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ABSTRACT 
This study examines business ethical dimensions and clients’ perception of firms operating in Cross 
River State, Nigeria. The study investigated business’s product efficacy and honest advertising as it 
affects brand patronage and customers’ loyalty. Descriptive survey research design was adopted for 
the study. Two stage sampling procedure involving purposive and simple random sampling 
techniques was used in the sample element selection.  The Ordinary Least Square regression 
statistical tool was utilized in the test of hypotheses. The study identified dishonest and unethical 
business practices in product quality and scam advertising by Nigerian business organisations as 
factors militating against clients’ (customers’) positive or favourable perception and preference for 
made in Nigeria products to foreign made products.  The study established that products’ efficacy 
and honest advertising have a significant influence on clients’ perception of brand patronage and 
customers’ loyalty.  The study recommended that firms should stop meddling with product efficacy 
and use of deceptive advertising but to continually thrive wholly for high quality, scrupulous, decent, 
moral and fair business ethical best practices for products efficacy and advertisings as this has 
multiplier effect of boosting firm’s sales turnover, sales revenue, profitability and market share.  
 
Key words: Business ethics, clients’ perception, product efficacy, advertising, brand patronage, 

customers’ loyalty. 
 
INTRODUCTION 

In nations and cultures worldwide, ethics is seen as the central mechanism that forms the basis 
of beliefs about what is good and right.  The concept of what is right or wrong emanates from the 
cultural, social, political, religious and ethnic norms by which every child is raised.  This is the moral 
code by which businesses are also conducted.  In management, ethics connotes good corporate 
behavior.  Ethical standards are known to be dynamic as opposed to the misconceived view that they 
are static ideals (Ntekop & Umoren, 2010).  Manakkalathil and Rudolf (1995:30) opined that 
“business ethics applies to the personal behavior of individuals who make decisions that affect the 
welfare of other with whom they do business.” Imperatively, it is on this notion that the study of 
ethics facilitates managers’ capacity to clarify their thoughts about the ideas that govern individual 
and organizational conducts in all areas of corporate life.  Sequel, since there is no unified system of 
values, the philosophy of ethics provides the system of values that guides individual and 
organisations in their attempts to determine that which is right or wrong, in order to optimize 
decisions that are mutually beneficial (Ntekop & Umoren, 2010) 

Business ethical issues are complex and have a lot of gray areas such as client’s privacy, 
product efficacy, information honesty, impartially, equity and due process, protection of the 
environment among others. Observably, most businesses have very stringent ethical codes especially 
on such things as favoritism in promotion, acquiescence to a dangerous design flaw, infringement on 
copyrights, misleading financial reporting, misleading advertising etc. 

The concept of ethics broadly and simply defines the study of how individual or group 
decisions affect other people.  Ethics comes from the Greek word meaning ‘custom; ‘thus, “ethics is 
the field that studies human behaviour in relationship with others on the basis of rightness or 
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wrongness”.  Morality, on the other hand, is the inner mental or psychological conviction which 
forms the basis of human’s behaviour, making people to decide whether their actions in relation to 
the others that they have interactions with, is premised on rightness or uprightness (Adeleke, 
Ogundele & Oyenuga, 2008;  Ebitu, 2015).  
       Also ethics and morality fall within the discipline of axiology, a branch of philosophy that deals 
with the theory of human values.  In particular, axiology is concerned with what is good, what is 
beautiful and what is desired or preferred human conduct (Etuk, 2009).  Tsalikis and Fritzche (1989) 
cited in Ibok and Umoh, (2009) defined ethics as the field of philosophy that studies systems, norms 
or values that distinguish what is good and bad and or right and wrong.  It is the study of people’s 
rights and duties, the moral rules that people apply in making decisions, and the nature of the 
relationships among people.  Aluko, Odugbesan, Gbadamosi and Osuagwu  (2012) says ethics is 
concerned with contemporary norms or standards of conduct that govern the relationship among 
human beings and their institutions.  Thus, ethics is a set of moral principles or values, used by 
organizations to steer the conduct of the organization itself and its employees, in all their business 
activities both internal and in relation to the outside world, (Cole, 2002).  
 Explicitly, business ethics connotes the application of ethical consensus to business 
relationships, activities and actions, with clients (customers) in order to survive, stabilize and grow.  
Customers expect a level of acceptable conduct from business organizations, in terms of product 
efficacy, avoiding deceptive and misleading advertising, product safety and fairness in all dealings, 
environmental protection and sustainability etc.  Business ethics therefore require compliance with 
the moral principles and values that govern the actions and decisions of people involved in business 
decision making.  There are several factors regarding ethical compliance by individuals and business 
organizations.  On this regard, Etuk (2009) posited that “ethical systems emanate from a myriad of 
sources, including, customary beliefs, religious convictions and the concept of social responsibility. 
Other factors include legal standards, mode of punishment and personal intuition”.  It is on this 
background that this study investigates business ethical dimensions of product efficacy and honest 
advertising, and clients’ perceptions of brand patronage and customers’ loyalty of firms operating in 
Cross River State, Nigeria. 
 
Statement of the problem 

Deceptive practices within the Nigerian business organizations has caused the Nigerian 
business environment to be less attractive to enviable investors in the global business environment. 
Business activities have deviated from accepted standards, the transactional exchange process has 
broken down, resulting in clients’ (customers) dissatisfaction, lack of trust, and law suits.  In fact, 
most clients avoid certain businesses or products because of negative perceptions about the 
organizations involved. Unethical practices within the Nigerian business organizations cause clients 
to prefer foreign made products instead of made in Nigeria goods and services. This adversely affects 
the Nigerian GDP and overall position in the global ranking. Therefore, this study sought to examine 
the association between business ethical practices (product efficacy and honest advertising) and 
clients’ perception of firms operating in Cross River State, Nigeria.  
 
Objectives of the study 
1. to investigate the extent to which product efficacy affect clients’ perception of brand patronage 

of firms operating in Cross River State. 
2. to examine the relationship between honest advertising and clients’ perception of customers’ 

loyalty of firms operating in Cross River State. 
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Research hypotheses 
Ho1 There is no significant relationship between product efficacy and clients’ perception of brand 

patronage of firms operating in Cross River State. 
Ho2 There is no significant relationship between honest advertising and clients’ perception of 

customers’ loyalty of firms operating in Cross River State. 
 
Theoretical framework: 
Teleology, Deontology and Contextual ethics theories. 

Theologians, ethicists and philosophers have developed numerous philosophical constructs 
on ethics. However, three basic philosophical categories of ethical thoughts namely Teleology, 
Deontology and Contextual ethics theories would be tinted in this study’s discuss.  
 
Teleology Ethics theory 

This philosophical construct of teleology considers that the morality of an act or behavior is 
based upon the extent of good that is produced in the end (Trewatha & Newport, 1976). The construct 
rests on two pillars: egoism, and utilitarianism. The teleological philosophy of egoism concerns itself 
with that which is good and capable of producing optimal pleasure for the individual or corporate 
citizen. In other words, for as long as it satisfies the individual or corporate body concerned, the 
consequences on others is ignored. While the construct of utilitarianism relates to the benefits that 
accrue to the greatest number of people in effect, rather than concern itself with individual’s or 
corporate body’s satisfaction, the satisfaction of the larger society is advocated. Ntekop and Umoren 
(2010) buttressed that in an attempt to answer the question, “does the end justify the means”?  These 
two ethical philosophical ideologies are at log ahead with one another. Thus whereas egoism 
advocates the breaking of rules and dishonesty for as long as the desired outcome is achieved, 
utilitarianism opposes this concept and emphasizes that general rules should not be broken in an 
attempt to decide a cause of action.           
 
Deontology Ethics theory 

The core ideology of deontology is its emphasis on principles, law, rules and duties should 
form the basis of behavior and actions, and not the consequences or the end result of such action. 
This theory’s tenet is that it is unacceptable to violate the rules, or engage in dishonorable activities, 
particularly if such an action would infringe on the rights of others. Consequently, this theory’s 
philosophical construct denounces the notion that the end justify the means (Ntekop & Umoren, 
2010). Deontologists believe that within the conscience of every individual, there are moral 
principles, and that this allows the human race acquire and sustain a sense of duty. In their view 
therefore, a true professional or a good corporate citizen should first, play by the rules, while see the 
outcome as secondary.  
 
Contextual Ethics theory 

Contextual or situational ethics believes in the existence of qualified moral principles. This 

philosophical ideology advocates that every ethical issue must be considered within the context of 

the prevailing circumstance. In this regard, every ethical concern must be evaluated in its peculiar 

context, and not confined to any predetermined boundaries. This will allow for the employment of 

the intellect to determine the most appropriate cause of action under a specific situation (Ntekop & 

Umoren, 2010). The obvious implication is that situation-induced actions are ethical to the extent 

that such decision are compassionately intellectualized. From this ethical philosophical construct 

therefore, it is argued and must be believed that predetermined positions on issues concerning ethics 
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would amount to a rush to judgment because prevailing circumstances may demand differing 

measures of ethical behaviour. 

John Stuart Mill and Jeremy Bentham’s Utilitarian theory (1843) 
 

The study is anchored on the utilitarian theory. The proponent of this ideological school of 
thought are John Stuart Mill and Jeremy Bentham.  Utilitarianism ethical theory holds the tenet that 
the best action is the one that maximizes utility and utility is conceptualize in terms of the well-being 
of sentient entities. According to Bentham (1843), utility is the difference between the total pleasure 
resulting from an action, and the suffering of anyone involved in the action. Utilitarianism is a version 
of consequentialism, which states that the consequences of any action are the only standard of right 
and wrong. Unlike other forms of consequentialism, such as egoism and altruism, utilitarianism 
considers the interests of all beings equally.  

The utilitarian theorist posit that “pleasure and no pain are the only inherently good things in 
the world and expands on it by saying that actions are right in proportion as they tend to promote 
happiness, wrong as they tend to produce the reverse of happiness. By happiness is intended pleasure, 
and the absence of pain; by unhappiness, pain, and the privation of pleasure”.  

The utilitarian theory insists that an action is considered to be right or wrong based on the 
consequences of the action and its effects on majority of the people (West, 2004). This means that an 
action or practice is ethically correct when it produces more positive consequences in comparison to 
negative ones to those who are involved. Therefore, utilitarianism goes by the rule that an action is 
evaluated to be ethical based on a set of rules or principles that can bring the greatest usefulness to 
the greatest amount of people (Mill, 2004). This is the total opposite to deontological ethics whereby 
utilitarian believes that there should not be any compromising when it comes to determining the stand 
point of morality.  Tools such as cost benefit analysis and risk assessment are often depended on by 
utilitarian for decision making purposes. However, there are some arguments regarding ‘the greatest 
happiness principle’ that is set forth by utilitarianism. This is due to the difficulty in measuring unit 
of happiness or in order to determine an action that will bring the most benefit comparing to other 
actions (Mill, 2004). 
 
Conceptual framework 
Concept of product efficacy  

Product efficacy has been a strategic weapon used by firms to penetrate market and build a 
competitive advantage. Firms whose products have efficacy possess propensity to have increase 
patronage and market share above its competitors as their product efficacy also meet customers’ 
expectancy and satisfaction. Consequently, many business organizations have realized the 
importance of product efficacy in their strategic plan of quality management. There are different 
ways of defining quality, as there is no universal definition of quality. Thus, while some people view 
quality as performance to standards, others view it as meeting the client’s expectations and needs or 
satisfying the clients (R’Dan & Nada, 2010).  
        Product denotes goods and services or “anything that can be offered to a market for attention, 
acquisition, use, or consumption that might satisfy a want or need. It includes physical objects, 
services, persons, places, organization and ideas (Kotler & Armstrong, 2013). Product efficacy 
(quality) refer to the ability of a product to perform its functions which include the product’s overall 
durability, reliability, precision, ease of operation and repair  and other valued attributes” (Kotler & 
Armstrong, 2013). Quality that is not apparent to clients usually does not produce a pay off in 
improved sales, profits or market share. 
 The achievement of quality in product offering and in business/client relationship has become 
a key corporate objective in most organizations. Managements have come to appreciate the 
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importance of the perceptions or opinions of those with whom the organization relates, to the on-
going success of the organization (Olayinka & Aminu, 2006).  Conformance to standards is 
absolutely necessary for quality, but client’s perception of quality include more. Taking clients’ 
viewpoint, quality can be defined as “the totality of features and characteristics of a product or service 
that bear on its ability to satisfy stated or implied needs” (Kotler & Keller, 2007). The idea of quality 
is no doubt, consistent with pure business marketing concept. It is ironic that marketing identified the 
need to focus on the clients and consumers, but it took an engineering based approach to achieve the 
totality of depth of understanding, involvement and action to achieve the client (customer) and quality 
focus (Olayinka  & Aminu, 2006).  

Quality is an important feature of product, and buyers make choices among competing 
product on the basis of the ratio of quality to price. This implies that organizations must establish 
clients’ requirements and specifications (Palmer, 2009). Quality is the perceived expected 
performance of a product or service and it is important factor in determining its long-run market share 
and profitability (Ugorji, 2014). Product quality should also be determined by how clients view the 
product. From a marketing perspective, quality means a product ability to satisfy customers’ needs 
or requirements (Perreault, Cannon & McCarthy, 2008). 
        Satisfaction will also depend on products (goods or services) quality. A seller is said to have 
delivered quality whenever the seller’s products (goods or services) meet or exceed the clients’ 
exceptions. A firm that satisfy its clients’ expectations and needs all or most of the time is called a 
“quality firm” (Kotler & Keller, 2007).  Product efficacy is the key to value creation and clients’ 
satisfaction and brand patronage. Business managers who fail to learn the language of quality 
improvement, manufacturing and operations, will become obsolete and out of touch of clients 
expectancy and needs. Businesses can no longer afford to think as corporate researchers, advertising 
agents, direct marketers, productions and operations strategist, but must think of the firm as clients’ 
satisfier, and advocate focused on the entire business processes (Kotler & Keller, 2007). 
 According to Leon and Kanuk, (2007) the economic factors which tend to favour clients’ 
(customers’) preference for foreign products centers around product efficacy, price and product 
availability. Thus in Nigeria, there is a popular “belief” among most Nigerians that the efficacy 
(quality) of local products (made in Nigeria) are lower than those of their imported counterparts. 
There is evidence from empirical literature to substantiate this point. Empirical studies have 
postulated that most clients considered locally produced products inferior to the imported ones.  
Researchers have shown that in the developing countries for example there exists a strong bias against 
locally manufactured goods (Aire, 1973; Okechuku & Onyemah, 1999;Agbonifoh &Elimimian, 
1999; Ogunnaike, 2010; Kalegha, Okechukwu & Soyeye, 1983 in Opoku & Akorli, 2009).  Scholars 
also postulated that the degree of bias towards a range of products from the same country may be 
vastly different depending on the product under consideration or perceived quality (Okechukwu, 
1994 in Opoku & Akorli, 2009). Oladele and Arogundade (2011), also posited that clients do not 
believe that the Standard Organization of Nigeria (SON) is adept and capable of enforcing adherence 
to prescribe standards in the manufacturing sector of local products. 
 Sobowale, (1997) and Oladele and Arogundade, (2011), however asserted that although 
imported products are superior in quality to homemade ones, there are much cheaper products from 
developing countries like Nigeria. A point worth noting here is that, in terms of the evaluation of the 
product dimension, the clients (customers) most preferred product dimension is quality, followed by 
branding, style, design, packaging and price in that order (Asen, Eke, & Kalejaye, 2011). Udoekpo 
(1981) in Asen, et. al. (2011), also asserted that customers preferred imported clothing, shoes, 
handbags and other products. The customers claim that made-in-Nigeria products were of lower 
quality, both in “physically” and in value than the imported products. 

From this study discuss, it is pertinent and explicit that client (customer) focus is the 
fundamental principle and idea of total quality management because quality effort emanates from 
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client’s expectancy and needs and ends with client’s product acceptance. Remarkably, if Nigerian 
products efficacy and standards, together with price and availability meet clients’ expectancy, 
requirements and needs, then Nigerian customers’ perception and attitude will tilt towards Nigerian 
products having good quality. Indeed, Nigerian clients often underscore efficacy (quality) during 
purchase decision making for products (goods or services). 
Concept of honest advertising  
The quest for satisfying consumers’ needs more effectively and efficiently have contemporary 
become the focus point of business organization contemporary due to the dynamic and complex 
business environment which features consumers with discretional purchasing power, high rate of 
competition, uncertainty and risk (Effiong & Ekpenyong,  2010).Business/marketing concepts start 
with the premises of consumer sovereignty. Sequel, the product itself, its promotion, its price and its 
distribution all are adapted to consumer motivations to attract brand patronage and customers’ 
loyalty. It is on this premises of delivering the desired satisfaction more effectively and efficiently to 
the firms’ clients than its competitors that promotional strategy evolved. Advertising is one of the 
tools of promotional strategy. 
 Advertising as any paid form of non-personal presentation and promotion of ideas, goods or 
services by an identified sponsor (corporate or individual).  Advertising offers ‘reason’ to buy the 
brand product (goods or services), it state reason why a particular product should be preferred and 
purchased instead of rival brands by laying emphasis on its benefits, efficacies and prices. (Iganiga 
& Ikharehon, 2004).  Advertising attempts to condition, entice, induce, or persuade customers to 
adopt favourable perceptions or viewpoints towards a promotional message.  Effective advertising 
can enhance customer perceptions of efficacy in a product, leading to gains in brand patronage, 
customer loyalty, repeat purchases, and protection against price war.  Notably however to mention 
here is that Advertising expenditures vary among industries and firms in relation to the chosen target 
market (Effiong & Ekpenyong, 2010). 

Honest advertising not only convey the literal truth but also avoids conceivable deception 
through subtle implication or omission (Freeman & Phillips, 1999). Firms, through advertisement as 
a promotional tool available communicate with prospective clients showcasing and making their 
product known to the public and enticing them to buy the firm’s products.  Observably in fulfilment 
of this effort, today’s advertisements are chock-full with scam and false claims that are sometimes 
too difficult to believe. Many alleged deceptive claims nowadays are implicitly manipulative rather 
than outright false (Hastak & Mazis, 2005; Shanahan & Hopkins, 2007). For example, worst culprits 
of this phenomenon are celebrity endorsements, who never make use of such products, but appear in 
products advert promising clients the same “looks” (skin or hair) as the celebrity, when in actual fact, 
the skin glow was entirely due to makeup artist’s skills. 
            According to Zakhem (2015:1), “having honesty and integrity in advertising means 
possessing a strong disposition for telling the truth or at least avoiding lies and deception in 
producing advertisements. Although honesty and integrity tend to go hand-in-hand, the concept 
of integrity as a virtue often includes additional formal and evaluative characteristics.  As is 
noted, there has been significant and interesting philosophical work done on the relationship 
between the virtues of integrity and honesty in the recent past. Some of the central questions 
include: is integrity a virtue at all? If it is a virtue, what are its characteristic motivations? Are 
these motivations merely formal or do they entail some sort of moral and/or epistemic 
responsibilities? Responses to these questions should have a distinct impact on advertising 
ethics in particular. In short, much of the research in normative and metaethics in these areas 
have yet to be applied to advertising ethics.  Alternatively, would a wide and encompassing 
conception of integrity, which a “cluster” concept is, lack sufficient focus and create problems 
at theoretical and practical levels?”  
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Sometimes the firms over exaggerate about the product’s efficacy and benefits in such a tactful 
manner that clients go psychologically under the pressure of advertising persuasiveness and 
intentionally decides to buy the advertised product (Smith, Chen & Yang, 2008). In the point of view 
of most clients, they often avoid the advertisement, because they consider them, just annoying and 
misleading (Bishop, 1997). Advertisements have been attacked on psychological, sociological, 
aesthetic and political grounds. Some critics even criticize and consider advertising very harmful to 
the collective behaviors of the society (Barbara, 1997). But defenders of advertising always give a 
strong argument in its favor that basic aim of advertising is to sell the products, rather than its effects 
on cultural values of the society (Gold, 1987).  

Based on meticulous observations and analyses, it is this study sincere opinion that virtually 
the evils and ills of modern society stem from one root cause: the ever-reducing level of honesty and 
justice in society. While the dishonesty and/or unreasonableness on the part of corporate body or an 
individual affects the society to a comparatively lesser degree (in the advertisement context), the 
dishonesty and/or unreasonableness of a leader or a public official has far reaching consequences and 
wider ramifications to the society, this of course affecting the society to a very large extent. 
Mortification of honesty and justice is a virulent, lethal and contagious disease that may gradually 
even infect people of honesty and integrity to look towards dishonesty and unreasonableness. Even 
good-minded citizens have begun to question the value ethics, advisability and even the meaning of 
honesty and justice when they see dishonest and unreasonable corporate/individual seemingly 
prospering with culpability from the State leaders, government enforcement agencies etc. Such 
diminution of honesty and justice in any society culminates in ever increasing problems of business 
ethics, socio-cultural norms and besides increasing crimes, insanity and “ethics/norms terrorism” in 
the business community. Noticeably, there is incessant attenuation of values in the society, making 
the life of citizens miserable. This indeed call for concern, it becomes pertinent and inevitable that 
all efforts and hands most be on deck to salvage this vital cultural, societal, religious etc., norms and 
ethics that has great impact on business life as well as the wellbeing of humanity for sustainable 
development. 

The dwindling of honesty and justice in society has its roots in two avoidable traits of the human 
mind: unjustifiable desire & unjustifiable fear. While lack of honesty arising out of unjustifiable 
desire is a well-known and obvious phenomenon (e.g. corrupt officials, criminals, etc.), what is 
sometimes ignored is the fact that unjustified fear is an equally important and dangerous cause of 
dishonesty and injustice/unreasonableness. The unjustified fear that honest corporate firms or 
individuals have in upholding honesty and justice disqualifies such firms or individuals from being 
classified as honest, besides making them equally guilty of endangering justice/reasonableness and 
well-being of the society to the same extent as the obviously dishonest firm/person. With regards to 
these predicaments, the attitudes and thinking of business owners/managers, political leaders, policy-
makers and law enforcement officials have a disproportionately high influence in the shaping of 
honesty and justice in society. 
 
Concept of clients’ perception 

Every business ultimate goal is to boost profit through increase sales by satisfying clients’ 
product needs (Effiong, Usoro, & Ekpenyong, 2017; Effiong, Usoro, & Odongwo, 2018). Achieving 
this fit, requires finding out the factor that drive client’s buying decisions (consumer behaviour).  
Clients’ perception is the expression of innermost feeling, emotion, expectancy, notion, attitude or 
satisfaction about something, this ofcourse is the link between a product and the clients.  Favourable 
clients’ perception of a product provokes, motivates, striggers or induces clients’ buying decision to 
give attention to such products, while unfavourable perception, the reverse is the case.  

Several internal and external conditional variables moderate clients’ perception. Internal 
variables comprise clients’s lifestyle, personality, attitude, knowledge, affordability etc. These 
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variables integrate culture, values and norms, family and friend circle, social status, family, reference 
groups, etc. (Sjo’berg & Engelberg, 2005).  The external conditional variable consists of both 
physical and social elements. Physical elements, also known as macro factors, this comprise 
demographic, economic, changes in technology, political elements and globalization (Mourali 
Laroche & Pona, 2005). 

Concept of brand patronage 
Brands encompass the logo, graphic, symbol, the pictorial representation and signature of a 

firm. According to the American Marketing Association a ‘brand’ is a name, term, sign, symbol or 
design or a combination of them intended to identify the product (goods and services) of one seller 
or group of sellers and to differentiate them from those of competitors (Keller, 1998). Today brands 
are also represented by a personality and a signature tune to capture the hearts of clients and entice 
their loyalty.  

Brands assist the clients locate and identify products and evaluate their quality and makes it 
easier for them to develop attitudes and expectations (De Pelsmacker, Geuens, & Van den Bergh, 
2001). Branding also makes shopping more efficient as it tends to reduce the amount of decision-
making time required and the perceived risks of purchase since a brand promises a constant level of 
product efficacy (De Pelsmacker et. al., 2001). Well-known brands are capable of developing clients’ 
favorable attitudes and perceptions leading to brand patronage and increase sales. 
 
In a competitive business environment, brands are not just symbols that serve as identifiers but have 
an economic function. The value of a brand rest upon its ability to form an exclusive, positive and 
in-depth meaning in the minds of clients (Kapferer, 1977). A brand can create a lasting impression 
on clients that translate into brand patronage/loyalty or entice clients’ loyalty.  

Brand patronage consists of a consumer's commitment to repurchase or continue using the 
brand and this can be demonstrated by repeated buying of a product or service or other positive 
behaviors such as word of mouth advocacy (Dick & Kunal, 2000). Brand patronage arises from 
clients’ positive brand perception and affection (Chaudhuri & Holbrook, 2002). Aaker (1991) opined 
that brand patronage measures the emotional bond that a client has towards a brand and that the core 
of a brand’s patronage is the basis for clients’ loyalty.  

Brand patronage is a client’s preference to procure a particular brand in a product category. 
This occurs when clients perceive that the brand offers the right product features, specifies or efficacy 
at the right price. This clients’ perception may transmute into repeat procurement resulting in loyalty. 
Brand patronage thus relates with client’s perception, preference and affection to a brand. It occurs 
due especially to long history of product use and trust that has developed as a consequence of the 
long usage.  

Concept of customers’ loyalty 
Loyalty is a biased response towards a brand or product expressed over a period of time and is 

defined by the purchase pattern of a decision making unit which may be an individual, a household 
or a firm (Mellens, Dekimpe & Steenkamp, 1996).Therefore loyalty implies consistent repurchase of 
a brand resulting from positive affinity of consumers towards the brand or the product. Jacoby, 
Chestnut and Fisher (1978) argued that commitment is an essential element of loyalty. 

Oliver (1999) defines customer loyalty as a deeply held commitment to re-buy or re-patronise 
a preferred product or service consistently in the future despite situational influences and marketing 
efforts having the potential to cause switching behaviour. Dick and Kanul (2000) define customer 
loyalty as the strength of the relationship between an individual’s relative attitude and repeat 
patronage.  
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Research Methodology 
The study adopted the descriptive research design. The eighteen local government areas of 

Cross River Statewere covered in the study.  The population of the study consists of clients of firm’s 
products (goods and services). The reliability of the instrument was estimated by the Cronbach’s 
Alpha coefficient which gave a result of 0.8 using the SPSS statistical software. A two stage multiple 
sampling procedure involving purposive and simple random sampling technique was used in the 
selection of sample elements. The data estimation was done using the ordinary least square regression 
statistical technique.  The sample size was determined using Topman formulae as follows: 
 
n = Z2 P  ( 1 – P) 
  e2 
where  
n` = Sample size. 
Z = Z – Score 1.96 
P  = Positive responses 0.6 
1 – P =  Negative responses 0.4 
e  =  Tolerable error 0.5 
n =  (1.96)2 x 0.6  x 0.4  =   3.8416 x 0.6  x 0.4 n = 389 
   (0.5)2           0.25 
 
Model specification:  CLP   =    αo  +  β1PEF +  β2HAD +  ε 
Where CLP = Client Perception; PEF = Product efficacy; HAD = Honest Advertising; ε = stochastic
error term. 

 

Result of the research model 

The result of the research model is presented on table 1 below 

Table 1 
Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 
1 .516a .266 .259 1.000 
a. Predictors: (Constant), products efficacy and honest ad. 

 
ANOVAa 
Model Sum of Squares Df Mean Square F Sig. 
1 Regression 136.862 4 34.215 34.219 .000b 

Residual 376.963 377 1.000   
Total 513.825 381    

a. Dependent Variable: Client perception 
b. Predictors: (Constant), products efficacy and honest ad. 
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Table 2 
Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

T Sig. B Std. Error Beta 
1 (Constant) 5.091 .392  12.987 .000 

Product efficacy .096 .014 .362 6.647 .000 
      
honest  ad .057 .011 .236 5.298 .000 

a. Dependent Variable: Client perception 
 
 
Model interpretation 

The results show thus: the value of R in table 1 is .516 and R-square which is coefficient of 
determination is .266 which indicates that the changes in client’s perception is accountable for by 
26.6 percent change in the independent variables, that is, product efficacy and honest advertising. 
The table shows that the independent variables statistically significantly predict the dependent 
variable, f(4,377) = 34.215, p<0.005 (that is, the regression model is a good fit of the data).  Two 
independent variables (that is, product efficacy and honest advertising) added statistically 
significantly to the prediction, P < .05. 

Unstandardized coefficient, B1 for product efficacy is equal to .096.  This means that for each 
one increase in products efficacy, there is an increase in client perception brand patronage of firms’ 
products by 9.6 times. Beta value for products efficacy is .362 which contributes significantly in the 
model. B2 for honest advertising is equal to .057.  This means that for each one increase in honest 
advertising, there is an increase in client perception customer loyalty of firms’ products by 5.7 times. 
Beta value for honest advertising is .236 which contributes significantly in the model.  

 
Test of hypotheses 
Hypothesis one 
Ho1 There is no significant relationship between product efficacy and clients’ perception of brand 

patronage of firm’s operating in Cross River State. 
HA1 There is a significant relationship between product efficacy and clients’ perception of brand 

patronage of firm’s operating in Cross River State. 
 
Decision rule: Accept Ho, if p<0.05 and reject Ho if P>0.05.   
 
From the result in table 2 above, the co-efficient of determination is .096, the value of magnitude is 
positive. The calculated t-static 6.647 is greater than the t-critical at 5% level of significance.   We 
accept the alternative hypothesis and therefore reject the null.  This indicates that there is a positive 
significant relationship between product efficacy and clients’ perception of brand patronage of firm’s 
operating in Cross River State.  This result corroborates the study of  Oyeniyi (2009); Hastak and 
Mazis, (2005); Ogunnaike, (2010); Okechuku and Onyemah (1999); Opoku and Akoli, (2009); 
Bishop (1997) and Barbara (1997) 
 
Hypothesis two 
Ho2 There is no significant relationship between honest advertising and clients’ perception of 

customers’ loyalty of firm’s operating in Cross River State. 
HA2 There is significant relationship between honest advertising and clients’ perception of 

customers’ loyalty of firm’s operating in Cross River State. 
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Decision rule: Accept Ho, if p<0.05 and reject Ho if P>0.05.   
 
From the result in table 2 above, the co-efficient of determination is .057, the value of magnitude is 
positive. The calculated t-static 5.298 is greater than the t-critical at 5% level of significance.   We 
accept the alternative hypothesis and therefore reject the null.  This indicates that there is a positive 
significant relationship between honest advertising and clients’ perception of customer loyalty of 
firm’s operating in Cross River State. This result corroborates the study of  Oyeniyi (2009); Hastak 
and Mazis, (2005); Ogunnaike, (2010); Okechuku and Onyemah (1999); Opoku and Akoli, (2009); 
Bishop (1997) and Barbara (1997) 
 
 
Discussion of findings 

The above results revealed that products efficacy and honest advertising as basic ethical 
dimensions are statistically significant to clients’ perception of brand patronage and customers’ 
loyalty. This result corroborates the study of  Oyeniyi (2009); Hastak and Mazis, (2005); Ogunnaike, 
(2010); Okechuku and Onyemah (1999); Opoku and Akoli, (2009); Bishop (1997) and Barbara 
(1997). The analysis of Nigerian clients’ perception revealed that product efficacy, branding, design, 
packaging, price, influenced product purchase, from the overall rating given by the respondents on 
allthe dimensions showed efficacy as the most preferred, followed by branding while the least 
preferred is price. The findings also showed that Nigerian clients rate foreign products highest on 
efficacy, branding, style, design, packaging and price.  This has influence their perception and buying 
behaviour towards domestic products. On the other hand, client avoid most advertisements, because 
they consider the scam advertisement just annoying and misleading. Clients consider deceptive 
advertising very harmful to the collective behaviour of the society, and in their opinion government 
should intervene with needful regulations and policies. 

 
Conclusion  

The study concluded that dishonest and unethical business practices in product efficacy and 
deceptiveadvertising were the main factors militating against clients’ perception and preference for 
made in Nigeria products to foreign made products.  Scam advertising, in the most blatant of contexts, 
is illegal and unethical in Nigeria. However, firms still find ways to deceive clients in ways that are 
legal, or technically illegal but unenforceable. Moreover, the achievement of quality in product 
offering has become a corporate objective in an ever increasing number of firms in Nigeria and 
worldwide. Business owners/managers have come to realize and appreciate the importance of clients 
opinions with whom they relates to the success of the firm.  It’s so unfortunate today that most 
business marketers have just one aim in mind – sell as much as possible to as many as possible. They 
do not mind using unethical practices, for them, meeting their target and reaching the end is more 
important than the means.  
        Therefore, the time is now for government agencies and institutions to wake up and enforce 
effective strategies and laws to reprimand culprits in this unethical behaviour. Also, there is a call for 
watchdog agencies to scientifically study and analyze advertisements to validate their claims.  
 
Recommendations 
1. Firms should stop meddling with product efficacy and use of deceptive advertising but to 

continually thrive wholly for high quality, scrupulous, decent, moral and fair business ethical 
best practices for products efficacy and advertisings, as these would stimulate positive clients’ 
perception and behaviour towards brand patronage and customers’ loyalty, which indeed has the 
multiplier effect of boosting firm’s sales turnover, sales revenue, profitability and market share. 
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2 Government “weak” agencies and institutions saddled with business ethical practice compliance 
should be strengthen with legislations and bye-laws to make them more effective and efficient 
in the discharge of their roles and function in identifying business defaulters.  

3. Also Government should institute an annual award for business ethical best practices in the 
different industrial sector as this would serve as motivation to businesses that could boost their 
corporate image. 
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