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ABSTRACT

This research work is concerned with the probl ens of
detergent and as well as the marketing operations of the
Lever Brothers N geria Limted, including the managenent of

its distribution function.

The research was nmade possible through the review of
the Levernews, Papers presented at Semnars, and as wel |
as sone business journals. Individual distributors of LBN
and consuners of O detergent were interviewed and

val uabl e information col |l ect ed.

The research tried to identify factors responsible for
the scarcity and high prices of ono detergent in the recent
years and possible solutions that could arrest the

si tuation suggest ed.

The hypot heses generated and tested at various stages
of the research show that though the probl em of detergent
marketing in Ngeria is a production problem the
di stribution systemof the conpany (LBN) is equally
faulty. It was further revealed that the traditional |ong
chain of distribution systemin a depressed econony as can
be seen today is undesirable. A so, the hypotheses reveal ed
that the pronotional activities of the conpany has not hi ng
to wite hone about. It was positively anal ysed that the
conpany shoul d concerntrate its advert on how consuners
could economcally use the product rather than creating

nore narket that cannot be net.
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The sal e of detergent through supernarkets and
co-operative stores has, however, Lned unm xed bl essi ng,
common charge |evelled agai nst those stores was that a
fairly substantial percentage of detergent alloted to them

whi sked away to friends and rel ati ons of the managenent

staff.

To stop these abuses associated with the scarcity of
detergent, it was suggested that LBN should nai ntain and
encourage the created selling centres so as to nake the

product available to all as an interi mmeasure.

Wii | e the managenent should solicit positively for
inport licence to ensure continuous production, adequate
attention should be paid to generating |local raw material s
locally. The distribution and pronotional system of the
organi sati on should be overhaul ed and desired system
evolved in line with the country economc predi canment so
that ono detergent could be nade available to all at the

| east avail abl e opportunity.



vii

ACKNOYLEDGEMENT

Fa

The writing znd subseguent conpletion of this
project was made possible with the assistance and advice
siven by various organisations and individuals, 21lthough
it is impossible to mention the ngmes of all those who

assisted me in this directions, however, the names of a

few individuzls deserve to be mentlioned,

I am grateful to Dr., M.C, Kapoor and Fr, V.
Janaskirasman, Department of Business Administration,
Institute of Administration, Ahmadu Bello University,
Zaria, who offered alot of guidelines, directives and

suggestions in the design and execution of this project,

Also, my sincere acknowledgement and gratitude is
indebted to the lever Brothers Area Sales Manager
(North-West), Alhaji Umaru Yakubu; who despite his
crowded programmes gave me audience, T am equally
grateful to the entire staff of Lever Brothers “igeria

Limited (North-Yest) for the valuable information provided.

My special gratitude goes to the company's (LBN)
distributors and consumers who responded to my

questionnaires thereby providing the needed information,

Finally, T wish to express my appreciation to Mallam
bubakar Suleiman of the Business Administration Department
\.E.U,, ZARIA for his cooperation throughout my M,B.A.
programme and his willingness to type out this project; and
of course my sincere appreciation to my late wife MANIMUNAT
for her then support and understanding.

T am prateful to all,

SULE MUSA GEGU.




viii

TABLE OF CONTENTS

ragc

Title savescas seevressasasresstasassssevrreesue i
cClaration sessssessrsssrnsssssssasesssssesssanson il
CertiTICAtIioN suuwi susie s sswaese s sirese s sdenss s & il
Dedicabtion secvesssvesnnissmusaieeidedicses ayeees e iv
ADSEract eecececscscsncnescscsscssssasscnssssesnens v
Acknowledgement .ecececccscsscsscsccssacssencsoscns vii

Table C'f Contents @ 4 & 8 8 4 4 4 & P 8 8P TFREBE T FEEPR RN viii

List f‘f Tables TEEEE X I S AR SN R B R R S B B L ix

Chapter One, INTRODUCTICN.
1¢1. Importance of the STUdY eesssscccccscrecesosns 1
1. ijECtiveS Of the StUdY @ 8 9 88 48 F 04 AEEFTELIIEND

Asswnpti{:fns @ ¢ % 4 E 88 W S N A S RS E R P TR TR B

-t e Y
- -
F w N

Hypothesis % % 8 & @ g % B 8 B b s @A d A s BB Es BE PR ENSE

-
-
i

ResearCh Me‘thology ® 8 & % &4 4 &% A5 s s 0 a0 E SRR

@ o0 . \n F

M

1. Limitations te s s et asssaetetetaesrs st RRAS
Chapter two. LITERATURE REVIEW.

2-41 Marketiﬂg CC‘HCEpt LR B O B B O I N TR B R I I O I N B O B B B 3 10

22 The Morbobing BIE ouesewswes soees e & s@Ess e s 13
DISLPIBUEAON socwveisinsnnnes daadamnssa 14
Promotion eceesessssccsesesssccccsnsanse 16
PYLoING wowes susvrsn s s sesaoes s sobecsnss 18

PZ‘OdLLCt @ & &9 8 080 dee 8e e g SR 21

2.3 meaning and Importance of Marketing Research
in Business Organisation icssiceccsssconnoss 22



Page

Managenent ... .ee0e RN ¥ ¥ CEREN § CEVER 23
Production sesvcesss T e 560 lWHE TS 23
Tn the Field of Marketing secesssscssess 2L
FAVHIIEG  yiew pcomg s & SoGsan s s wn ens o o memes 24

2.4 The Relevance of Marketing to
I“’ig\:’rian Ecancmy @ & @& & 8 # & & & 8 0 8B T a0 F BT EF Fe RN 25

Chapter Three.

LEVER BROTHERS: THE COMPANY AND ITS
PRODUCTS ( OMO DETERGENT) sccscsescoscccsssons 27

3.1 History of the Company .scecaccoccacecccscosne 27
3.2 RQWMaterials & 8 % 2 8 8 8 8 8 4 s e 88 88N e TR e RN SSSgRn 32

3.3 Management of Marketing Cperations
Cf LBN NOPth-West Area Office ses e tes BB e R NEacn 32

3.L Organisational Structure of the
Kaduna Area Sales Department c.eeecesssosscss 35

3.5 The Marketing Activities of the CompaBY se... 36

Chapter Four,

AN}‘&LYSIS OF DATA ® ® % 8 B % g g e e g s s e s wEa B LI-B

4,1 Lever Brothers Nigeria Limited ,eeescsceccss L3
u.2 CompaHY'S TNsEEIbutors seissisvssnsssoesvies 51
u.3 Users of Detergent ----- srr e s ee e s essresbreu 57

li_l_.}—;— Hypo'thE'Sis Testiné} & & 8 8 8 2 88 B8 B e e B s 61

Chapter Five.

OBSERVATION, RECOMMENDATIONS AND
CO?:CLUSIOIQ’ ® & 8 8 & @ 5 3 s 4 s Ees e S e e e s s F e e ?O

5.‘1 Obsewa‘tion ® 8 0 8 A4 e a s A A R s b A e s e ad e 70
5’.2 thommendati\n}ns ® 8 8 8 8 0 4R A0 B TR FAT R s g e s 72

5.3 Conclusion L O B O B B I L R O N O O B O O A 80



-

1%

LS



Table

Table

Table

Table

Table

Table

Table

Table

4.5
4.6

LI‘-.?

4.8

4.8

LIST QF TABLES

Promotional Activities undertakon

=y
1
||

LA

by the Company for Sales o
Dt-t_r‘r_-:ijr:t @ @ % 4 § & 8 @ C @0 s " a0 R 4 a0 8P EB e RN

BﬂtﬁrgEﬁt Preference s ava e easEReaPENRE
Recommended Company PriCes sccecceccecss

Prices of Detergent in the

Black Market in Nair2 ..ecceesscssssesas
Adequacy of Raw Materials sececesscsesss

The Distribution System of

ﬂ’le CDmpany 4 8 % 8 & 8 8 A9 s e s s e s bt e T

The Company's Promoticnal

J\Cti'\fities ® 4 8 4 8 ea s setetaatasadetsatasn

Consumers RQSDQHSES N T

Activites of Middlemen .eescecsscnsenss

ey

n
L

~J

U

59

62

el

66

66



1.1 IMPORTANCE OF THE STUDY

.oth material and human resources hnave been directed

in the recent time by the Federal anhd the State C-vernments,
as well as by the organisations and private individuzals to
shift emphasis placed on agricultural ecconomy to & industrial

oriented economy. Prior to these developments, Nigeria had
been predominantly agrarian with agriculture as the core of
the economy. This sudden change for industrialisation has
led to the various measures taken by the government towards
ensuring a successful transformation from agricultural based
economy to an industrial economy, hence the establishment of
various Capital Projects such as Iron and Steel Industry,
0il Refineries, Proposed Liquified Gas Project, Petrol-
Chemical Plant, National Fertilizer and many other similar
projects. Some of these industries are aimed at producing
raw materials for other industries that will produce for the
basic needs of the society. An example of such basic product
is detergent which is produced by the Lever Brothers Nigeria
Limited. As it is known more than ever before that
industrialisation cannot be achieved in isolation and
therefore calls for a total mobilisation of both the public
and private sectors of the economy hence the efforts of the
Lever Brothers Nigeria Limited to produce both sophisticated
items, as well as consumer goods as the country develops.
The country's industrial sector was totally dominated by
foreign expatriate firms before the advent of indigenisation

decree which was closely followed by the ban on importation



of foreign goods. The objective of these foreign firms was
to extract as much profit as possible without paving
attention to whether or not the economy and the consumers

were benefiting from their operaticns.

Unfortunately however, the objective of indigenisation
decree is far from having been achieved as the Nigerian
industrialists and traders in their life or death ambition
to make quick and supernormal profits, resort tec all sorts
of antisocial methods of operations. One of the methods used
by such persons is to manipulate the availability and supply
of essential products with the view to create artificial
scarcity thereby leading teo high prices, It is therefore,
the intention of the researcher to study the problems of
marketing and distribution of one of such essential items
viz, detergent in Nigeria, using Lever Brothers Nigeria

Limited as the focus of this case study.

In the developed countries, marketing research has been
given its proper place with the realisation that effective
marketing decisions are based on scund information collected
both from the internal as well as the external environments
of the firm. Decision-making iz basic to all functional and
subfunctional areas. The situation however, is different in
developing countries since in the case of most of the goods
and services, there happens to be a sellers market, that
is, whatever is produced is easily sold as the supply lags

behind demand.

Naturally under conditicns like this, emphasis is
usually placed on the procurement and equitable distribution

of essential goods to meet the needs of the consumers



especially of those who are wvulnerable. The study will
therefore focus on this very important aspect of
distribution of such item by taking the case of detergent
distribution as stated earlier since distribution sub-
function is part of the overall marketing function, a

critical review of the Management of the marketing
operations of the Lever Brothers Nigeria Limited will be
undertaken, that is such function in relation to detergent
marketing will be examined in the context of the overall

marketing function of the company.

Since the Government of the country is very seriously
interested in the cordered and equitable distribution of
such products in its territory, an effort will be made to
study the rocle played by the Federal Government in ensuring
a steady and equitable distribution of such product and also
in relation to those aspects which dmpinge on the production
and availability of detergents. This is to say the study
will make a detailed investigation of all the related
activities in connection with the supply and distribution
of detergent to consumers in Nigeria. Channels and logistic
aspects will be examined, however, such examination would
essentially be both at the macrec and micro levels but the
discussion will be in the context of marketing of detergent
by Lever Brothers Nigeria Limited as already stated earlier,
That is, in the process, the role of beth the government
and the company in ensuring an equitable distribution of

the product will also be examined.
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¢ elaborate further on this inquiry, the study will
seek to analyse the problems faced by the company in
procuring the necessary raw materials for preoducing

detergent in adequate quantities to meet the consumption

naeds of Nigerian buyers, Efforts will also be geart

~
ha

¥

hepefully in making reasonable and objective recommedations
rezarding how the problems could be minimised, The reasonable
interests of the company, would, however, have to be safe-

guarded in making these recommendations,

1.2 OBJECTIVES OF THE STUDY

With the emphasis placed on the procurement and
distribution of essential goods particularly the detergent
in this period of shortages, the main obJjectives of the
study may be spelt out as follows:-

(1) To undertake a critical review of the Management of the
marketing operations of the Lever Brothers Nigeria
Limited, especially in relation to the marketing of
detergent by the company,

(2) To critically examine the distribution arrangements
used by the company in reaching its numerous customers.

(3) Hopefully, to make recommendations on how to minimise
the problem involved in the equitable distribution of
the product through better planmning and Management of
the channels of distributien.

(L) The study will also try to analyse the problems faced
by consumers in obtaining their required supplies of

this item from the market.
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1.4

ASSUMPTIQONS

Assumptions are basic statements of facts upon which
the research is based. The researcher has therefore made
three basic assumptions and these are:-

(a) That inadeguate channels of
with lack of effective svstem of transportation brings
about occasional scarcities of detergent in Nigeria,

(b) That despite the existence of a sellers market, the
consumer satisfaction appears tc be uppermost in the
policy decisions of the Lever Irothers,

(¢) That with increase in number of retail outlets and
arrangement for direct sales to consumers, the problems

faced by buyers will get minimised.

HYPOTHESES

Hypotheses "is a tentative theory or supposition
provisionally adopted to explain certain facts and guides
in the investigation ef others. Hypctheses are usually
drawh from ideas developed or glimpsed in previous research
studies or are derived from theory., It is a tentative

answer to a guestion,

hypotheses
For this research, the following were generated

and tested. It is hoped that the testing of these hypotheses
will eneble us to find appropriate solutions to the problems.
The following are the hypotheses,

1‘K.L. Mcgown: Marketing Research, Text and Cases, Winghroe
Publishers,1979; p.51.




Ho1. That Lever Brothers Limited is not able to praduce
detergent up te their installed capacity because of
inadequate supply of required raw materials.

“

Ho2, That this present day distribution system of Lever
“rothers does not help it to distribute its product
nrroduct detergent which is in short-supply in an

equitable manner,

Ho3. That the promotional activities of the company do
not help the Nigerian consumers to minimise on the

consumption of detergent.

Hol, That middlemen further aggravate the short supply
position of detergent in the Nigerian market and
consequently affect the equitable distribution of the

product.

1.5 RESEARCH METHODOLOGY

Since this study focuses on the management of the
marketing operations of the Lever Drothers Nigeria Limited,
including the management of its distribution function
especially in relation to detergent, the research design
used is that of exploratory research, This includes the
search for secondary data requiring the review of mannuals,
Levernews, files, brochures etc, of the company. It also
necessitated the survey of knowledgeable persons connected
with the company like salesmen, Sales Executives, Distributors,
Dealers and other related functionaries. In addition, a case

study method was also used to collect the required data from
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the company. A case study involves intensive study of a
relatively small number of situations, For example, the

case under study necessitated the researcher to make a detailed
investigation of the distribution system of the company, and

also, cgse studies of related aspects like the procurement of

iw materials by the company and the problems faced by the
czasumens in acquiring detergent.
CASE STUDY
Advantages of A Case Study
(1) Inferences are obtained from study of an entire

situation, an entity, rather than from study of one or

several selected aspects alone,

(2) A case study is a description of real event or situations
which makes more meaningful a resecarch to find solutions

to 2 problem(s).

(3) More accurate data are obtained, probably as a result of
the longer, more intimate assumption of the researcher
and respondent, the greater support that is normally
developed between the; end and the reduced relevance on

formalised questions and answers.

Disadvantages of a Case Study

(1)Lack of Objectivity

Since the case studies involve detailed description of
complete situations, it is difficult to develop formal methods
of observation and recording. Informal methods tend to
become more subjective rather than objective.

o is carried over .
(2) The lack of objectivity into the analysis of

case data,
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For conducting personal interviews, draft
questionnaires were developed for cbtaining the required
information. So far as the collection of information through
questionnaire method was concerned, structured-ncn-disguised
questionnaires were used. & structured-non-disguised
suestionnaire is so named not onlv because their languaczcs,
sequence, and in many cases responsss and choices to the
questions are predetermined, but zlso the fact that, the
purpose of the study is disckosed to the respondents. No
attempt is made to disguise the purpose of the study.

The methods of communication used in handling structured-
non-disguised questionnaire were mail, telephone and personal
interview, The questions were used to obtain responses about
beliefs, feelings, attitude. The problems faced by the
researcher in collecting the data through the above approach
was that, in some cases, the distributors and consumers

were unable to provide the required information while in

other cases, they were unwilling to furnish the researcher

with the needed information.

Three separate questionnaires were developed and used.
One for the Lever Brothers Officialsy the other one for the
distributors and dealers of the company, and the third one

for the consumers and users of the detergent.z

LIMITATIONS

In the context of the limited time and scarcity of
regources making the study as representative as possible, the
research was confined mainly to the two states of Kaduna and

Kano, There was no enough money to make all the necessary
2'See Appendixes A,B, and C for draft questionnaires.




travels or interview and ob:ervations.

Yet, another limitation encountered was the unwilling-

thy
H]

ness and inability on the part of the staff of the Lever
srothers to make available the needed information and
documents. Also, the not always satisfactory resrouses

received from the questionnaires administered/the scope and

dzapth of the study.

Faced with these problems, one canncot truthfully claim
this to be a very exhaustive work. But be that as it may,
it is the researcher's hope that this study will be contributive
towards the improvement of the distribution system of the
Lever Brothers Nigeria Limited, to better tThe services

provided to the consumers.
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Chapter Two

LITERATURE REVIEW

A reasonable approach in this study calls for an

understanding of the relevant concepts from the field of

marketing.

ARKETING CONCEPT

Different connotations have been attached to marketing
by both scholars and practicners in the field of marketing.
For instance, a salesman views marketing as selling, while
to a departmental store manager it means retailing and
merchandising, While these connotations are appropriate so
far as their respective fields are concerned, but when viewed

in the context of marketing field, they are inadequate.

Since marketing concept originated in the United States
of America, it may be worthwhile to look at the definition
as developed by the American Marketing Association (AMA),
The AMA views marketing as the "performance of business
activities that direct the flow of the goods and services
from the producer to the Consumer.“1 This rather restrictive
definition of the association tends to suggest that marketing
begins only after the goods have been produced, The above
definition is inadequate and rather narrow when viewed in the
present day context and the stage of development of the
marketing discipline., As against this, a relatively modern
marketing definition looks at marketing" as a total system
of interracting business activities designed to plan, price,
promote and distribute want, satisfying products and services

T'W.F. Stanton, Fundamental of Marketing McGraw-Hill, 1975,
P.5.
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s

to present and potential customers,"  in a way as to
enhance the profit of the firm, 3y implication, this is a
managerial definition and it cuts across the whole
organisation, since marketing is directly responsible for
such activities as selling, advertising, distribution and
promotion, and indirectly responsihle for production, and
accounting. This is to say, marketing ascertains, creates

and satisfies consumers wants.

Generally, marketing activities are concerned with the
demand-fulfilling efforts of an enterprise. These activities
obviously interract with one another as components of the
total system by which a company develops and makes its
products available, distributes them through marketing
channels considered to be most effective. Specifically then,
marketing is also defined "as the business process by which
products are matched with markets and through which transfers

of ownership are affected,"3

Matching of products with markets
can only be possible through effective marketing management
decisions and policies. To match products with markets demand
adequate marketing research activities that will uncover the
product characteristics wanted by the final buyers, thereby
necessitating management translating these wants into product
specifications. Also marketing management is responsible for

the continual adjustment of marketing controllables for the

Company's products aglready in the market.
= —

*Ibid.

3‘Richard R. S5till & Edward Cundiff: Essentials of Marketing,
2nd Edition, p.3.




12

There are about four approaches to the study of

markxeting and these are:-

(1) The marketing of individual products and classes of
products.,
(2) The problems and operations of different marketing

in

m

titutions,
(3) The activities performed in marketing.
(L) The decisions required in carrying on the marketing

process.
cof
From the point/product approach to marketing, description

and analyses centre on the problems encountered in marketing
a particular product. Under this approach, the sources and
conditions of supplies, producers marketing organisations

and policies, the different middlemen whec help in distributing

the product and the extent of the market are usually examined,

The institutional approach concentrates on description
and the analysis of the different institutions engaged in
marketing like, producers, wholesalers, agents, retailers and
a host pf others, It pays attention to the problems and

operations of each institution.

The functiocnal approach breaks the marketing field down
into the activities involved in the performance of marketing,

that is, buying, selling, storage and transportation.

Finally, the decision-making approach conbines the
characteristics of the other three approaches and seeks to

relate them from the decision maker's viewpoint,
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Iwo important concepts in marketing are 'market' anc

'market segmentation! most problems in marketing therefore
are either because a market is not properly analysed or that
a particular product is not directed towards the right segueat.

It should be recognised while trying to solve problems in
marketing that, markets rather than being homogeneous, are
really hetdrogeneous. Zuyers of a product are never identical
in all respects. With the segmentation of market, management
will effectively tailor marketing programmes uneﬁually fitted

for each segment,

teday
Marketing as can be seen starts with the germ of a

product idea and does not end till customers are satisfied
and for an organisation to be successful, its marketing
programme must be geared towards maximising profitable sales

in the long -~ run,

THE MARKETING MIX

Marketing mix comprises of distribution, product, pricing
and promotion usually referred to as the MPS of the
marketing. It is defined as "the set of controllable variable

L

and their levels that the firm uses to influence the target.”

The mix structure is among other things used by the
management as a tool in taking vital and fundamental decisions
as regards the operations of the enterprise. Hence marketing
mixX is at the core of every marketing programme and the
problems of Lever Brothers also hang around the marketing

mix components.

“‘Philip Kotler: Marketing Management, Analysis, Flanning
and Control; Lth Edition, p.88.
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DISTRIBUTION

Distribution is a very important area of marketing and
is a logical end of the production processes, Usually, more
actual effprt needs to be put in the establishment and
maintenance of distribution systems in developing countries

than in any other area of marketing activity. This is more
50 because they are crical to the success of most endeavours.
Two basic aspects of channel decisions place them among the
most critical marketing decisions of management. The first

is that "channels chosen for the company's products ultimately
affect every other marketing decisions," and the second is
that, "channel decisions inveolve the firm in relatively long
run commitments to other forms." Channels provide the
institutional linkage through which producers' products flow

to the market. The choice of marketing channels is always

not easy in marketing management decisicns,

Secondly, the products nature, its unit value, its degree
of differentiation from competative products may limit the

number of possible channel alternatives,

Also, estimates of the sales volume and the cost could
greatly influence channels decisions. A manufacturer could
decice either tc use mass or exclusive distribution. Mass
distribution provides maximum sales expeosure for a product,
whereas exclusive distribution involves using a single
middl.emen. For the Lever Brothers, multiple channels and long
channels are used to achieve mass distribution intensity.

The number of channel members needed depends on the coverage

desired and is in turn influenced by the nature of the product.



Therefore, distribution involves the movement of goods
from the producer to the ultimate consumer, The movement of
goods may be direct from the producer to the consumer or
through various types of intermediaries or middlemen;
depending on the perishability of the item, among other

£ 0y torc
Lacuors,

Channels of distribution perform such functions as
creation of a place, ownership and time utilities. The goods
on the shelves in the company's wherehouses for example are
of no use if they cannot be moved tc the point where the
consumer will buy them. Ownership is created when a transfer
of title is effected and by making the goods available when
they are needed, thereby creating time utility. Channels of
distribution do bulk purchasing, sssume risks and break the
bulk. That is to say, it entails the task of buying in large
quantities from producers and storing it for the final
consumers, It alsoc involves risk bearing in terms of product
obsolescene, robbery and fire outbreak, and other likely

natural dissasters.

Lastly, it performs the functions of buying in large

quantities and selling in bits as desired by the customers.

Richard Burskirk defines channels of distribution as
" a network of institutions that have developed relationship
with each other to facilitate the process of moving goods

5

from the point of producer to their intended market."

5'Richard Burskirk: Principles of Marketing, Dryden Press
Hinsdale,1975, p.302.
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“ROMOTICH

The other important element of the marketing mix is

“promotion." Promotion is any communication that is used

to inform both present and potential customers adbout the

]

Trocuces attributes and company activities for tne purpose
timulating their demand fron customers. It should be
understood at this point that sales do not occur automaticelly,
Once products are developed, priced and distribution policies
established, it becomes reasonable that customers are

adequately informed before sales could be commenced.

This is moreso as the customers will like to know the
procuct attributes and benefits to be derived from such
procucts. Establishment of communication between the
producer and the customer to provide these vital information
regarding the products and the company is therefore of

paramount importance in the present day business,

The gap between the producer and the consumer is
usuallybridgaiby the use of effective and positive
prorotional tool, as it draws attention, arouses interest,
creates desire and induces favourable action on the part
of tk' consumer, This is normally referred to as AIDA;
prorotion is used as a management tool to differentiate
the company's product especially in a highly competitive
market. It creates actual value for the producer and
psychological and percieved value to the consumer. Good
prorotional programme is necessary for product rejuvenation

in s situation where the customer's demand is dwindling

and needs to be re-awakened.



Advertising is any raid forr of non-personal presentatior

tion of ideas, goods or services by an identified

paid for, it is a commercial transaction, and it is this
vnich distinguished it from publicity, Also, advertisements
are identifiable with their sponsor or originator.

Personal selling is the oral presentation in a
conversation with one or more prospective purchasers for the
purpose of making sales, It involved sales call by a field
sales representative. It is used for creating product
awareness, arousing interest and developing reinforcement

of the desired response.

Sales promotion is a short term incentive to encourage

purchase or sales of a product or service,

Sales promotions are therefore marketing activities
other than personal selling, advertising and publicity.
Sales promotion stimulates consumer purchasing and dealer
effectiveness, such as displays, shows, expositions and
demonstrations,., Scholars and practioners in the marketing
field more often than not misconceive sales promotion as

synonymous with advertising.

Publicity is "a non-personal stimulation of demand for
a product, service, or business unit by planting commercially
significant news about it in a published media or obtaining
favourable presentation of it upon radio, television, or

stage that is not paid for by the sgonsor."B Some of the

b'Philip Kotler: Marketing Management, Analysis, Planning
and Control, 4th Edition, p.Lbb.
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arite-ups and supplements that appear in the dailies as

cgards

@

n organisation’s activities and contribution towards
the economy are examples of publicity. Publicity stimulates

Sales and simplifies advertisement task. A company and its
roducts can come to attention of thz public througt being

wsworthy, The seller pays nothing for the news coverage

PRICING

Pricing is one of the most critical marketing tools
available to management but "tends to be relegated to a
secondary role in the formulation of competitive strategies.
This is more so because price is highly visible and readily
understood by consumers and competitors alike, whereas other
elements of the marketing mix are less capable of direct and

objective assessment.“7

As a result of the worldwide,
inflatiorn, price has again attracted considerable attention
and is now viewed by many marketere as the most important

element in the marketing mix, following the product.“B

The importance of pricing among other things is in
connection with the determinaticn of revenue and profit of
an enterprise, It is needed by government and manufacturers
to regulate production, Thus, low price stimulates and
generates /demand while a higher price reduces consumption.
Lower price may also lead to maximisation of market share.,

Market segmentation is related to prices charged. The type

7'Michae1 d." Baker: Marketing on Introductory Text. Macmillan
Press Ltd,, 1979, p.243.

8'See "Pricing Strategy in an inflation Economy," Business
Week, April 6, 1974, pages L3-49.
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of price charged will deterrine the type of customers you

get. Pricing affects the product attributes, for on the basis

price, a producer will add more features to Justify price.,
Price can be used as a competitive weapon by charging
low price to jerk out a competitor and later if the situation

permits| increase it,

Considering the objectives of the business, a company
must be clear as to what it is that it is trying to achieve
in the way of overall business and marketing objectives
before it can set the price of a product. Each possible price
has a different implication for profits, sales revenue and
market share, A company's pricing objective may be to maximise
profit in the short or long-run. Some companies seek to
achieve a target return on investment while others may try
to penetrate the market or maintain or increase their market
shares, Acompany's market share sometimes is a better indicator
of a corporate health as the size of a market share is mostly
a determinant of an enterprises present and subsequent profit,
margin, To meet competition, an enterprise will follow the

line of other competitors by setting prices in line with them,

There are certain pricing formulars that guide management
decision in drawing a suitable pricing policy, and these are.
as follows:-

(a) Cost-oriented pricing

(b) Demand-oriented pricing

(¢) Competition-oriented pricing.



20

Pricing based on cost is further divided into target
pricing where the producer fixes a price to give him a target
return on investmenrt; and mark-up pricing which is! determined
by adding some fixed percentage to the unit cost. A great
nunber of fir: set their prices largely on the basis of their
costs, By this methed, all ell costs are included, including
many times arbitrarily determined allocation of overhead costs
on the basis of expected operating levels. Examples of cost-
oriented pricing are mark-up pricing and cost-plus pricing.
Both means the same thing with the difference that the term
mark-up pricing is used in connection with the fixing of

prices by retailers.

Demand oriented pricing is based on consumer perceptions
and demand intersity rather than on cost basis. This system
calls for higher price where demand is intense and low price
where demand is weak, even though unit cost may be the same
in both the cases., Price discrimination is also a texture of
demand-oriented feature, It implies attaching various prices
to the same product to different customers, This could be

done on customer, product, place or time utility bases.

As regards competition-oriented pricing, most enterprises
tend to reflect competitive situations and will set their
prices on the basis of what the competitors are charging
irrespective of the relationship between this price and its

own cost and demand pattern.



an important aspect of marketing is that, a Tirm should
seek to determine the multi-dimensional nature of consumer
demands and then deploy its resources in a most ¢fficient

effe¢tive manner in creating products which wil’
These demgands, “"Accaptance of thnis principle recognises that
the firnis ultimate success, whether measured by ftotal profits,
return on investment, market share or any other criteria is
largely dependent upon its product policy."9 The whole
operation of any business enterprise is built around its
product policy., Product decisions will usually dictate the
industry to which a company belongs, the market it will serve,
the nature and extent of resources %o be emmloved, »nd the

method and technioues, tn use in producing such products.

The word 'product' has several meanings. It has been
defined "as anything that has been offered to a market for
attention, acquisition, use or consumption; it, places,

organisations and ideas."qo

We can distinguish product into
three main aspects and these are the formal preoduct, core
product and augemented product., The formal product is a
physical object or service offered for sale, Lipsticks,
computers, educational seminars, political candidates, are

all formal products. If a formal product is a physical object,
it may be recognised by the market as having five characteris-

tics, a quantity level, features, styling a brand name and

packaging; while a service may be “some or all of these

9’Micha91 J. Bakery Marketing: An Introductory Text, Macmillan
Press Ltd., 1979, p.199.

1O'Philip Kotler; Marketing Management: Analysis, Planning
and Control, Prentice-Hall Inc,, 1980, p.351.
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facts in an analogons manner,"
The core preduct is essentially the utility or! benefit

being offered eor sought by the consumer - for instance, a

)

joman purchasing Jlopsticks is not buying = set of ¢hemical

W

=

and physical attributes for their own sake; she 18 bying

nope. A marketer's Jjob 1s therefore to sell core berefits,

not product features,

The augemented product is the totality of benefits
received or experienced by the consumer from the total
product. For exampl2, a computer has a whcle set of
accompanying service-instruction, canned soft ware programmes,
programming services, maintenance and repairs, guarantees
and so on, Augemented product is highly desirable as a
competitive maneuver, as it gives the seller the opportunity
to look at the consumer's total consumption pattern. This,
according to Levitt, "the new competition is not between
what companies produce in their factories, but between what
they add to the factory out-put in the form of packaging,
services, advertising, customer advice, financing, delivery
arrangements, warehousing and other things that people \.r¢altxe.=“1
It is therefore the firm that develops the proper and right

augemented product that will thrive in the competition.

2+ 3 MEANING AND IMPORTANCE OF MARKETING
ARCH TN ORGANISATION

The definition of marketing research like any other in
marketing varies from one person or group of people or

organisations to another,
e heodre Levitt, The Marketing Mode, McGraw-Hill, 1969,
p-2'
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One school of thought defined marketing research as a
formalised means of obtaining information to be used in
marketing decisions. However, a standard definition adopted
by the Sritish Institute of Management goes further to
define marketing research "as the objective gatheringz,
recording and analysing of all facts about problems relating
to the transfer and sale of goods and services from producer

.1
tc consumer or user.," 2

Marketing research is usually concerntrated on a
limited number of recurrent problems, often on a continous

basis,

THE TMPORTANCE OF MARKETING RESEARCH IN BUSINESS

The importance of marketing research in business
organisations can be seen in the following fields of our

organisations,

MANAGEMENT

The marketing management executives use marketing
research in relating to plamning, orgesnising, staffing,
directing |and controlling of the marketing activities. In
taking decisions, the marketing executive has to define the
problem to be solved, find alternative solutions, analyze
and compare the alternatives, select the one to be followed
and finally make the decision effective by taking action to
put the decision into effect. The above processes are done

through effective marketing research.

PRODUCT ION

The production manager in his product design and

development needs marketing research to find out needs and
12eM,5. Baker: Marketing:An Introductory Text; 1979; p.168.
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esires qf the consumers in a bid to satisfving these
ds,. Through marketing research the production manager
R ! . products to
will be able to know the types of[;rodhce, how to produce
them, when to produce them and in wiat quantity to produce

them for the present or potential customers.

IN THE FIELD OF MARKETING

Marketing research provides marketing information such
as the demands and desires of the consumers’the prices the
consumers can afford to pay, what they would prefer to buy
and when and how they would buy. Marketing research helps
us to identify marketing probYems, such as those relating
to competitors, scarcity of gocds, hoarding and retioning
of goods, etc, Marketing research alsoc helps to identify the
distribution channels suitable for the goods in question.
The guantity and also prices of goods to be set for the
consumers in the competitive markets are also decisions

which marketing research helps to take.

IN THE FIELD OF FINANCE

The financial controller before embarking on any proJject,
has to find out whether the project is viable or not. The
viability of the project is known through effective

marketing research,.

Therefore, marketing research is as important as any
other activity in the field of marketing for the successful

pursuance of a business enterprise,
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2.4 THE RELEVANCE OF MARKETING TQ NIGERIAN ECONOMY

As g result of the continous existence and dominance
of the sellers market in Nigeria, practitioners in the field
of marketing have been blindfolded as toc the importance of

o

in the economic development of the couniry. Such

marketin

(3

situatijon leads to the misconception that whatever 1s
produced will be consumed since the consumers are left

without options.

This rather unfortunate situation, i.e., the neglected
role of marketing, is not only peculiar to Nigeria but to

most other developing countries of the world.

From the marketing point of view, the Nigerian Economy
exhibits the requisite characteristics for marketing system
to operate efficiently in the country. It has an expanding
economy which calls for the need to market new and increasing
number of products and services, Again, it operates a free
enterprise system, hence competitive atmosphere is said to
exist, That is marketing efficiency can be generated and
made to contribute significantly to the economic growth if

competitive situation exists in the business in general.

Because of the narrowness of marketing characteristics,
the barter exchanges still %eature prominantly in some rural
areas of the country. It is the task of marketing to develop
wider markets and extend marketing and distribution activities

which will expand the scope of exchange transactions,

The development of new industries should go hand in

hand with the development of new markets, otherwise the
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output of such industries will be worthless without a

ready manket.

Marketing has the role of converting the latent
purchasing power resulting through increased incomes into
an effective demand, The change in attitudes can be brought

about through aggressive advertising.

Provision of geods and services through the use of
mass production and effective merchandising technique will
go along way in eliminating the problems of scarcity and

thus bring to minimal the gap between the rich and the poor.

Marketing as a multiplier of managers and entrepreneurs
in wider-developed economy will as a matter of fact provide
a useful training ground for the development of managerial
and entrepreneurial talent much needed for the economic

development in Nigeria,

Capital formation can be achieved through marketing
effort aimed at shifting investors preference from trading
to production and dissemination of investment opportunities,
It is true that lack of technological know-how and apathy
towards investment of funds in industry retards the

development of the private sector in the country.

The Nigerian attitude to work and the overall national
conciousness towards disciplined work leaves much to be
desired. There is insatiable demand for affluence and
conspicous consumption, Marketing hopefully should help in

changing such values,
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Chapter Three

LEVER BROTEERS
THE COMPANY AND ITS PRODUCT

The business of Lever Brothers was formed by Williams
Hesketh Lever and his brother James Darcy Lever in 1885, Mr,
William was born on the 19th September, 1851 at Bolton, He
Started his business as a dealer in assorted goods, =ngaged
mainly in making and selling of soap., He remained in this
business till he was able to accumulate enough capital to

start a manufacturing business of his own. The Bar soap

production was started in 1885 in Warrington,

In 1889, the business was moved to Port Sunglight. The
Port then, was a centre for general merchandising and
acquisition of raw materials, as it had easy accessibility
to most parts of the world where the raw materials for soap
were relatively cheaper and available in large quantities,
To illustrate, Soloman Islands in pacific ocean and Belgian
Congo (now Zaire) were frequently visited for raw materials,
British West African Countries were also visited for raw
materials, The basic raw materials used then was the Palm

01l which was produced in abundance in those good old days.

With a view to expand as well as to diversify, Niger
Company was purchased for £8million sterling in the year
1920, The aim of this acquisition was mainly to facilitate
acquiring of raw materials from British West African

Countries,

Also, as a way of diversifying further their business,
it was decided that the company be merged with a number of

European firms with interest in various branches in 0il and
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fats industry, The most important of these firms were
Lever Brothers, Van Den Berghs and Jurgens, a well known

Dutch Companies, makers of Margarine in business throughout

irope.

‘he reason why Lever Brothers, Jurgens and Vanden
serghs came|to share a common destiny was that soap gnd
margarine have the same basic raw materials, which could
relatively be cheaper for them to acquire if they came
together. Both were produced in different degrees of

quantity and refinement, from oils and fats and have a

mutual interest in oil milling and seed crushing.

The three businesses grew at a great rate. Each
expanded in area of operation. Lever 3Brothers went to
continental Furope and other countries overseas. All this
time, the three businesses had been forming new companies
or acquiring existing ones which could conveniently be
carried on side by side with the manufacture of soap and

margarine,

Both spoap and margarine were produced on a large scale,
Mcst of the other products which Lever Brothers, Jurgens or
manuracture
Van den Berghs came tc make were suitable for large-scale
lMoreover, nearly all of them were everyday products used
or consumed in the homes of millions, and distributed
through more or less the same channels, The three businesses

had their quarrels, for they were competing for scarce

supplies of o0il and fats, but a mutual respect predominated,
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‘his situation in whick they found themselves pointed
logically to their coming together, it was simply 2

gquestion of time before they did so,

The [first step in the process of merger and amalgamation
vas in 1927 wnen Van den Berghs and Jurgens formed the
rgarine unie in the Nertherlands and margarine union in
sritain. The final decisions to merge was taken on monday

September 2nd, 1929 after series of tears negotiations.

Then on 1st January, 1930, Lever Brothers and its
associated companies became members of the group, thus
completing the amalgamation and the formation of UNILEVER.
This formation of UNILEVER witnessed the beginning of actual
diversification from purely merchandising to manufacturing

business,

Today, Unilever is a group of over 500 companies carrying
on a wide variety of business in more than 75 countries,
employing over 300,000 people. The group has two parent
companies, Unilever Limited, based in London, and Unilever
N.V. in Rotterdan, (N.V. stands for Naamlote Vennootschap,

or Limited Liability company).

So far as the establishment of Lever Brothers Nigeria
Limited was concerned, it came into existence in the British
West African Countries in the year 1929, soon after the
formation of Unilever, The actual production in the Africa
sub-region was started in 1934 by the West African Soap
Company. It was Lady Kofo Abayomi which declared open the

establishment of Van Dean Bergh in Lagos in 1954, Soon
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awareness of the coming into existence of the company was
created among the people, resulting in increased demand for
the company's products, In order to meet the increased
demand, a second plant was established at Abz in Tmo State,
Goth the Lagos and Aba branches concentrated mainly on
producing RBar Soap and this continued till 1958 when
Sulphurex detergent was first introduced at the company's

Apapa's branch,

It is the policy of the company to introduce more and
more sophisticated items as the country develops industrially.
Hence, in 1963, Tooth Paste and Astral Cream were introduced.
While making profits, the objective of the company right
from its infancy has been to develop the country industrially
and make itself sufficient. It has been gathered that Lever
Brothers Nigeria Limited will continue to play the supportive
role by actively participating in the economic growth of
the country thereby helping it to achieve its long drean

of goal of self-sufficiency.

Later in 1971 the company introduced various fruit

drinks like Three Top.

So far as tne organisation structure of the company is

concerned, it consists of various divisions and departments,

The basic obJectives that guide the operation of the
company are profitability and growth. It expects itus
employees to be honest, loyal, efficient and devoted to
their organisation. The employees ability, merit and potential

are used as the basis both for initial living as well as for



subsequent promotions.

Lever Brothers Nigeria Limited is today among the

largest established and leading manufacturing and marketiag
) o ] Qver ) )

companies in Nigeria. Vv irrecent years manufacturing
ty has been increased so that imports of firished
products can give way to products made locally, Unfortunately
however, the inability of the company to secure licences to
import raw materials and spare parts and of course, the
difficulties faced in researching into generating local
substitute has negetively contributed to the short supply

of detergent in recent time.

To compound the problem faced by the company was the
0il market that remained depressed and export revenues from
oil that kept falling throughout 1982, This forced the
Government to introduce a second round of austerity measures
X . contraction
in April, 1982 which resulted in further of
economic activities in the later half of 1982. The measures
most effecting the company's operations were the review of

import licence and the introduction of the interest-free

compulsory advance deposits for raw materials and spare parts,

LBN is therefore mounting a major search to substitute
imported raw materials with those locally available. Though
the substitution of imported raw materials with the local
ones will not be a smooth running task. The company should

be well prepared in terms of personnel, capital and material

cost.



3.2 RAW MATERIALS

The availability of raw materials in right quantity
at the rignt time and of right quantity play an important
role in the effective functioning of a company.,

Needless to mention that the present economic
recession and the restrictions placed on the importation of
some required raw materials has had impact on the
performance of the company. Before the recession, the company
was meeting its needs of raw materials like Palm 0il,
Vegetable fats, Animal fats, Chemicals by importing them
both from near and far countries like Ivory-coast, Indonesie,
Zaire and a number of European countries, Faced with this
situation, Lever Brothers Nigeria Limited as one of the
leading manufacturers of detergent, and conscious of its
social responsibilities has taken steps to find out local
substitutes for some of the raw materials which it was

earlier importing.

3.3 MANAGEMENT OF MARKETING OPERATIONS
OF LEVER BROTAERS, KADUNA AREA OFFICE

Before discussing the management of the marketing
operations of Lever Brothers, North West Area Office,
Kaduna we shall very briefly give an overview of the approach

which may be used in managing this function,

"Management is the entrepreneurial agent that interprete

market needs and translates them into meaningful products and
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services."ﬁfo execute this uphill task necessitates the
use of strategic managenment and marketing processes by
management, The strategic management process consists of
the key steps taken at the corporate and divisional levels
to develop long-run strategies for survival and growth,
This process provides the context for the strategic
rarketing process, which consists of the steps taken at
product and market levels to develop viable marketing policies

and programmes,

The strategic management process consists of defining
the company's purposes, objectives, growth strategics and
portfolio plans. A clear statement of company's purpose
provides employees with a shared sense of responsibility,
opportunity, direction, significance and achievement. It
should define the company's business domain, preferably in

market oriented terms,

Strategic management thus calls for developing a set
of objectives, such as growth in sales and market share,
profitability and innovation to support the company's
purposes, These objectives should be hierarchical,

quantitative, realistic and consistent,

To achieve growth, the company must identify market
opportunities where it should enjoy differential advantage

over competitors.,

Also, strategic management must define for each
strategic business Unit in the company's portfolio, whether

that strategic business unit be built, maintained, harvested

z"'O(}AN, H.I., Management of the Marketing Function in
Nigeria Airways, September, 1983,
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or divested. Within this context, the strategic market

'_J
i
=

be
process can/developed and applied.

The first task consists of identifying, assessing and
evaluating market opportunities. The next obvious step is
tc examine the product/market structure and identify the
best target market, The third step in the series is to
aecide on the best competitive position for the company witnin
that target market, as well as the best mode of entry and
timing.

The fourth step calls for designing an appropriate
marketing organisation, information system, planning system
and control system to operate within that market., The fifth
step calls for developing long-range and annual marketing
plans that sepcify sales goals, marketing expenditures,
marketing mix and marketing allocation. The final step calls
for implementing and controlling the marketing plan so that
the marketing objectives are achieved, In addition, management

must carry out profitability, efficiency and strategic control.

It is in the context of this brief background that we
shall try to examine functioning of the sales and marketing

activities of the Lever Brothers Nigeria Limited.

MARKETING OPERATICN OF LEN
North-West
The 2

Area Office in Kaduna engages only in the sales
and marketing operations. The cbjectives sought to be achieved
by the branch in relation to this activity consists of
achievement of sales targets, maintenance of the company's

market share and also its planned expansion, profitable sales



growth ard continued consumer satisfaction =z: well gs the
ol N P A3 2 Ty o and danl P
lopment oI distributors and dealers,

1 the past years, that is, prior to the nationwide
scarcity of raw materials and spare parts, accomplishing
the above named objectives was a herculean task mainly
because of the proliferation of a number of detergent
companies and also of mass importation of various kind of
detergents mainly from the West European Countries, As a
result of the reason given above, the company did not fully

succeed in achieving its goals.

ORGANISATIONAL STRUCTURE OF
THE KADUNA AREA SATES DEPARTMENT

AREA SALES MANAGER

DISTRICT SALES | DISTRICT SALES | [DISTRICT SALES |

MANAGER KADUNA MANAGER KANO MANAGER SOKOTO
VARIOUS SALES VARIQUS SALES VARIQUS SALES
REPRESENTATIVES REPRESENTATIVES REPRESENTATIVES

The chart above represents the organisational structure
of the LBN regional sales department at Kaduna, The
organisation of the sagles department is based on regional
orientation and the sales function has been divided on a

geographical basis. The overall boss of the sales department



36

as shown in the chart is designated as Area Sales Manager,
He is responsible for the smooth running of the Tlorth West

Zonal Area Office which is based on Kaduna, It is his

responsibility to ensuring the achievement of the company's

ok

oject

[

J ves as spelt out earlier, He reports to the General
Sales Manager at the Lagos Head Cffice. Reporting to him is
the District Manager who controls directly the salcs
representatives functiicning in his area. For ensuring
effective sales and distribution of company's products,
markets are segmented and individual sales representatives
are assigned to particular markets, and they are in turn
charged with the responsibility of ensuring the growth and
development of such markets and also of regularly reporting
to the District Sales Manager bpth about the sales made as

well as about the changing market position in their area of

operation,

3.5 THE MARKETING ACTIVITIES OF THE COMPANY

Considering the various definitions of marketing, one
can say that marketing activities hang round the marketing
mix-that is a set of controllable variables which marketers
use to influence consumers response, Among these variables
are marketing research, product development, pricing
packaging, distribution, advertibsing and aales promotion.
It is in the context of this over view that the marketing

activities of LBN will be discussed.

It is the sales department that undertake the marketing
of detergents that is both Omo and Surf, with greater

emphasis placed on distribution, promotion function and
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alsa on continued feedback of marketing information to the

Head Office, Detergent being a convenience item requires

«
+
i

i

blanket distripbution, This has therefore necessitated the
company to employ the services of various intermediaries

Lo reach their target consumers,

SROAD OBJECTIVES OF LBN SALES DEPARTMENT

The broad objectives sought to be achieved by tne sales
department are:
(i) To ensure that omo is constantly in stock at all trade
levels both in width and depth, to meet the ever increasing
consumer demand,

(ii)Trade Target. The achievement of this objective will step

in part from effective distribution of the various pack
sizes through the right trade chamnels, as set below:

(a) Supermarkets and self service outlets. These outlets

are expected to stock and sell the Giant, Large and
Medium Pack sizes only, as the clientele Ifor these
outlets are the more sophisticated established omo users,

(v) Retailers - Open market, Urban and Rural: A large

'~ proportion of our sales trade are made in the urban and
open markets. The retallers in these markets were
therefore encouraged to stock the medium, 50gm sachet
and the large packs in that order of importance. The
Giant pack will also be represented to help more
consumers up to this pack. In the rural markets,

emphasis was placed on the 50gm sachet and medium packs,
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(c¢) Town Shops and Kiosk: The clientele for these outlets

is similar to (b) above; except that they are located
mainly in residential arcas and serve as impulse

buving points. All the four nack sizes could therefore
Y = r

be sold regularly by these outlets.

(d) Wholesalers: LBN Distributeors anc sub-distributors:

These outlets serve as the primary stock-holding points
for the distributive trade, It is therefore important
that all the main selling pack sizes of omo, 50gm
sarchet, medium and large packs are stocked and sold
by these outlets. However, to cater for supermarkets
and superetters in the urban towns who do not receive
direct supplies from LBN, and to ensure penetration
into the urban open markets, the Giant pack 1is also

sold to the distributors in the main capitals,

Specific Objectives

(i) The primary objective of the sales function is to
maximise the sales of the company's omo detergent
through ensuring maximum width and depth of
distribution and the good merchandising and display of
the product in all relevant retail outlets in urban
markets throughout the North-West district with the
area office in K duna.

(ii) Ensure meximum distribution of the omo detergent to all

distributors,
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(iii)Ensure that omo is constantly in stock =t gll trade

(iv)

(v)

(vi)

levels both on width and depth to meet the ever

increasing consumer demands,

- To further boost the growing sales of the popular
giant pack.

- To maintain the medium pack as the leading selling
pack,

- To strengthen omo's frachise in the North-West
which is for now seriously threatened by Elephant
and BPH's Brytex.

To build the sachet as a viable atarter pack, moving it

from an estimated 10% share of omo sales in 1981 to 20%

in 1984,

To further boost the growing sales of the bigger packs

(Giant and family) from 14% in 1981 to 1984 to atleast

25% within 5 years,

To maintain the medium pack as the leading selling pack,

(vii)To strengthen omo's franchise in the North which is

seriously threatened by PZIL's Elephant and BPSDL's
Brytex.

The above set objectives can only be achieved
perhaps in a normal market situation., It is important
however, to note that achievement of the objective of
the sales force is crucial to the achievement of the
overall company objectives, To accomplish this noble
ideas every suppoert is therefore given by all areas of

the company, viz:
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rom the personnel - people

From Technical - Good Guality products

From Financial - Work Capital and Credit for
customers,

From Commercial - I'ransport and Warehousing

From Marketing Advertising and promotions,

All these benefactors demand returns from sales division

irrespective of the situation of the Nation's econcmy. But
the objective of the sales force is to deliver the goods;
for "come RAIN COME SUN THE SALES F(RCE IS ALL OUT TO
ACHIEVE GREAT HEIGHT. NOTHING HAPFPENS UNLESS WE MAKE IT
HAPPEN , "2

The North West Area market is broken into seven M.D.S.
depots viz., Kaduna, Minna, Kano, Sokoto, Gusau, Zaria and
Nguru, Distributors are appointed to operate in these
districts to create and sustain awareness of Lever Brothers
image as well as of its branded products. As brand-oriented
producer and marketer of detergent, the company tries to
ensure that its products get to the majority of the

consumers including the vulnerable sections of the society,

The company takes into consideration when appointing
its distributors factors like applicants knowledge of the
area, adequacy of capital, resources possessed by him, past
experience, storage facilities and availability of trained

staff to man various needed positions in a distributor's
Z'Lever News, 1981, p.2.
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office, .mong its distributors are both the private
individuals and merchant houses like John Holt Ventures,
Leventis, G.3.0. and Challarams, The diagram shows tlhe

cdifferent points through which company's products move from

its various plants to consumers,

g = teeyermrsEret e | = v |
froavmd  {oPPors | [OISTRInUTORS | [ ORAERS :1 T oTsoR |

From the diagram above, it can seen that the company maintains
long distribution channels thereby creating loopholes for the
distributors and dealers to manipulate the available short
supplied goods lesading to artificial scarcity and high prices,
Long distribution chains will neither help the company nor

the consumers in a sellers market like Nigeria.

The North West Area 0ffice of the company has been
entrusted with the responsibility of the development and
control of the distributors so employed by the company. To
motivate the distributors the profit margin is always built
in between the price at which detergent is sold to them and
the recommended price at which they are asked to sell it

further,

Prices are usually determined in Lagos, the company's
head office, The distribution of the price list to the
distributors and retailers is the responsibility of the
area Office, in this case Kaduna, Distributors are expected to
always stick to the recommended prices of omo to ensure the
availability of this basic item at reasonable prices to

Nigerians,
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Since the beginning of the econcomic recession in the
country, distributors are allocated Omo bzased mainly on their
past performance.

As a way of keeping abreast with the market situvation,
the Area Office submits a comprehensive report to its FHead
Office, Usually, the reports are about the competitors position,
consumers complaint, distributors activities and gencral
market problems and the likely suggested solutions. Folicies

and actions are taken based on the feedback received from the

various Area Qffices.
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Chapter Four

ANALYSI5 OF DATA

ey P e

The present chapter first analyses the data collected
from the reguired sources, viz: the Lever Brothers Nigeria

Limited (LBN), the distributors of detergent and tle consumers

(3]

as discussed in an earlier crapter on

G Led

m

'he data was coll
the basis of structured non-disguised questionnaires which
were developed for this purpose., The method of communication
used was through personal interview, In conducting such
interviews, the researcher probed for additional information

when ever deemed necessary,

The data collected from these scources will first be
analysed, Subsequently an attempt will be made to prove or
disprove the hypotheses developed for the purposes of this

study.

ly.,1 LEVER BROTHERS NIGERIA LIMITED

A brief history of the company has already been given
in an earlier chapter dealing with the setting up and
subsequent development of the company in the later part of the
19th century. The main objective of collecting data from the
company was to study the problems of detergent marketing in
Nigeria and hopefully to find solution to the recurrent
problem of imbalance between the supply and demand of this
item and also its equitable distribution amongst the different

sections of the society especially the vulnerable sections,
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A. SHORTAGE OF DETERGENT IN NIGERTA:

i, Availability of Raw
Materials and Spare Parts

One of the questions asked during the interview was
"what factors have led to the recent shortage of ono
detergent in E“Eigeria"1 In providing answers to the above
question, a number of reascons were listed for the shortage
of detergent in Nigeria. One of the important reasons given
was the problem of getting the required raw materials and
spare parts in adeqguate quantities and at the right time,
It was also mentioned that the Federal Ministry of Commerce
did not grant the company i.e., LBN enough foreign exchange
to import adequate raw materials for continous and

uninterrupted production,

ii. Research and Development Efforts

It was further mentioned by its officials that the
company had not done enough in terms of research and
development to get the raw materials produced locally.

The occassional efforts made by the company to get the raw
materials produced locally were often hampered by inadequacy
of required resources like skilled personnel, capital, plant
and equipment. The researcher was to understand that despite
the problems faced by the compuany, efforts were being made
more than ever before to ensure the availability of basic

raw materials from the loecal sources,
1

‘See Appendix A for draft Questionnaire,



iii. Use of Long Channels of Distribution

Another factor that has been responsible for the short
supply of detergent is the use of traditional long channels
of distribution by the company. To elaborate, the product
passes through many hands before it resaches consumers, In
the process, distributors and dealers are many times either
able to create artificial scarcities or widen the imbalance
further between supply and demand, thereby reaping unearned

profit from such situations,

iv. Enforcement and Policing

Most officials of the company also admitted that the
company lacks an effective machinery for ensuring the
observance of recommended prices, It was also mentioned
that large retail outlets like Leventis, John Holt, GBO and
a host of others were diverting part of their supplies to

their friends, relatives and other known faces,

V. Steps taken to Solve the Problem

to solve
However,/the problem of scarcity of detergent in

Nigeria, lately the company had taken some of the following
stepss:-
L Serious research studies have been instituted to
get a raw materials locally produced in sufficient
quantities to ensure the continous production of
detergent.
24 Appeals have also been sent to the Federal
Government to grant the company adequate import

licences to enable it import the required raw

materials and spare parts,
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e Steps have also be=n taken by the compeny as a
short-term measure to sell the product directly
to the consumers in the created selling centres

through the company's sales representatives,
One other question asked from the officials related

to the transportation arrangements made by the company
ensuring effective distribution of detergent during this

period of scarcity.

B. TRANSPORTATION ARRANGEMENTS

To meet the problem of transportation, it was mentioned
that the company had acquired enough trailer vehicles to
move whatever was produced at its two plants at Aba and
Apapa to the various depots located throughout the country.
This was in addition to the hired vehicles which the company
was using for the same purpose, Smaller vehicles were also
used by the company's sales representatives for direct sales
to consumers in the created selling centres, Further, for
ensuring the availability of detergent to most of the
consumers, distributors were also reguired to keep enough
vehicles for distribution purposes. It may also be mentioned
that detergents are never supplied to the distributors
directly from the plants producing them as that would be
both time consuming and costly. Instead, the company has
located depots in major towns and cities throughout the
country, and distribution is made from such depots. This
aids quick and timely delivery of the product to

distributors as well as to other institutions.
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C. DEMAMND AND SUPPLY POSITICOM

So far as the supply and denand position of detergent
in Nigeria was concerned, the Area Sales Manager of the

North-West Division, where this study was conducted revealed

that the present supply of detergent in Nigeria was 40,000

[

tons per annum as against the present totsl demand of about
70,000 tons per annum, that is, the supply fell short of

the demand by about 30,000 tons. He further opined that
detergent shortages with its associated problems would
continue for at least the next five years or so if adequate
and timely steps were not taken to generate enouzh raw
materials locally. He also mentioned that the demand would
further increase to about 100,000 tons during the next five
years, He was also of the opinion that the government should
encourage small-scale industrialists to go into the business
of producing detergent. Detergent manufacturing does not
require any complex technology and can easily be handled by
small-scale industrialists. Besides encouraging the small-
scale industrialists in other ways, governments may also
make available both long and short term loans at reasonable

interest to such producers,

D. DISTRIBUTIC!I'- RELATIONSHIPS AND FUNCTIONING

The officials of the company admitted during the course
intermittent
of the interview that as a result of production
of detergent, the distributors had not been regularly and
adequately supplied with the item during this time period.
As stated earlier, the inadeguacy of production was because

of the fact that the company was not able to import raw
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materials and gpare parts ir enough guantities., 7t was
further revezled that in consequence, machines and

1 ”
equipment remained idle for certain months resulting in

short supplies of detergent for the Nigerian market.

Tt was the practice of the company tc appoint competent
and experienced distributors for cistributing its »roducts,
o . screened
Such distributors were usually thoroughly sefore

they were given distributorship of the company. A number

i . 8creening
of factors were taken into consideration in such
applicants, like past experience of the distributors,
availability of necessary resources like cgpital, warehousing
facilities

trained personnel in areas like Account keeping

and storage work, and adequate fleet of vehicles, One of the
conditions which the distributors were required to observe
in the selling of the company product was adherence to the

recommended prices.

keeps
The company alsc adequate vigil in seeing to it

that the conditions spelt out by it at the time of

agreement with the distributors were duly observed, Some

of the measures taken by the company in enforcing its
conditions ranged from suspension of defaulting distributors
to the ultimate expulsion in case of repeated non
observance, As megsure of continucus supervision by the
visiting sales manager of the company, the distributors

were required to keep duplicate copies of invoices and

receipts in connection with sales made by them.

The researcher was further told by the officials of

the company that LBN was doing its best to live up to its
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social responsibilities, in the case of distributing the
limited supplies of this basic item in equitable wanner,
They complained that their efforts in this direction were
often sabotaged at the channels levels, Some of the channel

members at the retail level even went to the extent of

L8]

mixing sand and other substances with the company's detergent,
This became possible as LBN was also selling its brand of
detergent i.,e, Omo in large sized sachet. These adulterators
mixed sand etc in converting this omb contained in large
sized sarchets into small sized packets. As a result, the
company found that some of its consumers were now shifting
their loyalties to other brands available in the market.
Furthermore, many of the distributors were also gsing omo
beit to sell their other slow moving items., Obviously, all
such activities both on the part of the distributors as well
as other channel members were making things difficult for

the company and the consumers, The company's good name and

image were also been particularly tarnished in the process,

E. NEW ALLOCATION SYSTEM

Faced with these problems of unpatriotic behaviours on
the part of the channel members and the inability of the
company to do effective policing work, it has now developed
a new system of allocation of detergent and its consequent
distribution. Under this new system, the company salesmen
have been authorised to make direct allocation to various
public institutions like hospitals, schools, ministries and
other parastatals. Also, the company has started distributing
detergent directly to the members of the public that is, the

final consumers.
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So far as the allocation of this item to the distritutors

is concermed, the company has become very strict and

allocates the supplies of detergent orily to those distributors
who co-operate with the company in distributing this itewm

to final consumers in a fair and equitable manner, That is,
they do not indulge in all those undesirable and unpatriotic

activities which we have listed egrlier.

F. NEW STRATEGIC SQLUTICH

Lever Brothers Nigeria Limited has also developed some
new strategic solutions to cope with the problems of recurrent
imbalances between supply and demand so far as this basic
item is concerned, The following are the solutions:-

(1) Selling centres have been created by the company
for making direct sales to consumers. The objective
of creating such centres is to help consumers buy at
recommended prices and of right quality. It is
also hoped that such centres besides improving
availability of the product would alsc help in
minimising the hoarding of the product and thereby
avoiding creation of artificial scarcities in the
market,

(2) An important caveat has been introduced by the
company that no consumer would be allowed to make
bulk purchases of detergent., The obvious purpose
of this is to discourage the extent possible
hoarding on the part of the consumers and also to

prevent its black marketing by some of them.
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Another important step introduced by the company
is the frequent and continous inspection of the

distributor sales books by the visiting officials
of the company., The objective of such inspection
is to ensure that company recommended prices and

other conditions are adhered to.

4,2 COMPANY'S DISTRIBUTORS

As earlier indicated Lever Brothers Nigeria Limited

has entered into relationship with a number of distributors

for the distribution and sale of detergent throughout the

country. In selecting its distributors the company takes

into consideration a number of factors and also requires the

observance of certain terms and conditions throughout the

duration of contract. Some of those factors and conditions

arei=

(1)

(2)

(3)

(L)

Distributors experience in the sale of similar
products as well as his knowledge of the proposed
area of operations,

Adequacy of capital possessed by such distributors,
not only for meeting the requirement of initial
deposit with the company, but also for carrying
out the necessary operations in connection with
the sale and distribution of detergent.

Ownership of adequate number of wvehicles for
facilitating the distribution of the product among
the later stage channel members.

Possession of adequate warehousing and storage

facilities.
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(a)

(b)

(c)
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The company on its part tries as much as to provide

necessary supports and incentives to its distributors.

incentives are as fellows:-

Increased credit limits, and cheque facilities have

3
r
ct
o

been allowed to a greater number e distributors

te help increase stock levels., To illustrate, the
company gives 30 days credit facilities for the
payments of the amount due to the goods purchased by
the distributors., However, the distributors are required
to settle the account and pay the balance due from them
at the end of the month. In other words the credit is
not ordinarily extended beyond the expiring of one
month from the date of transaction, The distributors
earn their profit in the price at which they receive
the goods from the company and the price at which they
are permitted to resell such goods.,

With the expected increase in supplies of omo stocks
dated 1980 on words, the trade was planned to pressurize
through a series of tactical trade deals and sales
houses, to facilitate guick turnover of stocks through
the trade to customer. However, the present economic
recession has temporary forced the company to drop the
incentive to the customers,

Through personal selling, distributors are constantly
reminded by the sales force of the benefits to the

feature of the trade educational effort
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(d) In line with the company new itinerary and collate
system, both direct and indirect distributors are
called on regularly by the field sale force to
carry out, inter alia, displeys and merchandising of
omo, Increased use of itinerary was egually planned
to make of merchandisers in the leading superrmarkets
and self service outlets, and in the modernised open
markets, ensuring that omo's share of the available
shelf space is commensurate with its market position,

(e) Efforts are being made to give priority attention in
the delivery of stock ex-depot to customers to avoid
out of stock positions. In this connection, the company's
new pelicy of providing trnasport for ex-depct

deliveries has been of great benefits,

To achieve this policy, a new rebate structure with
a minimum scale of 30% irrespective of purchases, and a
maximum scale of 5#%, had been introduced for the
distributors, In addition, there is z retail margin of 11%
approximately. The distributors arc alsc granted rebates
which carry with the quantity of goods purchased by them.
To achieve this policy, one of the objectives for granting
such rebates is to help the distributors to meet
transportation and the storage cost required to be incurred
by them, When the distributors were asked by the input of
services and facilities provided by the company in exchange
for the output services to be rendered by them, the answers
in most cases were that the distributors felt satisfied with

the company.



5

Fowever, with the difficulties the company has
cncountered in recent times, coupled with scarcities of

omo, some of the incentives have been withdrawn,

Notwithstanding the fact that the distributors were
by and large satisfied with what tie cowpary provided them
with, there were certain problems which made them unhappy.

One of such problem was of inadequate supplies of Merchandise
to them, The problem got compounded by the fact that many

a times after travelling long distances from their areas of
operation to reach the company's depot on the scheduled

date of collection of the merchandise, they were told that
the supplies were not available. This naturally resulted

in increasing their overheads. Not only this, many a times
the company's salesmen also disposed of their allocations on
the pretext that the distritutors failed to turn up on the
alloted day. In this, they felt the high handedness on the

part of the company salesmen.

On their part, to help the company get over the
problem of inadequate supplies of detergent, they even
wrote to the Federal Government to provide the company
(LBN) with required import licences for raw materials and
components to enable it to engage in continuous production,

The distributors also wanted the company to restrain
their salesmen from disposing of the supplies meant to be
allotted to them, where for some reasons they failed to be
present on the scheduled date of allocation of the quota
earmarked for them. The distributors were also guestioned

if they were satisfied with the promotional activities
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undertaken by the company for prouoting detergent in t!

igerian markets, The responses of most of them were that

iromotional activities were adequate and omo was regularly
cing advertised through radio and television as well as

through impeortasnt newspaners and m: oazinos
w111 gn 1lrpportant newspapers 1 F3Z1Nes

Promotional Activities Undertaken by Company for Sales of
Omo o

Distributors Response Regarding Adequacy of Such Activities,

s

Cities Adeguate Inadequate Total
No. % No. %
Kaduna 15 75% |5 i 25% 20

Zaris 10 91% i 66 11

Kano 2 80 |5 200% 25

Total L5 80% 11 _20% 56
Source: Computed from Questionnaires.

The survey as already stated earlier was conducted in

»

laduna, Zaria and Kano cities, In terms of percentage, 80%
of the company's distributors felt satisfied with the

promoticnal activities of the company for the sale of omo

[N

n the Nigerian markets., These percentages however, vary in
the three cities as is clear from the table above, The
maximum number of distributors who felt satisfied with the
promotional activities of the company was in Zaria. More
specifically in terms of absolute number of 15 distributors

out of 20 in Kaduna felt satisfied about the promotional

activities of the company. In Xano, the number of distributors

satisfied was 20 out of 25, Those who were not satrppeed

-:‘H) "\ ? ] 6 : _'._5-’ i‘_ c'f\-’Fj') \"‘ N\
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however argued that in period of shortages 1like this, the
company should not stimulate demand further instead it
should try to educate consumers through its promotional
activities how economical use of Jdetergent could be wmade

by them.

When asked about their social responsibility to the
public of not necessarily sitting tight over the stock of
omo thereby creating artificial scarcities in the market
and also of equitably distributing the product to 211 -
sections of the society, their reactions was that in
pronouncing Jjudgement on their activities, distinction
should be made between the hoarding of goods for the
purposes of profitering and keeping of stocks at reasonable
levels to ensure a fair and equitable distribution of goods
on a continuous basis, It was argued by them that they
should hot be pressed to sell the whole of their supplies
as soon as they arrive, To press them to sell, in their
opinion, will create glut and scarcities conditions
alternately., In other words, based on their experience,
they should be left to exercise judgement with regard to
the release of stock from time to time so that detergent
and item of daily necessities were available to consumers
on a continuocus basis., There was alsc this loud thinking
on the part of some large-sized distributors that they
should have central warehouses of their own from where they
could dispatch stock of omo (and also other goods carried
by them) to their branching teo facilitate continuous

feeding of the market. What they meant was that arrangement



like this should not be treated ss hoarding on their part.
Even distribution of goods at reasonable prices was in

their opinion and important function to be exercised by

et better insight into the marketing of dstergsnt
by Lever Brothers Nigeria Limited, the researcher also
interviewed 288 consumers in Kaduna, Zaria and Kpno cities.
The study confirmed the general impression that Omo, the
company's brand of detergent was the most preferred brand
under normal market situations., But during periods of
scarcities for obvious recasons, the consumers tend to

accept whatever brand he could get.
P i

Table 4.2
DETERGENT PREFERENCES

Brand Names

City Omo Surf Elephant | Appdlloc |Total

No. % | No. % |Na. % j Mo %

Kaduna {50 50%] 10 1096130 30% | 10 10%] 100

Zaria 130 LO%]| - 0 53% | 5 7%y 75

Kano 60 53%§ 3 %140  35% {10 9%l 113

TOTAE: }1LO Lo%|i 13 5%] 110 38% | 25 %] 288

Scurce: As in Table lj.1 above,
The above table summarises the brand preferences of

detergent in the 3 cities of Kjduna, Zaria and Kano. As is
clear from the table and as alsoc stated earlie. Omo was
the most prefcrred brand, followed by Elephant, so far as
the overall ranking was concerned, but when examined with

reference to each of the above cities it was found that



Elephant ranked first, followed by Omo in the city cf
Zaria. 3ut in Kaduna and Kano cities, it was omec which was
clearly preferred vis-a-vis other brands. Further as is
bvious from the above table, the main competitor of Omo
was Elephant in all the three markects, It may be mertioned
here that Omo and Elephant are prcduced bty large-sized
companies viz:, LBN and P.Z., 'New Appollo' is alsc
produced by International Equitable Association Ltd., a
medium sized company with production facilities located at

Aba, Imo state,

The researcher also collected data regarding the
prices at which the different brands sell in the market
during normal time periods, that is, when there are adequate
supplies of this product in the market. The data with regard
to the prices at which different brands of detergent sell
when the product is in short supply was also collected,
The following tables Nos.h,3 &« h.h summarise the above

details.

Table 4,3
RECOMMENDED COMPANIES PRICES

LBN . PZ
Qmo Oomo Elephant | Elephant
Medium Giant Medium Giant

22,47 2k, 59 22,47 2,59
Source: As in Table L.1 above
The prices above are per carton, As at the time the

research was conducted, the prices of Omo and Elephant were

the same,
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Table L.4
Prices of Detergent in the Black Market-in Naira
Town Omo Cmo Elephant Elephant
Medium Giant Medium Giant
Kaduna 55 58 53 56
Zaria 52 56 57 60 .
Kano i 55 { 56 53 56 -

Source®: As 1n Table L.1.
Detergent being a convenience item sells through

different types of channels ranging from street hawkers, way
sides kiosks to sophisticated large-sized stores like Super-
markets. The cbjective is to make the product as widely
available as possible, i.e. in terms of efforts required to
be put in by the consumers, it should necessitate minimim of
his time and effort, During periods of short supply of the
product, the petty retailer who get his supplies from dealers
at inflated prices has alsoc tc sell it at a still higher
price to get his margin of profit., One of the reasons why
the price shoots up during periods of scarce supplies is the
stretching of channel chain as a result of the entry of
tfair weather' or seasonal traders into it, However, when
it comes to supermarket and co-operative shops the length
of the channel remains the same, i.e., it does not get
stretched as a result of the new entrance in it. As a result,
these large-sized retailers are able to market detergent at
the company's controlled prices, Such stores have also to
maintain their image in the eyes of consumers. It is because
of this reasson that during periods of shortages most of the
consumers switch over their patrenage to these stores. So far

as employees of government, parastatals and recognised
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institutions like schools, hospitals arc conccrned, they
get their supplies direct from quota alloted to then by

the companies concerned under the direct allocation schenme,

The sale of detergent through supermarkets -n:d
co-orerative stores has, howevcr, not remaired an unmixed
blessing. Anumber of abuscs have crept in over a periad
of time as a result, the arrangement has come in for a lot
of criticism from different quarters. A common charge
levelled against these stores is that a fairly substantial
percentage of the detergent allotted to them is whisked
away to the friends and relatives of the management and
other employees of the se concerns,., That is, only a part
of such supplies is distributed to the genuine unconnected
buyers who are lucky ehough to be shopping at the time
when the stores decide to distribute detergent. Another
evil which is fanned by such an 2rrangement is that women
and other unemployed personsqueuec up as and when they
get a hint of such sales 2t these retail stores. One of
the important effects of all thesc as reported to the
researcher by the consumers, has been that all those
consumers who are in a position to pay inflated prices, of
course not willingly now buy their requirements of detergent
from the open small retailers including kiosks. This they
do because they are not in a position to afford the time
and efforts required in purchasing detergent from the
supermarkets and co-operative stores. Some of such
consumers however, rescrtedzguying their requirements
occassionally from the created 'sclling centres' where

direct sales to consumers are male,
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In answer to the guestion put to the consumer
rezarding suggestions which they had to offer for
improving the distribution of detergent to them, it was
mentioned that, one, the number -f retail outlets te
increased, two, to the companies producing detergent
should arrange sales of the product direct tc ccnsumers
through channels like created 'selling centre! The consumers
also felt that the government shculd provide required import
licences to such manufacturers to enable them import
necessary raw materials and spare parts enabling continuous

and adequate production of this item by the company.

L 4 HYPOTHESIS TESTING

In the context of the above analysis of data collected
from Lever Brothers Nigeria Limited, distributors and
consumers, an attempt will now be made to prove or disprove
the four hypotheses developed for the purposes of this
study. Those hypotheses together with their rationale have
already been spelt out earlier in the introductory chapter,

We shall now examine these hypotheses as below.

H01 That Lever Brothers Nigeria Limited is not able
to produce detergent up to its installed capacity
because of inadequate supply of required raw
materials.

For the purpose of testing the above hypothesis, the
table below presents the relevant data collected from the
company. The data in the case of the company was collected

from the Area Sales Manager, District Sales Managers, Salesmen

including the office salesmen functioning at the three places



62

from where the data was collected, viz., Kaduna Area

Office, Zaria Sales Office and Kano District Sales Office.

|
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Adequacy of Raw Materials

To Adequate!Raq_ﬁater Inadequate Raw Matcﬁiala <
FUNR . Materials _ - o T AP ; o e =
’s-’ - 1' ,'C'rC'--n- i - o Vi
¥o, "5¥  ‘Percen- |No. of Res- :'Percen- Total
Fancls tage -poOsES : tages
Kaduna 5 209 20 80% 25
Zaria 2 22% 7 7% 3
Kano 1 6% 15 ol1% 16
TOTAL 8 16% L2 8L% 50

Source: As in Table 4.1,
As is cleared from the table above 42 i,e., 84% of the

functionaries in the area of sales thought that the availability
of raw material was inadequate as a result of which the
company was not able to produce enough detergent to meet the
need of the Nigerian consumers, Most of the 16% of the
functionaries who thought that raw materials availability
was adequate were salesmen who because of their being in the

less knowledgeable than their seniors,

As such the above hypothesis get proved that Lever
Brothers Nigeria Limited was not 2able to produce detergent
at its installed capacity because of inadequate supplies of
required raw materials. Tt had already been mentioned earlier
that LBN was importing some of the required raw materials from
countries 1like Ivory Coast, Indonesia, Zaire and European
countries. Earlier the problem of foreign exchange was not
so acute and the company able to secure the required

licences for importing raw materials and spare parts from
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outside, Needless to mention that it was the inadequate

surply of foreign exchange which wzs really responsible for
imbalances between supply and demond of this important

basic item of consumption. And this pericd of imbalancec was
highly sufficient to produce substitute indigeneous raw
materizls, The company had however, not been able to gener-te

till date substitute local raw nmaterials, notwithstanding
its investment in some of the researches undertaken for this
purpcse., The company has however, invested more money in new
areas of research studies to produce substitute local raw
materials in view of acute foreign exchange situations which

has arisen in the last three years or so.

The shortage of raw materials is to an extent that the
company is able to work only below 4O¥ of its installed
capacity. When the total production of detergent at present
by all the companies in this field is taken into consideration
its adds up only to LO,000 tons per annum as against its
current total demand of about 70,000 tons per annum., In other
words the supply falls short of demand by about 30,000 tons.
So far as the future estimates of demand for detergent for
the next five years are concerned they have been put in the

neighbourhood of 100,000 tons by the company.

HYPOTHESIS NUMBER TWO

H02 That the present day distribution system of Lever
Brothers does not help it to distribute its
product detergent which is in short supply in an

equitable manner,
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ble L ¢
The Distribution System of the Company )
W Appropriate Distribution |[Inappropriate Distribution]Totcl
System Systen L
Number | Percentage Lurber |Percentage loe
iuna 3 12% B 22 88% 5 |
. o
zaria 3 33% ___6 6 7% 9
Kano 2 124 5% yn 87.5 16
m - =
Totel | 5 10% L5 90% 50 _]

source: As in Table [j.1

From the table above U5 persons or 90% of those interview.d
agreed that the present distribution system of Lever Brothers
Nigeria Limited was inappropriate in the context of the
rresent day distribution needs of the country and it was this
inappropriateness which was responsible to some extent creating
and aggravating occasional scarcities of this basic item. Some
of the respondents were also of the view that traditional long
channels of distribution were inappropriate in the present
day economy situation of the country. For testing the above
hypothesis the data was collected from the officials of LBN in

Kano, Kaduna and Zaria sales offices.

It was pointed out that one of the problems which worked
against the distribution system of the company was hoarding of
the item by the distributers of the company for the purpose
of profitearing., That is the distributors manipulated the
avajilable supplies of detergent to create artificial

scarcities in the market resulting in high prices.
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The activities of "seasor2l petty traders" in the

= ; compounded _
listribution of detergent further the problems.

Needless to mention, most of the traders are not amcnable
to any discipline and as such can't be controlleil, They
buy their requirements from distributors and dealers and

not from the companies producing detergent.

Efforts to distribute detergent by the producing
companies through the big retail outlets like Leventis,
Challarams, John Holt and a host of others have also not
yielded the desired results, The marketing personnel of
these outlets are generally bribed by market women and the
stocks at these outlets are purchased by them for resale
later at higher prices through various small and wayside
outlets., It was also gathered that senior Management staff
in some of these department steores arranged for their
relatives to bulk-purchase detergent stocks at controlled
prices through the "back-door™ method, again to be resold

later at higher prices,

The problem of scarcity also gets aggravated because
of the inadequate coverage of the market i,e., there are
certain areas which are not serviced by these middlemen.
These middlemen ~r. able to earn enough through hoarding
and profitearing by selling their product in established
markets only and don't try to extent their coverage in other
markets which are not corrently being served to increase

their turnover and consequently their profits.



TOATLUTC T nayTir Pt ™
HVE iF e
11 1o bl gt 1 % 5 B
T Tl -— =+ " Ve s E
= - T -
i 3 1NATY il romoTional
-

s Promotional

WCTIVIT1ES L the o I
nn consumers tc 1Nnimils

Responses From the Compony's Officials

Promotional Activities
Help Minimise
Consumption rate

Promotional Activities
Do not help Minimise
Consumption rate

Total

Number of Percentage Number of Percentage Number of
Respondents Respondents Respon-
dents

Kacduna

87%

13%

Zaria 7 L% Iy 36% 4
Kano 10 673 6 370 16

Total

7L%

13 26%

Source: As in Table 1.1

Consumers Responses
Town Number Percentage Number Percentage] Total
Kaduna 70 70% 30 30% 100
Zaria 50 67% 25 33% 75
Kano 73 65% 4O 35% 113
Total 193 67% 95 33% 288

Source: As in Table lL.1

From the tables above the hypothesis proved that

promotional activities undertaken by the company help to

minimise consumption rate of omo

ietergent among the

consumers.,
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The result from the administered questionnaires,
interviews conducted, also revealed that the company wes
trying as much as possible within its available rescurces

_ . . . . byt
not only tc promote their products at this timefalso to
zqucate the users on how the product, omo cetergent could

be used economically.

Consumers interviewed regarding the promotional
activities of the company (LBN) were of the opinion that
omo detergent was constantly advertised through mass
media like the radio, television, billboards and also
through some major newspapers, Personal selling by the
company's salesmen and representatives was also adequately
carried out by the company as revealed by the responses

received.

From the viewpoints of the consumers and the officials
of the company (LBN), the public was constantly informed
through mass media on how omo detergent could be minimally

used.

HYPOTHESIS NUMBER FOUR.

Hou That middlemen further aggravate the short supply
position of detergent in the Nigerian market and
consequently affect the squitable distribution of

the product.



Table 1.9
Activities of Middlemen o

Town Activities of Middlemen |Activities of Micddlemen Total

worsen the short supply |do not worsen the short

of detergent |surply of detergent -

Number Percentage ;i&i““r Percentag: R
Kaduna 75 75% 1. 25 255 100 |
zaria 55 73% 20 27% 75 __|
Kano 83 73% 30 28% 113
Total 213 7143 75 26% 288

oource: As in Table L.,1

From the above table, out of a total of 288 consumers
interviewed, 213, i.e. 74% of them were of the opinion that
the activities of middlemen worsened the short-supply situation
of omo detergent in the Nigerian market, The conclusion emerged
not only from the data received by administering the
questionnaires on consumers in Kano, Zaria and Kaduna but also
as a result of the personal observation made at the points of
purchase viz:, open market, supermarkets and similar other
places of purchase by the researcher, It was also revealed to
the researcher that middlemen manipulated the available
supplies of scarce commodity thereby creating artificial
scarcities leading to high prices, As has already been
mentioned earlier, the traditional long channels of
distribution in this trade made the control of dealers
particularly petty traders very difficult. In reality it was
impossible to control them as the company had no mechanism
to discipline them because they did not directly deal with
the company. Apart from hoarding of omo indulged by the
dealers, the scarce product (omo) is also used by such

dealers including supermarkets tc sell other sticky products
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i1.€e., the products which are not so fast moving. The
regultant effect is that,.consumers are further subhjected

to hardships during this period of sky-rocketting prices.

To compecund the problem further, it has been resorted
reecently that ome detergent was bheing mixcd with other
substarces 1like sand thereby lowering its gquantity. The
resultant effect is that,the rate consumption of omo is
being reduced further thereby affecting the turnover of the
company. Alsc, the consumers are switching to the use of

bar soap, soda and similar other substitutes.

Finally, though the company is being forced to use
mestly the traditional long channels to distribute its omo
detergent as required by a convenient goods (like detergent),
which is neot very sultable in a derressed economy like this,
the company is however, doing its best to prevent such
abuses associated with the metod and distribute its product

in as equitable a manner as possible,
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Chapter Five

OBSERVATION, RECOMMENDATION AND CONCLUSION

=,1 OBSERVATION

Like any other organisation, Lever Srothers Lireria
Limited is faced with 2 lot of prollems cmorg which hav

bcen highlighted in the coursc of the research.

One of the problems is the ever increasing demand for
the omo detergent and the inability of the company to cope
up with the production and equitable distribution to all
classes of consumers. The study revealed that Lever
Brothers Nigeria Limited production capacity falls short
of the demand. It now produces below JO¥ of its installed
capacity as against the present demand for omo detergent,

which can be met only if the plant produces at 70%.

The production cost of the company has tremendously
increased. This could be attributed to the difficulties
the company facesin acquiring import licences and also the
Jump in cost of raw materials., Most of the raw materials

are imported and this affects the Unit cost of production.

From the view peoint of consumers, the distribution of
omo detergent is inadequate. Most of them complained of
hardships encountered in purchasing ocmec. The channel of
distribution itself leaves much to be desired., Artificial
scarcities are created by the middlemen. Distribution
problem is further compounded by dealers who are in the
habit of selling their collection paper to less previlleged

retailers thereby contributing negetively to distribution

TeBusiness Times, 1st June, 1981, page 2P
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efficiency.

"Advertisement is one of the indispensakle tools for
promoting sales. And realising the existerice and emergence
- substitutes for omo in the detergent industry, we can
sce the need fcr adcquate promoticns." From the study
concucted, it was revealed that the company still rneed more
efforts in its promotional activities. This is apparently
to keep its omeo detergent as brand leader in the market
and also to counter any likely stiff competition that may

result from the 'good weather' industrialists that have

been attracted in recent time into detergent business,

Providing convenience for the consumer is the sele
responsibility for the marketing department. This could be
done by further producing the product in various sizes to
make purchasing relatively easy for consumer. In a situation
where consumers are subjected to various forms of hardships,

hampers effective marketing.

Finally, it was also observed that imposing price
control in a depressed economy as witnessed today in
Nigeria will be ineffective. In the end, prices will be
controlled by the laws of supply and demand., Ever. the most
rigidly controlled totalitarian rcgimes such as Russia,
price control has been ineffective, Profitearing and
corruption are rife in the Eastern bloc countries. Nigeria
does not have the physical means of controlling prices and
I doubt that it would be thought desirable from a political,

an economic or a social point of view to create a vast army
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cf enforcement officers, Inctead, efforts s.iculd be geared
towards generating local raw materials tc enable detergent
companies step up their production cspacity, so as to
sntisfy effective demand; as well as stimulate the
importation of detergent to supplcment the local production

7 temporary measure; pending when the local manufacturers
of detergent will assume full and mass production for all

classes of consumers at reasonably low prices.

5.2 RECOMMENDATIONS

The recommendations presented below are the outcome of
the findings, interpretations and the judgement of the
investigator, The recommendations shculd be viewed as a set
of our economic strategy and implementation components

altogether.

The discussions about strategic market planning,
including effective distributicns of scarce commodity like
detergent had been about techniques to facilitate the most
important organisational decision making process, In a
depressed economy as witnessed in Nigeria today demands
that business organisations irrespective of the type of
services offered to the society should be able to meet the
requirements of its target market. The goal of modern
business therefore is not merely to make products but to
create sales and customers from which profits will
ultimately arise. Anything that contributes to that goal
is the legitimate concern of the marketing executive, The

teaches

marketing concept that in order to be successful, a

business must consider its customers, their needs and desires,
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likes and dislikes, habits and attitudes at every stage
and level of business operations. Thus, in the ccntext of
Lever Brothers Nigeria Limited, thc overriding merketing
objectives in this period of scarcities and shortazes is
te maintain its market share, incresose retnil outlets,

m2ke sales of its products direct to consumers as ruch as

possible,

The target customer approach that is, the understanding
of the perscon for whom the services are being developed in
other words, the person who is expected to buy the services,
is a very important concept in marketing. The master plan
for a marketing strategy must always begin with the study
of the customer, It is concerned with the demand fulfilling
efforts of an enterprise to make its products available to
all classes of customers and at a price that most could

make effective demands and purchases,

Generally therefore, markcting starts with the germ
of a product idea and does not end till customers are
satisfied and for an organisation to be successful, its
marketing programme must be geared towards maxXimising sales
in the long-run., A basic tool of marketers therefore, is To
determine the needs and wants of 2 target market ard

produce high quality products to satisfy the market.

Also, effective distribution system and price stability
are important not only to industrialists but to wholesale
and retail distributors and consumers, It is important to
manufacturers to see that their products are readily

available at all strategic areas so as teo achieve market
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exposure, A manufacturer may spend a lot of money in

overtising his product through medis houses without
achieving effective result, if the goods are not
strategically placed in all areas oi the country, in

other words, if thc market is not prorerly coverec. Thare
arc people who ask why L3N COufgz?k the distributer ~f its

omec detergent? The answer to this guestion lies in the
division of labour and specialisation which are crucial
in achieving efficiency and consequent success in business

operations,

The advantages of specialisation include the following:-
(a) It leads to greater efficiency
(b) It makes the distribution of goods cheaper
(c) It is convenient to the consumer in that the

commodities required can be brought toc his door step.

It is therefore, as a result of the above mentioned
advantages of specialisation that LBN engages only in
manufacturing and sales to distributors. Effective
distribution and price control of omo detergent in these
lean times and the astiénishing rate of inflation in the

country today is meost appropriate.

Generally, there are two main channels of getting goods
from producer to and consumers., These are the direct and indirect
channels, In the direct distribution system, the producer
sells wares directly to the consumers, eliminating in the
process the activities of third parties. In recent times,

LBN has been forced to make direct sale to consumers at the

designated centres as temporary mcasures.
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An indirect distribution system demands the pr:asence
of various agencies or third parties who serve £s link
Yetween the manufacturer and consumer, The Lever 3rothers
12intain the traditional indireet listribution systsr
involving the distributora and or .lcalers. sub=cicstrilutors,

~ttaches and retailers,

Much as people would like to make their purchases
from the departmental store, it was discovered during the
course of the study that more often prices were generally
higher at the stores (department) than other retail outlets,
This was not only because of the administrative and other
overhead costs, but that market women bribe top marketing
personnel in the department stores to buy the omo detergent
at contrelled prices and to resell them at escalated prices.
Also, it was revealed that senior management staff in the
department stores arrange for their relatives to bulk

purchase at controlled prices through the 'back door.!

In addition to above problem, other major problems
discovered during the course of reésearch are as follows:-
(a) Lack of foreign exchange thereby leading to

inadequate impert licences to import the required

raw materials and component parts.

(b) Lack of effective distribution by the LBN leads to
manipulation of available scarce commodity (detergent)
by the officials of the company, large sized retail
outlets viz; Leventis, Kingsways, John Holt and so on.

(¢) The antisocial and selfish activities indulged by the
distributors, sub-distributors and retailers have

seriously led to the scarcities of omo detergent.
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Making criticazl of the above problcms, one
would conclude that the present situation of
detergent scarcity is really a production cricis.
Nearing in mind the above conclusion therefore, *he
following are some of the recomimendcotions that cculd

help offset the problems.,

(1) The Federal Government should grant adeouate
import licences to LBN and as well as other
manufacturers to enable them import the
required raw materials and components parts
at the right time to step up the production
of detergent.

(2) Considering the importance of omo detergent
in millions of Nigerian homes, and also to
effectively meet up the demand, state
governments should be allowed to import
detergent as an interim measure to suprlement
the efforts of LBN in providing the product
to all classes of consumers,

(3) Covernment should organise co-operatives
society principally to make detergent get to
grossroot easily and »t reasonably low price.
In most cases the cooperative shop price is
lower than the market price, since the
essence of co-operative body is to provide

services to the members and not to make profit.
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Unlike the middlemen, what co-~operstive
society needs is 2 little margin sbove the
cost price to ensble the ‘body' operate
efficiently.

(44) The GCovernment departments responsible for
regulating prices must liase with organised
private sector like Lever Zrothers before
deciding on the maximum selling price of
various sizes of omo detergent. All costs
which bring the goods to location must be
taken into account, including such things as
financial costs, transportation expenses, etc.

(5) The problem of inadequate supply can be
tackled by researching into generating local
materials and spare parts so as to meet up
the excess demand, Good enough, the step
taken by the Federal Govermment to set up
petrol-chemical industry will go along way
in solving the problems faced by detergent
industries in Nigeria. Without local
substitute of raw materials, efforts of LEN
to positively contribute to industrisl
development of the country will prove abotive,

(6) The distribution system wtich had been proved
inadequate should be overihzuled. The traditional
long channel of distribution mgintained by the
company is grossly inappropriate in a depressed

economy as being witnessed in Nigeria today.
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The existing distribution system (long chain)
was designed for normagl market conditioas
under which it can be relied upon to perform
its funetions creditably. Some elements of

distribution channcle ere paresitic and c¢:n

e

be dispensed with, The independent wnolesalzr

serve no purpose in a shortage situation,
Hoarding by the middiemen can be checked by
involving the salesmen to make direct sales
to the retail outlets. This could take various
forms among which is to directly involve
petty traders, that is, retailers can be used
with circumpection where they are located in
a lockable and identifiable stall in a main
market, Such retailers should be allocated

to be serviced by a specific distributor
whose sales to the retgil trade could be
controlled, thus making it his/her
responsibility to ensure retailers in his/her
c¢harge sell at controlled prices.

The reward for distribution services should
be adequate. On no zccount should government
pressure distribution companies to sell below
cost or mgke avoidable losses, e.,g. expecting
companies to sell omo detergent in Lagos at
the same price as in Kano or Maiduguri,
ignoring factors which contribute to distribution

costs e.g. transport.
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There is need for LBN to also polic:
sales force and distributors to ensure absolu
honesty, integrity and fair pley, #llccation
system must be agreed on clearly exoressed
criteria 2nd strictly followed,

LBN should pay greater desirabllity of packaging
in smaller quantities, This is to ensure that
all category of consumers can afford detergent
of various sizes,

As more than ever before, LB’ stould consider
the possibility of a Zerolevel or direct
distribution of omo detergent to consumers in

a period of severe shortage as experienced today.
Some skeletal sales made direct to consumers at
the "created selling centre" by the company is
highly commendable,

The personnel policies and motivational tools
should be reviewed s0 as to reduce labour
turnover which is & characteristic feature of
the wholesaler's organisation. The Management of
LBN pays more attention to the hygeine factors-
salaries, working conditions, level of
administration, which temselves are not
motivators, neglecting what Herzberg described

as motivators responsibility, achievement,
advancement and work itself. Finally, the
company's effort to achieve price stabilisation
will remain utopia as long as the company

mzintain the traditional long charnel of distribution.



Omo has been overpriced in meny retail cutlets
because it has to pass through many lands

before it gets to the finzl consumers,

However, efficient distribution systems thkemsalves
do not necessarily dictate or determine prices. Deztergcat
sh.ortages is a problem of production crisis. Adeqiate
supply is the answer to the problem of effective
distribution and price control both of which will come
through on their own unaided once supply is sorted out.

I reiterate once sgain that if government consider
detergent as essential commodity and give adenuate import
licences for their raw materisls importastion, production
and supply of omo detergent will substantiglly increase
and prices will tumble fast. For example, prices of omo
medium which in January/February 198l was E3.50 is now
around ¥1.00. With further help from govermment, I strongly
believe it will be reduced even further to the official
price of 65k. The problem of detergent marketing in
Nigeria will come to be a past history if the gbove
recommendations are considered important aud therefore

timely implemented.

5.3 CONCLUSION

—

A combingtion of fgctors, princépal amongst which
are the fluctuatimg growth of moneyj?zirculation, high
cost of credit and bank 1oan‘and the economies of
elasticity of demand, make trading a very complex activity

in Nigeria.
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Therefore, in order to magximise returns on
investmernt the trading community, professiorzl
wholesalers, retallers, emergency contragctors and
adventurists alike tend to look for opportunities to
maximise their gains in addition to covering their cosT
of operation. Products in short supply like detergent
become hot favourities for these traders to compete
desperately and in most cases ending up exploiting end
users and thereby contributing negetively to marketing

efficiency.

To join the committee of industrial nsztions, both
the State and Federal Governments are striving hard to
shift emphasis placed on agricultural economy to an
industrial oriented economy. Good enough, the country is
blessed with abundant natural and human resources.
Backed up with the research undertakings, the economy
will definitely witness a successful transformation from

an agricultural base to industrigl economy.

The ma‘ior problems of detergent marketing centre
around the marketing mix~distribution, promotions, product
itself and the price. On this premises, four problem
areas were enuciated agnd formulated into working hypotheses

which were tested in chapter three of this proiect,

Some of the problems of detergent marveting
discussed during the course of the study had earlier
been highlighted. They incl e the ever i creasing demand
for omo detergent, the inability of the company to produce

at the installed capacity, lack of mechanism to control
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the distributor: to sell at recommended prices, the
inability of the government to grant Lever Prothers
adequate licences to import the reqguired resw msterials

ar.d component parts etc.

To offset these problems, T suggest tie following
steps be implemented,

(1) Grant enough licences to LBN to import raw materials
in adequate quantities so as to enable them step up
production,

(2) The company should overhaul its distribution systems
to suit the present economy realities.

(3) Direct sales to consumers should be encouraged beyond

draw board and decisions,

Conclusively it should be noted that an improvement
and constant innovation either in a sellers market or
affluence soclety is advocated and worthwhile for
organisational continuity, as any organisation deveid of
imnovation is not likely to survive. It is therefore,
hoped that the marketing and distribution operations of
lLever Erothers Nigeria Limited will be greatly enhanced
if the zbove recommendations are timely imnlemented and
other companies in detergent industry will find them

worthy of emulation.
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APPENDILX

. o i S I . i Al

TIONI;IRB FOR THE FARYETIMNG SA S
F‘F i' }.i,.LAE o 'T"T?T‘t{ bt{m—*arrrm .

::af.'le sae @ e e a8l s o B esnEneeReSs N
ABQTBHE S wwnesmwisrns nteane s
Status Position: sssseesvess
In answering the questions, additional papers could
be used when necessary.

(1) Name the plants or factories where detergent is produced
by your Company? S P s et e s s e sdescescransssanscsatssBRsER

(2) what factors have led to the recent shortage of detergent
in Nigeria? Please SpRCILY ceccocscvssssssssnsensavosens

CR R I B I O B B R B R O B B R O B B O B B I O IR A B RO B A B R DT B B B B

(3) What channels arrangements you use for marketing

detergent in Nigeria? Please 1ist ...isiecs00ss00e

(i)  nsasunis BT R EER TR AsE e ek W R & e
(D) 685 5 ERA ERAGERS B kiR v wemminem w g pm B wiiy
(€] oo rvromms e snmesmen swssre s damonnssssoniesssass
K] vevnmray s sumamnns seuvinn s sasaes & L AFBEH5 1 0

(L) Have you developed any additional arrangeme.it for
equitably distributing detergent under the present

condition of its being in short SUPPLY? ecoevceccas

(5) 1If Yes, Please describe the additional arrangement
made:- L R A R R I R O O I I T N S N R RS

.‘-..I..'......“-.l’...-.....l..‘I.Clll..“..l..l.



(6) what transportstion arrangemerts vou use for

distributing détergents in 'igeria? Plegse list,

AP ® 8 & g ° 8889 A e C e (C) * ® 8 3 3 888 a8 s8R LR O ]

S

)
C) ¢ s spoopemenv s uaBada {(j R R B R R I N B B

(

~]

) Do you supply detergents to cnannel members from the
plant(s) producing them or from warehouses or both
from plant(s) and warehouses? Please check.

(a) Plant(s)
(b) Warehouses

(c) Both.

(8) what is the present total supply of detergent in
Nigeria? Please specify.

L B L O BB O O B B N D O B O B IR B B N R I R R R N N B O B R R I B B A

(9) what is the present demend for detergent in NigeriaZ
Please specify:
L B I S L I I I IR AT A AT B NI I R R R I A R ]

LA B B B I B I B I B R R B I I I N B R R O O R T T I I R ) «- p @& o e e

(10) Have you any estimates of future supply and future
demand of detergent in lligeria? Flease explain:

LR B O B B B I B N B I B I I I L B B B AR B L A L I R R B ]

(11) Are you able to supply detergent to your distributors

regularly and adequately? (a) Yes 1} i (b) .Nof'*W

(12) If No, Please givVe YeasdlS. se.sevseessssssacsss

L I I I S B I I O B S B B O R B RN B R BN B B B B B R N I R I R I R B N B A

L & d @ 4 & & g2 8 P 4 ad eSS S E 9T e FA A EE s e DT R d e RS ey s
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(13) What is the total number of distributors for datergent
in Kano and Kaduna-states?
ew B e AR hEA s R S bl ant et i nses e aien e
e v NEA N B SRR OGS NN S & SRS W B TR 8
(1l4) What are the iterms and conditions under which you s
detergent to your distributors? Flease specify:
s e e 0 o o g b b e st s d es st e At 88 sS4 bt sassasasserasere

@ 4 % 8 2 & 8 8% 0§ 0B 8 U T W SR AR RS C RS S d e PSR e e e

(15) What are the factors you consider in determining your

priCeS? ® @ ® & & & » 9 % & 4 8 & 8 8 40 8 2 A8 EF o ae @ ad s éad s d sean sa

CORCTE T T T I I I B I I I B B IR B BN I I B ---h.-...l‘t.-l"

(16) Are your distributors satisfied with these terms znd
conditions of distributorshin?: ..siseveciscsscedn

LI I I I T SR I B B B I R IR I B I O B B I A I R T R I I R R T I B R R I I B R B B A

(17) What methods do you explore to exercise supervision
and control over your distributors? Flease specify:
LA R B A B B B OB R A B B B O O O R B T I I O I R O N N Y

LI B IR I B B O O B B B B R R DR B B B BN B R I R I T S O I U T I A B

(18) Which are the other large sized companies in Nigeria
which are producing detergents? Please name them;
® 8 F & 0 @ 8B S & F 8 P08 00 R BAS PR R g e e PR R R R e PR

L B O B I I O B O B O B DN B R I I RN I U T T O N U O R A

(19) What typel(s) of problem at the channels level is
your company facing in equitaebly distributing the
limited supplies of detergents to consumers/users?
Teceesvesassesisesstesseersatscacsessasressssanant

L B A B B B B B B B I B N B I I IR R R I T A I A O B A O
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(1)) What channels do you use in selling detergent? Pleasc

(15) What are the terms and conditions under which you sell
detergent to your dealers? Pleasse specify:= c..ce0

(A R A A A B R R A R B B R R A T I

L A A A A A AR L B I N BT A B SN R O B N B BRI O B A B B N N B R

(16) What are the factors you consider in determining
YOuT priCES? T I B R I O O A BB B I B R R A N

T A A I B A R R B B A B DU IR N A B R R B B A R A R I B I I R B

LI B B O N AR B O I B O B B B B B B R R R IR R B B B B B B B R R R B

(17) Are _our customers satis’ied with these terms and
conditions of sellers/buyers relationship? .....ee
@ ® & & 8 8 P P § o EE S GRS E A8 eSS A S s AR AR RN

LA B B B B B O N B O B I O DR B B R R AR R B R EE AT N B B B R BRI BN B B

shguld
(18) what do you suggest the company/do to help your

pTOblemS? Flease explein;ﬂ P L R R A R R R A T A
LI I I R R I A S I B B I I I e R R R B P P B I

C R R I R I IR I B R TR I I NN I R B B S R R R R R L B

(19) What do you suggest the goverrment should do to
help solve the problems you face?

- # 8 % 92 " e s e s teeaaseha BB e8RS S AT e e he ey
SATeh AR IR RS AAN VRIS F G R b e S A B SV A A AT b

L B I BN B B D B B BN B B D B IR BN BN BN BN BN B BN B B B B RN B B EE B IR B B B B B BN B O B R
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(20) What changes if any, you have made in the system oI
allocation and distribution to meet the problem of
equitable distribution of detergents in Nigeria®
Plense describe . iaseisinnassnntssmannsesaesssnnh

Syatam of 8LLocablon ..useeen e veweewe » veseswe s

(a)
(b) System of QAiSTribDUTLION ,pevrevevcecccsssascses

(21) Have you taken any regulatory steps at the level of
channels to ensure fair distribution of detergent
to Nigerians?

(a) Yes E:: (B) No __}

(22) If'yed'what are these steps?

CRC I A R A A B B B B R R I O R O I I O R O I B I I I A O I IO B

(23) Are you able to ensure fair distribution of detergent

to Nigerians consumers?
(a) Yes E t (b)
-
(2ly) If '"No' what problems are you facing to ensure equitable
distribution of this products to Nigerians?

LA B O B B B O B B B B L B R B R N I B B R I T AT B IR I R I R B R I A A

(25) What are some of the abuses which have developed in
the distribution of this product during this period
of shortage? Please explain:
Ceseesessresssetsacetesssisssestsessnsasadssssnnas

LR B O I I O O R B R I O B B B IR A B R B B R B A B IR N B R R O I B A
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(26) How in your opinion, these sbuses should be reredied 7
0 S ETRNE FECTRT A TRV SRR § E TS B AR § B TR
....... FRERES B NETVE R ECaEVR G LRV RaRtH B0 CREA
SRR T VIIEATOTE AT R R E AR B TR

=~

How are you

AR

level, both
(a) In the

(b) In the

(28) How long do

pianning to solve this probtlem at your
in the short run as well as the lcng run?
Short I‘un LI O S B B S IO I R B B R I RO B B B O

Long T o wspaes i sgiPdedmagasnenssswes

you think this problem of shortage is

likely to continue?

(E) For abDUt =1 Year CEE L B AU B S B S I B B A A N B B B A

(b) For two t0 Thifte JRATSE .i.ssesevisssisbosnbois

(c) For Five Years ® 3 & & 0 & A8 23 4 & F BB P R e

(d) Any other eSTiMATEe ,cecescpocscescocrcossasncs

(e) Don't know L O B O B B O B R B R B I B R R I I IR B B I I B R )

(29) What in your opinion should be done at different levels

to ensure equitable distribution of this product?

Please explain:-

(a) At the

(b) At the

level of the distributors ...cccesesee

1eve1 Of the dEaIErS st s s B s ge s esTERN

(d) A t the level of the CONSUMETS ...ceecccccces

(d) ;“ny Other 1QVEI a3 8 8 &0 8 B0 B b e s a8 P A4S sE el R
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PPENDIX B

——— A e —————— .

@ ® " 8 88 A S0 E LB e 8" 880N anR

AAAYCBE L ssssnssisie biasones

In answering the questions; additional sheet oI p

could be used when necessary,

(1)

(2)

(3)

(4)

(5)

(6)

Are you selling detergent?

(a) Yes T 1 (b) No i
Sl | S

From where do you get your supplies of detergent?
(a) Lever Brothers TLL1 (c) Major Distributors

(b) P.Z 1”“1 (d) Any other arrangement

f;pecj-fy LR B O B I BN BN O N B B B I A B IR T R * 8 % 4% % 8 88
What factors the manufacturers considered in pffering

distributorship to you? Plecse SpecifV ccsececsnceace

LRI B O O B B B R I I I A I I R O O e B T T T R )

What facilities the manufacturers provides to you
under the distributcrship agreement? Please describe:
2988000000040 0400a00000000000satsesssnnboussnstnte
teteerereuaisaseacteessscssactetancsssasnasssannan

L I I I R R B B R B B BN B R AT BT O B AT A AR B BT B B A B B B R A R

Are you satisfied with these facilities?

(a) Yes T (b) No
-

If 'No', in what respect are you dissatisfied?
L I O B B B O B AT I B B AN IR R R B IR B RN A RN

L A B B A B B B DB N BN I O BN NN BT BN B I R I B R IR B A

=



o1

(7) Vvhich trands do you stock? Please check

(ﬁ) Cmo D (C) ZIE;pL.’-'ﬁt | ]

(b) Sure T | (d) Apollo EI

(5) What problem(s) do you face in getting your supplics

-
it

from the company? 1

A 1 .
1C&SL CDRECAI— jaeisssidiacssrsaan

® & 8 a S A A AN S P A s AT RSB SRR E e R T s B e ® s da R

(3) Have you any suggestion to help solve these problems?

(a) Yes T‘j (b) No T

e —— ke = —

10) What are your suggestions? Please explain briefly:-
Xp

& 8 8 8 &% 388 SAsEEAT .Sl ATAtAReeaatadatasssantanea

(11) What are the problem(s) are you facing in disposing
off detergents? Please desCribe:= ,.e000000000s000

@ F 8 F 8RR R FR RS e d Al R A AR A AT g d g g gt A e s 4 a8 s

(12) Are the promotional activities of the large-sized
manufacturers of detergents adequate in this period
of short supplies? Please explain:

90 e0 P00 0000000000000 adasadasRbesetsensssesstas

LR B I O I O B A R IR DI I R I I B N I O I I IO IR O I B I

(13) If '"No', what forms of promotional activities do you
suggest should be emphasized? Please describe:-
L L B A B B B R B B O B B R B B I I I R R I R O IO R T I I R T B B B A

L B B B B B A O O A A B I T A T B B A R R R IO R R R A
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APPENDIZX C

b o

o=

CONSUMER QUESTIONNATRE:

Name': T A B B B O O O O BT BB B O B

‘“ddress: ses s s R sm L s eIt et an

OEeupation: suwes snsseveswes

(1) How many are you in your family?
SRR BRI WA R WA R0 AR
(2) Fow many of you are the earning members in your family?
R L P P D
(3) Wwhat is the income range of the esrning members of your
TARILY? venmncsvonamsanmesnonseones s owpsesnsseneessss

LR B I B I B B B B A I A O I T R N I B B I R A B A O B A

(4) Do you use only detergent for clezning your clothes?

(a) Yes (b) No I_“

(5) If 'No' what other cleaning products you use for

cleaning clothes?

(a) Bar Soap (d) Sunlight soap

]

(b) wasing soda

(e) others, Tlease

B

(¢) Black soap Specily.

(6) If you are using more than one cleaning material, i.e.
bar soap, washing soda etc,, besides detergent, for
what type of clothes do you use detergent? Please list,

'

R S —

(a) snirts [} (@) Children's clothes f-L}

(b) Trousers t (c) Bedsheets
-

(e) Any other "—_‘

o —




(7)

(8)

(9)

(10)

(11)

93

How long, have you been using detergents?

(a) for about a year

L

(b) for about two to three yesrs T"I
b

' :

—— —

(¢c) for wmore than five years

How often do you buy your requirements of detergent?

(a) Daily :::] (d) Monthly r-'i

(b) Weekly '::] (e) Quarterly/six monthly I i
(¢c) Fortnightly |1 f) Yearl  —
) ghtly | (1) arly [
Who buys detergent? Please check:
(a) Self (¢c) Relations 7

(b) wife E (d) Bouse boys j

Where do you purchase your detergent? Please chack:-

(a) Open Market r"“} (d) Supermarkets !

(p) Co-operative éhop'fij (e) Others'"’“l
=

j -
(c) XKiosks l

Please specify.

————

What factors agttract you most to the source of purchase?
Please check:-
(a) Nearness T | (c) Credit facilities

[N .l

(b) Availability r”"] (d) Cheaper price



(12)

(13)

(14)

(15)

(16)

aly

Do you buy on the base of cash or ceedit? Flease speclf,
L N A A B R A S O B B B A A B A BB R N B B I B R R O B I A

R I R R A A A A B B O B B A A B A A BT R O O R R A R R R I A

How much detergent do you at = time?
(a) Single packet ihﬂ"”l (¢) In dozens i""l

| S+ —n
(b) Number of packets | | (d) In cartons {*Li

If detergent is agvailable freely, which brand would you

buy? Flease check:-

(a) Omo (@) Surf

(p) Elephant j (e) Appollo

(c) Britex r_”]

Besides your favourite brand, which other brand(s) do
you buy? Please check:-

(a) OCmo 1 d) ‘“polle
(d) »sp

i
| -
(b) Elephant w (e) Britex j

P il

(c) Surt L—J

In what respect do you think your favourite brand

scores over the other brand(s) which is/are your
second choice?

(a) Sad == (d) Economical

1

(b) Price (e) Cleaning pourer i::j

(c) soft on hands | 7} (£) Aroms or smell [::]
—




(17)

(18)

(19)

wWhat problem(s) do you face in bgying detergent?

(a) HNon availgbility

L

() High prices

(¢) Any other P

What suggestions would you like to offer to solve the

above problem(s)?

(a) Establish co~operative shops

(b) Eliminate wholesellers

{(c) Establish price control board

(d) Establish more retail outlets

(e) Encourage direct sales by manufacturers

(f) Any other o

ool

What are your generai comments about the steps taken
by the following large-sized manufacturers for
distributing detergents eguitably among consumers/
users?

{(a) Lever Brothers Nigeria Limited

{(b) P.Z. Nigeria Limited

{c) Britex.



