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Abstract 

Insurgent’s occupation of communities and the destruction 

of houses, lives, infrastructure and means of livelihood of 

the people have resulted in the drastic decline in socio-

economic activities including business transaction 

marketing. The paper examines the effect of social 

marketing and support in building business infrastructure, 

provision of financial intervention, training  and 

development of entrepreneurial skills and behaviour in the 

study area and how these activities translates to marketing 

activities of product development, promotion and 

communication and effective distribution of products. The 

study uses mainly secondary data from documents of 

conceptual, empirical studies and documentary evidences 

on social marketing, insurgency management, enable 

entrepreneurship behaviour change through humanitarian 

activities in the state. This study utilizes Social Cognitive 

Theory.  The theory posits that learning occurs in a social 

context with a dynamic and reciprocal interaction of the 

individual, environment, and behaviour. It appears much 

has been recorded in terms of improving the condition of 

the internally displaced persons and gradual change of 

behaviour for entrepreneurship. Social marketing is seen as 

having potential to change behaviour, attitude and beliefs 

to a desired status through the actors which serves as the 

purse string for entrepreneurial behaviour. 
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Introduction 

Borno was known to be home of peace and many regard it as safe place for business, 

residential as well as for peaceful co-existence. More so, that the state is neighbouring 

three countries of Cameroon, Niger and Chad portends tremendous trade opportunities 

and potentials. Unexpectedly however, recently a religious disorder of a serious 

dimension was experienced resulting in insecurity to lives and properties in the state. 

The dangerous trend in the insecurity came with the emergence of Boko Haram (BH), 

the so called Muslim fundamentalist sect, bombing and attacking everything within 

reach (Rogers, 2012). The North East region of Nigeria suffered severe humanitarian 

crisis as a result of the Boko Haram insurgency since its emergence in 2009 and 

climaxed between 2013 and 2017. Insurgent’s occupation of communities and the 

destruction of houses, lives, infrastructure and means of livelihood of the people has 

resulted in the drastic decline in socio-economic activities including business 

transaction marketing, farming, pastoralist, exchange of goods and services and social 

interaction amongst the populace, especially in Borno, Yobe and Adamawa States 

(Chukwuma and Philip 2014. 

The spate of the insurgency has contributed greatly to ravage the states in terms of 

destruction of markets and commercial infrastructural facilities, lost of sources of 

finance and general lost of interest in business and marketing activities in the area. 

There are general set back in marketing activities which resulted in many reputable 

organisations and entrepreneurship activities to a total collapse. This has added to the 

problem of poverty in the states, thereby causing not only entrepreneurship and 

marketing activities decline but bringing lawlessness and anarchy (Rogers, 2012). The 

emergence of BH is largely attributed to poverty, corruption, high rate of 

unemployment, high illiteracy and infrastructural facilities among the youth in the area 

among others ( Adenrele 2012; Adesoji 2012; Rogers 2012). From the foregoing, it 

becomes increasingly difficult for marketing activities to thrive under the security 

threats that have enveloped the north and Borno state in particular.  

Recently, in Borno state, the spate of the distraction has reduced and many refugees in 

neighbouring countries have started to return to their localities as the security 

improves, local government areas (LGAs) became liberated and counter-insurgency 

measures were intensified. As peace gradually returns to the region after years of Boko 

Haram insurgency, communities are beginning to re-adjust to their normal ways of 

life. The return was mostly as results of the consequence of Government led efforts of 

developmental management and social support. Unemployment is already prevalent, 
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and now the need to provide employment and productive engagement to these IDPs. 

Humanitarian agencies have also struggled to respond adequately, both in recognising 

of the scale of the problem and reacting sufficiently promptly through social 

intervention. The engage authorities more proactively and improved their 

collaboration in responding to one of the worst humanitarian crises in the world today. 

Despite the efforts by government, wealthy individuals, international community and 

donor agencies who donated generously, the condition of the IDPs did not improve 

dramatically. However, it is against the foregoing background that this study seeks to 

unveil the effect of the various social marketing activities and humanitarian 

interventions on entrepreneurial behaviour of victims of insurgencies in Borno. 

The main objective of the paper is to assess the implication of the social marketing 

campaign and developmental humanitarian efforts in terms of building business 

infrastructure, provision of finance assistance and development of entrepreneurial 

skills and behaviour in the study area (Maiduguri) and its effect on changing behaviour 

towards entrepreneurship for effective marketing activities. Specifically the paper will 

examines the effect of social support in building business infrastructure, provision of 

financial intervention, training  and development of entrepreneurial skills and 

behaviour in the study area and how these activities translates to marketing activities 

of product development, promotion and communication and effective distribution of 

products.  

The study uses mainly secondary data from documents of conceptual, empirical 

studies and documentary evidences on social marketing, insurgency management, 

enable entrepreneurship behaviour change through humanitarian activities in the state 

and compare notes to draw conclusions.  

 

Literature Review 

Conceptualizing insurgency 

Insurgency refers to a state of vulnerability (Best, 1998), danger, or threat of an attack 

on individual and community, internally and externally to the extent that the day to 

day living of the people is threatened. Insecurity is define as not secure or safe; not 

providing good support; that cannot be relied on; not feeling safe or protected; lacking 

confidence (Crowther, 1996 as cited in Akpotor and Oromareghake 2013). Insurgency 

manifest differently in terms of nature, and complexity and effects it has on the people 

in different communities. It is largely construed and manifest by the conditions 

warranting its appearance. However, Edward and Yenda (2016) observed that different 

definitions point to the basic objectives of an insurgency, which denominate the need 

to wrestle power from, subvert or displace a legitimate government for the purpose of 

gaining control of a population or a particular territory, including its resources. Edward 
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and Yenda  (2016) defined insurgency a protracted political-military struggle directed 

toward undermining or displacing the legitimacy of a constituted government or 

occupying power and completely or partially controlling the resources of a territory 

through the use of irregular military forces and illegal political organizations. Put 

differently by Moore, (2007), insurgency involves insurrection against a constituted 

government or an existing authority using civil resistance, and often, it takes the form 

of a prolonged violent divergence in which group sharing the same ideology seek to 

fundamentally change the political or social order in a state or region through the use 

of persistent violence, subversion, social disruption, and political action.  

Boko Haram as the name implies is a combination of two words from Hausa and 

Arabic languages. Siro (2015) says it signifies that western education that came to 

Nigeria through colonial domination is forbidden and not in accordance with the sect’s 

so called ideology; the nation shall be Islamized as the current system is contaminated. 

Therefore, the group embarks on insurgent activities to them as the only alternative to 

make its ambition realistic. Consequently, the advent of these insurgent activities had 

caused and is still causing a great loss to the economy and social setting of the Nigerian 

polity (Achumba, Ighomereho, & Akpor-Robaro, 2013). Boko Haram has inflicted 

broad psychological, social, political and economic damage on Nigeria and its peoples. 

And if its attacks continue, one casualty, in addition to the loss of human life, may be 

the country’s growing reputation as Africa’s investment hotspot. 

 

Underpinning Theory  

Underpinning theory advocates basic principles and realities that guide a proper 

understanding of constructs and their associations, as such it is a foundation upon 

which assumptions of a study leans on. This study utilizes Social Cognitive Theory 

(SCT) which started as the Social Learning Theory (SLT) in the 1960s by Albert 

Bandura. It developed into the SCT in 1986 and posits that learning occurs in a social 

context with a dynamic and reciprocal interaction of the individual, environment, and 

behaviour. The unique feature of SCT is the stressed on social influence which 

different entrepreneurial training were under taken by the humanitarian orgnisations 

to encourage entrepreneurship activities and its emphasis on external and internal 

social reinforcement.   SCT considers the unique way in which individuals acquire and 

maintain behaviour, while also considering the social environment in which 

individuals perform the behaviour. French, et al. (2010) indicate that having an 

understanding of the use of theory (particularly behavioural theory) is important, as it 

can strengthen and enhance the development and delivery of social marketing 

interventions and, therefore, ultimately improve and strengthen their potential impact 

and effectiveness. The theory takes into account a person's past experiences, which 
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factored into whether behavioural action will occur. These past experiences influences 

reinforcements, expectations, and expectancies, all of which shape whether a person 

will engage in a specific behavior and the reasons why a person engages in that 

behaviour.  

This works through dynamic and reciprocal interaction of person in this case the IDPs 

and the social training programmes where essential knowledge and skills were 

impacted on the IDPs in order to successfully transform behaviour. The person must 

know what to do and how to do it can witness and observe a behavior conducted by 

others and then reproduce those actions. This is often exhibited through "modeling" of 

behaviours by the humanitarian organisations and other actors. Internal or external 

responses to a person's behaviour that affect the likelihood of continuing or 

discontinuing the behaviour are also imperative. Reinforcements can be self-initiated 

or in the environment and anticipate the consequences of their actions before engaging 

in the behaviour, these anticipated consequences can influence successful completion 

of the behaviour as well as measure the level of a person's confidence in his or her 

capabilities to successfully perform a behaviour. 

 

Social Marketing and Behaviour change 

Social marketing is said to be a process that applies marketing principles and 

techniques to create, build, and deliver value in order to influence target audience and 

change behaviours that elevate status of the society as well as the target populace 

(Kotler and Lee 2008). Also French, et al. (2010) define social marketing as the 

systematic application of marketing alongside other concepts and techniques, to 

achieve specific behavioural goals, for a social good. Social marketing is used 

influence social behaviours but not to benefit the marketer, but to help the target 

audience and the general society to improve (Kotler and Andreason, 1991). Social 

marketing is seen as having potential to change behaviour, attitude and beliefs to a 

desired status Madawaki, Imam and Mustapha (2019) for the betterment of the society 

like the one devastated by the menace of boko haram. Gamama and Mustapha (2014) 

assert that effective social marketing intervention should bring about positive social 

behavior change in a target population.  

Fishbein (2000), states that for social marketing to be effective, interventions should 

focus upon specific behaviours and, perhaps not surprisingly, the most effective 

interventions will be those directed at a single behaviour rather than at multiple 

behaviours. This is because each behaviour is substantively unique, and the 

substantive factors influencing one behaviour might be different to those influencing 

others. Social marketing is most popular framework for designing health behaviour 

change campaigns (Cugelman, 2012; Weinreich, 2010; Bourne 2011). It needs a clear 
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understanding of the competing behaviours to change in socio- economic, political and 

cultural which will greatly assist in developing compatible strategies and cultural 

values of the population Imam, Mustapha and Amin (2018). 

Social marketing depends on two primary assumptions. The first is that some 

behaviors can be changed and are worth changing for the improvement of individuals’ 

and society quality of life. The second assumption is that the society or the 

representatives of the whole society will be responsible for helping the individuals to 

change for the best interests of the society Guang and Luis (2012). According to Peattie 

and Peattie (2009), the benefits associated with a social marketing approach include 

(a) customer orientation, (b) emphasis on behavior maintenance leading to changing 

behavior, (c) flexibility to reach different audiences, (d) partnership opportunities with 

public bodies, NGOs, companies, and communities, governments and (e) 

opportunities to de-market unsustainable behaviors like insurgency. Social marketing 

involving breast cancer screening for older women, for example, might include the 

elements of product, price, place, and promotion (Weinreich, 2006). In addition to the 

commercial marketing mix principle, Weinreich discusses four other Ps for the social 

marketing of a breast cancer screening campaigns which include publics, partnerships, 

policy and purse strings are important in addressing IDPs situation in Nigeria.  

The purse string is regarded as where the funding will come from for example the 

Humanitarian Coordination system in the case of humanitarian assistance in 

insurgency prone areas like Nigeria. It is a forum consisting of relevant Federal 

government Agencies. The Government of Nigeria maintains coordination and 

guidance mechanisms system that are being led by the Presidential Committee for the 

North-East Initiative (PCNI), the National Emergency Management Authority 

(NEMA), and the State committees initiated by the Governors following the 

humanitarian crisis., civil society UN systems and International Non-Government 

Organizations (INGOs) (NEMA 2016). The forum undertakes analysis of causes of 

humanitarian situations, conducting of need assessments, and identification of 

priorities and provision of humanitarian interventions based on their respective 

mandates. PCNI defines high impact programmes for the North East to include 

deployment of humanitarian and developmental strategies to handle post conflict, 

redevelopment, effective rehabilitation of social and physical infrastructure, 

implementation of a coordinated rehabilitation and resettlement programme as purse 

string in aiding changing behaviour.  These organizations and agencies undertake in 

training and empowerment and many purse string activities to change behaviour 

towards entrepreneurship. Of course, each of these social marketing mix elements 

should be taken into consideration as the program is developed because they are the 

core of the social marketing effort.  



 

Page 72                                                               JMSE Vol. 20 (7) 2020 ISSN – 2370-9878 

 
 
 

 

Humanitarian purse strings and entrepreneurial behaviour among internally 

displaced persons in Maiduguri 

Baumol (1990) suggested that Schumpeter’s view of the entrepreneur as someone who 

recombined resources to creatively destroy the existing price system through 

innovation that yields economic growth was dependent upon an implicit assumption 

of efficient institutions. According to Baumol, entrepreneurs will pursue whichever 

form of behaviour promises the most expected payout. Which form of entrepreneurial 

behaviour manifests within a nation’s economy is then explained in terms of the 

political and economic institutional conditions in which this behaviour occurs. North 

(2005) has taken this institutional analysis a step further to examine the antecedents of 

these institutions. He proposes that people construct elaborate beliefs about the reality 

of the politico-economic system and that these beliefs serve as ‘both a positive model 

of the way the system works and a normative model of how it should work. In time, 

these beliefs result in the accretion of an elaborate structure of institutions that 

determine economic and political performance. Thus develops a causal pathway 

linking perceived reality, beliefs, institutions, policies, behaviour, economic and 

political performance.  This model suggests that perceptions about the nature of reality 

may be the source not only of various types of entrepreneurial behaviour but also of 

the institutions that incentivize these behaviours. 

Essentially, the government is central to the IDPs management, protection and 

provision of social, psychological and other material resources in any country. In most 

circumstances, since no society is entirely free from the consequences of IDPs of any 

kind, whether human or naturally caused, countries tend to render humanitarian 

supports in different forms logistics, relief, financial assistance, and moral support 

among others which forms the aspect of the purse string in social marketing. The 

situation in Nigeria has received huge contributions from the government, wealthy 

individuals, international community and donor agencies who donated generously 

towards the resettlement of the IDPs, especially in the area of training and skills 

acquisition, but the condition of the IDPs did not improve dramatically (Odufowokan, 

2016).  

Similarly, social marketing campaign will ensure that through the interactions with the 

relevant actors, attitudinal changes which linked to behavioural consequences could 

get across to members of the Boko Haram insurgency and this will go a long way to 

transforming their fiendish behavior into a more adorable behavior and character. In 

fact, much has been done by the Nigerian government, such that there is a noticeable 

relief coming from the government, which means many of the IDPs requiring support 

could be changed. In this context, there is much collaboration and reliance on the non-
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state actors for the purpose of financing and aiding the precarious conditions of the 

IDPs in the Northeast. The fund donated by the non-governmental organization and 

individuals towards alleviating the plight of the troubled people has been enormous. 

Odufowokan (2016) reported that Aliko Dangote and other individuals donated 6.5 

million Naira; the World Bank donated the sum of 800 million US dollars, the United 

Nations Development Programme (UNDP) donated 248 million US dollars for the 

rebuilding of the Northeast, out of which 24 million US dollars has been released. 

United States donated 200 million dollars; Saudi Arabia donated 750 million Naira, 

and the Australian government donated 9 million Naira respectively. Beside financial 

supports Nigeria government received to cater for the problems of the IDPs, there has 

been also material support given either directly to the IDPs or through the government 

(Edward and Yenda, 2016).  

According to Edward and Yenda (2016).The Nigeria-US Embassy on the 30 June 2016 

made a press released revealing its support offered in respect of the IDPs in the 

Northeast through the United State Agency for International Development to the 

governments of affected people in the Northeast Nigeria. Many assistance offered by 

international agencies, local and international donor groups and organizations, 

individuals and the government across the world to Boko Haram victims, particularly 

IDPs in the Northeast Nigeria. Also, the role of the government through the National 

Emergency Management Agency (NEMA) and the Presidential Committee on 

Northeast Initiative (PCNI) has been great. The PCNI redeemed 23 billion Naira from 

the sum of 55.92 billion Naira pledged by donor in 2014 for the safe School initiative. 

They also appropriated one billion Naira counterparts funding for the same purpose in 

the 2016 Appropriation Act. The sum of five billion was appropriated in the 2015 

supplementary budget for the Northeast. Notwithstanding, the sum of 12 billion Naira 

was appropriated in the 2016 (Odufowokan, 2016), and 37.83billion in 2020 

Appropriations Act as Federal Initiative for the Northeast region  Nigeria also received 

assistance from many countries across the world.  

Recently, Japanese government assisted Nigeria with 4.5 million US dollars, an 

equivalent to the sum of 1.4 billion Naira for the purpose of responding to the needs 

of the IDPs in the Northeast zone (Vanguard Newspaper, 2016). In the same manner, 

the United Nations fund released 13 million US dollars for the upkeep of the IDPs in 

the Northeast (Enejeta, 2016). The Senate approved the sum of the 10 billion Naira for 

the resettlement of IDPs in Borno, Adamawa and Yobe States, which was also 

accompanied by the United States assistance with the sum of 8.7 billion Naira to 

support the IDPs in the zone (Premium Time, 2015).  

Also, the media, particularly the Daily Trust have contributed financially to supporting 

the plights of the IDPs in the Northeast Nigeria. Daily Trust raised 230 million Naira 
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for the funding of the welfare of the IDPs in the region. These supports coming to the 

Nigerian government or the state governments where the IDPs are, and sometimes, to 

the IDPs directly are fragmented humanitarian response because there is no financial 

or resource pool meant to respond to the problems of the IDPs in Nigeria. Despite the 

fragmented assistance coming to Nigeria as a result of the IDPs of the Boko Haram 

insurgency, it appears much has not been recorded in terms of improving the condition 

of the IDPs or resettling them.  

 

Conclusion 

The assistance offered by international agencies, local and international donor groups 

and organizations, individuals and the government across the world to Boko Haram 

victims, particularly IDPs in the Northeast Nigeria comes in so many forms. These 

supports coming to the Nigerian government or the state governments or the IDPs 

directly are mostly fragmented. However, these humanitarian responses are not for any 

economic benefit by the actors but for the benefit of the IDPS and the society in large. 

Despite the fragmented nature of the funding, assistances are being rendered both in 

terms of organized developmental approaches by the government, NGOs and the civil 

society reaching the set targets. It appears much has been recorded in terms of 

improving the condition of the IDPs or resettling and change behaviour gradually for 

entrepreneurship. Social marketing is seen as having potential to change behaviour, 

attitude and beliefs to a desired status through the actors which serves as the purse 

string for entrepreneurial behaviour.  
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