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Abstract
The obvious statement in the management cycle is that marketing is crucial to the survival and  
growth of any organization. Because it is only marketing that brings revenue into organization  
which is used to settle bills, acquire assets, carryout expansion, pay dividends and taxies and  
embark  on  community  projects  as  part  of  its  social  responsibility.  Yet,  one  of  the  effective  
marketing methods is distribution. This is with the assumption that production process is not  
complete unless the products get to the final users. Therefore, the main purpose of this paper is  
to evaluate the bread distribution and consumer choice alternatives in Owerri with the intention  
of coming out with the effect of distribution on choice alternatives. As a result of this, the study  
identified some factors that affect consumer choice alternatives in the distribution chain. The  
descriptive analysis was used to validate the characteristics of the study. The result indicated  
that  some  factors  such  as:  freshness,  quality,  price  and variety  determine  consumer  choice  
alternatives. The study also recommended that marketers should endeavour at all times to use or  
apply  marketing  theories  like  the  characteristics  of  goods  theory  to  solve  their  marketing  
problem in the distribution activities.
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Introduction
Many producers do not sell products or services directly to consumers and instead use marketing 
intermediaries to execute an assortment of necessary functions to get the products to the final 
user, hence the need for distribution planning and management. These intermediaries, such as 
middlemen (wholesalers, retailers, agents and brokers), distributors, or financial intermediaries, 
enter  into  longer-term commitments  with  the  producer  and  make  up  what  is  known as  the 
marketing channel, or the channel of distribution. It is assumed that bread production process is 
not complete unless the products get to the final users. Therefore, distribution is that part of 
economic activity which focuses attention on the extension or delivery of the products of various 
bread  industries  to  the  final  users.  It  is  a  means  of  transferring  goods  from  the  point  of 



production to the various places where they are needed to achieve place and time utility of the 
product.

Distribution  channels  are  formed  to  solve  three  critical  distribution  problems:  functional 
performance,  reduced  complexity,  and  specialization.  The  central  focus  of  distribution  is  to 
increase the efficiency of time, place, and delivery utility. When demand and product availability 
are immediate, the producer can perform the exchange and delivery functions itself. However, as 
the number of producers grow and the geographical dispersion of the consumer base expands, 
the need for both internal and external intermediaries who can facilitate the flow of products, 
services, and information via a distribution process increases. 
Distribution  channels  tend  to  be  more  direct  that  is,  shorter  and  simpler  in  the  developing 
nations.  There  are  notable  exceptions,  however.  Because  of  the  vast  number  of  small-scale 
producers,  these  agents  operate  through  middlemen  who,  in  turn,  enlist  sub-buyers  to  find 
runners to transport the products from remote areas. Producers may sell products directly to the 
final customer or they may use one or more intermediaries to move their goods to the final user. 
The design and structure of consumer marketing channels and industrial marketing channels can 
be quite similar or vary widely.
In the same vain, choice alternatives is a common action for consumers living in an abundant 
society. The difficulty of decision making among choices vary from “no difficulty to extreme 
difficulty”,  as  consumers  make repetitive  purchases  with little  consideration  and study other 
decisions  with  great  care.  This  study  which  is  motivated  by  the  increasing  competitive 
atmosphere in the bread industry is concerned with the effect of distribution on the consumer 
buying decision, hence its implication on the bread industry. The general problem of this topic is 
the difficulty inherent in the choice among alternatives. Since the core outcome of consumer 
decision (choice) can only be known in the future the consumer is forced to deal with dissonance 
and uncertainty. The core problem of this topic is the effect of marketing distribution on choice 
decisions for a number of alternatives. 

Concepts of buying Habits
Knowing the different elements that stimulate consumer purchase activity can help marketers 
design appropriate sales techniques and responses. A study conducted by Susan Powell Mantel in 
1999  focused  on  analyzing  the  roles  of  “attribute-based  processing”  and  “attitude-based  
processing” when analyzing consumer preference.  According to  the study,  product  attributes 
(qualities  such  as  price,  size,  nutritional  value,  durability,  etc.)  are  often  compared 
disproportionately,  i.e.,  one  is  the  more  focal  subject  of  comparison,  thus  eliciting  more 
consideration  when  the  consumer  decides  which  brand  is  the  “best.”  The  order  of  brand 
presentation in these cases is particularly important. Adding to the complexity of the issue is the 
fact that purchase decisions are not  always made on the basis  of an  “attribute-by-attribute” 
(attribute-based processing). Consumers also make decisions based on an overall evaluation of 
their  impressions,  intuition,  and  knowledge  based  on  past  experience,  or  attitude-based 
processing. 
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Other contributing factors were discussed in Mantel’s study, such as personality differences and 
each individual’s  “need for cognition.” Need for cognition reflects to what extent individuals 
“engage in and enjoy thinking.” People with a high need for cognition tend to evaluate more and 
make more optimal in-store purchase decisions. Low need cognition people react easily when a 
product is put on promotion regardless of the discount offered. Consumers are also affected by 
their perceived roles, which are acquired through social processes. These roles create individuals’ 
needs for things that will enable them to perform those roles, improve their performance in those 
roles, facilitate reaching their goals, or symbolize a role/relationship, much in the way a woman’s 
engagement  ring  symbolizes  her  taking  on  the  role  of  a  wife.  Other  factors  that  influence 
purchase decisions include the importance attributed to the decision. 
In  some  cases,  consumers  make  very  little  effort  to  evaluate  product  choices.  “Habitual  
evaluation” refers to a state in which the consumer disregards marketing materials placed in a 
store, whether because of brand loyalty, lack of time, or some other reason. On the opposite side 
of  the  coin,  “extensive evaluation” is  the  state  in  which consumers  consider  the  prices  and 
promotions of all brands before making a choice. There are also in-between states of evaluation, 
depending again on the importance of the purchase and the time available to make a decision 
(some consumers, usually those who earn higher incomes, value their time more than the cost 
savings they would incur). The information filter passes along information he/she considers most 
relevant  when making a purchase decision,  filtering out what is  considered unimportant and 
regulating the flow of information. In this paper, our focus is on bread distribution and the effect 
on consumer choices alternatives in Owerri.

LITERATURE REVIEW

Distribution Administration
Although middlemen can offer greater distribution economy to producers, gaining cooperation 
from these  middlemen can be  problematic.  Middlemen must  continuously be  motivated  and 
stimulated to perform at the highest level. In order to gain such a high level of performance, 
producers  need  some  sort  of  leverage.  Retailing has undergone  even  more  changes  than 
wholesaling.  Intensive  pre-selling  by  producers  and  the  development  of  minimum-service 
operations, such as self-service in department stores, have drastically changed the retailer’s way 
of doing business. Supermarkets and discount stores have become commonplace not only for 
groceries but for products as diversified as medicines and gardening equipment. Special types of 
retailing, such as vending machines and convenience stores, have also developed to fill multiple 
needs.  Transporting and warehousing  merchandise  are  also  technically  within  the  scope  of 
marketing.  Products  are  often  moved  several  times  as  they  go  from producer  to  consumer. 
Products  are  carried by rail,  truck,  ship,  airplane,  and pipeline.  Efficient  traffic  management 
determines the best method and timetable of shipment for any particular product. 
As new institutions emerge or products enter different life-cycle phases, distribution channels 
change and evolve.  As the distribution channel grows more complex, costs and inefficiencies 



multiply in the channel. In response, some channels add or contain partners that specialize in one 
or more of the elements of distribution, such as exchange or warehousing. Specialization then 
improves the channel by increasing the velocity of goods and value-added services and reducing 
costs associated with selling, transportation, carrying inventory, warehousing, order processing 
and credit.

A Distributor
The  APICS Dictionary  describes a distributor as “a person that does not manufacture its own 
products  but  purchases  and resells  these  products.  Such person usually maintains  a  finished 
goods inventory.” The proliferation of alternative distribution forms, such as warehouses, catalog 
sales,  marketing  channel  specialists,  and mail  order,  have  shaped functional  distinctions  and 
increased the difficulty of defining both the distribution process and the term distributor. One 
ultimately could maintain that distributors include all businesses that sell products to retailers 
and other merchants and/or to industrial, institutional and commercial users but do not sell in 
significant amounts to the ultimate consumer. 
Distribution  involves  a  number  of  activities  centered  around  a  physical  flow  of  goods  and 
information. At one time the term distribution applied only to the outbound side of distribution 
administration, but it now includes both inbound and outbound. 

Basic Roles of the Distribution Function
Separate basics contained within the three critical functions of distribution may be described 
under:-

Selling  and  Promoting:- This  function  is  very  important  to  manufacturers.  One  strategy 
involves the use of distribution channels to carry out the responsibilities of product deployment. 
In addition to being marketing experts  in  their  industry,  distribution companies  usually have 
direct-selling businesses and a detailed knowledge of their consumers and their expectations. The 
manufacturer utilizing these distributors can then tap into these resources. Also, because of the 
scale of the distributing company’s operations and its specialized skill in channel management, it 
can significantly improve the time, place, and possession utilities by housing inventory closer to 
the market. These gains mean that the manufacturer can reach many small, distant customers at a 
relatively  low  cost,  thus  allowing  the  manufacturer  to  focus  its  expenditures  on  product 
development and its core production processes.

Buying  and  Building  Product  Assortments:- This  is  an  extremely  important  function  for 
retailers. Most retailers prefer to deal with few suppliers providing a wide assortment of products 
that fit their merchandizing strategy rather than many with limited product lines. This, of course, 
saves on purchasing, transportation, and merchandizing costs. 

Bulk  Breaking:- This  is  one  of  the  fundamental  functions  of  distribution.  Manufacturers 
normally produce large quantities of a limited number of products. However, retailers normally 
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require  smaller  quantities  of  multiple  products.  When  the  distribution  function  handles  this 
requirement it keeps the manufacturer from having to break bulk and repackage its product to fit  
individual requirements. 

Value-added Processing:- Postponement specifies that products should be kept at the highest 
possible level in the pipeline in large, generic quantities that can be customized into their final  
form as close as possible to the actual final sale. The distributor can facilitate this process by 
performing sorting,  labeling,  blending,  kitting,  packaging, and light  final  assembly at  one or 
more points within the supply channel. This significantly reduces end-product obsolescence and 
minimizes the risk inherent with carrying finished goods inventory.

Transportation:- The movement of goods from the manufacturer to  the retailer  is  a critical 
function of distribution. Delivery encompasses those activities that are necessary to ensure that 
the right product is available to the consumer at the right time and right place. This frequently 
means that a structure of central, branch, and field warehouses, geographically situated in the 
appropriate locations, are needed to achieve optimum consumer service. Transportation’s goal is 
to  ensure  that  goods  are  positioned  properly  in  the  channel  in  a  quick,  cost-effective,  and 
consistent manner.

Warehousing:- Warehousing  exists  to  provide  access  to  sufficient  stock  in  order  to  satisfy 
anticipated  consumer  requirements,  and  to  act  as  a  buffer  against  supply  and  demand 
uncertainties. Since demand is often located far from the source (manufacturer), warehousing can 
provide a wide range of marketplaces that manufacturers, functioning independently, could not 
penetrate.

Marketing  information:- The  distribution  channel  also  can  provide  information  regarding 
product, marketplace issues, and competitors’ activities in a relatively short time.

Channels and Process of Distribution
Products get to the final consumers through channel of distribution. The channel of distribution 
is the process through which manufactured products pass from the producers to the wholesaler to 
the retailer and finally to the consumer. The wholesalers and the retailers form the bulk of the 
middlemen in the channel and they perform important roles in products distribution. Channel of 
Distribution is the path taken to distribute goods from the producer to the retailer, often through 
wholesalers, down to the final consumer. In mail order, the producer can distribute directly to 
consumers, although many large mail-order catalog companies act as a retailer. A distribution 
channel is composed of three structures. At one end of the channel is the producer. 
The  producer  focuses  on  the  development  and  production  of  products  and  originates  the 
distribution process. The terminal point in the channel is the retailer who sells goods and services 
directly to the consumer for their personal,  non-trade use. In between the two lies a process 



called distribution, which is more difficult to define. One involved in the distribution process is 
labeled  a  distributor.  The  illustration  below  reveals  the  three  forms  of  normal  distribution 
channel process.  

Producer                    Wholesaler                Retailer             Consumer
Producer                                 Retailer                              Consumer
Producer                                             Consumer

The first one is the normal channel of distribution, but increases the cost of product. Producers 
use raw materials to produce finished products, which in turn may be sent directly to the retailer,  
or, less often, to the consumer. However, as a general rule, finished goods flow from the producer 
to one or more wholesalers before they reach the retailer and lastly, the consumer. Each party in 
the distribution channel usually acquires legal possession of goods during their physical transfer, 
but this is not always the case. Because an intermediary focuses on only a small  handful of 
specialized  tasks  within  the  marketing  channel,  each  intermediary,  through  specialization, 
experience, or scale of operation, can offer a producer greater distribution benefits.

Distribution in Owerri
It is essential for the designer of the distributing channel of bread in Owerri to recognize the 
level of each service point that the target consumer desires. A single distributor may service 
several target consumer groups through separate channels, therefore each set of service outputs 
for these groups could vary. One group of target consumers may want elevated levels of service 
(that is, fast delivery, high product availability, large product assortment, and installation). Their 
demand for such increased service translates into higher costs for the channel and higher prices 
for consumers. 
The channel design is based on the level of service desired by the target consumer. There are 
three primary service  components  that  facilitate  the  distribution  of  bread in  Owerri  namely: 
bread distribution cluster, shop-to-shop vehicle distribution (from producer direct to retailer’s 
shop) and retailer from producer’s factory distribution.

Bread Distribution Cluster/Collection Centre:- This channel of distribution creates a cluster 
where both producers and retailers meet to transact. Different producers convey their products to 
this particular cluster and sell to retailers who buy the brands they sell in their retail shop. This  
method creates convenience for both producers and retailers. To the producers it reduces the 
transportation  cost  of  running  from one  shop  to  another  to  distribute  their  product,  which 
sometimes the customer might still have stock. To the retailer it affords them the opportunity of 
buying different brands at a point, and at the right time. This eliminates time utility for customer 
satisfaction.

Shop-to-Shop Vehicle  Distribution:- Instead of meeting at  a  point,  some bread distributors 
deliver to some of their customers at their shop. That is sell directly to them, hence reducing the 
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inconvenience of going to producers’ factory or distribution cluster. This method increases cost 
for the distributor  without  additional margin,  since bread has a fixed price.  But this  method 
enhances  good  relationship  between  the  distributor  and  customer  as  it  creates  a  direct  link 
between the distributors and the retailers.

Direct from Producers (Factory):- A retailer can buy directly from the producers’ factory. This 
increases the cost of the retailer and reduces that of the distributor, but creates time convenience 
to the retailer. This is because the retailer knows when to purchase and when not to. It equally 
reduces over stocking of the product in the shop. 
This distribution channels makes bread in Owerri more accessible for easy consumer choice 
alternatives. Accessibility (also called access or convenience) refers to the ability to reach desired 
goods, services, activities and destinations (together called opportunities). Access is the ultimate 
goal of most transportation, excepting the small portion of travel in which movement is an end in 
itself, (e.g., cruising, historic train rides, horseback riding, jogging). 

Distributive bread factors Influencing Consumer Choice Alternatives
In every unit of product purchased by a consumer, he/she hopes to derive certain level of value 
from that product. This gives birth to what is known as customer satisfaction. In other words, for 
a consumer to make any choice from the available alternatives, there are certain expectations in 
terms of value which gives the consumer satisfaction. Little wonder, many researchers (Oliver, 
1981; Lovelock, Patterson & Walker, 2001) have defined customer satisfaction as an individual’s 
feeling  of  pleasure  or  disappointment  resulting  from  comparing  a  product’s  perceived 
performance  (or  outcome)  in  relation  to  his/her  expectations.  Customer  satisfaction  is  the 
outcome of customer’s perception of the value received in a transaction or relationship, when 
equals  perceived  service  quality,  compared  to  the  value  expected  from  transactions  or 
relationships with competing vendors.
The  marketing  philosophy of  “customer  is  the  king”  tends  to  place  emphases  on  customer 
satisfaction as it creates value for customers, anticipating and managing their expectations, and 
demonstrating  ability  and  responsibility  to  satisfy  their  needs.  Therefore,  it  is  important  to 
recognize and to anticipate customer’s needs and to be able to satisfy them. As our focus on 
bread  distribution  and  consumer  choice  alternatives,  the  following  factors  were  considered 
necessary  for  choice  decision-  freshness,  tangibility,  quality,  price,  convenience,  variety, 
assurance and empathy.

Freshness:- This is cited often as one of the most influential factors impacting on the consumer’s 
choice for bread,  particularly among the educated elites and high class group in the society. 
Freshness is a factor which attracts consumers to a particular shop for purchases. In order to 
judge freshness,  consumers  rely entirely on visual  cues,  small  or  product  appearance  which 
comprises  of  label,  colour,  softness,  perceived  odour  and  sometimes  date  of  supply.  It  is 



important to purchase fresh bread to maintain good health and enjoy the taste of bread. Yet, most 
bread distributor have not find means of meeting this priority in their distribution plan.

Tangibility/Relationship with Retailers:- The tangible factor refers to the appearance of the 
physical surroundings and facilities, personnel and the way of communication. In other words, 
the tangible preview is all about creating first hand impressions. A bread distributor should want 
all  their  customers  to  get  a  unique  positive  and  never  forgetting  first  hand  impressions  by 
creating a good relationship. Relationships are built not only between distributors and customers, 
but also between consumers. For instance, consumer exchange information about the quality of 
products or which stores offers the best bargains. Personal relationships built between retailers 
and consumers develop trust for both groups and makes to know each other by name and often 
engage in social conversation. This ensures customer loyalty as consumers continue to purchase 
from the same retailers. Abu, (2004) agrees with the importance of personal interaction between 
vendors and customers which eventually develops customer loyalty. Customers are more loyal to 
a store which offers warm and friendly service. Factors such as the ability to truthfully answer 
customers’ questions, giving regular customers individual attention and vendors’ knowledge of 
their product attract customers to purchasing bread from a particular retailer (Dabholkar et al, 
1996).

Quality/Reliability:- Quality of bread means many different things to different people. To some, 
it may be softness, slice, size, taste and to many freshness or price. With increasing income, 
consumers are becoming more demanding of bread quality.  According to Sloan et  al,  (1984) 
consumers  are  willing  to  pay more  to  purchase  the  quality  bread  they  demand.  With  more 
consumers  having  higher  education  and  being  more  practical,  Farhangmehr  et  al,  (2000) 
highlighted the importance of  quality,  followed by price when purchasing bread.  Previously, 
consumers were more concerned about low prices, but presently, consumers have shifted their 
choice factors towards quality, taste and better value for money. However, reliability is just as 
important as quality, because every customer want to know if their supplier is reliable and fulfills 
the quality requirements with satisfaction. The reliability factors refers to how the distributor are 
performing and completing their promised service,  quality and accuracy within the given set 
requirements  between  the  industry  and  the  customer.  It  describes  the  capabilities  to  fulfill 
promised services, in time, systematic way, accurately and dependably Olu Ojo, (2008).

Price:- Price has remain a powerful and convincing weapon to attract consumers to purchase 
bread. According to Pride et al, (2005) price is a tool which informs consumers about the value 
of the product. Value ultimately brings satisfaction to the consumer. Bread distributors offering 
quality products at  a lower price will  attract  more consumers.  Price of bread to  high extent 
determines the consumer choice factors for alternatives. Poor and large family tend to perceive 
bread from quantity and price, than quality and size. The lower the price and bigger in size the 
better, since it will be enough for the family. But, the reverse is the case among educated group. 
Student environment tend to see bread choice from the same way with large family size or poor 
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people. Therefore, offering lower prices is an important reason for consumers to make choices 
from alternatives. Since bread has a fixed price, whether distributed in the urban or rural areas of 
Owerri makes no difference, the distributor bears the extra cost.

Convenience/Responsiveness:- This was viewed from the consumers’ perspective as selecting 
their preferred shop based on hours of operation. According to (Pride et al, 2005) convenience 
not only saves time, but also reduces stress, cost and other expenditures. Basically, convenience 
eases  consumer  discomfort.  Elsewhere,  we established that  price  of  bread  is  fixed  for  final 
consumers, but different retailers might have different prices depending on the point of purchase 
and bargaining power. It is more convenient for retailers, if the distributor visit their shops for 
sales, but convenient to the distributor if the retailer purchase from the factory. Cluster collection 
centre tend to present a better convenience for both parties. Relatively for consumer choices, 
convenience makes consumers more practical. Because to them, convenience means anything 
that  saves  or  simplifies  work  and  brings  comfort  to  consumers.  Similar  to  convenience  is 
responsiveness  to  customer  needs.  The  responsiveness  in  bread  distribution  refers  to  the 
willingness of the distributor to help its customers in providing them with a good, quality and 
fast service and have time to respond to customer’s request. This is also very important because 
every customer feels more valued if they get the best possible quality with convenience.

Variety/Alternatives:- Variety means  more  choice  alternatives  available  for  comparison and 
selection. Retailers are capable of offering a wide variety of breads for consumers in Owerri. 
Where consumers decide to shop may be related to the product category and varieties available. 
If a shop has no particular product brand, consumers will often visit another shop that store a 
good number of alternatives to choose from.    

Environmental Analysis and Consumer Choice alternatives
Four major types of environmental elements affect consumer buying behaviour. These includes; 
cultural, social, personal and psychological. These are briefly examined below.

Cultural factors:- These have the broadest influence, because they constitute a stable set of 
values including perceptions, preferences, and behaviours that have been learnt by the consumer 
throughout life. For example, in some cultures, consumption is often driven by a consumer's 
need to express individuality,  while in some other cultures consumers are more interested in 
conforming to group norms. In addition to the influence of a dominant culture, consumers may 
also be influenced by several subcultures. Social class is also a subcultural factor. Members of 
any given social class tend to share similar values, interests and behaviours.

Social  Issues:-  A consumer  may interact  with  several  individuals  on  a  daily  basis,  and the 
influence of these people constitutes the social  issues that impact the buying process.  Social 
issues  include  reference  groups  that  is,  the  formal  or  informal  social  groups  against  which 



consumers  compare  themselves.  Consumers  may  be  influenced  not  only  by  their  own 
membership  groups  but  also  by reference  groups  of  which  they wish  to  be  a  part.  Thus,  a 
consumer  who  wishes  to  be  considered  a  successful  white-collar  professional  may  buy  a 
particular kind of clothing because the people in this reference group tend to wear that style. The 
most influential reference group is the family. In this case, family includes the people who raised 
the consumer (the “family of orientation”) as well as the consumer's spouse and children (the 
“family of procreation”). Within each group, a consumer will be expected to play a specific role 
or set of roles dictated by the norms of the group. Roles in each group generally are tied closely 
to status.

Personal  Issues:-   These  include  individual  characteristics  that,  when  taken  in  aggregate, 
distinguish the individual from others of the same social group and culture. These include age, 
life-cycle stage, occupation, economic circumstances, and lifestyle. A consumer's personality and 
self-conception will also influence his or her buying behaviour.

Psychological  Issues:- These  are  the  ways  in  which  human  thinking  and  thought  patterns 
influence buying decisions. Consumers are influenced, for example, by their motivation to fulfill 
a need. In addition, the ways in which an individual acquires and retains information will affect 
the buying process significantly. Consumers also make their decisions based on past experiences 
both positive and negative.

Implications  and  effects  of  distribution  on  Manufacturer  and  consumer’s  choice 
Alternatives.
As contribution, and in the opinion of the authors, the effect of distribution here is discussed 
based  on  the  influence  and  necessitations,  which  by  implication  dictates  the  strategy 
requirements for manufacturers to influence customer purchases on one part  and to  enhance 
consumer  awareness,  effective  demand,  recognition,  preference  and  insistence  factors  that 
command consumer choice among alternatives on the other part. By this implication therefore, 
marketing distribution is considered to necessitate the following influences:
Initial steps of laying out a sales or advertising plans to determine whether the article to be sold 
will  be  purchased  by  consumers  ordinarily  with  shopping  or  without  shopping  or  whether 
shopping at points of immediate convenience or in central trading districts, with insistence on an 
individual brand, with merely brand performance or with indifference to brand.
The determination of the kind of store through whom the marketing for specific product should 
be  sought,  the  density  of  distribution  required,  the  method  of  wholesale  distribution  to  be 
preferred , the relationship to be established with dealers  and in general, the sales burden which 
the advertising must carry.
Distribution necessitates and provides the consumer the convenience of not incurring expenses 
on  procuring  products  of  special  products  brand  of  point  and  time  of  purchasing.  The 
manufacturer  therefore  should  endeavour  to  provide  convenience  to  the  retailers  in  order  to 
achieve effective distribution.
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Distribution makes comparison, availability,  creates product alternatives and optional choices 
from alternatives possible, for consumers. Therefore the manufactures should have to consider 
these factors in his plans for distribution
Distribution  should  facilitate  manufacture’s  planning  attitude  for  product  classification, 
identification and consideration for consumer attitude as fashioned towards consumer product, 
recognition, preference or insistence for product brand.

Distribution creates consumer image, consumer insistence, influences purchase awareness and 
product  brand  positioning  activities  of  marketing.  Consideration  for  this  factor  by  the 
manufacturer  and  inclusion  of  same  in  their  marketing  should  be  of  utmost  importance,  if 
consumer choice for their product is to be achieved.
It  allows  availability  of  products  in  numerous  stores  located  at  points  easily  assessable  to 
customers. The easy assess ability,  availability and proximity of the product to the consumer 
influences consumer choice.
Distribution  enables  respeat  purchases  at  frequent  intervals  to  consumers  and  enables  retail 
outlets  service,  adequate  patronage  with  reasonably  small  investment  on  their  stock  of 
merchandize.
Required Strategic Applications for Marketers in Distribution
As contributions from the authors, it is a considered opinion that manufactures should at all times 
endeavour to use and apply marketing theories like characteristics of goods theory to solve their 
marketing problem especially in distribution activities.
The marketing practitioner knows full well the importance of actual experience but to rely on 
experienced is closely related to conditions that were current at a certain time and which may no 
longer exist. Marketing choice has an element of timelessness which makes them valuable for 
analytic purposes. Thus, a combination of practical experience and marketing theories provides a 
sound basis for understanding the solution of current marketing problems.
The characteristics  of  this  theory attempt  to  arrange all  marketable  goods in  systematic  and 
useful fashion. It provides as perspective and frame of preference for organizing marketing facts 
and for weighing marketing decision. The marketing characteristics of a product determines the 
most appropriate and economic method of distributing it. To know these characteristics it could 
be able  to  predict  with high degree of  reliability how a product  will  be distributed,  if  most 
product conform to the patterns. This brings us to the point of defining the characteristics of 
goods which is a distinguishing quality of a good relative to its steady performance in a market 
and its  relationship to the consumers for whom it  has want - satisfying capacity.  Under this 
definition, five characteristics have been selected each of which must in turn be defined. These 
are:

Replacement rate – this is defined as the rate at which a good is purchased and consumed by 
users in order to provide the satisfaction a customer expects from the product. The replacement 
rate is associated with the concept of a flow or movement of units of a good from producer to 



ultimate consumer. It is consumer oriented. This characteristic differentiates the rate or flow of 
different goods and attempts to envision the market mechanism that will  meet the aggregate 
needs of consumers. This is marketing as dictated by consumer purchasing power.

Gross margin – the definition of gross margin as used here is not different from its use in 
marketing generally. It is the money sum which is the difference between the laid in cost and the 
final realized sales price. What it means to the distributor is that it is the summation of the entire  
gross margin involved and necessary to move a good from point of origin to the final consumer. 
It is the channel cost or fare a good must pay to reach its destination. The calculation of the gross 
margin is a market orientation function which is based on the final analyses on the amount a 
consumer will exchange for a particular good. If the consumer elects to pay a money fund which 
is less than the production cost and the necessary marketing costs, the good will not be marketed 
because the gross margin is too low in relation with the other characteristics.

Adjustments – Is an important characteristic which pertains to all goods and which has been 
named adjustments, in order to meet the exact needs of the consumer. These services may be 
performed as  the  goods are  being  produced or  at  any intermediate  point  in  the channels  of 
distribution  or  at  the  point  of  sale.  Adjustment  as  a  characteristic  of  all  goods  reflects  the 
meticulous demand of consumers that must be met in the market. Examples are in adjustment 
like – high fat contents, low fat contents, size of package, homogenized or regular or even added 
vitamins comes under adjustment of milk. Further more goods with high replacement rate have 
low adjustment,  but  the reverse is  true when goods have low replacement  rate.  Goods with 
medium replacement rate have a medium amount of adjustment.

Time of consumption: - Time of consumption as characteristics of goods can be defined as the 
measure  of  time  of  consumer  through  which  the  good  gives  up  the  utility  desired.  This 
characteristics is related to the replacement rate to a considerable degree, since goods with a low 
time consumption are likely to have a high rate of replacement. The inverse relationship is true, 
but a low time of consumption does not mean that a repetitive purchasing program is maintained 
by the same customer.

Searching time:- The characteristics of searching time can be defined as the measure of average 
time and distance  from the  retail  store  and hence  convenience  the  consumer  is  afforded by 
market  facilities.  Suppose  the  need  to  purchase  a  loaf  of  bread  comes  up  immediate  for  a 
consumer. The amount effort exerted on his part to procure the needed loaf of bread is correlated 
with the amount of searching time. In this case the amount of inconvenience suffered is usually 
very low since the market has reached to the fact that there is a wide and insistence demand for  
bread. To meet this demand point of purchase should be established wherever larger number of 
potential  customers  are  to  be  found.  The result  of  such market  action  is  that  bread  can  be 
purchased at many different places and many different institution and the searching time is low. 
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Searching time is  directly related to gross margin,  adjustment and time of consumption,  and 
inversely related to replacement rate.

Conclusion and Recommendations
The first step in effective consumer choices is to understand what your organization is offering 
the market. All the products in the market might be similar if not even the same. Therefore, a 
consumer choice strategy helps organization to choose the highest impact steps, rather than the 
easiest  steps  or  the most  obvious  steps.  Since  strategy is  all  about  planning,  the  process  of 
preparing a consumer choice strategy will present opportunities to consider where it wants to be 
in the future and how the organization might be able to get there. The process of developing a 
consumer choices strategy can help organization to identify more effective solutions as well as 
useful tool for raising staff awareness and motivating workers at all levels to improve consumer 
choices. Equally, it will assist in getting the right human, financial and physical resources in the 
right place at the right time to be able to effectively implement the activities the  organization 
have chosen.
Consumers  adjust  purchasing  behaviour  based  on  their  individual  needs  and  interpersonal 
factors. In order to understand these influences, researchers try to ascertain what happens inside 
consumers’ minds and to identify physical and social exterior influences on purchase decisions. 
However, each decision that is made has some meaning behind it, even if that choice does not 
always appear to be rational. Purchase decisions depend on personal emotions, social situations, 
goals,  and values.  People buy to satisfy all  types  of  needs,  not  just  for utilitarian purposes. 
Personality traits and characteristics are also important to establish how consumers meet their 
needs. 
Based on the findings and the background information obtained during the course of this study 
on  bread  distribution  and  consumer  choices  alternatives  in  Owerri,  the  following 
recommendations  were  made  in  order  that  distributors  can  improve  their  consumer  choices 
alternatives:
 There  is  an  imperative  need  for  the  various  bread  distributors  to  determine  the  optimal 

distributive chain to prevent the occurrence of dissatisfaction of consumers thereby leading to 
an increasing unacceptability rate.

 It is advisable that every bread distributor that views consumer choices as a necessity for 
customer satisfaction should engaged in building a strong relationship with their customers.

 It is very necessary that bread distributors should devise means of producing fresh bread 
always, this will enhance sales and positive consumer choices.

 Both manufacturers and distributors should endeavour to use and apply marketing theories 
and characteristics of goods theory to solve their marketing problems in their distribution 
activities.
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