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ABSTRACT

This project is problemsolving in nature. The
N gerian Brick and A ay Products, Kano is a subsidiary
of the N gerian Mning Corporation. The Kano Brickworks
has a basic problemof |ow sales of its products - Burnt

Bricks. The research starts with certain assunptions

whi ch could be the reasons for the |low sales. These are
hi gh price of product, failure of the product to neet the
requirements of the custoners, inadequate pronotion of the
product and poor distribution network. Marketing audit is

used as a franmework for analyzing the probl em

Questionnaires were distributed to Architects, Engineers
and Contractors who are the Decision Makers in the purchase
of such products (building materials. Interview supple-

mented the questionnaires.

An inportant finding of the research is that the
size of Burnt Brick does not satisfy the needs and wants
of custoners. The Manufacturers shoul d consider increasing
the size of bricks. Another finding is inrelation to
the price of Burnt Brick which is higher than that of bl ocks
thereby limting the sale of Bricks. A though Kano
Bri ckworks has a huge stockpile of finished products,
they are not available to buyers due to poor distribution.
The conpany should inprove the D stribution of its products

as it is inportant to the sale of products. The nmanufacturers
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of Burnt Bricks should nake the public aware of the
product and its qualities through aggressive pronotion

in the National Dailies, on TV, and through Architects.



vii
TABLE OF COWILNTS PAGE

TITLE PAGE.stsesvesneeonnonssossosassansess i
APFROVAL PAGE 44 uuuenuneesoseassossosansenes ii
BECLARATION v & snoa § 5 SEoSFIH LAGESSTHE S » iii
ACKNOWLEDGFMENTS s e e s s ossssooocs § B AR § § iv
ABSTRACT s v viosasse Swmome Kifiomamincolbiors 3 Rommunasrmonmmen xom v
TABLE OF CONTENTS........ e e vii
LIST OF TABLBS, osnsnan » x swisiatonio s awuoeiwioos 3 s viii
/-BREVIATIONS. ¢ s eovoneonsananns § CESER P B i%
DEDTONTION 5.4 3 s0ibmmmts fmmmesn/ba & e * x

CHAPTER ONE

INTRODUCTIONI..' llllll 5 4 8 8 & & 8 " "R SRS 1

CHAPTER TWO

REVIEW OF RELATED LITERATURE..¢.ev0es s eens 9

CHAPTER THRUE

THE NIGERIAN BRICKS AND CLAY FRODUCTS
COMPANY LIMITED KANOu:e:eovaveos R T 29

CHAPTER FOUR

DI‘TA ANALYSISooo-o-oo-l-oooon-ouiov--noocoou 39

CHAPTER FIVE

RECOMMENDATIONS, SUM:ARY AND CUNCLUTGIONSe e e 56

AFPENDICES.,

BIBLOGRAPHY



viii

LIST OF TABLES

TABLE PiGE
1.1 Number .f tuestionnaires Distributed 8
3.1 Discounts Given .to Buyers of

Bur‘nt I=';':LCI{S P I I B B R T R A 36
.1 Value of Jurnt Bricks Used in

Construction Projects by Respondents L2
4.2 Comparisciu of Nualities of Burnt

Bricks it Sandcrete BlocKS ececesconns 43

.3 Bricklayers in Northern Nigeria eeeses L6



N/s -
NpC -
NIMCO -

ABBREVIATIONS

Nigerian Standard for Bricks wiiich is
250 x 120 x 60 mm in size,

Nigerian ilining Corporation.,

Nigerian liining Corporation.

ix



To My Sister Halima,



CHAPTER ONE

1.1, ~ INTRODUCTICN

The Brick Industry plays an important role in the
development of Construction Industry in most of the

countries in the World. This is true in Nigeria as well,

The Njigerian Economy will benefit immensely if the
brick Industry is properly set up and fully patronized,
Importation of cemat, which is among the commodities
draining the Nation's economy because of its insatiable
demand, will be reduced to bearest minimum, Besides
machinery and source of energy, clay and water are the
only essential materials required for making bricks.
Nature has blessed our country with inexhaustible deposits
of good clay suitable for making bricks and- other clay
products. Hence a study of this Industry is a worthwhile

effort,

The Nigerian Construction Industry is dorminated by
Sand-crete blocks. The Brick Industry solely process
local raw materials and produces a variety of gproducts like
load~-bearing bricks, decorative bricks, decking pots,
pavigurs and facing slips. The quality of clay products
has been acknowledged and recognised for centuries all over
the World, Their durability, strength, fire resistance,
reliability and beauty make them excel favourable any other
feasible alternative in the building Industry. Clay Bricks
could provide up to 60 per cent of all the structural

materials required at low cost.



(b) - Price of Products may be too high in view
of quality and service provided, and also

in view of competition.

(c) = Channels of distribution = Outlets selected
may be maldistributed for reaching prospective

customers,

(d) - Promotion: Message carried to customers by
Salesmen, adverts and other methods may fail

to communicate effectively.

(e) = Organisational (Internal) Problems - These
may include poor organisation of the company
itself, so that there is no coordination
between the various departments; poor motivation

of the workers and financial problems.

1.3, Problem Analysis

Marketing audit will be used as a framework for problem
analysis, Marketing audit involves a thorough evaluation
of the company's marketing philosophy, objectives, policies,
tactics, practices and results, In cther words, marketing
audit is used to evaluate overall marketing strategy of
the company, Overall marketing strategy is a cocrjosite, by
blending various inputs (products, price, channels and
physical distribution and promotion) in different combinations
to achieve given outputs (i.e. objectives such as market

share, targeted return on investment, etc.)

-



Product guality relates to qualitv of raw materials
used, production process, quality control during production,
packaging, nrice of the product, durability of the product
in use and the buyers expectation and appreciation. -
In general, quality is high or good to the extent that any
of the aboive factors is good. Product size is an important
feature of nroduct design. To improve sales, the marketing
department must determine consumer need with regards to
size, There is the need, therefore, to forecast the future
nature of the environment and congumer desires to predict
what products the market may demand - in terms of quality,
size, packaging, etc, An Important prerequisite to product
design is the assessment of established competitors products.
If the products of competitors are of better quality, style
or size, then the problem of marketing inferior products

in relation to competitorg' arises.

Price making in marketing plays an important role in
the ultimate sale of the product, High priced low quality
products do net sell, especially if there are other better
quality preducts of competitors, which are of low prices.
Pricing products above the market results in low sales,
High sales can only be achieved 1f the product is sufficiontly
differentiated in thé mind of the consumer., This c¢ould be

in the form of styling, special services, etc.

The company should provide consumers with n convenient
means of @btaining its vroducts. The marketing manager
must analyze alternative channels in the 1ight of consumer

needs in erder to de¢termine optimum channel or channels
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for the company, The products of the company are bulky
by veolume and because of this, the cost of transportation
forms an important factor as far as the customer is
concerned, Long distance transportation can also cause
breakeages which further adds to the cost of the product,
Therefore, how the company handles distribution is a very

important issue in the marketing of the products.

Promotion is a key element in marketing strategy.
Prospective custo mers must learn about the productst “
distinctive want-satisfying characteristics and its
availability. Promotion should establish and maintain
communicaticns with the target market. Success will not
be achieved by the marketing department of Kano Brickwarks
if it is unable to secure strategic placement of its
products, unless it con get customers to take the initiative
and come to it. Strategic placement however, is only a
prerequisite to success. The products can be ideally
leocated and yet fail to get customer acceptance for any of
many reasons. One of these reasons might be that customers
are unaware that the products exist or can be obtained,
Another reason might be that potential customers are not
acquainted with the benefits or advantages of the product.
And still another reason might bhe that customers have not
been convinced that they need the products. Part of the
marketing department's Job is to find some means of
comnunicating with potential customers for the purpose of
acquainting them with choracteristics of the products and

of informing them as to where they could be purchased.



1.4, Objectives of the Study

The obJjectives of the study are to find out:

a = Whether the product (clay bricks) fulfils
the requirement of the customer in terms of
specification and quality,

b = Whether the pricing is competitive

¢ = Whether the distribution strategy is effecient
enough to enhance sales,

d - Whether the promotion scheme employed by the
company is adequately doing its job of arousing

awareness for the precduct and leads the customer:.

through the processes which end in the buying
of the product,

1.5. Scope of Study

The study is on the marketing of Bricks by Nigerian
Mining Corporation Brick 2nd Clay Products Companie s,
There are seven of them, located in Jos, Kano, Kaduna,
Enugu, Ibadan, Lagos and Maiduguri, All the seven Brick
Works are of uniform sgize, design and cazpacity, They are
similarly ocrganised and conduct similar operations in
production and marketing. - The marketing manager of each
plant is answerable to the Manager, Economic and Marketing,

Nigerian Mining Corporation, Jos.

Kano Brick and Clay Product Company has been selected
for the case study. This is mainly because it is near
Zaria and because information obtained from it is
representative of all the other Brick and Clay Products

Companies,
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The study concentrates only on the mnrketing aspects
of the orgaenisation, Hence the scope and analysis is limited

to the marketing of bricks.

1.6. Mcthodology

Primary and sccondnry sources of data were used in the
study. Primary source constituted the major source and
involved personal interviews and administering of

questionnaires,

The purchase decision in thelbuilding materials
industry is made by the Architect or Engineer and the
Contractor, who is also the user. The Architect Specifies
the type of building materials to be used and the Contruactor
selects the brand of material he wants to use. The role of
the client (¥ndividual or Firm for which the building is
being made)é%ge purchase is minor one, More often than
not, hig decisgion is influenced by the Architect or

Engineer or the Contractor.

Three sets of questlonnaires were used in the study.
One set for Architects/Enginecrs, (Avpendix 1) another for
Contractors {(Appendix 2) and yet another for the Marketing
Manzager Kano Bricks and Clay Products Company. Fifty
questionnaires were distributed to Architects, Enginecrs
and Contractors in Kano, Zaria and Kaduna. A breakdown

is given below:=-



Table 1.1

Number of Questionnaires Distributed

Towns Architects | Engineers | Contractors| rtotal
Kano 10 5 5 20
Zaria g 5 15
Kaduna 5 5 5 1
TOTAL 20 15 15 50

The questionnaires were personally administered so

that certain points were clarified where the need be.

The opinion of twenty individuals on Bricks was
sought by the interview method. They comprised of civil
and public servants and the self-employed. These individuals
were randomely selected, based on the Jjudgement that they
would serve the purpose in the study. Sales Managers of
ten Sandcrete Block Manufacturing Companies were interviewed

to mAbtain information on their marketing activities.

1.7. Limitation of the Study

Internal secondary data was not maintained in a
manner that would have allowed the researcher to tap their
full potentials, Most of the data (e.g. sales figures)
were scanty, The sandcrete block manufacturers did not
have organised marketing programs. Data collected were
got through interviews, Thus a proper basis for comparison

was eliminated.,



CHAPTER TW

REVIEW OF RELATED LITERATURE

SECTION 'A!

2.1, Marketing

Marketing has been defined as "the development and
efficient distribution of goods and services for chosen
consumer segment."1 The objective of marketing is to
create consumer satisfaction. A firm's ability to produce
a quality product does not guarantee that it will achieve
success, To be successful, products require effective
marketing, based on a thorough understanding of what
consumers want and need., Therefore, marketing is a

primary function of an organisation,

Marketing Decision Making can be conveniently
classified into four strategies namely: Product, Pricing,

Distribution and Promotion.

1. Product Strutegy

Planning efforts start with the choice of products
to offer the market, pricing, marketing channels
and promotion are all based on product planning.
The economic Jjustification of the firm's existence
is the production and marketing of want-satisfying
prcducts, A product is a combination of physical,
service and syrbolic attributes designed to produce

consumer want - satisfaction,

1. Kurtz David L and Boone Louis E, Marketing (1981)
The Dryden Press, New York, p. 6.
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2.7,

Product sirategy involves decisions on, among others,
packaging, branding, product-life cycle and the development
of new products., It also considers the satisfaction of

all consumers needs in relation to the good or service,

a = Packaging ~ Packaging is an important part
of the total product. Apart from providing
physical protection for the product, it also
promotes it, Packaging, for some products,
represents a major cost e.g. canned foods.
Packaging makes handling of products more

convenient.

ba=~ Branding - Firms use a brand to identify their
products and to differentiate them from
competitors' products. Branding is important
both to the Consumer and the Manufacturer. For
the consumcr, it allows repeat purchases of the
same product since the product is identified
with the name of the manufacturer. For the
Manufacturer once consumers have been made aware
of a particular product, its appearance becomes
further advertising. Well-known brands also
allow the firm to escape some rigors of price

competition,

¢ = Product Life=Cycle ~ The concept of product lifew
cycle is an important part of product stratcgy.
Products go through four stages: introduction,

growth, maturity and decline before their dealh,
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Introductory stage - At this'stage. stimulation
for demand of the product is the Firm's obJjective.

Since the precduct is not known te the public,
promctional campaigns give information abcout it.
Campaigns may be directed towards middlemen in the

channel to induce them to carry the product.

Growth stage = Sales increase rapidly as new
customers make initial purchases and old ones
repurchase the product. Substantial profits are

realized, and competitors attracted into the market.

Maturity stage - Industry sales continue to grow

during the early part of this stage, but eventually
reach a plateau because potential customers have been
exhausted, Profits decline as competition intensifies,
There is heavy promotion to emphasize differences
among competing products, Available products exceed
Industry demand, Competitors cut prices in an attempt

to attract new buyers.

Decline stage - In this stage, innovations or/and

shifts in consumer preferences bring about a decline
in Industry sales, Profits decline and in some cases
become negative as sales fall and firms cut prices.
Manufacturers gradually begin to leave the Industry

in search of more profitable products,
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The product life cycle concept allows the marketing
decision maker to improve planning, It gives insightd
about developments at the various stages of the
products life, e.g. promotional emphasis should shift
from product information in the early stages to brand

promotion in the later stages.

d = New product development = New products are products
new to the company or to its customers, Innovations
may involve pakkaging, or may be an initiation of
competitive products. Product innovations ore
necessary because of the dynamic nature of the
Business environment, The first step in new-product
development is organisation, This may involve the
appointment of new product committees and the
establishment of new product departments. The next
step is the development of new products, which
consists of six stages: Idea generation, screening,
business analysis, produce development, test marketing

and commercialization,

2. Pricing Strategy

"Pricing is the exchange value of a good or service;
and the value of an item is what it can be.exchanged for in
the market place."2 Most marketers have the initiative for
proposing prices and they can vary them to the extent that
they can differentiate their products in the eyes of the

buyer,

2, Kurtz David L. and Boone Louis E. (1981) Marketing., The
Dryden Press, New York, p.320,.
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There nare several factors influencing pricing

Decisions. They are grouped into internnal factors and

envirgnmental factors,
Internnl factors - under this group are:-

a = Company QObjectives = Pricing objectives should
derive from company objectives, Pricing policies
shnuld be consistent with pricing objectives and
pricing strategies should be in alignment with

both pricing policies and pricing objectives.,

b - Product and market factors - stage in product
life~cycle determines the amount of discretion
management has in making pricing decisions,

In the initial stage, prices may be set high to
skim the market, or low to achieve significant
market penetration quickly. During growth and
and early maturity stages, price reductions by
competitors becomes a factor for securing market
expansion. If a marketer succeeds in differentia-
ting his products an oprortunity may exist to get
customers to whom product differences are more
important than price, Competing on non-price
basis depends not only on the amount of product
differentiation but on its relative importance

to the potential buyer, Customer buying hzbits
also influence pricing. Products purchased
frequently by customers are sold profitably by
middlemen at low mark-ups because of rapid

inventory Turnover.
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¢ = Marketing channels and distributicn policy=- the
particular marketing channels used should be
considered in making pricing decisions,
Specifically gross margins expected by middlemen

should be considered.

d = Promotional Strateéy -~ If massive advertising
campaigns are used by the manufacturer, he will
probably allow middlemen less than their normal
gross margins. If, on the other hand, the
middlemen carry part of the burden, they will

expect preater than their normal gross margins.

d = Cost Considerations - Prices and costs are related.
Sales revenue should cover costs. Usually the
marketer should firet estimate the prices he can
obtain for his products, taking intoe account the
nature of demand, competitors position, promotion,
ote. Then he works backward tce make products

suitable to such priceés.

Extcrnal influences include competition, Economic

Climate and Legislation and Governmental pressures,

3 - Distribution Strategy

Distribution is concerned with the various activities
necessary to transfer goods from the producer to the consumer
Or usere.. IThis includes physical activities such as
movement und storage of geods as well as promcotional legal
and financiasl nctivities involved in the transfer of ownership.
Distiisution consist of beth chennels and [nysical

distrihutien, Therefore,
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a = Channel of Distribution - This is also known
as marketing channel, and has been defined as
"a path traced in the direct or indirect
transfer of title to a product, as it moves

3

from a producer to ultimate consumers or users,”
Independent Business firms who assist in the
task are called channel members, middlemen or
intermediaries. The process of distributing
goods and services from the producer to the
final buyer is an essential part of marketing.
The manufacturep must consider the interest of
buyers and middlemen before making decision on

marketing channel,

Middlemen are considerd by manufacturers as extensions
of their own sales and marketing organisations because if
there were nc middlemen, their own sales organisations would
have to perform all the functions of middlemen, Consumers
and Industrial Users consider middlemen direct scurces of

goods and points of contact with producers,

Merchants and Agents - All middlemen fall into two broad
classifications: Merchants and Agents., A merchant middleman
takes title to and resells merchandise, while an agent
middleman negotiates purchases or sales or both, but does

not take title to the goods. The merchant always both buys

3, Cundiff, E, W, and Still, Richard R (1971) Basic

Marketing: Decisions, and Strategies, Prentice Hall,
Inc., Egalewood Cliff, New Jersey, p. 271.



and resells, while the agent may specialize in negotiating
either buying or selling transactions. Retailers and
Wholesaler ~ Mlddlemen may also be grouped into two other
major categories = retallers and wholesalers., A retailer
is a merchant, or occassicnally, an agent, whose main
business is selling directly to ultimate consuner, A
Retailer sells in significant amounts to consumers: Wholee
salers buy and resell merchandise to retailers and other
merchants and to Industrial; Institutional and Commercial
Users, bub do not sell significant amounts to Ultimate

Consumers.,

Marbcting channel alternatives in commch use include

the following:-~

i = hanufacturer to Consumer or User
1i - Hanufacturer through Agent lMiddlewmen to

Consumer or User,

1ii - Manufacturer to Retaller to Ultimate Consumer
i§ - lianufacturer to Merchant Wholesaler to Retailer
to Ultimate consumer,
v - Fanufacturer to Merchant middlemen te Industrial

User,

There are several factors affecting chan..el choice.
These are:
a = The Product -~ Product characteristics determine to
some extent the way it is distributed, FPerishable
products must be sold through shorter channels, so

also highly technical products, Highly standardized
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products often should be markcted through long and

complex channels,

The Market - Most important aspect is Customer buying
hebits, Size and locetion of the market are also important,
‘hen there is a very large number of customers, a
ianufacturer is likely to need at least one layer of

iriddlemen.,

I'enufacturer - Finoncial strength, need or desire to
control the product's sale to end-buyers also affect channel
length, The reputstion of the company or its products are
considered by middlenen before taking on a product,
i.iddlemen are willing to take well=known products but

hesitate to take unknown products by unknown manufacturers,

l.iddlemen = Marketing channels are sometimes dictated by
n:iiddlemen available, A manufacturer may be restricted in
his choice of chaunel by the availability of particular
iniddlemen. Choice is also affected by the cost of using
different types of middlemen relative +to his own sales aond

profit goals.

b - Physical distribution - this involves a number of

related activities, most important of which are
inventory control, storage, transportation, materials
handling, ordcr size control and order processing,

In managing physical distribution, marketing management
seeks to maxiwize the utility or economic value of its
products by getting and having them where they are

wanted and at the time wanted, at reasonable cost,
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Transportation and storage decisions are very much

influenced by competitors operations,

Monufacturers must try to obtain optimal performance
of the total distribution system by finding effective ways
of coordinating inventory policies and practices with those

of other channel members.

Promotional Strategx

Successful promotion is an essenti-l ingredient in
marketing strategy. Promotion should est-blish and
maintoin communications with the target morket, Communicatior
requires a sender (or source), a message ana a receiver,
Unless 2 sender's message is received by someone, no
con. unication takes place, If it is to acliieve its objective,
a marketer's promotional message must be received by those

who moke up the target market,

There nre several ways of promotion, These include,
among others, Personal selling, Advertising, packaging,
bramiing, Direct Mail, point of purchase display, premiums,
sampling, trading stamps and couponing, Bcth in terms of
impact upon market demand and expenditures involved, the
most important promotional methods are personal selling and

advertising,
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Personal selling ~ Fersonal selling secks to pair

the right products with the right customers. It
involves the interpretstion of product and service
features in terns of benefits and advantages to the
buyer, and persucding.the 5uyer te buy the right

kind and quality. Yersonal selling, plays an
important role in morketing even the most advertised
and otherwise promoted products. FPersonal selling is
potentially the iost effective and the most costly
promotional method, There is maximum spportunity for

feedback in persomal selling,

fdvertising - Advertising 1s an impersonal method of
comnunicating mecss.ges to prospective buyers.
Messages are trousuwitted to large numbers of potential
receivers, There is a wide choice of messnge medin =
riewspapers, Maguozines, radio and Television, One
weakness of ndvertising is the difficulty involved in
obtaining accur:te feedback to evalumte message
effeoctiveness, ‘dvertising costs ore r:latively low
per preomotional message recelved. The role most
effectively served by advertising is to acquaint
potential customars with the product and its strength
s0 that they wlll be more favourable disposed when

they come to buy tThe product.



2.2, Markcting Audit

Product strategy, Pricing strategy, Distribution
Strategy =nd Promotional strategy are inputs for Overall
Marketing strategy., These are blended together in different
combinations to achieve stated or given outputs (objectives,
e.g. market shere), Marketing audit is used to evaluate the
overall marketing strategy of a company., Specific inputs and
desired outputs, changes in company and competition are
factors which make overall marketing strategy dynamic in
nature, There is a need, therefore, for a systcematic basis

for controlling and evaluating overall marketing strategy.

While thc control process for marketing esscatially
asks: Are we doing things right, the marketing audit extends

the question to: Are we also doing the right thing, Thus

marketing nudit is a continuation of the control process,

Audits nre applicable to all organisations -~ large or
small, profitable or profitless, profit or non-profit
oriented, Audits are particularly useful when they are

performed for the first time,

The Kotler audit of markefing effectiveness: Philip
Kotler has devised a checklist to measure marketing

effectiveness, This is based on five variables:
1 = Consumer Philosophy - This is a guide to check
if wanagement acknowledges the primacy of the
market place and of customer needs and wants in

shaping company plans and operations,
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Integrated Marketing - Is the Company organised
ahd staffed in such a way that it will he able to
carry out warketing analysis, planning nnd

implementation and control?

Adequate Mdrketing Information = Doca management
recelve or seek the kind and quality of information

reguired to conduct effective marketing?

Strotegic Orientation = Are there innovetive
strategies and plans for long run growth and

profitability of the company.

Operational Efficiency - Are marktting plans
implemented in a cost-effective .panuer, and are the

results monitored for immedinte corrective action?
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SECTION 'B!

2.3. Manufacture of Burnt Clay Bricksh

Burnt Clay Brick may be described (whether solid or
with perforntions) as made of clay and fired at 900 to
1080 degrees centigrades to achicve ceramic bond among

clay components,

Burnt Clay Bricks are manufactured generally as per the
following process consisting of six steps: clay selection,

preparation, forming, cutting, drying, burning and cooling,

1 = Clay Selection = Clay is dug, stockpiled and
mixed (to improve work.bility) outside the plant,
The selected cluay is tronsported to the plant and

tipped inte 2 box-feedor,

2 = Preparation - A little woter is added to the mix
in the box-feeder, The final mixture is then
crushed and tipped into a conveyor belt leading
to the wet pan mill, The clay is again mixed
with water and further homogenised. The homogeniscd
clay passes through thc perforated base of the mill
on to another conveyor belt which carries it to the
fine roller mill, Plastic clay passes through a
narrow cylinder slot which further grinds it into
the double shaft mixer., The clay is further
homogenised and humidified (if necessary) by
addition of water, A conveyor belt then carries

the clay to the forming section,

L. ET-Rufai, N. A. "Eomparativc Cost Study of Cigf_ﬁricks
and Precast Concrete Blocks,® Unpublished Undergraduate
Progect. Department of Surveying, A.B.U., Zaria, 1980,

pp. - 1Cl
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This takes place in another double
er with a vacuum chanber where the
e-aired and dropp ito the extruder

esaes the clay to the desired brick shape.

The extruded columm of clay is cut into

'd brick size as it pa t hrough the cutter,

ig - Bricks are placed on pallets and noved
..n el evator which takes themto the drier,
dryi ng chanber has a twin fan and both hot and
Ld air danpers. The bricka arc dried by a hot air
rapper fromthe kilns and fromo hot air producer.
The bricks are first grad , cehydrated for sone

hours to avoid warping and cracki ng.

Burning - After drying, the bi icks at-: taken to
the kilns for burning. The burners use a cheap
by- product of crude petrol wn distillation as
fuel. The burning is fed by the conti nuous supply
of oil and acid into the kiln until the required

tenperature is checked by rt-ocouple unit.

Cooling - The bricks are colled by opening the
doors of the kiln tunnel to allow cold air to
rush in. As it cools the bri s the air becones
hot and is trapped by a devic d sucked to th
dryi ng chanbers of the plant.
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3 - Forming -
cure of Bricks is capital intensive, requires

shaft mix
clay is (:bour and extensive management, It requires
which pr¢ 2F¢2 equipped with conveyors, driers, kilns,

acture of blocks, on the the other hand, is

L = Cutting jiper capital or lobour intensive, ‘he plant

requIIBCquire the elaborate building of production

" Juired a brick manufacturing, Blocks c-n be produced
site of building, thus eliminating haulcge costs
to -
1t in brick manufacturing,
The

CCet us now sce how sandcrete blocks are produced,
t

. Manufocture of Sandcrete Blocks

The process consists of three stages: Proportioning

fand mixing, wroulding and curing and hardening,

1 = Proportioning and Mixing - The¢ materiszls needed
for the production of Sandcrete bloclie arc cement,
sand and water, Theseaare mixed in the following
proportions: 50 kg (by weight) or 1.00m3(by volume)
of cement, 530 kg or 6.00m3 of sand and =ome
amount of wnter necessary to produce o workable

mix,

2 = Moulding = The block mould first vibratcs and
cons0lidates the concrete before moulding, It is
povicred either by electricity or pntrnleuﬁ. The
concrete is poured into the mould and Tie wet
block is received on a timber pallet cbout three

minutes later,
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3 = Curing and Hardening - The loaded pallets are
carefully moved to a large, mechanically
ventilated room, They are placed in rows with
a 100min minimum space between thems To effect
curing, they cre sprayed with water, They are
left for sbout twenty one days to allow for

hardening and drying,

2.5. Advantages of Clay Brigkss

Clay has bocn a treasure to mankind from the beginning
of civilizatiun, Most of the major buildings of significance
in the world todaoy were built with this materials., An
example in Nigceriz is the Gobarau Minaret in Katsina, which
was estimated to hcve been built in the 15th Century, It is
15.5 metres hisgh snd stood unrepaired for over 400 years
before it was put in its present use as a Museum, Clay serves
as the key ingredient providing shelter to about 50 per cent

of the world's popul~ation,

Clay bricks have various advantages, some of which are

durability, s-fcty, comfort, economy and beauty,

Durability:-
Bricks hove been proved to survive the rigours of
thousands a yecrs, and it is one of the sources thrcugh which

historians tod:y trace early history of man and often

5. MNuhu, S, “ircblems and Future Prospect of Brick Industry
in Nigeria.," Unpublished, Nigerian Mining Corporaztion,
Jos,
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visualize bis mode of life, Here in Nigeria almost all
the brick buildings constructed in the early p-rt of the
century cre still standing in their original colour,

beauty and strength, The high load bearing capeacity of
bricks provides the ease of making major =lt.rations and

building more storeys on top of them,

Safety:~-

The volue of brickwork as a security ag-inst fire has
been recopi:ised for centuries, The Great Firc of London
gnve impctus to the use of brickwork as such a safe-guzrd,
In the seccond world war, steel construction w:s fregucntly
damaged with nearby brickwork largely unaifected, The use
of locally made clay pots for cooking is a simplc example
of resist:once znd non=-combustibility of clay, '‘he bricks
produced are being fired to a tempercture of ~Lout 1200°C
for about 90 hours including pre-heated in the kiln,

The bricks thus attain much more hcat then the ordinary

fire provides, Bricks are not easily susceptible to thermal
and moisture movewments that usually cause cracks on walls,
Bricks weight less than sand-crete blocks, thcrcfore the
foundation of ~ structure¢ made with bricks c-riics less load
than a similar structure of sand-crete blocks, Consdquently,

there is lcss risk of having » depression on the foundation,
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Comfort: =

Cloy bricks are comfortable in that they arc good
insulctors zgainst air-borinc sounds, heat and cold., Bricks
regulote the internal temperoture of the building upon
previliing weather conditions, This can be testified in
Mud~houses, which are cocl in hot weather and warm during

the cold season,
Econoiy -

Clay bricks are econouical to the Nation, The mntorials
reguli” for making bricks, boesides machinery, are clay,

wrter - cnergy. Raw motorials do not hove to be imported,

2.6, Ouher Clay Products

Zesldes Bricks, many other clay products are produced

in otlhivr countries of the world,

Thie American Brick Industry for cexample is expuriencing
a growth ¢yele  that may be unprecedented in its history,
Folloving it are a variety ol other clay products which a
sclect swunber of companies continue to produce profitably,
These procucts have a growing profit potential for clay

product vroducers.

The dirst of such products is the thin brick or brick
slic.s, VFilrms producing tiis product are finding a market for
it, ‘M- brick slices are used as exterior cladding material
ang n duterior adornment, fuch like the thin bricks,
extrunisl clay floor tile nad split tile are growing in

popul. »ity,., Americnns arc now moving back to the basic
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carthh tones and away from the sterile look of concrete,

A third product is the clcy pipe, which is literally as

old s the hills, Contractors are going back to clay pipes
a5 They discover that its clternatives do not do the job

as wcll, Another product is the clay roof tile., One of the
mogt oncient of building materials, clay roof tile lies

a sleceping grant, ready to revolutionize the American

building scene,



CHAPTi.R THREE

THE NIGERI . EKICK /ND CLAY PRODUCTS LIMITED, K'IO.

Before oing into the operaticns of Kano Brick Works,
it will be usciul to give some general inform-ticn related
to the est-blishment of Nigcerian Mining Cornor-~tion (NIMCO)

Brickworks,

3.1, Intrcduction of Fired-Brick in Nigeria

In the ¢rrly colonial days, the colonists took cognisance
of clay us. . by our local builders., Clay was uscc to build
public officcs ond Governuent Residential houscs, The
quality was i.proved beyond the traditional by {iring the
dried hand moulded brick with firewocod as was the proctise
in Western .lurope and other Asiatic Countries, Lome of
these buildin s cean be seen in former provincial headouarters
in various g rts of the country, Examples incluic the
Borno Native “uthority Treasury built in 192L; CGoncral
Hospital :t¢di ururi, built in 1929; Kaduna First .in;istrate
Court, built in 1920; Main Post Office Enugu, built in 1920;
P and T Staii quarters Enugu, built in 1941,

Latcr in the years, brick laying was intro’uced in our
local schools, This started the beginning of cur modern
building iniustry, With the introduction of cencnt in the
constructioi: field and the improvement of gleobsl transportation
system in culLsequent years, clay bricks were thrown out by
the cclonists, Cement, an imported substitute, tock over the

lead in the construction Industry.
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The corly Civilian Administration as well 2s the

Military wcre not able to reshape our constructicn industry
even at the period when Industrialized Nations were striving
for economic survival in the early part of the 70's, This
was as a rccult of the energy crisis and drought which
resulted ir heavy inflation., Ironically, it was within

this period that oil boom wns at its peak in Nigeria,

A five year development plan wes launched, Each state
and the roderal Government strived to accomplish all the
projected dcvelopments, As a result, the Nati:on became a
treasure house for many exporting countries, At one Stage,
the Nation hed to pay millions of Nanira as deuurroge to
foreign shipping lines due to over-congestion =t our ports,

The major cruse of this congesticn was cement,

In 1975, as result of the staggering economy, the
Military .duinistrztion resorted to exploring all possible

ways of utilizing indegenous resourccs towards building the
Nation nnd stebllizing the economy. Industrialis:tion,
self-dependency =nd sufficiency on raw-matericls ond high

and low l.vcl manpower in all tichnological ficlds were given
attention -na placed on priority list, Many prrastatals

were established, =nd existing ones reactivatcd and financed.
One of such bodies is the Nigerian #lining Corporation, with

its headguorters in Jos,
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3.2, The Nigerian Mining Corpor-tion

This was established in October 1972, under Decree
No. 39, Its functions are to explore, prospect , mine,
process, purchase and sell minerals of various kinds
accuring in Nigeria, other than Petroleum nnd Cozl, It can
also purchese or otherwise acquire or take cver eny asset,
business property, contract, right, privledge obligation
and liagbility of any ccmpany, firm or person in furtherance
of the business engaged in by the Corpor=tinn in addition
to othoer powers confered to it for giving full effect of
the decree. Apart from the Brickworkds, M.C is working

on five other projects,

Thrcugh the NMC, the Government has taken a firm decision
to make greater contribution to, and play « more vital role
in the nining Industry with the aim of achieving economic
control of an arcva of activity crucial for the rapid

transformetion of Nigeria into an Industrial Stotes

The important objectives of the Nigerian fining

Corporntion are:-

(1) To promote the diversification of our primary
mineral products through extensive geological
exploration and mineral beneficistion appraisals,

(?) Encourage the development of mincral resources

for the naticnal economy.

(3) Secure the conservation of mineral rcscurces
through research into efficient cxtractive

methods and wider =2pplicaticn and use,
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The Corporztion was also requircd tc:

(=) Supply raw materials for Domestic Industries.

(b) Meet the country's requirements of mineral
substnances.,

(¢) Provide better and cheaper w-turicls for buildings
and road construction,

(d) To compete effectively for a foir share of world

trade in met21ls and minerals,

NMC is a corporztion from which th. Federal Government
expocts very much in terms of concretc and dynamic contributicns
to the economy and manpower development of Nigeria., The
esteblishment of the NMC marked an importont turning point in
public policy in Nigeria, with regard to the general conception
of the role of the Govcrnment in coma.rcirl exploitation of

Nigeria's solid mineral resources.

3.3. Brickworks Projects

In 1975, thc then Military administrstion assigned the
NMIC tec investigate clay deposits in HNigoria and report its
findings on their suitability for manking bricks and other clay
products, Intensive Geological Surveys were carried out in
each state of the Federation, and the Corporation was able to
identify at least one area of good clay deposit for brick
making in ench state. These investigations were carried out
in areas closer to the state capitals, for easy meeans of
getting electricity, water and other m. terials and facilities

when setting the factories,



33

NHC wos directed by the Federal Governsent to
cstablish scven brick plants one ench in Jos, Kano, Kaduna,
Lnugu, Ibodan, Maiduguri and Lagos on first phase, Others
were to be established later in ench of tho roucining states,
Recently, the Federal Government approved thoe estoblishment
of a frcitory at the Federal Capital, The plrnt will have

an annunl output of 60,000,000 normal size bricks,

All the seven plants are of uniform size, design =nd
capacity, The life duration of epch plant wos put at 30
years with cn annual ocutput of about 15,00,000 normal
bricks or its equivalent when fully operstionsl..This figure
is estimnted to produce about 600 medium size 3 - bedroom

bungalows,

Ecch plant is registered as a limited 1i-bility
company undcr the name of Nigerian Brick nnd Clay Products.
E~ch hae its bhoard of Dircctors and a Chicef xocutive,
The Fedor-l Government has given each state the option to
purchase up te 25 por cent equity share in the company located

in its aruao,

The brickworks 1s a bold and imnginative project,
1.0 comerption, creation and realisation of ¢ netional
building orgrnisation is a matter for nationsl pride in any

country thrcvughout the world,
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3.4. Kano Brick Works

The Nigerian Clay and Bricks Products Company, Kano
is siturted in Bagauda, 52 kilometres from Kano, This
location is important for raw material (clay), The size
of the clry pift is over 100 hectares. Although it was
commissioncd in Februsory 1982, the plant started svoduction
in 1980, As stcoted ezarlier,, ... .,
full producticn cepacity is about 2 miillion bricks in N/S
equivalent per annum, However, only sbout 3,6 million bricks
in N/S equivelent were produced in each of the last four

yeors.

Goals and Objectives

1 = To prospect and utilize natural resources for construction
parposces with the view to save the Natisn's foreign
exchange,

2 =« Advertisc the products, and convince prospoctive users
on thelr durability and econoumic viability,

3 - Make the products as cheap as possible to be within the
reach of the common man, The price of the products
must compete favourably'with cement products,

I, - The company must run profitably,
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Products

The company produccs four types of nroducts. {see
appendix I for the different types of products and their

prices)}, These ares-

a = Load=berring bricks used for construction.
b = Non load - bearing bricks which —r¢ wused in
screening and partition walls,
¢ - Decorative bricks used for dcuorative purposes
and screening walls.,
hd -~ Special products used for paving floors, covering

concrete lintels and facing of wells in

Architectural finishes,

Raw materinls {clay and water) for the products are easily
available around the plant, High quality of products is
ensured by carrying cut dally ftests on the row materials and
the finished products. Clay and wator for blending are
tusted daily to determine the consistency of the mineral
compesition and plasticity of the clay., Tests are also
corricd out to confirm that the: raw matericls do not have
soluble substances that are likely to bo detrimental to the
desired quality of the finished products, The homogenelty
of the admixture is congistently maintoined and controlled,

s rlsc the preparaticn, torming, drying ~nd firing processes
kn order to achieve uniform size, shone, strength and colour
of the finished preducts. At least three bricks (from top,
middle ~nd bottom) cut of each kiln {oven) chamber are tested
in the laborstory to determine their weter absorption, weight,

sizy ond load=-bearing capacity.
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Products are designed leccally in the plant workshop
by special designers, Designs are also made to the

specific~tions of customers,

Pricing of products is coste-oriented, The prices
of decorative bricks are higher than those of building/
engineering bricks, Sc¢lling is on cash and carry basis,
no credits are allowed to customers, The following discounts
based on v:slue of bricks purchased, are given to Direct

buyers zod Listributors,

Table 3.1

Discounts Given to Buyers of Burnt Bricks

Value of Bricks (i) Discount (%)

1,000 - 2,000
2,100 - 3,000
3,100 - ki, 700
4,100 - 5,000
51000 and :bove

nmi & w N

SOURCE: Merketing Department, Nigerian Brick -nd Clay
Freducts Limited, Kano,

Ther. hzvc been no profits since the compony started

production in 1980, The company has been ruming at a

loss,
Promotion

The marketing menager of the cumpany considers promotion

very importsint to the marketing of the company's products,
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fdvertising is the most import-nt method of promotion
uscd, The products are advertised in National Dailies, on
Billboards and in pamphlets which arc distribﬁtcd to
custumers. The beauty, reliance, comfort, durability,
strungth and economy of Burnt bricks «<ro poeints emphasized
in the advertisements, 0One basic advertisements is used
in the dailices, pamphlets and on Billburrds, This coloured
advertisement illustrates attractive Brick houses and
persuades the public to build with Bricks (Appendix §).
Swrvices offered by the company to cust mers are listed

as pert of the advertisements,

There are only two salesmen employed by the company,

Perticipation in Trade Fairs, Personnl contacts and Building

somple houses in Bricks are other forms of promotion used,

Distribution

The company sells its products dircct to customers and
through agents and dealers. Direct s-las has the highest

gales figure,

The ccmpany assists its Distributoirs in various waysi-
a = Through advertisements = Nam:s snd addresses of
the distributors are printed on the advertisenents,
b = Distributors are provided with promotional materigls
like singlets, stickers, caleoadirs and address
books. They are alsu assisted in personal ccentacts,
¢ = Distributors are given a 5% commission to encourage

them to carry the products of the company.
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ORGANISATION

ORGANISATIONAL CHART (WITH REF<RENCE TO MARKETING
DEPARTMENT )

WORKS MANAGER

—~—— CONFIDENTIAL SECRETARY

3"LES/MARKETING PRODUCTION | [ACCUUNTS ADMINISTRATION
MANAGER MANAGER AN/GER + MANAGER

Bl

| |

s/.5s | [ MAsoNs/ 3 [
cLERK || BRICKLAYERS| | SUPRITENDENT

.The Nigerian Brick and Clay Products Company, Kano is
under the contrcl of NMC, which is owned by the Federal

Government,

In theory, the marketing departmc:.t is answer~ble to the
works Manager at the Kano Brickworks, but in practise it is
not so. The Markcting Manager is under the Assistant
General Manager, Economic and Markcting, N¥C, Jos., All other
Monogers (Production Manager, Accounts Moncger and administrati o

Manager) report directly to the Works !‘cnager,
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CHAPTER FCUR

DATA _ANALYSIS

QUESTIONNAIRE ANALYSIS

Tuirty five questionnaires were distriobuted to
Architeects and Engineers and fifteen to Contrrctors, One
questionnsoire on Marketing Effectiveness w-s answered by
the M-rkoting Manager, Nigerian Brick and Cloy Products
Limited, Kanc, All the thirty five Architccts and Engineers

and fifteen Contractors responded.

4.1. Lxperience of the Respondents in Their Fields

The analysis starts with the years of expcrience of

the respondents.

Out ¢f the thirty five Architects and inginecrs, 26%
of thui hove been practising for between nne ~nc four years,
3% betwcen five and nine years and 17% betwoen ten and
fourtecn ycars., This shows that majority of them hsave had
number ~f yeers of experience (5 to § years; in their fields.
Also, majority (53% ) of the Contractors hove had between

five and nine years experience,

This is a justificaticn that the respuuiaents of the
questicnncires are knowledgeable in this incustry and hence

a larse amocunt of trust can be placed on thzir answers,
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L.2. Clicnts of Respondents

About 32% of the Architects and Engineers have only
individual builders as clients; while 30% of them have
individuals, state and Federal Government as clients,

In the latter case, individuals are the majority, The rest
of the Architects and Enginecrs have private companies and

others as clients,

Also, 30% of the Contractors have individuzls as
elients, 27y have individual State and Federal Government
as clients, Here again, individual are the majority (40%).
The rest of the Contractors have private companies and others

as clicnts,

The analysis of the data cbtained for this question shows
that majority of the Architects, Engineers and Contractors
have a high percentage of individual customers ond a small
percentage of them have a mixed clientle whaere also the
individual builders dorminate, This gives the indic ation
that the m rketing of bricks is to be tailored to suit the
needs of this dorminant section of the market,

k.3, Awarecness of Companies Producing Burnt Bricks in
Northern Nigeria,

The lorgest number (26%) of the Architects and Engineers
knew of companies producing Burnt Bricks in MNorthern Nigeria
for the first time through the National dailics, AaAbout LO%
of the above came to know through advertisements while the
rest 60% recad about the compcnies in articles. The next
largest number (20%) came to know about the componies at
Trade fairs, Others got to know through: TV - News (11.4%);
TV - advertisement (2.9%), Clients (11%), Contr:ctors (3%),
Arehitects and Engineers (6%), Billboards (6%), othcrs -
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friends wnd relotives (14%).

Out of ihic fifteen Contractors, 20% of them came to
know about Uic companies for the first time through clients,
19% at Trade 7 irs; 13% through the Natiocnal Dailies; 6,67%
heard from c.o. iz ctorsg 13% from Architects and Engineers,
none thrugzh 5illboards, 13% on TV (advertisement) and 6,67%
on TV (news), Ncme of the respondents (Architects, Engineers

and Contractors) heard about the companies on the Radio,

It ¢con Lo generalised from the data above that the
decision m-kers like the Architects, Lngineers and Contractors,
generally louck for infourmation on building materials in
dailies (cithor through articles or advertisements or both)
and at Tradc Feirs, Hence the prouoction of the product
should be donc through Newspapers znd Trade Fairs, This is
also supportcd by how the Architects and Engincers ranked

varicus advortising media,

When ~nked to rank a list of advertising media according
to effectiveness, JO¥ of the Architects and Engineers ranked
the National drilies highest, while 25% ranked TV highest.
About 15% of them ranked Architects and Engineers highest,

b.h. sporoxio:te Value of Burnt Bricks Used In Construction
Projccts in_the Egs{ Five Years

A frequency table (table 4,1 below) was constructed for
values (in ».recentages) given by the Architects, Engineers

and Contr-iccurs,



Table Q.1

Valuce of Burnt Bricks Used in Construction Projects
By Thc Respondents in the Last Five Years,

'EI?LQ (5:) /rchitects and Contractors
L Erizineers

O - § 10 6
5 =10 5 2
10 = 1% 3 2
15 - 20 i 1
20 - 25 3 1
25 = 30 3 1
30 =35 2 0
35 = L0 0 0
40 - L5 1 L
L5 -~ 50 1 1
50 =55 2 0
95 =100 1 0
35 1%

SCURCE: Questionnnires administered to
Architects, Engineers and Contractors.

Tl value of Burnt Bricks used by 23 (66%) of the
‘rchitects and Engineers is below 20%, while only one (3%)
iwrchitect used 96% Bricks in his construction projects.

s hish as 73% of the Contractors have used below 20%

Bricks in their construction projects,

The data collected on this question goes to confirm
the criginal estimate theot bricks are not used sufficiently

by the /rehitects, Engincers and Contractors in building
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projects, /s much as 66% of the Architects and Engineers

and 73% of the Contractors who answered the questionnaire
used bricks only in less than 20% of their total expenditure
on blocks znd bricks, This shows the poor usage of bricks
and also gives us the hope that there is room for improvement
if proper ma eting of bricks is done,

4.5, Comporison of Qualities of Burnt Bricks and Sanderete
Blocks by Respondents,

Table Q.Z

Comparison of Qualities of Burnt Bricks and
sandcrete ocC

" e

Architects and Contractors
. Engineers (%) (%)
1. Chezaper 29 20
2, Safer 83 53
3, More Durable 86 73
4. More Comfortable 66 93
5. More beautiful 96 100
6. More ..vailable 9 7T
7. More Forous 20 -
8, Heavier yn -
9. Higher load 66 -
bearing
Capacity

Source: Questionnaires administered to
Architects, Engineers and Contractors
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Both group of respondents were asked to comparce
same qualitics, The contractors were not asked te compare
teehnical qualities like porosity, weight and load bearing

capacity.

The bricks have a better score in qualities like
beauty, load-berring capacity, safety, durability uond
comfory. A1l these aspeets should be used to good adventage

in the promotion of the product,

Most of the Arehitects and Engineers and Contractors
say that Burnt bricks are not as available as blocks,
This should throw light on the problem of availability.
It looks thnt the decision makers like Architects, BEngincers
and Contractors feel that blocks are more avallable, On
the eontrary, one of the problems of the company chosen for
this project is that of excess inventeory and lack of sales,
The bricks are available in plenty, may be not in the right
piaces, Hence there is a need to change the perception of
the Architects, Engincers and Contractors by really changing
the situation, This can be done by increasing the

aVailability.

All datc for Architects, Engineers and Contractors on
different qualities are the same except on safety (835 and
¢3%) and comfort (66% and 93%). These significantly vary,
This eculd be because the Contractors do not have encugh
teehnical datos te compare bricks and blocks which the

Architects anl Engineers do have,
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lie6, Size/Shapc of Burnt Bricks and Sandcrete Blocks

Cnly about 15% of the Architects and Engineers and 13%
of thc Contractors feel thet the size of Burnt Bricks is
hondy, The rest 85% =2nd 87% of the respondents however
feel otherwisey, Some of them say that the size of bricks
is too small and thercfore expensive to lay. Others feel
th ¢ the pavicurs and facing slips are too thick and should
b¢ mode thin, Another sct of respondents suggest that the
sizc of Bricks be incrensed to the size of existing Sandcrete
blocks., The increase in size, they say, will facilitate

specd in construction,

On the question of size of Sandcrete blocks, about

93/ o the Architects =nd Lngineers and 100% of the Contractors
say thot the size is suitnble for speed and handling in
consiruction, 2% of il /rchitects and Enginecrs feel that

tue size should be reduced, because blocks are too heavy

to 1ift and lay.

This is a significant finding of this project, The
d.cision makers like thc large sized cibncrete blocks and a
majority of them feel the bricks are too small for convenience
-ni speed in laying., The manufacturers can consider this

point :nd think about incregsing the size of the bricks.

h.7, fLuglity of Burnt Bricks and Sandcrete Blocks

7% of the Architects and Engineers and 96% of the
contr: ctors that answercd the question on quality say that
the cuclity of Burnt bricks is high (good), and maintenance

costs :sre less., The good quality, some of them say, is due
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to effective quality control during production. They

believe that the quality of bricks is better than that of
blocks,

fLbout 85% of the Contrac ‘s and 90% of the Architect:
ond Engineers say th-t the quality of Sandcrete blocks is
poor, and maintenance costs high., They say that it is
because of poor quality that blocks break easily, especial
during transportation, The other 15% and 10% of the

recspondents say that the quality is average,

This goes to prove that the Burnt bricks occupy a higl
place in the opinion of the decisicn makers as far as

cuality is concerned,

lie8. Percentage of Bricklayers in Northern Nigeria

/. frequency table was used to analyse the data.

Tﬂble glz
Bricklayers in Northern Nigeria

“Tlass Architects T Lontractors

(%) and (%)

___Engincers(%)

0 - 20 91 85
20 - |10 9 15
0 = SO 0 0
0 - 80 0 0
80 =100 ) 0

SOURCE: Questionnaires Administered to
Architects Engineers and Contractors,
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The question on percentage of Bricklayers and block
layers was asked to find out the ra i> of bricklayers to

blocklayers.

A very high majority (91%) of Achitects and Engineers
feel that the ratio is 20:80, that is 20% bricklayers to
80% blocklaycrs., Even the remaining 9% of Architects and
Engineers gove a ratio of only between 20 to LO¥% for brick=-

layers and the remaining for blocklayers,

This shows an absolute lack of skilled bricklayers,
Only such manpower can create beautiful buildings for which
burnt bricks zre famous, This highlights a problem which

can inhibit the buying and usage of bricks,

87% of the Contractors and 70% of the Architects and
Engineers scy that all things being equal, construction with
Bricks takes longer time to complete than the same using
blocks, ©6j of the Architects and Engineers say that both
take equal time to complete., Also 80% of the contractors
that responded say that all things being equal, cost of

labour is hizher when building with bricks,

The reascns for the high cost of labour and longer time
could be lack of encugh skilled labour ({from previous point)

and the small size of bricks.

4.9. PEromotion.

3% of the Architects/Engineers and 40% of the Contractors

say that neither blocks nor bricks have been well promoted
by their mocnufzcturers However, 34% of the Contractors

say that bricks have received more promotion than blocks
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while 20% of the Architects and Engineers agree with them,
n the othcr hand, 31% of the Architects and Engineers and

only 13% of the Contractors say that Sandcrete blocks have

been more promoted.

It is interesting to note that the bulk of the respondents
feel that both bricks and blocks are not promoted well.
It is also interesting to note that the bulk of the remaining
Architects and Engineers feel that blocks are better promoted
while the Contractors feel that bricks are better promoted,
This is the first time that a large number of respondents
from the two groups of users differ totally. This also points
out that the brick manufacturers should promote their product

to the Architects in a more effective way.

4.10 Distribution

Only the Contractors were asked questions on distribution

as they are mainly concerned with it,

About 7% of them say that Bricks are well distributed,
B86% of the respondents say blocks are well distributed .while

7% say neither is well distributed,

R

67% -(majority) of the Contractors buy bricks direct
from the wmanufacturers, 6.67% through Dealers, 6,67% from
fetailers, 6.67% buy direct from manufacturers, through Dealers
or from retezilers, 6.67% have rever bought Bricks, and none

of the 15 respondents manufacturers bricks.
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The respondents that buy direct from anuf-cturers
say they do that because bricks are not availaoble

elsewhere,

Like Burnt bricks, Sandcrete blocks are bought direct . -
from the manufacturers by a majority (73%) of the
respondents, 7% buy through Dealers, 20% manufacture on
site while none buys from retailers. This is becaouse there

are no retailers in the marketing channel of blocks,

The majority of the Contractors feel that bricks are
not well distributed, This strengthens the points that were
found out earlier on availability, This lack cof proper
distribution is also brought out by the answers to the
question on buying behaviour. A majority of the respondents
buy directly from the manufacturers, who are only seven in
number in Northern Nigeria. Hence the purchasing cost is

sub=optimal,

Though the blocks are also bought directly from the

manufacturers by most of the contractors, the number of
block makers is very large and they are situated in every

town,

4.11 Decorative Bricks

55% of the contractors say they have never used decorativ
bricks in their building projects, Most of them feel that
they are tuc expensive, while others say decorative bricks

were not specified in the projects they carried cut,
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h.12. Recgﬁmendation Qz_Bricks to Clients

When asked if they will recemmend the use of brieks to
thelr clients in future LO% of the /rchitects and Engineers

ticked 'Yost while 60% of them ticked "Not,

High price of bricks compared to price of blocks, non
avallability of bricks and lack of skilled Brickloyers are
the reasons given by the latter group.

L.13. Suggesticns as to How To Increase the pMorket
Tor Burnt Bricks

In reletion to product, price, promotion «nd distribution
the fifty respondents gave various suggestions that could
increase the market for Burnt Bricks. Similar points have

been combined intec one to avoid duplication,

I* In relation to products, the respondents fcel that:
| a - Bricks should be made bigger to cover large wall
 area,
b = There should be a variety of colours of bricks,
¢ - Bricks should be made mere porous,
d « Manufacturers should adopt the existing size and

shape of blocks.

In relation to price, respondents say that:-
8 = Price of bricks should be cut by at lecst
505 to attract buyers,
b ;'Price of bricks should not differ from that of

blocks,
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¢ - Price of bricks should be made lower than
thiot of blocks.

The rusnondents had the following to say on
distribution:=-
a = Distribution should be controlled by qu-~iified
declers and distributors, ‘'Qualificd' here
refers to those that have had some expericnce

in handling building materials,

b - Cost of transporting bricks from the foetory to
sitc.should be reduced by manufacturers,

¢ = Surnt bricks sh:uld be more available to necple.
Pcople resort to blocks which they can acquire

easily,

The respondents listed various ways in which the
manufacturcrs of bricks could promote their products,
These arec.-
a = Promction through specimen buildings.
b - Frowotion through Architects, Engincers, ond
“ucntity Surveyors.,

¢ = hore jdvertising in National Dailies, 7,V, ond
Journals.,

d - Treining of Bricklayers whe can promole bricks by

goud workmanship.
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Lol Marketiné Effectiveness of Nigeri~u brick and
ay pProducts mited, Rano, -

The marketing manager was served wilhh o questionnaire

relating to marketing effectiveness, .n interview
supplemented the questionnaire. The answers got from both
the guestionnaire and interview were uscc to fill in the
questionnaire on marketing effectiveness criginally prepuared

by Philip Kotler as part of marketing audit (sce ppendix 3),

The total number of points scored by th: ecmpany is
nine points, From the scale at the end of the gquestionnaire,
(Appendix 3), the equivalent in marketin , eifectiveness of
the Company is Poor, Therefore, marketing effectiveness

of the company is presumed to be poor,

The company scored only one point out c¢f nine points
in the area of customer philosophy, This clearly shows
that nonagement does not recognise the iwportance of
serving needs and wants of chosen markets, that is market
segnentztion, and does not take a whole morketing system

view in planning its business.,

Twc points were score out of ine in the area of
integrated marketing orgaznisation, There is poor co=-ordina-
tion ~nd communication between the varicus departments of
the company; marketing, production, etc; ~nd also betwcen
sections within the marketing department, Coordination
is very important in that no single secti. n within a

deportwent, or a single department within con organisaticn,
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can

cnn operate successfully on its own,

The company does not have adequate warketing informntion
system, the area in which it scored only twe points out of
nine - It does not have information on customer buying
behavicur, competitors, channels of distribution, etc,
fithout such informaticn, the company cannot satisfy customer

wants and needs, or improve on its marketing activities.

In the area of strategic orientation, the company
scored three points out of nine, Mark_ting strategy is
based on traditional strategy and markceting planning is
inadequate for long term profitability ens growth., There

is rcom for improvement on this aspect of marketing,

The final area in Kotler's marketin; effectiveness is
operational efficiency. The company scored one point out
of nine, It means that marketing resources are not adequate
or deployed efficiently and also that the company does not

communication marketing thinking down the line,

h.1E, Interview of Individuals

/11 of the twenty individuals intcerviewed have heard
of the products of Nigerian Bricks and c¢l~y products company.
70/ of them knew for the first time at Trade Fairs, 20/
through friends 3% through advertisements 5% through

Architects and the remaining 2 through Ccntractors.
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Five (25%) of the respondents have buildings constructed
with Burnt Bricks and/or have decorative walls built with
decorative burnt bricks, while 75% do not have ecithcr of

the above,

Those that have used burnt bricks said that the main
problems encountered by their contractors were that of
transportation and lack of skilled bricklayers, The
contractors had to transport the bricks from the monufacturcrs
to the construction sites and because of the distance,
transportation costs were high, The respondents alsc said

that it is cheaper and quicker to build with blocks,

When asked if they would build with Burnt bricks again,
the respondents said they would, if services are imoroved,
The first is the provision of transport facilities to direct
buyers of bricks from the factory and provision of skilled
bricklayers to customers., Ancther point made was in relation
to prices of bricks which the respondents said are much
higher than prices of blocks. They said manufacturers of

bricks should cut down the price,

The remaining 75% of those interviewed who have ncver
used burnt bricks in their buildings gave reasons th-t can

be grouped into four:

1 = 70% of them said that their Architects have never
recommended Burnt Bricks in the projects, They
rely on Architects to make decisions on the type
of building materials to be used. This shows that
the /rchitects do not go out of their way to sell

the advantages of Bricks to the Public,
B L B, _ah e o e it

— e




55

2 = Some of the regpondents claim that buildings with
urnt Bricks are very few, thcerefore they arc not

sure if bricks are good or strong.

3 « Others feel that bricks are far too expensive to

ly = The Nigerian Brick and Clay Products Coupany is
owned by the Federal Governnent, but so far very
few Federal Government Construction prcjects have

been carried cut in bricks.

Interview of ten block manufacturing sales managers
revealed that they do not have any formal or detailed
marketing programs., Blocks are produced and sold direct
to customers on cash and carry basis. There are no middlenen,
Transport facilities are provided for customers by most of
the manufocturers. Products are promoted thrcugh complimentary
cards, issued to customers., This is the only method of
promotion, The Managers feel that their products sell
themselves because blocks have domihated the construction
industry in Nigeria as walling material for -~ long time,
and the public is used to blocks, Competiticn, they say,
is between block manufacturers in the same (rca and Brick

manufacturcrs are not considered as a threat,



CHAPTER FIVE

RECOMMEND/TIONS, SUMNARY AND CONCLUSIUN

5.1. Recomiendations

Certain recommendations, based on the stuay ore
for inerecasing the sale of Burnt Bricks. Thesce recomwen Lons
are on the Product, its price, Distribution and promcti
There are rccommendations on marketing effectiv.ness
others which are presented in the last part of this

seetion,

Prodggt

a, Manufacturewss of Burnt Bricks should incrensc the
of Bricks as majority of the decision makers on the
¢hoice of building materials (85% of Architccts and
Engincers, 87% of Contractors) say the existing siz
of bricks is too small and uneconomical (4.6, )., If
possible, manufacturers of bricks should «dopt th
size of Sandcrete blogks. Most of the . rchitects.
Engineers and Contractors say thet the larg.r siz

will increase the speed of laying.

b. Technical data like eombustibility, cocfficicnt of
expansicn ete, of the Bricks should be modce cvailabl
Architects and Engineers as the data will heclp th
making decisions as to the type of building material

to use,

&s Manufacturers of hrigks should also provide comprerc:
building gyldes as fo the use of their prolucts,

most times, useres go not know how to apply them.
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Price o{rBricks

a., High price of Bricks is a major factor discouragin;
people from buying them, High cost of bricks is mace
up of two components. One is the price ~f th. brick
itself which is 30% (approximately) more th-n th:ot of
blocks of similar volume., The other is th. cost of
transportation, breakages, etc. These two tcpether
can mnke the bricks costlier than the blecks by zbout
50 to 60%, Architects do not recommend th. use cf
bricks in their projects, and contractors prefer to
buy blocks because bricks are more expensive than
blocks, There is a need, therefore, to reduce pricc

of bricks, making them same as or lower th-n that

of blocks, There is also a need for better distribi ...

soc that the transportation costs are elimin-ted and

possibility of breakages reduced.,

Promotion

Aggressive promotional campaigns should bc 1lovr
manufacturcrs of bricks. This can be done in the foilc %

waysi=

a < Advertisements in National dailies and on TV,

b = /ctive participation at Trade Fairs,

¢ ~ Promotion through Architects and Engincers to
mzke clients aware of the qualities of Oricks,
Promotion ¢ould be in form of special ciscounts *o

Architects and Engineers who intend to usc bricks
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for their personal buildings, This obtains i-
advanced countries, and will encourage the
professionals to give bricks a try., They in tu:

will recommend bricks to clients.

d - Promotion in form of providing trained bricklayers to

customers sc as to beat competition,

Distribution

a - The manufacturers of bricks should moke their produc
more available by increasing the numbcer of /Agents nr i

Dealers,

b = Frovision of transport facilities to customers wh’

will reduce transportation costs,

Marketin fectiveness

The ¢ompany should be more effective in its mark
operations. More attention sheculd be givin to custor
philosophy, integrated marketing informoation, adequ~’
marketing information, strategic orient ticn and operatio

efficieney.

Qther Recopmendations

a - At present, all advertising programs of each of the
seven Brick Manufacturing Companies of the NMC is
contyrelled by the NMC. Each company shculd be made
autdénomous and allowed a free hand on advertisements

and programs,



59

b ~ Pechnical institutions and other Training boedies
like ITF and post primary training centres should

introduce training courses for bricklayers,

¢ = All Brick Manufacturing Companies in Nigeria should

from a Brick Manufacturers Association, This way,
a standard quality that has to be attained by the
products of all members can be set, The association
ean arrange exhibitions, advertisements and other
methods of promoting the prodw ts of its members,

d - The intervgews and questionnaires revealed theot the
bficks are associated with a high image; perceived
as an expensive building material with an upper
middle class usage, This image has to be brought
to proper perspective thrgugh vigereus campaigns,
F.p example, sgue builders should be encouraged to
build beautifygl buildings with Wurnt bricks in
middle class lia;ities.

e - T'e directives bylthe Federal G‘yernment that all
Féderal Gevernment pr’jects should be built with
brieks is ngt encug. t§ inerease sales, The Geyernment

of diffe.Fnt states shoyld #e requested to use burnt

bricks r' all l‘yemmenp prejects,
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543« Summary

"Nothing builds better far less money than NIMCO
Bricks”, so goes a line in the advertisement of the

products cof Nigerian Brick and Clay Products Company.

However, for one reason or the other, the public does
nét seem to believe the afore mentioned slogan. This
study sought te find out why NIMCC Bricks do not sell,

though they are supposed to 'build fer less money,'

The first step in the research was to survey the
customer and ebtain his perceptions abeut bricks and blocks
as competiters for the construction of walls in buildings.
Currently, the Sandcrete block is the instituticnalised
market leader, The customer here in refers to the person
whe makes the decision as te choice of building material,
The needs and wantg .1‘ the gustomer are the end results of

the survey.

The seegnd siep @f the research was to assess the
marketing effectiyemess ‘F‘the Briek Manufacturing Companies
§f the NMC in general, by a case study of the Nigerian Bricks
and Clay Prégucts, Limited, Kand, This is a typical
representative .f all the §ther eompanies, and structures,
strategies and systems are expected to be the same throughout

the group,

The research was inherently problematic with a time

constraint and dearth of information., Inspite of this, a
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lot of effart, was expended to identify the problems of the

brick as a walling material.,

The results of the research are presented in previous
chapters of this study. Recommendations therefrom are
detailed in section 5.1 of this chapter. The recommendations
cover the marketing areas of price,; product, promotion,

physical distribution and channel policies,

5.3. Conclusions

This study concludes therefore that Burnt bricks may
have a future in Nigeria's construction industry if the
product and its attributes are tailored to the needs of the

customer,

This can be achieved by implementing the recommendatios
detailed in section 5.7 in the marketing mix of the brick

as a walling material,

There is the additional problem of modifying the
existing product in terms of size with the inherent
obselescence of some items of capital investment, For
instance, some equipment may have to be substituted with
associated importation costs. However, the most important
issue is for the company to cut its price drastically so
that covering cost per unit area of bricks is lower than
blocks to enable market penetration. At present the exact

$pposite is true,
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APPENDIX '1!

.
¥

1 - For how leong have you been an Architect/Engineer?

yearss,

2 = In the last five years,'what percentapge of your.l'

clients were:

a - Individuals ' ' | percent
b - State Governments percent
¢ - Federal Governnent percent
d - Private Companies B perceﬁt
e = Dthers {please specify)
percent
percent

3 =~ What is the gpproximate value of Burnt Bricks and
Sandcrete blocks used in your construction projects

in the last five years?

Burnt Bricks percent

Sandcrete blocks B percent ' .
i -~ Comparing Burnt bricks and Sandcrete blocks, which is
is: (please tick)
Burmt bricks Sandcrete blocks

a = Cheaper{(per square metre) [:::7
b - Safer (e.g. against fire) /7
¢ - More Comfortable B

d -« More Available

e - More Beautiful -
f - More porous

g - Heavier

h = Has higher load-
bearing capacity

0NN
0 Onnnnan
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5 = How did you first know of companies producing Burnt

7e

Bricks in Northern Nigeria,

a

On TV (News) /[ 7 b

On the Radio / T d

From Clients [ 7 f

From other Architects/
Engineers / / h

Trade Fairs / 7

On TV(Advert) [ 7

In the National dailies f ?

From Contractors/ 7/

On Billboards j___?

Others (please specify)

Which of the two products do you think has been adequately

promoted by their manufacturers?

Burnt Bricks ( 7
Both /77

Neither

Sandcrete Blocks ﬂ

L7

Below is a list of advertising media through which the

qualities and uses of Burnt bricks could bc communicated

to their users,

according to effectiveness

a
b

] o0

o

o R M

TV

Radio

National Dailies
Billboards

Trade Journals
Engineers
Architects
Contractors
Distributors

Others (please specify)

Please rank them (from 10 to 1)

0 00oooannn



8 -

10,.-

1M1 -

12 -

113

What do you think of the size/shape and gquality of:

a - Burnt Bricks for Construction

what (approximate) percentage of Bricklayers and
Sandcrete block layers do you think are in Northern

Nigeria,

a = Bricklayers per ccnt

b - Sandcrete block layers per cent

Which of the following takes longer time to complete
a - Construction with Bricks Z:::7

b - Same Construction with Blocks /7

(a) Do you intend to recommend the use oi Burnt

Bricks to your clients in future?

YES [ 7 No [ 7

(b) If the answer to above is No, Why?

What steps do you suggest the manufacturers of Burnt
bricks and Sandcrete blocks take (in relation to product,
price, promotion and distribution) to increase the

market for their products?
(please use back page)

Thank you very much for your

cooperation,
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QUESTIONNAIRE FOR CONTRACTORS

(1) =~ For how long have you been a Contractor

years

(2) < 1In the last five years, what percentage of your
clients were:-

a -~ Individuals percent

b

State Governments percent

C Federal Government. percent

j=
i

Private Companies percent
Others (please specify)

e = percent

(3) - What is the approximate value of Burnt Bricks
and Sandcrete Blocks that you used in contruotion
projects in the last five years?

Burnt Bricks percent

Sandcrete Blocks percent

(4L)a - Have you ever used decorative bricks in your

constructions?
YES ( 7 NO Z 7

b = = If No, Why?

(5) = What do you think of the size and quality of:

a - Burnt Bricks for construction




b ~ Sandcrete Blocks for construction

-—

(6)- Comparing Sandcrete blocks and Burnt &ricks,

which is (please tick)

Sandcrete Blocks Burnt Bricks

a-Cheaper(per Squale
Metre)

b='afer (e.g. against
fire)

c=More durable
d-More Comfortable

e-lore available

f-tore beautiful

1 00on Q
1 o0on o

|'\0L)\.‘5.

K
(7)= How did you first kjew of companies producing Burnt

Bricks in Northern Nigeria,

on TV (News) /7 b = On TV (advert)
¢ - On the Radio [/ d

e = Through Clients/ / : 4

i

a

In the National Dailies [ ?

Through Architects/
Engineers

Through Other

Contractors { 7 h

o5
'

On Billboards [ 7

i = Others (please specify)

Lo

(8) How do you buy Sandcrete Blocks

a - Direct from the Manufacturer L-——/
b - From Dealers /“"7__
¢ = From Retailers [ 7
d - You Manufacturer them VAR 4

any others (please specify)

i e ——————————————————————————————




(9)

(10)

(11)

(12)

Why?

How do you buy Burnt Bricks?

a - liirect from the manufacturer
b - FFrom Dealers
¢ - I'rom Retailers

d - You manufacture them

any others (please specify)

10y

10

Which of the two products below do you think is

well distributed?

Sandcrete Block
Burnt Brick

100

Neither
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(13) = Which of the two products do you think has been

adequately promoted?

Sandcrete Blocks

Burnt Brick

140

Neither

(14) - What percentage of Bricklayers and Sandcrete Block
layers are in Northern Nigeria?

a = Bricklayers percent

b = Sandcrete block layers percent,

(15)

Which takes longer time to complete:

b = Same construction using

a - A construction using bricks Y
Sandcrete Blocks 7

(16)

Which of the two projects in 15 above is cheaper

in terms of Labour?

(17)

What steps do you suggest the lianufacturers of
Burnt Bricks and Sandcrete blocks take (in relation
to product, price, promotion -nd distribution) to
increase the market for their products?

(Please use back page)

Thank you very much for your cooperation.
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Kotler's Marketing Effectiveness Audit:

Outline for Marketing Effectiveness

Customer Philosophy

A = Does managernent recognise the importance of desi;ning
the company to serve the needs and wants of chosen

markets?

[—7 = Management primarily thinks in terms of selling
current and new products to whoever will buy

them,

1« /] Management thinks in terms of serving a wide ronge
of markcts and needs with equal effectiveness,

2.[ / Management thinks in terms of serving the needs and
wants of well-defined markets chosen for their long-
run growth and profit potential for the company,

B - Does management develop different offerings and

marketing plans for different segments of the markct?

0 [/ 7 No
1 [—7 Somewhat

2 [ 7 To a good extend

C = Does managcuent take a whole marketing system view
(suppliers, channels, competitors, customers, environment)
in planning its business?

Cc - L::7 Neo, Management concentrates on selling and servicing

its immediate customers,
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1 /77 Somewhat, Management takes a long view of its
t channels although the bulk oi its effort goes to

selling and servicing the immediate customers,

2 / Yes, Management takes a whole marketing systens
view, recognizing the threats and opportunities
created for the company by changes in any part of

w

the system,

Integrated Marketing Organization

D - Is there high-~level marketing integration and control

of the major marketing functions?

0 /77 No. Sales and other marketing functions are not
integrated at the top and therc is some unproductive

conflict,

1/ / Somewhat. There is formal integration aﬁd control
of the major marketing functions but less than

satisfactory coordinaticn and cooperation.

2 [/ 7 Yes. The major marketing functions are effectively

integrated,

I - Does marketing management work well with management
in research, manufacturing, purchasing, physical

distribution and finance?

0 /_7.No, There are complaints that marketing is unreasonable

in the demands and costs it places on other departments,

1 /7 Somewhat, The relations are anmicable although each
department pretty much acts to serve its own power

interest.l-
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2 [/ / Yes, The departments cooperate effectively and
resolve issues in the best interest of Lhe company

as a whole,

F = How well organised is the new product development

process?

0 /7 The system is ill-defined and poorly hondled
1 /7 The system formally exists but lacks sophistication

2 [ ] The system is well-structured and professionally

staffed,

Adequate Marketing Information

G = When were the lastest marketing research, studies
of customers, buying influences, channels and

competitors conducted?
0 [ ] Several years ago
1 7 A few years ago

2 ( 7 Recently,

H = How well does management know the sales potential and
profitability of different market segments, customers,

territories, products, channels and order sizes?

0 /7 Not at all
1 Z::? Somewhat

2 / / Very well



iv

What offort 1s expended tc measure the cost effectiveness

of different marketing expenditures?
/ / Llittle or no effort
/ ? Some e;fort

[/ Substantial effort

Strategic Orientation

J

What 1s the extent of formal marketing planning?'

{7 Management does little or no formal marketing
planning.

[ / Management develops an annual marketing plan
/7 Management develops a detailed annual marketing

plan and a careful long-range plan that is

updated annually.

What is the guality of the current marketing strategy?

[ / The current strategy is not clear
{ 7/ The current strategy is clear and represents a
continuation of traditional strategy

[ 7 The current strategy is clear, innovative, data
based and well-reasoned,

What is the extent of contingency thinking and planning?

/ / ltianagement does little or no contingency thinking,

/ / Management does some contingency thinking,
although little formal contingency planning,
/ 7 Management contingencies and develops contingency

plans,



QOperational LEfficiency

M

How well is the marketing thinking at the top

communicated and implemented down the line?

o [..._7 Poorly
1/ 7Y  Fairly well

2 / f Successfully

Is management doing an effective job with the

marketing resources?

/ 7 No, The marketing resources are inadequate
for the job to be done,

/7 Somewhat, The marketing resources are adeguate,
but they are not employed optimally,
[ 7 Yes, The marketing resources are adequate
and are deployed efficiently.
Does management show a good capacity to react quickly
and effectively to on-the-spot developments?
/7 HNo, Sales and market information is not very

current and management reaction time is slow.

L7 Gomewhat., Management receives fairly up-to-date
sales and market informatiocn, managemant reaction
time varies. : .

L::? Yes, Management has installed systems fielding
highly current information and fagt reaction time,

.........

i
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Rating Marketing Eifectivness

The following scale shows the equivalent in marketing

effectiveness,
0 -5 None
b - 10 Poor
11 - 15 Fair
16 - 20 Good
21 - 25 Very Good
26 ~ 30 Superior,

Source: Kurtz, David L, and Boone, Louis E. (1981)

Marketing, The Dryden Press, New York. pp.640 - 641
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NIGERIAN BRICK & CLAY PRODUCTS (LTD.)
(A Subsidiary of the Nigerien Mining Corporation)

s ! DECORATIVE BRICKS

—— -

— .u-u--
-

-

__-_,_.-..._—

Recommended Prices
Products Sizes LxBxH Uses 1000 per
240x11 Decorative purposes
D.B.1.H. giving approx. 16bricks/m? i " ¥700.00
D.B.2.H, |240x120x160mm Decorative purposes
giving approx. bricks/m?* and screening walls ¥800.00
D.B.AH. |oiving approx. 22 bricks/m? and screening walls #600.00
Nm 240x116x240mm mmo 00
Knot giving apprus. 1u . L .
sreclAl PRODUCTS
PAVIOR | 200x96x46mm Paving of floors
{wriall) giving approx. 56 bricks/m? ¥140.00
PAVIOR | 260x120x60mm Peving of
llarge) | giving approx. 44 bricks/m’ NG of Noors ¥140.00
LINTEL | 250x120x1 :3!5mm or Covering concrete Prices co
CASING | 250x150x1 35mm or Lintels aith the sizs
250x180x13bmm o
260x60x35mm Facing of walls in
FACING | giving approx. 96 slips Architectural N150.00

 —— e

—— . S —————

-
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NIGERIAN BRICK & CLAY PRODUCTS (LTD)
(A Subsidisry of the Nigerian Mining Corporation)
The price list showing diffarant sizes and types of products:-

SI7FES
Produm L‘“IH R.eornmlmd.d u“ "ﬂ;ﬁm

NS./Normal Size T "mj i

NS 250%120x60mm ' v constrwction | 4410,
giving approx. 52 bricks/m? Kiﬂ"”mu” decorative purposes -
250%100x 135mm Mainly for inside

B10 | giving approx. 26 bricks/m? sl boimgirad @ 7Y

B12 | 250%120x135mm
giving approx. Mainly for inside 220.00
26 bricks/m o 1 0

B12L | 250x120x200mm 20 bricks/m*
250x150x135mm

B15 giving approx. CW of N280.00
26 hricks/m? e e
250x 1% 1 e netion of

B18 giving anrroy h | netor walla in K360.00
26 bricks/m’ -\‘\Ulmﬂf!m-a-li storey buildings

BISL | 250x150x226mm
giving approx, Construction of #440.00
16 bricks/m? outer walls #400.00

BISM | 250x 150x 200mm 20 bricks/m*

BIBL | 250x180x225mm Caniiniiin
?:ﬂbnr?cku!m' ' QU D '“d ?

BIBM | 250x180x200mm 20 bricks/m? SR ——— 460.00

NON —-LOAD BFARING

300x% 1065x200mm

HB8 | giving approx.
16 bricks/m? -
300x150x200mm

HB12 | piving approx. W50,

16 bricks/m? -
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NIGERIAN BRICKS & CLAY PRODUCTS LIMITED ‘ 1
(A Subsidiary Of Nigerian Mining Corporation)




BRICKS!!

Bricks, claybricks or burnt
bricks as they are often called
have long been used for build-
ing houses by our forefathers.

‘me of these structures are

| standing in some parts of
the country today; having been
able to stand the test of time
and the rigours of our climate.
Not very surprising, bricks
have also been part of the
vocabulary of acchitecture for
long. And nowadays with so
much shortages in the supply
of cement for building and
construction purposes, design-
ers are returning more and
more to brickwork and seeking
to exploit its aesthetic poten-
tial to the full. The demand by
potential house owners and
those that already own hou <5
to use bricks is developing
rapidly; having noticed that
bricks provide good structure,
finish and decoration. Nige-
rian Brick & Clay Products
Ltd., manufactures of NIMCO
bricks has always recognised
the reliance placed on them by
customers and designers, and
all their range of bricks are

fully designed to very rigid
ﬂdards. What's  more:-
NIMCO brick plants are loca-
ted on site of their raw material
which ensures reliable supply
of bricks for any construction
purposes. This arrangement is
a rather unique one ; and it
boils down 10 one thing:-

Availability makes produc-
tion.

chase of the commodity.
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WHY NIMCO BRICKS?

Apart from bricks being
aesthetically satisfying and
functionally efficient form of
construction that will stand the
test of time and the rigours of
our climate, the idea of setting
up brickwork plants in diffe-
rent parts of the country was
conceived primarily to allevia-
te the housing shortages in the
country.

This was at the time the
nation was runmng short of
cement and arrangements
were being made for bulk pur-

Decoranve Bricks
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Hence on the Z4th Uctober, -

1972, the Nigerian Mining
Corporation was formed and
in July of 1976 the Corporation
formed the Nigerian Brick &
Clay Products Limited, as a
subsidiary with the aim of esta-
blishing seven  brickwork
plants simultaneously in diffe-
rent parts of the country, The
arcas sclected are:- Lagos,
Ibadan, Kaduna, Jos, Kano,
Maiduguri and Enugu.

Simultaneously too, clay
which occurs in abundance
within the country was ear-
marked for processing into
burnt bricks (NIMCO
BRICKS) as an alternative to
cement blocks for housing pro-
jects, and other construction
purposes,

Century-old Brick Building
~ looking as new
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