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Abstract

This study investigates the relationship betweeyingudecisions of foreign products and Domestic
products in Nigeria. It specifically studied buydnssix (6) cities; one each from the six geopcditizones in
Nigeria. Factor analysis scales was used to exaipéneeived predicators of consumers’ buying denisio
between the two product types, such as persorsléles, attitude measurements, ability scales gregketing
and innovative drives as well as market orientatiohwo separate markets comprising super / depataine
stores and open markets were carefully delineatédclude all manners of buyers in the analysisaiAgtwo
sets of structured questionnaires were designetidid relevant data from the target populationnkke fifteen
(15) copies of structured questionnaire were adsténed in each segment of the six (6) cities usingji-stage
sampling technique. In all, a total of 180 repartsupply relevant data for this analysis. The tastidata was
analysed using simple percentage statistics, bant @md logistic regression model. The study revéat the
major predicators of consumers’ buying decisiortsvben foreign and domestic products in Nigerisaraanged
in the order priority are: ‘Green Marketing drivAihnovative drive’, ‘Ability scales’, ‘Attitude masurements’
and ‘Personality scales’. The general market peréorce for the products under review is high, fargigpducts
show higher market performance domestic productiseérgeneral market. It shows that at least 6 bavery 10
products sold in Nigerian markets are foreign potsluThis result reveals a scenario that Nigeriaitiser a
consumption economy or the consumers’ taste foeidar products is high. The study recommends that
marketers trading on domestic products must pantitin to consumers’ ‘Green Marketing drive’, ‘livative
drive’ and ‘Ability scales in order to boast thensamptions of domestic products in Nigeria. It also
recommends a combination of ‘responsive’ and ‘ptiwat market-oriented strategies to diversify madrke
opportunities portfolio in Nigerian markets. Funtmere, future research is necessary to tell aparptoduction
and consumption strengths of the Nigerian econdmyeed, lack of availability of domestic productsuld
predicate consumers’ high demand for foreign prégjucot withstanding the high prices and governalent
restrictions (embargo).
Keywords: foreign/domestic products, factors, consumers,imdiecisions, market, performance

1. Introduction

Amongst the challenges faced by consumers in dpirgjocountries like Nigeria, is the conflicting
choice between foreign products and domestic prsdite desire and consumptions of foreign prodircts
Nigerian market is on the increase, despite govemah policy to encourage consumptions of domestic
products.

A major challenge in developing economy is the ttgument of successful domestic enterprises that
provides its people with needed products and tlurdributes significantly in economic developmenttioé
country. Nigeria having a geographical importantéfrica has the potential of growth and developméme
unexplored natural resource, diversified culturd trade routes with other African countries, AmayiEurope,
and Asian countries, that gives her an edge ta éd®er countries’ market with its products, buaidty they say
begins at home; therefore, domestic products malsed and patronised in domestic market.

Government through monetary and fiscal policiessttio dissuade consumption of foreign products in
Nigeria. These efforts make foreign goods moreeasgjve than domestic ones. It is also on the riudg t
domestic products have had an improvement on thltyjef goods that meets consumers’ needs in theatry.
The drive was given a boast with the influxes okfgn direct investments in the core productiortarecf the
Nigerian economy. With these developments, one dvtnalve thought that the consumers’ desire for dorei
goods should be on the decrease. However, the sesms remains on change. For instance, the cotisunad
foreign rice and textile products still remain highNigerian markets, despite the improvement ithlsantities
and qualities of domestic rice and textile products

This scenario agitates the existence of factorkienting the consumers’ choice of foreign and
domestic products in Nigerian markets. The trerdsysa research perspective that consumers mightHae
these factors contribute significantly towards nesdisfaction. The perceived factors predicatingelst
decisions between the two products types, as vettiérom available literature are, personality ssahttitude
measurements, ability scales and innovative drimery others. There exists also different marketration

209



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) g
Vol5, No.25, 2013 STE

such as proactive and responsive market oriengtiBristing document seems silent on the type aketa
orientation adopted by marketers of the two prodymes.

To the best of the author’'s knowledge, the avadlatdcumentations has not adequately discriminated
empirically the influence of these predicators lo@ tonsumption of the two products types in Nigerizarket.
Against this backdrop, this study investigatesrievance of these factors in explaining the basseemingly
unending taste and desire for foreign goods by fdgeconsumers.

2. Literature Review

This study reviews related literature to provide theoretical fulcrum for its justification. Market
research is vital in presenting the voice of cusimmo companies drive towards providing produlcts meet
the yearning needs of consumers. Abideen and Sal@éiil) argue that a successful product combines
customer’s need and technical capabilities. Withbig understanding domestic companies may notstetids
the offerings from their foreign counterparts. Narand Slater (1990) observe that organisatioesdtudy their
customer needs and then launch a new product ir @odcreate long-term relationships with theirtoosers
and to maximise the profitability. Market orientatiimproves company’s innovativeness, new productess,
and market performance (Abideen and Saleem, 2@idijilarly, from the words of Abdullah (2011), stgtc
issues like customer perception on the companytketiag mix analysis, demand analysis, competit@lysis
and market situation analysis among others nebd tmalysed adequately.

This points to the fact that, domestic companiegdastiff competition with their foreign counterfsar
in the sense that, they are found wanting in markse¢arch. Indeed, market research enables theatiespto
target customers’ needs and knowing how to satigfythem. To improve the overall performance of the
business it is necessary for the organisationsotwstantly improve its proficiency in learning mabout its
target customers’ needs and desires (Abideen ale@r8a2011). Again, foreign products marketing igeian
market is easier, because they meet customer etjpest in terms of quality and availability. Chiqué2002)
points out the fact that a correlation exists betweustomer expectations, sale services, prodadityjumnarket
shares, and sales growth. Narver, Slater, and Mablan (2004) also found that a relationship existsveen
new product success and market orientation by tigasg several variables such as ‘innovation r@eagon’,
‘proactive and responsive market orientation’, rearturbulence and ‘technological turbulence’. Thedg
further argues that, the success of ‘proactive etadtientation’ on new-product marketing is higlvenen
compares to ‘responsive market orientation’. Themesf domestic products marketers should study aloghta
proactive market orientation to compete favourafily foreign products marketing in Nigerian markets

At this juncture, a distinction between responsivel proactive market orientation has to be drawn.
According to Narver et al (2004), responsive marnkeéntation is a business process in which custeme
expressed needs are fulfilled. It helps companitisutate the needs of the current customers togedts risk
and cost (Atuahene-Gima, Slater and Olson, 200Bide®en and Saleem (2011) see it as a businesoemént
in which customers has the complete knowledge eir theed and expect marketer to provide them in the
product(s) and service(s) offerings. On the hanakvir et al (2004) define proactive market orieatats a
business process which primarily satisfying custanaeeds and wants through observation of custemer
behaviour of which the customer(s) is unaware rdeoto discover new market opportunities. The coation
of these marketing strategies helps diversify theestment portfolio of companies. In this wise, Bow(1997)
opines that today’s business environment is rapatignging therefore managers must keep in touch wit
customers and should take actions to satisfy cusmtsnmeeds effectively. Proactive market orientatopens
new horizons for the successful marketing of newdpct(s) by focusing on latent needs of the custeme
(Abideen and Saleem, 2011).

In most Nigerian markets, consumers are willingp&y a higher price only if they are assured about
product reliability. Adding to this truism, Huangiu and Murthy (2006) argue that products with &tabrice
and warranty period easily assured consumers giroduct reliability. Morgan, Kaleka and Katsike29@4)
measure product competency in terms of higher mtoduality, packaging, design and style. Majeedl(30
opines that firms having margin in cost competemgdgtive to their rivals as low built-up, low maagfure cost,
low cost of goods sold and low prices have beeatiped relatively better performance.

Green marketing otherwise known as environmenhdiigis an emerging concept worthy of note in
discussing marketing of the substitute productNigeria. Nowadays, marketers are constantly trymfind the
best ways to reach the customers with their emguaktkage. According to Bukhari (2011), consumers ar
becoming more demanding and paying more attentiothé¢ brands and the image of the brand. The dveral
intent of green marketing is borne out of the pngstion that products are environmentally safe (Rekdnd
Wahid, 2011). Green marketing concept incorporatheoad range of activities, including product nficdtion,
changes to the production process and packagingekss promotional drives (Bukhari, 2011). Indegreen
marketing has become a subject of discuss androlsaad companies are constantly trying to find hiest
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ways to reach the customers with their green pack@gane, 2005; Friedman, 2007; Grant, 2008 anch&itk
2011). Furthermore, Rahbar and Wahid (2011) enadiyi point the relationship between green markgtind
consumer's actual purchase behaviour and arguectissdmer's trust in eco-label and eco-brand. Thdys
maintained that consumers’ perception of eco-brahdw positive and significant impact on their attua
purchase behaviour.

Closely related to environment friendly or greenrke#ing is the challenges of changes, of which
marketers and consumers are oblivious. Denning5R@ntifies changes as among the existing facidish
force the organisation to think about implementihg new idea that is necessary for survival anddueve
competitive edge. Of course, marketers faced marnwranment challenges of which changes is the most
paramount. According to Parish, Cadwallader andcB$§8008), managing a significant change succdgsiul
now a necessity for every organisation. Indeed, ketars can either enter or exit market place bheeit
accepting or rejecting an obvious change. Peltet{i2006) add that organisations that show proadiehaviour
towards changes gain a remarkable advantage eelttiits competitors. Igbal (2011) while aptly evgging
(Crandall, 2006) sees organisational change asatitir of organisation’s environment, structure/tue,
technology and people. Moreso, Edgelow (2010) ataeby working on changes, organisation modifiesr
operations in order to operate more successfulty ampetently. Change is now a global challengeefa@ry
organisation due to modifications in technology awbnomic developments that enforces organisations
change (Igbal, 2011). Denning (2005) add that chamgthe organisation are necessary with the passfatime
through which organisations can gain edge in theketar at least can survive in the rapidly chaggimarket.

3. Methodology

This study adopted a cross-sectional researchrlésiged on comparative analysis, using primary data
to investigate the objectives and testing of thuesthypothesis. A well-structured questionnaire wssd as an
instrument to collect the data. The data used Hig@ &nalysis were collected for a period of oner yeam
December 2011 to November 2012.

A survey was carried out across the six (6) getipalizones in Nigeria. Thus, the study takes the
entire consumers in Nigerian markets as the urévgrspulation). It specifically studied marketets/érs in six
(6) cities; one each from the six geopolitical zoime Nigeria. The cities include Maiduguri, Kaduhakoja,
Oweri, Benin and Ibadan; with help of five (5) rasgh assistants. Each of the 5 assistants anditheracovers
a city. Factor analysis scales was used to exath@eerceived predicators of consumers’ buying siecs
between the two product types, such as persors#hes, attitude measurements, ability scalesngregketing
and innovative drives as well as market orientation

Two separate markets comprise of super / departhestores and open markets were carefully
delineated to include all manners of marketers aogers in the analysis. Two (2) sets of structured
questionnaire were administered in each segmetiteofarget population. In this manner, sixty (66pies of
‘set A’ questionnaire and one hundred and twen®p)Xopies of ‘set B’ questionnaire were administeto the
two sets of the reporters respectively in the sathpities; using multi-stage sampling techniqués Bhings the
sampled respondents to one hundred and eighty (h8&l). Owing to this survey design, relevant dekre
elicited and analysed using simple percentagestitaj Bar Chart and Logistic Regression Model. Tdwults
were computed with the help of SPSS version 16vso#.

4. Data Presentations

Respondents comprise of marketers and consuméhe ofvo product types (i.e. foreign and domestic)
in the sampled market in the 6 selected citiesevasked to willingly respond to a range of questimative to
the subject matter. Table 1 presents the frequdistsibution of the 180 copies of questionnairaineed valid
for this analysis. This number comprises of 60 raeks and 120 consumers of both foreign and domesti
products.

A cross-tabulation statistics was used to predsmtrésponses on Domestic/Foreign products market
ratio. The result is presented in Table 2 in respdio research objective 1 which states thatd“the market
ratio of domestic and foreign products in Nigérigigure 1 gives a pictorial representation of tasult in Table
2 to buttress the analysis. The answer to the skoegearch objective; which states thatxémine the market
orientation used for marketing foreign and domeptimducts in Nigeridis presented in Table 3.

The dependent variable was computed into catedowsasiable to enable us classify market
performance as either low or high. This repres@mas presented in Table 4 as an answer to resednjective
3; which states that:ekamine the general performance of domestic/forpigalucts in the Nigerian markéts
The research objective 4 stated dasd‘ the factors predicating consumers’ buying dexi between domestic
and foreign products in Nigerian marketlas hypothesisednd analysed with Logistic Regression model. The
results are shown in Table 4, 5 and 6. The reanltisdiscussions are explained in the subsequetibrsec
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Table 1: Frequency Distribution of returned questiaire

Observed Frequency Percentage
Foreign Marketers 30 16.7%
Domestic Marketers 30 16.7%
Consumers 120 66.6%
Total 180 100%

Source: field Data, 2012

Table 2: Domestic/Foreign Products Market ratio

Cumulative
Frequency| Percent | Valid Percent Percent
Valid Domestic 46 27.7 38.3 38.3
Foreign 74 44.6 61.7 100.0
Total 120 72.3 100.0
Missing System 46 27.7
Total 166 100.0

Source: Computed from Field Data, 2012

Figure 1: A graph showing Domestic/Foreign Products Market ratio
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Source: Computed from Field Data. 2!
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Table 3: Market Orientation Employed

Cumulative
Frequency [Percent [|Valid Percent [Percent
Valid Responsive |19 11.4 31.7 31.7
Proactive 41 24.7 68.3 100.0
Total 60 36.1 100.0
Missing System 106 63.9
Total 166 100.0

Source: Computed from Field Data, 2012

Table 4: Regression Classification of Market Pemiance

Predicted
Market Performance Percentage
Observed Low High Correct
Step 0 Market Performance Low 72 0 100.0
High 48 0 .0
Overall Percentage 60.0
a. Constant is included in the model.
b. The cut value is .500
Source: Computed from Field Data, 2012
Table 5: Regression Statistics
B S.E. Wald Df Sig. Exp(B)
Step 0 Constant |-.405 .186 4,735 1 .030 .667

Source: Computed from Field Data, 2012

Table 6: Variables in the Equation

Regression Variables Score Df Sig.
Step 0 Green Marketing 34.579 1 .000
Personality scales .693 1 .405
Attitude measurements 4.010 1 .045
Ability scales 14.203 1 .000
Innovative Drive 16.740 1 .000
Overall Statistics 79.873 5 .000

Source: Computed from Field Data, 2012

5. Results and Discussions
Presented in table 1 is the frequency distributibb80 respondents comprises of 60 marketers a@d 12

consumers. The marketer reporters were delineated3D each for foreign and domestic products narke
Table 2 shows the percentage representation ofeaneatkio of foreign and domestic products been etaikin
Nigerian markets. It reveals that 61.7% productsketed were foreign products. That is, in everypt@ducts
been marketed in Nigerian markets, at least 6 @e&ign products. This result is further picturedigure 1 to
enable us visualised the market scenario. Indéésljg not a good development for a country purguwiision
20-20-20 developmental goals. The vision meansbts 20 economy comes year 2020'.
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Similarly, Table 3 presents the result of discriateés between responsive and proactive market
orientation employed by marketers in Nigeria. lbwh that 68.3% of the reporters employed proactieeket
orientation in marketing their products. The ovienadrket performance is as high as 60% (see Tabléhs
means if more marketers adopted proactive markeived strategy the overall market performance loan
improved upon; or better still, a combination of ttwo strategies in order to diversify the markgpartunities
portfolio in Nigerian markets.

The Logistic Regression statistics in Table 5 shaw®dd ratio value 6.667represented in a column
labelled Exp(B)and the test significant statistics .30 This shows existence of positive impacts of the
predicators on market performance (dependent JajiaBurtherance to the above, the regressionsstati
shows that 5 predicators (variables) were fit itite logistic regression model (Table 6). Of theiakles, the
‘Green Marketing drive’, ‘Innovative drive’ and ‘Ality scales’ show higher impacts on the markef@@nance
having regression value of 34.579, 16.740 and B4.Béspectively. The other two variables ‘Attitude
measurements’ and ‘Personality scales’; regresseti0d0 and 0.693 respectively show positive, lowtelr
impacts on the market performance. All variablethmequation show that the test are statisticadjyificant.
Since, the regression tests are statistically ogmit at P < 0.05 (95% confidence level), we rejine null
Hypothesis (i) which stated that:The 5 factors has negative impact on consumershbuyecisions between
foreign and domestic products in Nigerian MarkeThis finding is relatively consistent with previoatudies of
Igbal (2011), Abideen and Saleem (2011), Majeed {20Abdullah (2011) and Chiquan (2002).

6. Conclusions and Recommendations

Given the relationships between market performamzethe predicators of customers’ buying decision
of foreign and domestic products in Nigeria, thedgtconcludes as follow: The major predicatorsamfsumers’
buying decisions between foreign and domestic ptsdim Nigeria, as arranged in the order prioriy: aGreen
Marketing drive’, ‘Innovative drive’, ‘Ability scas’, ‘Attitude measurements’ and ‘Personality ssald@he
general market performance for the products underew is high. However, domestic products show low
market performance in the general market whilseifpr products show high market performance. Totpet
figure straight, this study shows that at leastu6 af every 10 products sold in Nigerian markets reign
products. This result reveals a scenario that Nigsreither a consumption economy or the consunasis for
foreign products is high.

The study recommends that marketers trading on diieneroducts must pay attention to consumers’
‘Green Marketing drive’, ‘Innovative drive’ and ‘Ality scales in order to boast the consumptionsl@hestic
products in Nigeria. Green marketing deals withdoieis’ environmental friendliness, innovation deaish
changes or products modification relative voguejlsthability scales deals with consumers’ incomesl a
products’ prices. It also recommends a combinadionesponsive’ and ‘proactive’ market-orientedaségies to
diversify market opportunities portfolio in Nigeniamarkets. Furthermore, future research is necggsatell
apart the production and consumption strengthsigéfan economy. Indeed, lack of availability ofnaiestic
products could predicate consumers’ high demandfdogign products, not withstanding high prices and
governmental restrictions (embargo).
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