A STUDY ON THE CHALLENGES AND OPPORTUNITIES OF MARKETING LOCALLY DEVELOPED COMPUTER SOFTWARE IN NIGERIA
ABSTRACT

The study examines the challenges and prospects of marketing Nigerian made computer softwares. Posed with the problem of inferiority complex usually associated with Nigerian made goods, various foreign products have edge over indigenous products. Objectives for the study were to critically examine attitude of people towards Nigerian made computer softwares and various ways in which the marketability of Nigerian made softwares can be enhanced. Concerning methodology, fifty (50) computer science students and lecturers were used for the study. Findings from the study revealed that most students face challenges when convincing organizations to use their indigenously developed softwares. The government should create the enabling environment to enable Nigerian computer scientist to strive in the heat of competition from foreign softwares. Quality of computer softwares should be ensured in terms of security, graphics and user friendliness. 

CHAPTER ONE

INTRODUCTION

1.1 Background to the Study

Made-in-Nigeria software is a term used to describe software that was developed inside the borders of Nigeria by Nigerian individuals. Due to the fact that Nigeria is a developing nation in the third world, it is very important for the country to build its own software. This will provide her a platform for global competitiveness and promote the development, prosperity, and stability in every area of her economy.

In the year 1988, the government that was in power in Nigeria made a bold move in the direction of promoting the use and patronage of services or goods that were produced in Nigeria. This action was taken in an effort to boost the economy. The purpose of this is to push and, if at all possible, assist in putting into action the Decree for company promotion at home. This decree was issued for a variety of reasons, including but not limited to the following: to increase the number of employment available, to promote more local profit retention, and to lessen the economic influence of imported goods. Between the year 1960, when Nigeria gained its independence, and the present day, the country's economy has been through a great deal of upheaval. Along with this, the country's politics and society have also undergone significant shifts, which has led to the failure of many businesses, both large and small. This was mostly the result of poor engagement and administration on the side of the government, as well as of a lack of vision or foresight, as well as of lax leadership toward indigenous businesses. Both the underemployment of natural resources and the underutilization of labour have contributed to the overall collapse of the economy. This situation has a great deal of repercussions, many of which may have an effect on how a nation is seen on the international market and can hinder the flow of foreign cash. These irregularities can lead to a shortage of products and, in some instances, could encourage the circulation of fake products as a result of a decrease in the income of consumers, shortages caused by fluctuations in household income, a poor reputation of indigenous goods, a lack of zeal for advertising, a poor orientation on marketing, and a general discontentment for products made in Nigeria (Aire,pp.46-62, 1973:Kalegha et al 1983,p.5). On the other hand, the process of democratization of the system, in conjunction with the government's efforts to raise awareness about the importance of self-reliance, which will result in enhanced sustainable growth, has increased the hope that Nigerians will eventually develop the habit of opting for our indigenous brands, also known as made in Nigeria goods. This is because the government's efforts to raise awareness about the importance of self-reliance will result in enhanced sustainable growth.
1.2 Statement of the Problem

Research shows that Nigerians have a preference for foreign goods more than they do for products made in Nigeria (Aire, 1973,pp.46-62; Kolegha et al,p.7 1983). This study was embarked upon to review the acceptability software that came out from the Nigerian market.

This study will further seek to:

-Ascertain the consuming habits of many Nigerians towards locally manufactured software.

 -Evaluate the major variations that exists between past and current research works on the behavior of consumers towards made-in-Nigerian products.

 - Ascertain what motivates Nigerian consumers towards the patronage of home  produced softwares.

1.3 Objectives of the Study

The main objective of this study is to examine the challenges of marketing made in Nigeria software .The study also has the following specific objectives:

 To examine the overall attitude of Nigerians towards made in Nigeria Softwares.

To find out significant differences between the current and past studies on attitude of Nigerians towards made in Nigeria computer products.

To critically examine the challenges of marketing made in Nigeria softwares.

To appraise factors that motivate users to prefer foreign computer softwares to Nigerian made softwares.

To recommend ways of promoting Nigerian made computer softwares.

1.4 Research Questions

The following questions will be addressed in the course of this study:

What attitude do Nigerians have towards made in Nigeria computer softwares?

What current strides have been recorded in research in computer science?  

What is marketing and how do Nigerian manufacturers market their Software? 

 What are the challenges confronting manufacturers of made in

Nigeria software?

      5. What are the strategies that can be adopted to address these challenges?

1.5 Research Hypothesis

The following hypotheses has been developed and would be tested in the

Course of this study:

Ho: Marketing of Made in Nigerian software does not have any significant challenge

Hi: Marketing of Made in Nigerian software has very significant challenges

1.6 Significance of the Study

The significance of this research study was drawn from the aforementioned objectives, research questions, and hypotheses such that when tested, they could assist in the following forms: 

Once the challenges of marketing Nigerian made softwares is understood by the management and line-managers of multinationals and indigenous companies operating in Nigeria, they will be able to adopt the findings and recommendations for effective marketing planning, implementation and control of their operations.

The operators would learn and acquire for adoption, better and more viable types of organizational structure and strategies that will support their operational activities and strategies. With these structures and strategies in place Nigerian populace will be better served with more of 

the software products in every part of the country.

Academics would be able to use the gaps identified for criticisms, and propound further concepts and theories in the areas of marketing Nigerian made products.

Marketing consultants and researchers would be opportune to understand the challenges facing the marketing of Nigerian made softwares, and possibly carry out further studies on it.

1.7 Scope/limitations of study

This work is an attempt to research into the problems and prospects of marketing made in Nigeria products with particular reference to computer softwares.

Internal and External factors impair marketing local products. This study is however, limited to marketing mix elements, product, price, promotion and place. The study focuses on Nigerian made softwares with the hope that the result of this work can be generalized to other locally manufactured products.

1.8 Definition of Terms

Marketing: A social and managerial process by which individuals and Groups obtain what they need and want through creating and exchanging products and value with others.

Perception: The way in which motivated individuals perceive a given situation that determines how precisely they will behave.

Value: Consumer’s estimate of the products overall capacity to satisfy his/her needs.

Market: Consists of all the potential customers sharing a particular need or want who might be willing and able o engage in exchange to satisfy that need of want.

Software: is any set of machine-readable instructions that directs a computer's processor to perform specific operations.

CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction 
The researcher in this chapter gives an insight to the challenges of marketing made in Nigerian software. This chapter will also review the software niche in Nigeria while looking into the following:  Concept of marketing, definition of perception and how it relates to the attitudes of Nigerian towards made in Nigeria goods, An overview of made in Nigeria software, The importance of marketing made in Nigerian software to drive economic development, The challenges in marketing made in Nigeria goods, The strategies for marketing made in Nigerian goods. The contributions of other researchers on the above-mentioned issues will form the bases of the theoretical framework for the study.  

2.2 Concept of Marketing 

 Many definitions exist with differing emphasis on the process of marketing, the functional activities that constitute marketing and the orientation and philosophy people hold of it. According to the Chartered Institute of Marketing (1986), defines ‘Marketing is the management process of identifying, anticipating and satisfying customer requirements for profitably”.  In 1985, the American Marketing Association (AMA) also came up with a slightly different definition of marketing though with a similar concept which described “Marketing as the process of planning, and executing the conception of pricing, promotion and distribution of ideas, goods and services to create exchanges that satisfy individual and organizational objectives”. 

McDonald (1998) defines marketing as “a management process whereby the resources of the whole organization are utilized to satisfy the needs of selected customer groups in order to achieve the objectives of both parties.  Marketing, then, is first and foremost an attitude of mind rather than a series of functional activities”. Drucker (1973) puts forward a definition of marketing orientation “marketing is so basic that it cannot be considered a separate function on a par with others such as manufacturing or personnel.  It is first a central dimension of the entire business.  It is the whole business seen from the point of view of its final result, that is, from the customer’s point of view” Doyle (1987), therefore emphasis on the significant shift, which arose since Drucker wrote this and places much importance to the competitive position in a changing world.  Thus, the marketing concept is that managerial orientation which recognizes that success primarily depends upon identifying changing customer wants and developing products and services which match these better than those of competitors”. 

 Wilson (2001) points out the essential requirements of marketing to include: 

i. The identification of consumers’ needs, 

ii. The definition of target market segments, 

iii. The creation of a differential advantage within target segments by which a district competitive position relative to other companies can be established from which profit flows”.

 The way in which a differential advantage might be achieved and sustained is via the manipulation of the elements of the marketing mix.  The mix has traditionally been seen to consist of the ‘four Ps’ of marketing: 

-Product,

- Price, 

-Promotion 

- Place.  

Increasingly, however, but particularly in the service sector, it is being recognized that these four Ps are rather too limited in terms of providing a frame work both for thinking about marketing and for planning marketing strategy.  It is because of this that a far greater emphasis is now being given to the idea of an expanded mix, which has three additional elements: People, Physical evidence, and Process management. Dalrymple and Parsons (2000) however defined marketing as the process of planning and executing the conception, pricing, promotion, and distribution of ideas, goods, and services to create exchanges that satisfy individual and organizational objectives. This process operates within an environment bounded by the resources of the firm, the laws of the land and the social conscience of the community. In most cases, marketing attempts to generate profits from the sales of goods and services created to fill customers’ needs. Kotler (2003) define marketing as a societal process by which individuals and groups obtain what they need and want through creating, offering and freely exchanging products and services of value with others. 

The aim of marketing according to Kotler is to know and understand the customer so well that the products and services fits him and sells itself.

2.3 Definition of Perceptions, Beliefs and Attitudes 

A saying goes; a motivated person is ready to act. How the motivated person actually acts is influenced by his or her perception of the situation.  According to Berelson and Steiner (1964) perception is the process by which an individual selects, organizes and interprets information inputs to create a meaningful picture of products or services. Perceptions depend not only on the physical stimuli but also on the stimuli’s relation to the surrounding field and on conditions within the individual.  People can emerge with different perceptions of the same object because of three perceptual processes: selective attention, selective distortion and selective retention.  As a result, people may not necessarily see or hear the important message that marketers want to send.  

 A belief is a descriptive thought that a person holds about something of course, the management of a manufacturing organization is very interested in the beliefs that people carry in their heads about their operations, products and services Tybout et al (2001).  These beliefs make up product and brand images, and people act on their images. If some beliefs are wrong and inhibit purchase, the manufacturer/management will want to launch a campaign to correct these beliefs. Just as important as beliefs are, an attitude “is a person’s enduring favourable or unfavourable evaluations, emotional feelings and actions tendencies toward some object or idea” (Krech et al 1996).  People have attitudes towards almost everything; religion, politics, clothes, music, food and so on.  Attitudes put them into a frame of mind of liking or disliking an object, moving toward or away from it.  Attitudes lead people to believe in a fairly consistent way toward similar objects.  People do not have to interpret and react to every object in a fresh way.  Attitudes economize on energy and thought.  For this reason, attitudes are very difficult to change.  A person’s attitudes settle into a consistent pattern and to change a single attitude may require major adjustments in other attitudes. The above concepts have been defined in the light of their application to the perceptions and attitudes of Nigerian towards goods manufactured in Nigeria. 

Most consumers in Nigeria have a negative perception about the quality of made in Nigeria goods hence their attitudes towards the marketing of these goods does not in any way encourage manufacturers. The manufacturing sector in collaboration with the government has had to embark on series of sensitization 

2.4 An Overview of Made in Nigeria software niche
Made in Nigeria software are manufactured in Nigeria by Nigerian firms for the consumption of Nigerians. The inputs for these products or services of are sourced from Nigeria most of which are derived from natural endowments intellectual activities (Olayiwola 2005).  
Activities to reorient Nigerians about the need to patronize made in Nigerian goods have become a concern to developers. A number of challenges have emanated in this process in the area of marketing thus affecting the gross domestic product of the nation and the growth of the industrial sector as a whole.  
Software is at the heart of the global knowledge economy. The increasing adoption of ICT enabled tools and technologies further enhance the value of software. Software presents Nigeria with an opportunity to take high up position in the global ICT value chain. The value chain consists of the creators, distributors, resellers and consumers. To make sense of the ICT revolution, forward-thinking countries ensure that they carve out a niche in the high value, creative portions of the value chain. Nigeria is Africa's busiest ICT market because of the trading, importing and consumption in ICT. But these alone are not strengths in the new economy. Software opportunities can unleash the potentials of the Nigerian nation. With its large, youthful, educated and enterprising populace, software provides Nigeria with a unique opportunity. 
  
  

In the knowledge economy you get ahead by exploiting identified niche markets such as Software. With the growth in e-business and the pervasive influence of the Internet software/web development is a booming market. The market for software is far bigger than that of the hardware in Nigeria and globally. In recognition of the importance of software, Nigerian government in conjunction with Nigerian software practitioners developed the Nigerian Software Development Initiative (NSDI). The Nigeria Software Development Initiative (NSDI) is a presidential initiative on the development of the Nigerian software industry which is born out of the realization that the nation has abundant intellectual capital whose genius and creativity in software development could help jump-start Nigeria's participation in the booming global software industry". 

In Nigeria, the National Council on Industry in 2006 reveals that micro, small and medium-scale enterprises (SMES) account for most of total industrial employment, production and value- added. The SMES represent therefore a vital component in the manufacture and production of made in Nigeria goods. It is the locally manufactured goods that generate the industrial wealth of the nation and hold the key to real economic development and wealth creation of the nation. The SMES therefore truly represent the vital component of Nigeria’s industrial system. In this context, the same holds true for the economies of most nations.

2.5 The Importance of Marketing Made in Nigeria software to the Economic Development of Nigeria 

The production and marketing of made in Nigeria goods and services have over the years played very significant roles in the economics development of the nation. It has remained as a variable avenue for developing domestic linkages for rapid and sustainable industrial development. The nation had placed a greater reliance on the organized private sector to spearhead industrialization programmes. Today, made in Nigeria softwares have form an important part of the ICT business and has contributed significantly to the development and IT growth of the nation.  The marketing of these softwares have become a source for internally generated revenues in form of tax, poverty alleviation, employment opportunities, and job creation and more. Software is required for the effective use of ICT - in PCs, handhelds, mobile phones, the Internet, GSM, wireless telephony, network devices, telecom equipment, etc. Nigeria's local software industry needs to grow and be involved to make the required impact. In Nigeria, System software - operating systems, network software, development tools - is 100% imported, same story for packaged applications (word processing and spreadsheets). This isn't too unusual - in other countries, most System software and packaged applications in use are those manufactured by global industry leaders, e.g. Oracle, Microsoft, etc for reasons of support, manufacturer's Research & Development (R&D) investment and compatibility (Okongwu, 2001).

The marketing of made in Nigeria softwares have also contributed to the strategy financial base by enhancing revenue generation and also facilitating its sustenance. Aside opening up the nation’s Information Technology landscape for investors and investment activities, it has helped to reduce rural – urban rift and also ensure equitable distribution of wealth within the states of the nation. Technologically, Nigerian manufacturers have made giant strides, as the orientation and focus of the people have change more people are becoming aware of the importance of technology, skills are been enhanced while product quality and standard have also improved.  Marketing made in Nigeria goods have also facilitated improvements in the economic and social between the State government and the organized private, sector, there by promoting industrial peace and harmony.  

The most obvious opportunities for the local software industry therefore are the specialized application development markets - producing software for accounting, legal, banking, financial services, personnel, payroll, information management, games, etc.  There are several local software providers doing well but as a whole the software industry needs to move faster than it is doing at present. To move Nigerian into its right place in the value chain, the challenges faced by the local software industry must be addressed. A large proportion of Nigeria's software business is in the hands of firms based outside Nigeria. Local developers are losing out to ignorance and foreign software providers. Most Nigerian businesses, especially the small businesses, don't invest in specialized software, for them the packaged / office applications are as far as it goes. Awareness is low about the benefits of software. And for most of the large corporate organizations that invest in niche software, foreign software is regarded as the better option. 

The strength of the ICT industry comes from the internals. How can software be seen as a viable career option in the absence of thriving local software businesses? A strong local software industry will in addition save foreign exchange - money spent on foreign software goes to foreign organizations, money spent on local software stays within the Nigerian economy. It will provide career and business opportunities for the youth locally and globally in - outsourcing, application and web development.  Nigeria can take a cue from India, a country that has benefited tremendously from Business Process Outsourcing (BPO) and software outsourcing from Nigeria have found their way into the export markets in Africa and Europe as well as Asia (O’neil, 2002) 
 The marketing of made in Nigeria softwares have also contributed to the gross domestic product and earnings in the country. It has facilitated a favourable balance of trade between Nigeria and other countries in the world that have trading ties with Nigeria.  Thus, industrialization has significantly brought about economic development through the development of new technology for the development of competing intellectual products for consumption by the citizens. 

Industrialization brings about economic development as it provides more goods through higher productivity and generates employment directly or indirectly through its backward and forward linkages with other sectors. Such sectors that have externalities are often considered front-runners in employment generation and improvement in balance of payment, and infuse greater efficiency into the economy.   

2.6 Challenges in Marketing Made in Nigeria softwares

There are hurdles that confront software developers in Nigeria. Because of the opportunities offered by software, Nigerian developers are trying to buy a space to become a global player in the creative high value end of ICT by trying to make the software industry a national priority. As one of the NSDI objectives states, there is a need to "To accelerate the process of creating an enabling environment for the sustainable growth of the software industry". With software as Some of these odds are within the immediate control of the marketers while 
some have to be addressed by way of policy action either of stake holders in the country. Some of these are examined below: - 

i. Unsupportive Environment
Tax incentives are not provided for local software developers. And just like the made-in-Nigeria PCs, government agencies do not patronize and give preference to locally developed software. Furthermore, the development of Software technology parks should be encouraged are not encouraged. There are no ICT Parks that would provide developers with constant power supply, security, subsidized office space, IT infrastructure, software education and other incentives.  Early software education for children with up-to-date curricula is particularly not given her rightful place important. 

Opportunities and strategies in open source are not explored for possible cost benefits and local ICT capacity development bearing in mind that localization of software makes software relevant. They don’t encourage the use of local language content promotes digital inclusion for all.  Software localization deepens inclusion when it includes the adaptation of software (translation, design, icons and graphics) to fit a local cultural context and environment. In a world that emphasizes knowledge and creativity, open source should be examined for the promotion of local capacity, legal software usage and development, creativity and localization.
Ii Dearth of investment capital: capital shortage remains one of the factors undermining development of marketing activities within the country. Most businesses lack access to capital, which in turn limits their scope and growth potentials. Even where policies were made that banks should set aside some part of their profits for financing small scale businesses, not all banks have complied rather the funds are diverted into other use and the conditions attached to these facilities are too stringent for the SMEs to meet up with.   

ii. Uncoordinated business ideas and marketing plans: this manifests in the inability of local manufacturers to compete competitively in exports markets either because of poor quality products or ignorance of export market strategies and network. 

iii. Lack of institutional and administrative framework or linkage to support and sustain local manufacturers: this is a reflection of poor technological capability or intellectual resources. Where these exist they are either mismanaged or underfunded. 

iv.   Political- social instability: the uncertainty that is often associated with the political climate and the frequent changes in governments has hindered the marketing of made in Nigerian goods as investors naturally avoid trouble areas or economies.   

v. Inability to compete: even in-home markets with cheap imports coming from the technologically advanced countries on account of their more efficient processes and therefore superior and often cheaper softwares. 

vi. Lack of process technology. Design, patents, etc which involve payment of huge royalties, technology transfer fees etc.  

Other odds include poor managerial capacity, poor skills level, poor support services, weak industrial and social infrastructure, poor marketing and distribution network, perhaps, most important of all lack of scientific and technological knowledge, that is to say, the prevalence of poor intellectual capital climate.  

2.7 Strategies for Marketing Made in Nigeria softwares 

Because of the opportunities offered by software - Nigeria should aspire to become a global player in the creative high value end of ICT - the software industry must be treated as national priority. As one of the NSDI objectives states, there is a need to "To accelerate the process of creating an enabling environment for the sustainable growth of the software industry". With software and the interest and demand of the local market for software products and services needs to be increased - to stimulate the market, to strengthen and support the software industry. Government should work with indigenous programmers to create greater awareness of the benefits of software. Local and global (software export) opportunities should be highlighted. 

Other strategies that can be used to drive the marketing of made in Nigerian software are total quality management.  Total Quantity Management is the integration of all functions and processes within an organization in order to achieve continuous improvement of the primary goals of customer satisfaction. 

 Total Quantity Management covers the overall management of all aspects of quantity services provided to the customer. It covers products, price, delivery and service. Total Quantity Management should however not be confused with quantity control or quantity assurance as these relate to the manufacturing of products to given quantity standards in which there are tolerable levels of faults or defects.  The central principle of Total Quantity Management is therefore captured as:  

i. Quantity is agreeing and meeting customer requirement,  

ii. Fault free, 

iii. Internal and external customers,  

iv. Every place of work, 

v. Everyone is responsible and involved, 

vi. Do it today, 

vii. Continuous improvement, 

viii. A journey, not a destination.  

The main objective of Total Quantity Management is to delight customers by creating an enduring culture for securing superior customer service and an enduring culture for managing change through the continuous and rapid improvement in cost, quality service, lead time and flexibility. If properly implemented the rewards are positive, substantial and pervasive.   Total Quantity Management will enhance the morals and sense of belonging of all employees.  It will also result in effectiveness in teamwork, communication, productivity, cost effectiveness, customer relations, profitability and corporate image.  The specific competitive benefits of Total Quantity Management in terms of market share and customer loyalty are very significant.   The ultimate aim of Total Quantity Management is commercially focused.  It seeks to create competitive advantage through the involvement of all internal customers (employees) in delivering goods and services to the expectations of the external customers.  An underlying principle of Total Quantity Management is that it is not a programme but a continuous process. The process is unending habitual improvements that continuously shift toward the quality stand and dictated by customers. Other strategies that can be used are direct marketing, which is the use of consumer direct channels to reach and deliver goods and services to customers without using marketing middlemen. These channels include direct mail, catalogs, telemarketing, interactive TV, kiosks, web sites, and mobile devices (Kotler 2003). 

Customer care and after sales services can also facilitate appropriate marketing of made in Nigerian softwares. Firms that give adequate attention to its customer needs and also provide maintenance services stand a better chance to enjoy continuous patronage from the customers. Total satisfaction of customers should be the ultimate customer service by marketers of made in Nigerian softwares.  While this looks more of an ideal, the involvement of all staff in operationalising the marketing concept, total quality management and strategic management in the market place can help ensure this.  Of course, this means that motivation of all staff to give their best and be continually loyal to their organizational vision and mission must be assured.  

2.8 A Supportive Environment as a Strategy for Marketing Made in Nigerian softwares
Tax incentives should be provided for local software developers. And just like the made-in-Nigeria PCs, government should patronize and give preference to locally developed software. Furthermore, the development of Software technology parks should be encouraged. Such parks would provide developers with constant power supply, security, subsidized office space, IT infrastructure, software education and other incentives.  Early software education for children and up-to-date curricula are particularly important. 

Opportunities and strategies in open source should also be explored in for possible cost benefits and local ICT capacity development. Localization of software makes software relevant - the use of local language content promotes digital inclusion for all.  Software localization deepens inclusion when it includes the adaptation of software (translation, design, icons and graphics) to fit a local cultural context and environment. In a world that emphasizes knowledge and creativity, open source should be examined for the promotion of local capacity, legal software usage and development, creativity and localization.
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RESEARCH METHODOLOGY

CHAPTER THREE

RESEARCH METHODOLOGY

3.0 INTRODUCTION

This chapter covers the description and discussion on the various techniques and procedures used in the study to collect and analyze the data as it is deemed appropriate.

It is organized under the following sub-headings:

Research Design

Area of the Study

Population of the study

Sample and sampling procedure

Instrument of Data Collection

Validation of the Instrument

Reliability of the Instrument

Method of Data Collection  

Method of Data Analysis

3.1 RESEARCH DESIGN

According to Asika (2009), research designs are often referred to as the structuring of investigation aimed at identifying variables and their relationships to one another. In this study, questionnaire serves as useful guide to the effort of generating data for this study. The survey research design through the administration of questionnaires was used for the study.

3.2 AREA OF THE STUDY

The study will be conducted in Lagos State, Nigeria. Lagos is the most populous city in Nigeria, the second fastest-growing city in Africa and the seventh in the world. The population of Lagos urban area, according to the Lagos State Government is 17.5 million, a number disputed by the Nigerian Government and judged unreliable by the National Population Commission of Nigeria.Lagos was reported in 2014 to have a metropolitan population of 21 million, making Lagos 
3.3 POPULATION OF THE STUDY

The population of study consists of students of Lagos State University, Lagos. According to Wikipedia, 2015 61,000 enrolled for full time and part time programs in the school.

3.4 SAMPLE OF THE STUDY

The Convenient sampling technique was used in selecting 50 computer science students in the University from the entire population. This was chosen due to the financial strength of the researcher coupled with time constraints.

3.5 INSTRUMENT FOR DATA COLLECTION

These are the tools or methods used in getting data from respondents. In this study, questionnaires and interview are research instruments used. Questionnaire is the main research instrument used for the study to gather necessary data from the sample respondents. The questionnaire is structured type and provides answers to the research questions and hypotheses therein.

This instrument is divided and limited into two sections; Section A and B. Section A deals with the personal data of the respondents while Section B contains research statement postulated in line with the research question and hypothesis in chapter one. Options or alternatives are provided for each respondent to pick or tick one of the options.

3.6 RELIABILITY AND VALIDITY OF INSTRUMENT

Reliability means the accuracy of precision of a measuring instrument while validity means the extent to which the research instrument measures what it is supposed to measure. In order to determine the reliability and validity of the study, the test-retest method was used. To have a valid instrument, the questions in the questionnaire will be free from ambiguity (i.e the questions will not be too complex). To have reliable instrument, the questionnaire will be followed with interview of sample of respondents to know whether their view on the subject.

3.7 TECHNIQUES OF DATA ANALYSIS

Having gathered the data through the administration of questionnaire, the collected data will be coded, tabulated, and analyzed according to the research question and hypothesis.

In order to analyze the data collected effectively and efficiently for easy management and accuracy, the simple percentage method was the analytical tools used for this research project and a sample size of two hundred (200) will be represented by 100% for easy analysis of the responses.

Also, Correlation statistical analytical method will be used in the research work. Correlation as a statistical technique is used in testing of hypothesis so as to predict what the relationship between two variables should be. It is used in drawing and reaching conclusion by collecting the observed values from the questionnaire administered to respondents, testing the degree of freedom and carrying out a decision in determining the critical value of the hypothesis.
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Where x = independent factor


y  = dependent factor

3.8
SCORING OF THE RESEARCH INSTRUMENT



Since the research instrument used was the questionnaire, it was designed using the likertscale method. The questionnaire was designed in the following ways:

Strongly Agreed (SA)

-
5

Agreed
(A)



-
4

Undecided (U)


-
3

Disagreed (D)


-
2

Strongly Disagreed (SD)
- 
1

3.9
DECISION RULE



In taking decision for “r”, the following rules shall be observed;

If the value of “r” tabulated is greater than “r” calculated, accept the alternative hypothesis (H1) and .reject the null hypothesis (H0).

If the “r” calculated is greater than the “r” tabulated, accept the null hypothesis (H0) while the alternative hypothesis is rejected

CHAPTER FOUR

DATA ANALYSIS AND INTERPRETATION

BIO DATA OF RESPONDENTS

Table 4.0    total number of respondents

	Statistics

	
	
	gender of respondents
	age grade of respondents
	educational background
	marital status of respondents
	Computer literacy

	N
	Valid
	50
	50
	50
	50
	50

	
	Missing
	2
	2
	2
	2
	2

	Mean
	1.40
	2.76
	3.10
	2.00
	1.30


The total number of respondents used for the research is 50 in number

Table 4.1 gender/sex of respondents

	gender of respondents

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	30
	57.7
	60.0
	60.0

	
	Female
	20
	38.5
	40.0
	100.0

	
	Total
	50
	96.2
	100.0
	

	Missing
	System
	2
	3.8
	
	

	Total
	52
	100.0
	
	


Here, 30 students which represent 30% of the population are male.

20 students which represent 20% of the population are female

Table 4.2 age grade of respondents

	age grade of respondents

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	15-20years
	9
	17.3
	18.0
	18.0

	
	21-30years
	15
	28.8
	30.0
	48.0

	
	31-40years
	10
	19.2
	20.0
	68.0

	
	41-50years
	11
	21.2
	22.0
	90.0

	
	above 50years
	5
	9.6
	10.0
	100.0

	
	Total
	50
	96.2
	100.0
	

	Missing
	System
	2
	3.8
	
	

	Total
	52
	100.0
	
	


From this research, 9 students that represent 17.3% of the population fall between the age grades of 15-20yrs

15 students that represent 28.8% of the population fall between the age grades of 21-30yrs

10 students that represent 19.2% of the population fall between the age grades of 31-40yrs

11 students that represent 21.2% of the population fall between the age grades of 41-50yrs

5 students that represent 9.6% of the population are above 50yrs


Table 4.3 educational background of respondents

	educational background

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	primary school certificate
	5
	9.6
	10.0
	10.0

	
	WAEC/NECO/SSCE/NABTEB
	10
	19.2
	20.0
	30.0

	
	BSC/HND/OND
	15
	28.8
	30.0
	60.0

	
	MSC/PGD/PHD
	15
	28.8
	30.0
	90.0

	
	OTHERS
	5
	9.6
	10.0
	100.0

	
	Total
	50
	96.2
	100.0
	

	Missing
	System
	2
	3.8
	
	

	Total
	52
	100.0
	
	


The educational qualifications of 5 students that represent 9.6% of the population are primary school certificate

That of 10 students that represent 19.2% of the population is WAEC/NECO/SSCE/NABTEB holders

Qualifications of 15 students that represent 28.8% of the population are BSC/HND/OND holders

Qualification of 15 students that represent 28.8% of the population is MSC/PGD/PHD holders

5 people who represent 9.6% of the entire population with other certificates

Table 4.4 marital status of respondents

	marital status of respondents

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	single
	20
	38.5
	40.0
	40.0

	
	married
	15
	28.8
	30.0
	70.0

	
	divorced
	10
	19.2
	20.0
	90.0

	
	widowed
	5
	9.6
	10.0
	100.0

	
	Total
	50
	96.2
	100.0
	

	Missing
	System
	2
	3.8
	
	

	Total
	52
	100.0
	
	


20 students that represent 38.5% of the population are single

15 students that represent 28.8% of the population are married

10 students that represent 19.2% of the population are divorced

5 students that represent 9.6% of the population are widowed

Tables based on research questions

Table 4.5 computer literacy of respondents

	Computer literacy

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	yes
	35
	67.3
	70.0
	70.0

	
	no
	15
	28.8
	30.0
	100.0

	
	Total
	50
	96.2
	100.0
	

	Missing
	System
	2
	3.8
	
	

	Total
	52
	100.0
	
	


35 students that represent 67.3% of the population are computer literate

15 students that represent 28.8% of the population are not computer literate                                                                                                                                                                                    

Table 4.6 Nigerians love computer software

	Nigerians love Nigerian computer software

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly agreed
	5
	9.6
	10.0
	10.0

	
	Agreed
	10
	19.2
	20.0
	30.0

	
	Undecided
	5
	9.6
	10.0
	40.0

	
	Disagreed
	20
	38.5
	40.0
	80.0

	
	strongly disagreed
	10
	19.2
	20.0
	100.0

	
	Total
	50
	96.2
	100.0
	

	Missing
	System
	2
	3.8
	
	

	Total
	52
	100.0
	
	


5 students that represent 9.6% of the population strongly agreed that Nigerian made software are not effectively marketed

10 students that represent 19.2% of the population agreed that Nigerian made software are not effectively marketed

5 students that represent 9.6% of the population did not decide if Nigerian made software are effectively marketed or not

20 students that represent 38.5% of the population disagreed that   Nigerian made software are effectively marketed

10 students that represent 19.2% of the population strongly disagreed that   Nigerian made software are effectively marketed

Table 4.7 Nigerian computer software are mostly fake software

	Nigerian software are fake software

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly agreed
	15
	28.8
	30.0
	30.0

	
	Agreed
	10
	19.2
	20.0
	50.0

	
	Undecided
	5
	9.6
	10.0
	60.0

	
	Disagreed
	10
	19.2
	20.0
	80.0

	
	strongly disagreed
	10
	19.2
	20.0
	100.0

	
	Total
	50
	96.2
	100.0
	

	Missing
	System
	2
	3.8
	
	

	Total
	52
	100.0
	
	


15 students that represent 28.8% of the population strongly agreed 

10 students that represent 19.2% of the population agreed

5 students that represent 9.6% of the population went for undecided

10 students that represent 19.2% of the population disagreed 

10 students that represent 19.2% of the population strongly disagreed

Table 4.8 foreign computer softwareare more durable

	foreign computer software are more durable

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly agreed
	20
	38.5
	40.0
	40.0

	
	Agreed
	10
	19.2
	20.0
	60.0

	
	Undecided
	5
	9.6
	10.0
	70.0

	
	Disagreed
	10
	19.2
	20.0
	90.0

	
	strongly disagreed
	5
	9.6
	10.0
	100.0

	
	Total
	50
	96.2
	100.0
	

	Missing
	System
	2
	3.8
	
	

	Total
	52
	100.0
	
	


20 students that represent 38.5% of the population strongly agreed that foreign computer software are more durable than Nigerian software

10 students that represent 19.2% of the population agreed that foreign computer software are more durable than made in Nigeria software

5 students that represent 9.6% of the population went for undecided

10 students that represent 19.2% of the population disagreed   that foreign computer software are more durable than made in Nigeria computer software

5 students that represent 9.6% of the population strongly disagreed   that foreign computer software are more durable than made in Nigeria software

Table 4.9 foreign computer software deliver value for money

	foreign computer softwares deliver value for money

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly agreed
	25
	48.1
	50.0
	50.0

	
	Agreed
	10
	19.2
	20.0
	70.0

	
	Undecided
	5
	9.6
	10.0
	80.0

	
	Disagreed
	5
	9.6
	10.0
	90.0

	
	strongly disagreed
	5
	9.6
	10.0
	100.0

	
	Total
	50
	96.2
	100.0
	

	Missing
	System
	2
	3.8
	
	

	Total
	52
	100.0
	
	


25 students that represent 48.1% of the population strongly agreed

10 students that represent 9.6% of the population agreed

5 students that represent 9.6% of the population went for undecided

5 students that represent 9.6% of the population disagreed

5 students that represent 9.6% of the population strongly disagreed

Table 4.1.0 belief of supposed more brilliance of our foreign counterparts

	supposed belief of more brilliance

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly agreed
	5
	9.6
	10.0
	10.0

	
	Agreed
	20
	38.5
	40.0
	50.0

	
	Undecided
	5
	9.6
	10.0
	60.0

	
	Disagreed
	10
	19.2
	20.0
	80.0

	
	strongly disagreed
	10
	19.2
	20.0
	100.0

	
	Total
	50
	96.2
	100.0
	

	Missing
	System
	2
	3.8
	
	

	Total
	52
	100.0
	
	


5 students that represent 9.6% of the population strongly agreed

20 students that represent 38.5% of the population agreed

5 students that represent 9.6% of the population went for undecided

10 students that represent 19.2% of the population disagreed

10 students that represent 19.2% of the population strongly disagreed

Table 4.1.1 Nigerian softwares are not effectively marketed

	Nigerian softwares not effectively marketed as a result of poor government policies

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly agreed
	25
	48.1
	50.0
	50.0

	
	Agreed
	5
	9.6
	10.0
	60.0

	
	Undecided
	5
	9.6
	10.0
	70.0

	
	Disagreed
	10
	19.2
	20.0
	90.0

	
	strongly disagreed
	5
	9.6
	10.0
	100.0

	
	Total
	50
	96.2
	100.0
	

	Missing
	System
	2
	3.8
	
	

	Total
	52
	100.0
	
	


25 students that represent 48.1% of the population strongly agreed

5 students that represent 9.6% of the population agreed

5 students that represent 9.6% of the population went for undecided

10 students that represent 19.2% of the population disagreed

5 students that represent 9.6% of the population strongly disagreed

Table 4.1.2 over dependency of foreign materials 

	overdependence of foreign materials

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly agreed
	20
	38.5
	40.0
	40.0

	
	Agreed
	5
	9.6
	10.0
	50.0

	
	Undecided
	10
	19.2
	20.0
	70.0

	
	Disagreed
	10
	19.2
	20.0
	90.0

	
	strongly disagreed
	5
	9.6
	10.0
	100.0

	
	Total
	50
	96.2
	100.0
	

	Missing
	System
	2
	3.8
	
	

	Total
	52
	100.0
	
	


20 students that represent 38.5% of the population strongly agreed

5 students that represent 9.6% of the population agreed

10 students that represent 19.2% of the population went for undecided

10 students that represent 19.2% of the population disagreed

5 students that represent 9.6% of the population strongly disagreed

Table 4.1.3 Nigerian made computer softwares marketability has improved 

	Nigeria made computer sofwares marketability has improved

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly agreed
	5
	9.6
	10.0
	10.0

	
	Agreed
	10
	19.2
	20.0
	30.0

	
	Undecided
	5
	9.6
	10.0
	40.0

	
	Disagreed
	20
	38.5
	40.0
	80.0

	
	strongly disagreed
	10
	19.2
	20.0
	100.0

	
	Total
	50
	96.2
	100.0
	

	Missing
	System
	2
	3.8
	
	

	Total
	52
	100.0
	
	


5 students that represent 9.6% of the population strongly agreed

10 students that represent 19.2% of the population agreed

5 students that represent 9.6% of the population went for undecided

20 students that represent 38.5% of the population disagreed

10 students that represent 19.2% of the population strongly disagreed

RESEARCH HYPOTHESIS

Hypothesis 1

H0 :there is no significant change in the overall attitude of Nigerians towards patronage of made in Nigeria computer softwares
H1: there is significant change in the overall attitude of Nigerians towards patronage of made in Nigeria computer softwares.

Level of significance: 0.05

Decision rule: reject H0 if p value is less than level of significance, accept H0 if otherwise.

	ANOVA

	Nigerians attitude towards Nigerian computer softwares
	
	
	

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	67.317
	4
	16.829
	51.578
	.000

	Within Groups
	14.683
	45
	.326
	
	

	Total
	82.000
	49
	
	
	


	
	


Conclusion: based on the ANOVA table above we can see that our p-value (0.000) is less than our level of significance (0.05). We now reject the null hypothesis H0 and accept the alternative hypothesis we now thereforeconclude that there is significant change in the overall attitude of Nigerians towards patronage of made in Nigeria computer softwares.

Hypothesis 2

           H0: there is no significant change between the current and past studies on purchases attitude towards made in Nigeria softwares

           H1: there is significant change between the current and past studies on purchases attitude towards made in Nigeria softwares

Level of significance: 0.05

Decision rule: reject H0 if p value is less than level of significance, accept H0 if otherwise.

	Tests of Between-Subjects Effects

	Dependent Variable: Nigeria made computer software marketability has changed overtime

	Source
	Type III Sum of Squares
	df
	Mean Square
	F
	Sig.

	Corrected Model
	.000a
	0
	.
	.
	.

	Intercept
	578.000
	1
	578.000
	345.390
	.000

	Error
	82.000
	49
	1.673
	
	

	Total
	660.000
	50
	
	
	

	Corrected Total
	82.000
	49
	
	
	

	a. R Squared = .000 (Adjusted R Squared = .000)
	
	


Conclusion: based on the ANOVA table above we can see that our p-value (0.000) is less than our level of significance (0.05). We now reject the null hypothesis H0 and accept the alternative hypothesis and conclude that there is significant change between the current and past studies on purchases attitude towards made in Nigeria softwares

2. To examine challenges of marketing Nigerian made computer softwares

One of the objectives of the study is to examine the challenges of marketing Nigerian made computer softwares. From the analysis carried out, the natural dislike of Nigerian made computer software is a major challenge (see table 4.6) .a good number of Nigerians disagreed or strongly disagreed that Nigerians love Nigerian made computer softwares.

Another major challenge of marketing made in Nigeria computer software is the over dependency of foreign goods and services which has grossly affected the marketability of made in Nigerian computer softwares(see table 4.1.2). 

Another serious inhibitor or challenge of marketing made in Nigeria computer softwares is the general belief by Nigerians that most made in Nigeria computer software are fake or do not deliver good value for money ( see table 4.9 )  

A major challenge to marketing made in Nigeria software in Nigeria according to our survey is governments poor policies towards patronizing Nigerian made materials including our locally made computer software (see table 4.1.1)

Another major challenge according to that survey is that most Nigerians believe that made in Nigeria softwares are fake softwares(see table 4.7)  

3.  To determine factors that motivate purchasers to prefer foreign computer softwares to Nigerian made softwares.

From the research carried out, the natural hate of Nigerian made computer software is a major factor. Even when those made in Nigeria computer sofwares are of equal performance when compared to foreign softwares

A major factor that motivates purchasers to go for foreign made computer software is the erroneous belief that every foreign computer software is durable and delivers good value for money ( see table 4.9 )  when compared with made in Nigeria computer softwares. 

A more striking factor that motivate purchasers to prefer foreign computer software is lack of adequate advertisement and poor government policies ( see table 4.1.1)  and encourage too much importation of products/ services. When these imported products flood the markets, purchasers would have no choice but to go for those readily available foreign computer softwares.  

Chapter five

Findings / observations

The objective of this research was to examine the attitude of Nigerians towards the patronage of made in Nigeria computer softwares. Findings from the study revealed that a vast majority of Nigerians dislike made in Nigeria computer softwares (see table 4.6)

Another observation is that our government has done little or nothing in protecting Nigerian made computer software  by allowing our markets to be flooded with foreign computer softwares ( see table 4.1.1)

From or findings we got to discover that Nigerian software have not been given favorable ground to compete with foreign computer softwares as a result of general negative perception of Nigerians which in most cases are false .  

4     findings from the study also indicated that there is a significant negative change in the attitude of Nigerians towards patronizing made in Nigeria computer softwares. (See hypothesis 1) 

CONCLUSION

Based on this research, the following conclusions where made:

Nigerians  prefer foreign computer softwares to made in Nigeria software as a result of the following reasons,

Nigerians generally believe that foreign computer softwares are more durable and deliver excellent value for money when compared to made in Nigerian computer softwares.

The erroneous belief that most made in Nigeria computer software are less efficient or fake.

Also from the study, the following are the major challenges of marketing made in Nigerian computer software:

The study revealed that a major challenge affecting the marketability of Nigerian computer softwares is the lack of adequate government policies that should enhance patronage of made in Nigerian computer softwares. Government hasn’t done enough in promoting use of domestic materials in recent years. This sole reason has gone a long way in affecting the marketability of made in Nigeria softwares as foreign computer softwares have flooded our markets therefore making it almost impossible for our locally made softwares to compete favorably in the market.

  RECOMMENDATIONS

  As a result of the findings in the study, the following recommendations    can be made:

Government should encourage the sale of made in Nigeria softwares by creating adequate awareness on the need and benefits of purchasing made in Nigeria computer softwares and at the same time stop excessive importation of foreign computer softwares. There should be adequate policies to protect and promote our locally made computer softwares.

Another very efficient way of promoting made in Nigeria softwares is by sensitizing the general public on the durability and excellent delivery of value of money of made in Nigerian computer softwares. Our study shows that most Nigerians believe that foreign computer softwares are better than Nigerian made computer software, though this may be true but definitely not in all cases as most Nigerian made computer softwares are even better than foreign computer softwares.

Made in Nigeria computer softwares should be improved upon in other to make them compete favorably with foreign computer softwares. The improvement on the general durability and efficiency of our softwares would go a long way in making Nigerians have confidence in our locally made computer softwares.   
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QUESTIONNAIRE ADMINISTRATION

INSTRUCTION: Please ensure to complete the questionnaire below by ticking the correct answer(s) from the options where necessary.

SECTION A: PERSONNAL INFORMATION/DATA

Gender


Male   


Female

Age-Range


15-20


21-30


31-40


41-50


Above 50

Educational Background


Primary school leaving certificate


WAEC/NECO/SSCE/NABTEB


BSc/HND/OND


Msc/PGD/Phd




Others 

Marital status


Single


Married

divorced


Widowed

Are you computer literate?


Yes


No

SECTION B     

Questions on the prospects and challenges of marketing Nigerian made computer softwares

Most Nigerians love Nigerian made computer softwares


Strongly agreed


Agreed


Undecided


Disagreed


Strongly disagreed

Most Nigerian made softwares are fake


Strongly agreed


Agreed


Undecided


Disagreed


Strongly disagreed

Foreign computer softwares are more durable and trustworthy than that of Nigerian mades


Strongly agreed

Agreed


Undecided


Disagreed


Strongly disagreed

Foreign computer softwares are more accurate and delivers accurate value for money when compared to Nigerian computer software


 Strongly agreed


Agreed


Undecided


Disagreed


Strongly disagreed

Nigerians go for foreign made computer softwares because of “supposed” believe of more brilliance/intelligence of the whites


Strongly agreed


Agreed


Undecided


Disagreed


Strongly disagreed

Nigerian made softwares are not effectively marketed as a result of poor government policies and support


Strongly agreed


Agreed


Undecided


Disagreed


Strongly disagreed

Over-dependency of foreign goods has inhibited the general marketability of Nigerian made computer suftwares


Strongly agreed


Agreed


Undecided


Disagreed


Strongly disagreed

Nigerian made computer softwares marketability has improved since last decade


Strongly agreed


Agreed


Undecided


Disagreed


Strongly disagreed

Recommend ways of promoting made in Nigeria computer made softwares.
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