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Abstract 
The Nigerian government has since 1994 made conscious efforts to 

encourage a favorable attitude towards Made-in-Nigeria goods otherwise 

referred to as locally made goods. It is an effort geared towards reducing 

the dominance of foreign products which has adversely affected the 

patronage of locally made goods, the growth of her industry and economy. 

Anchored on the Social Cognitive Theory, this study examined the influence 

of the awareness of the Buy Made-in-Nigeria Campaign on television, 

radio, and social media on the purchase decision of residents of Alimosho 

Local Government Area, Lagos state. Survey research design was adopted; 

400 respondents were systematically through purposive, and simple 

random sampling techniques. The study found that exposure to the Buy 

Made-in-Nigeria Campaign on Television and Radio (X=3.82), and social 

media(X=3.72) had a significant positive influence on the purchase 

decision of locally made goods among respondents. It was recommended 

that the government should pay more attention to the campaign; and 

broadcast it more frequently to strengthen the perception and trust that the 

people have for made-in- Nigeria goods. 
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Introduction 
In the year 2015, the Federal 

Government launched and introduced 

Buy Made-in-Nigeria campaign to 

encourage citizens to purchase locally 

made products – an initiative for 

which there have been deliberate 

closure of land borders (most recently 

in August 2019) with neighboring; 

Benin Republic, Niger, Cameroon and 

Togo in order to reduce importation of 

foreign goods and driving-up demand 

for domestic goods especially 

consumables. It is interesting to note 

that though an array of goods ranging 

from; household tools/utensils, 

textiles, shoes, beverages, industrial 

equipment, and food are manufactured 

and cultivated in Nigeria, still, there 

exists a significant disparity in the 

patronage of locally made and 

imported goods. Ogumbe (2001 pp.7 

and 26) opine that the attitude of 

Nigerians towards locally 

manufactured goods is “amazing’’ as 

Made-in-Nigeria goods also 

commonly referred to as ‘Aba made’ 

goods are considered to be of inferior 

quality, a school of thought he 

considers to be partly responsible for 

poor patronage, regression in export, 

dependence on foreign products, and 

poor economic growth. 

In June 2016, The Public Procurement 

(Amendment), Bill 2016 also known 

as Presidential Order 003 was passed 

into law making it mandatory for 

government agencies to patronize 

made-in-Nigeria products. Also, in a 

bid to provide better visibility for 

locally manufactured products and 

ease procurement by the government, 

Manufacturers Association of Nigeria 

(MAN) published the ‘Members 

Product Listing Booklet’ which was 

distributed to all embassies in Nigeria 

around the world and Federal 

Ministries, Departments and Agencies 

in Nigeria (Law Pavilion, 2016).   

The broadcast media have been a 

major channel for driving Buy Made-

in-Nigeria campaign locally and 

globally. Television and radio 

advertisement with messages centered 

on: revamping the economy and 

empowerment for Small and Medium 

Scale (SMEs) producers of locally 

made goods amongst other things. 

Most economists believe 

that advertising has a positive 

impact on the economy because it 

stimulates demand for products and 

services, thereby strengthening the 
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economy by promoting the sale of goods and services (Saylor Academy, 2012). 

This notion is achieved when the channel through which the message is 

disseminated is ideal to reach the target audience and cause them to accept and 

respond positively to the message.  

Salehudin (2016), in a study on the role of government in the “Buy-Local” 

campaign to increase consumer willingness to purchase local products in 

Indonesia sought to identify the mediating variables between exposure to the 

“Buy Local” campaign and the willingness of Indonesians to purchase local 

products. The study found that exposure to the Buy-Local promotion campaign 

had an impact on consumer ethnocentrism, their attitude toward the campaign 

and domestic products. This shows that government initiative such as Buy 

Made-in-Nigeria campaign can in actual fact help reform its local 

manufacturing sector as well as position locally made produce before its 

citizenry who are the primary target consumers. 

Ogunyombo and Azeeez (2018) while studying on the perspectives of selected 

public relations professionals in Nigeria on the Made-in-Nigeria (MiN) 

campaign established some of the themes on issues affecting the campaign 

particularly in terms of stakeholders’ engagement and communication 

strategies. The study was necessitated by the discordant tunes emanating from 

Nigerians about the project that indicates lack of mutual understanding of the 

campaign between the government and the people. Using an in-depth interview 

to gather data from 10 selected PR professionals in Lagos State, the study 

concluded that although public relations professionals perceive the MiN 

campaign as good, they have reservations on the stakeholders’ engagement and 

the communication strategies used for the project.  

Olaleke (2010), identified some perceptual variables affecting purchase 

decision of locally made textile fabrics as low patronage has led to the closure 

of many textile companies in Nigeria. It also explored the influence of 

marketing strategies on the consumers’ perception over locally made textile 

fabrics. Random sampling method was used for the study. A sample size of 98 

respondents was used. The study was limited to the respondents within the age 

range of 50 to 60 years old at Kakuri, Kaduna state (Nigeria). The statistical 

tools employed for analysis were chi-square, multiple regression and ANOVA. 

The study revealed that consumers preferred foreign made textiles to locally 

made ones. In line with the findings of the study, the summary, conclusion and 

recommendations were put forward by the researcher for the interested 
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consumer, manufacturer and marketing participant in the area of persuasive 

communication. 

The level of impact a broadcast campaign has on the consumer is key. 

Campaigns are marketing tools used to persuade the target consumers through 

an approach of advertising deliberately designed to yield positive result. The 

extent to which the Buy Made-In-Nigeria campaign on broadcast media 

(specifically) informs purchase decision of locally made products over foreign 

products is a gap in empirical literature which this study sought to fill. It is based 

on this premise that this study sought to determine the influence of broadcast 

campaign messages on buy-made-in-Nigeria goods on the purchase decision 

among residents of Alimosho Local Government Area (LGA), Lagos state. This 

LGA was selected because it is the largest of the 37 LGAs in the state. Further, 

there is a mix of lower, middle and elite social class among the resident 

population which makes the findings of the study applicable to all. Also, there 

are five markets (Iyanna-paja market, Olubede market, Baale market, 

Orisunbare market and Egbeda market) situated in this LGA where people have 

access to both domestically made and foreign goods. 

 

RESEARCH QUESTIONS 

Based on the aforementioned objectives, the following research questions were 

raised; 

1. What is the level of awareness of the Buy Made-In-Nigeria Campaign 

among residents of Alimosho LGA? 

2. How do residents of Alimosho LGA perceive made-in-Nigeria products? 

3. To what extent has awareness of Buy Made-In-Nigeria campaign 

affected the purchase decision of Alimosho residents? 

 

RESEARCH HYPOTHESES 

H1: The awareness of Buy Made-In-Nigeria campaign is of significant 

influence to the perception of locally made goods among residents of 

Alimosho LGA. 

H2: Awareness of Buy Made-In-Nigeria campaign is of significant influence 

on purchase decision of made-in-Nigeria products among residents of 

Alimosho LGA.  
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CONCEPTUAL REVIEW 

Over the years, Nigerian governments have made use of the broadcast media to 

disseminate information about subjects of national interest to her citizens. Most 

of the information disseminated are geared towards sensitizing the population 

either about health-related issues or striving to change the orientation of 

Nigerians towards various happenings in the country. As such, the media plays 

an important role in helping the motives of mass media campaigns by past and 

present Nigerian government in bringing about the necessary change the 

country needs in all facets of its affairs. Some of the media campaigns carried 

out by past government administrations in Nigeria include: Free and 

Compulsory Primary Education, Operation Feed the Nation, Green Revolution, 

Mass Mobilization for Self-Reliance, Social Justice and Economic Recovery 

(MAMSER), and Good People, Great Nation. 

 

Buy Made- in-Nigeria Campaign 

Made-in-Nigeria is a term used to describe products manufactured locally by 

Nigerian owned manufacturing companies that are based within the country. 

Made in Nigeria became a thing in the early 1960’s when Aba based local 

entrepreneurs started imitating and producing shoes that could be compared 

with those that are imported. According to Okechukwu and Onyema (1999), it 

is also on record that prior to this breakthrough in entrepreneurship there has 

been resounding success in local art work e.g. the bronze work of the ancient 

Benin Kingdom, the fireworks of the Awka craftsmen, the carvings of the 

ancient Oyo Empire to mention a few. 

Locally made products back then were referred to and tagged ‘Aba-made’ 

goods. It was so until the 70’s when the indigenization/enterprises promotion 

decree of 1972 was promulgated. This decree saw Nigerians at the helm of 

affairs utilities controlling multinational companies. These companies were 

producing goods that could not be compared with that of their parent companies. 

Consumers now saw the need to differentiate products, thus the name ‘Made-

in-Nigeria Goods’ came into being. As at today, all goods manufactured or 

processed in Nigeria are classified as made-in-Nigeria goods (Njoku,2004). 

On resumption as the President of the Federal Republic of Nigeria in 2015, 

President Muhammadu Buhari, as part of His ‘change agenda’, launched the 

Made-in-Nigeria (MiN) campaign to address the issue of dwindling global 

prices of crude oil, which may affect the overall economic interest of Nigeria in 
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the long run. Initially, the campaign was championed by Senator Ben Murray 

Bruce and was supported by the senate President Bukola Saraki, The Minister 

of Industry, trade and investment, Hajia Aisha Abubarkar and a large crowd of 

online campaigners but it is now being championed by The Manufacturers 

Association of Nigeria (MAN) Who’s national leader is Mansur Ahmed. 

 Part of the strategies adopted towards the attainment of positive embrace of 

Buy Made-in-Nigeria campaign was the appointment of a media campaign 

ambassador. Internationally recognized and award winning musician Mr. 

Sunday Adeniyi who is popularly known as ‘King Sunny Ade’, an icon who has 

reigned in the industry for over 50 years. The Minister for Information and 

Culture, Lai Mohammed conferred the status upon him after his outstanding 

performance to support the flag-off of the campaign for the South-West geo-

political zone in Lagos in December 2017 (International Centre for 

Investigative Reporting, 2017). The notion behind the ambassadorial 

appointment was to make Nigerian youths look up to and imbibe the values held 

by King Sunny Ade as he had been an exponent of made-in-Nigeria since 1970, 

exporting the Nigerian Culture to the world. 

Apart from the use of an ambassador, there are several campaigns in form of 

hashtags on social media, some of these hash tags include: #buynija, 

#madeinnigeria #ibrandnija and so on. There are also social media pages that 

exist on social media to publicize locally made goods. Interview is a major 

format used in this campaign.  On electronic media as well as Youtube, 

interviews of the manufacturers of locally made goods, government officials 

where officials are usually aired to bring about an exposure and the impact of 

producing and purchasing these goods. 

Olubi (2017) citing Okechukwu and Onyema (1999), opine that the popular 

perception that whatever the White man does is of better quality was one of the 

motivating factors that birthed the Buy Made-in-Nigeria Campaign. This is 

reported to hold sway mostly in developing economies which Nigeria is part of. 

The implication of this is that some Nigerians believe that nothing good could 

come from Nigeria and that whatever is produced in Nigeria when compared to 

their foreign counterparts are fake and the foreign one is better so they go for it. 

This campaign was established in order to change the perception of Nigerians 

towards locally made goods. Moreover, even if there are any merits in the belief 

that foreign goods are superior; there is the need to grow the local economy, to 

create jobs and to promote in the pride of Nationhood. These are the rationales 

http://hallmarknews.com/author/veracious/
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behind the Made-In-Nigeria Campaign (Folorunnso,2013). 

The Buy Made-in-Nigeria campaign has been disseminated widely over 

domestic electronic media (radio and television) and the new media (social 

media). The media campaign is also known to have many messages such as to 

revamp the economy, to empower producers of locally made goods, to make 

easy the process of registration for local business, to improve the public and 

private manufacturing sector of the nation and to compete with other foreign 

goods in circulation, to portray leadership by example and to engage in self-

evaluation and transformation of the attitudes towards locally made goods. 

To promote made in Nigerian goods, The Public Procurement (Amendment), 

Bill 2016 also known as Presidential Order 003 was passed into law in June 

2016. This law made it mandatory for government agencies to patronize goods 

made in the country. Also the country which had been finding it difficult to 

implement import substitution was able to, to a good extent implement import 

substitution. Furthermore, The MAN has been able to intensify its efforts and 

engagements with the heads of Governments, Ministries, Departments and 

Agencies on Policies that can impact the economy. The Federal Government 

has also been able to achieve 41 major reforms across eight indicators of ease 

of doing business starting from movement of passengers and goods to the time 

it takes to register a company and is determined that the country moves at least 

20 steps of global ranking.  

Despite the Public Procurement Act of 2016, the provisions in the 2017 federal 

budget estimates were contrary to the tenets of the campaign. In the state house, 

provisions were made for the purchase of 3 16-seater Haice Buses in the sum of 

n43.2m, purchase of 3   Toyota SUV’s for 100.8m, Purchase of 3 33-seater 

Coaster buses for N54m just to mention a few. This provision raises questions 

as to how a government championing  the patronage of made in Nigeria goods 

be the ones to specifically request for foreign brands when there are  made in 

Nigeria vehicle brands that can serve the same purpose. If the federal 

government, championing this cause find it hard to stick to domestic goods then, 

this lays the foundation for policy failure. There have also been efforts by 

previous governments dating back several decades to promote local production 

by introducing restrictions on the importation of certain goods to assist local 

producers of the same goods to take control of the market but the bane of those 

policies have always been insincerity and corruption.  

Consumer Behaviour and Purchase Decision 
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Consumers are the final end users of products. This means that at the last line 

of the production cycle is the consumers who are the end-users of a 

product/service. The term consumer behaviour has been viewed from many 

vantage points by various scholars. Njoku (2004) citing William (1982), defines 

consumer behaviour to be a summation of the activities leading to the purchase 

of a product by an individual. These activities include; all purchase related 

activities that occur before, during, and after purchase as performed by the 

target consumer of a product/service. These activities include; thinking of the 

need for the product and the process of making the actual purchase decision. 

At the point when a consumer is willing to pay any sum of money in exchange 

for a product is said to be the point when the consumer has made a purchase 

decision. There are several factors leading to this point, however at the top of 

the list is the ability of the product to satiate a need. Consumer purchase decision 

could also be reached as a result of other influencing factors such as: the lack 

of availability of the desired product brand which makes a consumer buy a 

substitute product, price, product quality, testimonials from other consumers on 

a product, and advertising campaign through various channels such as broadcast 

media (television and radio).  

Product quality and price are two key factors identified as the basis for 

consumer purchase decision. The general notion among some Nigerians is that 

locally manufactured products are inferior to imported and foreign products. 

Foreign goods are goods produced outside Nigeria which are imported into the 

country by government and businesses. Orubu and Oboreh (2016), while 

examining the attitude of Nigerian towards made in Nigeria goods, it was 

discovered that personal preference, packaging, quality, fashion trend and 

perception that influenced   the attitude of Nigeria toward made-in-Nigeria 

products.  It was also revealed that importation of goods had negative effect on 

the locally made goods and local manufacturers.  Also, Solomon (2004) 

observed that despite the economic difficulties experienced in developing 

countries such as Nigeria, consumers prefer foreign products. One will expect 

that the opposite will be the case especially with the price differential between 

the made-in-Nigeria and foreign products.   

 

THEORETICAL FRAMEWORK 

The individual difference, and agenda-setting theories were used in this study.  

Individual difference was developed from a psychological approach to 



9  africanscholarpublications@gmail.com                                                                               

 2021 

 

understanding communication messages effect on audience. The theory 

postulates that no two individuals are the same and this is due to factors in their 

environment and social life. Individuals respond differently to messages based 

on their values, beliefs, and attitudes which could be learnt through experience 

and others. The theory further explains that audience of mass media is 

heterogeneous, it is made up of people with different disposition, 

characteristics, personality, experiences, demographics, psychographics. These 

socio- psychographic factors determine how an individual reacts towards media 

content posits that “individuals have different characters and perceptions thus, 

their personal reactions to stimuli are different, individuals react differently to 

a particular media message”. Thus, media audiences are selective; they select 

what they listen to, read and view. (Ajaegbu, 2015; Hasan, 2010) 

The agenda-setting theory according to Folarin (1998), ascribe to the media the 

power to determine what the audience think about. The theory presents a 

correlation between mass media’s presentation of news and information and the 

level of significance society accord events and happenings. It is note-worthy 

that public discussions around the world are majorly influenced by the mass 

media. The selection of news worthy events and happenings in the society 

displays the level of prominence the mass media portrays on such events. In 

essence, agenda-setting theory presents the casual relationship between media 

agenda and public agenda. Rather than directly telling the public or audience 

what to consider in terms of issues and happenings around in the society, the 

mass media sets the agenda by giving preferential treatment in their coverage 

(Zhu& Blood, 1997). 

According to Kiousis and McCombs (2004), there are two levels of agenda 

setting theory; Salience of objects and Salience of attributes. The first level, 

salience of object which was the dominant focus of early studies on agenda 

setting theory refers to how the mass media focuses their attention on certain 

public issues or subjects. The second level of agenda setting theory being 

salience of attributes is a step above the previous level. Here, the mass media 

does not only focus its attention on certain public issues or subjects but it also 

highlights the characteristics and attributes of that particular object it chooses 

to focus on. Some aspects of an issue are not usually accorded equal attention 

by the media, while an aspect may be more emphasized, some get irregular 

attention by the media; while an aspect may be more emphasized, some get 

irregular attention and some others are altogether neglected. 



10  africanscholarpublications@gmail.com                                                                               

 2021 

 

The individual difference theory is relevant to this study because Lagos 

residents constitute of people with different characteristics, age, sex, feelings, 

dispositions, etc. Therefore, this theory shows that the influence the Buy Made-

in-Nigeria broadcast campaign will have on each Alimosho resident will differ 

due to differences in individuals. If a particular Alimosho resident prefers made-

in-Nigerian product because of the campaign he or she has seen, it is very 

possible that another will detest it and prefer another product. Also, the 

relevance of the Agenda setting theory to this study lies mainly in the fact that 

the more Buy Made-in-Nigeria campaign messages are disseminated over the 

electronic and new media and with the exposure of these messages; the media 

sets the agenda for the people to embrace the messages embedded in the 

campaign. The mass media’s roles in attributing salience (importance) to this 

campaign through the dissemination of its messages go a long way in 

determining whether this theory should be accepted or debunked. 

 

METHODOLOGY  

This study adopted the quantitative survey research design. Survey method is 

relevant because it describes analyses and explores responses, opinions, 

attitudes and preferences about phenomena by interpreting, synthesizing and 

integrating the data for sound conclusions. The study population is 1,288,714 

which is the official census figure of Alimosho LGA, Lagos as reported at the 

last count of 2006. A sample size of 400 respondents were statistically 

determined with Taro Yamane’s formula (1967)  

Respondents were further selected using purposive and simple random 

sampling techniques. Alimosho was purposively selected for the study because 

it is the largest LGA in Lagos state. Five residential areas of: Iyanna-Paja, 

Olubede, Baale, Orisunbare, and Egbeda were also purposively selected 

because they house the largest markets in the LGA, while simple random 

sampling was utilized in the actual administration of the research instrument. 

Every house with an odd number address was selected. The research instrument 

was validated using content validity and face validity while it was statistically 

tested for reliability using Crobach Alpha test. All constructs scored above .70, 

the minimal Cronbach Alpha score for reliability. Data retrieved were analyzed 

using the Statistical Product and Service Solutions (SPSS Version 22). 
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RESULTS AND DISCUSSION  

 Four hundred (400) copies of the questionnaire were distributed and a 100% 

response rate achieved. 

Insert Table 1: Demographic characteristics of respondents 

Demographics of the study respondents, showed majority within ages 26-

35years (158, 39.5%), while those in working class and earn an average income 

of N31,000 – N60,000  are 286, (71.5%).  

 

Insert Table 2: Respondents’ Level of awareness of the Buy-Made-in-

Nigeria Campaign 

Table 2 shows that a majority the residents of Alimosho LGA are highly aware 

to the Buy-made-in- Nigeria campaign (X=3.57). Their awareness is evident in 

their knowledge (X=4.00) of the campaign message.  Radio, TV and Social 

Media were identified to have created the highest level of awareness of the 

campaign among the respondents as well people they know who buy and sell 

made-in-Nigeria goods as a result of the broadcast campaign (X=3.91). This 

reiterates the agenda-setting theory of mass media as the government was able 

to get the public to pay attention to made-in-Nigeria goods utilizing the 

broadcast media. 

This finding aligns with Salehudin’s (2016) research which investigated the role 

of government in the Buy-Local campaign to increase consumer willingness to 

purchase local products in Indonesia. The study attests to the effectiveness of 

media campaigns as a strategy used by the government to bring about a change 

in behaviour. Exposure to the Buy-Local promotion campaign increased 

consumer ethnocentrism, attitude toward the campaign and toward domestic 

products. Consumer ethnocentrism increased. 

 

Insert Table 3: Respondents’ Perception of Made in Nigeria products 

Table 3 shows that residents of Alimosho Local Government Area now perceive 

made in Nigeria goods in a better light as a result of their exposure to the 

broadcast campaign(X=3.79). The respondents recognize improvements in 

made in Nigeria goods in terms of the quality (X=4.07), affordability (X=3.97) 

and packaging (X=3.94). A majority of the respondents also find the campaign 

message to be credible(X=3.50) and persuasive (X=3.45). The findings of this 

study revealed that exposure to the broadcast campaign changed the perception 

of Alimosho resident to made in Nigeria goods. Also, in support to the finding 
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of Isah and Aliyu (2017) who also investigated the impact of low patronage of 

made-in-Nigeria goods on economic growth of Nigeria, using textiles products 

as a case study discovered that consumer preference of foreign goods is largely 

caused by poor product quality and poor marketing strategy; and this has overall 

effect on Nigeria’s economic growth.  

 

 Insert Table 4: Extent to which awareness of Buy-Made-in-Nigeria 

Campaign has affected Respondents purchase decision  

Table 4 show that generally the broadcast campaign has influenced the purchase 

decision of Alimosho residents to buying made in Nigeria goods (X=3.78). 

Specifically,  majority of the respondents of this study agreed  to most of the 

indices of influence tested in this study; They agreed to remembering the 

broadcast campaign at the point of making a purchase decision (X= 3.96), they 

agreed that the  brand name used (X=3.92),the celebrities used (X=3.72), the 

songs used (3.81), the formats used (X=3.69) and the manner in which the goods 

are displayed (X=3.55) in the campaign encourage and influence them to 

purchase made in Nigeria goods.  The implication of the foregoing is that 

Alimosho residents have been positively influenced by the Buy Made -in-

Nigeria broadcast campaign to purchase made in Nigeria goods. 

Also, as indicated in the study, residents of Alimsho Local government had a 

high level of exposure of the Buy-made-in-Nigeria broadcast campaign , this 

led to a  positive  perception of the made in Nigeria goods as a result of the  

campaign and then influenced their purchase decision of made in Nigeria goods.  

This position supports the findings of Allahawiah and Allahawiah (2018) who 

assert that the broadcast media has been a viable tool to influence the perception 

and   the purchase decision of people. Likewise, Oludare and Olusola (2017) 

affirm that the use of broadcast media is effective in bringing about exposure of 

campaign messages. They also highlight the importance of   the strategies used 

in the campaign as this will ensure that the campaign messages are passed across 

efficiently to yield the expected results. 

 

Analysis and Presentation of Research Hypotheses 

Inser Table 5: ANOVA &Model Summary for Significant Influence of 

Exposure of the Buy Made-in-Nigeria Broadcast Campaign on the 

Purchase Decision  of Alimosho Residents towards Made in Nigeria Goods 
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Insert Table 6  Influence of the Exposure of the Buy Made-in-Nigeria 

Broadcast Campaign  on the Purchase Decision of Alimosho Residents 

Decision Rule 

According to the standard set for social sciences, the pre-set level of 

significance of this study is 0.05. A hypothesis is accepted when the P-value is 

less than or equal to 0.005 (P<0.05) and rejected when the P-value is greater 

than 0.05. 

 

H1: The awareness of Buy-made-in-Nigeria Campaign is of significant 

influence to the perception of locally made goods among residents of 

Alimosho LGA. 

Results of the test of hypothesis 1 are presented in tables 5 and 6.  Table 5 

contains the data for the analysis of variance (ANOVA) and model summary 

while table 6 represents the regression analysis for the test of significant 

influence of exposure of the Buy Made –in-Nigeria Broadcast Campaign to the 

purchase decision of Alimosho residents. 

Results of the findings show that exposure to the Buy Made-in-Nigeria 

Broadcast Campaign significantly influenced the purchase decision of 

Alimosho residents (B= 0.59, t= 111.514, p=> 0,05). Also the attitude of 

Alimosho residents to made in Nigeria goods showed that the broadcast 

campaign had a strong significant influence on their decision to purchase these 

goods (r=0.984), This indicates that the broadcast campaign whose aim is to 

bring about exposure and enhance knowledge on the importance of patronizing 

made in Nigeria goods has encouraged Alimosho residents to patronize made 

in Nigeria goods. This showed that the influence of the broadcast campaign on 

their purchase decision was generally positive as shown in Table 5. Therefore, 

the second hypothesis was accepted showing the significant influence of the 

exposure of the Buy Made-in-Nigeria Broadcast Campaign on the purchase 

decision of residents of Alimosho local government area 

 

CONCLUSION 

Based on the study findings, it is concluded that awareness to the Buy Made-in-

Nigeria campaign on television, radio and social media has a significant 

positive influence on the purchase decision of made-in-Nigeria goods.  It further 

reveals the effectiveness of government campaigns to bring about positive 

behavioural change especially in their opinion of made-in-Nigerian goods as 

well as convince them to make a purchase decision. Furthermore, although the 

campaign may serve as a way to inform consumers of the existence of locally 

made goods, the lack of frequent/consistent expose of the campaign will 

continue to encourage interests in foreign goods among consumers.  
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RECOMMENDATIONS 

Below are recommendations spurred by the findings of the study: 

1. In the course of this research, it was discovered that most of the respondents 

who had seen or heard of this campaign could not quite remember the last time 

they saw or heard it. The campaign has also not been up for discussion in the 

news for over 2 years. This implies that the campaign and the campaign 

strategies need to be revived. The government needs to pay more attention to 

the campaign to strengthen the perception and trust that the people have for 

made in Nigeria goods. This will encourage more people to purchase the goods 

and in the long run boost the economy. 

2. Furthermore, the campaign should be broadcast more frequently on social 

media, Television and radio. This is so as to get more of the attention of the   

residents of Alimosho local government as well as the citizens of Nigeria. 

Advertisers should also make more creative and attractive campaign 

advertisements to attract potential consumers. 

3. The issue of packaging has been one of the major issues of made in Nigeria 

goods. These goods are often overlooked even if they are of good quality due 

to unattractive packaging. Therefore, manufacturers of made in Nigeria goods 

should improve on the packaging and branding of their products. This will 

make the products more attractive to Alimosho residents, Nigerians and even 

foreigners. Manufacturers should also consider other factors that make 

Alimosho residents opt for foreign goods and incorporate these factors into 

their products. This way, Alimosho residents and Nigerians will be persuaded 

to buy made in Nigeria products. 
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Table 1: Demographic characteristics of respondents - Analysis: 

Table 

Table 2: Respondents’ Level of awareness of the Buy-Made-in-Nigeria Campaign 

Variables EA 

5 

Freq 

% 

VA 

4 

Freq 

% 

MA 

3 

Freq 

% 

SA 

2 

Freq 

% 

NA 

1 

Freq 

% 

X SD 

I have heard about 

the Buy Made-in-

Nigeria Campaign 

170 

(42.5%) 

132 

(33.0%) 

44 

(11.0%) 

36 

(9.0%) 

18 

(4.5%) 

4.00 1.14 

I know that the Buy 

Made-in-Nigeria 

Campaign promotes 

Nigeria made goods 

122 

(30.5%) 

192 

(48.0%) 

48 

(12.0%) 

26 

(6.5%) 

12 

(3.0%) 

3.97 0.98 

I have seen the 

campaign on social 

media 

118 

(29.5%) 

126 

(31.5%) 

104 

(26.0%) 

30 

(7.5%) 

22 

(5.5%) 

3.72 1.13 

I have seen or heard 

the campaign on 

broadcast media on 

TV or Radio 

110 

(2.5%) 

172 

(43.0%) 

64 

(16.0%) 

42 

(10.5%) 

12 

(3.0%) 

3.82 1.05 

I know that 

patronizing made-in-

Nigeria goods will 

boost national 

economy 

134 

(33.5%) 

146 

(36.5%) 

84 

(21.0%) 

24 

(6.0%) 

12 

(3.0%) 

3.91 1.03 

Variable Frequency(n) Percentage(% 

           Age: 

18-25 

26-35 

36-45 

45 and above 

 

82 

158 

104 

56 

 

20.5 

39.5 

26.0 

14.0 

Occupational Status 

Student 

Working 

Retired 

Others 

 

56 

286 

22 

36 

 

14.0 

71.5 

5.5 

9.0 

Income (Naira) 

Less than 10,000 

11,000-30,000 

31,000- 60,000 

61,000- 90,000 

91,000 -100,000 

101,000 and above 

 

10 

92 

100 

72 

70 

56 

 

2.5 

23.0 

25.0 

18.0 

17.5 

14.0 
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I patronize made-in-

Nigeria goods as a 

result of the broadcast 

campaign 

88 

(22.0%) 

36 

(9.0%) 

122 

(30.5%) 

138 

(34.5%) 

16 

(4.0%) 

3.62 1.05 

I see or hear the 

campaign  often on 

TV and Radio 

34 

(8.5%) 

58 

(14.5%) 

106 

(26.5%) 

150 

(37.5%) 

52 

(13.0%) 

3.00 1.22 

I see the campaign 

often of social media 

28 

(7.0%) 

62 

(15.5%) 

104 

(26.0%) 

144 

(36.0%) 

62 

(15.5%) 

2.73 1.21 

I know people 

interested in selling 

made-in-Nigeria 

goods because of the 

campaign 

84 

(21.0%) 

112 

(28.0%) 

102 

(25.5%) 

80 

(20.0%) 

22 

(5.5%) 

3.47 1.12 

I know people 

interested in 

producing made-in-

Nigeria goods because 

of the campaign 

102 

(25.5%) 

130 

(32.5%) 

116 

(29.0%) 

24 

(6.0%) 

28 

(7.0%) 

3.44 1.31 

Average Mean      3.57 1.12 

Source: Field Study,2020 

 

KEY: EA=Extremely Aware, VA=Very Aware, MA=Moderately Aware, SA=Slightly 

Aware, NA= Not Aware 

Decision Rule: If mean ≤ 1.49 =Not Aware; 1.5 to 2.49 =Slightly Aware; 2.5 to 3.49 

=Moderately Aware =3.5 to 4.49, Very Aware=4.5 to 5 =Strongly Aware 

 

Table 3: Respondents’ Perception of Made in Nigeria products 

 Variables SA 

5 

Freq 

% 

A 

4 

Freq 

% 

D 

3 

Freq 

% 

SD 

2 

Freq 

% 

 

U 

1 

Freq 

% 

X SD 

Made-in-Nigeria goods have a better quality from 

what I see in the campaign 

156 

(39.0%) 

162 

(4.5%) 

46 

(16.0%) 

26 

(6.5%) 

10 

(2.5%) 

4.07 0.99 

Made-in-Nigeria goods are more affordable from 

what I see in the campaign 

120 

(30.0%) 

190 

(47.5%) 

64 

(16.0%) 

10 

(1.5%) 

16 

(4.0%) 

3.97 0.96 

 Made-in-Nigeria goods have improved in 

packaging from what I see in the campaign 

134 

(33.5%) 

146 

(36.5%) 

90 

(22.5%) 

22 

(5.5%) 

8 

(2.0%) 

3.94 0.98 

The campaign message  is  persuasive 64 

(16.0%) 

160 

(40.0%) 

102 

(25.5%) 

58 

(14.5%) 

16 

(4.0%) 

3.50 1.05 

The  message contained in the campaign is not 

deceptive 

68 

(17.0%) 

144 

(36.0%) 

106 

(26.5%) 

62 

(15.5%) 

20 

(5.0%) 

3.45 1.10 

Average      3.79 1.05 

 Source: Field Study,2020 

KEY: SA=Strongly Agree, A= Agree, D=Disagree, SD=Strongly Disagree, U= Undecided 
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Decision Rule: If mean ≤ 1.49 =Undecided; 1.5 to 2.49 = Strongly Disagree; 2.5 to 3.49 

=Disagree =3.5 to 4.49, Agree=4.5 to 5 =Strongly Agree 

 

Table 4: Extent to which awareness of Buy-Made-in-Nigeria Campaign has affected 

Respondents purchase decision  

Variables SA 

5 

Freq 

% 

A 

4 

Freq 

% 

D 

3 

Freq 

% 

SD 

2 

Freq 

% 

U 

1 

Freq 

% 

X SD 

I remember the campaign 

whenever I want to make a 

purchase decision 

134 

(35.5%) 

174 

(43.5%) 

54 

(13.5%) 

16 

(4.0%) 

22 

(5.5%) 

3.96 1.06 

The brand name of products 

exhibited in the campaign 

encourages me to buy made in 

Nigeria goods 

112 

(28.0%) 

192 

(48.0%) 

64 

(16.0%) 

16 

(4.0%) 16    (4.0%) 

3.92 0.98 

The celebrities used in the 

campaign influences me to buy 

made in Nigeria goods 

104 

(26.0%) 

144 

(36.0%) 

112 

(28.0%) 

20 

(5.0%) 

20 

(5.0%) 

3.73 1.06 

The songs used in the campaign 

prompts me to purchase made in 

Nigeria goods 

124 

(31.0%) 

142 

(35.5%) 

84 

(21.0%) 

36 

(9.0%) 

14 

(3.5%) 

3.82 1.08 

The manner in which the products 

are displayed encourages me to 

buy made in Nigeria goods 

94 

(23.5%) 

162 

(40.5%) 

88 

(22.0%) 

36 

(9.0%) 

20 

(5.0%) 

3.69 1.08 

The formats used in the campaign 

influences me to buy made in 

Nigeria goods 

112 

(28.0%) 

112 

(28.0%) 

90 

(22.5%) 

58 

(14.5%) 

28 

(7.0%) 

3.55 1.24 

Average      3.78 1.08 

KEY: SA=Strongly Agree, A= Agree, D=Disagree, SD=Strongly Disagree, U= Undecided 

Decision Rule: If mean ≤ 1.49 =Undecided; 1.5 to 2.49 = Strongly Disagree; 2.5 to 3.49 

=Disagree =3.5 to 4.49, Agree=4.5 to 5 =Strongly Agree 

 

Table 5: ANOVA &Model Summary for Significant Influence of Exposure of the Buy Made-in-Nigeria Broadcast 

Campaign on the Purchase Decision  of Alimosho Residents towards Made in Nigeria Goods 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 15410.848 1 15410.848 12435.424 .000b 

Residual 493.229 398 1.239   

Total 15904.077 399    

 

R =0.984, R Square = 0.969, Adjusted R Square = 0.969   Source: Field Study, 2020 

Table 6  Influence of the Exposure of the Buy Made-in-Nigeria Broadcast Campaign  on the Purchase Decision of 

Alimosho Residents 

Model Unstandardized Coefficients Standardized Coefficients T Sig. 

B Std. Error Beta 

1 (Constant) 2.025 .193  10.480 .000 

Respondents purchase decision  .579 .005 .984 111.514 .000 

Source: Field Study,2020 

  


