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ABSTRACT

This research work was carried out to examine the Problem and Prospects of
Middlemen in the Channel of Distribution: A Study of Ibrahim Badamasi
Babangida Market Suleja. The research.met/íodo/ogy utilized descriptive research

with simple numbers and percentages analysis in the analysis and synthesizing of

primary sources of data collected via questionnaire, as well as diverse literature on

the area of study. However, this study revealed that middlemen contribute

immensely in the distribution of gor;ds and services to the final consumers; they

contribute to economic activities by ensuring ihat goods or services produced by

manufacturers get to the final consumers .• It is therefore, recommended that,

Suleja Local Government Area as well as Niger State Government should renovate

or construct road linking villages and Suleja town. This if done well enable the

movement of goods and service produced to the market and finally the

consumers.
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CHAPTERONE

INTRODUCTION
1.1 Background of the Study,

The main aim of distr·b • .

.

1 ut1on 1s to ensure that goods are made available to final consumers

or users at the right time and r" ht 1rg P ace. In our present economy, manufacture?s or producers do

not channel their product d d"s or goo s !fectly to the fi?al consumers or users. There is always a gap

between the manufacturers and th ti 1

. .
. .

e ma users, and to bndge this vacuum or gap 1t involves the

activities of middlemen or intennediaries. Such as wholesaler, retailers, merchants middlemen etc.

(Lars-Erik and Ivan; 2001).

This intermediaries or middlemen are concerned with the organizing system of

transportation, storage and communication su that goods and services can easily be available and

ascertain by the final users or consumers at their convenient and the basic elements of the system is

the channel of distribution. Pr?duct may be in the market, but it can be little or less use if this

product is not accessible. This is concerned with the place where these products or g?ods can be

obtained when the need arises (Ehikwe, 2002).

Therefore, distribution is the movement of goods from the point of production or from the

producer to the users of the product (final consumers) through a channel involving the middlemen

or intermediaries.

1.2 Statement of th? Problem

The process by which goods moves from the point of production or from producers to final

users is known as distribution. Most of the channels and pattern of distributing goods are

d
.

d b oducers A finn financial capability or standard will determine either for the finn

etermme y pr •

d. t channel of distribution where .such firm sells its products directly to its

to carry out a irec

hr gh ·ts selected agent or marketers in other hand, if the firm is not financially

consumers t ou 1
• .

buoyant or resourceful_ofthe product.



However, this study is carried out to discover or identifies the problems faced by

middlemen specifically the wh 1

. .

0 esalers wh1le-d1scharging their functions as intermediaries, it also

aimed at finding the favourabl 'bl .

e posst e solut10ns to the problems. Middlemen have being

apportioned blames for the 'tn f" .
..

,

e ,ic1ency and ineffectiveness of distribution. This study will

therefore, aid the researchers t
•

d .fy'0 1 enti the constrain faced by middlemen in order. to suggest

some possible solution?.

1.3 Objective of the Study

The primary objective of this research is• to examine the problem and prospect of

Middlemen in the channel of distribution: A study of Ibrahim Babangida Market Suleja. Other

specific objective is to:

i. Find out the role or functions played by middlemen in channel of distribution in IBB

Market Suleja;

ii. Find out the challenges faced by Middlemen in !BB Market in Suleja;

iii. Find out possible solutions to the problems of middlemen in distribution channel

1.4 Research Questions

The following research questions are forrnula?ed
to guide the research:

i. What are role or functions played by middlemen in channel of distribution in IBB Market

Suleja?

ii. What are the challenges faced by Middlemen in IBB Market in Suleja;

iii. What are possible solutions to the problems of middlemen in distribution channel

1.5 Significance of the Study

, t' behind the middlemen is to move produced goods from the '

The mam mo 1ve

d
·

t to the accessibility of the final consumers or users, and until goods

production groun or pom
.

I consumer's production remain incomplete and inconclusive. The

produced get to the fina



wholesalers have extensive! .

·

Y geared their effort to ensured efficiency in distribution of goods in

order to bring about econom· d
1

.
IC eve opment, but on the process they have always occurs some

problems militating this efD rt Th"

·

. .

.

0 · 1s study or research work will be of great s1gn1ficance to the

wholesalers as it will examines the activities of so?e selected wholesalers in Ibrahim Badamasi

Babangida(IBB) market Suleja.

It may not be limited to wholesalers only, but it may also be of great importance to the

students with the intention to v'enture intp business ·that has to do with distribution of goods and

services, and to public,_ individual with the same view of intention

1.6 Scope and Limitation of the Study

This research is based on problem and prospect of middlemen in channel of distribution

with special reference to !BB market Suleja. The research will be 'limited to analysis based on the

questionnaire administered as well as diverse literatures on the area of study.

Other limitation of the study is inability of the researchers to cover the entire population of

the study, time and money constraints.



CHAPTERTWO

REVIEW OF RELATEDLITERATURE

2.1 Introduction

This chapter intends to rev· . . .

.

iew ex1stmg literatures that have bearing on the subject of

discussion. This chapter cons· t f Cis o onceptual Framework, Concept of Middleme?, Concept of

Channel of Distribution Types of M'ddl .
.

• 1 emen, Roles/Funct10ns of Middlemen in Channel of

Distribution and Problems/Ch II fD' . .
.

a enges o 1stnbullon Channel m Nigeria.

2.2 Concept of Middlemen

The middleman (or intermediary¡ concept is .frequently used in marketing literature to

denote a particular category of market actors. A major problem is that the notion of a middleman is

used to describe actors with quite different roles in the market system. Consequently, the

interpretation of the concept becomes somewhat fluid and vague (Lars-Erik and Ivan. 200 l ).

ln the literature taking the marketing mánagement perspective of the manufacturer,

middlemen are generally consid?red as important - but often antagonistic-counterparts. They are

perceived to be part of distribution channels. This one-sided perspective conceals the real impact

?f middlemen in the market system. ln particular· it becomes problematic when we want to

interpret the recent trends in distribution. Th? very-concept of a middleman implies an actor in-

between two other actors. In many cases the middkman is analysed primarily in terms of its

relation to these two other actots. The purpose of this paper is to put in focus the business of the
. .

middleman rather than its role as perceived by others. We believe this perspective to•yield more

· · ht· the business logic of middlemen (MarketingGuide (2017).
accurate ms1g m

-

A middleman is a person or company that connects buyers with sellers. Wholesalers are a

.

1
Th y buy goods from a manufacturer and then resell them to a retailer. A

type of m1dd eman. e

.
. le of a middleman, as is a real estate agent. The middleman does not

retailer is also an examp .

4



produce anything but has ext .

'

·
ensive market knowledge. With the growth in technology and its

capabilities, Internet campan· 1es have al b

.

so ecome a type of middleman. Auction sites, for

example, brmg sellers into contact with
·

buyers they usually wouldn't reach (Akers 2016).

2.3 Concept of Channel of Distribution

According to Marketin Gui . . .

g · de (2017) d1stnbut1on channels are one of the classic "4 Ps"

(product, promotion price place
.

'
' ment a.k.a. "distribution"). Channel of distribution refers tó the

whole economic system of distrib f .

··

u ion. It is the allocation of income and assets within one society.

ln business economics distrib f 1,
u ions re ates to the allocation of goods to the recipients. In general,

distribution includes all activ'f t'h bl
.

.

1 ies at ena e the transfer of matenal and/or economic power over

tangible and/or intangible good? from one economic ?ubject to another (Wirtschafts\eyikon24.net,

2011).

Channels of distribution provide downstream value by bringing finished products to end

users. This flow may involve the physical movement of the product or simply the transfer of title

to it. Also known as a distribution channel, a distribution chain, a distribution pipeline, a supply

chain, a marketing channel, a market channel, and a trade channel (Ostrow, 2009). Similarly,

distribution channel as defined by Hill (2010) is one or more companies or individuals who

participate in the flow of goods and services from the manufacturer to the final user or consumer.

·On the other hand, when it comes to business marketing channels, the following are included:

d /
" tu er representative or sales subsidiary of manufacturer, business distributor and

pro ucer manu,ac r ,

• .

,.

business client (Kotler, Wong, Saunders and Armstrong, 2006).

f d. t 'b tºidn is a network of interdependent and interrelated institutions that

A channel o IS n u , .

. .. ssary to move products from manufacturers to ultimate· consumers.

perform all the act1v1t\es nece

are made up of the manufacturers, intermediaries and customers

Channels of distribution

(UNESCO, 2010).
. ... ?? RIAL UNT1
L?BRARY DEPT
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According to Ehikw (2e 002), channel · ·

.
. .

Institutions involve the use of different levels of

d1stnbut1on to reach the con
·

sumers and whatev th Ier e eve! that is in use both manufacturers and

consumers will permanently .

'
'

remam at the beginning and the end of the distribution chain

respectively. The first type of h
.

c annel is the direct sales to consumer where the manufacturers deal

directly with the consumers with .
.

. ..

'

no mtermedtary between them.

2.4 Types of Middlemen

According to citeman com (lOl6)·

.
there are three types of middlemen that facilitate the

flow of goods and· service fi hs ram t e manufacturer to the customer. They includes: merchant

iniddlemen, Agents and facilitator They furth I

·

h h• er exp ?m t em as t us:

i. Merchant Middlemen: These are t?c intermediaries who take title to the goods and

services and resell them. We know them as dealers, wholesalers and retailers. These

middlemen get margins and bonuses as éompensation. They share the risk with the

'

manufacturers when they takê title and P,hysical possession of the goods. A merchant

middleman· is one who takes title to the goods and later carries out sales. An agent

middleman, on the other hand, does not take title to goods. He simply gets orders from

the buyers and passes on the same to the producers.

ii. Agents: These are those intermediaries who
.do

not take title to the goods and services but

help in identifying potential customers and even help in negotiations. The typical

,

h t f gents brokers jobbers, etc. who act on behalf of the producer only

example 1s t a o a ,
'·

.

. .

d I f prosp.ecting warehousing and redistributing the products. They

to the 1tm1te exten o '

. k 'th the manufacturers as they do not take the title to goods and

do not share ns w1
. ,

services. Agents earn a commission and are reimbursed for all expenses by the

manufacturer.



iii. Facilitators: These .

are independent b
·

.

.

usmess units that facilitate the flow of goods and

services from the prod

•

ucer to the custo ·

h
.

mer wit out taking a title to them or negotiating

for them on behalf f h0 t e producer. Transport companies, banks and independent

warehouses are an exam l
. ". .

,

P e of these mst1tut1ons. These institutions are paid for their

service charges. For exam 1

,
P e, a transporter get paid in the form of freight charges,

while a banker get
•

d
.

s pai service charges in the form of bank commission and

warehousesand cold storages earn rent.

2.5 Functions/Roles of Middlemen in Channels of Distribution

Middlemen or intermediaries arc established concepts in the distribution channel literature.

Recent developmen?s
of practic? make the use of the concept of middleman problematic. For

example, firms traditionally labelled as distributors are increasingly involved in specifying design,

materials, and production methods of products. The Óngoing restructuring of distrib?tion has been

characterised as a process blurring the role of the respective actors.

According to citeman.com (2016) some of their key roles are of middlemen are as follows:

i. Information: Middlemen have a role in providing information about the market to the

manufacturer. Developments like changes in customer demography, psychology, media

habits and the entry of a new competitor or a new brand and cha_nges in customer

preferences
are some kind of information that all manufacturers want. Since these

middlemen are close to the customer and present in the market place they can provide

this information at no ,additional cost.

.

. ,
. M

· taining price stability in the market is another function a middleman

ii. Price Stab1hty. am

M fme the middleman ab?orbs an increase in the price of the products

performs.
any ª 1

. h ge the same ald price to the customer. This is because of the intra

and contmues to e ar



middlemen comp t'
.

,

e 1t1on The 'd. m1 dlcman also . . .

overheads low.
··

mamtams price stability by keeping his

iii. Promotion: Promotin th

·

g e products in his t
· .

ti

erntory is another function that the middlemen

per orm. Many of th em design their ow , .

n sales mcent1ve programs aimed at building

customer traffic at their outl te s.

iv. Financing: Middlemen fi
'

manee manufacturers operations by providing the necessary

working capital in the £ form O advance payments for goods and services. The payment

is in advance even thou h d'

,

g ere it may be extended by the manufacturer, because it has

to be made even before th d

·

e pro ucts are bought and consumed and paid for by the

ultimate customer.

v. Title: Most middlemen take title to the goods and services and trade in their own name.

This helps in diffusing the risks between the manufacturer and middlemen. This. also

enables middlemen being in physical possession of the goods, which enables them to

meet customer demand at the very mometlt it arises. Thus, the role and functions of any

marketing channel can .be viewed from five different perspectives or marketing flows.

The definition of a channel member goes beyond the traditional one of middlemen.

Today it has come t? include ,¡iven suppliers of inputs (like raw material, components,

capital and _even Jabour) and other institutions like transport companies and banks that

facilitate the distribution process. lt is in this sense that the marketing channels have to

.

d
f ·nterdependent organizations involved in the process of making a

be v1ewe as sets o i

. available for use or consumption

product or service

.

h
•

·(2016) is of the view that in the modem business world,

Furthennore, Vais navi '

·

1

• services/functions:
middlemen render the fol owing

8



i.

ii.

Middlemen are the ti
.

um1she frs o valuable info .

,

behaviour, the chan .

rmation to the producers about consumer

ges m tastes and fash'mns, etc

Middlemen allow th

·

.

e manufacturers to

f th b h
·

concentrate on production only and relieve them

rom e ot eration of market' mg.

Middlemen render financial h Ie p to manufacturers.

They make available the goods
.

. •

accordmg to the consumers' needs, fashion, tastes, etc.

Middlemen are an important I' kb
·

m etween the producers and consumers.

According to Onyeke and N b (e O 2000), ªIJY manufacturer who eliminates the channel

middle men or intermediaries ?h Id b dou e, rea y to perform their tasks of transferring the title to

iii.

iv.

v.

products or moving goods from the producer to the consumer.

Onyeke and Nebo (2000) further identified functions of middlemen as follows:

I. Selling Function: Middlemen and some big retailers sometimes provide a sales force or

other promotional efforts that could be used to perform the selling functions for the

manufacturers.

2. Buying Fun?tion: Wholesalers perform a buying function for retailers, industrial users and

other customers while retailers buy on behalf of the consumers.

3. Market Information: Intermediaries· pass information from producers to other channel

I h

·

a wholesalerpasses information about product uses, repairs or

members. Examp es, w en .

he manufacturer to retailer who then passes it to the consumers.

guarantee as gotten from 1

¡

'
flows from· the retailer to the wholesaler back to the

Information from consumers a so

Intermediaries buy in relatively large quantities from

4. Bulk Breaking Function:
. lier quantities

to retailers and c,onsumers.

manufactures and sell m sma

producer.

9



5. Storage Functions: ,

Middlemen h
·

ave the tend
manufacturer's produ t

.

ency of preserving and storing the
e until they are needed .. Stora fu .

the cost and oth

· ge nctmns relieve the manufacturer of

.

er problems associated with storage.
6. Sortmg Function: After as

.

semblmg or accum I

.

rt' f .

u atmg the
J:!roducts,

intermediaries perform
so mg unction by ident'fy'

.

•1
mg quahty differences and breaking down the product into

grade and /or size categories.

7. Assortment Function· Inten d'
.

· ne ianes create fuassortment nction by purchasing many

different products from different m e
fi

.

·

anlllacturers ram which a consumer can select his

product choice.

8. Reduction in the N b fum er o Transaction: Channel intermediaries accumulate bulk,
'

break bulk and create assortments- in order to r?duce the number of transactions necessary

to accomplish the exchange needed to keep consumers satisfied.

9. Transportation Function: Channel intermediaries sometimes use theii delivery vans to

move goods from the manufacturer's factory to where they are needed. Manufacturers,

wholesalers and retailers are all involved in this transportation function.

1 O. Finance and Credit Function. Middlemen or Intermediaries perform finance function by

paying in advance for products that are not yet produced. They also grant credit facilities to

buyers who cannot pay immediate cash for the goods or' services they

some customers or

dl·scussion above it is clear that we can very safely say that the

From the forgoing
.

I
I

in the business activities and to maintain the regular chain of

middlemen play a very vita ro e
, .

f1 turers to the ultimate consumers, the existence of the•middlemen

supply of goods from the manu ac

buy.

is very essential.

10



,6 Challenges of Distrib t·

.

u ion Channel in Nigeria
Accordmg to Tochi (201,

·

4) the challenges of d.
.

1. Activities of M'ddl
' IS\nhution in Nigeria are as follows:

1 emen• M .

· · ºst mterrnediarie

tendency has m d
.

.

s are very exploitative. Tiiis singular
a e It difficult for th .

e retailers and th

bl
e consumers to purchase goods at a

reasona e price.

ii.

iii.

iv.

Poor Road Network: Road Ne .twork m most country is bad most especially Nigeria as this

makes it difficult for good t bs O e moved from one destination to another.

Lack of Proper Packa in . Whg g. en goods are"_not properly packaged, they do not attract the

desired patronage, as th' ·

15 15 one of the major problems, it is the bane of effective

distributive trade.

Inadequate Storage FaciÍities: One of the major challenges facing distributive trade in

Nigeria is lack of adequ\lte storage facilities, a? commodities that have high perishable rate

cannot stand the test oftime beca.lse of this problem.

v. Hoarding: Th?re are unscrupulous people who imbibe the habits of creating artificial

scarcity of goods in a country through hoarding as this has greatly affected the distributive

trade in the country.

vi. Lack of Effective Transport System: For the goods produced to be able to move from the

f d t. t where they are actually needed, there is need for an effective system

areas o pro _uc
10n o

h d However this is lacking in Most Country

to convey sue goo s. '

.

2.7 Theoretical Framework
.

. the theory of power and conflict in channels of distribution.

This research 1s mfonned by

. ct in channels of distribution

The theory of power and confll
• of power and conflict in channels of distribution have

For about a decade, the phenome11a
.

,

. . t' n in the marketing literature, both separately and as a

pineal atten JO

been given rather regu.lar, em
,

11



I
I

I

111 "iffl-¡¡¡.

occurrence (Gaski, 2011 ). For .

.
.

instance, the .

cially the Impact of one chann I

relatJonship between power and conflict,
e member'

.

s power on the .

esent seems to be of partic .

amount of mtrachannel conflict that

ular interest B. ased on report d ti d'

sources of the power
,

· e in ings, it appears that the nature

possessed b Y, a channel entity

flict (as well as other b h .

.

may affect the presence and level of

.
e av1oural variables)

. .

withm the channel (Brow11 and Frazier 1978,

yer 1980).

Channels of distribution can be viewed

:rdependent organizations, which perform

as social systems comprising a set of

all the activities (functions), utilized to move a

iduct and its title from production t
.

0 complet10n (Stern; 1971). Because of this interdependency,

:re arises a need for some form of c
.

o-operation between channel members and coordination of

tivities. This co-operation and co d"
· ·

·

·

-or mat1on 1s ne,:;essary m order to ensure predictability and

:pendability between members which will· allow individual organization to plan effectively.

ccording to Wilkinson (1973), P?wer or, rather, the use of power by individual channel members

i affect the decision making ardi or behaviour of one another (whether deliberate or not), is the

1echanism by which the channel is organ'ized and or.dérly behaviour preserved.

Definition of c"anflict in a marketing channel setting has been provided by Stem and El-

\nsary (1977). Channel conflict is a situation in which one channel member perceives another

h
d

· behaviour that is preventing or impeding him from achieving his

: annel member to be engage m
,

G ( 1969) and Etgar ( 1979), Channel conflict is present: when
·

goals. According to Stem and arman
·

- the behaviour of another component to be impeding the

a component (channel member) perceives

. ? rrnance of its instrumental behaviour patterns.

attainment of its goals or the effectt ve per O
.

'

k t evolves and business strategies change. According

. as the mar e

Channel conflict emerges -
. .

.

• fans for supplier firms establtshmg multi-channel

h rimarv motiva 1

to Brent & Zach (2004), t e P
• .

.

k t hare and to reduce costs. Firms are attemptmg to

. t increase mar e s

arrangements are the desire 0

12



111 ,,, I_¦ II I?

Jnstruct the supply chain and mak ·t .
.

.
• •

¡

e
I more efficient, a process that will disrupt trad1ttona

,nnels, resulting in conflict both .internally a111ong the supplier's channel managers and

ernally with distribution partne M t be
rs. ore o?en than not, objectives among channels canno

1ieved concurrently. If one channel is succeeding,it is likely at the expense of another (Hogan,

ebb 2002). This is the norm
)n multi-channel business strategies. A diverse channel strategy is

,cessary; however, for survival in the market place, "Manufacturers have histodcally
been

ntative in their appróaches to electronic commerce, primarily out of fear of direct competition

ith and potential damage to existing sales channels': (Matta and Menta 2001).

13
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. ??

roduction

CI-IAPTERTIIREF,
RESEAR

.

Cl-I
METHODOLOGY

This chapter deals with th e proced ,.
·

ure ,or data II
.

'

.

co ect1on the h
.

.

research mstrument a d
.

.

' researc des1gn adopted m the

n sampling techniques as w ell as method of data collection and

is.

:search Design

The research design used for th. k.
·

is wor ls survey method. This is because only á part of the

ation will be studied and the findin .11
.

g w1 be generahzed to the entire population.

opulation of the Study

According to Orodho, (2008) specifying the population that is targeted for study is

,rtant as it helps researcher to make decisions on sampling and resources to use. The

1lation was all ·the entire Two Hundred (200) middlemen in channel of distribution in· !BB

ket Suleja Local Government Area.

Sample and Sampling Technique

• ¡· t h ique was used to select Fifty (50) out of the entire Two

Simple random samp mg ec n
.

.

. IBB Market Suleja to participate in the study•

1dred (200) middlemenm
,

Instruments for Data Collection
.

. is research work is the questionnaire, which consists of

The instrument being used in th ·

.

d by the respondent on the column provided

ted to be answere

ies of question design ªnd expec
.

.

. h tudy was mainly concerned with variables

. sed s1nce t e s

.

I ? Th estionna1re
was u

propnate Y. e qu
. d A uestionnaire was also preferred because it

d or rnanipulate
. q

at could not be directly observ?
··

kes care of confidi.ntiality
·

14



lity of Instrument Used

1 order to ensure val' d'

'

I ity, the instru ment was .

tive suggestions, observations
given lo the experts in which useful and

and corre \'
.

.

c ions were m d b
nts. From the mitial a tot

I

a e efore they were administered
a of l5 qu t'

,.

es tons were d
.

;ed on expert input.
eSigned, but 1 O questions were finally

:hod of Data Collection

The researcher personally we t t h

·

n ° t e field ªnd administered the Instrument i.e.

nnaire to the respondents. How hever, t e researcher went there physically to distribute the

nnaire in order to gathe; first ha ¡I
•

t .

n m
ormat10? for the study as this could ensure validity

iability of the findings.

:thod of Data Analysis

The data collected via questionnaire will_ be analyzed using simple percentage and

tion. The data collected are inn table for better analysis ánd understanding. The highest

:ncy score reject or agree with the question asked in the table

15
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Cl-IAPTERFo
DATA

.. UR

PRESENTA TION AND ANALYSIS

,is chapter deals with d ata p resentation and analysis of the data collected viaaire.

Presentation and A
1

.

•
na ys1s

:;ender of Respondents

Gender
Frequen?y Percentage (%)

Male 30 60

Female 20 40

Total
·\so

100

Source: Field Survey, 2018

Table l show that 30 representing 60% of the respondents are male middlemen, while on

er hand the remaining 20 representing 40% of the respondents are female middlemen. The

1tion of the above analysis is that majority of the middlemen in channel of distribution are in

[arket Suleja male.

2: Years of Experience oftbe \\'liddlemen

Years of Experience
FtequeneY

o
s

30-35years
10

36-40years
15

41-45years
}6

46-50
4

51 years
and above

16

Percentage (%)

10

20

30

32
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LTotal
rce: Field ?urvey, 2018

le 2 revealed th at 5(10%) of the

l-35years, ] o

respondents are
·

representing 20% a

mto the business of middlemen
re between 36 40

s are between 4 l-45years 16

- year, 15 representing 30% of the
'

representing 32% of the ;

1hile the remaining 4o¡,•

espondents are between the age

º are between th
·

e age 51 years and above

'able showing the respo
,,

·

nse on problems and p .

.

_

rospcct of Middlemen in Distribution

Problems of Middlemen
.

\_Responses
I

SA(%) A(%)

Problems of cost of transportation I 34(68%)

hinders our job
Poor road network affect our work

Lack of adequate storage facilities

hinders our functions as a middlemen

12(24%) 4(8%)

45(90%) 5(10%)

25(;0%) \15(30%)JÕ(20%)

·

J Total
]

ID(%)
I-? so

50

50

Hoarding of goods by some people 33(66%) 12(24%) 5(10%) 3(6%) 50

make our job to be problematic as

good are usually expensive before it

reaches final consumers
· · f 15(30%) 20(40%) 10(20%) 5(10%) 50

Y ou have been accus?d by cnttcs 0

. . . by making the of

explo1tmg customer 1

. b ¡¡ it reaches
'

goods to be higher e ore
.

the final customers ?
? governmént,

Higher tax conecte Y g
. (12o/) 9(18'¼) 50

king J4(28º'o) 21(42%) 6 ,o o

.
· · ttierebY ma "

affect our act1vit1e5,
before it reaches

goods to be co5tly
'

the final consumers.
------- ]V(iddlel11e11

Prospec?
of

.
.

. 45(90%)
distribution .

. rice stab1l1tY
in

I

We are maintaming
P the final

.

h enables
the market, whic

5(10%)
50

SD(%)

17
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I

consumers to a fair a

.

goods
nd stable price of .

Play part in providin .

about the market t ?
information

manufacturer
O t e Producer or

40(80) 10(20%) _

I

We finance producers
manufacturers

or
39_ (78%)

operations
providing the

by
.

necessary work
capital m the form

mg
of advance

payments for goods and s
.

ervices.

Middlemen contribute to .

. . .

economic
act1v1t1es.by ensuring good s get to the
final consumers and thus add to
economic development of the nation.

Source: Field Survey, 2018

11(22%) .

?I
5-0-

30(60%) 20(40)
I
I- 50

1._LI
Table 3 under item 1 above shows that 34 of the respondents (i.e. the middlemen)

resenting 68% of the of the ,respondents strongly agreed with the asse1tion that they are faced

ih the problems of cost of transportation hinders our job, 12(24%) of them agreed with the

;ertion, while the remaining 4 representing 8% of the respondents strongly disagreed with the

sertion.

Item 2 under table 3 shows that 45(90%) of the respon_dentsstrongly agreed with the

d k ffect their work, while the remaining 5 representing 10% of the

atement that poor roa networ
.

a

. rt' n Item 3 under table 3 revealed that 25(50%) of the

:spondent agreed .with the asse 10 •

. the assertion that Lack of adequate storage facilities, especially

:spondents strongly agreed with -

·

. their activities, ¡ 5 representing 30% of the respondents agreed

or agricultural products
hinders ·

l disagréed with the assertion, while the remaining 5

.
. 5º') f thern strong y

<1th the assertion, 7(1 1• 0

d. greed with the statement.

ndcnts 1sa

·epresenting JO% of the respo
,

18



under table 3 shows that 33'½ 0 of the r
of goods by som

.
espondents stron a

.

e People m k
g greed with the assertion

.
.

a e our job to
ore it reaches final consum

. be problematic as good are usually

, .

ers
assertion, 12(24%) of th .

0m strongly disagreed .

h

em agreed with the assertion
Wit th .

,

'

e assertion, while the . .

1ts disagreed with th .

remammg 3 representing 6% of

e assertion respectively

5 under table 3 revealed th at 15(30%) of h

·

t e respondent strongly agreed with the

it they have been accused b
..

Y cntics of ex ¡

· ·

• P 01tmg customer by màking goods to be

e it reaches the final consumers.

1 6 under tab le 3 revealed that 14
·

·

representmg 28% of the respondents strongly agreed

sertion that Higher tax collected by government, affect their activities, thereby making

e costly before it reaches the final consumers, 21(42%) ofthe respondents are in support

:rtion, 6(12%) of them strongly disagreed with the assertion, while the remaining 9(18%)

1sagreed with the statement respectively.

1
3 1. d that 45 representing 90% of the respondents strongly agreed

:m 7 under tab e revea e .

.
.

.
. stability in the market, which enables the final

assertion that they are' mamtammg pnce
'

h":l the remaining 5 representing -10% of the

rs to a fair and stable price of goods, w I e

. ort of the assertion.
:nts are rn supp d t stronglv agreed with the

40(80%) of the respon ens ,

bl 3 revealed that

,tem 8 under ta e . b ut the market to the Producer or

.

d'ng informatton
a o

. role in provi
t

.

n that they play a rnaJOf .

,

20% of the respondent agreed with the

.
.

g
10 representing

,cturer, while the rernai?JO

dents strongly agreed with the

)n. 39(7So/o) _of
the respon

.

I 3 revealed
that .

5 by providing
the necessary

Item 9 under tab e , wrers operation
rnan1Hac

ducers
or .

ion that they finance pro ··

19



the form of da vanee
payments i

of the respondent .

,ar goods and .

·
s (1 e th

service
·

· · e midd\ern
s, ªnd the remaining 11

1der table 3

en) are total\ .

revealed that 30 r

y tn support of the assertion

epresenf

·

I that middle
tng 60% of the r

·

men contribute t

espondent strongly agreed
o econo .

d

nuc activiti b

ers an thus add to e
:

es Y ensuring that goods get to

conomic d

,

eve\opment of the .

o of the respondents .

..

na\Jon, and the remaining 20

arem sup port of \he statement.

>f Findings
'

lysis above revealed that respo d
_-

.

n ents 1.e. the larger percentage of the respondents

% of them are male middlemen
.

,
the analysis further revealed that middlemen are

ne problems ranging from th bl
•·

e pro em of cost of transportation hinders their job.

·

the respondent strongly agreed with the assertion. ·The analysis also revealed that

work affect our work, Lack of adequate storage facilities hinders our functions as a

iigher ·government tax and hoarding of goods by some people make our job io be

as good are usually expensive
before --it reaches final consumers and criticism by

ajor challenges facing them.

. of their achievement
which include: maintaining price

analysis further revealed same
.

.

rs to a fair and stable pnce of goods,

the final consume

the market which enables
,

'

' the Producer or manufactmer, finance

. bout the market to

·

·

ct· information
ª

t m provi mg
,.,, working capital in the form of

·¿·ng the necessa,,

. ations by provi
i : . .

.

Jr manufacturers aper .

. to economic ac!lv1t1es by ensunng

. d also contributing

d ervices
an

.

iyments for goods
an 5 . development

of the nation. Larger

dd to economic ,

d thUS ª
.

to the f¡nal consumers
an

ced that the above listed achievements are

. ctdlemen)
agí

(i e the rtll
.

e of the respondent
·

·

·

.

business-
. "dd\e1uen

neir prospe?t
in níll
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CHAPTER FIVE

lMAR.Y, CONCLlJSlON AND RECOMMENDATIONS

his research was to dete
.

mune the problems and

,. .

pro•P"' of M;ddl•m" ;, ili•

ution with special reference to lBB M k
.

.

" ,1 m Sul•i• u,o,\ G,w,mm"t A«a

reviewed related literatures that h
.

ave bearing on the subject of study. The

ent adopted in the stud
.

.

y was questionnaire,
which was used in collecting data

s p,oduo<d
b' m,nuf?tu"" ge<

m d• n,,t oootumm• 1h• «omh sim «sralod '"

en ?• raood w•,fü ,,, of ,rn<\leoges
s?h ,s poO<

mod """'"• trodes"'' M"''

s, prob\ern
high tall among others.

coll\-.nendations

The follow;,, '°'""'m"''""'
"' mod< ,_t ""'' r,oltngs•

· l G ,,ornem A<" ,swell eS N?" St•" Gu,?m"' shm,ld trY m """"'

su\e1a i,oca ov ,..

,, 00,,..,,, .,,,, ,tnlctng ,tn"<" ,od súO• m?. to osde<
,, en•»• m, mos?"' cl

d

·

e P"_,t m m• m-"'' aol '""'' "'' oootum'"·
1h'' Wtn - m,

goods
an ?ervic

f
· dói•""' ""' ? mo ?"' ü m• m•k• .,,ds ,od ""'"' "'""""" ,, d•

v.,orl<-
o tn1
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?n shou\d'try as much as possib\e to control th
.

f
•

.

e pnce o goods and services

when the roads \inking vi\\ages and industr'al,. 1 areas are renovàted or well

ed. This will reduce people's negative perception and . criticism against

1en in the channel of distribution;

challenges facing middlemen according to the findings of this research ís high

,ment tax, therefore, Su\eja Local Government Area should try reduce the tax

ly ín order to reduce the prices of goods and services before it reaches the final

llmers;
.

•

d b
·

d the gap or \imitations of

:search on th is particular research topic m or er to n ge

; research.
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APPENDIX
QUESTIONNAIRE

Dept of Business Education :

Niger Slate College ofEdu?ation Minna

dent,

e student of the above ,
,

j

named mstítut' .

,

Prospect of Middleme ,

ion carrying out a research study on the topic

nmtheCha ¡ f,,.
Government Area as

nne O D1stnbut1on: A Study of !BB Market

'
ª pre-requisite f< th

:allege of Education M'
or. e award of NCE Business Education of

,
.

mna.

questionnaire is designed to 1.
. ,

, '\l
e 1c1t mforrnatíon " " h b

given WI be treated with ab \

,rom you ,or t e a ove purpose.

so ute confidence,

;ronym

ly Agree

ly Disagree
:e

A: {'ROFILE OF RESPONDENTS
iale ( ) Female ( )

?

xperience in Middlemen Busines?: %-40years ( ) 41-4Syears ( ) 46-50 (

? above ( )

I B· D!JE?TIQ_N8_ON PROBU:M_ANl1 PR9SPg:TJ)_F J\!ID}!LEMJl,N

Problems of MiddlCJ¡nen

Responses !

SA(%) A(%) SD(%) D(%) I

Problems of cost of transportation hinders

our job
¡_.----l-----1---?

Poor road network affect our work

Lack of adequate storage facilities hinders

our functions as a middlemen

Ho?m-e--pe_o_p_le-m---cakc-e-o-_u-:r-\\-----:-
job to be problematic

as good are usually I

. before it reaches final consumers

expensive

\
I

I

I

I

, ed by critics of

Y h been accus d
ou ave kin the of goo s

:

exploiting
customer by ma

.

gh the final _,\
e it reac es

to be higher be,ore -?----L--.--J---..1.------'·-?
customers
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gher. t?? collected by government, affect· act1v1tles, thereby_ making goods to ·be;tly before it reaches the final consumers
·ospect of lVl!_ddlemen in distribution

·

e are maintaining price stability in the
,rket, which enables the final consumers·to
'air and stable price of goods

ay part in providing information about the
arket to the Producer or manufacturer

I
I

iI

-

s

s

e

I
I

I

/ e finance produoers or manufacturers
perations by providing the necessary
1orking capital in the form of advance

ayments for goods and services.

:-tiddlemen contribute to economic activitie

,y ensuring goods get to the final consumer

md thus add to economic development ofth

1ation.
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