MARKETI NG | N THE TRANSPORT | NDUSTRY:
A STUDY CF BENLE LINKS (NG LTD

BY

AOR, KYURA ALEXANDER.

BEI NG A RESEARCH PROJIECT SUBM TTED TO THE POST- GRADUATE
SCHOOL, AHVADU BELLO UN VERSI TY, ZAR A I N PARTI AL FULFI LLMENT CF
THE REQU REMENTS FCR THE AWARD OF THE DEGREE OF

MASTERS CF BUSI NESS ADM N STRATI ON ( MBA)

DEPARTMENT COF BUSI NESS ADM NI STRATI ON .
FACQLLTY CF ADM N STRATI ON
I NSTI TUTE G- ADM N STRATI ON
AHVADU BELLO N VERSI TY
ZARA- N&ERA

OCTOBER, 1998.



MARKETI NG | N THE TRANSPCRT | NDUSTRY:
A STUDY CF BENE LINKS (NG LTD

BY

AR  KYURA ALEXANDER

OCTOBER, 1998.



ii
DECLARATION

I hereby declare that this project work has been
accomplished through my own perscnal efforts and guidance of my
Supervisor and that all the information therein are to the best
of my knowledge correct. It has not been accepted in any
previous submission anywhere for an academic award. All the
sources of information are specially acknowledged by means of
references. Therefore, any omission or commission in the

project work should be attributed to my persconal human error.

' ‘!:‘ ;

4 ;/3' /fy N\,
AOR KYURA ALEXANDER
OCTOBER, 1998.



iii

CERTIFICATION

*This thesis/project work/dissertation entitled "MARKETING
IN THE TRANSPORT INDUSTRY: A STUDY OF BERUE LINKS (NIGERIA)
LIMITED, MAKURDI" by Mr. Alexander Kyura Aor, meets the
regulations governing the award of masters of Business
Administration (MBA) in the department of Business
Administration, Faculty of Administration, Ahmadu Bello

University, Zaria, and is approved for its contribution to

knowledge and literally presentation.

--------------------------------

--------------------------------

ot ):,_ ) _’!.J!W
DEAN, PG SCHOOL DATE




iv

DEDICATION

This project is dedicated to my dear Son Maater Timothy
Tille Aor who had to sacrifice one year of schooling for nmy
programme, and to my Senior brother Mr. James lIorshe Aor who
through his understanding, support and untiring care, inspired

me through the course,

ALEXANDER KYURA ACR



Vi

ABSTRACT

Benue Links is a limted liability conpany established by
the Benue State Government with the assistance of the Federal
Governnment through the Federal Wban Mass Transit Agency
(FUMTA). like any other mass transmt agency (established by the
Federal UWrban Mass Transit Agency), Benue Links was desi gned not
only to alleviate the transport problens of the nasses and
create enploynment opportunity in the state, but also to cope
adequately with the repayment of the soft loans for its
establishnment if the managenent of the transport outfit is
inefficient and ineffective.

Mass Transmt System is said to be effective if it is
capabl e of evacuating a |arge nunber of people from various
parts of the city or fromone urban centre to the other within
the shortest possible tine and at a reasonable measure of
confort. Whban Transportation systemhas becone nore acute and
fornms the major transportation node in our great Country-
N geri a.

This dissertation therefore examnes the nanagenent of
Benue Links with respect to the inplenmentation of nmarketing
t echni ques, and possi bl e suggestions to inprove its operations
for the achi evenent of the objectives of the Wban Mass Transit
System in the State in general and custoner satisfaction in

particul ar.
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To acconplish this task, the project has been divided into
S x Chapters. GChapter One introduces the project topic as well
as the scope of the study and end with definati on of sone terns.
Chapter two is the literature review which attenpts to throw
light on the conceptual frane work of narketing; narketing
obj ectives, narketing services and scope of service operations
in public transportation. Also in the Chapter, Factors
af fecting marketi ng deci si ons and pl anni ng nmar keti ng acti ons and
its application to Benue Links (N g) Ltd as well as benefits of
marketing to the Conpany under study are discussed. Chapt er
three is basically on research nethodology where sanple
selection, nmethod of data collection and analysis for the

research are treated.

Chapter four Reviews Benue Links historical background
enconpassing its organizational set-up, its objectives and
coverage. Wiile Chapter five provides data presentation and
anal ysis with application of narketing in transport industry and
ends with proof of hypothesis, Chapter S x is the concluding
part which provides recomrendations for an effective and
efficient application of marketing techniques in the managenent

of public transport sector.
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CHAPTER ONE

INTRODUCTION

I.I INTRODUCTION
In a modern emancipated society, the individual is allowed

a measure of free will and choice as well as allowed to make his

own decisions, whether they be right or wrong for him. In

allowing these freedoms there must be competition for his
preferences, and a drive for resultant profits is tolerable.
This is the basis upon which our society lives and expands.

It contrasts with a totalitarian State operating a planned

economy, where some official decides on behalf of the population

what its tastes should be, what is good for it and have it

should spend its money. In such a society, there ig no

universal demand for marketing practices, although some of its
activities exist in other forms, such as propaganda.

Few of the service industries have vet felt the pressure of
forces with sufficient intensity for the practice

This blind spot has

compstitive

of marketing to have been widely adopted.

affected and applies to the Mass Transmit Scheme in Nigeria.
The Bus system as a mode of mass transportation in Nigeria

is not new. Between 1975 and 1983, several state governments

introduced bus transit system as a means of allaviating the

Problems of movement requirements of their people. To mention

but just a few, Bendel introduced the Bendel line; Lagos

introduced the Lagos State transport corporation (LSTC); Kwara

introduced the Kwara State transportation Corporation (KSTC);

-



Rivers introduced

the Water lines, Kano introduced the kano state transport

corporation (KSTC}. As it is common with many

government/parastatals in Nigeria, these various mass transit
corporations recorded woeful failures. The major and common
causes for their failures included:-

i. Politicizing the system by dictating routes to be plied and
fares tc be charged both without economic undertone while
expenses of the corporation were not subsidized.

ii. Absence of a firm decision as to whether the system should

be commercial or not.

iii. Poor procurement procedurezs and misuse of spare parts,
extensive pilferage of spare parts, overstaffing and
general lack of discipine by Staff.,

Thesg among several other reasons have been identified
after extensive enquiries following the failures of the system.

These engquiries would not have been necessary if the system had

been minitcred and the performance level evaluated. Such

moenitoring and performance evaluation exercise would have
alloweed an adequate understanding of the demand for the system
such that existing limited resources could be used adequately
for optimum results. Besides, the monitoring and performance
evaluation exercise allows for the acquisiticn of a huge data,
thé basis of which forecasts can be made for future planning.
The data set alsoc provides objective justification of government

assistance in terms of funds for or improvement in rocad
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conplinentaryFacilitiesfor themasstransit system

However, to operate profitably and therefore justify its

est abl i shment and cut down on government constant assistance in

terns of funds operation of the Transport Schene has to

i ntroduce the marketing concept philosophy to Banking as:

I . ldentifying present and future nmarkets for service.

Sel ecting whi ch narkets to serve and i dentifying customners'
need within them

Setting long and short term goals for the progress of
exi sting and new servi ces.

Managi ng and service so as to persuade custoners to use
themat a profit, and controlling of success in so doing.

The application of marketing in Banking Industry is simlar

to that of narketing in other service industries including

transportati on.

Today, the present state of N gerian econony and as it

affects the service sector in particulars has led private

transport organi zations, for instance, Skene Dili Chukwu, Chi D

Ebele and the like, to take marketing as a serious activity

whi ch has hitherto been negl ect ed.

As busi ness have begun to recognise that nmarketing is of

vital inportance to the success of a firman entirely newway of
busi ness thinking a new philosophy has evolved. It is called
t he Marketing Concept’ and it states that " the Qustoner's

want -sati sfaction is the economc and social justification for

a firns existence", consequently, all conpany activities nust
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be devoted to finding out what the customers want and then
satisfying those wants, while still making a profit over and
long run.

In applying and concept in Nigerian service industries, It
is beneficial to both and organization and its customers. That
is achieving the organization and its customers. That is
achieving and Organizational goals through customers
satisfaction., The concept at its inception was adopted by few
companies, but became wide spread in the 1950%,

In Nigeria however, it is still a relatively new concept as
an operating business philosophy, however, it is a systematic
and orderly way of looking at a business enterprises from and
customer,s point of view, a view that replaces and selling

concept.

1.2 STATEMERT OF THE PROBLEM

The researcher has chosen to write on "Marketing in the
Transport Industry: A Study of Benue Links (Nigeria) Limited
Makurdi.

The large population and the demand for an eiffective
transport system is one of the reason for this research work.
The population of Nigeria is put at about 100 million people.
This large population requires an effective and efficient
transport system to be able to satisfy it.

Another reason for this is the inadequacy of private

transport operators. The fact that the number is small has made
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private transport operators to employ exploitative tendencies in

carrying out their services to and public, for example, for

charging high forces.
compelling reason 1is the
Because of this problem,

A further, effects of this
inadequacy on the Nigerian economy.
it is not easy to evacuate economic goods from the areas to the

Urban centres for consumers satisfaction.

Last but not the least, the introduction of the "Structural
Adjustment Programme' (SAP) in 1987 by the Babangida

administration brought a lot of problems to different sectors of
the economy including the transport sector, which saw the

failure of the Nigerian Railway Corporation and the Nigerian

Airways Authority. This therefore formed a good basis for an

effective Road Transport System.
The Statement of the problem m now is to find out the

extent of information of marketing tools in the Public Transport
Organizations and if Marketing techniques have not being applied

in the management of public transport business in Nigeria, why?

1f on the other hand, marketing techniques are used in

administering public transport in Nigeria, to what extent are

the techniques employed? We there any (further) suggestions and

/ Recommendations to further improve the services of these

public transport companies with a view of satisfying the needs

and /or wants of the huge ngerian Fopulace.



1.3 PURPOSE OF STUDY
Marketing of transport services goes beyond the selling of

The marketing of transport services must

those services.
The

perform three fundamental different functions on duties.

sustenance is of primary importance of the objectives for which

the system was set up were to be achieved. The second aspect

involve the monitoring procedure during which the management

learns and introduce the desired changes to suit the specific

environment for which the system had been set up. Finally, it

must make profits to cater for the immediate as well as for long

time needs. This three sides nature of transport business

brings marketing problems which are more complex than those
faced by other forms, be they manufacturing or other services.

The main objective of this study is to examine the role of

marketing in the transport sector of the economy and to

determine the extent to which public transport companies in

Nigeria Market their services. To this end, we shall examine;

- The ways of performing marketing functions in transport
companies.

ii, The extent to which transport companies especially, public
ones in Nigeria market their services in terms of employing

marketing techniques in educating their customers,

increasing their patronage and improving efficiency as well

as effectiveness of their operations.

iii. The difference between marketing in public transport

business and marketing in consumer or industrial goods.
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iv. To provide relevant recommendation as solutions to the

problems.

1.4 SIGNIFICANCE OF THE STUDY

The study of marketing in the transport industry at this
time that the end nation is moving towards economic recovery is
very important.

First, it highlights the inherent danger and the sufferinge
that the society will experience by allowing only private
transport operators to be in charge of our transport system in
the society.

Consequently, (upon the above reasons)}, it will serve to
stimulate private operations to improve on their performance
because of imminent competition,.

One other significant reason is that it will help the
Nigeria Society in general, since all the thirty - six (36)
states of the federation and the federal capital territory
operate mass transit scheme, and are all general by the federal
urban masgsg transit programme (FUMP) with headquarters at Abuja,
the study of Benue Links will stimulate as the study of the
other public transport oxganizations.

Also since much has not been written about the public
transport system in Nigeria,this research work titled "marketing
in the transport industry" will help scholars who may from time

to time wish to contribute to the field.



Lastly, it will help the company to be aware of its

weakness so as to improeve on them and s0lidify its strengths

where necessary.

1.5 RESREARCH HYPOTHESIS

({a) Most public transport companies fail because of non

application of marketing techniques.

(i) Their services are not known to customers due to lack
of promotion.
important or

(ii) They do not take marketing to be

relevant to the operations of their business.

(iii) Most public transport companies do not have a formal

marketing department,
(iv) Locating & branch or route to fly is not determined by

market forces,

{b) The transport industry, particularly road transport

operators do not consider their customers (passengers)
very important for the survivor of their companies.

(i} People travel by public transportation because it is
cheaper than other modes.

(ii) Facilities provided by most public transport companies

are not satisfactory.

(iii) Services renderd by public transport companies are

>
poor.

(iv) Public transport company staff do not threat their

customers well. They are not polite to customers.
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(v) Scme passengers are compelled to travel by public
transport by certain socio-economic considerations or

factors.

1.6 SCOPE QOF THE RESEARCH

The project has been set out to cover the operations of
Benue Links (Nigeria) Limited, a public transport company with
headguarters at Makurdi, the capital of Benue Links. The
researcher project work relates to Benue Links, therefore, any
conclusions or generalization reached is applicable to Benue
Links as a Public transport operator. However, considering
certain large inferences drawn out of the research project work,
the project can be of significant use to c¢ther public
transporters in Nigeria and beyond.

Another geographical restriction set by the research is
that of area upon which personal interviews were conducted énd
questionnaires administered. For certain obvious reasons, Benue
Links was selected and the investigations conducted there in.
Despite this geographical scope set by the researcher, readers
should note his finding may be applicable to all other public
transport cperators in Nigeria,

The project covers a framework of marketing concept, the
scope of service operations in public transport. It further
touches on the marketing mix and its role in the service
industry, environmental factors affecting marketing decisions

and still further gives a clue as to how to plan marketing



10
actions in public transport companies. Finally, benefits of to

he derived have also heen assesged.

1.7 LIMITATION OF THE STUDY

No meaningful research work of what ever nature can be
without short coming. The limitations of this research project
ag digcussed below will play a significant role in reaching a
global generalization.

Right from the on set, difficulties were met in the process
of collecting the information used in forming the literature
review, The marketing concept in public transport operation is
a topic on which relevant materials and publications are scarce,
and this has constituted a major limitation to this research
work.

The guestionnaires were partly filled in by sowe
respondents and partly administered by the researcher to the
respondents. Different approaches were used by the researcher
in administering the questionnaires in order to give room for
flexibility. _

The problem of time, financial resources and other
necessary assistance can not be over emphasized. This has
contributed significantly to the coverage of only one public
transport company (Benue Links (Nig) Ltd. Makurdi). This
however, does not render the project irrelevant to other
transport companies within Nigeria because the stratified nature

of Nigeria has been taken into consideration in drawing the
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case.,

These constraints not withstanding, guite a lot has been
done and it is hoped that findings of the study would help a
great deal in stimulating the public transport companies owned
enlightening readers about this subject and laying a good
foundation for further work on the subject in Nigeria in
particular and certain inferences can be drawn out of it by

other countries of the world at large.

1.8 DEFINITION OF SOME TERMS
Distribution
This is the means or link by which the right product or
service is made available to the target market. That is to say
it consists of all the activities concerned with moving the
right amount of the right products to the right place at the
right time®. | v
Market
(i} It is a physical place where buyers and sellers gather to
exchange goods and services.
(ii) A market is its purest technical sense, is the set of all

actual and potential buyers of a product or service’.

MARKETING

Marketing is human activity directed at satisfying needs

and wants through exchange processesw.
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REKETING CONCEPT

This is a philosophy of management which maintains that the

focal point of the entire firm is the customer {(consumer)}

satisfactionu.

MARKETING MIX

Marketing mix is the blending together of controllable
marketing variables that the firm uses to achieve targeted

objectives, and these are product, price, place and promotion

popularly called the 4p£z.

PRODUCT/SERVICE

This is anything that can be offered to a market for
acquisition, use or consumption to satisfy a need 13

PROMOTION
This is communication that inform potential consumers of

the existence of products/services and persuade them that those

products/services have need satisfying capabilities“.
TARGET MARKETING
The seller distinguishes among many market segments,

selects one or more of these segments, and develops products and

»

marketing mixes tailored to each segment”.

FOQT NOTES
1. Ade, A.0.(1996); "Monitoring and Performance Evaluation of

Mass Tramsit Operations." Lecture Delivered on Mass Transit

Operations Management Course, 12-13 August 19396 at

Makiirdid.
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CHAPTER TWO

LITERATURE REVIEW

2.1 INTRODUCTION

In both developed and developing countries, multi-wmodal
transportation system are indispensable infrastructures which
provide the desired rate of momentum for economic development.
In fact, the development process depends, to a large extent on
the completeness and over all efficiency of a nations
transportation network. Modern economic theory holds that units
of new investment in transportation system will always induce
the flow of goods and services which otherwise would not occur.
In specific tefms, additional transportation invesiment creates
positive multiplier effect on all sectors of economic activities
(Agagba 1996)!, ’

In developing countries such as Nigeria, the need for
complete and efficient transportation system is even greater due
to the rapid growth and transient nature cof the economy. In
addition, Nigeria is a vast nation with a total land area of
91.2 million hectares, 68.4 million hectares of which are
cultivable., However, only 34 million hectares are cultivated at
present?.

The above limitations are @due to lack of “all season’
roads, particulafly feeder roads which provide market access for
linking urban populaticon centres with remote farming districts.
The Directorate for Roads and Rural Infrastructure (DFRRI) rural

road program was aimed at providing these access roads. This
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program if well carried out would have enabled exchange to take
place, as transportation serves as a tool for time and place
utility.

Nonyelu, G.N (1981) defines marketing as “the set of
activities that facilitate exchange transactions involving
economic goods and services for the ultimate purpose of
satisfying human needs'. The activities implied in this
definition include product development, production, branding,
packaging, distribution and promotion?

Philip Kotler (1980) defines marketing as "human activity
directed at satisfying needs and wants through exchange
jpi:t:.icnasses."'l This means that any human activity which leads to
the satisfaction of consumers needs and wants by means of
exchange is marketing. A marketer must therefore recognise and
understand consumers needs and wants, and determine how best to
satisfy them.

Both definitions above recognise the role of transportation
in Marketing since it is through transportation that goods and
services can be made available for exchange to take place,

His excellency general Olusegun Obasanjo, the then head of
State, while presenting the Third National Development Plan, re-
affirmed Nigeria's transportation policy in these terms:
"Nigeria's transport objectives have been stated since early
1960, in general terms it aimed at co-ordinated development,
economic efficiency and, by implication, the support of national

interest like the opening up and binding together of this vast
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nation. These objectives are as relevant and valid Today as
they were when first explicitly set down in 1963, "9

In pursuance of these objectives, the second national
development plan did emphasize transportation capital
investment. Between 1970-1975 K472.4 million or 23% of the
total public investment was injected into the transport sector
of the economy. Roads took the lion share with 66.5%, Rail-
rcads had 9.5%, while Ports and Airways had 13% and 11%
respectively. 1In general, the fourth national development plan
indicated the importance the government accorded to the
transport sector from 1981 till the present time. The drastic
reduction of 32% plan size between 1981 and 1985, should not be
construed as a change in allocating priority; but rather it is
a reflection of the deliberate effort to scale down or postpone
‘capital projects, in the face of global economic growth due to

glut and radical fluctuations in the oil pridea.
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TABLE 2.1
TRANSPORT SECTOR FISCAL ALLOCATION IN FIRST - FOURTH NATIONAL

DEVELOPMENT PLANS.

PLAN PLAN SIZE N | TRANSPORT MODAL DISTRIBUTION TRANSPORT
PERIOD MILLION SECTOR OF TRANSPORT SECTCR | SECTOR AS
ALLOCATION ALLOCATION IN % OF PLAN
PERCENTAGE SIZE
LAND AIR WATER
1962-1988 1,586,000 309,092 68% 7%  25% 19%
1970-1975 2,050,738 472,398 76% 11% 13% 23%
1975~1980 43,314,009 | 9,677,541 83% 8% 9% 22%
1981-1985 70,500,000 } 10706.616 B5% 6% 9% 15%

SOURCE: Fourth National Development Plan 1981-1985.

The Nigerian Road Network in 1988 was estimated to be about
144,000 kileometers; the responsibility for the road network is
shared by Federal State and Local Governments. The Federal
Trunk Roads Comprises 28,600 kilometer; State roads about 30,000
kilometers and Local roads 85,000 kilometers. In Nigeria,
Federal and State governments emphasise road development more
than any other mode. This is justified because the high way is

the primary mode for movement of passengers and freight’.
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2.2 CONCEPTUAL FRAME WORK OF MARKETING (CONCEPT}.

The most important managerial task within the manufacturing
industry is that of understanding the needs and wants of
customers in the market, and adopting the operations of the
organisation to deliver the right goods and services more
effectively and efficiently than its competitors. Having this
demanding challenge in mind, and marketing concept was
introduced to augment the problem.

Marketing concept according to Institute of marketing is "
a philosophy of Business management which focuses the activities
of all department on the needs of the costumers and organizes
the total rescurces of the company to the difficult task of
Identifying and Satisfyving those needs profitably. It stems from
Recognition of the fact that a business c¢an only survive by
providing profitably the goods and services which the customers
wants to buy."It goes on state, "the concept of marketing is a
corporate affair involving the whole company or organisation.It
is a generally shared management philosophy which should
permeate top management thinking and influence company decisions
and practices or policies.Tha concept's activity involves in the
marketing operation all those <concerned with research
development, design, production, finance, distribution, after
sales service, as well as the labour itself"®,

The market concept has been expressed in many ceolorful ways.For

instance;
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i "Make what you can sell instead of trying to sell what you can
make."

11 " We have to stop marketing makeable products and learn to
make marketabls products."”

iii To do all in our power to pack the customer's naira full of
value, quality and satisfaction."

iv "Profitable sales volumes should be the goal of the firm, and
not just volume for sake of volume alone.”

v "All company planning and operations should be customer

oriented.}

The marketing concept calls for a management re-orientation

regarding what business a company is in. Typically, when

an executive is asked, "What business are you in?" the answer

is, "We make this," or "we sell that". These executives must

start thinking in terms of what benefits they market- what needs

(wants) they are satisfying.

Marketing concept is the firm's commitment to the time
honored concept 1in economic theory known as Consumer
Sovereignty. The concept process that the determination of what
should be ﬁroduced should be in the hands of the consumers not
in the hands ©f the government nor in the hands of the firm.
The firm in this regards produces what the consumers need and
want to maximize consumer welfare while making some reasonabla
p;ofitsw. In the United States of America (USA), the General
Election Company 1is usually acknowledged as the first firm to

structure its operations systematically in accordance with the
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marketing concept“.

This implies that management in both the manufacturing and

service industries have two main areas of responsibility:

i’

ii

in

Remaining Sensitive to market needs:~ The management of

any business must be aware of the nature of market demand,

and of changes that occur or take place in it. The nature

of demand and the need to supply it effectively vyet

profitably, should be the driving force behind the

decisions of all the company's managers, not just its

marketing function.

Market-Oriented Operations Management:- The whole industry

should be run so that:

Marketing objectives may be achieved and

The business trades in a competitive and profitable manner.
The marketing concept as we know it up to this point

time, rests on three propositions for successful business

operation:
Customer - Orientation:- This puts the customer at the

very centre of the firm's activities and planning, knowing
the customer, identifying, anticipating and satisfying
customers needs and wants (desires) researching and
analyzing customers behaviours becomes the basis of all
marketing decisions and actions. It will be apparent that
this neither prevents the knowledge and understanding of
the customer so acquired being used against him whenever

necessary nor preclude the artificial stimulation of



21

customers desires and the persuasion and manipulation of
consumers to buy products and services for which the
company believes a market can be created.

In any case, the one thing that the marketing concept is
supposed to do is to get the company to produce things to
sell at a worthwhile profit to markets which can be created
rather than merely depbsing of whatever the company feels
it would like to manufacture.

p tegrati of Effort: Almost every definition of
marketing stresses and need for integrating related
functions within the business sales and distribution,
advertising sales-promotion, product planning and market
research to achieve the company's market objectives.

3. Profit Direction: The whole point of the marketing concept
is that its application will reduce the risk of loss due to
inadequate market information and customer knowledge,

misreading of the market, poor product selection and

planning.

2:2.1 Application of marketing Concept in Nigeria

A few years ago, academicians in Nigeria joined their

overseas colleagues all over the world to raise a number of

gquestions about marketing concept is actually been practiced by

business firms or is merely being used for good image making.
The hard truth is that generally it is not easy to practice

the marketing concept in zn organization because it requires
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research, education and relevant organizational structure to
facilitate its implementation. To practice the marketing
concept is most 1likely to be expensive in the short run.
Consequently, most firms particularly in Nigeria 4o not practice
it. Those who pose the same question in Nigeria base their
argument on additiconal reasons of the following economic and

social characteristics of our present economyn.

a. Many consumer goods are in short supply.

b. Retail prices of some products usually referréd to as
" eggential commodities” tend to be artificially very high.

c. The consumer have lost their sovereignty and the right to
make free choices in the market places.

d. Massive unemployment prevails all the time.

e. Competition and satisfaction of consumers’ needs have given
place to'monopcly, stock rationing and unfair pricing
policies.

f. Some made-in-Nigeria goods are considered to be either
inferior to more expensive than imported brands despite
high import duties apd tariff protection.

Rwankwo (1987) commenting on the adoption ¢f the marketing
concept in Nigerian Commercial Banks States: "The poor
quality of Bank services is another significant feature.
One has to visit a bank office in Nigeria®toc notice long
gueues and struggles of customers to get served. It will

take as much as an hour to refer a cheque and in some
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cases, one appears to be left with the impression that the

counter staff take pride in long gueues and the number of

people seeking their custom, "1

The second disturbing issue raised about the marketing
concept really questioned its validity to the very foundation,.
Responsible business executives and highly critical academicians
want tao know whether or met the marketing concept is "an
appropriate®™ organizational goal in these bad days of perennial
shortage of resources and world-wide inflation, particularly in
developing countries, neglected social respdnsibilities,
explosive population growth and heavy envircnmental population.
The firm may be doing a good job of serving its target market
with its specific needs and wants, but the point is whether the
firm ig acting in the best long-run interests of its customers,
the society and the government. Some people very often tend to
forget that an attempt to satisfy particular segments of the
market may result in unhelievable social lots. "The federal
government, for example, has traditionally catered largely to
the demand of workers for higher wages. In 1975, it tried to
meet this desire through the unprecedented Udoji salaries-and
wages awards which gave employees aover 100% pay rise with about
one vear's arrears of salaries resulting in untied inflation.
Nigeria has not been able to control this inflation despite the
recent introduction of the Structural Adjustment programme with

associated implications of the foreign exchange market . !
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Anot her exanmple is the autonobile industry in N geria which
has catered to the demand for snmaller and nore econom cal
aut onobi | es, but neeting this desire has resulted in nore fata
accidents to the users of smaller cars. Again the cosnetic
industry in Nogeria traditionally catered for nonments passion
for lighter conplexion by offering a product (the breaching
cream that at the sanme tinme damages their skins.

Finally, a firmmy be doing a good job of relying heavily
on inportation of foreign made goods to satisfy the needs of
nost Ni gerians who prefer foreign made goods to hone nmade ones.
But intrying to satisfy such custoner, it may run into conflict
with governnment policy of reducing both foreign debts and
dependency on foreign goods. This indeed is unacceptable to the
third world countries sonetines referred to as the Less
Devel oped Countries (LDC).

The need therefore arose for a call to be make for a new
concept either to nodifying the marketing concept or replace it
This has brought about the selective national marketing
concept' which is a new proposal for the third world countries.
The sel ective national marketing concept is a managenent
orientation is to determine that the key task of the
organi zation is to determne the needs and wants of target
mar kets, selectively inrelation to the priorities of the
nations local conditions at a given tine and to adopt the
orientation to deliver the desired satisfactions. nore

effectively and efficiently than its conpetitions in a may
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that preserves or enhanced the consumer's and society's
well-being and national aspirations and priorities!’.
However, the marketing concept is likely to be applied more
seriously under the following conditions:-
When there is a strong competition in the market,. The
market who creatively caters for consumers needs is likely
to run a differential advantage over less insightful
competitions and thereby enhance the chances of success and
survival.
The economy is developed to the extent that the majority of
consumer have access to the basic material needs of life
and enjoy a high standard of living, they have become more
capricious and choosy and consequently are harder be
convinced. In such an economy many products and services
could rightly be described as frivolous!f,
Even when the two conditions above prevail, such as in the
USA; the practical implementation of the marketing concept
appears not to be indispensable as one would think.
Research in the USA suggests that "the marketing concept is
an idealistic policy staiement for management and that few
companies are able to implement the philosophy and make it
operational on day-to-day basis. Nevertheless, the astute
marketer, whether he operates in a protected or competitive
market, is well advised continually to seek ways to serve
his customers better the good will of whom is a valuable

resource."”
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2.3 ESTABLISHING MARKETING OBJECTIVES

"An objective is an aim, goal, mission or task. It is
something that someone wants to achieve. it is an end, not a
means . "¢

A corporate objective 1is therefore the concept that
validates and entire organization and every action that it
takes. Only if the objectives of a given organization are know
can it be judged whether and actions that it takes are wise or
foolish, appropriate or misguided.

Only if the objectives are know can it be judged whether a
given organization is successful or failing, desirable or
undesirable, laudable or contemptible. The corporate objective,
then, is the criterion, the touch stone, and yardstick by which
everything concerning the company is judged.

A marketing objective is a statement of what is to be
accomplished through marketing activities.

For an objective to be successfully carried out, it should
be stated in clear and simple terms so that all marketing
personnel understand exactly what it has to achieve.

It is desirable that it should be written in such a way
that the degree of accomplishment can be measured accurately.
If a company has an objective of increasing its market share to
vary 20%, and firm should have accurate techniques for measuring
changes in its market share.

A marketing objective should be given or indicate a time

period within which the objective should be accomplished. For
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example, a firm that sets an objective of changing its absolute
equipment for new ones should state a time period within which
this is to be done. This helps the management team and other
personnel to dedicate themselves to achieving the set objective.

When setting or creating marketing objectives, the
marketing manager must ensure that they are consistent with the
over-all objective of the business.

A company in serious financial trouble may be honored
solely with short term profits so that it can stay in business.A
successful company may want to sacrifice this years profit to
add more sophisticated technical equipment that will increase
profit in the long-run, and it may have other marketing
objectives at the same time, such as finding new customers.A
manager who fails to establish marketing objectives that are
consistent with the organisations general objectives, will not
only be likely to accomplish the marketing objectives but also
may work against the achievement of the firms over-all
objectives. If a marketing manager sets an objective that
requires greater use of consumers credit on the hand while the
over-all objective of the firm is to reduce bad-debt loss,then
these objectives will or are likely to conflict.

It is when over-all marketing objectives have been
established that the marketing manager is heady to develop a

marketing stratedy.
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2.4 MARKETING SERVICE AND SCOPR OF SERVICE OPERATIONS IN PUBLIC

TRARSPORT.
jdentifiable

are thege separately

Marketing service
provide want

essentially intangible activities that

satisfaction, and that are not necessary tied to the sale of a
broduct or other service.To produce a service may or may not
require the use of tangible goods.In other morals, a service is
any activity or benefit that one party can offer to another that

is essentially intangible and does not remit in the ownership of

anything.Ig
in a bank,

Renting a hotel room, depositing money

travelling on an airplane or in a bus, having a hair cut, having
a car repaired, matching a professional sport, seeing a movie,

having cloths cleaned in a dry-cleaning establishment, getting

advice from a lawyer— all involve buying a service.

The growth in service has generally not been due to

marketing development in service industries, but rather, to the

maturation of an economy and rising standards of 1living.

exXxecutives in service industries or companies

Traditionally,
They have lagged behind

have not been marketing-oriented.
sellers of products in accepting the marketing concept, and have

generally, been slow in adopting promotional methods, "product”

marketing techniques. Marketing

strategies, and other
management in service firms has not been especially creative.

Innovations in service marketing have come typically from

product-associated companies,
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The intangibility of services creates more difficult
marketing challenges for service seller than for product
sellers. In many service industries-particularly professional
services- the seller think of themselves as producers or
creators, and not marketers, of the service. They are proud of
their ability to easy, "Repair a Car," diagnose an illness", or
“have a good haircut™. They do not think themselves as business
people.

Although other activities of marketing still show signs of
a rapid move towards improvements in productivity, 1little is
heard of how customers service may be improved, Yet the
customer service department is an essential aid to those other
elements.
Really significant improvementz in total can not be achieved
witheut a commensurate reformation in the interacting functions,
Salesmen can not develop their selling activities without the
office absorbkng routine tasks. RDistribution can not be
improved without effective stock control. Advertising will not
bring real rewards unless enquiry handling is sharpened. Nor
will growth be achieved without adequate attention being given
to the major area of customers service. It is giving attention
to all these areas that result in the “total marketing
concept"n. Now services are first improvement to a sexrvice
company as new products are to a- product-marketing company.
8imilarly, the improvement of the existing products and the

elimination of unwanted and unprofitable services are also key
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goals. Management can use a systematic procedure to determine:
1. What services will be offered
ii. What will be the length and breadth of the service mix
offered and
iii. what, if anything needs to be done in the may of Service

Attributes such as branding or providing guarantees.

The high perishability, fluctuating demand and inability to
store services make product planning critically important to
service marketers. A service industry can expand or contract
its "product mix," alter existing services, and trade up or
down. The reason for these moves are familiar. The company may
want to increase its total volume, reduce seasonal fluctuations
in volume, or cater to changing buyers patterns such as the
Desire For One-Stop Shopping. Some service firms have
effectively expanded their service mix by working jointly with
companies selling related services. For instance, automobile
rental firms have working arrangements with airlines and hotels
so that when customers fly to their destination, a car, a hotel
room are reserved and waiting (Stanton (1981)%,

The service and scope of service operation of public
transportation is determined by the interaction of the demand
for and supply of the transport system. The demand for bus
travel is rather. complex. It is not just affected by fare
alone, but also by such factors as time spent on the journey,
comfort and regularity of the service offered. These factors

are often included in the concept of the generalised cost,
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provided each of its components has been weighted. The way in
which passengers respond to changes in the attributes of bus
service, and how these responses affect their demand for bus
travel, can be represented in terms of the conventional
elasticity measures.

The two types of elasticity measures which have been used
in the analysis of demand for bus travel are: Direct
Elasticities and Gross -Elasticities. Direct Elasticities are
of two kinds, namely, Fare elasticity and Service elasticity.
They are called direct elasticity because they measure the
responsiveness of demand for bus travel to changes in the
characteristics of bus service. Gross- Elasticities, measure
the responsiveness of demand for bus travel to changes in the
cost of other modes such as cars and rail. Cross-elasticities
give an idea of the degree of diversion from other modes to bus
caused by an increase in the price of those modes, or the degree
of diversion to other modes, due to an increase in the price of
bus traveln.

At an annual growth rate of 5.8 percent, it is believed
that by the year 2000, not less than 12 urban centres of Nigeria
would have hit a population of over one million people with
lagos metropolis alone recording 7.5 million B, Because of the
functions of Urban Centres, this large population will be
inveolved in a large volume of inter-urban trips. The collapse
of o0il price which has worsened the economic situation of the

country and the conseqguent introduction of the Structural .
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Adjustment Programme (SAP)} with its policy of reduction in
public consumption and high c¢ost of imported materials,
automobile will be out of the reach of many people. Even if it
was not, it will be most absurd if not completely impossible for
the large number of possible car owners to clog and roads with
their cars. Thus, a significant proportion of the urban
dwellers will therefore demand efficient, reliable, and
comfortable mass transit services. This is already the
situation in some urban centres of Nigeria, especially Lagos and
Ibadan. ‘ |
| But theé existing level of service is abysmally poor.
Before the introduction of the Mass Transit system {MTS) by the
Federal Government, Transport Services were supplied essentially
by the private transport operators. They operate various
transport systems ranging from taxi caps to buses of different
types and sizes. The sheer large number of the operators, the
unco-ordinated nature of their services coupled with the
inadeguacy and the poor safety standard of the transport system
call for a better organised Mass Transit System that will supply
the mobility.needs of the people. .
In terms of the existing scope of service operation, table
2.2 shows the type of characteristics of Mass Transit System
used in major cities of Nigeria. There are, however, variations
in the types used from city to city. In riverine areas, in
addition to some of these bus types, the ferry system is also

used, which in Lagos, where the rail traverses not less than
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twelve (12) rail stations, and train is used during peak hours
for transportation of commuters. Although it is recognised that
the transportation of large number of people is best done by the

rail system, the attempt by the government to date concentrates

on the bus system.
system consist of three major

the roadway and the
there is a

Essentially, the bus

1nteracting elements: The vehicle,

Operations. Por an efficient bus transit system,

need for an adequate design and coordination of all the three

elements?t,
Perhaps the key to increasing efficiency in service

industries is for the management to adopt a manufacturing
ey
ttitude. The concept of providing a service traditionally

conj a4
nNjures vVislions of personal ministration and attendance on
ot} i
‘)ers. To improve performance simply means to try harder, but
€sse : w
ntially to continue performing a task in the same old way.

In .
- contract, the idea of manufacturing (or efficiently

Produci 4
ucing) benefits enables us to focus on new performance

methaatls
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TABLE 2.2 VEHICLE TYPES INVOLVED IN MASS TRANSIT SYSTEM IN
NIGERIA

| s/n | TYPE BASIC CHARACTERISTICS

e N Standard city | Standard bus designed with high
Bus (Damcer degree of transportation

Benz) 1980s comfort for passengers. It has
low clearance; easy to
manoeuvre and equipped with
automatic transmission which

facilitates driving.

2. Double Decker | -Economical and Space efficient
City Bus bus. Ample space for sitting
and standing passengers,
Difficult to manceuvre. Not

useful for a access routes.

3. | Omni Bus Medium-Size bus designed for
public transport service. Has
high clearance and easy to
manoeuvre. Poor facilities for

commuters comfort.
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4. Molue Lorry built into bus. Designed 50-60
essentially for Nigeria roads.
Has high clearance, durability
and easy to manceuvre. Lacks

comforts facilities.

it 5. Bolekaja Truck converted to passenger 50-60
vehicle. Built of wood. Seats
are wooden. High degree of

flexibility. Durable but rough

and lacks comfort facilities

Mini bus "Turo-turo," "Danfo", etc. 12-45
essentially volkswagen, Toyota,
and Nissan Minibus, used on
Feeder roads. Easy to
manoeuvre. Provide basic

sitting comfort.

Monitoring and Periormance Bvaluation of T?an31f

Operation. (Professor A. Ogunsanya, (1996).

2.5 MARKETING MIX AND ITS ROLE IN SERVICE INDUSTRY.

Marketing mix is one of the key concept in modern
marketing. It is the term used to describe the combination of
certain levels of each element of the four contrcllable inputs
{the four P'] that the firm uses to influence the target market.

The marketing mix is made up of the four P~ the product, the
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pricing, promotion and place, as developed by Mc Carthy (1987)
16

The four element in the mix are interrelated and decision
in one area usually affects action in the others. For example,
a firm using very little advertising may decide to price its
product low to effect possible loss of sales due to lack of
adequate advertising. Again, low price may affect the quality
of the product just as much as little advertising budget can
influence the decisions on the distribution outlet to be used by

the firm.

TABLE 2.3
COMPONENTS QF THE FOUR Ps OF THE MARKETING MIX

PROJECT PRICE PROMOTION PLACE

 Quality list price Advertising Channels

| Style Discounts Publicity Locations
; Features Allowance Personal selling } Coverage

| Brand name Payment Period | Sales promotion. | Inventory
; Sizes Credit terms. Transport.
| Packaging
Options

| services
:Harrantiés

Returns.
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The product

Management of the product component of the marketing mix among
others includes planning and developing the right product or
service to meet the requirement of the target market.Policies
and guidelines must be established for eliminating a product in
which consumers have found some faults identified through
marketing research and for adding new products to supplement the
existing ones, and packaging in better containers with more
attractive labels.Decisions are similarly required in the areas
of branding, sizes,product features, styles, warranties,etc.All
of the above are sub-variable under the product at the disposal
of the firm.
The price

It is the responsibility of the firm to determine the right base
price of its products or services and then establish policies
for dealing with discounts,who pays the transportation charges

and terms of payment.

Promotion

Promotion is the component of the marketing mix used to inform
and persuade consumers about the company's products or services
to facilitate the sale of these products or services. Promotion
is made up of three variables- advertising and publicity,
personal selling, and sales promotion. The combination of the

three at certain levels is called a promotional mix.
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Place {Distribution]

Even though the distribution structure seems to be
uncontrollable,some features of it can be controlled by the
firm. For example, the firm has a considerable degree of freedom
in chocsing the trade channels best fitted to serve a company’'s
distribution needs and the management skills it uses, to maks a
right decision can make a huge difference in the market position
of the firm concerned.In a nutshell, the concept of distribution
management involves much more than the art of selecting the
right trade channels through which the product will reach the
target market at the right time and in the right quantity.It
also involves the development of the physical distribution
system for handling and transporting the products through
these channels. Selecting useful middle men in the channel and
developing effective working relations with them are also part
of distribution management.

The role of marketing mix in service industry can not bhe
overemphasized, for the marketing mix serves as a guide to
marketing managers to combine their services (product) through
the provisgion of discounts,allowances,and credit terms (price)
by using advertisements, publicity {promotion) to successfully
arrive at their locations through effective coverage (place).The
combination of the four ps therefore serves creditably to the

success of any business undertaking.
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2.6 PROBLEM SOLVING AND DECISION MAKING TN MARKETING.

Marketing management consists in a never - ending proceés of
recognising marketing problems, analysing them, and making
decisions. In fact, relative abilities in the combined art of
problem solving and decision making are the features which
differentiate high calibre executives from the less able- ocnes,
" One reason marketing executives generally receive higher
than average earning is that problem solving is more difficult
in marketing than in other many fields. Thus, sound executive
judgement is at a premium. Problem solving in marketing is
difficult because much of it involves abstract reasoning and
subiective anélysis.Determining what high-fashion dresses to buy
for the coming.season or determining to what extent automobiles
are symbols of social status is a decision which does not fully
lend itself to statistical or mathematical analysis. '

One hall-mark of a good executive is his ability to make
decisions and to make them promptly. Some managers evade the
responsibility of'making decision by enveloping themselves in a
cloak of anonymity called a committee; some pass the buck to
octher executives. Many people find it difficult to make
decisions. A businessman is really ducking the task of decision
making when he says he" lets his wife run the house and raise
the children without interference™. Procrastination in decision
making in business situation should not be dismissed lightly,

however, because in part the executive 1z being paid to make

decisions
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Some decision- evading executive issue progress report, but
never a final decision, saying, that they need more information.
This is often a legitimate excuse. Ordinarily,nobody has all the
information needed or wanted, yet the situation will not wait;
a decision must be made.This is true in other walks of life as
it is in business. The quarter-back must call a play and execute
it in less than twenty -five seconds, even though he would like
to have more information, for example, what defence is being set
up against him. Often all information needed will not be
available until after the decision is made. After the team runs
the play, the quarter- back finds out what kind of defense was
set up against him.After a company locates its branch on a given
corner, the executives find out whether a sufficient number of
customers are attracted.

Management ordinarily will never know if it made the best
possible decision, even after it has been executed and the
results are in. No matter how great the results are, an
alternative decision might have turn out better.

Decision making is the heart of management process; a mark
of a good executive is that he can make decisions promptly. To
aid in this activity, executives have at their disposal the
important tool of marketing research.

2.7 EKVIRONMENTAL FACTORS AFFECTING MARKETING DECISIONS

Marketing strategies, tactics and policies are formulated within

a framework of forces which constitute the firm's environment.
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Some ©of these forces such as competition, the nature of the
market, and various legal and social factors, are external,
Others such as the nature of the product and the nature of the
company are internal. The success of a marketing executive will
depend upon his ability to manage the controllable forces at his
command while responding to the external uncontrollable forces
usually called the marketing environment.

i INTER AND INTRA - INDUSTRY COMPETITION

Competition is common among firms operating within the same
industry or among companies in other industries offering
substitute pfoducts or services,. Conseguently, a business
executive must lean as much as possible about the economics of
these industries in order to cope with the effects of either
internal or external competition or both. He should also
understand the competitive aspects of this firm's marketing
programme such as pricing policies, cost structure and general
promotional practices. EKnowledge of these will enable him to
respond affectively to the effect of competition. For example,
if a large percentage of total costs is usually made-up of fixed
hosts in that industry, and firm should consider using flexible
pricing practices to make price reduction possible in event of
severe competition facing and firm. The possibility of price
reduction stems from the fact that in the short-run a f£firm need
to cover only valuable costs and any return above that level

simply helps to cover and fixed costs.
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Before establishing its marketing policies, a firm should
be aware of the balance of power within and industry. The size
of a firm and its relaticnship in terms of size and power with
cther firms in the industry will affect its marketing policy.
Likewise, the percentage of the total industry sales a company
is generating in each geographical market and whether this share
of the market is increasing or decreasing will influence policy
decisions.

Finally, management must be cdnstantly alert sc to the
potential threat of industries producing competitive or
substitute products or services. For example, still
manufactures are feeling in-roads from aluminum and plastic
producers. Inter-industry competition among f@rms making
aluminum foils, tin cans and other types of containers have been
heightened by the eveolution in packagiﬁg.

Nature of the Market

ii The environmental influence of the market itself on
marketing decision affects both the gqualitative and guantitati
ve aspectg of market and also decision making,by marketing
management. The number of potential customers, their relation
, buying power, buying motives, and buying patterns or habits-
all should ke subjects of careful detailed study.

iii. Legal and Social Factors

Laws enacted at the federal state and local levelg ag well
as independent regularly services exercise a lot of influence

on the marketing activities of a firm. Price control
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decree of 1974, and other regulatory measures affecting

advertising, packages, and distribution systems are cnly a

few examples of these political legal forces.

Marketing executives are also responding more and more to
social influences. Management realises the wvalue of a good
company image., Public disapproval of misleading advertisement,
poor product performance, inadequate product information can
indelibly hurt a business.

In general, management know that it must pay attention to
its social responsibilities within the flame-work of acceptable

social practiées if the company is to benefit in the long run.

iv Nature of the product

whether the product will be ultimately used by household
¢onsumers or business and industry will affect decision
regarding the channels of will affect decision and promotion,
unit price, fragquency of purchase, pre-sale and post-sale
services needed, and the amount of thought given to purchase,
are product factors which influence the marketing prodgram. A
staple product, slightly differentiated from competitive items,
will call for pricing, distribution and promotional strategies
different from those used for a highly distinctive product.
Products subject to annual model changes requires different

-marketing decisions from those which go unchanged for several

years,
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marketing management. The number of potential customers, their
location, buying power, buying motives, and buying patterns or
habits - all should be subjects of careful detailed study.
iii. Le c c

Laws enacted at the Federal, State and Local levels as well
as independent regulatory services exercise a lot of influence
on the marketing activities of a firm. Price control Decree of
1974 and other regulatory measures affecting advertising,
packaging, and distribution systems are only a few examples of
these political and legal forces.

Marketing executives are also responding more and more to
social influence. Management realise the values of a good
company image. Public disapproval of misleading advertisement,
poor product performance, hidden finance charges and inadequate
product information can indelibly hurt a business.

In general, management knows that it must pay attention to
its social responsibilities and that its decision making must be
done within the frame-work of acceptable social practices if the
company is to benefit in the long run.

iv. Nature of Tle Product.

Whether the product will be ultimately used by household
consumers or business and industry will affect decision
regarding the channels of distribution and promotion, unit
price, frequency of purchase, pra~sale.and post-sale services
needed, and the amount of thought given to purchase, are product

factors which influence the marketing programme. A staple
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product, slightly differentiated from competitive items, will
call for pricing, distribution and promotional strategies
different from those used for a highly distinctive product.
Products subject of annual model changes require different
marketing decision from those which go unchanged for several
years.

V. Nature of The Company.

A marketing executive should realise that the production,
financial and personnel capability of his firm as well as its
marketing structure, establish eanvironmental limits on the
marketing program. If a firm is considering the addition of a
new product to its existing group, the decision is influenced by
production factbrs; ¢an the existing facilities and experiences
be used? 1If the new product requires a new plant or machinery
the financial capability enters the queue. Some firms can not
enter new markets or embark upon marketing new products because
of insufficient or inadequate perscnnel. If the firm has been
gelling to the industrial market and the new product would go to
the consumer market, management's decision must be tempered with
by the need to employ new channels of distribution and middle
men and to develop a substantially increased and different

advertising program.

2.8 PLANNING MARKETING ACTIONS ARD ITS APPLICATION TO BENUR

LINKS {NIG) LTD,

Planning 1is difficult because it requires that the
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marketing manager try to predict the future. Marketing planning
focuses on the development of objectives and strategies to
determine which marketing activities are to be performed in the
future, when and how they are to be performed, and who is to
perform them. Plans provide a marketing manager with a basic
frame-work for implementing and controlling the marketing
activities of an organisation,. Marketing planning is a
continuous process because plans must change as forces in the
marketing environment change.

How far ahead should a marketing manager plan? There ig no
single answer. Plans that cover a period of only one year or
less are called "short-range plans”. There are also medium and
long-range plans, these sometimes cover up to twenty years. A
five-year plan for instance, is reworked each year (called
rolling planning) because the environment changes and the long
run planning assumptions need to be reviewed. A manager often
has short, mediﬁm and long-range plans all at the same time,.

A marketing ﬁanager gains several benefits from planning.
First, planning helps one to formulate objectives and to think
,systematicallylabout the firm's future.

Secondly, it helps the marketing manager to reduce
operating costs because plans increase efficiency.

Also planning helps the marketing manager to control
marketing activities Because plans are goals against which one

can measure actual performance.
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Finally, Pplanning assists the marketing manager to
coordinate marketing activities within the marketing units and
to integrate marketing efforts with other despartments in the
business.

The extent to which marketing managers develop and use
plans vary. Although, planning provides numerous benefits, some
marketing managers do not use formal plans. A few do not plan
ahead because they spend most of their time dealing with daily
problems. {(Many of these daily problems would be eliminated by
planning ahead). Some marketing managers who develop plans do
not actually use them. This happens either because the
marketing manager is not strong enough to stick to the plans or
because the plans‘are defective and worth not following.

Drawing this concept to Benue Links (Nig) Limited it could
be seen from the above discussion that the organisation adopts
the short-time range plans. This is because of the nature of
services they offer, which are intangible and therefore do not
have permanent possession.

BENUE LINKS (HIGERIA) LIMITED operates in a competitive
environment, and for a company to be up to the task it has to
watch out constantly for the strategies used by its competitors
and this accounts for one of the reasons it uses the short-range
plan. Since the inception of the company on 28th Februqry,
1988, the company's chief executives are appocinted by the State
government, and all the six so far have never been people with

transport knowledge, since the appointments are politically
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motivated. This is also another reason why the organisation
adopts the short-range plan, since the executives do not hope of
staying for long in office due to change of government and
inconsistency in policy formulation.

Since the incorporation of the cempany, it has never had a
marketing department until a commercial department was
established as recently as 1996, though with the establishment
of the department, it does not carry out marketing activities
but restricts itself to bus hiring arrangements and the issuing
of tickets only. This suggests that the company looks at itself
as creating the services and not the customers which they have
tc serve. This'shqrt coming informs the operation of the short-
range plans.

From the above reasons it can clearly be seen that BENUE
LINKS (NIGERIA) LIMITED has not yet started the adoption and

application of marketing concept in its operations.

2.9 THE BEREFITS OF MARKEBTING TO SOCIRTY,

Iin the past, business was not seriously involved with
social responsibility. Social problems were considered ocutside
the scope of business activities. But today, there is a growing
demand that the gquality of life of members of the society be the
concern of business since it is not possible for a healthy"
business to exist within a sick society. The concept of social
responsibility emphasises that marketers must conduct their

activities in a socially responsible manner in order to justify
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the privilege of operating in our relatively free economic
system. It means no worth while privilege or freedem comes
without a price. This explains why companies engage in fund
raising activities, scholarship awards and community development
prdajects,
Business should therefore concern itself with social
responsibility for several resources.
1. It worth in the interest of business since a healthy
business can nct exist in a sick society.
2. A concern for the "quality cof life" may lead to higher
income levels and this in turn may present entirely new

business opportunities,

3. Failure to engage in some form of social responsibility on
the part of business may lead to government intervention.
Such government intervention may place limitations on the
marketing executives' activities which may have unfavarable
effects on. the achievement of business goals and
ocbjectives,
Business should> therefore live up to ité social
responsibilities to minimise government control which is
not easy to remove once it is established. In addition, it
should realise that its decision making must bs done within

the frame work of acceptable social practices if the

company is to benefit in the future,
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CHAPTER THREE 5
ESEARCH METHODOLOGY
3.1 INTRODUCTION.

This chapter deals with the projects research methodology.
It is concerned mainly with the various research methods and
data collection instruments used in the project., It has also
been clearly explained that this forms of sources of information
were used, and these are the primary and secondary sources of
information and the areas upon which they were used.

The aims behind this chapter is therefore to give room for
verification to those who may be interested in doing so and also
to provide room to those who may want to asceftain its validity
in the future or in other fialds or societies to do so, against
this background therefore the project has been designed in such
a way that it can easily be understood b every body, whether hs

is production or service industry.

3.2. THE_ RESEARCH DESIGHN

A research work of this nature would have been carried out
using a surely or documentary investigation, however, the case
study approach is used for a number of reasons. The case study
approach tends to reveal and truth about a particular group of
people or group of firms in an industry. Also, it is believed
that any generalization made may be applicable to all public
transport companies in Nigeria since the operate in the same

economic and social environment with similar management styles.
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The entire research work is set out in six (é) chapters.
Chapter one is the introductory chapter, and it gives back
ground information about the whole topic. The chapter
identifies the problems encountered by users of public transport
system in Nigeria generally and Benue State in particular. It
further states the purpose for which the research is carried
out. Also stated is the significance of the study to the
company and the public, further, it specifies the research
hypothesis, and scope of the research work as well as the
limitations. It {finally attempts to define soﬁe technical
terms. :

Chapter thus is the review of related literature and the
chapter tries to identify the conceptual framework of marketing
{concept); it gives the reason why there is need for
establishing marketing objectives. The chapter further states
that role of marketing mix, it gives a guide to decision making
in marketing and also identifies the environmental factors
affecting marketing decisions. It finally shows how marketing
planning can be carried out and its relation to the company
under study ahd the benefits of marketing to the society.

Chapter three is the research methodology used in carrying
out the research work. It centres on the research design, the
sample used,s the methods of data collection and analysis.

Chapter four gives a historical background of Benue Links
{Nigeria) Limited, wMakurdi. It gives information on the

establishment of the company, its organisational structure, the
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objectives of the company and its service operation.
Chapter five is one presentation of data and its analysis.
It further discusses the findings and finally proofs the
hypothesis as used in the study.
Chapter six draws the conclusion on the whole work. It
serves up the entire write-up and gives the recommendations.
Also included in this chapter is references as used in the

research work and carries the appendix.

3.3 SAMPLE SELECTION

One public transport company is selected for this research
work and it is Benue Links (Nigeria) Limited with it
headquarters in Makurdi; the Benue State capital. The choice of
one of these transport companies is not by accident. It is
however, typical of a corporate orgaﬁisation being secretive in
its operations more especially with the preseét cut-throat
competition in the transport industry.

Despite the secretive attitude, efforts were made and as an
insider, ten (10) senior management staff of the company were
interviewed, through only eight (8) actually returned their
guestionnaires. Thirty (30) customers (Passengers) were also
interviewed during the course of the research work however, only
twenty five (25) returned their questionnaires.

The choice is also informed by the fact that a large

percentage of travellers from Benue State are customers of this

company. The large prcportion of customers enjoyed by the
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it in Nigeria and to managers of service organisations, the
researcher decided and made use of the following instruments;
1. Questionnaire
ii. Personal interview.

3.4.1 Questionnaire

A well structured questionnaire was designed containing a
reasonable member of questions to obtain information need on the
relevance of marketing (concept) and its application to service
industry and the success therefrom. The questions mainly
required the respondents to tick the answers they consider
appropriate in their own opinion as such options were given to
them.

The researcher decided to use the close ended questions so
that the respondents will not use interest in responding to the
questionnaires.

While guestionnaire “A' was given directly to management
staff of the company and got filled -in, questionnaire “B' was
administered directly by the researcher to those respondents who
are illiterates and would find it difficult to understand the
concept and aim of the research work. The reason for doing this
was to clarify issue and to give room for wide spread of
samples.,

The two categories of questionnaires have been attached to the

project work under the appendices.
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3.4.2 Personal Interview

Personal interview in a form of discussion was used as a
supplementary method of data collection under the primary and
secondary sources. Since wvery 1little has been written cn
marketing in service organisations, personal interviews werse
also used in forming the chapter on literature review. However,
part of the information was also used in the data analysis and
interpretation as well as recommendaticns.

Opinions of teachers of marketing was alsoc sought and their
suggestions on how the marketing concept could be made to work

was also included in this work.

3.5 METHOD OF DATA ANALYSIS FOR THE RESEARCH

The entire data collected by the researcher through the’
questionnaire, personal interviews and documentary -methods have
been properly analysed and interpreted and conclusion drawn
there from.

The researcher has used the tabular format for presentation
cof information and has wused percentages to review the
information and allow for comparisons. This has been done undeT

the chapter on data presentation and Analysis.
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CHAPTER FOUR

HISTORICAL BACKGROQUND QF BENUE LINKS IGERTA) LIMITED MAKURD

4.1 INTRODUCTION

Following the amalgamation of Nigeria by British, the
present geographical entity now known as Benue State, was known
as Benue Province., Then KRigeria was divided into four regions
namely- West, North, East and Middlebelt. In 1976, the
structure of-the federation of Nigeria was divided into twelve
(12) administrative states by the (then) General Yakubu Gowcn
military administration with Benus and Plateau being merged
together as Benue- Plateau State. Again in 1976, another
federal structure, this time made up of Nineteen (19) states was
evelved, and Benué State curved cut of Benue -Plateau State.

In yet another restructure ¢f the Federal Republic of
Nigeria in 1991, which saw the creation of Kogi S8tate, part of
the Benue State made up of Ankpa, Idah, Avangba and Dekina Local
Government Areas were curved out of Benue State and merged with
part of Kwara State to form Kogi State,

When Nigeria was divided into twelve administrative states
as earlier mentioned, the then government of Benue-Plateau State
in 1972, established a "public transport corporation known as
Benue-Plateau Bus Service (BPBS) with a good number of vehicles

in its fleet. The bus service in operation, covered all the
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urban centres of the state.

With the creation of Benue State out of the then Benue-
Plateau State in 1976, all the assets and liabilities of Benue -
Plateau Bus Service were equally shared. With these assets, the
Benue State Government established a transport company known as
"Benue Transport Service (BTS) with its headquarters at Makurdi,
the state capital.

The transport company (Benue Transport Service) operated
for a few years. But perhaps, as a result of inefficient and
incompetent administrative qualities and/or financial
misappropriation coupled with technical inexpertise were
responsible for the collapse of the Benue Transport Service in
1984.

Between 1984 and 1987, transportation was left in the hands
of private commercial operators in the State. There were
serioug travel problems- ranging from lack of carrying units to
exorbitant charges. Benue State with a population figure of
about 4.834 million people as at 1988, has an estimated figure
of 40 percent living in the rural areas. This necessitated a
large, complex urban transportation systeﬁ in order to ease

intra-city and inter-state travels.

4.2 ESTABLISHMENT OF BENUE LINKS (NIGERIA) LIMITED.

By 1983 when the Buhari regime ousted the Shagari

presidential administration, the economy of the nation was in a

very bad shape and so restrictions were imposed on various
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items, which included among others, vehicles and vehicle spare
parts. This resulted in the rise in prices of vehicles and
vehicle spare parts which raised the operational cost of
vehicles. Transportation services were offered by rickety
vehicles which had no regards to safety, reliability and
comfort. Fares were revised upwards almost on daily basis on
short distances and the private operators restricted their
services only to routes they found remunerative.

To revolutionalise the nation's socio-economics development
pattern, a committee of experts was set up in 1986 to examine,
review and recommend a comprehensive and appropriate transport
policy for Nigeria. The committee's report led to the evolution
and adaptation of the nation's current transport system, named
the "Federal Urban Mass Transit Programme" (FUMTP).

Against this backgrourd, Benue links (Nigeria) 1limited
(BLNL) was established on the 27th February, 1988 with an
authorised share capital of N 1 millicon as a limited liability
company by the Benue State Government, with the specific task of
implementing the Federal Urban Mass Transit Programme (FUMPT)
in Benue State. As originally conceived, the Mass Transit
Programme is a joint Federal and State Governments Programme.
While the former provides logistic support, operational
guidelines and technical assistance to states, the latter are
responsible for the actual delivery of transport services to tﬁe
travelling public through the coperations of their respective

State-Government-Owned Mass Transit Agencies. Thus Benue Links
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(Nigeria) Limited, 1like its counter parts in other states
operates under the operational guidelines of FUMPT. The
existing cordial relationship between Benue Links (Nigeria)
Limited and Federal Urban Mass Transit Authority (FUMPTA) has
enable the company benefit from various forms of assistance,
notably vehicle allocation, workshop tools and equipment,
occasional allocation of vehicle spare parts, grant for site
improvement and a host of others.

It is worth noting that after incorporation in 1988, Benue
Links suffered several structural and administrative changes.
The transport company started operations under a task force of
Urban Development Board. Few months later, ministerial
responsibility over the company was transferred to the ministry
of Commerce and Industry. The appointment of a Chief Executive
took place almost nine wmonths after inception when a Sole
Administrator was named. The status of the Chief Executive was
metamorphosed to General Manager in 1989 and again up-graded to
Managing Directeoer in october 1992 to reflect Government's
changing perception and expectations of the company.

From all indicaticns, the lack of continuity in
administration and leadership is 1likely to have some
repercussions on other major areas bordering on the company's
ability to live up to its mandate. It is clear that there was
no serious preliminary / feasibility séudy before the company
was established. Key decisions such as the site on which the

company would commence operations, type of vehicle to he used,
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calibre of staff to be hired and soc on, were not based on any
systematic assessment of the needs ¢f the transport industry in
general and the particular circumstances of Benue Links
(Nigeria) Limited.

As part of its contribution to the successful execution of
the programme, the Federal Government of Nigeria through Federal
Urban Mass Transit Authority (FUMPTA), supplied as a 1loan
Nineteen (19) bus units to the Benue State Government. These
buses which arrived Makurdi in September, 1988 consisted of:

a. Ten (10) Mercedes Bendz of 0365 Buses; '
b. Five (5) Peugeot J5 Buses, and
c. Four (4) Units of Nissan Buses.

These buses were supplied at a total cost of N 3,142,512
million and the loan was to attract an interest of 3% over six
(6) yea}s with a grace period of one year.

Today (Sept. 1998) the fleet size of Benue Links is made up

¢f Thirty- One (31) vehicles comprising of:

a. Four (4) Units of 1414 Mercedes Benz
b, 8ix (6) Units of 50% Mercedes Benz
c. Four (4) Units of 608D Mercedes Benz

4. Eleven (11) of Toyota {Hilux) pick-up vans
a. Cne {1) Unit of Isuzu (Jumbo) bus recently acquired by the
company at the cost of N 7.2 million and

f. Five {5} units of 750 DM lance.
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4.3 ORGANIZATIONAL STRUCTURE OF BENUE LINKS

In recognition of the need for a hierarchical arrangement

whereby orgnizational structure depicts a hierarchical
arrangement of personnel in various department of an
organization as emphasized by renowned management scholars such
as, Max Webber, Frederick Taylor and others, many organizations
in our days have put this into practice.

Therefore to enhance proper functioning, Benue Links
(Nigeria) Limited, like any other incorporated company, its
Articles of Association provide a Board of Directors at the apex
of the organisation which provides general policy guidance and
direction, headed by a part-time chairman. A management group
headed by a general Manager (now in person of Mr. Terna Ahua) as
the Chief Executive is responsible for the day-to-day operation
and executive of the Board's Policies. 1In addition the company
also has Internal Audit, Honitoriﬂg and Legal Services/Company
Secretary as Units answerable directly to the General Manager
and Chief Executive of the Company. Next to the General Manager
in the hierarchical personnel arrangement of Benue Links
(Nigeria) Limited is the Assistant General Manager in person of
Mr Emmanuel I, Manger who is answerable to the General Manager.
He takes charge of the functional departments in existence as
well as purchasing and statistics/planning units. These

functional departments are:
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a. Administrative/Finance Departments

These departments hitherto were separated and each headed
by a manager but presently, are some- how merged but still carry
out their normal duties.

The administrative department takes charge of staff
records, personnel matters and general welfare of the workers.
Units 1like Public Relations and Personnel fall under its
jurisdiction. The department is headed by an Administrative
Manager, assisted by an Administrative Officer and Clerks. The
security unit, typists, cleaners/Messengers for smooth operation
of the company all fall under this department.

Finance Department is in charge of revenue collection,
keeps all financial records such as receipts on the purchase of
vehicles, spare parts, payment of salaries and so on, and is
headed by an accountant who is assisted by account clerks.
Other staff under this department include those in stores and

fuel clerks.

b. intena mmercial Works

This department carries out two major functions, The
maintenance section also referred to as the Engineering,
Technical department takes care of the maintenance or repair and
rocutine services of Benue links vehicles.The commercial workshop
as the name implies, is a section in the department that repair,
and services private and / or government vehicles on commercial

basis,since Benue links has the most modern workshop and tools
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in Benue state.It is headed by a manager (workshop manager) and

assisted by supervisors for efficient and effective operation.

e Traffic services /commercial Department.

The functions of these department are in most cases
appreciated and treated together since they work hand in hand.
In real sense however, they are different, perform separate and
diverse functions as well as headed by different and separate
managers.

The Traffic Department is headed by the Traffic manager.
His major functions is to detail vehicles or route vehicles on
daily basis as well as supervise drivers. He also in conjunction
with the Assistant manager determine who should drive which
vehicle and who should not. The payment of drivers night
Allowance and fuel money also fails under his jurisdiction,

The commercial department headed by a commercial manager who is
saddled with the responsibilities of arranging for all matters
concerning the hiring of company vehicles also, in liaison with
the Assistant or cgeneral manager determine routes that are
economical to be plied 2s well as the fares to be charged and
whether the general fares be increased or decreased.The staff
under this department are booking clerks,freight officers and

company's agents.
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4 Ferry services

This department is made up of staff carrying out various
functions relating to the operations of the company's water
Transport system. The department is directly under the control
of the Assistant General Manager.The gtaff in the department are
those manning the activities or services of the ferry at Buruku
in Guma local Government Area of Benue state and the water Bus
plying Makurdi- Udengi water route, linking the people of Benue
state with those in Nassarawa local Government Area of Nassarawa
state, Figure 3.1 below shows the <company's current

organisational chart.
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Fiaure 3,

BENUE LINKS ORGANISATIONAL CHART

BOARD OF DIRECTORS

GENERAL MANAGER

MONITORING AUDIT UNIT LEGAL SERVICES/
UNIT COMPANY SECRETARY

ASSISTANT GENERAL MANAGER
I—————

PURCHASTNG
STATISTICS/
PLANNING
ADMINISTRATIVE/ MAINTENANCE/ TRAFFIC FERRY ’
FINANCE COMM, WORKSHOP COMMERCIAL SERVICES
SUPPORTING STAFF

SOURCE: QPEN REGISTRY, BENUE LINKS (NIG) LTD.

4.4 OQBJECTIVES QF THE COMPANY

As highly pointed out in paragraph threa (3) of 4.2 above,
the relationship between Federal Urban Mass Transit Programme
{FUMTP) and Federal Urban Mass Transit Agencies (FUMTA) calls

for the former to play a mwmotherly role to the later, It is
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therefore pertinent to have a look at the operational guide

lines issued to FUNTA by FUMTP.

4.4.1 FEDERAL URBAN TRANSIT AGENCY (FUMTA) OPERATIONAL GUIDE
LINES.

The huge investment in the purchase of buses will not, on
its own determine the success and profitability as well as the
good-intentions of the venture. Rather, the successful
implementation of the Scheme depends on the efficiency and
effectiveness of the states' Urban Mass Transit Agencies. For
a well co-ordinated implementation of the Federal Urban Mass
Transit Programme (FUMTPR), the Federal Government, through
FUMTA, issued the following operational guidelines:
$.; States Government should participate in the provision of

Urban Mass Transit Services and Facilities.

ii. Resources allocated to this programme. should be used to
provide immediate relief to the problem areas of the urban
centres in the state;

iii. All sStates Government are to set up limited 1liability
companies for the operation of the Mass Transit Programme;

iv., On standardization, state operators were limited to
Mercedes Benz, Burem, Bedford, Leyland, Neptune, J5 buses,
steyr buses. States were however, advised to, as much as
possible, restrict their fleet size to two models only.

V. To ensure adequate maintenance of Mass Transit Fleet, it

was recommended that procurement of vehicles should be
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backed up with adequate spare parts to the tune of about
10~15% of the procurement cost;

vi. Appropriate identity and periodic auvditing of acquired ‘
spare parts was also advised; ”

vii. The establishment of a well equipped workshop was
recommended;

viii. Inter- state motor parks should be moved to the outskirts
of the cities with adeguate facilities provided;

ix., State Governments are to prepare annual policy programmes
for their major urban centres within the framework of the
period's guidelines issued by the Federal Government;

X. Each state implementing agency is to be sending quarterly
progress repbrts. to FUMTA for control and correction
purpose; and -

Xi. The maximum staff{ operating ratio to coperaticnal vehicles

for all the Mags Transit Agencies iz 4:1, that iz, four

staff to one operating bus.

4,4,2 THE_OBJECTIVES OF BENUE LINKS (NIG) LIMITED.

Any organisation whether big or small, private or public,
economic or soclal or religious must have specified objectives
which it strives to attain. Objectives serve as guide in its

operation. The objectives also ¢give the establishment a

definite focus.
Under the talked about programme {(FUMTP) that dominates

this chapter (ch. 4) that commenced in 1988, and Federal
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Government of Nigeria purchase vehicles and loans to the various

states of the nation including Abuja (the Federal Capital)} to

alleviate the transportation problems cf the massges. It is
under this programme that Benue Links (Nigeria) Limited was
established to implement the Federal Urban Mass Transit

Programme in the state. The mandate of the company is to:

i. Evolve an efficient and effective development of Nigeria's
Urban Mass Transit System;

ii. HModernise and lay a solid foundation for the orderly and
comprehensive programme ¢f the Urkan Mass Transit System in
the State;

iii, To improve the development of economic growth, employment
generation to the people of Benue State and other positive
multiplier effects;

iv. Being an implementor of a Federal Populist (Mass Transit)
programme, in addition to the provision of additional
vehicles for use by commuters, charges fares that are
competitive but affordable to most commuters; and,

V. Benue Links (Nigeria) Limited 1is also concerned with
effiﬁient and productive application of available resources
to enhance profitability and hence long term survival and

growth of the company.

4.5 BENUE LINKS COVERAGE

Benue Links (Nigeria) Limited which, has on its fleet a

total number of thirty-one (31) f{functional and serviceable
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vehicles has the following major routes to ply. These are:
i. Intra-city routes or town service
ii. Intra-state routes,
iil. Rural transportation services
iv. PFerry services and

V. Duter-state services.

4.5.1 INTRA -CITY SERVICES (TOWN SERVICE

At present, Benue Links offers reliable and affordable
intra-city services to commuters in Makurdi Metropolis and the
suburb. To render this service efficiently and effectively,
some of the buses are scheduled on the designated routes
determined by availability of customers. This has further
improved the socio-economic activities of the state capital.

It is intended that such services should be extended to
Ghoko and Otukpo towne whose sizes and level of socio-economic
activities. demand such services. In the state capital the
routes covered on the intra -city services includes:- |
i. Wuruvkum - Apir.

North Bank.

ii. Wurukum

|

iii., Wuarukum High Level ~Modern Market.

Poclice Barracks - Wadata.

iv. Wurukum
v. Wurukum - Air Force Base.

Nerth Bank - 72 Battalicn.Barrack.

vi. Wurukum
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4.5.2 INTRA-STATE SERVICES (ROUTES)

As a policy, Benue Links operates from a common base
{Makurdi Terminus)} to other towns in the state, especially to
the local government headguarters. Efforts are being made to
create more routes to ensure a more effective coverage of the
state. This however, is subject to the availability of
additional buses in the fleet. The routes effectively covered

by Benue Links Company on its intra-state services include:-

i, Makurdi - Adikpo

ii. Makurdi - Aliade

iii. Makurdi - = TIgumale

iv. Makurdi - Jato - Aka

V. Makurdi - Katsina -Ala .
vi, Makurdi - Naka

vii. Makurdi - Gbhoko )
viii. Makurdi - Qju

iz, Makurdi - Okpoga

X. Makurdi ~ Otukpo

xi. Makurdi - Qtukpa ’
xii., Makurdi - Korinya

xiii.Makurdi - Vandeikya and

xiv. Makurdi - zaki - Biam

Plans are in the way to ensure that the entire state is
covered and particularly that all the local government

headquarters benefit from the services of the company.
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4.5.3 RURAL TRANSPORTATION SERVICES])

Rural transportation services is a new strategy in the
company aimed at satisfying the needs and wants of the rurail
populace. The mode of vehicles used to render the services is
Toyota (Hilux) Pick-up vans specially built or designed to meet
local requirements like nature of roads (people) and freight to
be evacuated. The vehicles which are eleven in number are
opened for hire by deserving Local Government care-taker
committee chairmen. One of the major aim of this service is to
complement in local government areas where the bigger buses
could not reach. They have no designated routes to cover and

their operation is based on customers demand.

4.54. BENUE LIRKS FERRY SERVICES

In Benue State, some communities are demarcated by rivers-
Eenue and Katsina-Ala while others like along these rivers where
land transportatipn may noct be feasible. To alieviate the
transport between such ccemmunities and improve their socio-
economic activities, Benue Links offers ferry services across
river katsina-Ala at Buruku and water bus services across river
Benue to Benue and Nassarawa states communities settled along
the river, terminating at Udengi, a river side community and
headguarters of Nassarawa Local Government Area of Nasarawa

State,
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4.5.5 INTER -~ STATE _SERVICES

Benue Links Transport Company links up Benue State with
some Selected states’ Capitals including Abuja, the Federal
Capital. By the level of operation, Benue Links no doubt leads
other states' mass transit agencies in the nation.

Among the interstate routes currently plied by the company

include: -

i. Gboko - Dan-Anacha
ii. Makurdi - Lagoes

iii. Makurdi - Kaduna

iv. Makurdi - Zaria/Kano
v. Makurdi - Abuja

vi Makurdi - Jos

vii. Makurdi Enugu/Onitsha

In order to build corporate image and cultivate
customers/passengers confidence in the company, the management
of Benue Links introduced passengers inéurance scheme. Besides
Company vehicles, under the scheme, passengers are entitled to
compensation in an event of loss of property, injuries,
permanent disability or death while legally or genuinely on

-

hoard company's vehicles. This is a unique promotion strategy

or market technique

singularly employed by the company out of the numerous states

mass transit agencies. .
The company intends to improve on its achievements so far.

The necessary machinery has been put in place to acquire more
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new vehicles, create and ply more routes, establish more zonal
offices to widen and scope of operations, improve staff welfare

to mention but just a few.
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CHAPTER FIVE

DATA PRESENTATION AND ANALYSIS

5.1 INTRODUCTION

This chapter deals with the presentation and analysis of
data collected from fieldwork. The data collected is presented
in tabular form and analysed using percentages. For the purpose

of clarity, the chapter is divided into three main sections

namaly:
a. Presentation and data analysis;
b. Discussion of findings; and

c. Proof of hypothesis.

5.2 PRESENTATION AND ANALYSIS.

The data presented here is based on returned
cuestionnaires. Two sets of questionnaires were administered,
The first set of questionnaire (Questionnaire A) was meant for
and administered to ten {(10) management staff of Benue links
{Nigeria) limited, of this number,eight (8) ocut of the ten
questionnaires were returned. _

The second set of questionnaires (guestionnaire B) was
administered personally by the Researcher to a cross-section of
customers {passengers) of Renue links (Nigeria) limited. In the
course of the rese;rch work, thirty copies {3C) of the
questionnaire B were administered and twenty- five (25) were

returned. The responses are hereby presented below according to
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TABLE 1
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PRESENCE OF A FORMAL MARKETING AND CUSTOMER SERVICE DEPARTMENT.

RESPONSES NO. OF RESPONDENTS PERCENTAGE
YES 2 25
NO 6 75
TOTAL 8 100

Source: Fleld WOIK.

The above table indicates that there is a formal marketing

fcustomer service department for 2 respondents representing 25%;

while six (6) respondents representing 75% believe that there is

no formal marketing department in Benue links organisational

setting. However, they are of the opinion that the functions of

marketing

and at times the commercial departments.

TABLE 2

IMPORTANCE OF MARKETING.

department are peing handled by the administrative

RESPONSES NO.OF RESPONDENTS PERCENTAGE
YES 8 100
NO = =
DON'T KNOW - —
TOTAL ) 100 i

ource: field works

It is seen here that respondents are of the opinion that

marketing

is relevant to the public transport organisation
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(Benue links) and it is through this that customers can be

satisfied with the service provided.

TABLE 3
MEANING OF MARKETING.
RESPONSES NO. OF PERCENTAGE
RESPONDENTS
Selling of service - -
Advert and sales 2 28
promotion,
Public Relations 1 12,5
All of the above 5 62.5
Others - -
TOTAL + 100
8

Source: Field work.

From the above table, it could be ;een that the majority of
respondents (63%) believe that marketing in service
organisatians includes not only selling of services and public

relations, but also advertising and sales promotion.
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TABLE 4.
RESEARCH_INTO CUSTOMER NEEDS

RESPONSE NO. OF RESPONDENTS PERCENTAGE

Yes 7 87.5

No 1 12.5
TOTAIL 8 100

-80URCE:  Field work.

Seven (7) respondents representing 88 percent are of the
opinion +that Benue Links Company conducts research into
customers' needs. One (1) respondent representing 12 percent

believe that research into customers needs is not undertaken by
the company.

TABLE 5.

RELEVANCE QOF RESEARCH

RESPONSES NC. COF PERCENTAGE
RESPONDENTS

Very important 7 87.5
Important + 1 12.5
Less important -
Not Important - -

Indifferent - -

TOTAL 8 100

Field work
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The above data shows that researching into customers needs
is of great importance to Benue Links Company and other public

transport companies.

QUESTICONNAIRES "B' CUSTOMERS 1 PASSENGERS

Application of marketing in Transport Services.

TABLE 6.

ATT}TUDB OF BENUE LINKS STAFF TO CUSTOMERS

E{RESPONSES 5 NO OF RESPONDENTS PERCENTAGE
Very friendly 14 56
Friendly | : . 5 20
Very unfriendly 4 16

unfriendly 2 B

indifferent - -

TOTAL 25 100

Field work,

The above data shows that 14 respondents representing 56
percent of the customers interviewed are of the opinion that the
attitude of the Benue links staff towards them is very friendly;
five {5) respondents are of the opinion that the attitude of
Benue Links staff is friendly while 4 respondents representing
16% are of the belief that staff attitude towards is very

unfriendly and two (2) respondents representing 8% believe the
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staff have unfriendly approach.

G T ROV ENUE LINKS 1G D,

RESPONSES NO. OF RESPONDENTS PERCENTAGE

Satisfied 10 40

Not Satisfied i5 60

TOTA1l 25 100
: Field Work

The response above shows 40 percent representing 10 respondents
are satisfied with the facilities provided by Benue Links, while

15 respondents representing 60 percent are not satisfied.

TABLE 8
ATTENTION TO CUSTOMERS' COMPLAINTS

RESPONSES NO. OF RESPONDENTS PERCENTAGE

Yes 8 32

No 17 68

25 100

1eld Work

In the data above seventeen (17) respondents representing
68% are of the opinion that their complaints are not attended
to, while eight (8) respondents representing 32% agree that

their complaints are attended to.
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TABLE 9
C W oy S ST RVICE R

RESPONSES NO. OF RESPONDENTS PERCENTAGE

Satisfied 9 36

Not Satisfied 15 60

Indifferent 1 -

Others - &

Total 25 100

1eld Work.

The above table shows that 15 respondents which constitute
60% representing more than half of the respondents are not
satisfied with the present state of services offered while 9
respondents representing 35% are satisfied with one (1)
respondent having an indifferent attitude towards the stéte of

services currently offered by the organisatibn.

TABL 0

RESPONSES NO. OF RESPONDENTS PERCENTAGE .
14 56
11 44
25 100

1eld Work

In table 10, 14 respondents representing 56% indicate that
they join queue before getting services, while 11 respondents
representing 44% indicated that they do not join gqueue before

getting services.
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TABLE 11
RESPONSE TOWARDS SERVICES FROM THE COMPARY

RESPONSES NO. OF RESPONDENTS PERCENTAGE

Favourable 6 75

unfavourable 2 25

TOTAL 8 100

1eld work

The table shows that out of eight (8) respondents
interviewed, six (6) of them representing 75% agree that they
receive a favourable response while two (2) are of the opinion

that they receive infavourable response,.

TABLED 12
SOURCE OF GATHERING INFORMATION FROM CUSTOMERS

RESPONSES NO. OF RESPONDENTS PERCENTAGE

Sales force 3 375

Mere Observation - -
Market Survey 4 50
Customer enguiry 1 12.5
Others - -
2] 100 H

TOTAL

1eld work

Table 12 indicates that 4 respondents representing 50% of
the staff interviewed are of the opinion that market survey is
the company's source of gathering information from customers.
Thirty-seven point five (37.5) agree that their source of
information is through the company's sales force with cne (1)

respondent having an opinion that customer enquiry is the
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company's source of information about its customers.

TABLE 13
PROMOTION OF SERVICES

RESPONESES NO., OF RESPONDENTS PERCENTAGE
Advertisement 2 25
Personal Selling - -
Sales promotion 2 25
All of the above 4 50
Others - =

8 100

ﬂ TOTAL
sou : Field work

Table 13 gives the information that promotion of services
is carried out through advertigement, personal selling and sales
promotion; four (4) respondents representing 50% are of this
opinion. However, two (2) respondents each representing 25%
opinion coverage agree that Benue Links promotes its services

through advertisement and sales promotion respectively.

TABL 4
PROMOTIONAL MODE DETERMINATION

RESPONSES NO. OF RESPONDENTS PERCENTAGE

Advertisement 2 25

Personal Selling - &
Sales promotion 2 25
All of the above 4 50
Others - -

8 100 '

TOTAL

1eld work.
1t shows from table 14 that the mode of promotion to use is

determined solely by or is entirely and responsibility of



26

management staff of Benue Links (Nigeria) Limited Makurdi.

TABLE 15
E C

QU

RESPONSES

NO, OF RESPONDENTS

PERCENTAGE

Covernment
Management
Competitors
Customers
Others

¥
100

100

TOTAL

l1eld work.

In table 15 it can be seen that the location of a branch or

route is also entirely the responsibility of the management of

the company.

TABLE 16

WHY CHOOSE BENUE LINKS

There is a 100 % agreement on this point.

RESPONSES NO. OF RESPONDENTS PERCENTAGE
Advertisement - -
Recommendation 2 8

Solicitation 3 12

Shortage of fare 1% 60
Others 5 20

TOTAL 25 100

: Fleld work.
From table 16, out of twenty five (25) passengers

interviewed, 15 of them representing 60% are of the opinion that

shortage of face 1s responsible for their choice of Benue Links

transport company, the opinion that, they were been solicited by
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the company staff. Five (5) other respondents had different

reasons for choosing the company as a carrier while two (2)

others representing 8% said they came as a result of

recommendation from friends.

TABLE 17

HOW OFTEN DO YOU TRAVEL ON BENUE LINKS

RESPONSES NQ. OF RESPONDENTS PERCENTAGE
No enough fare 15 60

No other vehicle 5 20

Fuel shortage 4 16

On a long journey 1 4

Others - -

TOTAL 25 100

1eld work.

Information from table 17 shows that 60% of passengers

travel on Benue Links when they run short of transport fare.
Twenty (20) percent holds that they promise services of Benue
Links when there are no other modes of transport. four (4)
passengers representing 16% travel on Benue links when there is
fuel scarcity. One (1) respondent said, he travel on Benue

Links buses only when he is going on a long journey.
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TABLE 18
QE HE COMPANY OFFER _YOU ANY SERVICES PARTICULARLY DESIGNED T

SUIT YOUR REQUIREMENTS

RESPONSES KRG. OF RESPONDENTS PERCENTAGE

5 20
20 80
25 100

ield work.

It is clear from the table above that 80% of the
respondents are of the view that Benue Links does not offer them
services particularly designed to suit them. Twenty percent
(20%) representing five {5) respondents are of the view that

Benue Links provides services to suit their requirements.

5.3 APPLICATION OF MARKETING IN TRANSPORT INDUSTRY:

DISCUSSION OF FINDINGS,

The research findings relating to the application of marketing

in transport business show that the principle of marketing are

well understood by management staff of Benue Links {Nigeria)

Limited; and its importance to the transport industry can not

be-over- emphasised. )

The responses in guestion one {1) as presented in tabkle ne
{1) sbow that though marketing is important and relevant {o
transport business, Benue Links has no formal marketing/customer

service department. Rather, the functions of marketing are

being performed by administrative department or sometimes by ths



89

commercial department. Table 4 relates to researching into
customers needs and gathering inputs from customers on services
rendered. However, findings revealed that researching inte
customers needs and consultation of customers of Benue Links
(Nigeria) Limited are of great importance since it aids
decision-making for higher customer satisfaction and profit
maximization by the company and other service organisations.

The research findings also reveal that Benue Links obtains
information from customers about the services provided through
market survey, obhservation and sometimes the company's sales
force, |

Branch énd office location as indicated in table 15 is
principally based on market potential, local services and
accessibility. The management also determines where a branch
should be located bhased on their criteria.

From the abhove discussion of findings therefore, it could
be deducted that Benue Links company and other public transpert
operatcrs in Nigeria understand and apply marketing techniques
in their operations. However, it is the degree of understanding
and application of these techniques that can be regarded as
inadequate in sustaining customers' satisfaction.

As earlier pointed out in chapter two of this research
work, where marketing principles are practiced, there is
expected to be customers satisfaction. From the findings it has
been established that the needs of customers are not adequately

met in terms of services rendered by Benue Links and the

»
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exclusion of the customers in the decision-making process as it
affects them. This point is illustrated by information from

table 9.

5.4 TEST OF HYPOTHESIS

In providing the hypothesis, Ho will stand for Null
Hypothesis and Hi for the alternative hypothesis.

Hypothesis 1: EBO: Marketing is relevant, important and quite

application to public transport business as they are to the
operations of other business and services enterprises.

Hi: Marketing 1is not relevant, important and quite
applicable to public transport business as they are to the
operations of other business enterprises.

For the proof of the .above hypothesis, questions 2 and 3
in guesticnnaire "A' (Staff of Benue Links) will be used. The

responses are tabulated in tables 2 and 3.

TABLE 2

IMPORTANCE COF MARKETING 2AND ITS RELEVANCE.

IIRESPONSES Nd. OF RESPONDENTS PERCENTAGE
Yes 8 100
No - -

Don't know - -

8 100

1eld work.
In response to question two (2) 'is marketing important or

relevant to your operations'; a careful examination of table 2
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above shows that 100 % of management staff of the cocmpany do
recognise the relevance and importance cf marketing tools and
techniques to public transport business and its capability to
satisfy customers' needs and wants.

In proving the above hypothesis,it has been established
from the findings that public transport services are promoted
through conventional promotools {(Advertisement perscnal selling
and sales promotion).

Table 3 below indicates about 63 % understanding and

acceptance of these instruments.

TABLE 3
MEANING OF MARKETING

RESPONSES NO. CF RESPONDENTS PERCENTAGE
Selling of services - -~
Advert. and Sales Promotion. 2 25

Public relations 1 12.5

All of the above 5 62.5
Qthers - -

TOTAL 8 100

1eld work.
From the above and in view of the findings and discussion
of same, the Null hypothesis (H') is therefore accepted, while

the alternative hypothesis (Hi) is rejected.
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Hypothesis 2:

Ho: Most customers are satisfied with the present state of
services offered by Benue Links and hence other public
transpoert organisations in Nigeria.

Hi: Most customers are not satisfied with the present state of
services offered by Benue Links and hence other public
transport organisations in Nigeria.

In proving the hypothesis, the response to question 9 of
questionnaire °“B' {(for customers/passengers) as tabulated in

table 19 and reproduced below will be used.

TABLE 9 SATISFACTION WITH THE PRESENT STATE OF SERVICES

EEZPONSES NO. OF RESPONDENTS FERCERTAGE
gatisfied 9 26

Not satisfied 158 60
Indifferent : 1 4

Others - -

-

II TOTAL 25 100
SOURCE: Field work.

In response to question 9, fifteen (15) respondents,
representing 60% indicated that they are not satisfied with the
current services offered by public transport companies.

Based on the above findings, the null hypothesis (Ho) is

rejected, while the alternative hypothesis (Hi) is accepted.
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CHAPTER SIX

S C USION AKRD COMMENDATIONS
6.1 SUMMARY

This study was carried out to analyse the marketing efforts
of Benue Links (Nigeria) Limited, a public transport company and
examine to which extent marketing techniques can improve its
operational efficiency. This is because marketing {concept) has
become an essential element in the management of a modern public
transport system. For every Nigerian public transport company,
competition from other transport companies has grown more
intense and steadily more professional

The era of specialization in service industry mahagement by
particular institutions has changed to where most organisations
offer a wide range of services in competition with each other,
consequently, it has become essential to use all the resources
and techniques that marketing can provide.

From the data collected during the course of this study, it
has been found that the public transport company'understudied
had no formal marketing department. The marketing functions are
performed by other departments such as administration and
commercial departments.

It was also found that some management staff of the company
have some understanding of what is meant by marketing but most

of them perceive the term marketing differently, leading to key
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decisions relating to the type of services offered, promotion,
pricing and route determination been taken without the
consideration of their customers.

The findings further show that marketing tools and
technigques (marketing) are gquite applicable to transport
business as they are to the operations of other businesses.
Further more, the findings show that the potential consumers for
majority of public transport companies or organisations in
Nigeria are aware of the range of services provided, that
effective marketing is required for higher customer

satisfaction.

6.2 CONCLUSICN

This study has empirically investigated the application or
relevance or invoivement of marketing in the public transport
organisations, and it was found that marketing is quite
applicable to the transport industry as it is to the operations
of non-transport business., All business enterprises exist to
offer products and/ or services to consumers at a profit and
these products and/or services have to be marketed. It has been
established that the principles of marketing manufactured goods
are similar to those of marketing services in service
industries, The difference however, is in the application of
these principlés.

Rowever, findings have shown that customers are not

satisfied with the present state of transport operations.
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Operational issues such as staff attitudes towards customefs,
provision of waiting facilities such as seats, toilets and good
ventilation are inadequate,.

Therefore it is realistic to say, in the light of the
findings of this research work, that though public transport
companies in Nigeria are applying marketing principles and
techniques in their transactions, they can improve on their
application of these principles and techniques to enhance their
efficiency and effectiveness wvis-a-vis  better customer
satisfaction. |

4

6.3 RECOMMENDATION

Having analysed the efforts of public transport companies
(Benua links) in Nigeria to integrate marketing principles and
techniques in transport operations, it is pertinent to make some
recommendations. These recommendations are aimed at improving
the performance of public transport firms in Nigeria and higher
customers satisfaction. In the light of the findings discussed
in chapter five, the researcher wishes to recommend the
following: .

1 That a formal marketing department should be established by

Benue links and other public transport companies to carry

out marketing functions. The department should among others

have thea following divisions.
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Service Division: The service division shall be concerned

with improving of the existing service,identification of
market demand, and in conjunction with other sections of
the department develop propesals for approval by the
management.

Market section: This shall put into practice the principles

of market segmentation, through the identification of the
characteristic of customers both prospective and potential
ones,their needs and wants and penetration of the various

markets with its services.

Benue links as well as other public transport companies
should endeavour to monitor the degree of customers
satisfaction with their service on a continucus basis. This
can be done by deéesigning gquestionnaires for customers to
fill, provisions should be made in the gQuestionhaires for
custeomers to suggast wages in which the company can improve
on its services.

Adequate facilities for customers' comfort while waiting
such as seats, toilets, and good well ventilated shades
should be provided. Daily newspapers, magazines and some
journals should be bought for customers to read so that
they will be Kkept busy while waiting.

There should be market oriented training for all levels of
non-mechanical staff. The management should hire some

marketing specialists whe from to time to time will be

-
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lecturing the staff on the application of marketing
techniques as situation demand.

Punctuality with respect to reporting time of staff and
take cff time of vehicles will help improve the image and
efficiency as well as effectiveness of the company, since
in husiness, time is money.

Adequate attention should be paid to the maintenance for
vehicles so that cases of breakdown that frequent the
present practice shall be seriously minimized thereby
building the image of the company as well as restoring
customers' confidence and satisfaction.

The marketing dJepartment should adopt the customer
orientation coﬁcept {marketing concept). The integration
of the marketing activities has to be gradual in order to
win extensive acceptance by the other departments of the
organisatien. -

Contingency arrangements should always be made to handle
cases or situafions like excessive passengetrs on a route,
provision of vehicles to take care of stranded passengers
in case of breaxdown on transit and the refund o fares if
such arrangements fail.

Non~ availability of spare parts causes delays and down
time of the vehicles increases which consequently weakens
cperational efficiency as it creates artificial out-of-
stock of services and reduced revenue generation.

Management should ensure constant availability of the
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necessary spare parts to reduce vehicle down time.

10. To improve the performance and operations of Benue Links,
management in general and the marketing or commercial
department should explore lucrative routes that would
cross- subsidize the routes being operated as a social
service to the masses.

11. Transportation 1like other service industries, being
professionalised discipline, leadership positions in public
transport organisations should be held strictly by
professionals in the area or persons with wealth of
experience in transportation business.

12. Last but not the least, a motivated staff is an asset to an
organisation. Benue Links management should device a loan
revolving scheme or any other suitable most motivation
package for her staff which would not only boost their
morale towards higher productivity but also retain
efficient and effective staff.

14, 4 is hoped that the implementation of these
recommendations, will not only solve some of the problems
encountered by customers/passengers in getting transport,

services but further, improve their level of satisfaction.
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Department of Business Administration,
Kongo Campus,
Ahmadu Bello University,

Zaria.
22nd September, 1998.

Dear Sir/Madam,

I am a post-graduate student of the above named
institution. As part of requirements for the award of Masters
of Business Administration (MBA); I amlcarrying out a research
project titled" Marketing in the Transport Industry: A study
of Benue Links {Nigeria) Limited, Makurdi"

The aim of the study is to find out the extent of
improvement of'marketing in the public transport companies in
Nigeria, and named transport company as a case study; with a
view to making useful suggestions and recommendations that will
i&prove the operational efficiency of public transport in the
country. .

Kindly attend to the questionnaire attached to this letter
please he informed that all information passed to me shall be
held in strict confidence and shall be used only for the

academic purpose of this research work.

Thanks you for the anticipated cooperation.
Your Sincerely

Aor K. Alexander.

-
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APPENDICES

APPENDIX 1

APPLICATION OF MARKETING IN PUBLIC TRANSPORT BUSINESS.

QUESTIONNAIRE “A' (FOR BERUE LINKS STAFF)

1.

Does your company (Benue Links) have a formal marketing or
customer service department? (Please tick only one).

Yes ....... {b) Ko ......

If no which department ig responsible for' marketing

function?

Is marketing important or relevant to gone operations?
{a) Yes ....eevann (b) No. ........

If vyes, please state briefly how 1t is_ relevant

Marketing in your firm means {(Tick only cone}.
{a) 8Selling of service »
{b) Advertizement and sales promotion

(c) Market Researcher

{d} Public Relations

(e} All of the above

(f) Others (please specify) ....... e et e
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Does Benue Links conduct research into customer needs?
{a) Yes ...... e (b) No .......
What sort of response have you heen receiving from your
customers after providing them with services?
To what extent 1is researching inte customers wants
important to your organisation (Tick only one).
{a} Very important = ............ .
{b} Important .. ....... e
{¢) Less important e
{d) Not impertant e e .
{e) Indifferent ... . ... ...
How do you got information from customers reactions from
the services offered to them?
{a) Sales force ........... ..., .
{b) Mere ohservation...............
(c) Market survey ... ...cievineon .
(d) Customer engQUITY .......vsns
{e} Others {(please specify)..... .. i iiiinnnnn .
How does your organisation promote its services?
{a) Through advertising ....... et e
{b) Mere ohservation ..... e e e e
{c) Market survey ........ C e et s e i m e et
{d) Customer enguiry ......... ¢ nn e e

{e) "Others (please specify)........ ..., .
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Who determines and mode of promotion to use?
(Please tick one)
(a) Government.......... i B

(b) Competitors............

(c) Customers ....... s s

(d) Companys' Management ............. § 5 W

What are the factors taken into consideration when locating
a branch or route to ply?...... T S oS~ pimsn bom

Who determines where a branch should be located?
(a) Governmment.........ovie..

(b)) Company's Management ....... e .

{€] ConPOLILULS . .uvouas svwsnn s aivsiteiah § § yAaHeH §
(d) Cgstomers ...... 85 & vae A 4 RS § e e
(e) Others (Specify) ....... S BTG CEEERG 3 & AT

Any other comments on your organisations marketing

activities?
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APPENDIX 2
APPLICATION OF MARKETING IN PUBLIC TRANSPORT BUSINESS

QUESTIONNAIRE "B'/ FOR CUSTOMERS/PASSENGERS)

1. (a) Your Rame {Optional} .......covvivecrnernnnnnnn

(b) Occupation (Optional) ........ e

G YOO BOWE soowws s swmas pemeens v semaas 5 5 Qe @Ess s ¥ @9aEs 3
2 wWhat made you to choose this public transport company

(Benue Links)? tick as appropriate.
{a) Companys advertisement ........covevvurnnnnns
{b) Recommendation by a friend etc ...............

{¢) Peorsonnel Sollcitatlon i visseaienismisslss is

(d) Inadequacy of funds ........cctmrrrenennnrnn.
(e) Ot hers ( pl e as e s pecify)
3. How after do you travel on Benue Links Buses?

{a) When you lack money for other modes ............

(b) When there are no other vehicle ....... 000 un.

{c) When there is fuel scarcily .. v civvivenavssiniing

(d) When travelling on a iong journey only

fe) 0t her s { pl e as e s pecify)
4, How would you rate the facilities provided by the company

for customers satisfaction (eg seats, ventilaticn,

operating hours etc)

{a) Satisfied ....viivis {B) Nok s8tI8fiod. v civeies s vosive
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Do you join queues before getting the services?
&) MO8 & voeawn v e (BY WO wuw v vasnn i ¥ vessoeie s 54
Does Benue Links offer you any services particularly
designed to suit your requirements? (a) Yes .......

(Bl NO s sninuaa s

How do you late and attitudes of Benue Links Staff?

(a) Very unfriendly SR ST B ¥ e s
{b) Unfrierndly = ...... e
{¢) Very friendly  wse cuemnwn wmasew v ;
(8Y Friendly 00000 giiveeaea ¥ esaane ¥ i
(e) Indifferent = ..... LEG B R TR

Are your complaints attended to?
(&) YeB .ciusoes vis @ WA o (D} WO .o invaaan
Are you satisfied the present state of services offered by

Benue Links (Nig) Ltd.?

(a) Satisfied @ ... ...

(b) Not satisfied ..... ¢ % UVETAEE W g MR

{c) Indifferent  ..... y SR ¥ § SR §

(d) Others (please specify)......ovvevunn. SO R X i

What other services do you suggest that Benue Links should

Any other comment on the present public transport

corporations in the country ?



