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ABSTRACT

One of the agencies through which transport services
is carried out, is the Railways. It is one of the most
important modes of transportation and very essential for
economic activities of any nation. It has the responsibility
for providing rail services. In Nigeria this responsibility

is vested in the Nigerian Railway Corporation.

The importance of rail services in national development
cannot be overemphasised and the potential advantages offered
by rail services over other modes are technically numerous,
viz; higher safety margin, better space utilization, traffic

access priority, greater fuel economy and less pollution.

The Nigerian Railway Corporation markets its services to
match the advantageous features of rail transport mentioned
above, marketing of products and services though require the
same marketing principles, but has different marketing

strategies to be accomplished.

It is on this note that | examined the marketing segmen-
tation of the Nigerian Railway Corporation as a marketing
strategy and seek to show descriptively and as quantitatively
as possible how far this marketing effort of Nigerian Railway
Corporation conform or depart from the original concept of
market segmentation and also to explain what changes are

necessary to put matters right.
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CH' PTER_ONE

INTRODUCTION

The provision of ransport facllitles and services are
very cruclal to the economic, political, social and cultural
life of a nation. The.e is hardly an aspect of a nation's
development in which t;ansportation is not an essential in-
grédient since there 1: always the need to collect, assemple,
move of transfer and distribute people and things.1

Basiéally transportation is hardly in demand for its own
sake, but is derived from the needs of every other activity
located in space. Therefore the demand for transport arises
frcm the desire to use it for achieving certain goals, trange-
portation then, is primarily a service industry, or a service

sector of the economy,.

Rall services as & mode of transportation plays a vital
role in the development of any nation, The choice of people
between alternative modes of transportation depends upon
consiceration of quality of service and the cost of obtaining
it.e To attract patronaje, the rail services must be efficient,
effactive and economica., That 1s, it should be fast, regular
and dependable to creat: new markets and to retain the existing
ones,

Development of these new markets and the maintenance of
the old ones depends in parts upon the marketing strategles
and planning employed so as to meet competition from alternative
modes of transport and the quality and éapabilities of the staff

charged with the marketing efforts of the organisation,
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Success in planning marketing activities require “ L
t; precise utilization of both product or service diferenfiéfion
fﬁ}and'market segmentation as component of marketing strategy -
Gﬁf(Kurta, David L, & Boone Louis E,. 1981) . 2 O

f}'The Nigerian Railway Corporation apply marketing segmentation

7;istrategy in offering its services to the public,

Conceptually, a: stated by Frank, Ronald E et al {1972},

i -the choice of segmentatlion as a market strategy. for industaial
iservices is predictec on the same assumption and criteria as
-3ﬁ:segmentation for consumer goods., The only difference, thereforé,
§ fbetween consumer and industrial market segmentation involve the —
fﬂJspecific bases used for segmentatian.3 -
. A market segmentation is simply a graup of present or
;'Fpotential customers wlth some common characteristic which &s

relevant in explaininjy (and predicting) thelr response to a ' -

suppliers marketing suimuli (Frank, Ronald E. et al Ibid).

: hhs.a marketing shrategy, market segmentation involves fifst
Iidentifying particula-- segments and then developing differentig=
ted marketing programmes for egch of those segments, These e
programmes may differ with respect to product deslgn, communiea;
tion or distributlon channels used etc. To be useful to
marketers, segments must be.sufficiently large to make such

J:tailoring of marketing programmes uorthwhile.5
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-~ Market segment:ation eof the Nigéri&h:ﬁaiiwa?.céfpora£i6n “
took the laisseze-faire approach as there_is no department
solely responsible for marketings The marketing effort of the
Nigerian Rallway Cofpﬁfation is carried out bg the operation
and comwerclal department of the Corpﬁfﬁtion. The department
applied a shade criteria for segmentation of its market, that
is yet to make an.y.' neaningful impact in the marketing activie
ties of the Nigerian Railway Corporation.-};  j" B
Thig study the -efore, '.at.:.t":empt.:.s to: make a 'mod.éétﬂ:. contri—-
.ﬁHEEOn to the development of a more effective and efficient
market segmentation strategles of the serices of the Nigerian -
Rallway Corpeoration. (The first pa;t of the paper that is. .
‘chapter one deals exclusively on the introduction of the sube-
ject, the scope and objectives of the study, the resesarch .
methods, the data collection and the literature revliew on 'J.  
marketing segmentation. Chapter two examines the existing i?f?
market segments In the Nigerign Railway Corporation while -
chapters three and four discués.the objectives and importance
of marketing segmentation to the Nigerian Railway Corporation
respectively., Chapter five Qeals with the problem of marketing
segmentation in the Railways.and the prospect, recommendation

and conclusion formed the content of the sixth chaptere)s
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SCOPE AND OBJECTIVE OF THE STUDY

.Harketing segrent in the Rallways is a marketing strategy
that involves the classification of the customer into distinet :
sections that possess common characteristics,

This study is to provide a greater understanding of the
nature of segmentation in the Railways and how such segmenta-
tion could be best achieved.

The objective bf the study are thus:
1.1. To examine the existing market segmentation

in the Nigerian Railway Corporation.

ii, To analyse the criteria of segmentation in the Railways.
iii, To identify problems associated with segmentation in the

Railways.

It also aims at achleving a balance and a comprehensive
marketing segmentation procedure wh%ch will promote and guide
Nigerian Railway Corporation's marketing efforts in the future,

PROBLEM DEFINITICN

The Nigerian Rallway Corporation's services have become
increasingly difficult to market largely because it is difficult
to analysis precisely and concisely the factors on which to
segment its market,

Inability to overcome this problem threatens to make the big
public transport corporation an economic liability rather than
an asset. The crisis, became worse with the result of the
growing concentration of transport services competition in the

last five decades,



~ The proplems assoclated with segmenting the Nigerian f;ﬁj
Railway'Corporation's market could be said to involve thegfﬂpf.

followings

i. Identifying the service features.ofv S “
., il. Determing compatible customer chaféoﬁéristics;:"t;i.rs
111, Collection of customer datas
=% ive Analysis of these data. |
ve Brouping of customors ioto.Segmeots; R
- vi. Capability of reaching the segments with appropriate:f[;o
" marketing programmes. “*;-”'“'+'”  ;.1L '5: : f_a' 
vii§ Feed back from the results of the marketing segmentation

Al .

strategy. B

HYPOTHESIS

fn order to determine the effectiveness ofﬁhéfkeﬁihga;?ﬁ”
oegmentation as a marketing strategy and to ascertain the pat-
tern of rail services, the viabllity of the segments and the
rcle of the strength and weakness of the corporation, the fol- _
lowing hypothesis will be tested:-

"f; 1 That the low speed, delays, running behind schedules

and lnfrequency of the rall services determine the
degree of rail services patronage by the segments.
. 2+ That the pattern of rail s_e_r\_ricos_ are influenced by
the segments. T SR

3. The number of ffaioé ooved by.fhe oorpbration at a

peint ir time are proportionate to the schedule of the

4, Frelght segments is a more viable segment that the

;.. passenger segmertSe .
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5« The infrequency of the rail services does not
influence the usage of rail services by the indivi-

dual segments.

DATA_COLLECTION

Data was collected on the number of market segments in
the Nigerian Rallway Corporation, the criteria for segmenta=
tlon and the marketing efforts to reach these segments,

A number of problems were encountered during the field
work and among them were the following:

Flrst, the illiterate members of the populance were ini-
tially very suspkcious of the motives even after due explana-
tionse Again some of the respondents refused to accept the
questiocnaires, some did accept them but failed to complete
thems

Furthermore, the research methods were time consuming and
expensive as the researcher had to visit Divisional Headquarters
of the Nigerian Réilway Corpeoration at Zaria, Enugu, Ibadan,
Bauchi, Abuja and Lagos to interview Railway staff, other

people and companies,
Théée problems notwithstanding, the research was concluded

on time and almost every information sought for was collected,

LITRATURE REVIEW

Market segmentation has been steadily moving towards
centre stage as a topic of discusslion in marketing ggd research
circles. In the words of Kurtz, David L. et al (1981), hardly
a conference passes without at least one session devoted to it.
One of the most striking developments in marketing is the

amount of interest shown in market segmentation strategy.6



- B L

Britt Boyd (1978) held the same view, to him, the
concept of market segmentation has triggered a considerable
amount of discussions and articles for some decades now.7
These views imply that there is a real opportunity for a
better understanding of the concept of market segmentation
by use of a new series of multivariate studies.

The reasons for market segementation have been advanced
by many authors. According to Philip Kotler (1985), markets
consist of sellers and buyers, they differ in one or more
aspects; in their geographical locations, desires, resources,
buying habits and practices. And any of these variables can
ne used to segment a market.B

To him, the maximum number of segments that a market
zan contain 1s the total number of buyers making up that
aaxket: Each buyer is potentially a seperate market, because
»f unique needs and desires, ‘

On the same vein, wendell Smith (1956) believed that
the concept of market segmentation is based on the proposi-
tion that consumers are different and that these differences
are related to differences in market demand, In his words,
"segmentation is a process of seperating to find differences
between potential customers and then recombining customers

who have one of more of these differences in common®,



- 8 -

To delineate markets into segments does not seem
difficult, but to-put the description into practice is not
e€asy, these are the views of Julius O. Onah (;979).10
Kurtz David L, et al ap cit, also expresses the same view,
to them market segmentation may be regarded as a force in
the market place that will not be denied. It may result, N
from trial and error in the sense that generalised programmes
of product differentiation may turn out to be effective in
some segments of the market and ineffective in others. So
recognition cf an intelligent response, to such situation
necessarlly involve a shift in c-:|11|'.>hi:\$d.s.T1

Burton H, Marcus et al (1978) looked at market segmenta-
tion as a means of viewing the market place to:

i 1identify additional opportunities and

1i to pinpoint target markets for opportunities
previously 1dentified.12

In the process both the market and the firm must be
analysed, Analysis will reveal the segmentation variables
most important to the organisational gecals and objectives,
These segmentation variables and the organisational goals
tnen combine tc inspire programmes for the target markets the
firm wishes to serve. Such programmes, of course, specify

the mix of marketing efforts most appropriate for the short

or long term goals established,
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Segmentation having been accepted as a marketing
strategy, one is then left with determing on what bases to
segmeHE. To Britt Boyd, op cit market segmentation has
permeated the thinking of theorists, researchers and
managers perhaps more than any of the other fashions and fade
that marketing has passed throughe Until recently the cone
troversial nature of the issue has been not whether or not
segmentation leads to meaningful analysis as much. as on
what basis to segment.13

To the earlier marketing manager, the natural segment
. of population were related to the soclo-economic and demo-
graphic variables found in the pophlation censuss But the
field was not to be left to the census analysis alone, for
soon after, personality variables and such concepts as usage
ratem brand loyalty, advertising susceptibility and even

sengitivity were to make their impact.

Unfortunately these are not susceptible to easy
measurement, A second condition is that of ascessibility =
the degree to which any given segment can be differentially
reached,

The final condition is that of substantiality the
degree to which the segments are large enough to be worth

sub-dividing for seperate marketing activity,
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The market concept and related search for products
that more effectively satisfy consumer needs often neces-
sltate market segmentation analysise. Burton H. Marcus et al
op cit argues that the procedure of market segmentation has
passed through two main stages, They stated that the early
procedures for segmenting markets used obvious and sometimes
crude variables; geography, product usage, product type,
industry class or buyer income to name a fews Segmentation
by such variebles is helpful for both identifying opportuni-
ties and developing market strategies. However, use of
slightly more complex variables, although often costly and
difficult to measure accurately, is frequently more telling.
Market literature in the past decade or so has included
discussions of such techniques as psychographic segmentation,
buyer behaviour and benefit analysis.14

This literature review shows that marketing segmentation
of consumer goods has been largely studies, problems associated
with the procedure of segmentations identified and solution
towards solving them offered. Yet, there are still much
to be done in the area of market segmentation more’ especially

in a services industry, hence less work has been done in

this area.



Therefore, in this study more emphasis are to be

directed to the analysis of the procedures and factors on

which segmentation of the services of the Nigerian Railway

Corporation is based as well as determing the marketing

programmes to reach these segments,
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CHAPTER TWO

EXISTING MARKET SEGMENTS IN THE NIGERIAN

RAILWAY CORPORATION

It 1s difficult to draw a line of distinction
between the market segments of the Nigerian Railway
Corporationy, It could be said that naturally,_the
segments falls along the type of services bqi;g rendered
by the Corporation, However, a customer may demand nmore’
that one of these services which makes the criteria less
dependable, Discussed below are the existing market
segments in the Corporation,

PASSENGER TRAINS

The passenger trains are trains Ehat are for the
movement of people exclusively between the point of
origin and point of termination. It involves persons
of different classes, sexes and ages as well as ecvonomic
standing. It also runs between towns and villages that
afe found along the rail lines. There are two categories
of passenger train that could be regarded as market

segments,
THE EXPRESS PASSENGER TRAIN

These are trains that move people from a major Railway
terminal to the other. They are meant to move passengers
from one urban area to the other, strictly on schedules,
It's services therefore, are made avallable to the

potential rail travellers in the urban
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areas where railway stations are found., These
terminals are Lagos, Port Harcourt, Kano, Jos and
Maiduguri,
The Nigerlan Railway Corporation runs six express
passenger trains in the past but runs three &t the
momenkt,
The surviving ones are:-
i, Lagos = Kano = Lagos
ii, Port Harcourt - Kano - Port Harcourt -
iii, Port Harcourt = Maiduguri - Port Harcourt,.

The running of Lagos - Jos - Lagos, Lagos - Maiduguri =
Lagos and Port Harcourt - Jos = Port Harcourt had been
suspended,

The market segmentation of Nigerian Railway Corporation
in respect of the express passenger trains is to reach all
catefjories and levels of the urban populace. The target is
the high,middle and low income earnkérs of the urban societye.

-The people who fall into this category of travellers by
rail form the market segment of this class of rail services.
Though we assume the above criterion for this segment of
Railway customers, there is no factor to distinguished them
from the over-all urban populace,

To determine the make up of the present express passenger
train travellers both in some Railway towns and ingide the
express trains, as well as the potential express train pas-—
sengers in these urban areas. Below are the tables of the

survey conducted in some selected towns with Rallway station,
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TABLE I: NUMBER OF RESPONDENTS .INTERVIEWED IN EIGHT
MAJOR RAILWAY TOWNS IN NIGERIA BY PROFESSION
S/NO. TOWNS CIVIL TO
SERVANTS| TRADERS| SELF EM=| STU=| TAL
PLOYED DENT
PERSONS
1 Kano 125 125 125 ~125| 500
2 Kaduna 125 125 125 125| 500
3 Ibadan 125 125 125 125 500
4 Lagos 125 125 125 125, 500
5 Enugu 125 125 125 1251 500
6 Port Harcourt 125 125 125 125) 500
7 Maiduguri 125 125 125 125! 590
8 Jos 125 125 125 125] 800
eeedeTOmAL | 2000 | . 1000] 1000 ] 1009 4000
TABLE II: POTENTIAL EXPRESS RASSENGER TRAIN
TRAVELLERS IN THESE TOWN
S/NO. TOWNS CIVIL p—
SERVANTS| TRADERS| SELF
EMPLO- DENT | TOTAL
. YED PER-
SONS !
1 Kano 83 114 56 111 364
2 Kaduna 95 108 a4 98 | 345
3 Ibadan 62 86 49 92 289
4 Lagos 77 81 52 88 28
5 Enugu 85 99 61 107 352
6 Port Harcourt 61 102 33 91| 287
7 Maiduguri 48 84 29 78 239
8 Jos 59 94 46 104 303
N %, . WO ., | W ;S WO 0 W[ % .

Source; field work 1995
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ACTUAL EXPRESS PASSENGER

TRAIN TRAVELLERS IN THESE TOWNS

- S/No.

Towns

Civil

Traders

Self

Stu-

Servants szglg;: dents o
sons
1 | Kano 31 58 16 49 154
2 | Kaduna 30 33 9 34 | 106
3 Ibadan 22 22 o § 41 96
A, Lagos 28 39 8 35 110
5 Enugu 11 ' 28 10 22 71
6 Port Harcourt 12 41 4 15 72
7 Maiduguril 8 25 6 11 50
8 Jos 14 36 7 21 | 78
Total 156 ;| 282 74 228 1 737
Source: NRC \

The result of the analysis indicated that out of 4000

people interviewed in these towns, 3263 persons are not currently

using the express passenger trains for their traveli that is

albout 81,58% leaving only 737 or 18.42% as those that use the

express passenger trains presently for their travels.

The result also reveals that 62% or 2477 of 4000 persons

interviewed are potential express passenger train users that

are not being reached with it's services,

This shows that

786 or 19.6% of 4000 people do not make use of the express

passenger train at all,
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This goes a long way to prove that Nigerian Railway

Corporation has not been able to reach a substantial segment

of the society with its services of the express persenger

trains,

L8

Furthermore, of the 737 persons actual rail travellers
of the 4000 respondents, Traders ranked first with 282
persons or 33,3%, next is the students with 228 or 31% and
the civil servants and the self employed persons have 156 or
21% and 71 or 9.7% respectively. In essence traders and
students make up the bulk of the express passenger train
users, This is evident in both the potential and actual rail
travellers as shown in tables two and three,

Considering the towns in isolation, the percentage of
potential‘and actual rail travellers on express passenger

trains defers, as shown below:

Potential Actual Difference

travellers traveller
Kano : 72.8% 30.8% 42%
Kaduna 69% 31.2% 47,.8%
Ibadan 57.8% 19.2/ 3846%
Lagos 59,6% 22% 37.6%
Enugu : 70 . 4% 14, 2% 56.2%
Port=Harcourt 57 o 4% 14.4% © 43%
Maiduguri 47 .8% 10% 37.8%

_Jos 60.6% 15.6% A5%
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From the above analysis it is obvious that Nigerian

Railway Corporation has not been able to reach half of the

potential express passenger train travellers in these :owns

with their services.

This by implication means that a lot

need to be done to reach a substantial number of these poten-

tial express passenger train travellers in the towns with

railway station,

For instance in Enugu about 70.4% of the sampled popula-

tion are potential express passenger train travellers and out

of this pereentage only 14,2% has been reached by the Corpora-

tion with it's services, leaving 56.2% to be reached.

The

‘ratio of the number reached and yet to be reached is about

1:4.

This ratio is on the high side.

For Jos, Port Harcout

and Maidugiri the ration 1:3. Kaduna and Ibadan has a ratio
of 1:2 while Kano and Lagos has a ratio of 1:1.5.
Apart from studies conducted in the Railway townsj

surveys were also carried out at the surviving express passenger

trains, The data is shown below:
TABLE IV: NUMBER OF RESPONDENTS INTERVIEWED INSIDE

EXPRESS PASSENGER TRAINS BY CLASSES

||
1ist

S/No. Express Passenger 1st

trains class class 2né
sleeper ; seater class Total

1 Lages=Kano 10 108 382
2 Kano=Lagos 7 118 375 500
3 Port Harcourt-Kano - - 500 500
4 Kano=Port Harcourt - - 500 500
5 Port Harcourt-Maiduguri - - 500 500
6 Maidugtiri-Port Harcourt - — 500 500

= S=ﬂﬂ'BE££=-‘3:3-2222-=|--=.---

Source: Field work 1995
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This segment of rail users can be classified according to

the coaches provided by the Nigerian Railway Corporation for

the individual express passenger trains., Apart from Lacos =

Kano - Lagos express passengér trains that has three classes

of passengers, Port Harcourt - Maiduguri - Port Hartcourt and

P/Harcourt - Kano - Port Harcourt have only one class of

passengerse

A total of 1000 passengers were interviewed on Lagos-Kano

Lagos express passencer train, out of these number, only 16 or

1.6% were first class sleeper passengers, 22.7% or 227 passen=

gers

were first class seater passengers while 757 passengers

or 75:5% were 2nd class passengers. This shows that the Lagose

Kano-Lagos express passenger train travellers were more on the

2nd class.

Port Harcourt - Maidugdari - P/Harcourt and Port

Hartcourt - Kano -« P/hartcourt have only a class of passengers

(ie 2nd class passengers).

dents in the express passenger trains by income level,

TABLE V RESPONDENTS IN THE EXPRESS PASSENGER

TRAINS BY INCOME LEVEL

Below is the table of the Respone

Income P.A Lagos-Kano-P/Hartcourt- | P/Hartcourt= r

N Lagos K/P/Hartcourt; M/P/Hartcourt {Total

1,000-~15,000 495 289 23 1682

16,000-30,000 289 344 297 930
31,000-48,000 129 49 67 245
49,000-60,000 82 16 28 126
61,000&Above 5 2 10 17
TOTAL 1000 ‘3000

S S E S S S S T T T S S S T T eSS S S S S CrS s E O ESEEESSEEEE

Source: Field work 1995
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The above data reveals that this segment of Railway

passengers for express trains are made up of

i low income earhers - 87.06%
15 middle ¢ " - 12,37%
141 high " " - 0,57%

The low income eaners forms the bulk of this segment of
Railway passengers. This is a reflection of the class of
coaches use in running these trains,

However, below is the tables of the respondents interviewed

in the Railway towns by income level, for both potential and

actual express passenger train travellers,

TABLE VI CLASSIFICATION OF RESPONDENTS IN

TABLE IX BY INCOME LEVEL

TOWNS  IN P.A N P.A N P.Al N P.A N P.A TOTAL
1000-15000 | 16,000 | 31000- 49000~ | 61000=-
- 30,000 ! 48000 | 60000 ! &Above
Kano 105 04 68 57 40 | 364
Kaduna 84 86 79 51 45 i 345
Ibadan 72 81 55 39 42 '} 239
Lagos | 80 73 54 56 35 1298
Enugu 106 120 61 A 21 352
P/Hartcourt 71 89 58 52 17 1 287
Maiduguri | 78 54 43 39 - 28 239
Jos | 73 72 68 66 24 1303
TOTAL____.l....669.. .1 . 669\ 486 1 __ 404 | __ 245 2477

Source: field work

*N P.A

= Naira per annum
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TABLE VII RESPONDENTS IN TABLE III BY

INCOME LEVEL
TOWNS N P,A N P.A N P.A N P,A H P.A TOTAL
1000~ | 16000~} 31000~ | 49000-] 61000 &

_ N 15000 | 30000 1 48000 60000 | Above
Kano 56 47 36 12 3 154
Kaduna 30 39 24 6 7 106
Ibandan 31 29 19 12 5 96
Lagos 38 40 27 5 S - 110
Enugu 44 20§ 7 - i 71
P /Hartcourt 31 30 8 3 - 72
Maiduguri 20 13 15 - 2 50
Jos 37 1 31 9 1 - 78
TOTAL.......L287_ 1249 | 245} 39 i .17 1737 . ...

Source: field work
The above tables can be interpreted thus: For potential
travellers on express passenger trains
i low income earners - 54,01%
ii middle ® " - 39,93%
iii high » " - 10,06%
For actual express passenger train users
i low income earners = 72.,72%
'ii middle * " @ 24,98%
iii high " " - 2.30%

Comparison of respondents in the various express passenger
trains by income level and those at some selected Railway towns
for actual users of express passenger trains shows a positive
deviation of about 14.34% in the low income earners, a negative
deiation of 12.61% and 1.73% for middle and high income

earners respectively.
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These indicates that there is a decline in patronage
from the middle and high income earners in the use of express
passenger trains and an increase in patronage of the low
income earners of express passenger trains. This development
has a negative impact to the survival of the Railways and also
an indicator to the economic situation of the nation.

On the same vein, a comparison of the respondents in the
express passenger trains by income level and the reponcents
in the selected Railway towns of potential express passenger
train users; shows a positive deviation of 33.05% for the low
income earners and a negative deviation of 23.,56% and 9.49% for
middle and high income earners respectivelye.

This implied that Nigerian Rallway Corporation has not
been able to reaclr 23,56% and 9.49% of the middle and high income
earners respectively with thelr express passenger train services,
While her services are provided tc the low income earners in
excess of 33.,05% a situation not healthy for the growth of the
Corporation,

These results is a manifestation of the classe? of coaches
being used te run the express passenger trains by the Corpora-
tion, As stated before, it is only Lagos - Kano = Lagos express
passenger train that has provision for these three c;asses of
‘passenger, the other trains has only second class coaches, there=
by, emphasising more on the movement of low income earners and

a few loyal high and middle income earners,
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A more rational judgement will be that of finding the
percentage of the first and second class passengers of
express pdssenger train of Lagos = Kano - Lagos bheing the
only route with such classes, In that vise the result will
be.

i 1st class sleeper = | 1e7%
ii 1st class seater - 22.6%
113 2nd class - 75e7%

Percentage by income level is shown below:=

| High Income earners = 0.50%
ii Middle " " - 21.10%
111 Low income earners e 78.40%

The comparison of the percentages of'the classes with
that of the income level do not exhibit much deviation. The
differences either postive or negative are very small, This
means that becausé th; three classes of coaches are praivded

all levels of the society is accommodated in the express,

passenger train of Lagos = Kano - Lagos,

2e1e2 THE LOCAL PASSENGER TRAINS (MASS TRANSIT TRAINS-MET)

Trains that serve the rural areas falls under this
category. There are =ome villages and suburbs that are
yet to have access roads, they still depend on the rail
services (where railway is provided) to reach the

urban areas. This type of Railway services are aimed

at bringing the rural dwellers as well as their agricule

tural products to the urban areas.
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Before the economic crunch in the Nigerian Rallway
Corporation, there are over 12 local passenger traiﬁs all
over the system, viz:

i Enugu - Port harcourt - Enugu
ii  Enugu - Makurdi = Enugu
iii Makurdi - Kafanchan - Makurdi
iv Kafanchan - Kaduna - Kafanchan
v  Kafanchan - Jos - Kafanchan
vi Zaria = Nguru - Zaria
vii Zaria - Kaura Namoda - Zaria
viil Zaria - Baro - Zaria
ix PBauchi = Maiduguri - Bauchi
x Bauchi - Kafanchan - Bauchi
xi Ibadan = Minna - Ibadan
xii Ibadan - lddo - Ibadan
xiii Apapa - Idogo - Apppa

At present few of these trains still operate, these

are:- e
i Minna - Kaduna - Minna
ii Enugu -« Port harcourt - Enugu

“iii Iddo = Iju - Iddo

Although the code names given to these trains in the
past have changed from sub urban trains to mass transit frains
(MTT), the purpose remain the same,

The difference between the local passenger trains and
express passenger trains is that local trains terminates
within a shorter distance and it stops at every station zlong

the rail line, whereas, the express passenger trains goes a

long way, that is from one terminus to the other and they

L
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stop only at the depot stations (stations fuund in urban
and semi-urban areas) or station's designated for the
stoppage of the express passenger trains where the distance
‘betWEen fwo urban stations is enormous. R

To determine the cémposition of this ségment of railway
_travellers, the researcher carried out a survey of some .
Railway station along which these local passenger traiﬁs ply
as well as inslde these local trains now refered to os Maés
Tranyit Trains (MTT). The table below are the respondents

by profession and income level,

o
ke -

TABLE VIII RESPONDENTS AT RAILWAY LOCAL STATION
' ' BY PROFESSION

S/No, | Local lcivil ! Tra- ! Self ! Students! Toval
Stations iservant !ders ! Emplo- - -
- 1 t yved . A
H j '
1 Iddo 28 39 1 14 ! 19 100
2 Oshodl ' 37 32 13 I 18 100
3 Iju 33 36 11 20 100
4 Mbawsi 8 50 ; 18 26 100
1
5 Uzuakoli 9 46 13 32 100
6 Afikpo Road 14 i 53 11 22 100
|
7 Gwada 11 : 52 7 30 100
8 Sarkin Pawd 20 E 48 10 22 100
9 Gwargwada 1 16 1 44 8 ) 32 1 100
TOTAL | 176 | 400 03 | i
-5 X5 3= 35 5 S -2 1+ 5 3554 ¥ -+ 4-+—3-3 3 24 -t $-F-+ 4% 1 + -} ] 1§

M

Source; field work 1995
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The breakdown of table VIII shows the following
consequencesi=
i Civil Servants «  19.56%
11 Traders - 44,44%
iii Self Empolyed - 11,44%
iv  Students - 24.56%
Looking at the above result the traders and students
will be the target of this segment, but that could not be

the case 4f the analysis will group the stations for each
local train seperately, that is:-
Iddo - Jju MTT (Apapa, Oshodi & Iju)
i Civil servant - 32.67%
il Traders - 35.67%
111 Self employed = 12.66%
iv Students - 15.00%
Enugu-Portharcourt MIT (Mbawsi, Uzuakoli & Afikpo Rd)
i Civil servants = 10.33%
ii Traders - 49.67%
iii Self employed - 13.33%
iv Students -  26.67%
o
Minna - Kaduna MTT (Gwada, Sarkin Pawa & Gwargwada)
i Civil servants =  15.,67%
ii Traders - 48,00%
1ii Self employed - 8.33%
iv students -  28.00% e
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Above data shows that in Lagos areas the target should
be on civil servants and tradérs, whereas, at Kaduna -~ Minna
and BEnugu «~ PH aréas, the emphbasis remained the same traders
and students. To avold absurdity in the above analysis,
the travellers in the local trains were alsco lnterviewed,
Below is the table of the respondents.

TABLE IX RESPONDENTS IN THE MTTS ACROSS
THE COUNTRY BY PROFESSION '

5/No.i Local Civil ! Tra- | Self ! Stu _
Trains ' servant | ders emplo«] dentst Total
(MTT) : yed
1 Minna~Kaduna . 31 84 22 63 200
2 Enugu-PfH—Enugﬁ 42 £6 15 57 200
_3_ 1 Iddo-Iju-Iddo 721 65 ! 18 44 200
==a==mll=$2'£él=d=====:n==z£ ====I§=tﬂh?¢ﬂ.§t6==£ ===5=52ﬂﬂ=é!=éﬁ=zl-&=ém£t.

Source: fleld work 1995
The percentage composition of thls segment by profession
is shown below:- |

i Civil,se:vnatg. - 24,17%

ifi Traders --  39,.33%
1ii self eﬁployéd - 2e17%
iv  Students - 27,33%

Comparison of the data obtained from local station and in
the MTT trains reveals a positive_deviation.on the part of
Civil servants and Students, while a negative deviation is
recorded for traders and self emplcyed. The percentage of

the passengers moved on individual MTTs are shown below:im



Iddo = Iju MTT

i
ii
iii
iv

Civil servants 36%
Traders 33%
Self employed 9%
Students 27%

Enugu = PH MTT

i
ii
414
iv

Civil servant 21%
Traders 43%
Self employed 7.5%
Students 28.5%

Minna - Kaduna MTT

i
ii
- ¢ |
iv

Civil servants 15.5%
Traders 42,0%
Self employed 11.0%
Students 31.5%

Stations (Local)
32.67%
35.67%
12466%
19.,00%

10.33%
49,67%
13.33%
26.67%

15.67%
48% -
B433%
28.,00%

Comparing both data of local stations and MTT in the

Lagos area, the deviations are not much the students and

traders are the targets of this segment in the area. At

Enugu - PH, MTT there are quite some deviations, so also is

. . _
Minna - Kaduna MTT, However, the students and the traders

are still the target of this segment on the three mass

transit trains,

The analysis of the respondents both at the local =

stations and on the MTTs on income level are shown, hereunders



TABLE X RESPONDENTS AT RAILWAY LOCAL
STATIONS BY INCOME LEVEL

S/Noe; Local Rly Stn ; 1000~ ; 31000-; 60000 &
30000 ! 60000 IAbowe Ttotal
N N N 4
1 | Iddo a4 45 11 100 .
2 1 Oshodi 49 4?2 9 100
3 } Iju 53 39 8 100
4 | Mbawsi 87 13 - 100
5 Uzuakoli 78 21 1 100
6 Afikpo Road 78 22 - 100
7 Gwada 76 23 R
B Sarkin Pawa 80 18 2 100
. Y Gwargwada 89 11 - 100
Pra— t=!£9;1:‘él="t====nasussw-:‘-Jlnca--J:- L'-u=;;:h-tlilllilltl

Source; field work 1995

TABLE XI RESPONDENTS IN THE VARIOUS MTTS
BY INCOME LEVEL ;

4 *

S/No. Rl{ngé?rains 123350 géggg- 61000 &
- Above Total
1 ‘Minna-Kaduna
Minna 114 82 4 200
2 Enugu~PH-Enugu 94 98 8 200
3 Iddo=I ju-Iddo 86 99 15 200
- — =

Source: fikld work 1995

The above information is analysed belowi-

i High Income earners — WM
ii Middle ™ " - 46,5% 26,0%
iii Low - " " - 49,.0% 70.44%
The above data indicates a | positive deviation on

the part of middle and high income earners and a negative

devikation on the part of low income earners; in the use of
MTT.
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This means that more high and middle income earners travels
with the MTT than was expected from the respondent at the
local Railway statibns. On the contrary less low income
earners travels with the MTT as against what was expected
from the respondents at the Railway local statlons.
Further analysis of this data on individual sgctions

of the MTT reveals thus:

S/Mo. | MTT Section | Income | MTT Local Rly - i- Difference
Class _ jStations
1 Minna-Kadana | High 2% 1% R 4
i lHiddle 4% 17.33% +23.,67%
Low 57% 81.67% ~-24,67%
— J
2 Enugu-PH High | A% 0433% +3.67%
Middle 49% 1B8.,67% "30.33’
Low 47% 181.% -34%
3 Iddo-Iju High 7e5% 19,33% -1.,83%
Middle 49,5% 142% +7.5%
J Low 43%  |48.67% -5.67%

The middle and high income earners have a positive
deviation on comparison of the travellers on theJEhuqu &
Minna MITs and those at the local stations, while the low
income earners has a negative deviation. In essence it goes
the same way as the analysls of overall result 9f~£able KIe
That of Lagos MTT and the local stations shows a positive
deviation on middle income earner and a negative deviation
on the part of the high and low income earners,

The Lagos MTT respondents deviation from the local
station are very mininal when compared with that of Eﬁugu—
PH and Minna - Kaduna. This suggests little or no improvement
is required for the Lagos area MTT, it is am almost stable.

A lot need to be done in respect of the Minna - Kaduna and
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Enugu - PH MTTs were the deviations are enomous,

2.2

2.2

THE FREIGHT TRAINS

It is obious that the tunction of the Corporation runs

into two folds, One is to move people from one destina-
tion to the other. Two to move goods from one point to
another., Sometimes these functions are interwoving,

hence passenger trains have provinsions for luggages and
loads., However, goods moved by the Corporation are classes
could be regarded as market segments and are discussed
below:=

GENERAL CARGO TRAINS

The movement of such goods are bags of rice, bags of
cement, tons of wheat, tubers of yams, household

utencils, turnitures, electronics, logs of timber, iron
and steel products, palm produces, torm the bulk of this
segment, Thelgoods train could originate trom any station
(both local énd depot), provided the station in question
generates enough loads that demands the running of such
Qrain from that station to it's destination point or the
nearest station to the destination point, if it is outside
any of the Railway station,

\HSuch manﬁfacturing concerns és the Asﬁaka Cement Come
pany, Nkalagu Cement Company, flour mills, fertiliger Coy,
PZ industries, lever brothers, cadbury as well as proces—
sing companies such as Taraku vegetable oils Ltd and Dantata
oil and mineral company demands the services or general
cargo trains. Individuals that demand at periodic inter=
vals such services are considered also as elements of the
segmentation,

Below are the tables of data collected from some cOme

panies that move their goods by rail
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TABLE XII LIST OF SOME COMPANIES AND THEIR
DEMANDED TRIP PER MONTH

\

S/No.| Manuf.& Eastern) wester ! Nor- IN/E | Total
Process.Co. Dis- Dis- thern 1Dist.
trict trict Dis=-
ol < il triet
1 PZ Industries PLC 8 9 - - 19
2 National
Fertilizer 12 8 2 — 22
3 Dantata oil &
Mineral Comp. Kang - 6 4 - 10
4 Maiduguri flour ' " .
mils 2 6 - 2 i 10
5 Ashaka Cement PLC - 2 - 1 13 15
6 Ewekoro Cement P1 - 11 . 5 r 38
-1+ 3§ -3 'Eggtﬂaé-.'lﬂ-ﬂ-.-‘-ﬂ----“8-. I-E-H’-'-"-B.I‘-IL’B--.-L-...-.-

Source: NRC Headquarters Lagos Now Abuja

TABLE XIII THE NUMBER OF TIMES THE DEMANDED TRIPS
OF THESE COMPANIES WERE MET IN A MONTH

k“‘ ——
I
S/NO. ManUf.&
Proces. Co, E/Diste W/Diste N/Diste! N/E/ !Total
Dist.
1 PZ Industries Plc 2 2 - - 4
2 Nat.Fertilizer Compl 5 3 1 - o
3 Dantata oil & M/Co - 1 19 - 20
4 Maiduguri FMills Plc ' = 2 - S 3
5 Ashaka Cement Plc & N 1 - 6 8
6 Ewekoro Cement Plc - 6 - 3 9
Er===e -Egﬂt-al--:u=tuﬂ=n---- ::l:uuu:-nL::::::-u:u-b-_—-zznounuﬁnl --uué‘sal-

Source: NRC Headquarters Lagos Now Abuja

The demand for moving raw materials and finished products
from these sampled companies indicates that out of 90 trips
expected to be generated in a month, only 35 or 38.88% are being
mets This means, that the corporation is yet to satisfy the
balance of 61,.,12%.
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The resulﬁ.of individual companies are shown below
% o% demgnds met of demand not met

i PZ Industries Plc = 23,.89% 76.5%

1i National fertilizer- 40/9% 5%.1%
i1ii Dantata oil Ltd - 20% 80%
iv Malduguri flour mils 30% - 70%
v Ashaka Cement Plc =~ 53,3%  46,7%
vi Ewekoro cement plc - 56,5% 43.5%

The analysis of individual companies makes a ﬁddest and
immense contribution to the study of the segmentétion of the
Nigerian Railway Corporations ﬁarkets. Apart from the cement
companies which have about 50% of their demanded tfips safis—
fiedy, others are below this mark. Dantata is the Qorst hiE
with 20% f?llowedlby PZ industries and Maiduguri flour mils
Plc. - |
| This result proves that Nigerian Rallway Corporatidn '
are yét to make an impact in goods transportation,. it also
affords the Corporation the opportunity to know of what dagree

each company will be reached with it's marketing-prngramme.

S .

2.2.2 THE CONTAINER TRAINS

This is a classified goods train in that it carries only
goods in containers. These containers are for imported spare
parts for cars, industrial machines and electronic equipments
as well as'raw materials for manufacturing industries all over
Nigeria,

It originates from the Port Harcourt or Lagos wharfs and
terminates either at the contaiﬁér terminals at some méﬁOr

mstation as Kaduna and Kano or the Companies of Industries
conéerned.

It is worthy to note that this segment is made 0f copanies

that uce © the materials directly as well as cargc.companies

whose duty is to move these containers on behalf of the
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consuming company. Thereforé, companies that import materials
in container, but do not handle the movement themselve auto-
matically is not in this market segment of the Nigetian Railway
Corporation, inétead the carge cempanles that are entrusted
with carrying their container becomes a member of this
Segment, | ' - | |

The two major companies that makes up this Qegment are
the peugeot assémbly Nig, Ltd; (PAN) and the Inlqng'container
Nigerian Ltd (ICNL). However, their activities are within
‘western and northern Districts of the Corporation. The tripsl
originate from Lagos whart and terminate at Kaduna or Kanc,

In the year 1994 PAN and ICNL demanded 42 trips from

Lagos wharfs to Kaduna and Kano. OQut of this number only 20

trips were ran by the Corporation as shown belowi

TABLE XIV NUMBER OF TRIPS DEMANDED BY PAN AND ICNL
AND NUMBER RAN BY THE CORPORATION IN 1994

— e rnm e e — e
S/No, | Name of | Trips de- Trips ran 1% of % of trip
Company jmand in 19924,by the Coppltrip yet to be
o in 1994 Imet met
1
1 " ICNL 24 11 545.83% 54.17%
2 -BPAN _ .18 9 1 50% 50%
]
Total ] 2_ __ 20 __la7. 52438
L N N e e s e e e A e e N N e e e R e e P e R R T S ST

Source: PAN, ICNL and NRC

The services of this segment has only been satisfied hy -
47.62% and 52.38% are yet to be satisfied, By this result
the corporation still has a lot to do to keep the segment
alive considering the fact that there are only two companles
that make up the segment, |

P
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2.2+.3 THE LIVESTOCK TRAINS
. The movement of livestock forms segment of these rail

services, The movement 1s from the North to Scouthern
Nigerian. The cattle trains run between Nquru, Kaura Namoda

and Malduguri to Umuahla, Enugu, Ibadan and Agege.

This segment of rail users is not easy to reachs Tha
Cattle.rearers are in the bush all the time, there is no
permanent place of abode for thém as they keep moving from
place to place. This factor makes it more difficult to réach
them with the rail services at will, e A

The segment operates with a sort of hiddle'méh;w"if is
the duty of tﬁese middle men to reach the cattle regrers and
convince them of fhe availability and advantages of ‘moving.
thelr cattle south-wards by rail. That is, they are convessers
to Nigerian Railway Corporation.

The members of this segment are mostly from Northern
“ , o .

Nigeria where caEtle are being reared on a large scale. o
Studies were undertaken in both North and North ﬁastern District
of the Corporation to acertain the existance and the stability
of the'segment.

However, we still consider these middlemen as members of
this segment élthough they are not registered under Spécific'
trade names, Their duty is to organise the Fulanis' to move

_their cattle through rail and télar;ange with the Corporation
on how this will be done effectively.

There are about six loading points currently under use }n
both the Northern and the North Eastern Districts,

In the Northern District NRC has
1 Kaura Namoda Station
il Gusau Station

iii Nguru station
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In North Eastern District NRC has
i Gombe station
ii Buni station
iii Maiduguri station
Below is the data collected from these stations by the
researcher, '

TABLE XV NUMBER OF POTENTIAL CATTLE TRAINS FROM EACH LOADING
PCINT AND THE ACTUAL TRAINS MOVED IN A MONTH

S/No, | Station No.of No.of i Percentage Difference :
trains de- trainsl '
mand ed moved
1 K/Namoda |} 3 - |m 0% 100%
2 Gusau 2 ot 0% 100%
3 Nguru 5 S 0% 100%
4 Gombe 3 1 33,33% 66467%
5 Buni 4 1 25% 75%
6 Maiduguri 6 2__1 33.33% 66467%
¢ ;
-x-:n-tngztréilugugzihsl.nt:==I==I.-==:=¢ =L==¢ss§.t:a--: ---g.}lgﬂuﬂnl .

Source: from the stations mentioned above;
The information received from the stations shows that

~about 23 cattle trains are on demand monthly by these middle
men and only 4 could be met of these demandé. This is about
17.40% leaving 82,60% of their demand yet to be mete. If each
District i1s considered seperately, Northern District is yet

to make any impact as no fraction of the whole demand is met.
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In the North Eastern District, about 30.77% 6fﬁﬁhé
cattle train demand had been met leaving a balance of 69,23%
Although this District were able to run cattle trains much
still neecded to be done to incréase the number of cattle
trains. The data indicates that there are more demand in the

North Eastern District, that is 56.52% more than Northern
District which has 43,48%. Out of this demand of 58.52% in
the North Eastern District 17.40% has been satisfied leaving
a balance of 39.,12% which is twice the percentage that was
satisfied. Where as, nothing has been satisfied out of tﬁe
43,48% of the cattle train demands in the Nofthérﬁhﬁiétricto
2424 THE PETROLEUM_PRODUCT TRAINS -

This involves the movement of petroleum products from

Port harcourt and Kaduna refineries to companies, or bil
depots arcund the country. The movement could be from the
Northermpart of the country to the soudh or vice versa. 011?
marketers forms the bulk of this segment as well égﬁthe
Nigeria National Petroleum Corporation (NNPC),

For thé purpdse of this study, a sample of the oil
~marketers will be interviewed ak'Kaduna refinery., It is not
needful to visit port harcourt refinery as the same markeiers
operate at Kaduna refinery. BNPC and Nigerian Railway Courpora=
tion will supply supplemtary information on the'mévemeht of
petroleum by rail.

Howéver, it is important to note, apart from the public
0il companies that operate in both Kaduna and Port Harcourt
refineries there are private oil companies that operate locally

within one of the refineries depending on it's location,
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The study will assume that whatever is applicablé;#O“such
companies in their locatity is applicable to simiiar com-
panies in another locality. The study involves 7 public oil
companies and 3 private oil cdﬁpanies operating from Kaduna
refinery.

TABLE XVI NUMBER OF PETROLEUM TRAINS DEMANDED BY SELECTED
OIL COMPANIES AND NUMBER RAN BY RAILWAYS IN A MONTH

- - r
S/No.} Name of 1No.of {No.moved Percenw Diffe-
] Companies 'trains Eby rail- tage rence
J idemanded | ways L
A | African ) | ' i
Petroleem | 5 | 1 20% | 80%
2 1 National Oii 4 E 2 50% 1 50%
3 Texaco | 4 1 25% .- 75%

-4 | Unipetrol E 6 1 16,67%.1 .83,33%
5 Mobil A TR 0% - | 100%
6 ! Elf 0il 2 - 0% 100%

7 Agip 3 Y1 33.33% | 66.67%
8 Himma .3 f 2 I 66.67% | 33,33%
9 Mubeco 4 1 25% 75%

10 _ | Major oil 1 6 3 1__50% - _S50%

Sourcet NRC NNPC and the oil Companiese :
The data above revealed that in a month 12 trains out

of 40 trains demanded by the oil companies are met by only

30% by Nigerian Railway Corporation. This means that about 70%

©f the trips demanded are yet to be met by the Corporation,

Considering the percentage of trips to be satisfied,
that is 70%. It is obvious that the Corporation has a lot
to do to ensure the existence of this segment. The segment
has not been explioted, the services are not adequate at all,



SUMMARY _

The'existing market segmeﬁts of the Nigeriam:Railway
Corporation exhibits a complex structure. This is because
a segment may comprise of the\end users as well as the
cargo companies, A person may'be a member of two or more
segments at different capacities, Though the marketing
segmentation of the Nigerian Rallway Corporation suggestis

that they fall in line with what is being transported,

The study of the existing segments of the Nigerian

"~ Rallway Corporation shows that the services of the Corpor=

ation are yet to reach the expected level to achieving the

desired goals,
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CHAPTER THREE

3,0 MARKETING SEGMENTATION OBJECTIVES OF THE
NIGERIAN RAILWAY CORFPORATION
The purpose of a public transport corporation is for

mass transportation hence a substantial number of people
and goods are moved at the same time. This is to facilitate
exchange of goods and services which entails the movement of
goods and services. |

Therefore, the Nigerian Railways perform this éﬁle and for
it's survival, it must have a market volume, thch requires
marketing strategies to obtain the desired goal. Fdr this
reason, there is the need for the corporation to segment it's
market for easy designing of marketing programmeslto reach all
the seperate segments,

3.1 AIMS AND OBJECTIVES OF MARKET
SEGMENTATION OF NIGERIAN RAILWAYS

Right from time the emphasis has been for the Nigerian
Railway Corporation to break even, The Federal Government
only qarried out the capital projects and subsidized the pay=
ment of salaries when the NRC ran at a deficit. Then the
issue of marketing was not taken seriously as when the emphasis
. is now on running at a profit, For this reason, the Railway
management has to develop the attitude of carrying out
market researches to determine the need of it's customers
and the marketing activities of their competitors., Therefore
the aims and objectives of segmenting the services of the

Nigerian Railway Corporation arei:-
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3.1.1 TO IDENTITY THE CATEGORIES OF
RAILWAY USERS AND THEIR NEEDS

It is the duty of the Corporation te identify her
customers, categories them into classes, The classes will
be arrived at by studing each customer's characteristics.
This will enable the corporation to determine what type
of coaches or wagonngx that are required for each category
of customers. N o |

Stratification of the society and the classification
of the companies is the key element to be considered in
determining the needs ©f the customers. The businesses of
the companies that patronise Rallway automatically suggest
the type of wagons to be used in bringing the raw materials
and the type ©o be used in distributing the finished productss
In some cases the same wagons.are used for both the raw | |
ﬁaterials and distributing the finished productse. ' | , 

It is worthy to note that Peugeot Assembly ﬁigeria Plec
(PAN) brings the parts through rail by containers and
distrigyte their assembled cars by using car flat wagons to
some major towns in E%e country. In the case of flour mills,
the raw materials which is wheat has a special container
wagen for carrying them and the flour produced are carried
with comered wagonse.

Apart from the above, Nigerlan Railway Corporation have

other wagons, such as:i-
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i Low sided bogies: This is used to carry ballast-
(that is rock or stones, iron bare and sand), materials
for the manufacturkng of cement etc,

ii Flat wagon for carrying containers used for the importe
ation of car parts and other electronic products.

iii High sided wagons or bogie« This is used to transport
coal from the coal mines to the sea ports for export
to other countries,

iv Cow wagon: Thiﬁ is a special wagon for the movement of
cowe It is closed wagon with wooden qauzéd side for
ventilation,

v Covered wagon This type is for the movement of

goods such as bags of cement, flour, maize beans and

other solid material as well as timberse

The market segmentation of the Nigerian Railway Corpo=
ration also aims at knowing the stratﬁm of the societye. This
will enabl'e the corporation to study what classes of the
populace made up it's potential customers/travellers, in
Nigeria in general and in each railway station towns in
particular, What is the percentage of the low income earners
amongst the potentials rail travellers in railway station
towns,-that of the middle and high income earners are also
considered. The occupation of every potential travellers

are alsoc to be put into consideratione.
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This analysis of the characteristics of the potential
rail travellers is an indicator to what should be done to
satisfy the needs of potential rail users., What coaches are
to be used for a particular express or local passenger traln

can now be determined,

3¢1.2 TO ASSESS THE CCMPETITOR'S MARKETING ACTIVITIES

Segmenting of Railway services do aim at assessing the
competitor's marketing activitiesy, Segmenting rallway markets
undoubtedly indicates who are their competitorses In that
wise, knowing the occupation and the travel characteristics.
of the populace is a pointer to other transport modes that
offer similar services., For . instance, a passenger who is
going to Kano from Lagos could either undertake the journey
by rail, road or air,

Therefore, the corporations duty is to examine the
other potential modes for it's travellers and analyse the
speed, - standard of services and fares, to be able to decice
on how best{to improve it's standard of service so as to
attract the passengers. 1t should monitor the activities
of such modes of transport that offer similar services so
as to compare and determine where improvements are needed,
Cbviously the road transportation has the greatest
competitors for the railway. Be it in the area of passengers
Oof movement of goods., The motor companies that move passengers

need to be studied.
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How many passengers do they move in to Vainus parts of
the country in a month at the average and what are the
number of vehicles dolng the job. When do they depaft the
originating station and when deo they arrive the destination
‘station — Time savinge ) _

The above information will be employed by Nigerian
Railway Corporation tc ccmpare it's performance on these
areas.ﬁ This will help the Corporation to adjust to changes
witnessed and to.capitalize on the weakness of these motoy
companies. In the same vein, the study of heavy duty motor
companies that haul bulky loads should be undertakens When
Railwaylségment it's customers In this category it-alms at
knowing how many motor companies are involved and their

specialitiesy



3.1,3 TO EXAMINE THE CHARACTERISTICS OF PUBLIC
TRANSPORT USERS AND THE ENVIRONMENTAL TREND

Passengers are members of the public, and the éxistence
of such organisations as the Nigerién Rallway Corporation
depends ‘solely ‘on public and public enterprises.

Therefore, what the characteristics of the populacé are
is of vital to Migerian Railway Corporaticn, The characteris-
tics when carefully studied will provide such information
ast—

i-.The dominant mode of travel by the populace

i1 the travel pattern of the populace |
1ii the economic level of most travellers
- iv thé motive for travelling of the populace

¢ The characteristics of the public transport users to
be examinelinclude:- .

i The ihcome_level of the public

ii Their choice of mode of -travel
iii . The purpose of travel

iv Thelr economic activities ‘

v The factor that determines the cholce of mode.'

The above analysis is applicable to the private and
public enterprises. The analysis will supply the infommation

as to what service they demand and to what extent,
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The discuss involves the analysis of the envirormental
trends, such as long or short distance journeys, nature
of the routes or channels, time taken for the jourﬁey, safety
of the mode and nature of the vehicles as well as the make
up of the passengers,

3144 TO ANALYSE THE CORPORATION'S STRENGHT AND
WEAKNESSES IN CARRYING OUT IT*'S SERVICES

Segmentation undoubtedly aims at analysing the strength
and weaknesses of the corporation, These two opposing
factors affects the performance of the Corporation,

Segmenting the potehtial travellers of the populace
automatically tells us the composition of each segment which
in turn indicates the train capacity required to meet with
their seréice demand, These segments therefore, ﬁécomes a
guide to capacity utilization of the corporation; The
segments are matched to the corporations ability to satisfy
the demand. Where this ability is absent, it's invariably
considered as a weakness,

Considering the segments vis-a-vis the strength feveals

the following:
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i What is the workforce required tc serve the

individual segments

fre
e

How many engines, wagons, coaches as well as the

types that are needed for these services, ;h |

iii What are the nature of the track at every location,
iv What are the distance involved in each segment,
v What are the fuel requirement per traln per segment
vi How many trains are regquired per segment per week

By the time strengths are notéd the weaknesses Qill
emerge. This analysis having revealed the strength and
weaknesses of the corporation to meet its obligation o the
identified segment, it provides the bases to areas requiring
improvement or attention,

The above activities lead us to the market opporiunity
analysis of the Niéerian Railway Corporation, and to deter-”
mine whether and how the opportunitges can be exploited. When
the customers are analysed, it becomes possible to identify
the range of opportunities available and the job of segmenta-
tion is made possible,

When competitors are analyselis able t¢ see how the
market could be served. Areas, that are under-served aré
discovered and attempt is thereforé made to exploit the

4

opportunity.

e

3.2 CRITERIA FOR SEGMENTATION

Market segmentation is the process by which market can
be conceptually divided for further analysis of opportunities
and strategy development are assessed. It means the spe-

ration of the market into meaningful sections, What thece
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sections are, depends upon the product or services, corpc=
ration and other endogenous and exogenous factors, Regard-
less of the particular variable by which a market is divided,
the object is then to develop effective strategies for
appealing to one or more of these sub-markets,

To describe market segment does not seem difficult, but
to put the description into practice is not easy. This is
because there is no one segment that has mutually exclusive
criterion for it's segmentation. A segment may be influenced
by two ©¥ . more var;ables which also influence another
seament., Therefore the factors for segmentation at one hand
could be at variant with each other and one the other hand
not at variant with each other,

However, the criteria for market segmentation in the
Nigerian Railway Corporation are discussed below;

3.2.1 USAGE:- This 1s the most prominent factor in segmenting
the Railway services, The use to which the customers
intend to make of the trains determine the existence
of such service segment, Thus we have:=

i Passenger: Those potential and actual rail travellers,

These travellers could travel by express or local
passenger tralns., Thelir purpose could be on business

or recreational.
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ii Livestock trains: Movement of livestocks such as cows,

pigs etc constitutes a segment of its own,

iii Petroleum Product train: Petroleum product such as

bitumen, kerosine, petrol and diesel moved by rail
forms a segment,

iv Container trains: All container moved by private or

corporate body are regarded as one segment,

v General Goods: Movement of items such as funitue, bags

of cements, bags of fertilizers, bullding materiuls,

bags of rice, maize, beans and electronic equipments

form this segmente.

However, a train can be made up of few wagons of general
goods, petroleum product, container of livestock wagons, in
which case it cuts a cross different usages of the train as
demanded by the public,

3,2.2 LOCATION: Location of the customers do pay a role in
determining the segments. The location of individuals or
corporate bodiss in remote villages that has little or no
access by rcad, air or sea is an indication of a criteria
for segmentation,

This meens in essence geographically, how are the
customers distributed spatially. How many classes of rai.
passengers reside in the local and urban stations? What
services are demanded by different class of passenger in

different location but with similar characteristicse.
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For this reason the Nigerian Railway Corporaﬁion have
local passenger trains as well as express passenger trainss
The local trains are from the rural areas to the urbaﬁ
areas, while the express passenger trains are between tovns,
they do not stop at the local stations,

3.2.3 ITEMS MOVED: The kind of pacsengers or goods moved has

a lot to do in segmenting or subsegmenting the rall services,
In case of passergers. The social strata of the populance

in the sc~iety are considered in cegmenting Lhe passenger
trains. In the local trains the passencers moved by

Nigerian Roilway Corporation are considered low and few
middle income earriers and the use of first class passengers
coaches are out of consideration, since majority of thd%could
not afford to pay for the ride on such coaches.

However, in the express passenger trains, coaches are
provided for all stratum of the scciety. The low income
earners is.prcvided with the second class coaches, the middle
income earners are provided also with the Tirst class sester
coaches while the hicher income earners has the first class
sleeper coaches for thelr use, This is so as studies in
sociclogy incdicates that the society is wmade up of these main

classes of pcople,

.

In_running goods train the corporation did segment the
trains in line with the type of goods moveds Those good in
bags such as Cmrent beans, maize, fertilizers, rice etc;

the funiture items, building materials, household utencileg,
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textiles, timbers of wood, drums of palm oil etc are
classified as general goods -nd tbhus Iorms a segment,

The petroleum product such as kerocine, Bitumen,
petrol, diesel, engine o0il, etc; moved by rail forms another
segment and all items moved inside conterners for spare
parts of machines or cars or containers for wheat or other
cereal, becomess ~oament of its own, they are referred to as
container train:, \

The moveméent of cattle, sheep or ram, pigs and goa:s
are regarded as a scgment, the livestock train,

3.2.4 BULKINESS: The Nigerian Railway Corroration do also
classified gocods a5 hea.y duty and light duty loads, as
well as full train load or half train lcad. Items suc h as
cement, ballecst trains (iron or stone) are among the cafegory
of heary tiuty trains while loads like funiture items,

textile materials and household ut“ncils-are regarded ag
light duty trains.

In the area of petroleum product and container trains,
they are regarded as heaby duty trains, whereas, apart from
cattle trains all other livestock train is regarded as 1light
duty train,

A goods train having about 15 wagons loaded is regarded
as full train load and when it is less than 15 wagons it is
referred to as half train load,

Thig does not apply to passenger trains both" local

and expresse



3.2.5 S0CI0O ECONOMIC CHARACTERICSTICSE: Here the variables

that aught to be considered arec age, sex, family size, income,
occupation, education, rellgion, social class and familw

life cycle of the rail users., Alsc the corporate image,

size, financial standing ctc. of the companies that demand
rail services are concidered tco,.

The corrcratioﬁ do consider income, education and
secial class only, in segmenting the rail services. Other
faétors enumerated abovea are not considered.s The factors
on companies are considered in segmenting the sergices
required by such companies, more especially the fimancials
standing as that will determine the ability to pay for the
services rendered,

303 SUMMERY

The factors considered in seqmenting'the Nigerian
Railway Corporation services has been discussed exhuastively
in this chapter. It is obvicus that a lot of train users
are in one segment or the other depending on the criteria
used.kHTherProre, a train user can appear in two or mcre
segments as the criterla for segmenting %=ep changinge

In this wise a more rational subdivision of the rail
services will involve taking into consideration the factors

numerated above for a more defined market segments.



CHAPTER FOUR

4.0 THE IMPORTANCE OF MARKET SEGMENTATION
IN THE RAILWAYS

The significant of markelL segmentation in the Nigerian
Rallway Corporation is arrived at by identifying the needs
of individual rail users both for personal trips and for
conveyance of their goods, with a view of s&tisfying such
needs at a break even point. In a sense, market segementation
is the first phase of strateglic market planninge Much as the
entire country can be regurded as s market, the Railway mapr-
keting executives, need to know exactly who are their custo-
mers and how they intend to meet *hoilr needs,

The impertance of market crgmentetion of the Railwav
Services nced not be overemphasized, as Nigerian Rallway
Corporation strives to satisfy the heterogeneous market
demand by Eubdiwlding it into a homogeneous subsaoction with
similar nreds or tastes. It then means that the corpcration
hopes to achieve the following tiwrough market segmentation,

4.1 PRECISE DEFINITION OF RALLWAY GLERVICE MARKET

Segmenting the rail services do clearly define who &nd
who to-be reachsd with its marketing programmes Oor services.
It helps to limit the scope of markelting activities which
coukd be aimed at only the potentlieal customers that represent
the segments., The trains will therefore run according to the
segments defined for a meaningful operation of the Rallweyse

Before, segmentation, the study of the custoﬁéfs are
carried out to determine their demand characteri;tic, need
and their soclioeconomic characteristics, 7This will indicate

precisely whoe forms the bulk of rail users, and the railway
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management therefore, will have an easy task of reaching
these identified segments, with it's services.

In defining the service market of the Nigeriar Railway
Corporation, the Corporation arrived at having two
category of rail users. The first actual passengers who
travel themsclves and second the movement of goods either
by the owners or their agents.

Further studies by the ressarcher showed that the
passengers could be defined 2s long arnd short distaice
travellers, as well as travellers from rural to urkcn
areas and urban arecas Lo another urban areas. The long
distance travellers are made up largely civil servants and
self employed persons.

4,2 FROPER DIRECTION OF MARKETING PROGRAMME

Once management understands the customers' needs, it
is in a much better position to direct marketing programmes
that will solisfy these needs. Enowing the needs of the
customers and segmenting the market accerding to these
needs erables the Rallway management Lo design specific
marketing programmes to reach individual segments,

These segments represent the market targets of the
Nigerian Railway Corporation and how to reach the targets
with the appropriate marketing activities of the corpora-

tion could easily be achieved,



- S84

The indroduction of a sort of local train referred to
as Mass Transit Tréins (MTT) in Lagos is a designed to meet
the need of the workers in terms of transporting themselves
to work,‘honcn the populace "nicknamed" the MTT, workers
train,

On the same veln the Minna to Kadunha MTT was in:iro-
duced to meet the yearning of Lhe traders and the farmers
along this section of the Railways. Th= same for Enugu to
Port Harcourt MTT.

Having known the potential customers and their needs,
and having design train service te mect thelr needs, the
corporation directs these grogramme to the appropriate
quarters, For the rural populace, a little bit of
pukblicity, for the workers train a television advert or
radio announcement will dc the magic,

4.3 CFFICIENT ALLOCATION OF MARKETING RESOURCES

when the nceds of the customers are determined and
the market is segmented according to these needs and the
prcgrammés are desicned, the rescurces are then allocated
more efficiently to carry out the implementation of the
marketing programmes,

Resources like product and services can be more easily
coordinated. The Nigerian Railwqgy Corporation allocate
marketing resources to =dvertising, personal selling and
publicity to reach each targeted segment with the necessary

marketing activities.
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Segmenls such as the passenger trzing btoth local and
express demands an advertisement both in the print media
and electronic media toc reach these segments, whereas, the
goods' train or the freight trains require personal
selling efforts to interplay. The marketing executives do
visit such complanies that have bulky and full-train
loads for their patronage. Such companles as the oil
marketers, Peugou Assembly Plant in Kaduna, Inland Con=-
tainers Nig, Ltd; Dantata Nig. Ltd; Natlonal Fertilizer Co.
in %aduna and Port harcourt and Cement Manufacturing Companies,

-Howcver, both passenger and freight market segments
could alse be reached through publicliy. Although little
or no resouce is allocated to publicity, advertisement,
personal selling attract quite some funds in carrying it
out seriously. .

4,4 ASSESSMENT OF CCMPETITIVE STRENGTHS

Railway mode of public transport is not the only
transport mode available to travellers and freighte Th=are
are the road, air and sea, So it becomes important for
the railway management to find out who it's competitors are
with regards to each of it's market segments. Having known
whom the corporation is competiting with, the corporation
also has the task of : . examining the competit.on
to be able to assess it's strength and weaknesses for the
exploitation of the opportunities that exist.

In assessing it's competitors, the Railway Management
most of the time dwglls on the comparison of the fares
without examining the quality and the quantity of services

rendered by the competitors tooe The issue is that no
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marketing executive ever took-£he pains of studying for
instance, the alternative transport mode for travellers

or for freight, what are their numbers and how many =rins
do they make in a day or week, how lﬁng does it take for

a round trip and the capacity of each vehicle,

Without much ado, it is clear that the Railway managew

ment does little or nothing in assessing the competltive

strengths of the alternative modes of public transporte

4,5 MEETING FUTURE DEMAND
R S .

Subdividing the Nigerian Railway Corporation's

market into segments are based oh certain characteristicé
which are peculiar to individual segments, These
characteristics when projected into the future, shows the
expected compositiom of the segment in the future.. Based
on this projection, meeting the future needs or demands
of this segment are anticipatgd. |

With continuity in markef segmentation, £he Corpofa-'
tion develops the capabilitges that are necessary to meet

changling market demand, . :._ | . : .
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4.6 SUMMARY

This chapter has been examining the advantagés from
segmenting, the services of the Nigerian Lailway Corporu=
tion. Segmentation has resulted in canceﬁtreting efforts
much on good trains that offer the most profitable oppor-
tunity, The choice of advertising and personal selling
and the determination of their budgets were made possible
throug\h segmentation. The limitation of the market to a
manageggle size, drawing up a reallistic budget for the
. scarce resource to the selected segments for the maximim
" zation of the returns on investment, Is a pointer to the

- importance of market segmentation of the Railway services,

PR
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CHAPTER FIVE

.: 6.0 PROBLEM QF MARﬁﬁT SEGMENTATION Iﬁ.THE RATLWAYS

The problems of segmenting the corporation market
cannot be discussed in isolation from the operating pro-
blems faced by the organisation, It is not encugh for the
marketing executlves to design strategies to market Railway
services without maklng sure the corporation c¢an deliver
to meet the need and wants of the customers.

In a nutshell the qQuantitative and qualitative make _
up of tﬁe’serfi;?s will be matched to the needs and wants
of the customers. A more significant market segmenting
activity is that of estimating the qualltative dimensions
of the passenger and freight segments. _;'hjﬁijl |

However data required for such an analysis is-hard
to come by and where available is inadequate. Even when
it iéhhossible-tqlcarry out such analysis the ability and
capability to render the proper service demanded fog,is
lacking. Below are some distit.ct problems that eltber
affect the market segmentation of the Nigeriam Railway

Qorporation services directly or indirectly, .o

5.1 LACK OF DATA ON THE COMPETITION

One of the problems of market segmentation ofﬁ£ﬁe
Nigerian Railway Corpcration is little or no information
about the competitors. identifying and analysing the
present competitors as well as new entrants ls a diffdcult

task to the rallways,.
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The data on the road transporters both for freight and
passenger are not available to the corporation's markcting
executives, The actual number of the roid tranporter:

(being the Chief competitor) that are serving approxinately
the same customer groups and perform the same customer =
functions is not known,

The above assertion is based on the fact that the
researcher could not obtain any information on the puklic and
private trénpport companies both for passengers or freight
from Nigerian Railway Corporation, The number of traiiers or
lorries that are involved in the movement of cements f-om
cement facteries at Ashaka, Ewekoro ancd Nkalagu are no: known
to the Corporation, the same with other processing and manuface
turing industries, located within the reach of Rallway:.

The number of state owned buses and taxis, as wel. as
the number of private commercial buses and taxi that trans-
port passengers from towns with Railway station is not known
also., The.routes of these buses, destination poin%_anc how
many passengers, buses can convenienily move, is an illusion
to the Railway.

On the same note, their current strategies to market
their services are not readily available to the Corporetion,
What is their level of services. How do they operate. The

fares of undertaken journeys and time taken to ECCOmplisﬁ it

by road,
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- Undoubtedly this analfsis will reveal the strength and
weaknesses of the competitors as well as exposing a.'eas
that is advantageous to the corporation, But since the
management of the corporation failed te carry out sich
analysis, it still has problem of knowing the quality and
Quantity of services of it's competitors, so as to know
how to meet competition, | | LR

5¢2 INADEQUATE DATA ON CUSTOMERS

Segmnentation is dependant oﬁ the available information
about the customer characteristics, The gquantlitcy and |
Guality of this information influences the viability or
otherwise of segments., When these data is absent or in
adequate it creates a proklem in strategic planning »f the
organisaéioh.

Information about Ehe customers as shown below .are not
. available te the corporation,

i Economic: Throughout the study of the organisation,
there 1s hardly ary information of the potentla’ and
“actual passengers. What class of passengers desand
train services, low, medium or high income earncrsa,
What percentage of these categories travel by rail
and by what class of rail services,

U
ii Social: Evidence abound in the corporation that the
social characteristics of the passenger weré.ﬁexer taken
into cénsideration when planning. It is no gair siying
that the social standing'of individual travellers is
an indication of what type of services that individuals

will demand,
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Worst still the issue of using train scrvices for
recreational purposes by the adult is yel to be
recognicse by the corporation. Apart from a skele:al
train services for children recreation, much is s:ill
to be done in this area. In the area of tourlsm, tha
management of thé corporation, has not considered
train services as a means of boosting tourism in :he
country,

iii Education: The corporation fails to consider the

educational characteristics of the passengers. Wiat

percentage of literate and illiterate passengers, as

well as the degree of literate or illiterate, What
services are associated with illiterate arnd literate
passengers.

On the same note, information on processing, fabr caing
and manufacturing companies that demand the services o the
Corporation are no%t availcbke to the corporation, In “he case
of cement manufacturing, the corporation has no record of the
production capacity of the cement companies, such as Arhaka,
Nkalagu, Ewckoro etc. What percentage of this production
are required to be distributed by rail,

This problem is seen in other areas such as flour mills,
fertilizer‘companies and petroleum production and marketinges
It is impertant to note that these insufficient data of
potential and actual rail services customers affects proper

- segmentation of the Nigerian Railway Corporation services,
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5.3 IMPROPER ANALYSIé OF THE STRENGTH AND
WEAKNESSES QF THE CORPORATION

There is no gainsaying it's deficieﬁcy oﬁ the anéLysis
~of itls strength and weaknesses. The record on the nunber
of wagons for goods.movement is an illusion, trhe coach:s for
passenger the same, so also for the engines, The number
of staff needed in each Department could not be accurately
estimated, o |
Accurate recérd of these helps in analysing the irternal

strength and weaknesses of the corporation so as to de!ermine
how to meet competition as well as the needs and wants of
the customers. Therefore, since accurate data on the vagons,
coaches, engines ebtc; are lacking, improper analysis o/ the
strength and weaknesses result and this leads to difficulty
in satisfying the identified segments.

| Weaknesses such as running behind schedules, low speed,
delays, poor communication etcyi are not adeguately analyscde

The strength and weaknesses of the corporation arec

discusséd in details hereunder:
5.3.1 Wagons: The Nigerian Railway Corporation has abcut
1500 freight wagons (Edward Enebeli, Railway News Magazine}:
September, 1996 pg. 17). This number is meant for cattle,
general cargo, petroleum products and container trains. This
is far less than, 3,885 freight wagons the corporation had in
- 1945, The important thing te note is that these 1500 freight
_wagons are meant to serve estimated population of 88.5milli°n

people as against 3,885 wagons for estimated population of

of 21 million people in 1945.° - o
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Therefore, it is obvious tha£ the wagons are inacequate
to meet the demands of the customers. This iradequacy
undoubtedly becomes weakness on the part of the Corporations
Efforts th?refore, are required to address this weakness for
an improved performance,

5.3.2 Locomotlives: This is one of the important tools nea2ded

L]

by the corporation for effective aﬁdjefficient performanc2
of &ts functions. As reported by Edward Enebell (Raili.ews
magazine ibid), the corporation had more locomtabé eng.nes
in 194g_than now that it needed more that it had then, 257
locomotive engines were available for use in 1945 and ly 1996
this number had drestically reduced to 70 locomotive ergines,

Worst still, these 70 locomotive engines is expected to
serve the 88.5 million. This shows a decline of 72.77% in
locomotives and an increase of 321% in population, in variably
there is pressure on locomotive demands these locomotives are
meant to move about 150 passenger vehicles. In 1245 the ratio
of locomotives to wagons and passenger vehicles is 1.1€ and
now the ratio of 1,23, this explains the pressure.2

With 4224 freight wagons and 339 passenger vehicles and
257 locomotives 264 trips are usually undertaken at the ratio
of 1:16, while now with 1650 freight and passenger vehi:les
and 70 locomotives 72 trips at 1:23 ration is expected =0 »e
taken, Considering the age of the locomotives and the i.ature
of tracks, wagons and coaches, the ratio is too high, the
ratio: of 1:15 are mostly applied now thereby causing 'ndepr=

utilization of the wagons and passenger vehicles.
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5¢3.3 PASSENGER COACHES

In 1945 the corporation had 330 passenger vehicl~s %o
serve the 21 million people and in 1996 the coaches his
reduced to 150 with the population of the country inc:eased
to 88,5 million people. This data shows a reduction cf
55.75% of passenger vehicle and an increment of 321% <f the
population,

Definitely, the passenger vehicles is really inacequate
to meet the demand of the population. This is also a weakness
of the corporation,

It is important to note that these tools that could be
regarded as strength due to the inadequancy had become weak-
nesses.

The actual weaknesses are discussed hereunderi=-

5.3.4 RUNNING BEHIND SCHEDULE

Of all the trains that have moved from Lagos to K.no,
Port harcourt to Kano, Port harcourt to Maidugéri, non: had
ever arrived its destination on schedule, even when it
departed on time. The goods trains or freight trains ' s the
worst, these trains do not have schedule and when they do,
nobody is compelled to keep to ite

1t is a common practice for the trains to depart lehind
schedule, The Lagos-Kano express train is supposed to
depart Lagos every 12,00 noon, but since the last 6 mor ths
(6/5=5/11/95), only twice had it left on schedule and within

this period it never arrived destination on schedule,

L3



53.5 LOW SPEED

The speed restrictions imposed by the Engineerinc
Depar?ment of the Corporation shows that for the past
threeh§ears the highest speed a train can move is 45
kilometres per hour and this is within a defined distince of
not more than 5 kilometres at a trot. At times the speed
specification comes as low as 10 kilometres per houre On the
average the speed of various trains could be said 'to b= 25
kilometres per houre.

A lot of factors accounts for this low speedes Th2 age
~of the locomotives, lack of spare parts and the nature of the
track were contributors to this weakness., Most of the loco=
motive engines were not less than 20 years olds Couplid to
this, is the fact that, there are not ~nough spare par. to
carry out maintenance on the locomotives. These on their
own merit could cause low speed of trains,

However, with the little maintenance of the track and
speed restrictions by the engineering, the speed of the
trains were greatly minimized to avoid accidents,

536 DELAYS

Delay is a characteristics of Railway services, Most
times the delays were not necessarye. Investigations reveal
that the staff both the station staff and the drivers w:are
the culprits. The station masters could stop a train tiat was
not designated to stop at his station as long as he wisies to
hold the train. The drivers could even stop to visit f:iends

at a station,
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Nevertheless, there are other delays that are noct
man made. These are, waiting for a crossing, that is a
train waiting at a gtation for the one coming from th:
oposite direction to cross before continuing its movenent,
inability to communicate with the next staticn, the t.2ain has
to wait until communication is establishked with that
station to enable them be aware that a train is on courses.

Delays could also be as a result of mechanical f:ult
discovered either in the locomotives or the rolling siock or
breakdown of locomotives or rolling stock., Derailmenis as
well as signal faults, track demages or wash out of tle
ballasts are also possible causes of delays,.

5¢3.7 POOR COMMUNICATION

Most of the signal and communication equipments zre
obsolete and difficult to maintain, some had broken down
without repairs or replacement, which means they are cut of
use, Communications between stations are characterised by
manual powering of the instrument to remit information and
to release a token to be given to the driver as a sign that he
had crossed that station with the knowledge of the preceding
station, )

Signaling equipment demands the physical stfength of the
operator., Where the signal staff is unable to operate the

- instrument,delay results. Due to the age of these equ pments

it could take hours to get them workinge
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The.éauses of delaye on trains and running behind schecule,
though if determined, correct action.are nard to be
taken., Therefore, to collect data on the elements cf strength
and weaknesses in the Railways and properly analyse :then for
the satisfaction of it's market segment are yet easy to come
bye.

5.4 OVER CONCENTRATION ON A PARTICULAR SEGMENT

Nigerian Railway Corporation has developed the culture
of concentrating it's marketing activities on one seiment
to the detriment of the others at a particular point in time,
Most times they do not see the running of the passencer train
as viable, This thinking influences the cancellatior of
passenger trains in preference to goods train which they be=
lieve yields quite some money,

This concentration on one segment at a point in time
causes loss of interest on Railway services by the tine
attention is retunred to that segmente. The idea of o1e seg=-
ment having more atgention than the others on tne prenise
that it generates more revenue is a wrong notion more especially
when the time used in running that single trip could “»e used
in running double of the less viable segment which th:n
generates more that the single trip of the preferred :egment,

The suspension of running some segments or total withe
drawal from running them for sometime is by implicaticn
inability to meet the demand of these segments and invariably

a loss of patronage,
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5.5 HYPOTHESIS TESTING

The essence of testing the hypothesies is to val:date

or invalidate the hypotheses based on the results of data

analysis,

HYPOTHESIS I

HO:

That the low speed, delays, running behind schecules
and infrequency of the rail services determine the

degree of rail services patronage by the segments,

That the low speed, delays, running behind schecules
and infrequency of rail services do not determine

the degree of rail services patronage by the segnents,

The hypothesis is examined by using chi square ((2)

test,
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5.6 SUMMARY

It is understandable that market segmentation mal es
a little impact on the marketing efforts of the corporation,
For a more purposeful segmentation the marketing department
should in addition to the factors in segmentation consider the
strength and weaknesses of the corporation as well as that of

the competitors since the ability to delliver depends o1 it,
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CHAPTER SIX

6.1 PROSPECTS

I |

The concept of market segmentation has produced a

phenomenal proliferation of articles, studies and papers

in the past decades., The concept itself, was first clearlﬂ
articulated by wendell Smith in 1956 journal of marketing i
articles, a paper that by now has become a classic.

Market segmentation involves the knowledge of the

customers and competitors' characteristics. With this

- knowledge the Nigerian Railway.Corporation attempted to

segment it's market, based on the needs and wants of the

‘customers. The criteria for segmentation and the problems

assoclated with it has been largely studied by the research:

.1t was discovered that the corporation belleves on the

exstance of natural market segments,

Although the segmentation procedures could indicate
the existence of natural market segmentsj; it could be used
to construct artificial market or it could reveal the lack
of any market segment fCir & nore strategic decisione ..

| Turning to Philip Kotler's criteria for marketing
segmertation, measurebility, accessibility and substantia-
1itf, it iz clear that at least some of these condition s
ﬁéve not been met by the corporation to dabe,?

Perhags then, the usual mode of segmentatlon employed

by the corporation are not sufflcment.
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The result from this study on markce segmentation of
the Nigerian Railway corporation has not been very encoura-
ging. We might speculate on why so0 much of the resezrch |
has been negative when the thecry seems so logical and souﬁd
cn a priaric basis. Perhaps the major problem of this

process is that in an effort to segment it*s market the

corporation lost sight of the basic premise of the thaorys

that different prople have different needs and at dif’erent
times these needs may change, One final proklem with this
prbcess centres on the complete lack of inktegration ir to the
segmentation analysis of information on the marketing mixes
of the services under study and the strength and weaknssses of
the competition end the corporation itselfa |  _.
The poor performance of the Nigerian Raillway Corparétion'é
segmentation criteria tested so far can be attributed £ ¢ the
| fact that too often the corporation's management are aixious
to find a magic formuyla that will profitabiy segment tie
market in all cases and under gll circumstances, where as each _
case should have been viewed as a unique and potential .y B
different situation,
A well designed segmentation process therefore, does -
not depend solely on one criterion for grouping customers. It
is flexible enough that one can examine the results frca two
or more alternative bases. These bases are very generzl, and
it is within them that the segments are later developed, Segw

mentation of this nature covers a very broad area,
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At first glance, the tabulalion aud analiysis of the data
would seem to be an almost superhuman task, Fortunately,
it is possible to extract a few segments within the braod
classification by applying multivariate techniques,

Therefore, with a good design criteria and analysis of
the factors for segmentation, the corperation are open:d to
a lot of prospects., Such prospects include among othe:
things meeting the demand of the customers, as well as breaking
even in it's operations, So for effective and efficient
market segmentation by the corporation the following r :cornmens
dations should be considered,

6.2 RECCMMENDATION

The significant of market segmentation in the Nigrrian
Railway Corporation is partly to meet the demand of the
customers and to break even in the operation of the corporation,
This study then, is to determine the degree to which sich goal
has been achicved as well as recommending the ways to overcome
difficiency in it's operation,

On this note it is reccmmended that the marketing arm of
the Nigerian Railway Corporation will take a comprehencive
study of the segmentation procedures. This will involve the
collection'of data on the customer's and competitorts characCe
teristics, the examination and analysis of these data, ais well

as the internal strength and weaknesses of the corporation.
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It is understood that the operations of the COrpiroe
tion are characterised by delsys, running behind Qchedules
and very low speed, efforts should be made tc improve the
systems as to avoid these problems that meake the reailsatidn
of the goals of the corporation an illusion,

One thing is te study snd segment the Railway ma ket, -
but quite a different thing is to satisfying the want.: and o
needs of the market. To meet these demands on the Corpora=
tion's services, the intergration of scme segments thet
demand similar services will be undertaken such segmerts as\
the genheral cargeoes and the container can be marged as one
segment for efficient utilization of marketing activities,

However, since segmentation cannot be seperated {rom
marketing planning, segmentation should be seen as an
integral part of total marketing strategy. The major
objective of segmentation should aim at achieving a stndl
satisfaction of market demands, the wants and needs of th=z
customers,'the improvement of the overall sirength and
weakness of the corporation and minimization of delays,.
running behind schedules, and improving on the speed o

the trainse.



6«3 CONCLUSION

The concept of market segmentation has been one of the
major focuses of consumer research since the early sixties
(Frank Ronald E. et al 1972). The concept has had a greatﬂj{
impact on the thought and practice of marketing of consumerJ
goods.3 These development has had less impact, however, on

services management. Results from this study indicate

that marketers of services typically fail to employ market "~

segmentation as a foundation for planning and contrelling
of marketing programmes., Articulation of the ccncept of
market segmentation may by itself provide a basis for more

precise marketing planning anc for coordination of services

development,.
Research into segmentation, therefore, is an essential é
precondition for intelligent marketing planning. Such re- }
search is feasible and can readily be integrated with other '
marketing research projects. Once the marketing plan is E
fully develope2 markoting operations may be controlled on a i
segment-by-segment basise. l
l

|

This ctudy indicate that, while the concept of marketing
1

|
segmentation strategy differentiation is wikdely accepted :
among various level or Nigerian Railway Corporation's manage='
ment, there s little evidence to suggest that Nigerian Rail~
ways do follow a conscious segmentation strategy to plan and

control their marketing activities.
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Although marketing manager's of Nigerian Railways .re
aware of the concept of segmentation, they appear rot to
articulate fully the concept of segmentation or to use the
variety of possible bases for segmentation,

1f segmentation is accepted and articulated a: a useful
way of looking at the Railway markets, management can address
the descripancy revealed in this study between bases of
segmentation which are considered appropriate, but :00 costly
to implément, and those which are inexpensive but not always
appropriate,.

For market segmentation to be truely operation:l and
profitable, it must cover more of the total marketirg
probiems This means not only obtaining more services,
specific measures including usage, location, bulkiness of
goods and customers characteristics - but carrying out
research to determine the response elasticities of tie
various segments to the corporation's marketing plan,

Nevertheless, with the understanding of market .egmentw
ation and the new approach suggested, it is hoped th:t the
corporation will be able to segment ‘t's market more profi-

tably.
1 Reference

1. Wendell Smith, *Product Differentiation and Marketing,
segmentation as alternative marketing strategies}
Journal of Marketing, Vol.XXI.No.,I, July 1956, page 15.

20 Philip Kotler, '"Marketing for Non-profit Organisation',
New Delhi, 1585 page 82,

3« Frank, Ronald E,, 'Market segmentation' Englewocd
Cliffs, Prentice Hall, New Jersy, 1972, page 66.



ix
APPENDIX I
AHMADU BELI.O UNIVERSITY ZARIA
CQUESTIONATRE FOR RAIL SERVICE USERS "IN NIGERii |

The essence of this survey is to obtain information
which will aid me in my thesis desertation titled: The
Market Segmentation of a Public Transport Corporatic» in a
Developing Exonomy (A Case Study of Nigerian Rallway
Corporation). '

Your cooperation is therefore, needed as informatlon

given should be treated in confiidence and privately :00.

1a Where do you reside : ' —

2u Ccéupation - - - _ .

3¢ How often do you demand the use of rall services in a
month

a. / ""Joree b /___ Jtwice ¢ /] thrice 4 / Jfour

P e s ad — e —————

times e /_ JZmore that four time.

4, Do you get the satisfaction of the demand each tine
there is the need —emmmmw e
S. What rail services do you normally demand

a f _Jexpress passenger train b/ _7local passenjeer
~~train ¢ /7 general cargo train ¢ /- _Jpetroleur product
train e /""Jlivestock train £ / 7 container train,

6. Traln serwvices are characterised by

a J_ _Jefficiency b J  Jeffectiveness ¢ J__Jdelays

d [ _7low speced e [ _/behind schedule f /__Jinfrequency.



x

APPENDIX 17
ESSENTIAL FORMULAR

CHAPTER FIVE

For the calculation of Chi-~square (xz) statistic;
0: Stands for observed [requency
-B: Stands for Expected Ifreguency
The caculation of expected result .is obtained by
this formular
e = 0/n x 0/1
where 0 = summation of the observed frequency
n = summation of the expected frequency
Thecrefore, for hypothesis, 1; expected‘trips are
calculeted hereunder:

For express trains:

632/1766 x 418/1= 150 for low speed

632/1766 x 541/1

i

194 for delays
632/1766 x 420/1 = 150 for behind schedules
632/1766 x 387/1 = 138 for infregquency runs

For lccal Trains

432/1766 x 418/1 = 100 for low speed

434/1766 x 541/1 133 for delays

n

434/1766 x 42C/1 103 for behind schedules

434/1766 x 387/1 95 for infreguency runs

n

For General Cargo Traing

22/1766 x 418/1 = S for low speed
22/1766 x 541/1 = 7 for delays

22/1766 x 420/1 = 5 for behind schedules

=y
G
"

22/1766 x 387/1 = S infrequency



.
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For Petroleum Products Trains

48771766 x 418/1
4T /1766 x 541/1
487/1766 x 420/1

i}

fl

48771766 x 3B7/1 -

115 for low speed

149 for delays

117 for behind schedules

106 for infrequency

For Livestock Trains

14/1766 x 41871 =

14/1766 x 541/1

fl

1471766 % 420/1 =

14/1766 x 387/1 =

3 for low speed

4 for delays

3 for bhehind

4 for infrequency

For Container Traans

17774766 x 418/1
17774766 x 541/1
177/1766 x 420/1

177/1766 x 387/1

1

I}

i

[

42
54
42

39

In Hypothegis II, the

in a month

For Norther Division

for low speed

for delays

for behind schedule
for Infrequency

expected avercge rips made

is calgulated thus:

687224 » 30/1 = 5 [or Express urain

68/224
68/224
68/224
68/224

68/224 % 18/1

x

X

X

X

128/1

H

|

14/1

28/1

B

5./1

i

It

For Eastern Division

39 for local train

4 for éenéfal Cargoes train
8 for Petroleum Product kraia
2 for livestock trains

6 for container trains

477224 x 30/1 = 6 for express .

477224

477224
477224
47/224
477224

X

X
*
X
x

18271 = 27 for local

14/1 = 3 for general cargu

28/16 for petroleum products
6/1 = 1 for livestock

18/1 = 4 for container . R
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For Northe Eastern Divgsion

29/224 x 30/1 = 4 for express

29/224 x 128/1 = 17 for local

"29/224 x 14/1 = 2 for general cargo e
29/224 x 28/1 = 4 for Petroleum Products
29/224 x 6/1 = 1 for Livestock

25/224 x 18/1 = 2 for container

For Wstern Division

80/224 x 30/1 = 11 for express
80/224 x 128/1 = 45 for local

86/224 x 1471

n

3 for general cargo
80/224 x 28/1 = 10 for Petroleum products
80/224 x 6/1 = 2 for Livestock

80/224 x 81/1 = for container C BRI

For Hypothegis v

Calculations for expecﬁed fréquency iz shown below:
205/361 x 40/1 = 23 for express o
205/361 x 24071 = 236 for local

205/361 x 33/1 = 19 for general

205/361/ x 26/1 = 15 for petroleum products
205/3671 x 7/1 = 4 for livestock

205/361 x 15/1 - 8 for container

L - FE o
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