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vili
ABSTRACT

This thesis is concerned with pricing and Distribution policies. The study aimed
at examining thoroughly the Pricing and distribution policies used by United Nigerian
Textiles PLC. in sdlling its products to the consumers.

In order to facilitate the research work data were collected from both the primary
and secondary sources. Persona interviews were also used as a supplement for data
collection. The exploratory method of research was used in the course of the study. The
research population covered both the staff and management of the organization. Of the

total questionnaires administered were analysed by means of Smple percentage.

The study was organised into five chapters. The first chapter, which was purely
introductory, concerned itself with the background information, statement of the problem.
the research question, purpose of study, significance of study, hypothesis of study,
l[imitations and scope of study and methodology. Chapter two focused mainly on
literature review covering all such areas as the pricing strategy and policy, setting prices,
distribution strategy and policy, customer buying behaviour and other related topics.

While chapter three deals mainly with research methodology of the study,
analysis and presentation of data was carried out in chapter four. Finally, in chapter five,
the study was summarized and concluded and based on findings, appropriate

recommendations were made.



CHAPTER ONE

kot

1.1 T INTRODUCTION

ﬁﬁart from fdod.and shelﬁer, clothing ié angther basic
human need. This is tirue the world over and Migeria is not
an ékéeptiun_ In family budgeting, the purchaz=e of a
product of this unique industry (the textiles industrvy)
occupies an impartant position. Its ranking varie= from
family to family, occupy:ng 3rd or 4th position in some
family budgels. But with wyoung Generation and among
fashion conscious citizens, it is given an unprecedsnted
2nd position, being tha.nekt favoured atter food. With-
some other "crazy’® individuals. it is “clothing first - the
food tan come later’ . The fTact that this industry 1is
Saddled with the responsibility of clothing the entire
nation makes= i1t wvery important sector of the Nigerian

Economy.

Textile fTibres and their use pre—-date recorded
history. Archazological evidence indicate that textiles of
fine quality were made thousands of years before written
racords cited their existence. The history of textiles is
an integral part of the history of civiliration. The
legendary fig leaf of the Carden of Eden was supplanted by

taxtilfabody coverings. Early civilization possessed both

KASUIM 120> v



ingenuity and A desire Lo enhance appearancs and

environment.

The Textiles industry is one of thae oldest established
industries in Nigeria. Efforts towards the manufacture cof
textiles in Nigeria began in the early 1960s, although
there had been several cotton spinning mills scatiered all
over the country with majority of them in the Northern and
Eastaern parts of the country. The mills thrived on the
production of finished cotton textile.gobdé such as sewing
Lthread, hair plaiting th-esads, under- and oufer—uwear
Tabrics because iLhe basic raw materials - cotton fTibre

then, héa readily available and produced locally.

Majority of the Nigerizn Textile firms concerned with

ke .

the manufacture and markéting of textile materials f¥for

commercial and Economic reasons are concentrated in big
cities like Kaduna, Kano, 3Susau, Aba, Benin., Lagos and
others. Some of the best khnown names i1n the industry
include United MNigerian Taextiles Plc, Arewa Textiles
Higeria Plc, famfara Textiles, Nichem Textile Nigeria Plc..

Western Textile Mills and a host of others.

It was generally felt before now that the ban on the
impoftation of foreign made textile had shielded off

foreign competition and had consequantly created a healthy
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.énvironment fdr the Nicerian textiles industry to theive.
However, the Tortunes of the industrvy in the laszt one
decade had started experiencing down-turn. The Market
situation 1in the 1industry declined putting wost of the
textile firms in the cocuntry in a ssricus financial

sguUesze. Many companias 1n the industry have foldad up
outright while aothers tave Resorted to the sad experience

of retrenching their workers in order to remain afloat.

This issue has béen of particular interest to the
author; hance the choice to examing the current approach of
effective implementation of pricing and distribution
policies in the industry with particular reference to

United Nigeria Textiles (UNT) Plc.

Pricing i1s one of the most impd?tant elements of
mairketing Activities within an organisation. It 1= the
process throuch which prices of commodities are fixed in a
market. In other words, it is simply the amount of monsy
that is given 1in exchange Tor a product or servics.
Pricing is Yery important for the survival and_expansion of
any organisation; therefore a good Tormulated pricing
policy to attain such goal can not be overemphasized,
especially that this relates to textiles industries where

thaere is a kesan competition.



ﬁggngnising the 1importance of opricing in  an
organisation, Richard R. Still in his book "Essentials of
Marketing’® stressed the fact Lthat producits can onlvy be
matched with markets whei both buvers and sellers agree on
prices, then do ownership transfers sctually occur, and
Lthat without prices there can be no marketing. Either
buyers or sellers may propose a price or prices, but it
does not become one, until it is accepted by the other

party .

| Pricing policies constitute the framework within which
pricing Decisions are made to achieve pricing objectives of
an oarganisation. Thus, pricing policies provide the
guldelines within which pricing strategies are Tormulated
and implemented. They form anh important part of the
company’s image and goodw_ill and should be changsd only
frequently. Each company. needs a  ‘bundle’ of price
policies appropiriate not only to its pricing objective. hut
also its overall marketing situation. This is important
because, the consumer today is sociall‘_;r aware, economically
conscious andg educated and critical in his purchases. so
Lhat they conform to this Strict evaluative Criteria. This
snclial awareness and seducation are very important that make
it absoclutely difficult Tor the marketer to fool or chaat
him (Consumer) as against the most primitias =tage of

marketing where there Was virtually and universally
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accapted object or subs.tance that écted 55 a commah value
of wmeasure and peobls anly decided the exchange of their
goods thfnugh a simple, but crude flattery svystem of trade
which was characterised by a problem of double coincidence

of wants., lack of common value Tor measurement and so on.

Aanother iwmportant aspect that 'thié study will be
considetring is  the ‘“distribution policy® of tnited
Nigerian Textile Plc. This refars to guidelines or
outlines or statements which are written down to serve as
pointers to the manner or way that distribution can be
effectively handled. In fact Kenneth R. Davis in his book
*Marketing Management’ views distribution.in terms of =&
marketing channel which according to him refers to a
combination of warket intermaediaries used by a manufacturer
'in making his product available to ths ultimate consumer.
These intermediaries represent a variety of business that
verform the Functions nesded by'the matuTacturaer in moving
his product Lhrough & marketing channsgl o ultimate

CONSUmMar .

These functions can be very cnmplicafed‘ and costly
invq}ving ownership, wossession, and promotion of qgoods or
they may represent either nwnership, possession and &
minimum promotion. He stated catsgorically that the

physical distribution Tfunction of marketing channel
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warrants special attenticn, because the costs incurred as
well as the importance of managerial action. On the cost
side, it has been estimated that half of the costs of
marketing are physical d.stribution costs, which include
transportation, handling. warehousing, capital cost for

1nventories.

In view of the above, one is prompted to incline ’that
a well developed distribution network 6; an arganisation
for the purpose of marketing its company’s products cannot
be over—-stressed especlally in our present stage of
development in which virtually all aspects of the economy
is highly developed in terms of technoloalcal Development
which has led to mass production. It is expecied that the
distribution systam mnust be highly developed too side by
side with the general development. The achievement of
this, depends to a large extent on the distribution policy
of the organisation. This is very important bscauss it
will now means shifting the distribution emphasis from the
old, primitive and undevelopsad system of tLransporting
adods experianced in the olden davys ta a more

sophisticated method, hence the well formulated

distribution policy.
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The researcher viewing how .imﬁortant. bricing and
distribution are in any business organisation has decided
to carry out an indep£h résearch study of these two terms
Wwith a view to understanding the implications of the two to
the ¥fixing of prices on the compahy’s products. The
investigatar intends ta know the iﬁpact of distribution on
the pricing policy of the products. Thi= is because in
most organisations, the high prices of some products are
traceabrle Lo Lthe cost associated with the distribution

zystem of Lhe organisation.

CSTATEMENT OF THE PROBLEM

The ressarcher has note with_concern that there is
always a gross departure from the set policies and their
implementation. This she feels can be very dangerous as
the implemanters may lose sight of the organisational
objactives and when such happens, then it will give way to
unguided execution. #With the present economic situations
that business ovganisations ave facing, no  single
organisation can afford to succeed without any sense of
direction. The changing prices of goods and services tend
to tempt any one marketer to follow suit, but if the market

knows, he is being guided by a laid down policy. he mav not
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go beyond the bounds set by the policy. This 1is the

problem the resesarcher intend to leook into.

The researcher is fﬁlly aware of the fact that there
are many textile companles in Kaduna State which would have
been wvery appropriate for this study research intoc all
their pricing and distribution, but due to the numerable
constraints that surround her, she cannot go bayond the
United Nig. Textile Plc. | |

'SanNSf these problems randged from distance, academic
pressures, finances to problems poised by respondents in
roesponding reluctantly te questions, the Researcher has
decided to liwmit his scope to only one textile firm, that
is United Nig. Textiles Plc. Even within the industry. the
study will restrict itself 10 the pricing and distribution

aspects only.

.Tha ressarcher is aware that there are several methods
that are available for him as tools for collecting data,
Ibut it must be mentioned here tod t.ha‘;: .it is equally
difficult to make a choice of any one research method for
use as the best. ALl these methods have their advantages

and disadvantages. Howeﬁer, it is advisable that
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investigator must have a “horough knowledgs of each with a

view to choosing the one that is most suitable to him to

employ in gathering his data.

Thus, for this study, the researcher intends to
collect his data purely from primary sdurces, using the
survey meathod with emphasis on oral personal interview and
Descriptive method with emphasis on direct observation
method. The investigator will conduct personal interview
among the company’s personnel, distributors and the
ultimate consumers. Thic will be discussed at length in

chapter three.

Apart from the problems which arose from the use of
the different research todls in this study, the following

are some of the limitations of this study.

1. Complete information could not be obtained on the
implementation of the policies, as some top management
staff were unwilling to supply the information as

required dus to reasons which were not disclosed.

2. Inability to wvisit all the distributors alt their

Various locations to see and confirm information
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supplied by some of them., moreso that they are well
scattered throughout the country, an impossible task

to be carried within a limited time constraint.

3. There was a problem poised by some respondents
especially those at the supervisory and operative
levels who were afraid of commenting on certain issues

which they felt were organizational secrets.

4. Lack of Relevant text for indept academic purposes.
In viewing some literaturses that relate to the subjiect
maltter. none talked directly on pricing and
distribution policies as they relate To textile

industries.

< 9 Aabove all. apart from the Tact that the investigator
suffered from time constraint, there was that problem
of finance to support the investigator in his search

For data.

1.6 SIGNIFICANCE OI' THE STUDY

This study 1is very important not only to the
investigator, but also to future researchers and the
organlisation at large. To the Ressarcher this study has

served as a challenge to the Researcher 1n terms of
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academlc exercise and also a test of his abilitv to work
independently under time constraint. In fact the study has
enabled the 1nvestigator to understand the extent to which
United Textiles Nig. Plc values pricing and distribution
policies as framework for price fixing and delivery

services respectively.

Finally, this study has enabled the investigator to
make a historic contribution on the subject and could form
the basis fTor subseguent Resesarch work. To future
researchers, as earlier stated not so many books have been
wrilktten on the subject pricing and distribution policies
in textiles industry’ bit with this piece of work. other
intending researchers car build on this foundation, thereby

contributing to his knowledge.

Toe the organisation, this study is very significant to
the organisation, under consideration, because in the
course of bthe analysis and interpretation of data, it may
discover some problems and when such problems are
uncovered, useful recommaendations are normally made for

possible improvement.

| M ; STATEMENT OF HYPOTHESES
Hypolhasis is a conjsectural statemant of the

relationship between two or more variables. 1t serves as
.—.——_'

P T r 473371
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a gulide Tor the investigatar in the egtire process of
research endeavours and keeps the inveStigatdr'on the main
line of study. The =statemants of Hypotheses tend to
present aésumed answers Lo tha resegrcher’s principal
auestions, the acceptance or .Eéjécfidn ”of which he

(researchar)} assesses in the course of the study.

In fact the acceptance or rejection of any hypothesis
depends to a large 2xtent on the open mindedness and
persistent objectivity of the researcher in testing such
statements. The hypotheses ocutlined beslow relate to the
pricing and distribution policies and their implementation

in textile industries.

Ho, Well formulated pricing and distribution
policies and implementation sirategies have
helped to sustain the company (United MNig.
Textiles Plc) in the midst of the cut-throat
competition posed by its co-competitors in the

same industry.

_Hl Poor formulated pricing and distribution and
their implementation strategies have net in any
way helped to sustain the competition posed by

its co-competitors in the same industiry.
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There is a well developed distribution neitwork
in United Nig. Textiles Plc, this has helped to
minimize the build-up inventory hold-ups.
thareby reducing the cost of carrying unsold

products in the warehouse.

There is no well developed distribution network
in United HNig. Textiles Plec: this has not

helped to minimize the build-up inventory hold-

-

ups thereby increasing the cost of carrving

unsold products in the warehouse.

The survival of the Unite§ Nig. Textiles Plc is
due tb .the multi-product productions of ths
company, so that the failure in the saies of one
product is supplementad by the high successful

sales of other products.

The survival of United Nig. Textiles Plc is not
due to the multi-product productions of the
company, so the failure 1n the sales of one
nroducte 15 not  supplenented by the hiah

successtul sales of the other.
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CHAPTER TWO
LITEFATURE REVIEW

The aim of this chapler is to expose some of the ideas
and contributions of experts on the more vital aspect of
marketing - pricing and distribution policies and
implementation. The essence of this 1s to enable the
author compare tLthe 1ideal situation with the present

approach based on available dala for proper analysis.

A Review of literature in any research work is very
important and needful. This is because it enables the
researcher to assess the different opinions of the
different writers on the subject matter under study. The
researcher who collects these opinions analyses them
critically on the basis of which conclusions can be drawn
with regards Lo the present situation and Ffurther

pradictions can be made into the future.

The review of literature. 1t must be properly
understood 1s not just reviewing for its sake, the review
must have some relevance to what the researcher is
researching into. The review in this study will
concentrate on pricing and distribution policies as view by

oLther writers.

‘X&Uﬂ(
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2.1 PRICING STRATESY

price is defined as the amount for which a product,
service or idea is exchanged For sale. This is however.
regardless of the product’s worth or value of the potential
purchasers. Within this framework of classical sconomic
theory, prices are arfivéd as a result of the interplay of

supply and demand.

In aother words, pricing ise the exchanaed wvalue of
goods or services and the value of an item is what i1t can
be exchanged for in the market place. It is quite tempting
to degqgiba “price” as the amount the buyer pay fTor 2
product, buvers and sellers perceive price differently.
Also other professionals and disciplines have aquite
.different views of the meaning of price. From marketing

point, however, our principal concern are:

- how pricing affect customers’™ acceptance of a product

in the market place:

- how pricing influences the image of product and

enterprise or organisation;

- how it affects the character of competition in the

mai-ket place and
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- how 1t influences the revenue including profits

flowing to a firm from the market.

N
r

PRICING POLICY

Prices policy is largely concerned with the price
level. How this works. depends to a large extent on how
changes in price level are suppocsed to occur. The orthodox
view of marketbt economies has produced two explanations on

price level;

a) a market explanation

) a moneltary explanation.

On the market explanation. prices rise because gither
demand rises or supplies fall. Demand chanaes when the
condition changes. HNew purchasers come into the market or
mare afflient or eager purchasers are willing to pay more

to avold waiting or making do with substitutes.

Alternatively supply may Tall at a given price because
costs have risen, or new more profitable markets have
opened up elsewhere or natural or commercial accidents have
reduced ouitpul below expectations. As the prices rises
some purchasers wWill be attracted back or encouraged to

z2]ll Lheir =tocks., however., if the market forces arse
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allowed to re-arrange their plans in the light of the
higher price, the new market price may be somewhat higher

than originally.

Pricing policyi is cne of the most difficult area of
wmarketing, since such rules as exist can offer oniv a
general ruls. Iin the final analysis, it is the market
place which determines the wvalue and thus, the price.
Value is determined not 3 sourece planners would believe,
on some notion of "right’ and 'Tair® price, but solelvy on
the basis of what buyeré are prepared to buy.

Pricing is a crucial decision in marketing

managemeﬁf{

In economic thaory, the problem of pricing
has been approached in difierent ways. 0(One common approach
15 to strive ét an sguitivrium price depending on tha
matket structure, vizr - pure competition, oligopoly on the
market structure. here demand and cost conditions are
assumed or presumed ta be kXnown; and from fthe seller (the

firm) point of view of the basic assumption is the desire

to wmaximize proftit.

In marketing however, though pricing explained by
economic theory is important, more attention is to be paid
on the practical side as well as on the firms profit or

othar objectives. In other words, the firm considers the
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piractical possabrlities ang amplications of praocing et e
otimun oF aeclibrivom levels and alzo 1 terms of 1ts own
cloiectaves oF  pricing. Falicres are <undelinss  for
achisvang the obnectives and ars supposed Lo e sultalsl vy
worked out considering thie various practical situations.
Sw,. the praicing palicy serves As a framework within whaich

e marlezter works out hivs pracing obiectlves,

Proices policiss re establ ished by manacsment as  a
auidkr Lo praoe strategy and tactios. A rice policvy
presc el colnpsse of pricaing action that 1= precetsr munscl

Lo ol e unaFoimity of procedhiny = oy those an wanacesmesrnt

responsible Por the admanistration of prices, Al thouci -
pricaindg policies vary in Degree ancd scope among busianess

farms. the most comman AN use may e ackentitie=cd in the

Tollowling two t:.-_m&zgori%a,

Category 1 Prace variation policies could be
(a) prics discount policies
() Geooiaphlic price policies
(<) Objactive orisnted price pol)opss

(cl)  Comperbition oriented price policies .

vakecory 2 Hyracing olbdectave <could
vady  Yarget retian

{1r}y Harket shars



20
Ly Prices stalbnlaty

el Mgelang oompmeta tion.

The adoption of any one of the above pricing policiss
chEppenicks on the organisat orn and 1ts broad organisational

doal .

Aaceordong o Resley, pricde polaicy provides the
framework For pricing Cir-'-'r-i‘ji.%iﬁﬁd = The swelection of the
Prices policy 1s guaded by the corporats cgoals ancd the
carcumstancss of the market. Sance many Tirms nore than
oive market, the differencss betwaen narkets may call Tor a
different policy in sach oz was noted above., On the other
hand 11t may e ontirely fzasible 1o adopt a uniform praice
policy For an entiare compeany. This decision comes From an
awarsness ol bthe applicalzd Lity and the likelihood of one or
Various policlies o saerve bost the corporats obhjpsctives in
U Tace ot varialzle mardet clircumstancss, These wmajor
L LCEe DOl Lorens 1 Comnon LEe thear goals andc a signifiocant
Factors anvolved in asach Fallow. @& firm s policy (riciong
pwlicy) Depeiuds on tlee ob)ective o goals of the

organisation.,
R e 1 w=arnil o b Ahwe governoerr of  arketinag

acbava Lies 0 noe sales ats nerael v ol rdumci secd oy pracing of

i -u,h.v.a.,". fccorchng o ham, Lhe priace of any Drocucl

173371
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Chetaeraanedd by Lop managen=nt Execuitives 1e ayupnectacd to be
iy sty @ oway that woulc byrang abhout the largest volume of
sales within a suffiacient profit nargin. SomstimEs The
pMrrcanel policy ofF  an ordganisation s bhased on the
nformation given by the lower manacement. pricung policy
of an organisation is simply an outline or cuidelites wihaah
s2ll out wavs and methods to be amployaed an faxing prioss
Ol R oduc s, 1L as dmportat Decause 1L provides sone
semse ot darection for  the  farmulation of  pricing

suratecares and amolementation.

Chatteaer jee i3 Wi th the viaew that pricang solicy should
Lake into consideratlion the layver of price sensiityive and
non sshsibive Duyera, the extenl of compeell tach and the
c Fferent parties that might e anvolved 1n setting mricss

20 datferent levels,

F.G. Uiles' was with the view that 20 many compan e
have no clear prlcing soliczes. and even whSre such
policies enast. thay often cover aonly a rangs of general
and sl e wlhraltedpes, obhjectives and o actices, Low
o0 Loes @i sl o orckr o penstrats the narkst, to gailn a

w1 mario=l shay e Ain a4 comparatavealsy shovt Tine.

e Uerastfors peans that pricing policy can only e

valid ifF e market 1z very price-sensitive, or  af
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Al d

production costs Tall a gregst cdoal, or 2of competitors re

chiscour aciel .

M, Jamss orbumys Maws o s thesas titled Can
EfTectave Dastrmbution Clhanel tor Essernrbial Commociities an
rligeria’ Fell that befdre ahe can anprailss or appreclaie
convenisiilly the pricing policy of a "company., ore has Lo
uncker<stand 1ts pricing ohlectives, the 1ncome level of 1ts=
Comiiaint COrSUneT s, Lhe rature of T mark et
COMER Ll“l,_i.‘”l'v'::i"le’-:":x‘(:- o non compety tivensss,  what are the
sLrengths and weaknesses of their competitors and Several
cther relevant Yar 13@1@71. he wWwent ahsad to state that the

olpyective 1 pricing generally 15 to maximize the sales of

all spread of their markets in Migeria and even beyond.

it tormulatincg the pricing policoy. Sonsickration
hould e caven Lo govermment intervention through ats
policy an giricing. . Wndker noermal  conditlions governmant
acts ar o cargloksr to Doth manutadtursr s anc Consumesrs
alike, Harre Lhe governmant trlies to check ithe excesses of
bty oo Tor the goodts an akl grrs2ctaoinz. This explann
whry e Wougine e forges of  supply and demand are
wiiven Liotablly al lowsd Lo taks thelr courss fresly., the
Faedesnr al overmiEnt of Miveria thyough the o oductavaty.
rices anc ancome Doard snsures Lhatl such Fresdom Lwe not

abused.  The corwventlon s neormally that thee nanufacturers
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thirouwch Lthe Manufacturer s fAssocaation of pagecria (Mar)
chzzidhe o what prices to charge for thenr products  anc
Forward sams Lo the productivity., prices and incomne boards

for aworoval of cdisapproval .

Lh must e nobed here that Trom all indication the
Procductivl by Praces angd Thnoeome Board fTunctions hawve Lesn
raeduced Lo that  of a  ruolaber sLAamis, S0 that wien
P ecommenda il ons are broughtt, they ara simply culdnzr stampwec
Lo fulfil all formalities. This method initially ensurec
Lhat 2 cordial ralationship el ets e tw e the
manutTacturars anc corsumer s, all other thangs being ecual.
But recant ovants have inchicated that thas arrangensnt has
oz out ol contral and peaningful use to the consumers.
Mat 12 why 2t is mnet suroriszang today that producers sst
any Lraese Yor bh=ar prodysis witnout due considération to
Lhelr consumaet  undsar  the cover of foreion exchanoas and

Gereaul ation v oblems.,

Preced 1N ol SoonomLe:s are used as measure of value
andd that thee wmany daTfirculties thal arise i appr arsina
b xeres slem From bhe Fact that the items on which orices
ciz becing . comparad are uafortunately not didentical. Tor
wyampla, two lelevision s2is may sell for ®EI,.532.00. oot
Fetoresertl o) Therant guality characterista f:.&ua_ Afocording to

han ol sel of televaisicn may have chffersnt technical
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Pealuiee . Lhait provaides superlior reception., the othsr may
have a mor=s attiractive capinsgl. In this case, 1t nmay Seem

uinrealistic Lo assumeg that product: <can b2 compair=d in

order  to  analyse  prices, This ecalls for guality
differentials with differences in prices, Thus., a

conpany s products of varving quality and size and Ue
prices of thas Ffamlly of products must be caretully
structurad,.  The two main determinanmts of a farm' s price
structure accorcding o Kennzth are (a) prace ditferentirals
on the same product and (B procuct line prices. Thess
s some of  the most interesting problems an the price

BOLACY Airead.

Thee developmsnt of a satistactory price structures
Feguiires soecigl o ansidht into the demand and cost
Relaltionahip:s of b fferant prodocts withan the Line. | §
al=o calls. gour appralisal fo- a legal restrigctlions Lmposec
ol Farms when ok comes to prace setting, Major
char aclteristics of the aover marnt legislation must i waksn
Litbo  account. Thiz 1s beause governmeEnt actions haye
wntluenced the development OoF ricing policiss 1 many
wavs. AL gne extrene 1t iz the government regulation on
roorces= as g cthee puiblic weility fagld, andg at another
e L e the ervta—truz 4 Laws  that have the broad

oloyeotlives of Dresaerwing the conpetltive svstem.
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The point depariure in any  review ot gover nment
veculation ofF pracing goliloass s the Shersan Aact of Lo,
whiach azmed acaiist monopoly of any part of the tracke. or
commaros ancl monopoly of any pard of the trace . or commei o
and any oraanisation that refused to comply wath. was cealt
wilth as spelt ol an the ach. These was the Clavion Act
which was a= aly ansncment to the Sharman act and almed ai
4 e of unfayr eompetitive practaicss ., ikse or o=
ciiscraminataorn ., exciusaive  and  Lvang  Contiracts. AT

corpon dte ok holdinags qang inter Lockaina chrsctorates .

ey & waz e Fageral Trads Commlission Act of 1914, Lo
pvohbat, untfawe methaocks of  comDestltion,  ocommer s oanch
provickEd a wedthod ancd organisatoion Tor hanoling Cases that

Fe=ll uncesr  Lhe i eviidn, The Robinson and Patman act of

o6 was esioned w0 curtzil pracing ciscramingtion.

tasedt on thise above “eWiew 1t may be necessary to
cofnclucks this, that effect. v oriclng pol 1ol s Sercss  wWinsr
wanacem=ant s wel i=daetined conoant of the rols of price
JRURTETY i W % S L AT 1 W IR T=C | R S T e A T Tivz econom =i thpeary
ofF prress wrll e belptul an thankbamg sbout the compstitive
srrvdrermesrrt. and cthwe probalsle  leehavaiour ot costs  and

O EILE
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Az Lhe executive devaelopns a pirace 2trudture, be must
=l ADDFonnlans opantity . casy. rade and geographioal
race differentials: always being aware of lemsliative
constiraints.  In thae same nammer . the mul bLi-prosduct firm.
e task of product line pricing calls For an aporeciation
o1 the wnter-relationshin between incivaicual procuet cost

angd reveEinue,

foove all,l thers must  jx a  conocern o e
Quporopiriate price level Ffor the Tirm as a whiole. Policies
muzl be set to guide the pricing of new prochicts and

adiusting the prices of 2stablished products over L.

2.3 SETTING PRICES

tZox  ancl Brltta;l,n? wizre of the view that the most
Lbasic method of setting r2tail selling price 15 to add
standard wmack up o the cost of buying. The problem with
this approach is that it takes ne agoount of competitors
pi L oF dEmand for the product. but they could be crucial

i determanaing 3T oa Line sells or not.

They propound ways in whaich markster may sel prices.

Wby el ueess
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Demand Oriented Pricing:— Here prices are set according

to the anticipated demand fTor the product or services,

which could be

"

10

By customers: Price discrimination ié determined by
the marketers assessmant of what an individual
customer might be willing to nay; The eventual
selling price of an item/product will depend to some

extent on the negotrating skill of the customer.

Vercion: The price of an item in a line of products

will be determinad ty the demand for that model.

Place: There is nesd for the marketer to serve the

need of his or her Jocal marketl place.

Time: When a product is purchased, many determine iis

prica.

Marketers/Retailers price according to the price charged by

the competitors. Most firms., howsver, price at or nesar

1

competitors prices especially in a homogeneous market .

The multi~stage approach:

'473371
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- The rec&mﬁended.ﬁétﬁod Tor =etting retail price is to
take into-Account cost, Demand and campetition in a multi-
stage approach by se:lecting the targat marker,
determninatian of the flaor price, determination of the

12

ceiling price . Cox and Brittain”

were of the view that
price linihg could be used mostly in variety products.
frice lining 1is the setting up of reducaed number of
distinct selling prices within a line of merchandisze, goods
being markaed at thesé prica points and at no others. With
many types of merchandise or products, customers tend (o
group themselves into fairly narrow buying zones. The
lower the unit price the greater the freguency of purchase.
Lhe narrower and more sharply defined will these zones be.
Hormally one, two, or three prices can be incorporated

within the rone limits, depending on their breadth.

Wingate and SamsonUt alsec believe that in setting
prices, the prices of competitors should be considered.
They also stated that most firms use price-lining policy in

litne with that of Cox and Brittain.

In retaitling/marketing there are three basic prize

zones viz:-

1. The prestige zone:i- Very price oriented marketers

will carry a few of these high priced lines which will
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be responsible for generating % to 15 percent of the

total sales volume of hi= business. -

2. The volume zone:— This mid-price zone is aimed at the
typical customer and will produce at least 30 par cent

of the sales volume.
3. The Promotion Zonhe: - Promotional merchandise is

priced within this zme which may be responsible for

generatingiS to 45 pércent of the total sales volume.

In placing price for goods sold by marketer, certain

factors influence the pricing decision, these include:

a) Cost consideration

) Company objective

c) Market channsl and distribution poliéy
d) Froduct and Market faztor

&) promotional strategy |

) demand for goods.

a)  Cost Gonsideration:- = Cost and prices are related.
Sales revenue should cover costs. The marketer should

estimate thg price he can obtain for his product.

P



b) "

c)

d)

<)

RIS
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taking into account the nature of demand, competitorse
position, promotion, 2tc. Then he works backwards to

make product suitable to such prices.' '

Company Objectives:- pricing objectives should be
derived from cdmpany.objactives. pricing policies
should be consistent with pricing objectives and
pricing strategy should be in line with both pricing

policies and objeétives.

Market Channel and Distribution Policy:z This should
be considered in making price decisions. How ths
product gets to the market. This calls for the
organisation of a system of transpaortation, storace.
communication that is capable of making goode and

services readily available tc customers and at a

reduced cost and at the same time improve sales.

Product and Market Factor;- Stages in product life

cyCle determine the amount the management has at its

discretion in making rricing decisions.

Promotional Strategy:—~ The essence of advertising a
product is to create awareness and induce consumers to
patronise such product. This conseguently increases

the sales voiuﬁe. The step taken by the management to
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promote its product will in this case influence the

price.

-

15 Stated that the cost of qaoods sold

Cox and Brittain
is the amount which the retailers have paid the suppliars
far goods actually sold., It is by far the largest expense
incurred by a retaliler Wwho makes profit by adding on the
margin from which all expenses may be paid and the net
profit left must be large enough to service and replace the
capital and thus keep the retailer in businass.

The ability of the Retailer to bé§iﬁ business would
hbwever'dgpend on the pricing decision of the managemsnt or
pro%ueé; of the goods he sells.

Wingate and Samsoniﬁ

are of the view that the largsst
single factor in establishing retail price is the cost of
the merchandise to be sold. In addition to cost, there is
also the expense of handling the merchandise in terms of
getiting it ready for sa.e. pricing decisions should be
very closely hesd the Requirement of the target market, if
that need is for the best possible price deal than low
prices would be afforded. If exclusively service and

status ﬁreﬁrequired, higher prices should be 1in order”



Cox and Bfittainm also stated that the analysis ot
competitors pricing strategy will determine what ricing
strategy a. retailer may adopt 1in order to compete
effectively, and that pricing dscision must be consistent
.with overall conpany objective. However, if the price is
perceived as a key element in the consumer’s purchase
decision, then price will be used to establish a
-differentiating role. Somea other factors that will
influance the pricing dacision include intermediaries,
financial institutions by altering rates of interest., trade
Unions may demand.higher wages or the government may change

the legal fvame,

DA

-5 RISTRIBUTION STRATEGY

pistribution is concerned with the movement of goods
from thé\;roducer to the consumers. afier producing gavods
or products the manufacturer i1s faced with the problem of
distribution. How can the product be made available to the
ultimate consumer. Distribution management is concerned
with selecting and laocat.ng middlemen who will move the
product efficiently from factories to the consumers. It
concerhs how the product gets to the market. This calls
for the organization of a system of transportation, storaaqe
that is capable of making goods and services readily

available to customers. The marketing manager 1is



. 33

o

interééted in devising an afficiency system that minimizes
;COSt (storage ahd shipping) and at the sometime improves
.rsalesf )

i__ |

a) Channel of Distribution:- These are the routes that
goods and services take 1n going from the producer to the
consumeat . The members of these channels are producsers,
wholesalers, agents, retalilers and consumers. Al thouah
Facilitating firms such as Ffinancial institutions and
transport organisations may play a wvital rale in the
process, they are generally not regarvded as channel
members, The term 1is resiricted to those who actually

participate in the negotiation of the transfer of the title

to good and services.

Wholesalers and retailers are called middlemen because

Lhey act as go-between for producers and cansumers. Thev

sometimes called distributors bescause they play very vital

roie in the distribution process. Their main functions

include transportation, Storage and praomotion of the

product and bulk bregaking that is, breaking large bundles,

" gartons or other packages into smaller ones. They perform
financing and other risk-bearing functions, In Addition,

thay provide the producer with information about current

market conditions as well as inform, educate and advise the

customers.,
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A company usually has the option of choosing amongst
alternative channels. It wmay not use the services of
wholesalers or retailers. It may in fact do away with

both.

The most common or conventional routes that

manufactured goods take to reach the consumer are listed

thus:
Hanufacturer - Consumer {M-0C)
Manufacturer - Retailer - Consﬁmer { M-R - C)
ManuTacturer - Wholesaler — Retailer ~ Consumer {M-
H—R—C)

Manufacturer - Agent-Wholesalsr - Retailer -

Consumer (M-A-W-R-C)

The basic alternative chasnels avalilable to any producer
are illustrated below. The arrows show the direction of
movement of the producis.

=

Consumer

A Producer . .
B - Producer - Retailer'_;  ' Consumers

C Producer Wholesaler Retailer Consumer

D Producer  Agent Wholesaler Retailer consumer
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Diagram_showing Ristribution Channels

-

Channel A deﬁicts a.diract route whereby a producer
decides to dispense with the services of all middliemen.
Instead, 1t sellsa directly to canzupers. Thiz is the
shortest route possible. Route B is another alternative
whereby the producer by-passes the wholesalers and sells to
-the retailer who finally salls to consumars. Channel C
“involves utilizing the services of both wholesalers and
retailers in getting goods available to consumers. The
fourth and final route, D, utilizes agent middlemen in

addition Lo wholesalers and retallers in making goods

available to the Tinal user or consumer.

The selection of a channel is an important marketing
decision in that it affects the effectiveness aof the

distribution system as well as its efficiency.

b) Physical Distribution:— This is anothevr aspect of

distribution and is concerred with the actual movement and
storage of products after their production and before their
consumption. It involves transpaortation, handling and
storage of goods. Physical distribution management also

deals with location of warehouses and inventory contral.

i i
T’ SaT

Sy
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For goonds tTo have place utility, they must be
Ltransported from where they are produced to where consumers
need them for consumption. Goods transportation may be
domne by road, rail, and 1in some cases by air.
Transportation by road is cheaper. suitable for short
distance; for bulky goods, rail is very suitable. It is
also cheap and relatively safe. Alr transport o the other
hand is suitable for wmoving light cérgées c§er very long
distance. It iz one of the safest means although in
Migeria cases of cargo theft are very frequenp-at airports.
It is relatively very expe1siv¢. -

In choosing a wmeans ¢of transport, a marketer should
take into conasideration the :various advantages and
disadvantages of each means of tranzport Avallable. The
naturenof product, the cost of each means of transpotrt, the
distaﬁce covered, safety in transit and the urgency with
which goods are to be delivered should be considered

carefully.

Handling of goods wiﬁhin the store or warehouse 1is
'_another important aspect of distribution. The need to
.handle goods may arise during leoading, off-loading and
astacking.

i

Storage, antgther important physical distribution



function. creates tbLime ulllibLy; it holds and preserves
goods until such a time that they are more useful and
needed. Decisions regarding storage and inventory should
carefully be taken are of by the storage and inventory

management.

[}
o

DISTRIBUTION POLICY

Kotler said that marketing channel decisions are among
Lhe most critical decision that management faces as they
affect every other marketing decision in the orqanisationli
In fact the firms pricing decisions depends upon whether 1t
seeks a high guality deals or medium size dealers. The
task of top management therefore 1is to formulate a
dependable and workable distribution policy taking into
consideration the nature of marketing channels, major

decisions facing marketers with respect to designing,

managing and modifying their channels.

All producers would like to 1link the marketing
institutions that will telp them to accomplish the
obiectives. This set of marketing institution is called
distribution channel, which is defined as the set of all
the firms; and individuals sho take title of the goods or
assist in transferring title to the particular goods or

services as they move from the producer to the consumer.
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By distribution policy it refers to the framework or
outlines or guidelines which are desianed or made to
achieve the distribution cbjective=s of the organisation
theouth the formulation and implementation of distribution
strategies. The american HMarketing Association defines
market channels.20 as the structure of infra-company
organisation unit and extra-company., agents and dealers.
wholesalers and retailers through which &a commodity
product, or service is marketed. A marketing channel miaht
be defined as the sequence of institution listed in the
order of their participatior as buvers, sellers or holders
of the physical products or =services in providina the

facility to move these products or services from producer

to the ultimate consumers. 4733?

fdeccording to the Writers, the problem of selectina a
channal would have been Easier for the producer, if all he
needed to do was simply to select the channel route
according toa the type of merchandise one handles.
Regardless of the classification of the channel
institutions however, sach ona differs in the amount, kind
and quality of Service it provides. If a company were
forced to choose a designated wholesaler as a route to
market, 1t might be wise to sell directly to the consumer.
But this is very risky because of the kind and quality of

service offered by another unusually aggressive wholesaler:
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the company might instead find it more efficient to markset
its products through the wholesaler. It is difficult here
to make generalization as to which channel institution is
the best because all these conventional channels or channel
institutions have thair different strengths and

weaknessas .

1t becomes moFe Drudent to coﬁsider the selection of
any specific chamnnel in relation to 1its competitive
strengths and weaknesses, the services rendered by it to
customers and its position in thé business environment

within which it oparates.

It is worthwhile to note that the selection of
distribution channel through which the organisation’s
products will flow through to the ultimate consumser is very
important but could be very dangarous as wrong selection
could constitute a lot of problems in marketing the

Ccompany s products.

Therefore it becomes abselutely necessary that before
such a choice is made, the manufacturer must consider
critically and objectively the Torces that encourage the

flows and barriers that cause resistance inherent in each
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channel alternatiﬁes. .In Téct a question could be asked by
the manufacturer thus “How many Retailers and wholesalers
will be included as the channel in order to achieve the
greatest promotional push with the least Resistance? With
this question poised, it may appear at a glance that the
company would benefit by having its products in as many
outlets as will agree to handle them; but the question is
would such a policy provide the company’s product as much
promotional push as would a more selective policy? In the
Formation of such policy. three broad courses of actions

are open to the manufacturer and include:

1. Extensive or widespread distribution.
2. Careful selection of the outlets through which he
sells.

3. The use of exclusive outlets distribution.

These three broad.courses will be discussed'latar in

this chapter.

fhére areg fiﬁe éonéiderétiogs .which .deséribe the
qualities which the channe:l should possess in order to
provide management with maximum of excellence in building
an effective linkage to the consumer. They include the

followings:
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1t should provide for the physical movement of goods
to the point of consumption and the consummation of
necessaty market transactions in the most economical

and satisfactory manrer and in a minimum of time.

1t should provide the optimum amount and aguality of
promotional and commuinication toc assume the rapid role
of the product to all buyers 1n the channel.

especially the ultimate consumer.

It should provide an fdeauate feed back of information
that will enable the company to modify its products or

procedures to meet merket demands.

It should possess sufficient flexibility 1n 1ts
institutional patterns to adapt 1tself creativelvy to

changing market conditions.

Above all 1t should coinpcide with the company’s
capacity and functions as a unit that is completely
Sensiltive to company objectives and complementary to

the cooperating institutions in the channels.

These aualities are wvery important and careful

aradication of the channel institutions based on them by

the producer may avail him the opportunity to choose the



most suitable of the so many available. If this happens
then the 1mage of the organisation will be protected as the
channel chosen will be the one that has the image of the

company at heart.

Some wmarketing experts search of an approach to be
used in determining the dimensions of the channels system
and what had to be done by wvarious parties to sell the
products etffectively. Hecto Lazo and Arnold Corbin tried

to summarise the Central thrust of their approach thus:-

"From a managerial point of wview, a series of
functions must be performed in getting goods to
the consumer. These may be performed by the
processor or manufacturer, by the ultimate
consumer or by the niddlemen who facilitate the
process of distribution, thereby adding time,
place and convenience utilitvy to these goods.
There 1s a difference in the cost of performing
these Tunctions depending upon who performs them
and the degree of efficiency achieved by the
performer. Obviously simply to assign the
performance of the function to the manufacturer
or Lo the consumer does not in i1tself cuarantee
that the performance will be the most economical

or most efficient land therefore save on cnatn".
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This therefore porirays the fact that designling a
channel system that will achisve the producer’s objectives
in 3 fully optimal fashion i= seldom feasible. Most
systems are built a step at a time with the expectation the

result will probably be zub-optimal.

The analysis have to be made from the customer’s level
taking into consideration the length of channels, and a
choice can then be made between selling direct and using
middlemen. If the decision is to use middlemen then the
type and number of each, as well as their lacation must be
clearly specifisd. The writers went a step forward to
state the Determinants of channel length and according to
them direct selling can only be undertaken where the
following condition prevail:-

1. The size of the individual buyérslare large.

2. Prospective buyers arg reasonably concentrated:
x. Salesmen must be Ltrained to demonstratg or explain the
product; |
4. The customer needs help installation and servicing and
B, The product must be immediately available.

Therse are a3lso othar considerations that must be taken
into account for example should the company sell through
sales branches with stock or without, what pattern should

the selling process take?
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n féct £ﬁéfe arg s0 fmany eiements that are wverv
important and should be incorporated into a distribution
policy of an organisations, bput unfortunately, most
organisations simply considaer few variables which they fesl
are important and by-pass & numbsar, this in turn creates a
lot of problems for the marketing manager to formulate and
implement his dﬁstribution Strategies, since he has to do
20 1in conformity.uith the crganisation’s.broad:distribution

- palicy.
First-level distribution policies -

These are basically three different distribution
policies bLhat affect a1 number of the Tirst level
intermediaries (those that are once Removed from the

customer, such as retailers and include intensive sslective

and exclusive distribution.

s RS

An intensive distributior policy -

This policy seeks to.provide maximum Avail%bility and
is customarily used in the sale of convenieﬁca type of
consumer goods and industrial supply products. In the
industrial product sectar, an intensive distribution policy
is often adopted by those producers who wish to sell to an

entire industry Lo cover, for example. all banks, schools,
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hospitals, “doctors’® offices, frozen food wholesalers or

store handling tresh meats.
Selective Distribuytion -

This involves fewer middlemen than intensive
distribution. Here, the extent of the selsctivity will
vary from producer to producer depending on the nature of
the product, the availability of large or specialised
middleman sxample department stores and industrial

- distributors at first-level and the actions of competitors.
Exclusive Distribution -

This is the most severe distribution policy in the
sepse that it substantially restricts the npumber of
intermediaries. In fact, the basis of the contract is an
agreement to limit the distributioﬁ to a single outlet in
a given (Defiﬁed) geographical area. This Agreement may
call for an exclusive franchise granted by the producer, an
exclusive franchise given by the outlet or both. Under the
agreement, the producer agrees to sell his product to only

ong outlet in a given area.

Looking at the three different distribution policies,

all of thenm have their dadvantages and disadvantaages.
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However, a choice of any of them may be based on the nature

of the product and the spread of the prospective consumers,

Westing. a marketing expert, on his part., tried io
racognise the fact that distribution is undisputedly one of
the major costs of doing business loaded with opportunities
and challenges for marketing peoplan. He cobserved that
producers for long have recognised the necessity  for
constant system improvement and cost reduction, this he
concluded ' has besn achieved in different aspects of the

production, but the distribution cost needs much te be

done.

He continued by Sayiné that the.key to profits for
most companies will be in distribution cost Reduction and
fiore particularly the improvement of sarvice to customar,
who will buy only from those who can deliver the ¢goods when
and where they ara wanted. IT one can visualize the flow
of goods from factory to consumer and as a distribution
pipaline, he can gquickly frame a picture of the
opportunities in Lhe distribution. He feels that when the
products arse moving in a continuous flow, distribution and
costs are highly minimised.

There are three conflicting aims heren. The

cbjectives of distribution systems managemant are simpble.

they are three in number but oppose to each other.



a) Maximizre service - bixth in order and delivery service.

b) minimize distribution costs-Transportation. inventorv.
maintenance, warehousing, data processing, all those
costs essential and necessary in initiating,
controlling and Effecting flow of qoods to the
custcomer.

c) Mékiﬁize informatior feed—-back. This feed-back teo the
marketing Headquartirs is important so that product
can be kept moving in as near a continuous Tlow as
possible and so thai guidelinaes are furnished to the

manufacturing organisation for production scheduling.

The problem that zrises 1is how can one maximise
service and at the same time reduce costs. How can one
reduce costs and at the =same tftime provide maximum
infaormation feedback to the factory. The real answer here
may be optinise Service and cost to arrive at the best
balance of these factors for profitable progress of the

business.

In conclusion, it may be important to recall the fact
that most distribution systems are built a step at a time,
starting with the consumer and moving to the manufacturer.
Pirect selling is rarely undertakan in the case of consumer

goods, but common in the zase of producer goods. However,
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it must be said here that most larger producers of consumer
goods favour a mixed strategy, using their own sales force
to sell divrect to large retailers and uéing whole=alers to

service the smallev ratailers.

The marmufacturer’s distribution polic? affects the
number of first-level intermediaries (those closest to the
ultimate buyer). After the channels gsystem has been
designed. 1t is necessary to search out and evaluate
prospective middlemen and sell thewm on oining the svystem.
The search should be continuous one and is usuzally the

rasponsibility of the companhy’s sales force.

Conflicts between the seller and his wvarious
intermediaries center arourd trade margins, sales effort
and inventory reguirements. These three selements are used
by most sellers as a basis for appraising their individual
intermediaries. Howaver, in his ipteractions with
iniddlemen, the producer must be careful not to violate andy
of the federal laws that govern Certain of his activities.

froim the aforementioned views of different writers it
“is gathered that most of these writers ackhowledgsd the
importance of distribution system as a vital aspect that
can not be opverlooked in an organisation, even-though it
way 1increase the cost of the organisation’s goods and

s8ervices.
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Andre (‘:‘a.i:mr'24 contendad that pricing problems also
Feature prominently when relating them to differentiated
pfoducts which are sold in competitive markets. The means
by which product differentiation can be achieved include

distinctive gqguality design presentation, trade marks.

identification with the scurce of supply and price.

Price according to him is the only elemant in the
marketing mix which determines the success or failure of a
product; and in actual marketing situation price exerts its
“influence in combination with othef'factorg, including the
degree of.the competition, an important aspect that is
neglected. He argusd the_fact that price iz capable of
independent variable and would therefore demand a separate

analytical and experimental treatment.

One cannot, but 30cept.the above aésertion due to the
unguestionable 1mportance of price in the marketing mix and
the fact that in the present economic situation sven the
ﬁricingwgf established fproducts has become a practically
contiﬁuous task. |

An Qmericar{25

bu=siness consultant is with the view that
*price is the only Var:able in the marketing mix that
generates income, all the like product development,

packaging, advertising asd sales promotion, etc. are cost
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incurring. While accepting Fact on price as true in the
formal sense, 1t will also be fair to acknowledge the
contribution of other elenents mentioned above to enhancina
the sale of the products in appropriate quantity at the
desired pricc%~ just Aas price is important it cannot
generate 'the desired profits if packaging, advertising and
sales promobtion are not properly Carried out. Having
accepted the fact on the importance of price, subseauent
discussion on the subject matter may be inclined towards
the descriptive or prescriptive aspect of it. This would
mean attempting to discover the principles and methods that
should be followed in o-~der Lo optimise the outcome of
pricing decision.

Distributionﬂ

has been viewed as one of the most
important elements in the marketing mix. Some marketing
experts feel that whatever a business produces, whether
tangible commodity or intangible service. all the processes
of production and marketing only achieve their consumption
when Lhe customer takes possession and makes his pavment.

As farZB

as some of these commodities are concerned., 1in
normal situation the buyers are always distant phvsaically
from the producers. Therefore., an essential element in
marketing process for goods to be distributed to the point

where the customer can conveniently take possession of

Lhem. Many producers outsell their co-producers not
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necessarily because their fTair prices and aualitv but
because of the well Developed and managed distribution
system, strong cord thal. links the producer with the

ultimate consumern.

Dlstrlbuticwﬁo entalls a considerable elements of risk
for which there 18 no insurance. The dgreater the risk
invalved, the dareater must be the compensation for assuming
the risk. The basic risk that every business person faces
15 that the goods he buys or produces any or man not be sol
at a price . .that a business person assumes varies directly

with the perishability of —.he merchandise.

1t is generally aczepted that distribution is
comparatively expensive in the country (nigeria) and 1t is
certain to take more of management’™s time 1n the future as
1t seeks to reduce costs to the consumer and at the same
Lime increase sales. An extensive and hiahly complex
distbribution system  1n absolutely essential to the
maintenance of our high standard of living. one therefore
15 consbrained to conclude here that some organisations do
not make elaborate provision for distribution services 1n
Lhe companv because of the cost involved.

Channels of diatr)butlonn 15 the route which a product

passes  Lthrouah from the point of consumption. The



manutfacturer would hardly zchieve his abijective 1 atter
oroducing his goods., he i3 unable to aest them to the
conaumersn. Similarly 1t vill be very chaotic situation
1f evervy consumer/buyer must have to find his way to the
manufacturer’s premises to biring new nroducts“. It 1s in
attempt Lo minimise this problem of inconveniences, that he
must decide on channels of distribution to use. In this
case he closes to undertake the distribution directlvy to
Lthe consumers/users throuch the use of salesmen or

distributions oputlets: or he may choose to under take

direct distribution. in this case through middlemen.
2.8 CUSTOMER BUYING BEHAVIOUR 473 371
A,

The consumer 1% the focus of ail retail decisions. 1t
15 therefore important to appreciate how consumers do about
making their buving decision“.

Cox and Brittain® suggested that the buving process
15 essentially a decision process desianed to provide
awareness of a need or a want. this 1s followed by an
information processing staaz prior to the purchase
decizion. B8ut the buyina proczss should not be considered
complete until the product or Service has been used and
remitted 1in sati1sfaction or dissatisfaction i1in the original

need or wantb. A study of the customer i1ncludina his
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education, interest, financial status and buying habits 1s

the basis of successful marketing“-

Wingate and Saméon$75uggestad merchants should not buy
items that customers will not buy no matier how good the
bargain might be. The markéter Qho takes time and troubls
fto study customers, to listen to them and to amalvse what
they have bought in the past, has taken the fTirst steo
towards successful salling. A caretul analvysis of past
sales records tells much about what customers want and are
likely to buy again. Sales records can provids

satisfaction.

Marketers have found that todavy consumer is better
educated and more sophisticated than ever befnrem- The
cansumer”{é more knowledgsable, Selective and more aware of
guality. Consumer’s Attitudes towards family., work.
themselves and their personal needs and the economy have

changed a great deal in the 1ast_25_yearsm.

Accarding to Gillepie énd Hedit“, customers raspond
to economic and social changes by altering their living
habits and attitudes towards sﬁending, The marketers’”™ job
is to close track of these changes. By studying economic
and social changes marketers can predict changes that will

cocur 1n buving behaviour in their Trading area.
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There is a growing ‘consumer movement’ which reduires

41

businass to opersaste in the best interest of the consumer
2.8.1 .7 The Buying Decisign_ Process

The buving decision process is essentially a decision
process designed to provide salutiaons to prablems. The
first step 1n the proces: is the awareness of a need or a
wzant, this 1s followed by an information processing Stage
prior to the purchase decisiaon. The buving process should
not be considered complete until the product/service has

1
been usedﬂ. !

2.8.2 The felt Need/Want

Human beingg have certain fundamental neseds for
survival: food, water, shelter (warmth) and security.
These may satisfy in quite simple way or through expression
of more complex Reoguirements - wants. These felt needs ar
wants can be considered as a problem. The wmnaterial
response of the human being to this problem state is to
seek a solution, and the praocess of seeking a solution
leads naturally to the azsearch of information and the

exploration of alternative wavs of solving the prt::blezm‘5
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! Pre-purchase Activity

This stage 1s concerred with gathering information and
processing 1t to allow the consumer to move towards a
purchase decision. Firstly., the consumer becomes aware of
the product and serve which may satisfy his or her
requirements. Interest is then aenerated which becomes
mare intense as more information is gathered, resulting 1in
a desired to obtain the j1tem. and finally actian - the

daecision to nurchase“.

4]
(4]

.4 The Purchase Decision

The purchase Decision 15 not a sinale decision but a
bundlie of decisiaons, anv one of which can result in a
change of mind and alternative route being followed. The

actual time of purchase is impaortant as 1t can either help

ar hinder the decision processﬁ.

A consumer who decides to execute a purchase decision
will be making up to five purchase decisions: brand

decision, vendor decision, quality decision timing decision

6. Sy

and payment mode decision’ //;_,_:.\” \BRAHY e
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CHAFTER THREE

RESEARCH METHODOLOGY

E
e
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Research methodology 1s particularly concerned with
the methods usecd in cathering or collecting data
information for any project assiganed as part of an academic
exercise or research work vndertaken by an ordganisation to
solve any particular problem. A lot of ressarch methods or
designs have been used by different people at different
levels, but in ignorance it is only when it is viewed from
.an Academic poiht of view that it becomes technically

difficult and cumberaome.f:

For instance our forefathérs who did not see the four
walls of academic do not inflect punishment without finding
oubt the aciual cause of the problem. they have Lo gather
facts about Lhe problem, weigh such Tacts as relation to
the issues under consideration on the basis of which
pronounce judgement or decision in form of punishment which
is manrfested as different degrees. If it is =o. then the
importance of research methodology can not be over-
stressed, and moreso in our present day rate of development
in all aspects of human sendeavour -~ economnic, social,

political, culiural and tecnology.
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The researéh of ihis study is underﬁaking a Research
on the pricing and distribution policies in the itextile
industries with paﬁiicular reference to WUnited Nig.
Textiles Plc., Kaduma. Thus for the purpose of this study
and the t;me constrainta, the Researcher has decided to
employ the survey fesearch and descriptive research methods
Wwith particular emphasis on direct personal 1nterview
{survey) and direct observatim method {(Descriptive). The
Investigator 1is aware that there are Several Ressarch
methods that are available for sourcing data information,

sven wikthin Lhe btwoe methods chosen. For examplse, 1n survey

method alone, there are variouas sub—methods like:

a) duestionnaire method which can either be structure or
unstructured.

D) Persoﬁal irnterview methed which includes direct and
| .
indirect interview methods.
c) Telephone interview.

d) Maill interviews and

a) Camputer interviews.

WilLlh descriptive research melhod - this include direct

observation and indirect observation.

Aalli Lhese methods have their advantaqges and

disadvantages therefore the choosing of the personal oral
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interview method and direct observation method doegs not in

any way place them above others.
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This involves asking the respondents guestion such
that he is fully aware of the underiving purposs of the
survey and i1n fact most marketing survevs are relativelvw
direct. One of the advantages of this method iz that the
direct questions in most cases are relétively sasy Tor the
respondent Lo answer and tend to haQe the same meaning
across respondents, and the responses receilved are
comparaltively sasy ﬁo'intefpret. Hoééver, occcasions mav
arise when respondents are either unwilling or refuse to

answer dauestions.

For the purpose of this study, the researcher had
personal interviews wWwith designated management supervisory
staff, operatives and customers whose department the
raesearcher is convinced will supply relevant data
ccncernihg the topicfbeiﬁg *éséarched.into; The researcher
questions among other things ranged from pricing and
distribution policies of tLhe company, %ormulation ot
csbrategy and implementation ﬁhé distribution patterns of
United Mig. Textiles Ple., marketing coveraqs,

intermediaries, which group of customers form a greater



percentage of the entire company’'s customers, competitive
sLrength and weaknezses, quality and problems experienced

from customers.

The ditferent cateqgories of respondents were
interviewed and responses received, the percentages of
responses ol different categories were calculated as

oullined be}ow.

1 I I T
: CATEGORY OF : SANPLE | NO. OF THOSE | NO. OF THOSE 1 % OF
|
1 | |
! RESPONDENTS ;POPULQT]UN | INTERVIEWED i RESPONDED ; RESPONSES
1 | { | |
{ i i | ]
| Hanagement | | | |
| | | | |
¢ staff : 8 | 2 | 2 ! 100%
¥ | | | |
i \ | l 1
A | | ' |
: SUPervisory 1 : : f
h | i_ | |
| Staff | 12 | 8 l 4 | 50%
A | | | |
! | ! | |
i | 4 | |
| | |

| Operatives | 10 | 3 . ! | 87.5%
| | | | !
i | | 1 |
i | |
i | |
1 Customers | LS | 1L 11 LO0%

3

|

|

e e —
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As earlier Stated. the recearcher selected Few

departments 1n which he interviewed the staff and 1s sure

- g g e
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that tﬁé information so collected will provide the i1insight
inta the subject matter wWhen Sucﬁ data are ogbjectively
analysed. While interviews with the management staff,
supervisory staff and ope-atives was conducted within the
company. that, that of the custaomers was conducted pboth in
the Kaduna Centkral Market and Nasarawa Market and others
were direct consumers of the company’s product. The data
information collected will be analysed, svynthesised.
interpreted and presented in the preceding chapter. Thi=
research method is a primary source of collecting data

information.
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observation method is another common method used in
collecting relevaﬁt m#rketing information. This method can
be very simple but can equally be dangerous. This 12
because it siwply involves observing certain happenings or
eﬁents ahd recording whatever information is required. 1%
is dangerous because of the likelihood of the individual
researchar to be sybjective and hishemétional instabi1lity
can lead to a complete distortion of the data information

in the event he is observing.

However, for =zone elements of obiectivity to bs

demanstrated 1n the observation method, certain general
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characteristics of the observational approach must feature

prominently and are equally seen as conditions that must be

made.

”a}_

©)

c)

¥
H

The data must be accessible to observation. The
interviewer must be able to see the oblect, however.
these are situations shere things can not be observed

for exampele motivaticn and attitudes.

The behaviour must be repetitive. freduent or

otherwise predictable.
The avent musl cover i reaSonably short span.

The investigator is alsio aware that there are several

tvpes of observational approaches. for examples:

1) natural oy contrived situation
i1 Open or dizguised observation
1ii) Structured or unstructured observation
1v) Direct and Indirect observation: and
v Human or mechanical ogbservers,
The invéatiqatdr Oecided tia cgnécicuiby adoot ths
direct observation wethod. This aethod involves simolv

cboerving the object or event under consideration with a
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view to ... ..., whatever data information he needs
from =zuch observatbion. here soms element of structured

obsarvaticon 1s involved.

For the sake of this atudy, the researcher abserved
objects and ovents in different departments within the
United Textiles HMNig. Ple. ameng which 1ncluded  the
marketing department, the company’s recepiion room. thns
warehouse. the procuremaent department and production
section, The =ilent daté information being cbserved
included among other things the company’ ¢ customers and how
frequent they troopaed into the marketing department:
customers at the reception rodom walting o sege procurement
manager or marketing department either to place order Tor
finish products or supply Raw materiala. The data so
gathered will he blended, analysed, 1interpreited ang

presented accordingly in the preceding chapiev.

2
|

. DRIGIH, ORGAMNIZATION AND ACTIVITIES OF

UNITED TEXTILES PLG
United Migeriza Textiles P'lc was incorporated in 1964
ansg commenced operation as a textile finishing plant in
1965, usihg imported grey baftt az the main raw material.
By 1967, the company had Develooned into a fully integraterd

mill with its own spinning and weaving Tacilities capable



of producing grey cloth frcm locally arown cotton. 1In the
same vyear United Nigeria Te<tiles acquired a major share in
Zamfara Textile Industries Limited in Gusau 1n Saokoto
State, thereby taking the first step towards the formation

of the UNT PLC Group of comoanlest

At the i1nvitation of the then North Central State
Government (Now Kaduna State Government) Funtua Textiles
Limited. another subsidiar/ company, was established at
Funtua (now'in katisna State) in 1978. This Factory was
designed to produce bed sheets., and pillow cases, thus

diversifying the group’s raige of product.

In 1977 the company went public and offered ten
million (10,000,000) ordinary shares of 5S0kobo each at par

Lo the Nigerian public.

Another subsidiary company. Unitex Limited, and an
associated company, Supartex, were set up 1n 1981 and 1982
respectively. Unitex is purely a spinning mills whereas
Supertex 1s a finishing plant with the capacity of

producing popular Wax fabrics.

The Group: has an installed capacity for producing
well over 100 million metres or finished goods per annum.

Iin 1995. the parent company had a work force of 5,500
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workers while the group provided emplovyment Tor about
10,000 people. Clearly the Unitad Nigerlia Textile Plc
group 1s the biagest of its kind in "West African sub-

Region and iLhe lardest single emplover of textile labour.

The products of the group arg designed to megt the
spaecific reqguirements of both local and international

inarkets.

Most of the supportive administrative activities are
being computerized and the manufacturing process now
1ncludes such sophisticatad aspects as computer assished

design and colouring materials.

almost all the ceawrpanies within the group are
currently pursuing progranmes of modernization and
expansion from ginnery te spinning, and from wsaving to
finishinu, Technoloay is continually being updated and a
great number of lechnicians in the field ol textiles have

veen trained,.

]
I

OBJECTIVES. OF UNITED NIGERIA PLC

AR

I1ts pasi1c obijectives include

i) Production of top quality of textile materials.



11) Satistaction of customers’ demand at a profit.
111) Rendering of Social Services to the indivaidual.
agovernment and the society as part of corporate social

responsibility.

1v) Protfit maximization.

[
W

THE ORGANIZATION L CHART

A cloae observation oF the Tigure below will suffice

for an inslght into the comnpany’s ordganisational set-up.



MANAGT M DIRECTOR

CHIEF EXECUTIVE
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3.6 ORGANIZATIONAL STRUCTURE -

Managemeni is .seen aé the function of exetutive
leédership anywhere. It is primarily a mental activity
combined with the work of plaaning, organising  and
controlling the activities of an organisation for the

accomplishment of certain objectives.

Board of Dlrectors- Thé Board. of  Directors was
selected/elected by the shareholders which 18 an indirect
form of control over thé management of the corporate
affairs. Their responsibilities are toc wmanage the
business. Tha Board of Directors gives wWwritten objectives
of the firm which defines the apals of the organisation.
The Board also issues policy statement. statements which
indicate the broad framtwork wWithin which each of the

organiosational functiona.. areas should operate to achieve

the desived goals,

Genaral Manéger;j The Board of Directors emplovs the
General Manager who Eventuaally emplovs the officers. He
reparts directly to the..Board of Directors and he 1s
responsible for interpreting the company’s obiectives.

policies and aoals as trey are set by the board. He

ki

ensures that they are adhersd to, and that the company’s

activities are profitably managed.

KHS&LHM'IBRAIIMJ ;
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Manadger - Administration:- He oversees the administrative
function of the office or davy to day basis. Basic
functions are that he writes memos to the departments as
directed by the top management, pracures supplies for
office uée, gqsures billihg,'jdﬁ.énalysis, job evaluation.

training programme for the company, etc.

HManager - Finance:- in tne organisatiun he should be

mature and dynamic individual who can communicate aconomic
data to top managament which can form the basis for
decision making. He oversees the entire range of financial
or cost recording, budget and Planning, salar?es and wages
functioné performed within the company. -nThe manager
prepares annual financgial Statement and informs  top

management on the financial position of the company.

Other managers depending on their fields also have
Eheir responsibilities.

3.7 STAFF _STRENGTH AND DUTIES

The cnmﬁény haaua total sféff of 5;500. out of this
mnamber, 29 constitute the management. 313 constitute senior
staff and others constitute sunior staff. The company is
currently managed by a Board of 11 directors (5 of which

are at the executive level).
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The Boafd of Directors is made up of 14 Directiors
including the Chairman. The duties of the Board include
planning and directing the policies of the company. The

Chairman presides over Board mestinas,

Administration section directs and controls activities
of the production managers while the Companvy Secrotary
takes minutes of mestings, takes charae of correspondences.

gives and retrieves information and files documents.

The Accountant compiles the accounts,., transactions.

He is in charge of all accounting duties.

The.-Cohmeréiél .Sectiéﬁ takes charge of sales and
actounts to the accountant, while the printing unit manager
takes charge of the printing of the textiles materials. He
inspects the products to make sure that they are produced

according to the standard s=t.

The Spinning Manager takes care of thes spinninag of the
yarns and makes sure that the materials have been prooverly
spurfwhile the Finishing and Engineering Managor sees to it
that the product have passed through the right vrocess and
is set for the final inspection and other routine

operations.



There are casual labourers who perform tasks on jobs:
the store keepers take charge of the stores. the cleaners
maintain the Company’s prenises and offices clean and also
drivers and securitvmen who are charged with the

responsibilities of driving the company’s vehicles and

praotect the companvy’s property respectively.



CHAPTER FOUR
DATH. ANALYSIS

The 1mportance of this chapter which is specially
reserved for énai?sis.nf data can not be overgmphasized.
because the obiective and the critical analvysis help to
reveal Egé hidden facts about the issues besing Researched
into. The analysis provides the basis for decision making
by the management of an organisation or any designated

group vested with the responsibility of doing so.

This study is directed basically o analvsing the
pricing policises and distribution policies of United
Migerian Plc. Kaduna. The sources of gatherina Data have
been discussed i1n the previqus chaptsr and these included

both primary and saecondary sources.
4.1 ' PRICING POLICIES

United HKNigeria Textile has a broad policiss on
.pricing. Thase policies are fTormulated by the top
.managament taking into consideration the goals of the
company . The pricing volicies are divectad to the

markating and fdccount departments. This is because the two



departments are solely involved in fixina prices far the

company’s products.

Pricing Policies and Procedures

2

b}

c)

g}

)

At all time the price level adopted is covering cost
with margin and it is also competitive enough while
the adopted priée iavel still choice between thes

brands or product lines.

Price Policy - Mo use of list prices but one price

(Mon-varying)

Margins to adopt - No specific or fixed margin has
been adopted by the company in the markating policy.

It appears price level policy has taken care of the

margin that should be adopted for the bproduct

brand/lines.

L
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Specific price adopted - At all time the specific

. price adopted is alway:s evan and never odd-even.

Payment tetrms ~ By the marketing policy of United

Textile Plc, paymnent terms 1s solely on cash and carry

' basis unless otherwise. Customar (distributors) are

asked to make a fixed Deposit before the materials of



f I’.";
their reguest are oroduced: and they would only

collect upon full parsment.

Pricing in United Nigeria Textile is cost oriented.
that 1= the cozt of procuction input to a large extent
determines the final cos:t of the wrappers. This study
reveals that in as much a3 the firm would keep the prices
of its products low, bearing in mind bprice control
agreement ., market situation, competitors’® prices. cost of
such factors as labour, raw materials, overhead costs are
s0o prohibitive that the company cannot price its products
below these costs. Still, with these prices. the company

17 strll justified because of the auality of 1ts product.

4.2 UNITED NIGERIA TEXTILES ANMD ITS PRODUCT
United Nigeria Textiles Plc produces Several types of
textile materials ranging from Real. Classic, Diamond,

Hollander Wax Lo other types of prints.

The printse produced by United Textile are considered
popular among the women who are Fashion conscicus than men,
In the Eastern part of the country, Wax 1s more preferable
while in the northern part both Wax and Prints are 1in

demand. The demand for wrappers is high in the north.
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Consumers have Rebommendad the aualitv of the United
Textile products as compared td broducts of other textile
companiss, United is considered as one of the market
leaders in the country. This has been possible because of
the high guality control emphasized by the company. This
qUality control has only been possible becauyse of the

combany’'s ability to ensure aood guality of input.
4.3 DISTRIBUTION ARRANGEMENT.

Distribution ié one.of the important elements in the
marketing mix:; and 1its importance in any organlsation
cannot be over—stressed. It helps to attract customers,
esneéially those who find the transportation of their goods

from the production point to their warehouse difficult.

Thé distribﬁtion arrangement i1n United Textiles is
optimal for their customers that is to sav that those
customers that feel comfortakble to wmake adedguate
arrangement for tﬁe physical distribution of purchased
goods can do so, bpt those who would not want the combany
to deliver the goods at their warehouses, will 1ift the

products by themselwves using thailr trucks.

Finish products From United Textile company are sold

directly to distributors wiho are financially fixed and
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these disiributors in some cases choose the designs Tor

their products. These distributors are known as
*Registered Customers®. The product sold on one avstem
channel 1is mostly taken to Kano. The privilledaed

distributors in turn Sell these textile products to other
middlemen who later sell them to retailers or consumers.
The relationship between the company and its distributors

is cordial.

Distribution of United Textile products also extend
beyond our national bpoundaries. The Ccompany receives
orders and prepares delivery docuwment in the office for the
contract wmiddlemen and individuals who may want to buy the

products. These depots are in Kano. Lagos, Onitsha, stc.

United Nigeria Textile Company has  mapped out
astrategies/warehousing, inventory and other logistic
decisions involved in moving their products from Kaduna to
the ultimate consumers. This strategy has been successful
because it is well co-ordinated and carried out most
effectively. The praducts are tied in bales of hundred
pleces and1Fhen out in six vards by the middlemen orv

retailers.

The products are grouptd into grades such as grades

*A*, B’ and *C’. A’ is 200,000 metres of cloth. “B’ is



100,000 metres of cloth and "C” is &0.000 metres and below.

It is important to no:e here that in United Textile
Company no Retailers have been selected for distribution
since all the products are usually channeled by policy to

distributor oniyv.

4.4 RAW MATERIALS OF TEXTILES

The major raw materials used by United Textile Company

are:

- Cotton lint
- dve stuff and
= varn sete

These materials are not always available and where
they are fAvailable thev are insufficient due to government
Restrictions on importation of goods. The poor vield of
cotton also accounts for insufficiency of the raw material

in the combpany.

4.5 PROMOTION

United Textile Company. promobion or Advertising 1is

considered to be of less importance. because the product it

produces does advertising itself. There i1s however, soma



element of public relation activities in the United Niaeris
Textile Company. In som: caées, the company produces and
dives out diaries and calendars some of which are produced
annually.

By the product of United Textile advertising 1tself
daoes not mean that the companvy does not undertake any
promotion at all, although there 1s some element of
promotion through its public relation strateay. it is not

affective as should be.
4.6 HINDERANCE

The first hinderance identifies in the study is the
fact the textile company has not vet embraced the
philosophy of the modetrn marketing concept which has its
cordiate points consumer orientation backed by integrated
marketing. By integrated, it means that marksating 1= a
gensral management Tunction 1s which there 13  an
intelligenl adoplion and co-ordination of product., price
promotion and place to build a Strong exchange relationship

wibth consumers.

Marketing 1is regarded in United Textiles az the
marketing manager’ s function only. It is almost 1in
1=olation of the other functional departments who co-

operation he needs to have in order to have the right



product at the right price and place backed up with the
right promotion. = | | . o

Moreover, the company has been aperating for vears
without paving attention to research aimed at improvement
and development. Hence it depends on whatever information

and designs the traders who constitute the bulk of
distributors send.
o

Government regulation is another hinderance. The

government ban on textile products has made consumers in

Migeria to prefer the imported texiile to loacally produced

ones which they claim are more durable and .Of better

L

auality than local textiles products like Uni t.edl products.,

Exchaﬁge rate is another problem to United Textile
Company . This affects the company in the sense that
textiie company 13 both capital and labour intensive. The
heavy equipmeht used by the company ara imported and
expensive at the same time, We cannot but appraciate its
high cost of production préblem.

pnother factor is thae distribution system in the
company has always beéﬁ a complex and inefficient one. The
major problem lies with the difficulty in pushing its

‘products to the markets. What is mostly practiced in Arewa



textiles and other Nigerian textile companies 1s to have
wholesalers/distributors, who in turn dispose the products
to interested dealers from where the traders eventuallwv
take them to the market. 7lhis aives room to hiagh prices of

the products by the time they det to the final consumers.

Competition is anaother hinderance. The Chairman of
the Unitved Textiles Combany had vividly confirmed the
aganeral effects on the industrv of smugaling inta the
country af forelan textile when he said that "smucaalinag
into the country of forelian textiles has been on the
increase’and the prices of goods from foreian countries
with low cost of production are still floodina the market.
posing great threats to the textile industry. This coes to
confirm their acceptance of the superior auality of foreian

made textile goods over the ones produced locally.

Poor gquality of the product 1s another problem or
hindrance. The Study has i1evealed that the textiles are
some times ofF low quality compared with those produced

abroad.

The aguality of raw cotton used i1in spinning makes a lot
of difference in the quality of the finish agoods. To a
larae extent the aquality of the Nigerian cotton contributes

to the poor quality of the locally made textiles.
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Following closely tye foreqone analvsis in thas
research study, the analyst 12 constrained to accept
hvpothesis one partially; because 1t is accepbted that the
company has formulated policies and distribution, but their
implementations do not conform with the broad policies.

hence partial acceptance.

Hypothesis two (2) s rejected as United Textile
Company does not have a well ~developed distribution network

system. 1In fact, distribution services are optimal.

However, hypotheses three (3) and four (4) are
accepted fully, because the study revealed that the
survival of the company depends to a larqe extent on the
multi-product production and high quality of the products.
which also gilves the company a differential advantaae over

ils compestitor.



CHAPTER FIVE

SUMMARY ., RECOMMENDAT IONS AND CONCLUSION

5.1 SUMMARY

The study started uwith an introduction in which the
researcher i1ntroduced the topic to be researched into. As
part of the introduction a brief review of the history was
given. the main objective for undertakina the research
study was consplcuously stated, the statement of the
problem limitations., scope of the research and the

significance ol the study were sgually stated.

The researcher went ahead Lo review some literatures
with Relevant information on the subiject matter, the
research methods used in vathering the data for this study
was discussed at length. The study emploved survey and
descriptive research mettods to gather 1ts i1nformation,
wilh specific emphasis an oral interview and direct

observation methods respectivelv.

Finally. the study analysed and interpreted the data
collected on the topic titled "Data Analysis’. This
chapter 1s said Lo be very important because 1t 1= in this

chapter that the truth of the organisation’s pricina and
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distribution policies are fully understood and appreciated.

Thie i=s where the statement of hypotheses Tormulated 1n

chapter one tested in order to accept or reiject same. This

1= followed by summarv, reccomendations and conclusion.

RECOMMENDATIONS

Having studied closely the pricing and distribution
polices of United Textiles Company., the investigator finds
it necessary to make the following recommendations for

possible improvement.

L. The investigator has established from the research
findinags that United Textile Company is very
comfortable with the position it is now as one of the
leading textile industries in Nigeria. as result no
further desire to initiate any improvement on the
existing products or carry out research on 1its
praducts ar initiate the development of new ones.
This 1s dangerous to the ordganisational survival,
because it iz presently envied by its co-competitors
who were embarking on studying jits strengths and
weaknesses wWwith a view of overtaking i1t by attackina

it in different ways.



It 1s therefore advisable that present position. 1t
should not be contented with 1ts present position and
<0 relax but instead should explore new markets.
research for new products and search for new users of
the product, review and reverse 1ts marketing strateav
and of course embark on renovation and improvement

where necessary.

It should endeavour to source raw materials locally
and improve also on the quality of the products 1t

produces.

Develop the distribution system of the company to meet
the standard of others. It 1s noted that even thouah
the company has a well distribution policy formulation
in its broad policy Formulation, 1t i1s sad that after
many decades of this policy formulation no tancible
distribution network arrangemenl to enhance effective
physical distribution of goods purchased from the
company. The researcher in his observation approach
tried to observe the traders or truck that are ready
for immediate delivery should the need arise, but saw
none at all., The fact that it is leadindg others does
not mean that it shculd overlook certain aspects of
the after-sale services that accompany the purchase of

goods and services



4, Government should intensify effort at curbing
smugalind. Textile dealers have had difficultv in
disposing of their taxtile goods and as a result most
of them still carry large guantities of stock. So.
the responsibility of curbing smuggling rests sauarely

on both the industry and the government.

CONCLUSTION

Suffice 1t to say that this study has posed a let of
challenges to the researcher in various wavs; one of these
challenges 1s that the researcher was researching into an
area where no attention has been given to by marketing

expertis.

In the course of analysing and interpretinag the data
collected, the ressarcher discovered that the company has
both pricing and distribution policies but not well
developed and implemented as hypotheses one and two stated.
Lherefore the researcher accepted the two hypotheses

partially.

The investigator alse discovered the secret behind
their survival and competitive strenath is not from pricing
and distribution policies fecrmulated from the multi-product

production they embark upon. Secondly the gquality of thear
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products which company has a differential advantaae over

others.

The researcher also uncovered that the companv does
not embark on any promoting efforts at all., this 1is
deliberate accordinag to the organisation. and the simple
reason 1s that the company has enough customers, which 1t
has not been able to satisfy adeguately, so advertising the
product again will mean inviting prospective customers it

cannot satisfy.

The company has keen competitors like Arewa Migeria
Textile Plc, Kaduna Textiles Plc and Mortex Industry. but
not withstanding the rumber of compstitors within the
industry, United Nigeria Textile Plc has a competitive
strength and as such has bean able to stand the taste of

the time in the textile industry.
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