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Abstract 

The study focused on the marketing ethics: a panacea for 

political parties enhancement in Nigeria. The specific 

objectives of the study were:  to examine the effect of honest 

manifesto on political parties’ enhancement in Nigeria and 

to examine the influence of transparency in governance on 

political parties’ enhancement in Nigeria. The study limit 

its scope to the ruling parties such as Action for Progressive 

Change (APC), Peoples Democratic Parties (PDP), All 

Progressive Grand Alliance (APGA) and Labour Party 

(LP). The study adopted survey research design. The study 

utilized primary data. Cluster area sample technique was 

used to select sample of 150 for the study but 120 

respondents were used. 30- items 4-point likert scale option 

of structured questionnaire was used. Content validity was 

used to determine the validity of the instrument and test-

retest reliability method was utilized to measure the 

consistency of the instrument.  Chi-square were use to test 

the hypothesis.  It was revealed that honest manifesto and 

transparency in governance has significant effect on 

political parties’ enhancement in Nigeria. It was concluded 

that practicing ethics in politics means deliberately 

applying standards of fairness, or moral rights and wrongs, 

to good government decision making, behaviour, and 

practice in the country. Due to the significant of this study, 
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the following recommendations were giving: Political 

parties manifesto must be adhere to, in order to promote 

good governance in Nigeria. Good governance boosts 

reputation of the parties and its stakeholders, also Nigerian 

political parties should imbibe marketing spirit in their 

program because marketing create utility by identifying the 

needs and want of consumers and parties stakeholders 

should seek the needs and wants of the masses to enhance 

their standard of living. 

 

 

Introduction 

Marketing ethics is a tool to nation building. Ethics are the moral principles and values 

that govern the actions and decisions of an individual or group. They serve as 

guidelines on how to act rightly and justly when faced with moral dilemmas. 

Marketing ethics is “the systematic study of how moral standards are applied to 

marketing decisions, behaviors and institutions” (Murphy Laczniak, Bowie & Klein. 

2005). The marketing ethics is the area of applied ethics, which deals with the moral 

principles behind the operation, and regulation of marketing. Practicing ethics in 

marketing means deliberately applying standards of fairness, or moral rights and 

wrongs, to marketing decision-making, behaviour, and practice in the organization.  

Scope of the study focus on the ruling political parties like Peoples Democratic Parties 

(PDP), Action for Progressive Change (APC), All Progressive Grand Alliance 

(APGA), Labour Party(LP) (www.inecnigeria.org).  

Nigeria economy fail to measure up  with the developed countries due to negligence 

of marketing ethics by various political parties’ stakeholders in the country since the 

existence of democratic era. Parties are form with various manifestos that stand as 

their mission statement to boost their image, but took different dimensions. The 

ineptitude of this political parties  keeps lingering, which motivate the researcher to 

carry out this study. Beside, study on marketing ethics: a panacea for political parties’ 

enhancement in Nigeria has not been carryout in Nigeria and other part of the world. 

This is the major gap this study tends to fill.  

Moreover, Nigeria politician has never demonstrated true democracy due to absent of 

marketing ethics but engaged in selfish ambition. Nigeria’s democracy is not 

consolidating as fast as necessary because democratic competition is not yet in place, 

as it ought to be. The consequence of all these anomalies is that the peoples’ interests 

http://www.inecnigeria.org/
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are abandoned for the achievement of the selfish interest of a few political elite within 

the ruling Party. Nigerian democracy is indeed endangered by the undemocratic 

activities of these party leaders (Robert, 2010). 

Never the less, improving the status of ethics in marketing for the future, especially in 

a global world, will require substantial effort on a number of stakeholders which must 

focus on regulation, organization, communication and social responsibility (Shultz and 

Holbrook 1999). If politician in Nigeria can inculcate marketing ethics spirit by 

regulating their activities, put their manifesto into action, and render social 

responsibility to their constituency, then the masses can derive satisfaction from their 

environment and the future of the country will be bright. 

 

Objectives of the study 

• To examine the effects of honest manifesto on political parties’ enhancement 

in Nigeria 

• To examine the influence of transparency in governance on political parties’ 

enhancement in Nigeria 

 

Conceptual Review 

Nature of marketing ethics 

Marketing Ethics has been defined as “the systematic study of how moral standards 

are applied to marketing decisions, behaviours and institutions” (John and Robert 

2008; Laczniak and Murphy 1993). Gaski (1999) defines marketing ethics as 

“standards of conduct and moral judgment applied to marketing practice.” Marketing 

ethics deals with the systematic study of how moral standards are applied to marketing 

decisions, behaviors and institutions. In essence, marketing ethics examines moral 

issues faced by marketing managers and organizations. Some of the most prevalent 

are: product safety and liability, advertising truthfulness and honesty, fairness in 

pricing, power within the channels of distribution, privacy in Internet and database 

marketing, and forthrightness in selling.(Murphy, 2002). The history of academic 

study of Marketing Ethics reveals a trajectory from normative to descriptive and back 

to normative. Early approaches tended to take a normative perspective that is laying 

out ethical guidelines for others to follow and general frameworks for theorizing about 

marketing ethics. Once this theoretical base had established, more descriptive research 

of marketers’ ethical decision-making began to appear. Most recently a stream of 

literature has emerged that attempts to apply normative guidance from moral and 

political philosophy to understanding provided by descriptive research (John and 

Robert 2008; Abela and Murphy 2008).  
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Brenkert (1999) posit that among the positive developments in marketing ethics during 

recent years has been recognition of the distinction between normative, descriptive 

and analytical work in the field. Normative (or prescriptive) ethics deals with 

formulating and defending basic moral norms, while descriptive ethics deals with the 

scientific study of ethics by social scientists with popular and business press treatments 

of marketing issues. Analytical marketing ethics includes works that examine basic 

ethical marketing concepts norms, and why marketers ought to be worried about being 

moral. Life style comes from norms of the society that generate consumption. The 

orientation of our society has a huge impact in our norms and marketing applications. 

The applications of marketing come from the concepts and techniques that are 

implemented (Bedu, 2012). 

 

Normative Marketing Ethics 

Normative approaches to ethics are prescriptive, identifying moral principles and 

methods of moral reasoning that justify rules and judgements of what is right and 

wrong.” (Smith,2000). The field of normative marketing ethics has roles other than 

informing practice. However, it may provide guidance to other decision-makers in a 

corporation, to those affected by their decisions, to policy makers and to researchers, 

as well as to marketing managers. Normative marketing ethics is far more than ethical 

prescriptions. Moral reasoning may identify ethical prescriptions but this is only one 

role of the normative marketing ethics field among a number. For example, consistent 

with Gaski’s definition of marketing ethics, moral judgement may be applied to 

marketing practice using theories of moral philosophy. A key assumption, apparently, 

is that it is the principal role of normative marketing ethics to develop prescriptions 

for marketing managers and that, indeed, this is possible to any great extent and 

sufficient for marketing decision-making ( Smith,2000). 

“Normative Guidelines” falls as follows: 

1. The firm should be transparent and make all information symmetric in the 

exchange process. Since the customer is someone to collaborate with, anything 

other than complete truthfulness will not work. 

2. The firm should strive to develop relationships with customers and should take 

a long-term perspective. Firms should thus always look out for the best interest 

of the customer and protect the customer’s long-term well-being. 

3. The firm should view goods as transmitters of operant resources (embedded 

knowledge); they are intermediate “products” that are used by other operant 

resources (customers) as appliances in value-creation process. The firm should 

focus on selling service flows. 
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4. The firm should support and make investments in the development of 

specialized skills and knowledge that is the fountainhead of economic growth. 

(John and Robert, 2008). 

 

Politician who possesses the ruling spirit must adhere to normative marketing ethics 

guidelines. It drives towards long relationship among citizenry and the ruling parties. 

It also enhances economics development and growth. 

 

Nature of Political Parties in Nigeria 

Political party refers to “any group of politically active persons outside a government 

who organize to capture government by nominating and electing officials who thereby 

control the operations of government and determine its policies” (Lemay, 2001). A 

political party is an organized group of people with at least roughly similar political 

aims and opinions that seek to influence the public, policy by getting its candidate 

elected to public office (Likoti, 2005). Osumah (2009) conceives political party as a 

voluntary association organized by persons bind by common interests or aims, which 

seeks to acquire or retain power through the election of its candidates into public 

office. Here political party was perceived as an instrument of acquiring political power 

in order to implement government policies ( Lamidi  and  Bello  2013 ) .  

Conceptually, political parties are organisations whose members have values, ideals 

and aspirations in common and at least participate in the organised contest/struggles 

for political power. Coleman & Roseberg defined political parties as ‘associations 

formally organised with the explicit and declared purpose of acquiring and to some 

extent maintaining legal control, either singly or in coalition or electoral competition 

with other associations over the personnel and the policy of the government of an 

actual or perspective sovereign state’ ( Smith 1997; Sulaiman,2011). This is similar to 

the views of Henig & Pinda (1969) cited in Sulaiman  (2011) who defines political 

parties in terms of a group of people acting together to achieve some political goals, 

which usually is control of government. Edmund Burke defined political party as a 

body of men united for promoting their joint endeavours that national interests upon 

some particular principles in which they all agreed (cited in Ojo, 2009;  Lamidi  and  

Bello  2013 ).  Parties are simply organised or loosely organised groups under a 

recognised label with sole intent of controlling power through elections (Epstein, 1967 

cited in   Sulaiman, 2011).  

There are various political strategies that contestants employ to emerge as their party’s 

candidate, before ultimately contesting against candidates from other parties in a 

general election. These political strategies include lobbying, personal contacts, 

political rallies and campaign. However, these strategies have now become less 
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effective for mobilizing support and woo voters for election (Opeibi 2006. Olujide , 

Adeyemi and Gbadeyan  2011). This scenario involves political marketing. Political 

marketing bears a number of similarities to the marketing of goods and services. 

Consumers choose among brands just as voters choose among candidates or parties. 

Consumers display brand preferences (party loyalty and party identification) and are 

exposed to mass media (campaign advertising) and direct sales (“get-out-the vote” 

efforts), which may rely on various emotional appeals and social influences. 

Candidates, like firms, choose product positions (policy positions), determine 

promotional mix (allocate campaign resources), and conduct market research 

(polling). These decisions need to account for and anticipate competitors' actions, 

implying that candidates participate in games of strategic interaction (Brett et al 2012).   

 Political parties in Nigeria can demonstrate true democracy through involvement of 

marketing ethics in their political activities 

 

Functions of Political Parties 

The, Carr (cited in Egbewole and Muhtar, 2010; Lamidi  and  Bello, 2013) summarized 

functions of a political party as: 

(i) Stimulating the citizenry to take a greater interest in election and activities of 

government. 

(ii) Defining political issues of the day and sharpen the choice between alternative 

paths. 

(iii) Presenting candidates who are committed to announce position with respect 

to    issues. 

(iv) Majority party provides basis upon which government can be operated. 

(v) Accepting responsibility to govern upon winning election. 

 

Moreover, according to Huntington 1968 cited in  Lamidi  and  Bello,( 2013 ) political 

parties  perform the functions of ordering the political system, they serve to structure 

political process and ensure that citizen participation in that process is orderly, they 

seek to provide a distinctive collective identify for their followers, one that is premised 

upon acceptance of basic rules of the national political arena. Political parties are 

saddled with the responsibility of recruiting competent individuals for political 

leadership through periodic elections, educating the electorate through political rallies 

and dissemination of information about government policies as well as serving as a 

vehicle for the articulation and aggregation of the interests of people. Thus, they serve 

as the pivot upon which the entire political process revolves” (Babawale and Ashiru, 

2006).Their functions specifically include educating, articulating and aggregating 

issues that the parties feel the public is not well informed about or about which they 

want to make their position clear Yaqub (2002). 
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Marketing ethics an antidote to Nigeria political parties’ conflict and godfather’s 

syndrome 

Political parties in Nigeria can grow and be rated high through the aid of marketing 

ethics. This concept moderates the conduct of stakeholders in various political parties, 

which curb conflict and godfatherism syndrome in the democratic system in Nigeria. 

It was posit that godfather is a broker or go-between, a professional manipulator of 

information who brings about communication (that is, between political parties and 

voters) for a profit. The godfather “makes merchandise out of other people’s 

expectations, anticipations, and hopes” (Boisseran, 1974 cited in Omobolaji, 2008). 

The godfather is therefore an active mediator between two social units who benefit 

from such mediation in the form of contracts and political appointments. Such rewards 

from political parties define the “dependent” status of the godfather as someone whose 

existence entails a nurturing of strategic contacts with actors who control what 

Boissevain  has called “first degree resources (land, money, work force)-the politicians 

or the patrons. He is therefore totally dependent on the goodwill of politicians and 

political parties (patrons) for his continued existence and relevance (Bierschenk et al., 

2002).The “godfather is a broker”, a middle-man who offers to political parties and 

politicians seeking to control political power his ability to enforce voter compliance 

based on his intuitive grasp of voting structure in return for economic profit 

(Omobolaji, 2008). The syndrome of godfather has cause a lot of conflict in various 

Nigeria political parties due to lack of marketing ethics. Ogbonmiran (2005) clearly 

states that godfatherism is an evil block for corruption, retrogression, 

underdevelopment, mediocrity, backwardness, and perpetual poverty of the people 

(cited in Ogah, 2012).  

 

Marketing ethics and political parties in Nigeria 

Marketing ethic must be a yardstick for various political parties to excel. Practicing 

marketing ethics in politics means deliberately applying standards of fairness, or moral 

rights and wrongs, to government decision making, behaviour, and practice in the 

economy. 

Good marketing is ethical marketing (good marketing is about satisfying and 

developing a long-term relationship with your customers). Caring about your 

customers not only results in profits (or achieving your organization’s objectives if an 

organization is not for- profit), it is the ethical thing to do (Majtán & Dubcová, 2007). 

In this scenario, if politician in Nigeria can develop marketing ethics habit in their 

political race, our country will be able to measure up with developed nations in the 

world and it will be a better place. Putting in place such practice like  caring for the 

masses, in the area of  basic amenities such as electricity, pipe borne water, standard 
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school with qualify teaching and non teaching staffs, hospital with qualify Doctors and 

access road  into the rural areas. 

Marketing can be looked at as an organizational function and a set of processes for 

creating, delivering and communicating value to customers, and managing customer 

relationships in ways that also benefit the organization and its stakeholders (Kotler and 

keller, 2009). Improving the status of ethics in marketing for the future, especially in 

a global world, will require substantial effort on a number of stakeholders which must 

focus on regulation,  organization, communication and social responsibility (these 

headings are adapted from Shultz and Holbrook 1999). If politician in Nigeria can 

inculcate marketing ethics spirit by regulating their activities, put their manifesto into 

action, and render social responsibility to their constituency, then the masses can 

derive satisfaction from their environment and the future of the country will be bright. 

 

Conceptualize model of marketing ethics and political parties’ enhancement  

Conceptualize model of marketing ethics and political parties’ enhancement show the 

relationship between marketing ethics using its proxies like honest manifesto and 

transparency in government (Independence variable) and political parties’ 

enhancement (Dependent variable).  Hypothetically, the model encourage stake 

holders of political parties to adhere to strictly to their honest manifesto and 

transparency in governance  to boost the image of political parties and improve the 

standard of living of the society at large.  

 
 

 

 

 

 
 

 

Figure 1: Conceptualize model of 

marketing ethics and political parties’ 

enhancement 

Source: Researcher  

Methodology 

The study adopted survey research design. Data used in this study were collected 

through primary source. The population of the study was 1500 comprises of educated  

political elite residing within segmented area in Idah metropolis in Kogi state, Cluster 

area sampling technique was used to select sample of 150 for the study. 30- items of 

4-point likert scale option structured questionnaire was used. Likert scale was adopted 

because it measures the intensity or degree of agreement by the respondent to a 

Honest manifesto 

Transparency in 

governance 

Political parties’ 

enhancement 
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statement that describes a situation, phenomenon, item or a treatment (Asika, 2002). 

Content validity was used to determine the validity of the instrument by giving to 

research experts who modified and made the necessary correction to measure the 

instrument adequately. The value of the test of reliability was 0.83 which was 

conducted using test-retest reliability method which indicated that there is internal 

consistency of the instrument. Chi-square statistical tool was used to test the 

hypothesis through Statistical Package for Social Sciences (SPSS) version 23. 

. 

Result and discussion 

One hundred and fifty (150) questionnaire were administered and one hundred and 

twenty (120) questionnaire were retrieved and used for the study. 

 Findings from distribution of respondents on the bases of sex, age and qualifications 

revealed that: sex distribution shows that 78 were male representing 65% and 42 were 

female representing 35%. The analyses of distribution of age of respondents revealed  

that 36 falls between 18 – 30 years, 49 falls between 31- 43 and 35 falls from 43 and  

above. Analyses of distribution of educational qualifications of respondents revealed 

that 23 were holder of NCE/OND, 38 obtained B.Sc/HND, and 59 were holder of 

M.sc/MA/other. 

 

Hypothesis one 

HO: Honest manifestos has no significant effect on political parties’ enhancement in 

Nigeria 

HI: Honest manifestos has significant effect on political parties’ enhancement in 

Nigeria 

The chi-square statistics (goodness fit) was used in testing hypothesis one, emanate 

from objective one of the study.  

            Chi- square statistics for hypothesis one  

 Honest manifestos significant effect on political 

parties’ enhancement in Nigeria 

  

    Chi-square  

   Df                                        

   Asymp. Sig. 

 

 

 

.000a 

 

1 

.000 
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a. 24 cells (85.7%) have expected count less than 5. The minimum expected count is 

.03 

 

Decision rule 

 Hypothesis one adopted α = 0.05 as the level of significant and chi-square through 

SPSS version 22.  p-value was .000 which is less than the level of significant (p= .000 

˂ 0.05), null hypothesis was rejected. Therefore, honest manifesto has significant 

effect on political parties’ enhancement in Nigeria 

 

Hypothesis Two 

HO Transparency in governance has no significant influence on political parties’ 

enhancement in Nigeria 

HI: Transparency in governance has significant influence on political parties’ 

enhancement in Nigeria 

The chi-square statistics (goodness fit) was used in testing hypothesis two, emanate 

from objective two of the study.  

           

  Chi- square statistics for hypothesis two 

 Transparency in governance  significant influence on 

political parties’ enhancement in Nigeria 

 

Chi-square 

Df 

Asymp. Sig. 

 

 

.000a 

 

1 

.000 

a. 19 cells (79.2%) have expected count less than 5. The minimum expected count is 

.03. 

 

Decision rule 

Hypothesis one adopted α = 0.05 as the level of significant and chi-square through 

SPSS version 22. p-value was .000 which is less than the level of significant (p= .000 

˂ 0.05), null hypothesis was rejected. Therefore, transparency in governance has 

significant influence on political parties’ enhancement in Nigeria 

 

Discussion of Findings 

The first hypothesis testifies that, honest manifesto have significant effect on political 

parties’ enhancement in Nigeria. The marketing ethics is the area of applied ethics, 

which deals with the moral principles behind the operation, and regulation of 

marketing. Good marketing is ethical marketing - good marketing is about satisfying 



 

Page 185                                                               JMSE Vol. 20 (7) 2020 ISSN – 2370-9878 

 
 
 

and developing a long-term relationship with your customers. Caring about your 

customers not only results in profits (or achieving your organization’s objectives if an 

organization is not for- profit), it is the ethical thing to do (Majtán & Dubcová, 2007). 

Adejumobi and Kehinde , (2007)  posit that political parties are expected to exhibit the 

following features: they must be composed of likeminded people whose world views 

are similar. They must promote a set of programmes embodying the version, mission 

and manifestoes of the party and designed to meet the needs of the public.   It also 

reminds and keep them abreast to adhere to their manifesto. 

The second hypothesis signifies that transparency in governance has significant 

influence on political parties’ enhancement in Nigeria. Parties are supposed to serve 

as instruments of political education, interest aggregation, political socialization, and 

political recruitment. Parties are institutions that help organize, move or affect agenda 

of government, etc (Robert, 2010). It becomes crucial to build institutions likely, not 

only to support policies favorable to the reduction of poverty, but also to put an end to 

the dominance of the executive and the abuse of state authority. This is one of the most 

important reasons why viable political parties have to be built (Fambom, 2003). 

Simbine (2005) posited that parties and their manifestoes need to espouse the ideology 

on which they plan to run the government in order to give the electorates a clear picture 

of where the country is heading to and to decide whether or not to work in that 

direction. Absence of ideology in parties will therefore make it difficult for political 

parties to harmonize members view on political issues. Practicing ethics in politics 

means deliberately applying standards of fairness, or moral rights and wrongs, to good 

government decision making, behaviour, and practice in the country. It has been 

discovered that injecting marketing ethics in to Nigerian political parties programs 

initiate love and encourage spirit of caring in most of their activities. 

 

Conclusion 

 The findings revealed that honest manifestos and transparency in governance have 

significant influence on political parties’ enhancement in Nigeria.. It was concluded 

that marketing ethics has been a concept that always-applying standards of fairness, or 

moral rights and wrongs, to good organization decision-making. It will be a great 

benefit to great nation Nigeria, if Nigerian political parties’ stakeholders embrace 

marketing ethics. This marketing term attracts good governance that portrays true 

democracy to the citizens of Nigeria as a nation. Political parties are not form with 

family connection ambition, godfatherism notion but in Nigeria activities of godfather 

in political parties render the parties ineffective in the process of discharging their 

responsibilities. These godfather impact negatively on democracy by restricting 

citizen participation as electorate or   political party candidate. Application os 



 

Page 186                                                               JMSE Vol. 20 (7) 2020 ISSN – 2370-9878 

 
 
 

marketing ethics in polities assist political parties to stand firm to defend their status 

in a democratic dispensation. 

 

Recommendations 

From the above discussion and findings, the following recommendations were giving:- 

1) Nigerian political stakeholders must address the issue of godfatherism to curb 

conflict and enhance peace and unity in a democratic era. 

2) Marketing ethics should be embrace by political parties’ members in order to 

promote transparency and scare corruption from their good progamme. 

3) Nigeria political parties should embrace fairness and oneness by carrying every 

body along in their various activities. 

4) Political parties manifesto must be adhere to, in order to promote good 

governance in Nigeria. Good governance boosts reputation of the parties and 

its stakeholders. 

5) Nigerian political parties should imbibe marketing spirit in their program 

because marketing create utility by identifying the needs and want of 

consumers, so also parties stakeholders should seek the needs and wants of the 

masses to enhance their standard of living. 
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