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ABSTRACT
It was reveal that all the respondents agreed that Nigeria practice democracy and most of the respondents said they are not stable in business trade, believe rules of business changes as new government comes to power, believe that there is well-established legal environment both to enforce politics and rules as well as to change them, believer that Nigeria adopts civil law system Also most of the respondents believe that Nigeria intervene in trade for the above reasons that is political, economic, cultural and cultural reason. Also, large number of respondents believes that current political conditions have impact on importation/exportation. However, large number of the respondents believes that there is risk in Nigeria politics on import/export of goods and believe that Nigeria campaigns are motivated to import or export goods through legal politic. It is concluded that this research study “political-legal environment and marketing practices have really shown through the analysis of the finding that: Nigeria practice democracy, which are nit stable in business trade rules of business changes as new government comes to power in which there is well-established legal environment both to enforce and rules as well as to change them.


Keywords: Political Marketing , Democracy, Ilorin, Nigeria 






CHAPTER ONE
1.0 INTRODUCTION
This chapter is introduction chapter that includes general background of the study, statement of the problems, objective of the study, significant of the study, limitation and constraints of the study and the definition of introduction of terms.
1.1	BACKGROUND OF THE STUDY
Business has been considered an integral part of economic forces. Indeed, economic was one called political economy, and as such business could not be conducted devoid of political and legal forces. Although we tend to take political and legal forces for granted most of the time doing business domestically. They could become central issues in internal business and cannot be ignored. It is human nature that we tend to look at other countries political and legal systems as peculiar because they differ from ours. We might even make some value judgement that our own country’s political and legal system is always superior to other countries and that they should change their system to our ways. This ethnocentrism, however, hinders our proper understanding of and sensitivity differences in the system that might have major business implementations.
Every state has unique regulations that guide licensing requirements, incorporation procedures and labour issues. For example, Delta has flexible legal process and tax rules that make it one of the favourite states for incorporating businesses. The amendment of existing laws and enactment of new ones also transform the legal environment. For instance, the health care and insurance industries continue to be significantly affected by the enactment of the health care from law under President Joe Biden
By the very nature of their jobs, international marketers cannot afford to be ethnocentric as they interact with a multitude of political and legal systems, including their own at home.
Marketers should be aware that the economic interests of their companies could widely from those of the countries in which they do business and sometimes even from those of their own home countries. There are various international agreements, treaties and laws already in place for them to abide by.
Furthermore, there is an increased level of visible district of multinational. Firms around the worlds calling for creating codes of conducts for them firms that operate internationally must make into count the political legal aspects as their strategies must undergo charges accordingly. Campaign must also equip resources towards anticipating forthcoming political changes and in turn asses the political risk that may influence forcing activities (De Mortgages&Hillman, 2008, ye et al 2011).
Today, companies encounter a number of changes anddetermination that directly influence performance and internsurvival. These businesses are expected to adopt strategy in the manner that enables them to adopt and grow. In this regard, Phillip Kotter& Kevil Keller (2012) shed lights on the importance of taking count the aspects and changes in the business environment on one hand and examining  the models of responding to such changes on the other, these considerations, adds Kotler, hold a huge impact on continuity and progress (Kotter and keller, 2012).
Marketing is increasing becoming inseparable aspects of politics since both marketing and politics have the identical vitamin goal of attracting, holding and sustaining customers (Voter & Consumers) to their specific product or brand. The infiltration of polices by business therefore, has attracted increasing attention of political commentators in recent years.
In this regard, this study grants a detailed focus on the impact of political legal factors on Jordanian exports in an attempt to land at a theoretical structure that functions as a reference to Jordanian managers in exporting firms.
1.2	STATEMENT OF THE PROBLEMS OF THE STUDY
[bookmark: _GoBack]	The political climate in a country or region, political officials in a country, and political officials in charge of trade agreements directly affect the legislation (or lack thereof). Within industries, elected appointed or officials of influential industry associations also set the tone for the regulatory environment that guides operations in a particular industry. When one discusses political-legal environment the term political is automatically entwined. The law makers do enact laws that directly or indirectly affect the market environment negatively in Nigeria, such as ban of imported goods, high tax levied on imported goods and so on. These and more problems are what this research study is intended to look into.
	The legal forces are critical for successful operations in your industry of specialization. Observe and track changes to state and federal regulations to avoid legal problems. It is equally important to understand dispute resolution and litigation procedures provided for by the federal and state laws, as this may affect your operations.
1.3	OBJECTIVES OF THE STUDY
	The objectives of this study are:
I. To find out why politicians and law makers in Nigeria enact laws tht ban importation of some goods in Nigeria.
II. To investigate effect of legal policy on Nigerian economy
III. To reveal how different political regime changes the marketing environment of Nigeria
IV. To discuss legal forces factors that hide successful marketing practices.
1.4	RESEARCH QUESTIONS
	The questions this research study intends to answer are as follows:
I. Why do lawmakers in Nigeria enact laws that ban importations of some goods in Nigeria?
II. What are effects of legal policy on Nigerian economy? 
III. How do political change marketing environment of Nigeria?
IV. What legal forces factors hinder successful marketing practices in Nigeria?
1.5	RESEARCH HYPOTHESIS
	The following hypothesis will be formulated in the course of the research study.
HYPOTHESIS I
HO: Current political condition does not have any impact on importation/ exportation
HI: Current political condition has impact on importation/ exportation
HYPOTHESIS II
HO: Political advertisement does not leave a great deal of influence on voters
H1: Political advertisement leaves a great deal of influence on voters.
1.6	SCOPE OF THE STUDY
	The scope of this research work focuses on the political legal force and market practices in Nigeria, with scope in terms of territorial, industrial and time scope as discussed below:
1.  The conceptual scope: the conceptual scope of this study is the political legal force and market practices.
2. The territorial scope: the territorial scope of this study is Nigeria, which practices federalism system of government.
3. The industrial scope: this refers to the industry that involved in the research and the industrial scope study is Nigeria (the senate house and house of representative).
4. Time scope: the time period exploited in the study covers the period of 2015 to 2017.




1.7	SIGNIFICANCE OF THE STUDY
	The significance of this study comes in four folds. These are:
i. THE MARKETER: This study is useful to the marketers who seek knowledge on how different political dispensation enacts legal forces that affect market environment of Nigeria and also helps marker to identify goods to be imported and tax that could be levied on such goods.
ii. THE CASE STUDY: The study will be useful to Nigeria political legal force regarding marketing environment on how it affect market situation of the country.
iii. THE SOCIETY: This study will help the society to know the factors that could make political legal environment affect market environment of Nigeria either positively or negatively.
iv. THE RESEARCHER: The research study will be of significance to the research in that it gives him that knowledge of political legal forces as it affects market practices of Nigeria. It also serves as a pre-requisite for the award of National Diploma (ND) IN MARKETING.
1.8	LIMITATION AND CONSTRAINTS OF THE STUDY
	In carrying out a research of this sensitive nature, one cannot afford to escapes some unexpected constraints which tend to hinder the gathering of accurate and up to date data. The major limitations are
FINANCE: Since the research involved reading of several text books, journal files magazines, newspaper, articles and other publication most of these are capital requirement which is not readily available. It required a lot of human and material effort which are money consuming.
ADMINISTRATIVE BOTTLENECKS: The problem of getting vital data can make the work a hell, as the researcher could not get some information from the internet as he needs to move around in sourcing for relevant data.
TIME: As a result of the short academic programme, the research had to countered with little fine available for data collection as well as lecture. The time for the due so the schedule of the academic calendar. 
	Though, despite all these constraints and limitations, the researcher was still able to come up with relevant information that could be useful for the successful accomplishments of the study.
1.9	DEFINITION OF TERM
	These are definition of terms and how they are used in research study. These include:
i. POLITICS: The activities of the government, members of law-making organizations, or people who try to influence the way a country is governed.
ii. MARKETING: The management process through which goods and services move from concept to the customer. It includes the coordination of four elements called the 4P’s of marketing.
iii. ENVIRONMENT: The social and cultural forces that shape the life of a person or a population.
iv. SOCIETY: An organized group of persons associated together for religious, benevolent, cultural, scientific, political, patriotic or other purposes.
v. PRODUCT: A set of variations of the same product platform that appeal to different market segments.
vi. ELECTION: An act or process of electing, the fact of being elected, predestination to eternal life election in a sentence.
vii. VOTERS: A person who votes or has the right to vote at an election.













CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
	This chapter discuss the literature review that includes conceptual review, theoretical review and empirical review 
2.1	CONCEPTUAL REVIW
2.1.1	MARKETING CONCEPT
	According to Oriavwote (2000), there are 5 different concepts of marketing, each of which varies in the function that they deal with. For example production concept deals with. For example deals with selling. Each of the concept was developed as per the need of the market. As the market changed, so did the concept of marketing. And today, we have an opportunity to look at all 5 concepts of marketing and what they represent.
1. Production 
2. Product concept
3. Selling concept
4. Marketing concept
5. Societal marketing concept.
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Source: Marketing communication strategy and voting behavior in Nigeria Local Government Elections (2000).
1. Production concept:Consumers prefer products that are widely available and inexpensive. The production concept is more operations oriented than any other concepts.
	It is the oldest concept under which the businessmen produce goods thinking customers are interest only in low priced, extensively and easily available good finishing and the manufacturers. They focus only on large scale production and try to make it available on large scale. They try to achieve high production efficiency and create wide distribution coverage. This concept can be adopted under the following situations.
a. When the supply of the product is less than the demand, you can sell more if you increase production; the main concern is to fill the demand by producing more.
b. . If the cost of the product is high and the increase in production will decrease the cost of goods, this concept can be adopted.
2. Product concept: consumers favour products that offer the most quality, performance, or innovative features. The product concept believes in the consumer and it says the consumers are more likely to be loyal if they have more options of the products or they get more benefits from the product of the company. They believe that consumers are willing to higher cost for the goods or services which are extra quality companies which concentrate on product concept is focused on product improvement. They constantly improve the product quality and features to satisfy and attract the customers. Too much focus on product may go off the track and fail.
3. Selling concepts: in selling concept, producers believe that the aggressive persuasion and selling is the essence of their business success. Consumers will buy products only if the company aggressively promotes or sells these products. Off course, in this era of marketing, we know that selling is not the only tactic to sell your product; you have to focus on marketing as well.
4. Marketing concept: under marketing concept the task of marketing begins with finding what the consumer want and produce a product which will meet the consumer requirement and provides maximum satisfaction the marketing concept believes in the pull strategy and says that you need to make your brand so strong that customers themselves prefer your brand over every other competitor. Companies which are successful and enjoy goodwill adopt marketing concept as their philosophy. They realized that satisfied customers are the best advertisers for their products. This concept is nowadays used worldwide.
5. Societal concept: this is the extension of marketing concept to cover the society in addition to the consumers. The business organization must take into account on the needs, want of target markets and delivery value better than competitors that preserves the consumers and society well-being.
	A company which adopts the society concept has to balance between the society interests, company profit and consumer satisfaction.
2.1.2  POLITICAL LANDSCAPE
Understand the current political scenario in Ilorin, including dominant political parties, key political figures, and major issues shaping the political discourse.
Analyze past election results and political trends to identify patterns and factors influencing voter behavior.
	Opeibe (2006), government affects almost every aspect of business life in a country. First, national polities affect business environments directly, through changes in policies, regulations and laws. The government in each country determines which industries will receive protection in the country and will face open competition. The government determines labour regulations and property laws. It determines fiscal and monetary policies which then affect investments and returns. We will summarize those policies and regulations that directly influence the international business environment in a country.
	Second, the political stability and mood in a country affect the actions a government will take actions that may have an important impact on the viability of doing business in the country. A political movement may change prevailing attitudes towards foreign corporations and result in new regulations an economic shift may influence the government’s willingness to endure the hardships of an austerity program we will discuss the strategic importance of understanding political risk in an international business context.
	Whenever marketing executives do business across national boundaries, they have to face the regulations and laws of both the home and host countries. A home country refers to a country in which the parent company is based and from which it operates. A host country is a country in which foreign companies are allowed to do business in accordance with its government policies and within its laws. Therefore, international marketing executives should be concerned about the host government’s policies and their possible changes in the future, as well as their home government’s political climate. Because companies do not operates in countries that have been hostile to their home country, many executives tend to take for granted the political environment of the host country in which they currently do business. Sweeping political upheavals, as the Cuban crisis in the 1960s , the Iranian revolution in the 1980s, the breakup of the soviet union in the late 1980s, the Persian gulf war in the 1990s, the Kosovo crisis in yugoslava2 in 1999 the suicide bombings in Indonesia during the last years, and more recently the u.s led war against Iraq have already made many business executives fully aware of dire political problems in some regions and many companies have since stayed away from those areas, despite the fact that those major political upheavals provide the largest single setting for an economic crisis faced by foreign companies, what most foreign companies are concern about on a daily basis should be much larger universe are of low key events that may not involve violence or a change in government regime but that do involve a fairly significant change in policy toward foreign companies.
	Third, in recent years, the end of apartheid in South African country, 4 similarly, Vietnam has begun to attract foreign direct investment to spur its domestic economic growth & shift toward a more market-based economy. 
	The U.S-China diplomatic relationship, which was re-establishment in the mid-1970s under the Nixon administration, illustrates the intertwined nature of home and host government policies. As a result, the Chinese government finally opened its economy to foreign direct investment mostly through joint ventures in the 1980s. the first pioneer foreign companies have stood to gain from the host government policies designed to protect the domestic producers they teamed up with in China. Thus, the United States Chrysler, Germany’s Volkswagen, and France’s Peugeot, with their respective Chinese partner companies, were such beneficiaries.
	However, the U.S-China relationship has since been anything but smooth. The United States, in particular, has been openly critical of China’s human right “Violation” since the Tiananmen Square massacre of 1989 and has tried to make its trade policy with China contingent upon measureable improvements in China’s human right policy Omoweh and Broom (2005).
	The situation is very promising, but still challenges lie ahead. The U.S government5 needs to do more to help China changes it legal and political system to meet the challenges of its accession to the WTO. The wrenching social changes including increased unemployment in large cities caused by the opening of China’s economy carry the risk of serious political instability. Besides, the current government and communist party leadership, which mixed with the polities of WTO implementation, could create systematic instability in China. If the United States the European Union, and Japan could provide assistance to China in restricting its financial and legal systems, and in developing a public health infrastructure and systems for improved environmental protection, the possibility could be adverted. Otherwise, foreign companies operating in, or contemplating entry into, China may experience undue uncertainties for the foreseeable future.
	International marketers must understand the fluid nature of the host country political climate in relation to the home country policies. Some countries are relatively stable overtime. Other countries experience different degrees of political volatility that make it difficult for international marketers to predict and plan ahead. Nonetheless, there are a few crucial political factor international executives should know that determine the nature of the host country’s political climate. Scammell (1995).
2.1.3	Demographic Analysis: Study the demographics of Ilorin, including population distribution, ethnic composition, religious affiliations, and socio-economic indicators.
Examine how demographic factors intersect with political preferences and voting patterns.
2.1.3 Media and Communication Channels: Investigate the role of media in shaping political narratives and disseminating campaign messages.  Analyze the usage of traditional media (TV, radio, newspapers) and new media (social media, online platforms) by political actors in Ilorin.
2.1.5 Campaign Strategies: Explore the political marketing strategies employed by parties and candidates during election campaigns.    Look into campaign messaging, branding, advertising techniques, and ground-level mobilization efforts.
2.1.6  Public Opinion and Perception:
Conduct surveys or interviews to gauge public opinion on democracy, political participation, and satisfaction with governance in Ilorin.
Assess how political marketing influences public perception and voter attitudes towards different political entities.
2.1.7 Ethical Considerations:Consider the ethical implications of political marketing strategies, especially concerning transparency, integrity, and fairness in elections.
Evaluate the impact of money politics, patronage networks, and clienteles on democratic processes in Ilorin.
2.1.8 Comparative Analysis:
Compare political marketing strategies and democratic practices in Ilorin with other regions in Nigeria or similar contexts globally.
Identify similarities, differences, and lessons that can be drawn from comparative analysis.
Policy Implications:
Draw implications for policy-makers, electoral authorities, civil society organizations, and other stakeholders based on research findings.
Recommend strategies to enhance democratic governance, transparency, and civic engagement in Ilorin and beyond.
Future Research Directions:	Highlight gaps in existing research and suggest areas for further investigation, such as the evolving role of technology in political communication or the impact of demographic shifts on electoral dynamics.
By following these steps, you can conduct comprehensive research on political marketing strategies and democracy in Ilorin, Nigeria, contributing valuable insights to the academic and policy discourse.

2.1.3	MARKETING PRACTICE
	According to Wikipedia, the marketing practice, also known has TMP, is a global, business-to-business marketing agency headquartered in Oxfordshire, and with offices in London, Munich and Seattle. The agency works with IT, technology and professional services companies including Microsoft, Hewlett Packard Enterprises, sales force, Capgeminiand Telefonica 02, and has a strong focus on driving commercial results from marketing.
	The B2B agency was founded by dive McNamara in 2002 from his front room in Ardington, Oxfordshire. Early clients included Fujitsu and Gain. McNamara was formerly marketing director at a large IT software company. He created the marketing practice after being unable to find one agency that offered a fully integrated B2B marketing solution.
	The marketing practice bases its commercial result focus on integrating all marketing disciplines in one place. This includes creative, content, planning, data, digital and inside sales. Previous achievements include generating EMEA sales of 284X marketing investment for Atos and improving the Microsoft Lumia business market share from 12% to 26%. The agency has also been recognized as being in the top three 100% revenue B2B agencies in the B2B agencies Benchmarking report.
	In 2008, the marketing practice moved to its current premises in the old East yard, East Hendred. In 2013, it acquired a creative studio and opened a third barn in 2016 to accommodate growing employee numbers. The agency established acquired a creative studio and opened a third barn in 2016 to accommodate growing employee number. The agency established its first non-UK office in 2016 in Munich, Germany and a North American office in Seattle, Washington, later the same year.
2.2	THEORETICAL REVIEW
2.2.1	THEOY OF MARKETING
SWOT ANALYSIS
	According to Scammell (1995), the theory, SWOT stands for:
S – Strengths
W – Weaknesses
O – Opportunity
T – Threats
	Many of you would have used a SWOT analysis in the past, but how many know who came up with the theory?
	Albert Humphrey was an American business & management consultant. During his work at the Stanford research institute (1960-1970), he produced a team method for planning which was named SOFT analysis; this has developed into what we now know as a SWOT analysis.
	The theory seems simple enough, you use, it to evaluate the strengths, weaknesses, opportunities and threats that is involved in a marketing or business project. You will specify the objective for the project and then identify the internal and external factors that will have a positive as well as negative impact on the objective. It is worth nothing that you should set the final objective after completing the SWOT analysis. The reason for this is to ensure that the objectives are achievable and not unrealistic given the current internal and exte3rnal environments. Each organization or business has to deal with both internal & external factors that affect them, users of the SWOT analysis can therefore use the 1st two sections (strengths and weaknesses) to help them identify all of the internal factors. The two sections (opportunity and threats) will be used to all of the external factors.
	When determining each of the sections it is really important that the right questions are asked A SWOT analysis that does not produce or help towards producing realistic and achievable goals is useless. Have a look at the “sample” questions that you could ask for each section. These are just a short selection and will differ from objective to objective and from organization to organization. The important point to take away is that away is that the right question will help to produce a really valuable SWOT analysis.
SWOT ANALAYSIS
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Strengths (Internal factor/positive influence)
· What are we best at?
· What intellectual property do we own that can help us with this objective?
· What specific skills does the current workforce have that can contribute to this objective?
· What financial resources do we have for reaching this objective?
· What connections and alliances do we have?
· What is our bargaining power with both suppliers and intermediaries?
Opportunities (External factor/positive influence)
· What changes in the external environment can we exploit?
· What weaknesses in our competitors can we use to our advantage?
· What new technology might become available for us?
· What new markets might be opening to us?
Weaknesses (Internal factor/Negative influence)
· What are we worst at dang?
· Is our intellectual property outdating?
· What training does our workforce lack?
· What is our financial positive?
· What connections and alliances should we have, but don’t?
Threat (External factor/Negative influence)
· What might our competitors be able to do to hurt us?
· What new legislation might damage our interest?
· What social changes might threaten us?
· How will the economic cycle affect us?
As mentioned before, the above list is not comprehensive, you can also turn a threat into an opportunity or something that is a weakness today might be turned into strength with some effort.
2.3	EMPIRICAL REVIEW
2.3.1	POLITICAL & MARKETING PRACTICE
	Getting acquainted with how politics and law affect business activities around the world is a critical concern of today’s successful global organizations. Especially in the past ten years, there have been substantial political changes around the world that have shaped business operations. New markets have opened, old ones have closed, and the level of uncertainty that exists presents many marketing challenges. Below are some of most important political and legal issues that are faced when doing business across borders.
	Stability of Government policies, although the preferred political, climate for a global firm is stable and friendly, organization may still profit and succeed in traditionally unfavourable conditions. The most important, idea is that the government is stable and the set of rules or codes of behaviour that affect business are predictable and adaptable. If the potential for profit exists and its permitted by government policies, a global firm can still function. There are 5main political causes of instability that affect the international markets:
· Some forms of government seem to be inherently unstable 
· Changes in ruling political parties
· Extreme nationalism
· Animosity targeted toward specific countries
· Trade disputes
Political Risks: Below is a brief list of the kinds ,of political risks a company faces when doing business internationally.
· Confiscation, expropriation and domestication.
· Economic risks associated with the political environment (exchange controls, local-content laws, import restrictions tax controls, price controls, labour problems)
· Political and social activist and Non-government organization
· Violence, Terrorism and War
· Cyber terrorism and Cybercrime
In order to understand how the political environment impacts your business, you must analysis how politically vulnerable your company is, unfortunately, there are no universal guidelines to do so, but understanding how much your business is affected by the political environment can identify threats to your firm. It also important to note that high priority products and industries in a country may have more favourable government restrictions.
To decrease how vulnerable your business is to political conditions, it is especially important for the marketers to forecast risk and engage in business ventures that may benefit them. Some example of these practices include forming joint-ventures, expanding your investment base, licensing your product/services, or political bargaining through lobbying. It is important to know the rules you must play by. There are four (4) major bases for legal system.
· Common law: found in the U.K, Canada and other countries under English influence
· Islamic law: derived from the Koran and found in Islamic states
· Commercial legal system: Found in Marxist-socialist economies and states like China, and the former Soviet Union.
· Civil or code law: Found in Germany, France, Japan and non-Islamic and non-Marxist countries.
There are three (3) different types of international legal disputes; those between governments, between a country and a government and between two companies. There is no absolute international law system, so there are many ways to handle conflict. The question most commonly asked in these instances are “Whose law governs?”
In order to resolve legal issues, there are three (3) general ways to determine jurisdictional.
· On the basis of jurisdictional clauses in contracts.
· On the basis of where a contract was entered into
· On the basis of where the provisions of the contract were performed.
Some laws that are essential to focus on that are involved with global marketing are: intellectual property rights laws, commercial laws within countries (such as marketing laws), environmental laws, foreign countries, antitrust laws, and cyber laws.
Government policies and laws vary from country to country and doing business abroad means that government may have a greater level of involvement than what you are used to in domestic business. Overall, the primary marketing objective is to develop a plan that will be enhanced or at least not negatively affected by the political & legal environment.

2.3.2	POLITICAL & SOCIAL PRESSURE
	Foreign companies also have to consider social factors as part of the political environment of host countries. The political environment in every country is regularly changing. New social pressure can force government to make new laws or to enforce old policies differently. Policies that supported international investment may change toward isolationism or nationalism. In order to adequately prepare for international business or investment, the environment in each target country should be analysed to determine its level of economic and political risk and opportunity.
	Governments respond to pressure from various forces in a country, including the public at large, lobbyists for businesses, the church, non-governmental organization (NGOs), and sometimes the personal interests of the members of the government. In order to assess the political stability of a country, it is critical to evaluate the importance of major forces on the government of the country. Many developing countries have undertaken significant liberalization programs during the 1980s and 1990s.
	Although regularly promoted by the international fund (IMF) the success of these programs during recent years must be attributed to a larger social acceptance of the potential benefits of necessary austerity measures. For example, one study has shown that the IMF’s structural Adjustment programs helped improve the economic efficiency of both domestic and foreign companies operating in Nigeria in the 1980s. the benefits of liberalization extend beyond the borders of the countries involved consider the liberalization in Mexico, where the privatization of the state telephone company (Telmex) led to large investment by south western Bell. Similarly, private companies are moving rapidly to finance other large public projects.
	Feelings of national interest can act as deterrent to international business. For example, Carrefour, the world’s No 2 retailer from France, faced Aboycott in China in April 2008 because of pro-Tibet protests in Paris and president Sarkozy’s threat to shun Olympic ceremonies. Angry Chinese crowds gathered outside Chinese outlets of Carrefour to protest France’s effort to use the Beijing Olympic to pressure China on human right and Tibet. Although Carrefour in reality did not have any involvement in politics regarding the related issues, it still suffered largely from it and faced the huge social pressure from Chinese people. Another striking example involves Dell computer.
2.3.3	POLITICAL AND PRODUCT
	Political factors and business are sharply interlinked and mutually influenced by each other. Rationally, the firm’s strategic decisions is contingent on the market consistency, in as much the political force is a vital element. By enhancing political awareness, the firm will be more equipped to encounter risks related to the market investment thereby increasing the firm’s commitment, i.e the size of investment.
	It is argued that political legal environment is a combination of interrelated elements that influence internal commerce as a whole counting exports. For instance the general states of politics in the domestic and foreign countries holds a major impact on the exporting performance likewise are similar issues political stability, political ideology, laws, governmental regulations including interference in economy or a specific industry.
	Rationally political volatile, public attitude against the exporting country or against the product and the politicization of trade unions exert a fair measure of pressure on the exporting performance that must be taken into count by decision makers.
	Political involvement refers to the governmental intercession in the development and implementation of public policy.
2.3.4	POLITICAL AND PROMOTION
	The marketing environment is everything your company must take into consideration when developing and presenting a new product. The elements of marketing environment include, but are not limited to the changing preferences of customers, your competition, the legal political and regulatory environment, your own resources and budget, current trends and the overall economy. All these elements affect your marketing decisions or at least they should, because all of them influence your prospects, but promotion can help increase the sales and demand for such a product. The areas in political legal environment affects promotion are:
1. Taste and Trends: To be successful a marketing plan should focus on consumer preferences and current market trends. For example, many large retailers have decided to adapt to consumers’ increasing enthusiasm for social media by establishing corporate Twitter account and opening online storefronts in Facebook. Consumers no longer need to visit a retailer’s main website to buy some platforms allow them to make the purchase without ever leaving Facebook companies that fail to make major trends into account may find their sales lagging behond competitors.
2. Budget and Economy: Your budget plainly has a role, in your marketing decision. It dictates how much advertising you buy and where you can afford to place it. The overall economy also has a massive influence on your marketing decisions. If you are marketing in a down economy, your consumers won’t be willing to pay a premium for your product, and your advertising should probably point out the the product saves your customers money, costs less than your competitor’s product, or lasts a long time and is therefore a good value. In a strong economy, your strategy probably will change, you will be able to charge more, and your message may stress the pleasure or convenience your product offers your customers.
3. Competitors: Prudent marketing decision must factors in competitors, how many you have and how good they are at what they do will affect your marketing plans. It, for example, your competitors are to offer their product for a much lower price than yours, your marketing strategy must stress the fact that your product is of a higher quality, that your warranty is better, or that your product lasts longer. If you have few or local competitors, you are free to expand into new markets. You may choose to broadcast your advertisement on a Spanish language television station for instance.
4. Legal and Political: Changes in the political and legal environment can restrict or even end certain marketing activities. The tobacco industry is a case in point. The U.S government first mandated Cigarette harmful health effect grew, it battled the tobacco industry and more vigorously. These battles culminated in the passage of a 2009 law that gave the federal government the authority to regulate tobacco, which also includes its marketing and labelling. Before offering a product, you should consider whether it is a candidate for legal or regulatory trouble.
2.3.5	POLITICAL AND DISTRIBUTION
	How a country operates can have a dramatic impact on the development within a country. The government enforced policies and administrative norms known as political factors can influence economic development, which is the process that increases standard of living by moving away from traditional farming cultures to industrialized societies. In general, political factors influence economic development by supporting or disrupting the process of development.
THE ROLE OF POLITICAL FACTORS IN DISTRIBUTION 
	Political factors that tend to have an important impact on economic development include:
· Regime type
· Political stability or Instability
· Policy management 
· Corruption
· Trade laws
1. Regime type: This is the form of government within a country. This includes whether a country is democratic, authoritarian, communist or other. The regime types influence the policies that affect personal and public economic development. For example, in a democratic nation, people are able to obtain small business loans and start their own company. The business is able to expand exponentially and pay employees different rates depending on the work they are doing. However, in a communist nation, there are strict regulations such as paying all staff equally, which can impact how businesses operate & prevent growth that would increase economic development.
2. Political Stability or Instability: This refers to the reliability and durability of a government’s structures. The more stable a political system is, the less risk a business operating in that country face. Nations where there is a high risk of terrorism or internal conflicts are less stable. This makes opening and operating a business expensive and risky in the region. When a country goes to war, this decreases business and it can harm the quality of the currency exchange rate, or the amount the country money is worth when compared to that of other nations. Thus, less stable systems are less likely to see and increases in economic development, because they are easy to operate in.
3. Political management: This refers to how well the government monitors and enforces national and international policies or laws. Countries where copyright and piracy laws means that a company may not make money and in turn, this increases the risk of operating in the region. For example, a company that wants to sell music may change their mind because this won’t be profitable. Everyone will illegally download the music for free.
4. Level of corruption: This identifies the level of dishonest, ethical and illegal practices that are imposed on people and businesses operating in a region. Corruption can include bribing politicians, bribing local, companies for materials, or paying to prevent competitors from entering the government. Imagine that a company that a company pays the government to keep a competitor out. This prevents competitors from entering the marketing.
	Trade laws are the local and international policies that impact the importation or exportation of goods. Trade laws are a political factors because government and politicians develop the policies regarding trade. Trade includes tariffs, or fees and taxes imposed on certain imports and exports. Some trade deals between countries can reduce trade tariffs. However, this often occurs between two developed nations and undeveloped or developing economies face high taxes that can prevent them from participating in international trade.
2.3.6	POLITICAL AND PRICE
	According to Emma (2014), representation of manager at the chartered institute of purchasing and supply told cast UK that “he who is reliant on your trend forecasters, but also need really good relationships with your suppliers so that if we do have some inclement weather that is really unexpected you can ramp up your supply quite quickly an d vice versa.”
part of the battle is first understanding how external factors can affect procurement and prices. The factors that affect prices in political legal environment are:
1. The Financial Environment: The financial environment which includes economic performance as a major effect on how buyers conduct their procurement operations. One of the main challenges, the financial environment poses to businesses is currency fluctuation. Buy at the right time and return on investment can be huge, invest at the wrong time and you may see yourself losing money.
2. Political Change: A change in government, policy or international politics can massively influence who buyers do business with and how. At a domestic level, changes in government and policy can see regulatory reform and changes in business support package and representation. This impact upon how companies structure supply chains, how they comply with employments, tax, health and safety, ethics and quality control regulations, and how they grow. Internationally, cessation of relations with supplier nations can massively affect trade dynamics while the opening up of a country to the free market can creates new opportunity and challenges. Similarly, changes in government or policy in foreign country, regions and territories create compliance, financial & supplier management challenges for businesses, not to mention supply chain disruption in instances of political collapse, disjoint or revolt. Procurements departments need to keep abreast of political events globally and act swiftly in order to minimize risk and make the most of opportunities.
3. Technological advances: The technological landscape is constantly changing and customers have come to expect businesses to operate faster, be more connected and offered them the latest advances because of it. Organization need to keep unto of changes in the technological environment and all these affect their business. From the products and services offered, to the way buyers collaborate with suppliers, technology as a massive impact on procurement.
4. Socio-Cultural change: It is claimed that the businesses that ignore socio-cultural external factors will do so at their peril procurement departments needs to understand how social and cultural factors affect customer’s behaviours and expectations.
5. Environmental Fluctuations: The environment is one of the great challenges for supply chains, whether its resource scarcity or natural disasters, procurement departments are at the mercy of the environment.


CHAPTER THREE
                          RESEARCH METHODOLOGY
3.0	INTRODUCTION
	This chapter discusses the research methodology employed to collect the primary data. Research design is covered in the first part of this chapter followed by population of the study, sample frame, sampling techniques, sample size determination, method of data collection, types of data collected, source of data collection and finally, method of data presentation and analysis.

3.1	RESEARCH DESIGN
	A research design is the step by step guide of the research procedure. The design adopted for the study is exploratory survey design; the exploratory survey design permits the use of a well-structured research instrument for obtain primary data that was used for this study. The design follows accordingly
3.2	POPULATION
	A population is any complete group of entities that share some common set characteristics. The population of the selected businesses in Ilorin from Jan – July 2018.
3.3	SAMPLE TECHNIQUE
	The study adopted random sampling technique. All members of the population were represented equally
3.4	SAMPLE SIZE DETERMINATION
	The sample size refers to the number of elements from the universe or population that was selected to form part of the study. The statistical formula adopted is:
N=  Z2 o-2
	D2
	Where N= sample size
		Z= the research population
		O= standard donation
		D- Tolerance limit or allowable error
3.5	METHOD OF DATA COLLECTION
	There are various sources of data which could be categorised into two main sources namely: the primary data and secondary data. The methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structures Interview and self administered structured questionnaire which avoided manipulation and increase the quality of research. A total of 15 questions were used for the survey questionnaire. The secondary data came from relevant literatures reviewed.
3.6	THE RESEARCH INSTRUMENT
	The survey instrument was adopted for this study. A well structured questionnaire and interview were used to measures of dependent & independent variables.
3.7	VALIDITY OF RESEARCH INSTRIMENT
	Both the content and face validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contribution as well as the approval of the supervisor. In addition the research variables were validated using factor analysis.
3.8	METHOD OF DATA PRESENTATION AND ANALYSIS
	Method of analysis involved description and inferential statistics. The description statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other descriptive items such as mean and standard deviations. The inferential analysis was done using simple regression statistical tools.
	These tools were selected because it has functionalities that accommodate the variable of interest   

 

CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	INTRODUCTION
This chapter deals with data presentation and analysis. In presenting data collected in this research study will be percentage through frequency table.
4.1 	BRIEF HISTORY OF MARKETING PRACTICES
The study of the history of marketing, as a discipline, is meaningful because it helps to define the baselines upon which change can be recognised and understand how the discipline evolves in response to those changes. The practice of marketing has been known for millennia, but the term “marketing” used to describe commercial activities buying and selling products or services came into popular use in the late nineteenth century. The study of the history of marketing as an academic field emerged in the early twentieth century.
Marketers tend to distinguish between the history of marketing practice and the history of marketing thought:
a. The history of marketing practice refers to an investigation into the way
That marketing has been practiced and how those practices have evolved over time as they respond to changing socio-economic conditions.
b. The history of marketing thought refers to an examination of the ways that marketing has been studied and taught.
Although the history of marketing thought and the history of marketing practice are distinct fields of study, they intersect at different junctures. Marketing practitioners engage in innovative practices that capture the attention of marketing scholars who codify and disseminate such practices. At the same time, marketing academics often develop new research methods or theories that are subsequently adopted by practitioners. Thus developments in marketing theory inform marketing practice and vice versa. The history of marketing will remain incomplete if one disassociates academia from practitioners.
The publication, in 1960, of Robert Kelth’s article, “The Marketing Revolution”, was a pioneering work in the study of the history of marketing practice. And, in 1976, the publication of Robert Bartel’s Book. The history of marketing thought marked a turning point in the understanding of how marketing theory evolved since it first emerged as a separate discipline around the turn of last century.
4.2	DATA PRESENTATION 
Table 1: Distribution of Respondent according to Sex
	ALTERNATIVE
	NO. OF RESPONDENT
	PERCENTAGE (%)

	Male
	23
	76.7%

	Female
	7
	23.3%

	Total
	30
	100%


Source:- Field Survey 2025.  
      Table above shows that 23 (76.7%) of the respondents were male and 7 (23.3%) of the respondents were female. This implies that there were more male major marketers in challenge market, ILORIN than the female marketers.
Table 2: Distribution of Respondent according to Age
	AGE
	NO. OF RESPONDENT
	PERCENTAGE (%)

	18-21years
	-
	-

	21-30years
	1
	3.3%

	31-40years
	19
	63.4%

	41years and above
	10
	33.3%

	Total
	30
	100%


Source: - Field Survey 2025.              
	Table above shows that 1 (3.3%) of the respondents were between the ages of 21-30years, 19 (63.4%) of the respondents were between the ages of 31-40years, while the 10 (33.3%) of the respondents were between 41years above.
Table 3: Distribution of Respondent according to marital status
	MARITAL STATUS
	NO. OF RESPONDENT
	PERCENTAGE (%)

	Single
	3
	10%

	Married
	27
	90%

	Divorced
	-
	-

	Total
	30
	100%


Source: - Field Survey 2025.              
	Table above shows that 3 (10%) of the respondents were single, 27 (90%) of the respondents were married.
Table 4: Distribution of Respondent according to education qualification
	EDUCATION QUALIFICATION
	NO. OF RESPONDENT
	PERCENTAGE (%)

	SSCE
	-
	-

	ND/NCE
	5
	16.7%

	BSC/HND
	25
	83.3%

	MBS
	-
	-

	OTHERS
	-
	-

	Total
	30
	100%


Source:- Field Survey 2025.       
	The above table shows that 5 (16.7%) of the respondent were ND/NCE holders, and 25 (83.3%) were the graduate of HND/BSC



Table5: Distribution of Respondent on types of political system Nigeria practice 
	RESPONSE
	NO. OF RESPONDENT
	PERCENTAGE (%)

	Anarchism 
	-
	-

	Total tarlanism 
	-
	-

	Democracy
	30
	30

	Total
	30
	100%


Source: - Field Survey 2025.           
	The table shows that respondents agreed that Nigeria practice democracy. 
Table 6: Distribution of Respondent on whether Nigeria government is stable in business trade
	RESPONSE
	NO. OF RESPONDENT
	PERCENTAGE (%)

	Yes
	6
	20%

	No
	24
	80%

	Total
	30
	100%


Source: - Field Survey 2025.           
Table shows that 6 (20%) of the respondents believe Nigerian government is stable in business trade, while 24 (80%) of the respondents said they are not stable in business trade?
Table 7: Distribution of Respondent on whether rules of business changes as new government comes to power
	RESPONSE
	NO. OF RESPONDENT
	PERCENTAGE (%)

	Yes
	28
	93.3%

	No
	2
	6.7%

	Total
	30
	100%


Source: - Field Survey 2025.           
The table above shows that 28 (93.3% of the respondent believe rules of business changes as new government comes to power, while 2 (6.7%) said it did not changes as new government come to power.
Table 8: Distribution of Respondent on whether well-established legal environment both to enforce politics and rules as well as to change the rules of business changes as new government comes to power.
	RESPONSE
	NO. OF RESPONDENT
	PERCENTAGE (%)

	Yes
	28
	93.3%

	No
	2
	6.7%

	Total
	30
	100%


Source: - Field Survey 2025.           
Table above shows that 28 (93.3%) of the respondent believe that there is well-established legal environment both to enforce politics and rules as well as to change them, while 2 (6.7%) said there is not

Table 9: Distribution of Respondent on how transparent is governmentpolitical, legal and economic decision-making process
	RESPONSE
	NO. OF RESPONDENT
	PERCENTAGE (%)

	Very transparent
	1
	3.3%

	Partially transparent 
	1
	3.3%

	Not transparent
	28
	93.4%

	Total
	30
	100%


Source: - Field Survey 2025.           
Table above shows that 1 (3.3% of their respondents believe that government is very transparent, 1 (3.3%) of their respondents believe that government is partially transparent, while 28 (93.4%) of the respondent believe that government is not transparent at all.
Table 10: Distribution of Respondent on the type of system Nigeria adopts.
	RESPONSE
	NO. OF RESPONDENT
	PERCENTAGE (%)

	Civil law
	28
	93.4%

	Common law
	1
	3.3%

	Religious law
	1
	3.3%

	Total
	30
	100%


Source: - Field Survey 2025.           
Table above shows that, 28 (93.4%) of the respondents believe that Nigeria adopts civil law system, 1 (3.3%) of the respondents believe that Nigeria adopts common law system, while 1 (3.3%) of the respondents believe that Nigeria adopts religious law system. 
Table 11: Distribution of Respondent on why Nigeria intervenes in trade.
	RESPONSE
	NO. OF RESPONDENT
	PERCENTAGE (%)

	Political reason
	1
	3.3%

	Economic reason
	1
	3.3%

	Cultural reason
	-
	-

	All of the above
	28
	93.4%

	Total
	30
	100%


Source: - Field Survey 2025.     
Table above shows that, 1 (3.3%) of the respondents believe that Nigeria intervene in trade for political reason, 1 (3.3%) of the respondents believe Nigeria intervene in trade for economic reason, and 28 (93.4%) of the respondents believe that Nigeria intervene in trade for all the above reasons, that is political, economic, cultural and cultural reasons.
Table 12: Distribution of Respondent on whether the current political conditions have impact on importation / exportation.
	RESPONSE
	NO. OF RESPONDENT
	PERCENTAGE (%)

	Yes
	26
	86.7%

	No
	4
	13.3%

	Total
	30
	100%


Source: - Field Survey 2025.    
	Table above shows that, 26 (86.7%) of the respondents believe the current political conditions have impact on importation / exportation, while 4 (13.3%) of the respondents believe that it does not affect it.
Table 13: Distribution of Respondent on whether there is risk from Nigeria policies on import / export.
	RESPONSE
	NO. OF RESPONDENT
	PERCENTAGE (%)

	Yes
	26
	86.7%

	No
	4
	13.3%

	Total
	30
	100%


Source: - Field Survey 2025.    
	Table above shows that, 26 (86.7%) of the respondents believe there is risk in Nigeria policies on import / export of goods, while 4 (13.3%) of the respondents believe that there is no risk in it.
Table 13: Distribution of Respondent on whether there Nigeria companies are motivated to import / export goods through legal policies.
	RESPONSE
	NO. OF RESPONDENT
	PERCENTAGE (%)

	Yes
	12
	40%

	No
	18
	60%

	Total
	30
	100%


Source: - Field Survey 2025.   
	Table shows that 12 (40%) of the respondent believe that Nigeria companies are motivated to import or export goods through legal polices, while 18 (60%) of the respondent believe that Nigerian companies are motivated to import or export goods through legal polices.
4.3	TEXT OF HYPOTHESIS
	It must be noted that hypothesis is the bedrock of this research work under this section the following hypothesis are formatted and would be tested to validate of resting the hypothesis 
Ho: - respondents the null hypothesis
Hi: - respondents alternative hypothesis
	The use of chi-square (xo) text which is used here to text the hypothesis cannot beyond these two ways: 
Ho: -current political condition does not have any impact on imputation/exportation 
Hi:- current political condition has impact on importation/exportation.
For the purpose, the questionnaire S11 and 16 is to be used for the hypothesis.
	Option
	O
	E
	o-e
	(o-e)2
	(o-e)2/e

	Yes
	26
	15
	11
	121
	8.07

	No
	4
	15
	-11
	121
	8.07

	Total
	30
	30
	-20
	208
	16.14


Source: - Field Survey 2025.   
	To validate reject the hypothesis with the use of chi-square that consist:
xo = (o-e)2
e
x2=chi-square
£ = summation
Ó = observation
e = exported frequency
	Thus, the expected frequency (e is growth dividing by the total number of observation frequency by no of rows.
	In estimating the frequency of advert and consumer purchases, liner regression technique was used. The result indicates that there is a positive relationship between current political condition and importation/exportation which is indicated by the beta value which is 16.14, the association is however significant as indicated by the price value, 001. There is a positive relationship between frequency of current political condition and importation exportation which is indicated by the beta value which is 16.14, the association is however, significant as indicated by the price-value 005. Determinant of critical value of expected value of freedom (df) is given by (r-1) (0-1) level of significant = 5% (0.05, where r = row, c, =Colum).
	However, the model summary suggests 16.8% variation in frequency of adverts and customer repurchase could be explained by the independent variables. That is the selected variables can only influence a 16.8% change in dependent variable a table test the null hypothesis determine if it is statistical significant, the result from the mode is statistically (sig = 001) and hence the null hypothesis should be regarded.
	Reject the null hypothesis (Ho) and accept the alternative hypothesis (H1) therefore, current political condition greatly has impact on importation/exportation of goods in Nigeria market.
4.4	DISCUSSION OF FINDINGS
	From the discussion of findings above, it was covered that 23 (76.7%) of the respondent were male and 7 (23.3%) of the respondent were female. Allshows that 1 (3.3%) of the respondent were between the ages of 21-30 years, 19 (63.4%) of the respondent were between the ages of 31-40 years, while the 10 (33.3%) of the respondent were between 41 years and above.
	However, 3 (10%) of the respondents were single, and 27 (90%) of the respondents were married and 5 (16.7%) of the respondents were ND/NCE holders and 25 (83.3%) were the gradual of HND/BSC.
	It was revealed that the entire 30 (100%) respondent agree that Nigeria practice democracy and 6 (20%) of the respondents believe Nigerian governments is stable in business trade. It also shows that 28 (93.3%) of the respondents behave rules of business changes as new government comes ti power, while 2 (6.7%) said it did not changes as new government come to power.
	In addition, it was shown that 28 (9303%) of the respondents believe that there is well-established legal environment both to enforce policies and rules as well as to challenge them, while 2 (6.7%) said there is not.
	Additionally, 1 (3.3%) of the respondents believe that government is partially transparent, while 28 (93.4%) of the respondents believe that government is not transparent at all. 28 (93.4%) of the respondents believe that Nigeria adopts civil law system, 1 (3.3%) of the respondents believe that Nigeria adopt common law system, while 1 (3.3%) of the respondents believe that Nigeria adopts religious law system.
	A table also shows that 1 (3.3%) of the respondents believe Nigeria intervene in trade fir political reason. 1 (3.3%) of the respondents believe that Nigeria intervene in trade for economic reason, and 28 (93.4%) of the respondent believe that Nigeria intervene in trade for all the above reasons, that is political, economic, cultural and cultural reasons.
	Another information revealed that 26 (86.7%) of the respondents believe that the current political conditions have impact on importation/exportation, while 4 (13.3%) of the respondents believe that it does not affect it. However, it was also shown that 26 (86.7%) of the respondents believe that is risk in Nigeria politics on importation/exportation of goods, while 4 (13.3%) of the respondents believe that there is no risk in Nigeria politics on import/export of goods.
	Lastly, it was shown that 12 (40%) of the respondents believe that Nigerian campaigns are motivated to import/export goods through legal politics, while 18 (60%) of the respondents believe that Nigeria campaigns are motivated to import or export of goods through legal politics.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.0	INTRODUCTION
5.1	SUMMSRY OF FINDINGS
	Political marketing in Nigeria during the 2023 general election would likely involve a combination of traditional and digital strategies tailored to the unique socio-political landscape of the country. Here's a breakdown of how political marketing might have been approached during that time:
1. Understanding the Electorate: Political parties would have invested heavily in research to understand the concerns, aspirations, and demographics of the Nigerian electorate. This includes understanding regional differences, ethnic diversity, and socio-economic factors that influence voting behavior.
2. Messaging and Branding: Each political party and candidate would have crafted a distinct message and brand identity to appeal to their target audience. This might include slogans, symbols, and narratives that resonate with voters. Messaging would likely focus on issues such as corruption, security, infrastructure, healthcare, and unemployment, which are perennial concerns in Nigerian politics.
3. Traditional Media Campaigns: Television, radio, and print media remain influential in Nigeria, especially in reaching voters in rural areas with limited internet access. Political parties would have run advertisements, interviews, and talk shows to promote their candidates and agendas. Debates between candidates would also be a crucial aspect of the campaign, allowing voters to compare and contrast different platforms.
4. Digital Marketing: With the increasing penetration of smartphones and internet connectivity, digital marketing would have played a significant role in reaching Nigerian voters, particularly urban youth. Social media platforms like Facebook, Twitter, and WhatsApp would be used for targeted advertising, grassroots organizing, and mobilizing supporters. However, the spread of misinformation and fake news on these platforms would also pose challenges for political campaigns.
5. Grassroots Mobilization: Given Nigeria's large population and diverse communities, effective grassroots mobilization would have been essential for political success. Parties would have organized rallies, town hall meetings, door-to-door campaigns, and community events to engage directly with voters and build support at the local level.
6. Celebrity Endorsements: Nigerian politicians often seek endorsements from popular celebrities, musicians, and Nollywood stars to boost their appeal among specific demographic groups. These endorsements can help candidates reach a broader audience and lend credibility to their campaigns.
7. Ethnic and Religious Appeals: Nigeria's diverse population is divided along ethnic and religious lines, and political marketing often involves crafting messages that resonate with different identity groups. Candidates would have tailored their campaigns to appeal to specific ethnic and religious communities while also striving to project a message of national unity.
8. Polling and Data Analysis: Throughout the campaign, political parties would have conducted internal polling and data analysis to track voter sentiment, identify swing demographics, and adjust their strategies accordingly. This data-driven approach helps parties allocate resources effectively and target their outreach efforts where they are most needed.
Overall, political marketing in Nigeria's 2023 general election would have been a dynamic and multifaceted process, blending traditional campaign tactics with innovative digital strategies to engage voters and win support.
You
elaborate 
ChatGPT
ChatGPT
Certainly! Let's delve deeper into each aspect of political marketing in Nigeria's 2023 general election:
1. Understanding the Electorate:
· Comprehensive research would have been conducted to grasp the nuances of Nigerian voters, considering factors such as geographical location, cultural background, socio-economic status, and religious affiliation.
· This research would involve analyzing past election data, conducting opinion polls, focus groups, and surveys to gauge public opinion and identify key issues that resonate with voters.
2. Messaging and Branding:
· Political parties and candidates would have developed clear and compelling messages tailored to address the concerns and priorities of different segments of the population.
· Branding efforts would include creating logos, slogans, and campaign materials that effectively communicate the party's vision and values to voters.
3. Traditional Media Campaigns:
· Television, radio, and newspapers remain primary sources of information for many Nigerians, especially in rural areas.
· Political parties would have invested in advertising slots on popular TV and radio channels, as well as placing ads in newspapers and magazines.
· Candidates would also participate in televised debates and interviews to showcase their policies and engage directly with voters.
4. Digital Marketing:
· With the rise of internet penetration and social media usage in Nigeria, digital marketing would have played a significant role in reaching urban and youth demographics.
· Political parties would have utilized social media platforms such as Facebook, Twitter, Instagram, and WhatsApp for targeted advertising, content distribution, and engagement with voters.
· Data analytics would have been employed to track the effectiveness of digital campaigns and adjust strategies in real-time based on audience feedback.
5. Grassroots Mobilization:
· Given Nigeria's large population and geographical diversity, grassroots organizing would have been crucial for political campaigns.
· Parties would have deployed field organizers to communities across the country to rally support, recruit volunteers, and distribute campaign materials.
· Local events, rallies, and door-to-door canvassing would have been organized to directly engage with voters and build personal connections.
6. Celebrity Endorsements:
· Political candidates would seek endorsements from popular celebrities, musicians, and influencers to enhance their visibility and appeal.
· These endorsements serve to mobilize fans and followers of the celebrity, leveraging their influence to sway public opinion and generate media attention.
7. Ethnic and Religious Appeals:
· Nigeria's diverse population is segmented along ethnic and religious lines, and political campaigns often tailor their messaging to resonate with different identity groups.
· Candidates would emphasize their ties to specific ethnic or religious communities, highlighting shared values and addressing community-specific concerns while also promoting a message of national unity.
8. Polling and Data Analysis:
· Throughout the campaign, political parties would continuously collect and analyze data to monitor voter sentiment and identify trends.
· Polling, focus groups, and data analytics would inform strategic decision-making, helping parties allocate resources effectively and target their efforts where they are most likely to yield electoral gains.
By integrating these strategies effectively, political actors in Nigeria would have sought to build broad-based coalitions of support, mobilize voters, and ultimately secure victory in the 2023 general election.
Top of Form
Bottom of Form
It was revealed from the analysis that majority of the respondents were male, who were mostly between the ages of 31-40 years and were married and were the graduate of HND/BSC.
	It was reveal that all the respondents agreed that Nigeria practice democracy and most of the respondents said they are not stable in business trade, believe rules of business changes as new government comes to power, believe that there is well-established legal environment both to enforce politics and rules as well as to change them, believer that Nigeria adopts civil law system
	Also most of the respondents believe that Nigeria intervene in trade for the above reasons that is political, economic, cultural and cultural reason. Also, large number of respondents believes that current political conditions have impact on importation/exportation.
	However, large number of the respondents believes that there is risk in Nigeria politics on import/export of goods and believe that Nigeria campaigns are motivated to import or export goods through legal politic.
5.2	CONCLUSION	
	It is concluded that this research study “political-legal environment and marketing practices have really shown through the analysis of the finding that:
i. Nigeria practice democracy, which are nit stable in business trade rules of business changes as new government comes to power in which there is well-established legal environment both to enforce and rules as well as to change them.
ii. Nigerian government is not transparent at all in the civil law system they adopted
iii. Nigeria government intervenes in trade for political economies, cultural and cultural reasons which have made current political conditions have impact on importation/exportation.
iv. There is risk in Nigeria politics on import/export of goods and believe that Nigeria campaigns are not motivated to import or export goods through legal politics
5.3  RECOMMENDATION. 
	It is recommended after through findings that:
i. Nigeria policy makers should be enacting laws that will favourably create an environment suitable for investors to create jobs in Nigeria.
ii. Law makers should be considerable enough to encourage importation / exportation of goods and services.
iii. Nigeria companies should be motivated to import /export goods through legal policies.
iv. There should be continuity in practice democracies, which are not stable in business trade and rules of business changes as new government comes to power in which there is well-established legal environment both to enforce policies and rules as well as to challenge them.
v. Nigeria government is not transparent at all in the civil law system they adopted.
vi. Nigeria government intervenes in trade for political, economic, cultural and cultural reasons, which has made the current political conditions have impact on importation / exportation.
vii. There is risk in Nigeria policies on import / export of goods and believe that Nigerian companies are not motivated to import or export goods through legal policies.
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