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Abstract 

Development as a concept is the attainment and qualitative realization of a state 
of affairs.  It looks at factors that contribute to the improvement in the economic, 
social and scientific well being of an individual, nation or society. Marketing in 
turn, is a social science discipline that facilitates exchange of value and 
economic development. Every business involves marketing and since the 
business activity tends to determine the level of development in a given society, 
marketing therefore becomes an index of development. This paper has the 
objective of looking at marketing as an index of development. It does this by x-
raying what marketing is all about, exposing the scope of marketing and goes 
further to state the roles marketing plays in a given nation’s development and 
growth. The paper recommends the need to enhance the marketing activity of a 
given nation or society and concludes that a society that wants to develop 
should, embrace marketing. 

 
 
 
 

The goal of any good government is targeted at national development. This development 
synchronizes with the targets of economic development and planning. 

The agenda of every economic planning therefore is to ensure national development. This 
economic planning to a good extent revolves around marketing activity. This now makes marketing 
development of a given state, a sine qua non to economic development. 

Scholars agree that one of the most consistently misused and abused concept in Social Sciences 
leading to some serious confusion as to what it really means and stands for, is the concept ‘Development’ 
(Okpata, 2012). The concept has been deprived of its real meaning and lacks agreement on its meaning 
and purpose. 

According to Okpata (2012), it can be seen as an all-encompassing multi-dimensional process, 
involving man in his political, economic, socio-cultural and psychological relations among others, in his 
effort to master and subjugate nations and natural forces of his environment to ensure improved living.  

Ofoeze (2000) sees development as the attainment and qualitative realization of a state of affairs 
characterized by adequate and equitable distribution of social services…. the satisfaction of basic needs in 
an economically, politically and structurally transformed society. 

Development ordinarily contributes to the improvement in the economic, social and scientific 
well being of an individual, community or society in general. The concept of development has to do with 
gradual growth of something so that it becomes more advanced, stronger et cetera (Hornsby, 2000). The 
online business dictionary sees it as the systematic use of scientific and technical knowledge to meet 
specific objectives. Development is also seen as a change, advancement, improvement progress or 
modernization. Whatever the approach, it is often argued that for the concept to be properly understood, it 
must be pinned- down to a specific sphere of life.  

Development process therefore should ultimately be for the well being, happiness and comfort of 
a nation. Through development individuals are expected to attain self-reliance; that is to say, that 
individuals should be enriched materially, culturally and emotionally. All these can come through 
developments in education, health and medical services, social welfare services, security and a sense of 
belonging to the society. The individuals in turn, are expected to participate meaningfully in development 
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through involvement in political activities and in policy making at government level (Ogunleye 2009). 
When development is not geared towards the individuals belonging to the collective whole (community or 
nation), there is bound to be a problem. This is essentially why development is seen in spheres, a given 
nation, field of study and the likes.  

Unanka (2001) agrees with Rogers (1976), Rodley (1974) and Berger (1976) that development is 
all about good, growth and desirable modernization. It is on the basis of the fact that development cannot 
be measured in a vacuum but within a confine of other indices that it is usually broken down into 
community, nation, region etc as each has its peculiarities and factors. When we talk of a nation, we tend 
to refer to a country considered as a group of people with the same language, culture, history etc who live 
in a particular area under one government, that is, independent nation. Development therefore when 
measured on a range of nation refers to national development which will cut across an entire nation and 
according to Ibrahim (2008), carries with it the implication or value and positive  changes that bring about 
a better quality of life for the population as a whole. It encompasses the economic, technological, 
religious, social and political systems of a nation. It is in the light of this that Obasi (2012) sees national 
development as the social process by which a nation harnesses and mobilizes all resources (human and 
material) available to it for the purpose of positively transforming its environment and ultimately 
improving the quality of the social economic and political life of the citizenry. Development   is a holistic 
process involving the collective will and efforts of the generality of the people. A nation or region may 
look at various factors or indices to measure its level of development. Amongst these development 
indictors are 

High productive capacity, High per capita income, Economic buoyancy/prosperity, Increasing 
quality of social, economic and political life (health situation, standard of living, educational status and 
the likes), Increasing degree of self-reliance for need satisfaction, High Rate of unemployment, Political 
stability and high degree of security of life and property , Social justice, etc. 
This paper will look at how marketing as a concept and discipline contributes to the attainment of high 
level of development. 

Having defined and explained the concept development, it will be proper at this point to also 
define and explain the other concept in this treatise – ‘Marketing’    
 Marketing is one activity that knowingly or unknowingly, every human being gets involved in on a daily 
basis. 

Marketing is a social science discipline that attempts to identify customer needs and wants and 
how to satisfy same. It is said to be eclectic and interdisciplinary as it draws from all sphere of 
knowledge. The word ‘marketing’ has been variously defined by various students and practitioners of 
marketing. Some scholars have looked at marketing as selling. Some other scholars have also erroneously 
looked at marketing as a market place. For such scholars or school of thought, as soon as you mention 
marketing, their minds go to the word “market”; Marketing is much more than selling and market. 
Marketing has been defined by the American Marketing Association (1996) as “the performance of the 
business activities that direct the flow of goods and services from producers to consumers”. It is a 
business process by which products are matched with markets and through which transfer of ownership 
are affected.  

These definitions have been defaulted by the fact that marketing activity starts much earlier 
before production. 

A more modern definition of Marketing looks at it as the set of activities by which demand 
structure for goods, ideas and services is managed in order to facilitate the exchange process 
satisfactorily. It is a descriptive science that involves the study of how transactions are created, stimulated 
facilitated and valued. Agbonifoh in Akalazu and Egu (2012) defines marketing as consisting of 
individual and organizational activities designed to facilitate and expedite exchanges so as to achieve the 
goals of the producer or seller by sensing and satisfying consumer’s needs. Marketing does not really 
enjoy a quiet life. The continuous dynamism in a changing world economic situation has prompted 
marketers to search for solutions to problems created by those economic changes. In solving such 
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problems, the marketer, government and business operators must take into cognizance corporate 
objective, customer satisfaction and social responsibility. 

An apt way to expose the linkage of marketing to development will be to refer to Onah (2007), 
who once established that, when we ask the question, why do we always start any business discourse with 
marketing and sales management? The logical answer that should readily come to mind is that “every 
business is marketing”. This being the case, it means that every business starts and ends with marketing.  

When Adam smith (1776) wrote that consumption is the sole and purpose of production, he was 
talking of marketing concept. 
The point therefore becomes clear that it is business activities and its level that determines the level of 
development in any given community, nation or region at large.  
 The picture will be made clearer with a look at how marketing plays various roles to contribute in various 
facets to development of a given nation, say in this case Nigeria. 
 
Role of Marketing in National Development 

From both the micro and macro marketing point of view, marketing traverses all human activities 
and spheres.   

According to Ozo (2005), the following is the spectrum of what constitute products in marketing.  
Consumer behavior, Pricing, Purchasing, Sales management, Product management, Marketing 

communications, Comparative marketing, Social marketing, The efficiency and productivity of marketing 
systems, The role of marketing in economic –development, Packaging, Retailing, Wholesaling, Channels 
of distribution, Marketing research, Societal issues of marketing, The social responsibility of marketing, 
Commodity marketing, Physical distribution et cetera 
The scope of marketing is endless as it increases with days and goes to prove that the role of marketing in 
national development cannot be over-emphasized. 

The role of marketing is incomplete without giving adequate attention to the overall field of 
management. Implementation of good marketing ideas requires good management. All the different facts 
of the national economic and national growth involve human activities, which intrinsically contain some 
element of marketing. Whether in the manufacturing or distributive sector, there is need for marketing 
specialists to make the operations succeed and the target achieved. 

 Drucker in David (1984) underlined the importance of Marketing in developing countries (like 
Nigeria) because it is capable of meeting  critical needs. It is common knowledge that is most developing 
countries, the government and its allied public enterprises own a major portion of the productive sector of 
the economy. Often, government makes polices which prove counter productive to the marketing efforts 
of individual firms. It is therefore essential that the government understand marketing and its implications 
to further their aim at national development. The role of marketing in national development could be 
looked at from one of the following view points. 

 
a. Marketing as a Tool for Business Success and National Growth 

According to Anozie (2003: ), Marketing education and the guided performance of individual 
businessman make a notable difference in the economy. This will help them satisfy the needs of the 
consumers creditably and in the aggregate, make the macro-marketing system work to the benefit of the 
entire nation. 
  As Mavel in Anozie  (2003: ) puts it, “Any business is likely to be more successful when a strong 
marketing view point or philosophy permeates the thinking and guides the decision and actions of 
everyone in the business…” 
  Successful business leads to buoyant economy which is the ultimate for national development. 
  In the modern economy, every meaningful organization needs trained marketers for its growth 
and profitability. For survival, continuity, and advancement, business has to be customer- directed and 
market- oriented. 
 
b. Marketing and Employment Opportunities 
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  There is no gain saying the fact that a happy nation is one whose citizens are gainfully employed. 
  A nation’s level of employment is an indicator of the state of the nation and people’s standard of 
living.  One can attest to the level of unemployment in Nigeria. If adequate attention is given to 
marketing, there is the availability of many interesting and rewarding jobs for people with good marketing 
education because according to Osuala,  (2003: ), today the total employment in all marketing activities 
exceeds seventy million people out of the estimated population of one hundred and eighty million in 
Nigeria. Marketing –oriented activities represent two thirds of total employment in Nigeria. 
 
c. Marketing, the pivot of industrialization/Entrepreneurial Growth 
 In today’s dynamic world, rapid growth and advancement in the manufacturing sector, viz –
industrialization, is one of the key indicators of National development. Research and development is the 
base of industrialization and the end- result of their activities is innovation and technological growth in 
the manufacturing sector of the economy. Nigeria is blessed with many industries both foreign- owned 
and local ones. There are also multinational companies and organizations in the country. There is also 
need to enhance small business entrepreneurs as done in Japan and United States. 
 All the industries place more emphasis on marketing which in itself, is a stimulus that encourages 
innovation and growth. No business can exist without sales which is an integral part of marketing. It 
therefore follows that industrialization will achieve its aims once it is customer –oriented or market based 
and neglect to marketing obviously leads to stagnation or even extinction. 
 
d. Marketing and Population Control 
  In Nigeria, despite adoption of the explicit goal of formulating population policies and 
programmes to accelerate the adjustment of reproductive patterns (and through birth controls or family 
planning), to changes in survival patterns, the high birth rate has not changed significantly. The 
population is still escalating. Such failure could have been avoided had the management of family 
planning programmes used virtually all the technology of marketing. Population programmes face 
extensive informational problems. This could be easily nipped in the bud by marketing research and 
information system. 
  The magnitude of the communication problem is some what parallel to the need for intensive 
distribution of contraceptive devices in order to reach the different sectors of the population. Market 
research can be used to set up targets for different markets and to test the effectiveness of different 
administrative and communication programmes. 
 
e. Marketing and Agricultural Development and Farm Productivity: 
   The issue of low farm productivity of many developing nations like Nigeria is often attributable 
to factors such as inefficient methods of irrigation, lack of mechanization in farming, inadequate supplies 
of fertilizer and natural disasters. But one fundamental problem which is not always mentioned is lack of 
marketing system. Development specialists such as Owens and Shaw in Zahur (2012), rightly pointed out 
that agricultural development is more a human problem than a technical problem. 
   If all farmers can be provided with production inputs, the financial system, the market and the 
agricultural knowledge, they can improve the agriculture. Most of the farmers lack access to market 
system and thus lack both resources and incentives to modernize their production. 
   Development of rural market system is of fundamental urgency in bringing about the necessary 
agricultural revolution. Proper incentives should exist for a subsistence farmer to produce more, and 
obviously, the most basic incentive is his access to the national market. 
 
f. Marketing in Education and Manpower Training:- 
 It is understandable that marketing concepts and techniques may have profound impact on 
meeting the nation’s manpower needs. Developing nations like Nigeria need a wide variety of human 
skills to bring about economic and social development. To solve this onerous problem, marketing comes 
in handy. In Nigeria, much of educational thrust is restricted geographically to urban areas. Very little 
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emphasis is placed on non- formal training programmes to increase the productivity of rural labourers, 
farmers and the likes. Infact, one can imagine that generally speaking, educational institutions have 
defined their markets narrowly. Also, students often do not see any relationship between their educational 
aspirations and job aspirations because of the nation’s employment practices which sometimes does not 
match employment with educational skill. 
 This vicious circle can be broken to influence people towards job-oriented education. 
 
g. Marketing and Export Promotion. 
 Export promotion is one activity that sustains a given nation. In such a government activity, 
marketing plays an invaluable role. Trained marketing professionals should be placed abroad to seek 
export opportunities as well as to conduct necessary research on the nature of the competition that the 
country is likely to face abroad. 
 
h. Marketing and Tourism 
 The World Tourism Organization –(WTO, 2009) sees tourism as people traveling to and staying 
in places outside their usual environment for not more than one consecutive year, for leisure, business and 
other purposes. Tourism is an aspect of service marketing and given the fact that Nigeria is highly 
endowed with great tourist attractions, it should be marketed to enhance national growth. According to 
Njoku, in Egu and Akalazu (2012), “in tourism, one should look at the financial and technical growth and 
development of the Nigeria economy. A well managed tourist outfit will not only create employment 
opportunities for Nigeria and enhance shareholders value, it will also pay corporate tax to the 
government. It also contributes to community social responsibilities”. 
 To facilitate and encourage travel, a wide variety of tour package should be made available. 
 
i. Marketing and Trade Development 
 Marketing and trade play vital roles in the economic growth and overall development of a nation. 
The major roles of marketing and trade in the national economy can be thought of in terms of 
specialization in activities of comparative advantage, enhanced resource use and trade advances in 
marketing with economic growth. Without market facilities, areas must maintain diversified activities to 
produce their own food, shelter, tools and other needed goods. Specialized activities lead to trade and the 
gains of trading are enormous. Through specialization arising from trade, a community is better able to 
utilize its limited resources. 
  As economic growth proceeds, several changes in marketing take place. With economic 
development, the activities and tasks of marketing increase and activities such as storage, processing, 
packaging and retail distribution become more important. Greater activity therefore, moves away from the 
site of production towards marketing. 
 
j. Marketing and Electoral Politics 
 It may sound enthralling and also a good one to buttress the all embracing role of marketing in 
national development to note that it is marketing that sustains the political and electoral system of a give 
nation. Politics is about power and the struggle for power results in conflict and competition. A 
participant in this power struggle is called “a politician” whose aim is to be in government  and has to 
market himself and his party’s manifesto. He must be able to convince his electorate that his party’s 
manifesto and programme is more relevant to their needs than those of his competitors. 
 According to Ohiwerei in Worlu  (2012), the political party can be likened to a company, the 
party ideology to a company’s mission statement, the party manifesto to a company’s marketing 
strategy/plans, and the party candidate to a brand. It is also known that the success of any company 
depends on the success of its brands or services. Similarly, the success of a political party in an election 
depends on the success of candidates. It therefore becomes imperative for the politician to have a close 
look at what makes a brand successful.   
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 In brand marketing, the key to success is a thorough understanding of the market, the consumer, 
and the competition, by the help of market research. 
 The logical conclusion following from this thought process in that a political party, if it is to be 
effective and successful, should operate like a business or a company.  Given the above analogy there is 
no gain saying the relevance of marketing in politics, and if marketing is a vital factor in the electoral and 
political system of a given nation, one begins to wonder in which sphere of such a nation that it will not 
be relevant. Alternatively, one even begins to think that it is rather the determiner of other actions because 
it is from the political seat that policies flow. 
 This must be essentially why Nimmo (1999) opines that political marketing application have 
moved from solely a communication tool to an integrated way of managing politics or even governing. 
 O’ Shaughnessy (2003) also emphasized the main developments of applied uses of political 
marketing. All these further buttress the all embracing role of marketing. 
 
Conclusions  
 Marketing has been expounded as a rallying point for  national development, therefore no nation 
should over look the impact of marketing in its overall national development. 
 The value of and contribution of marketing to national development might be measured in the 
growth of the Gross National Product (GNP), the size of consumption expenditures, the relative 
improvement in the general standard of living, the profit to marketing organizations, the number of people 
employed in its tasks and the strength of the nations political, social and economic institutions. Marketing 
must therefore be brought into focus in policy and decision making of any given nation that wants to 
either develop or sustain development. 
 
Recommendations 
 From the foregoing, it is evident that marketing plays a pivotal role in the development of any 
given nation. It is therefore recommended that for the successful development of a given nation (in this 
case, Nigeria) the marketing principle, rules operations and practitioners must be brought to the fore. 
  Marketing managers should be involved in the management and policy decisions of the given 
nation since marketing activities will cut across all the human and economic activities of such a nation. 
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