSINE
NM“’.:I MI.'- Mu M -‘75‘:"-/& w{\./- ‘_Z:.Oﬂ-%/. :-o . M .Zéi's:,??? ./- m”‘q

Quc:;tir:\.ln 1

Do you use kerosine for domectic purponen?

Anvvers Yes V/ No

Question: 2

What is the quadity of kerosine you use in a month approximately?
Answer:

Qe 5 1itre

b. 1C 1itroes

Ce Lesn Lthan 10 13 Lren

de Above 10 1itren

taestion: 3
How do you purchuasie the kerovine lhal you use?
Answer:
a. In remdy povkages of 10 Jilre copoedly
be 1In metal drume
In platic o metal Jerycuns -from the refinery

Ce
d‘/’ In plustic or metul Jeryeunn Crom £i1Lling stotion and/ or refeilers,

Quertiont 4
Are you aware that kerosins i pavkoged 1o Tinn of 18-1itere copacity?

Answoers
Yen No

Question: 6
If yes for Q4, bave you ever jpurchosed the commodty Jn the ready

18-1itre tin purk?

Answer:

Yes No \/

Questions 6

If No for QY, why?

Answoers

a. The conmodily s wore expennive ln cuch pueks

be It is more convinient buying in jlsetic/metol
c(:ft.aincr of various uizeon,

Ca ’I’l:e 1814 tre paek iv nol in Lhe Inlerest of convumes: boging
in small bite,

d/)ll of the nbove
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Question: 7T

Do you see any ndvuntuge ot oll wilh keronine packoging fn Lin:?

Answer: .

Yen \z/,. No

Question: 8

10 yes for Qf, vhat are the advuntuoges?

Answert

a.  Coosprreds o e yaral areas wik foidl K< seoly pak Gujust
bo TRé £OUTY dons. S0, 4s. .%cesc af- Hume. 8 ffec cSoardls

-~
Ce T I T A R A

d. LA AR R N R R R RN N A BN I B R EE B A B ]

Cuestion: 9

Bo you think thot kerosine packoging in cnaller Lin contofners
will be o welcome icdea?

Answers

Yes No .7

Cuestion: 10

That is your advice Lo e NMNTC on keronine puckuging
RUBRLTH

n.\/lt should be conbtlnued
b. The pnckage size should be reducoed

Ce It should be disconbinpned




PACE=TO-1 M I TRPUV RN WL GO

NAME: 4T Mol M.q./\/ﬁ 9,7, RAkuky, Kapuwa

(A A AR RN R NE N

Ql.mntimn: 1

Do you use kerosine for domeclic purposee?

Ansver: Yesy ~ No

Questions 2

What ie the qummli by of kerosine you use In o monlh upproximotel y?

Angwors

Qe 1 1itye \/

be 10 litres

Cs Less than 10 litrea
d., Above 10 litres

(uestions 3

How do you purchase the kerosine thal you use?
Answer:

a., In ready purkoges of 10 lilre cupucily

be In metal drume

¢, In platic or metal Jerycens from the refinery

d\/lu plostic or metol Jeryeuns from £illing stotlon end/ or reteilers,

Questiont 4
Are you aware that kerosing lo povkaged In Tion of j0«Liters copneity?
Answery

th\/ No

Question: &
If yes for Q4, have you ever purchased the commodily in the reody

18-1itre tin poaxrk?

Answoer:
Yes No )/

Questiont 6

If No for @5, why?

Answert

Ne Tho commodlby In wore expennive Jn cuch pogkes

be 1t dw wore convintont buying fn pInetlc/motal

célﬂinvr of vurious ulzeo,

Cie ﬂl:e 1811 tre paek in net dn the Interest of convumess. b ing

small bits,

d\/}ll of the nbove



Quesliont 7
Do you see any advuntuge ot ul) with kerotine pockaging in tins?

Answert
Yen No
Question: 8

If yes for Qfy, what are the odvunlogen?

Answers

u - RLSUGIIRS, Son be purl o ke cases
b. (I I N N A A B A B N R A N R T )

Ce TR R MmN IT

Jd. I NIy

Quastiongs 9

Bo you think thut kerosine poackaging in swaller tin coptalners
will bLe o welcome idea?

Answers *
Yos Ko l/

Questiane 10

That is your advice Lo theo WNIC on kavoning pockoglog
Answers

a.\/‘ Tt should be contlinued
b, The pnckage slzae should be reducsd

Ca Tt should be discontimad



FACH=TO=FACK __ TNTHRVIEN WITH_CONGHMIT .

A, KEROSINK

NAMED  Mr, WS ;w...424(2??.ﬁ(?.‘ﬁt!#..:r../f%@(:.!ﬁw”ﬂ

Q’tlt.‘:il»ik;lll 1

Do you use kerosine for domestlic purposen?

Ansvers Yes ;/ No

Question: 2

What 18 the queanti by of kerosine you use in a month wpproximotel y?
Anpwer:

8 g litre

be 1C litres

o./l-ess than 10 1itres

d., Above 10 litres

waentiony 3

How do you purchave the kerondne” thal you une?
Answert

n, In vendy purkoges of 10 Jitre cupoeily

be In metal drums

ce In platic or metal Jerycens from the refinery

d‘\/In plastic or metal Jerycuns from filling stotion end/ or retsilers,

Question: 4
Are you aware that kerosins i parkoged in Ting of 18-1litere copacity?

Answer:

Yan \/ No

Questiong 6
If yes for Q4, have you ever purchosed the commodd by Jn b ceqdy

18-1itre tin park? '

ANswers
Yes No \/

Question: 6

If No for @b, why?

Answer:

a. The commodity is wore expensive In vuch parcks

b. It is more convinient buying in jluctic/metal
ccft.ninor of vurious vizeo,

Ca 'J‘I:c 1814 tre puek 4 nel o Lhe Inbtorecst of consumers b fng
in small bits.

d.‘/ﬁll ol the nbove



Questions 7
Do you sece ony adventoage ol o)) wilh kerowine poekogiog In bins?
Answers .

Yen No \/
Question: 8

If yen for @Y, shal are the udveubagen?

Annwoxry .
ﬁ-  E R RN R R N NN NN N NN RN R NE NN
b- LN T B B R R S Y T | r L E B bRy b e ApaBehodd
+
Ca I I R N RN N NN RN R NN RN NN ]
d. R R E N N NN NN AN RN I I ]

Cuestiomy 9

Be you think that kerosine paockaging in smdlder tin conteiners
will be o welcome idea? |

Answer

Yes Na/

Question:r 10

That 1s your ndvioe to UWio BNTC on koronlne puckuglng
Anawer:

n. ‘It should be conbloucd
b. The pnckige size should be reduced
c‘/It should be discontinned



FACH=TO=ACL INTEHVIEY WI'NH CONGUIERD

A, KEROSINE
NAME: }". Mf‘lg %- cna mtﬂ . dﬁ:{o{:—ﬁ . -Zzo-@f{/!{ .%/.KWMA

Quc:‘.tik“lll 1

Do you use kerosine for domestic purponen?

Ansers Yen \/ No

Questiony O

What is the quanti by of kerotino you use In o monbh upprodimatel p?
Ansviert

8 5 1itre

b, 1C litres

e Less thun 10 1litres

d¢” Above 10 litres

Questions 3

How do you purchase ihe kerosine that you use?
Answers

a. In rendy purkagen of 10 Jilre cupoed by

be  In metal drune

¢ In platic or melal Joryeons From Lho refinery

d‘/lu plastic or melal Jeryouww Lrom CL2UIngG stobllon and/ or retod) iy,

Questions 4
Are you aware that kerosins io porkoged in Tinn of 18~1iters copacity?

Answers
Yea \/ No

uestion: §
If yes for Q4, have you ever purchused the cowmodily in Whe rendy
18-litre tin pork?

Answers

Yes o \/

wentions 6

It Ko for @5, why?

Answolt

te The commodity is wore expennive In such pugks

b, It is more convinient buying in plactic/metal
cti_‘t.niner of vurious vizes.

A
¢e The 18litre poek iu not in the interest of consumer:s buging

small bits, "
§ 211 of the obove



Question: 7

Do you see any sdvanituge at ull with Kerosine puckaging in tins?
Answerzik _ o

Yoo / No '

Quentiontg O |

19 yen Lor Qfy, what ave e advonlagen?

Annwenrt

ﬁb .ﬁ%.ﬁ’%ﬁﬁé{‘?l@ﬂ! .é‘e;..d“.i'ed yﬁew‘éje )
b. L L B BN BN L RN U B L N I N R B BN BN LN B B BN R N B BN NN

c. LI BRI U B B R L B B I R B N B NI R BB RN R N ]

d¢ LT I R R B I BB R A AL R B S B BB O B Y BN N )

Question: 9

Po you iliink that kervesine packuglng In smuller Lin conteiners
will be a welcome iden?

Answert
You No g/’/
Questiomy 10

That is your adviee Lo the NNIC on korooline puckugiig

Answer:
a,. ‘It should be conbinued
b. The package size should be reduced

cxfprt should be discontiomed



PAGV=TO~FACE INTWUYLEN WIIH CONGSUMKHG 1

-

A KEROSINE

NAMG:  Mr, Wl et JVBLEGLIL, o DA, 7 Jaan] Hhga, 4apana.
4

tuettions 3

De you use kerosine for domestic purpones?

Ansvert Yes L/” Yo

Question: 2 _

Yhat is the guatity of kerosine you use in o month opproxingtely?

Ansvers

e nlitre

be 30 Lilrow

cq/” Less han 10 14 lres

d. Above 10 litres

uestiony 3

How do yuu purchase ihe keronine that you use?
Answer: '

a.  In vewdy patkagea off 10 Tilee cupnad by

be In metal drums

. In platic or wmetel Jerycuns from Lhe refinery

d\,/'ln plostic or metol Jerycuns frum £illing sistion and/ or retgflers,

(uestions 4
Are you gware thed korooino is porkoged In Tivn of 18-=11ters capacily?
Annwers

Yha\,/’ Ho

Cuesliont 5

If yer for Q4, have you ever purchased the conmedity in the ready
18-1litre tin park?

Answery

Yes No\,~

Questions 6

If Bo [or @5, why?

Annwert

as The oconmodlty dn wore oxpennlyve Jn such puehks

b, It iz were conviniunt buying in plnctic/metal
cmzjtuincr of vurious uizes, '

G 'I’I:\e 1811 tre puck ie ol Iy he dnlerest of coutiviners booing
in smpll bits,

d\/ M1 of the ubove

*



Quontione 7

Do you sce any ndvonbnge  ab all wilh korosine poekagdng Joo Line?

1

Annwert ]
Yes - No \/
Quesition: 8

If yes for Q7, vwhat are the advuntages?

Answeri

s. ' LR R R R E N N N N I S A A R N A I
bq LI IR N B R B U B LI B DS BB NI B BN RN S S B N
o. LI N B RE N BN BB RE L BN I B I TR B B R NN N AL BN LA )
dl IEENEREREERENENNENENEEEENINEENLN NN}

Quastione 9

Bo you thidnk thal kerosine packaging tn nted ler Lin eopbodrioen.
will be o welcome idea?

Anawer)
Yes Ncq/
Questions 10

That is youxr advice to the WNIC on koroolne puckuglng

Aswery -
8, -I4%  should be continued
b. Thae package olze should bo reduced

c/ Tt should he dlsconbinaed



FACHTOPACE __ INTHRVIE WINH CONSUMER! s
FA - -

A. K EROG TN

NAMBY B, Mot e, ...‘r/./'."../ffm"..ﬁl’.'v’."’.’:“."f’.". "/‘/’G(U‘O’ KAy vA

Cuentions 1

Do you use kerosine or dowmestic porposent?

Ansver: Yes \// No

Quection: &

What is the quantily of kerosine you use in a month approzimebtely?
Answer:

&« 5 1itxe

be 1C litres

Ca Lece than 10 litreso
d«/:\lmvu 1C 11 e

waentiong

How do you purchase the keroshee hal you uoe’?
Antwori

N In reudy pavkogen of 10 J3Llre capocd by

b, In metal drume

Co In platic or metal Jeryeuno rom the refinery

d.L/ln plostic or metal Jerycuns from £illing stotion and/ or reteiless

Cuestion: 4
Are you aware that kerosins fo parkoged in Tine of 18-1iters cupacity?
Answer:

Yean \/ No
Quosllont H
1t yeu for @4, have you evar purchooed the cotnod

18-1itre tin purk?

Answor: '

Yes No /

Questiont 6

If Ro for Q5, why?

Answer:

a, The commodity is wore expensive in such parks

b It is more convinlent buying in plnctic/ny-,-i.al
cti,\tninor of veriocus sizes,

o, The 1018 Wre pagk Jo nob dn b dolerent of cormers b ing

/111 nueed) b by .
a M1 ol e nhove



Question: 7

Do you snoe any ndvenbnge ot odl wilh kerorine pnekogbog o
Antiwers .

Yen No \/

Question: B

10 yes for @7, what are the advuntoges?

Answels

a. L L O B B B RO B O BRI ORI U A I B B R BB O
b. L U B B B N B DR B BB B B I A ]
C. L L B I B B L B O O B B BB B B O O BN LB B IR BB BN BB )
dl LR I I N O B B R BN BB N B I BRI BN I R R R R BN AN Y

Question: 9

Bo you think thuot kerosine pockaging in cwmaller Ln contolne s

will be a welcome idea?
Answert

You Nu\/
Question: 10

“hat is your advice Lo the NNIC on kerosine puckuging

Answers
a. It should be continued
b. The pnckage size should be reducoed

c../ It should be discontimmed

L. T



[y

FACH-TO=FACE INTWIRVIES WINN CONSTIARN

de KEROSINE

NAMES Mr, po¥, WA’”"S Go ki = KAWL, Kabdrf

Quentions 1

Do you une kerodnoe for domes bl e posion

Ansvers Yen / No

Questiong £ y

What is ithe guumbity of kerosine you une in o month npproximatbel y?

Angwert
flo litre
b, 1C litres . . . '

C. Lesg than 10 11 btrem
d, Above 10 1i l':rt.-s

Queations 3
How dv you purchuse the kerovipe thabt you use?
Answers '

n, In veudy porkugen of 0 Tdbro eopoesd Ly
L. In wotal dwvwm

Co In platio o metal Jdeyyeunw I'rom the relinery

d.\/ In plasiiv or melal Joryeuns from S814ing clostlon wml/ oy retojlere,

Cuestiont 4
Are you aware that kerosins i parkoged in Tins of 18~llters coupacity?
Anawer:

Yea No

Questions 5
If yes for @4, bave you ever purchased ihe commodity in the reody

18=1litre tin purk?

Anganoery
You - No v/

Quentiout 6

If No for @5, why?

ANSWELt

a, The conmodity 48 more expensive i cuch pueks

b. It ig muye convinlent buying in pleetic/metal
c(:,‘tuiner of vurious sizes. '

C. 'J‘I;‘e M8litre pack in nel L7 lbe interect of consumer:. boging
in small bits,

@/ 411 of the whove



Questions 7

Do you see any advuntuge ol oll with kerosine pockaging in Lin:?

Answer:

L

Yeo No \/

Question: 8

1 yes for 7, what are the advontoges?

Annwors

a. LR B B B B I O B B I ORI S B BB O N O B
b. LR B B BN RO O N « L B8 * B AR PaE
cl LR AL L B L O O BB B B O O O BB BN BB B BN - N B )
d. LR R NN NN RN ORI I S I I B

Questiont 9

Bo you think thaot kerosino puckoging in cwaller Lin coploiieen
will be a welcome iden?

Answers:
Yes Noy”"
Questiong 10U

That is your advioe Lo Wio NNIC on keronine puckiglng

Anawer:
a. ‘It should be contlinued
L. The ponckage size should be reducaed

c/ Tt should be diseontinned



FACY=T0~FACL INTWHVIET WINT CONSUMERLG ¢

Al KEROGINE

NAE: M, ot et ERE, RONHKYO - L b o Ko

IR R NN N NN EREEEEE NN
Cuentions 1
Do you use kerosine for domectic purpofien?

Anuver: Yes V/ No

Quectiont @
What ie the qunti by of keroonine you une In o montbh npprozimte g7
Antviory

fe  © 1{tre

be 1C litres

o/l»ws than 10 11 lres
d.  Above 10 litres

Quentions )

How do you purchase Lthe kerovine thoal you uoe?

Answert

n. In rvesdy parkages of 10 Jjlre copaeily

Ve In metal drums

ce In platic or metal Jerycoens from the refinery

d.\/ In plastic or melal Jevyeunn Irom Lilling clotion ord/ or reteiders,

Cuestiont 4
Are you aware thotb kerooing Jo parkaged Lo Tivog of 18=1fters copucity?
Answer: ‘

Yan\/ No

Queslions 5
1f yes for @4, have you ever purchased the copgmodi by in the ready
18=litre tin park?

Answoert

Yes No \/

Qestiont 6

If No for @b, why?

Answers

N The commodity Iu wore expennive In ruch pugks

be It is more convinient buying in pleectic/mwetol
c(:,‘t.ninur ol voricus vizes,

C, ‘I‘l:e ‘1811{.3“8 pack is net in the interest of concwieri bujing
in small bits,

d./ill of the above



uestiony 7

Do you see any advaniboge al o1l with kerosine pesckaging in tins?
Answert .

Yeo No l/

Quetilion: 8 .

I you fox (7, wvhat are the asdventoagen?

Answer:

ﬁ. L LA B B B N BN BB BN TN R TN IR TR AR BE RN BN KN OB B )
b. LK B B N NI I N B IR N ] 4 L 0 &AM A S REBREPCGON
c. L B I B BN BRI R BN N BN BN BN RN RN R RE RN BN R RN BN OB - RERE BN NN )
d. R4 andddad i d s hag e bWt AN ns

Guestion: 9

Bo you think thul keroocine puckopging in rmaller Lin conbelnars
will Lo u welcowe lden?

Anawers
Yosu No / . : .
Question: 10

that is youx advico to the NNIC on korooine puckuyling

Answers
0. "It should be conbinued
b. The packuge size should be reductd

c{/ 1t should be discontipmed
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FACH=T0=I"ACL INTERVIED WIHH CONGUIMIE 3

Al KEROSINE

NAME:  Mr, Wyﬁﬁp - K/Mf/‘ﬂ/v’ﬂ//)‘?_/,“_ A VA

LRI B I B O B A R L I B B LR Y

Question: 1

Do you upe kerosine for domectle purponen?

Antvert Yea \/ No

Questiont 2

¥hat ie the quuoli Ly of kerosine you use in o month spprozimately?
Answert

8e 7T 1itre

be 1C litres

¢, L.ees than 10 litres

< o Above 10 1litres

uentiony 3

How do¢ you purchane the korovine thnl you une?

Answers

e In vromdy pavkagen of 10 M Lre copaet by

be 1In meial drame

co In platic or metal Jerycuns from the refinery

d\/ln plustic or metal Jerycins from £illing stotion and/ or reteidlern,

Cuestiont 4
Are you aware thabt kerosing juo j‘!lll'}lll[:(.'d In Ting of 10=13Lers cnpacily?
Answers:

Yex \/ No -«

Question: 5
If yes for @4, have you ever purchased the conmodity in the ready
18=13 tve tin pork?

Answers
Yes No \/

westiont 6

If Ko for @b, why?

Answer:

e The commodity is wore expensive in cuch poaeko

be It is wore convinient buying in plectic/metal
cc:taincr of vurious vizes.

A
c. The 18litre pock is nol in the interest of concumer: buiing

small bite, .
a, 211 of the above



Questions 7

Do you see any ndventuge ol oll wilh kerotine pockoging in
Answert .

Yesn V No

Question: 8

If yes for Q7, what are the adventages?

AnGwer:

b TR QOO S Can g, el ARt
b. L N T B A L A A A R R N N Y

e. LI BB B B O BB OB O I R A I R B A

d, Tesessevestsarattasan st anerEas

Cuestiont 9

Bo you think that kerosine packoging in emaller Lin conteainers

will be a welcome ideaf?
Answers

Yes No\,/
Question: 10

What is your advice to the NNIC on kerosine puckaglng

Anawers
a. It should be conllpued
b. The packiage size should be reduced

Ca It should be discombinned

bine:?



B, ASPHALTY,

- ot 8180 Bopppcora - Tagreran; Bocossy Moo -t

LR TR BN B B B B R N A
Queation: 1
Do vou e Asphal b b your comsbruebion buaclnesns
ANswort
Yor No
Questions 2
Retweon 19806 and 1095 moenl ol Lhe anphalt you wied wun feom
KRPC, True or False?

Answer:

True \/ Falane

Question: 3

In what foma or how do you purchase asphalt from KRPC?

Answer:
‘0. In voad/rail Lrucks
b. In rondy paric drnow

c_/ Rolli a & b

s bions 4

what percenbage approximabely of your Lobtnl nophall demarnd
aually do you purchase in resdy pnek drann?

Answer's

G 40;5

by/ less than 403

ce  Over 40%

Guestion: $

Are ready pock asphalt of any purticular advuntuges?

Answers

Yen ;/ _ Ny )

weshiony O

1€ you oo Qg whol nve the wdvanbages?

Answonrs
. <t ....(‘7.’?. .......7.‘?? & ﬁéﬁm’”"”{“@’
v, Conen é{ &&%ﬁﬂﬂf% fﬁ remife omf Ljes.

c' L B B L BRI L BRI L B L B LN B B L L LB B




aettion: f .
If No for W, Vhat vre tho disadvunbagoea?

Answert
ﬂ- LA R EE B ENENLENSEEERNFIENEFESNENNNIE N
. &
b. L I SR R N N N R I IS N B I RN I N I AR Y )
c. LIRS I BN I R I R N O BN R NI I B L B N

Question: 8 i
Finully what is your advico to the NNEC on asphalt
dmuning?

Anawore

De Asphiall draming should bo sboppad up

| 18 Agphinlt dauming shonld b roducal

Q. Asphalt druming should be stopped entirely

a aphall daownlog should conthawe, ok tho present rate



B, ASPUALT,

7 ERHAI AN, /@x/ﬁd )47, Kap

Rame: Mr /Mo-a-c-otanee-uouooo-io--ou-'oiaoa-.ococ---.

uastim: 1
Do you ume Asphal b in your eonslhmeblon budnena?
Alawars

Yox \/ Nao _ | "

et iong D

Botwoon 19806 and 1999 mont of Lhe asphall you used was from

KRPC, True or Molse? -
Aswer:
True Tulse

Question: 3

In what {oma ov how do you purchnse upphalt From  Kie?

Answer:
B, In voad/yall tracks
b. In ready park Jdrumg

/13ntlx a&b

waestlions 4
vhat percentage approximately of your Loluyl nophalt demaryl

annaally do you purchase in vendy pack dmaon? ’
Answer:

PLEY 40:5
b..v/ less than 4056
¢, Over 40%

Queation: 5

Are veady puck asphalt of any purticular advinbupes?
Answers

You No \/

et ionr 6

If yea fou Qg whal sre the wdvantagus?

Answort
a. ..'..IIQ...I‘.-..-...-‘I-.--I"¢..
b. 4D RN DA S TFRArEST b s AP B S

u. LR L B L L BN LB L B BN LI BN NI BB N N B R B N



Questions

1€ Ho for @h, Whal nro the dlasadvanbogon?

Annviert
a T todpunnges Ay

v LA Dungltbews . L

C. LB AR AR BN E R NN RN EEE R NE RN NEE RN RN

Question: 8

Finally what is your advice to Lhe HNFC on asphalt
druming?

Answor:

Qe Asphalt druaming should be sloppad up

b. Avphinl b devning nhonld bo rodoeed

C. Asphalt drumiong should be slopped entirely

1 Asphaltl druming should conbinue al Uthe present rate



C. VAX
Rame: 4 Mrs, ity E"/M‘WW"M?”T.

Quesstions 1 What do you use wax for?

Anuwoer:

0. Coandle mnking
by, Fromad e mak fogy
G Fhamacond beals

d. Textilen
e/ Others

mestiony O
Between 1986 miwd 1995 did you purchane any ol btho wox yog uied
from Kibu?

Answer:
Yes \/ No
Question: 3

Did you ever purchase wux olobs in curbon putks {rom KRIC?
Ansver:

You \/ No

wuestiont 4
Do you prefer tho wax In curlon pucko?

Answer:
Yeu He /

Questiont 9

1€ Ko for 4 \hyt

Ansiert

8. The pack is of no use

b. The pack brings about additional cost
Cs The Packs conu.itute a di.poval

problom alter thio wax in ot vod
d\/ ALl of the above

westiong O

What is your advice Lo HHPC on wux packoging?
Ansvier:

O wax packaging should continue

b/‘.’.ux aekaging should divecontbinua .



c. W AX

n tames ;T._;n(, M _.M/C#Af-:[ MMSO/V/-— Kadun/a .

Ill-ll'l‘Il.l."..l..l.'.b‘....ll...!.ll.

‘t‘l"ﬂ-"“ﬁ 1 What do you use wax for?
Answers

n;/l!:mdln g

b, Promade naking

c. Phamaceuticuls

d, Textiles

e Others

gueationt 7

Retyxeon 1986 and 1995 did you m rohiane uny of the wax you sz
from KRPU?

Answoert

Tes / lio

W biont 3

Did you ever purchaso wax slabu in curbon pucks [rom KRIC?
Ansvwenrs

Yos \/ No

westion: 4
Do you prefer the wax in curbon pueki?

Answer:

Yes lo \/

weationt H

1L Wo tor Q4 Nhyt

Answer:

Ne The pack lu ol no use

L. Pho pock brings aboub ndditional cout

Ce The Iancks cowsititule o dl.povaol
problem after tho wiux in removoed

d\/ ALl of the above

westions 0

vhat is your advice Lo HNPC on wax packoging?

Answers

e dax packiaging should conlinue

b/ wax packaging should divcontinue .



.: - “.1 hx

lametr e, }V(' M . .M’W’Aﬂ/ ﬂ’.‘fﬁ yewa KM’VA

MY EEE R Oluatlocaualccc

Questiont 1 What do you use wax for?
nswer:

Ne Cand e making

b.\/l‘rmnnd\.‘ making

c. Tmaceutic: 118

d. Textiles

O, Otheen

uentions i

Relween 1986 and 109 did you paechnne uny of the waz yuu uscd
from Kibv?

Anuwers:

Yosv/ Lo

Westiont 3

bid you cver purchaso wax slabs Lo curion pagks {rom KREG?

Ansver:
Yes \/ Ho

wues tions 4

po you profor tho wax in enrbon pneknt

Answoers:

You No\/

Questiont D

1f Lo for Q4 Way?

Ansuer:

fe the pack io of no use

b. fhe puck brings about udditional coul

Ce. The Pocks comsiitute 2 di.posel
problen afLer tho wux In renw wvod

d;\/ ALl of the above

wes bions G

what is your advioo Lo HHLIC on wox packuging?
Ansvions

wax packaging shoukd continue

e
b‘/'.'.ux. packugdng shiould diseoubinuo



c. ik
Names M Mped 1 LALAL. . LA, (EEF,, — m"""’*

Quesitiont 1 What do you use wax for?

Answer:

a ./i:nm! 1o mnaking
be  FPromade naking
¢, Mlemsoeunblonin
da Toxbilews

O Mheen

Queastion:

Rotween 1986 and 1999 did you puecchane any of Lhe wax you wied
from KrFU?

Answer:

Ye-.;\./ No

Westion: 3

Pid you ever purchase wax olabs in cuelon pueks Lrom KRIC?

Answer:

You \/ No

wuestbiong

Do you prefer tho wax In carbon puekn?
Answers

Yo 1401,/

Questiont 5

If Ko for Q4 \Whyt

Answers

e The jpack is of no use

b. The pock brings about udditionul coutb
Ce The Pucks cowsinibulo o diupoual

peroblom albor Mo wax Inocen ved
d.\/ All of the nbove

Wwestions 6
What is your adviece Lo HNPC on wux puackoging?

Answer:

e vax packaging should contimme

b wax packuging should discontinue



Fau m="T0=nc s TRV | I'Z.J'...' SOVTE ROVUE AHE T G

A Rkl

l\illﬂ:ﬂb' 'y ;\11.'“. i‘l“.l‘.--oo..-utoo.u_--ncaoucn-.nl-ca.nlo

wiestions )
For how long have you been in tho produclh meeeliebing buiness?
Answer:

Q. 5 SUULE anensnsssssusnessassnasnssssrntanssnsssasonnnsssste

be LesSs8S Lhin H YOUIS sssveaseressrrssssisisssssinsesisssosis

c.ﬁv&l‘ whan b .‘;'Uill.'u I R R R R R R N I )

Question:2
Do you have experience on the marketing of kerocine,

Aspalt and wax (both in Lo packaged snd unpackoged Form)?

Antwort

YQS\,f” o .
Questions

Apirocimantoly what percentapge of the o roducts on Lthe averge e

sold in pnekiopged forw?

Answer:

dey”” About
b. About |BS
c. About 40,
d. Abcut 50

wuaestiont 4
If yeu Cor Wy whal in your obvorvolion nro  cusbomers ubb) bade

tounnd paekiged peroducia relntive Lo uwnpnekaged onua’

Ansuer:
a, They like both equully
b. They prefer p.ckaged products

c They profer unpackaged produc b



Questiong 9
LWhy the prefesmce in queilion 47
Ansviers

g Unpackmged products arve cli%ljmr in unil prices

be There are no emplies Lo divpose ol ulbler produch usape
¢e  Theve in relatively loess delny in clenrance

tlﬁll ol tha nbove,

wuestiony 6

From your experiences, what is your advice to HHPC
nanagement on products pockoging?

Answors

1. The rate of products packugling should be reduced

I Product puckagivg shonld conbinue ab Lthe presenlt eabe
3.\/1‘ roducts puckoging should be discontinued entirely

4. 'The rate of products puckoging chould be increased



L
.2

FACE=TO=FaCE TV .U'..\l'i.i. WL PROLDUGY BARK LI EIGS
KAl ’P{M. Hilll------ﬁ:nqﬁ’ﬁgﬂz----.--..---u

Questions )

For how long have you been in the jproduch.wmorkebiog buinens?

Answers
U ‘ NOUND s assessatosansssnsarnsssaasnramnaresssnsanmhnasernns
. Le‘;s L!l\l'l ')}rc:.ll.:; R R R T A B S B B T B R I

(‘.‘/JVU h\l'.l.t \'U:ll'ﬂ .n-nau-.--u-n...-.--o-u--a-..l.ouago.:.

Wwestioneg
Do you have exporlenco on the marvkellng ol Rerosine,

Aspalt and vax (both [ bhe paekaged and anpackoged Coerm)?

Answers:

Yes No

Question: 3

Apmrocimalely  whatl perconbgio of Lhe produactd on the awvee e o

sold iu packiged foru?

Answer:

.a.,/ About Yj¢

Abou b 1o,
(9 Aboul 40,.
de About H0,5

Wuestiont 4
If yes for Q2, whal in your obuervalion are customers attitude

tovard puckiged products relantive Lo mpuckoged ones?

Ansver:
8. They like both equally
b. They prefer pickaged producté

c They profor unpackaped prodactbs



Qaestiong 5

Why the peefesomce in question 47

Anaviery

A Uipnoknped produacto e Iflﬁl]“}l' I uni b pricei
A

ba Thovo are o oupblon Lo divpone ol alboer product o

Ce lhere iu rvelalively Less doloy Io clonrsance
dy”” ALL of tho nbove,

Qaestiont 6

From your experiences, vhal is your asdvice Lo HNIFC
monagenment on products packuging?

Answer:

1« The rate of products packaging shonld be reduced
2.  Product pnckaging should conlinue abl the pretuent rate
3.\/}’roduats packuging should be discontinued entirely

d. The rale of producls pnekging chould be increased
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TARLES .

2. L= lnervasing teends in Packuging Mlll.cl'i(||;(fulxl

S -Tinned Kero, Brummed Asphalt and Cmplies sold (or various ycars

3. 1b -Quantities ol Kerosene, Asphalt and Wax produced for various years

S, te «<Unit Cost of Lin, Drum and wax carton

5.2 -Quantities of Kerosene and Asphalt sold in Packaged form

3.3 -Percentages of Total Kerosene Asphalt sales in Packages.

S -Peveentages of Total Tins/Drums manufactured tat were used for I’ackaging‘
S8 Materinl Cost ol Products Packagling tor variouy years.

5.6 -Response in the interviews conducted,

3.7 <-Interviety Responses Summaty

GRAPUS.

2.1- Inereasing trends in Packaging Malerial Cost
S0 -Trends in Packiged Products sules.
I K
FIGURES
5.1 - Tinned Kevosene sales relative W Total Kerosene Saley

3.2 Prrinumed Asphalt Relative to Tolil Asphalt Sales.
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KEY FOR KRI’C ()R_GANISA’[’[ONAL STRUCTURE

MD - Managing Divector

PAD - Public Affairs Department

PA - Persanal Assistant

PPy - Power Plant & Utilitics . ’
EDO - Execcutive Director, Operations
ETSD - Eopr. Technical Scrvice Department
.EDS -~ Executive Director, Services

PPQC -Production Planning & Quality cont,
FAD - Fingnee & Accounts Department
MEGD ~ Manutacturing Department

MPDT - Manpower Development/Training
C/S - Company scretenaice

APD - Admin & Pcrsonnef Department

PBMD -Business Planning & Marketing Department



