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I	Abstract	
	
Human	trafficking	is	a	multi-faceted	problem	that	continues	to	impact	a	broad	range	

of	people	around	the	world,	including	the	trafficked,	their	families	and	local	

communities	(Ikeora,	2016).	Nigeria	was	named	one	of	the	top	eight	countries	of	

origin	for	human	trafficking	and	is	one	of	the	leading	African	countries	in	human	

trafficking	with	substantial	cross-border	and	internal	trafficking	(UNODC,	2006;	US	

Department	of	State	Trafficking	in	Persons	(TIP)	Report,	2016).	There	have	been	

calls	for	human	trafficking	in	Nigeria	to	be	addressed	as	a	social	problem	(Asiwaju,	

2008)	involving	voluntary	and	non-voluntary	behaviours	(Long,	2004;	Goździak	&	

Bump,	2008;	Zhang,	2009;	Hoyle,	2011;	Weitzer,	2014;	Murray	et	al.,	2015).		

	

Existing	human	trafficking	interventions	in	Nigeria	include	law	(migration	controls	

and	legislative	measures),	education	(public	awareness	campaigns)	and	pilot	

economic	empowerment	programs	(NAPTIP,	2014;	Duru	&	Ogbonnaya,	2012)	yet	

the	extent	of	human	trafficking	continues	to	rise	(Adepoju,	2005;	Carling,	2005;	

Okojie,	2009;	Duru	&	Ogbonnaya,	2012),	prompting	calls	for	the	phenomenon	to	be	

considered	through	an	alternate	lens	(Asiwaju,	2008;	Goździak	&	Bump,	2008;	

Weitzer,	2014)	such	as	marketing	(Pennington	et	al.,	2009;	Murray	et	al.,	2015).		

	

Hence,	this	program	of	research	was	designed	to	understand	human	trafficking	as	a	

social	issue	in	Nigeria	through	the	alternative	lens	of	social	marketing.	Although	

social	marketing	has	been	used	to	combat	problem	behaviours	for	over	40	years	

(Lefebvre	2011),	and	the	effectiveness	of	the	approach	widely	documented	(Stead	et	

al.,	2007),	recent	systematic	literature	reviews	(Carins	&	Rundle-Thiele,	2014;	

Kubacki	et	al.,	2015a,	b,	c;	Fujihira	et	al.,	2015)	indicate	incomplete	use	of	formative	

research	in	social	marketing	programs,	despite	scholars	acknowledging	the	

importance	of	formative	research	in	social	marketing	(Lefebvre	&	Flora,	1988;	

Walsh	et	al.,	1993;	Andreasen,	2002;	French	&	Blair-Stevens,	2005;	Robinson-

Maynard	et	al.,	2013).	Application	of	formative	research	helps	to	instill	an	
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understanding	of	the	consumer	and	surrounding	influences	(social	and	

environmental),	while	theory	use	can	improve	program	outcomes	(Andreasen,	

2002;	Truong	&	Dang,	2016;	Lefebvre,	2013).		

	

Therefore,	this	program	of	research	employs	a	rigorous	formative	research	design	

approach,	using	three	of	the	eight	social	marketing	benchmark	criteria	proposed	by	

the	National	Social	Marketing	Centre	(NSMC)	(2006),	namely	customer	orientation,	

insight	and	theory,	which	collectively	form	the	basis	of	formative	research	in	social	

marketing	(French	&	Blair-Stevens,	2005).	Formative	research	was	conducted	

across	each	of	the	three	streams	of	social	marketing	(upstream,	midstream	and	

downstream),	which	is	rare	in	social	marketing	literature	notwithstanding	calls	for	

multilevel	social	marketing	interventions	(Bayliss-Brown	et	al.,	2015;	Kennedy,	

2015;	Layton,	2014,	2015)	because	deeper	exchange	insights	come	from	all	eyes	on	

the	problem,	addressing	the	barriers	to,	options	for,	and	benefits	of	change	at	each	

level	(Domegan	et	al.,	2016).	

	

Hence,	the	actionable	insights	gained	from	this	robust	formative	multi-stream	social	

marketing	approach	to	understanding		human	trafficking	can	be	used	to	inform	and	

design	effective	social	marketing	programs	aimed	at	preventing	and	reducing	the	

problem	of	human	trafficking	in	Nigeria.		

	

Study	 one	 is	 situated	 in	 the	 upstream	 social	 marketing	 space	 and	 asked	 the	

question:	

	

RQ1	How	is	the	problem	of	human	trafficking	in	Nigeria	represented	across	

government-sponsored	anti-human	trafficking	advertisements?	

Study	one	conducted	a	critical	discourse	analysis	of	‘crafted	texts’	comprising	state-

sponsored	anti-human	trafficking	advertisements	across	print	and	television,	and	

transcripts	of	interviews	with	key	state	officials.	The	study	sought	to	understand	

how	the	state’s	production	and	representation	of	human	trafficking	may	be	
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reproducing	existing	social	inequalities	(Fairclough,	1999)	and	thereby	contributing	

to	the	problem	of	human	trafficking	in	Nigeria.	While	current	anti-human	trafficking	

advertisements	are	working	to	create	mass	awareness	of	human	trafficking	

throughout	Nigeria	(NAPTIP,	2014;	US	Department	of	State	TIP	Report,	2016),	this	

study	reveals	that	hegemonic	beliefs	of	the	state	about	voluntary	participation	in	

human	trafficking	both	threaten	and	undermine	the	success	of	existing	prevention	

efforts.	Specifically,	the	state’s	moralising	of	human	trafficking	creates	the	single	

social	identity	of	‘deviant’	for	both	voluntarily	trafficked	persons	and	human	

traffickers.	This	moralising	of	voluntary	participation	in	human	trafficking	

reproduces	existing	socioeconomic	and	sociocultural	inequalities	because	it	

discourages	citizen	participation	in	the	fight	against	human	trafficking	while	

stigmatising	trafficked	persons	(see	Olaniyi,	2003;	Omorodion,	2009),	in	addition	to	

inadvertently	promoting	human	trafficking	as	a	possible	source	of	gaining	wealth.	

Furthermore,	the	moralising	of	human	trafficking	focuses	attention	on	the	issue	of	

sex	trafficking	at	the	expense	of	other	forms	of	human	trafficking,	thus	marginalising	

other	perspectives	such	as	the	much	bigger	problem	of	child	trafficking	(see	Okojie,	

2009;	Folami,	2008)	in	Nigeria.		

Study	 two	 is	 situated	 in	 the	 midstream	 social	 marketing	 space	 and	 asked	 the	

question:	

	

RQ2	How	are	sociocultural	influences	experienced	across	human	trafficking	endemic	

states	in	Nigeria?	

	

Study	two	sought	to	understand	how	sociocultural	influences	are	experienced	

across	two	human	trafficking	endemic	states	in	Nigeria	using	auto-ethnography	and	

key	informant	interviews	of	socialisation	agents	(family	members).	This	study	found	

that	external	influences,	from	the	family	unit	to	broader	sociocultural	factors,	play	a	

role	in	the	lives	of	the	sample	population	across	human	trafficking	endemic	states	in	

Nigeria.	Some	key	informants	in	this	study	were	found	to	endorse	human	trafficking	

because	of	the	perceived	benefit	that	it	provides	⎯the	opportunity	to	escape	
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socioeconomic	oppression	in	Nigeria.	This	explicit	support	of	human	trafficking	by	

some	key	informants	supports	this	study’s	theory	that	experiences	of	oppression	

has	given	rise	to	a	false	consciousness	about	human	trafficking	in	Nigeria.	This	false	

consciousness	about	human	trafficking	implies	that	key	informants	could	

themselves	become	enablers	of	human	trafficking	through	negatively	influencing	

members	of	their	family	or	social	unit.	Given	that	family	members	can	function	as	

socialisation	agents	(Brennan	et	al.,	2014),	and	consumer	socialisation	is	a	lifelong	

process	as	consumers	continue	to	learn	from	others	throughout	their	lifetimes	

(Ekstrom,	2006),	these	key	informant	insights	about	human	trafficking	could	be	

contributing	to	the	problem	of	human	trafficking	in	Nigeria.	Furthermore,	while	this	

study	supports	previous	studies	in	that	voluntary	participation	in	human	trafficking	

is	motivated	by	economic	hardships	including	poverty	and	unemployment	(see	

Okonofua	et	al.,	2004;	Elabor-Idemudia,	2003;	Ellis	&	Akpala,	2011;	Omoroguiwa,	

2012),	more	importantly	it	also	finds	that	key	informants	have	become	hopeless	

about	their	own	ability	to	change	their	socioeconomic	condition	within	Nigeria.	This	

hopelessness	in	Nigeria	is	reflected	in	their	distrust	of	the	state	to	provide	for	them,	

and	in	their	experiences	of	systematic	class	oppression.	Furthermore,	social	

influences	in	the	form	of	reference	groups	and	a	hegemonic	popular	culture	that	

glorifies	overseas-made	wealth	also	appear	to	contribute	to	an	idealised	view	of	

migration,	further	fuelling	the	desperation	to	escape	oppression	for	greener	

pastures	abroad.	Additionally,	this	study	found	that	the	link	between	child	labour	

and	child	trafficking	was	undervalued	by	informants	because	of	traditional	practices	

and	beliefs.	The	Nigerian	traditional	practice	of	child	fostering,	whereby	poor	rural	

families	are	motivated	to	send	their	children	to	extended	family	members	to	live	

and	earn	an	education	(Folami,	2008;	Allais,	2006;	De	Haas,	2006),	as	well	as	the	

norm	of	child	labour	have	thus	functioned	as	a	false	consciousness	for	parents	

because	children	end	up	being	exploited	and	vulnerable	to	human	trafficking.	Yet,	

this	study	found	that	parents	do	not	appear	to	comprehend	the	risks,	with	

informants	drawing	on	their	own	childhood	experiences	of	child	labour	to	support	

the	norm	of	child	labour	in	Nigeria.			
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Study	 three	 is	 situated	 in	 the	 downstream	 social	 marketing	 space	 and	 asked	 the	

question:	

	

RQ3	What	is	the	lived	experience	of	Nigerian	persons	that	have	been	trafficked	within	

and	outside	Nigeria?	

	

Study	three	sought	to	understand	the	lived	experience	of	Nigerian	women	who	have	

been	trafficked	both	within	and	outside	Nigeria,	using	existential	phenomenology	as	

a	method.	

	

The	study	found	that	although	human	trafficking	is	a	global	problem,	there	are	

various	dimensions	to	the	experience	of	being	trafficked.	Despite	their	varied	

experiences,	the	majority	of	trafficked	participants	viewed	human	trafficking	

positively,	and	did	not	identify	as	victims	because	they	were	not	forced	into	it.	

Rather,	they	viewed	human	trafficking	as	an	opportunity	for	freedom	from	

unemployment	in	Nigeria,	even	if	for	some	of	them	the	costs	of	that	freedom	were	

emotional	and	physical	abuse.	For	these	women	human	trafficking	was	a	preferred	

alternative	to	the	oppression	of	joblessness	and	the	inability	to	make	ends	meet	in	

Nigeria.	This	study	also	found	that	the	majority	of	trafficked	women	did	not	feel	

exploited	by	their	traffickers,	and	that	the	few	who	did	exercised	their	agency	by	

seeking	help	to	escape	from	their	traffickers.	This	finding	contradicts	previous	

literature	which	found	that	victims	are	prevented	from	escaping	their	human	

traffickers	through	psychological	forms	of	control	such	as	oaths	(see	Ikeora,	2016),	

or	that	trafficked	women	were	afraid	to	seek	help	from	relevant	authorities	(see	

Abdulkareem	&	Oladipo,	2010),	or	that	victims	were	unaware	of	their	legal	rights	

(see	Olaniyi,	2003).	Participants’	voluntary	participation	in	human	trafficking	

suggests	a	false	consciousness	about	the	perceived	role	of	human	trafficking	

because	the	trafficking	trade	appears	to	favour	the	human	traffickers	who	profit	

from	these	women,	who	are	deported	while	still	in	debt	bondage	to	their	traffickers,	

or	before	they	have	a	chance	to	also	profit	from	human	trafficking.	Ironically,	

deported/‘rescued’	trafficked	women	end	up	feeling	like	victims	of	the	state	because	
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they	were	unwillingly	rescued	and	some	of	them	are	held	against	their	will	at	state	

shelters	for	trafficked	persons.	The	insights	from	this	study	indicate	that	the	state’s	

existing	dichotomous	victim/criminal	lens	used	to	address	the	problem	of	human	

trafficking	in	Nigeria	is	problematic	since	it	relies	on	a	single	story	(victim/criminal	

narrative)	to	address	a	complex	problem.		

	

The	last	research	question	sought	to	apply	a	new	theoretical	lens	to	understanding	

human	trafficking	in	response	to	calls	by	Goździak	and	Bump	(2008)	with	the	

question:	

	

RQ4	How	can	the	Marxist	concepts	of	false	consciousness	and	cultural	hegemony	guide	

and	explain	formative	research	insights	in	human	trafficking?	

	

This	program	of	research	demonstrated	that	the	concepts	of	false	consciousness	and	

cultural	hegemony	can	be	used	to	guide	formative	research	in	human	trafficking.	

Firstly,	the	concept	of	false	consciousness	provided	the	premise	for	this	program	of	

research⎯by	framing	the	problem	of	human	trafficking	through	a	new	theoretical	

lens	that	has	not	previously	been	associated	with	the	issue.	This	research	found	that	

research	participants	suffered	from	false	consciousness	in	that	their	positive	mental	

model	of	human	trafficking	systematically	conceals	the	realities	of	their	

subordination,	exploitation	and	domination	at	the	hands	of	human	traffickers.	For	

example,	study	three	supports	this	theory	of	false	consciousness	in	the	way	that	the	

system	seems	to	favour	human	traffickers	over	trafficked	women.	Study	two	was	

also	framed	by	false	consciousness,	in	addition	to	cultural	hegemony	and	consumer	

socialisation	theory,	enabling	the	design	of	interview	questions	aimed	at	exploring	

whether	this	theory	could	provide	insights	into	human	trafficking.	The	actionable	

insights	gained	from	the	three	studies	suggests	that	a	false	consciousness	about	

human	trafficking	was	evident	in	research	participants	and	in	the	auto-ethnography	

conducted,	and	that	this	false	consciousness	about	human	trafficking	emerged	from	

experiences	of	oppression	at	socioeconomic	and	sociocultural	levels.	Cultural	
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hegemony	helped	to	contextualise	the	insights	from	study	one	and	also	provided	all	

three	studies	with	a	theoretical	framework	upon	which	future	social	marketing	

programs	aimed	at	preventing	and	reducing	human	trafficking	in	Nigeria	can	be	

developed.		

	

In	conclusion,	this	program	of	research	applied	a	rigorous	formative	research	design	

approach	to	understanding	the	problem	of	human	trafficking	in	Nigeria,	thereby	

extending	application	of	social	marketing	formative	research	and	building	upon	

existing	human	trafficking	literature.	Specifically,	this	program	of	research	provided	

a	novel	demonstration	of	a	cohesive	three	stream	formative	research	design	

approach	(upstream,	midstream	and	upstream)	which	is	sparse	in	social	marketing	

and	human	trafficking.	The	research	also	gained	actionable	research	insights	across	

the	three	steams	of	social	marketing,	thereby	extending	current	understanding	of	

human	trafficking	through	an	alternative	perspective.	Furthermore,	the	research	

made	novel	methodological	contributions	to	human	trafficking	and	social	marketing	

literature	through	the	use	of	existential	phenomenology,	auto-ethnography	and	

critical	discourse	analysis,	which	are	sparsely	used	across	both	fields.	The	research	

also	demonstrated	a	new	theoretical	approach	for	undertaking	formative	research	

in	human	trafficking	and	social	marketing	through	the	use	of	the	critical	theory	

concepts	of	false	consciousness	and	cultural	hegemony,	while	also	expanding	

midstream	social	marketing	formative	research	methods	by	employing	a	rarely	used	

sociocultural	ecological	model,	namely	Consumer	Socialisation	Theory.	Lastly,	this	

research	established	the	potential	of	social	marketing	application	to	a	broader	range	

of	problem	behaviours	and	social	issues	such	as	human	trafficking,	helping	to	

extend	application	of	social	marketing	into	the	social	justice	space.	
	
	
Keywords:	Social	marketing,	Human	trafficking,	Oppression,	False	consciousness,	
Cultural	Hegemony,	Audience	Research,	Actionable	insights.		
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1. Chapter	I	Introduction

This	first	chapter	presents	an	overview	of	the	thesis,	which	focuses	on	three	key	

social	marketing	benchmark	criteria	of	customer	orientation,	audience	insight	and	

theory.	The	application	of	these	three	benchmark	criteria	delivers	a	theoretically	

guided	understanding	that	is	oriented	towards	the	target	audience,	and	which	has	

not	previously	been	reported	as	a	cohesive	body	of	work	in	the	human	trafficking	

prevention	space.	Research	seeking	to	understand	human	trafficking	from	the	

perspectives	of	people	who	have	been	trafficked	and	important	others	including	

family,	sociocultural	influences	and	policy	makers	surrounding	them	may	yield	

unique	insights	that	can	further	contribute	to	and	support	current	human	trafficking	

prevention	efforts	in	Nigeria.		

Section	1.1	presents	the	background	to	the	problem,	section	1.2	outlines	the	

research	aims,	section	1.3	the	research	questions,	section	1.4	describes	the	research	

design	and	outlines	the	research	program,	and	section	1.5	focuses	on	the	theoretical	

and	practical	contributions	of	the	thesis	while	section	1.6	provides	an	overview	of	

the	structure	of	this	seven	chapter	thesis,	concluding	with	section	1.7.	

1.1	 Background 

Since	time	immemorial	human	trafficking	has	existed	in	many	parts	of	the	world	in	

various	forms	but	was	not	considered	a	serious	social	problem	until	recent	official	

discourse	and	media	reporting	(Weitzer,	2014;	Farrell	&	Fahy,	2009;	Gulati,	2011;	

Weitzer,	2007).	There	is	now	a	consensus	that	human	trafficking	is	a	multi-faceted	

global	problem	that	continues	to	negatively	impact	a	broad	range	of	people	

including	the	trafficked	individual,	their	family	and	the	wider	community	(Ikeora,	

2016).	However,	given	the	complex	nature	of	human	trafficking,	it	is	difficult	to	

amass	reliable	data	to	document	local,	regional,	and	global	prevalence	(US	

Department	of	State	TIP	Report,	2016)	and	it	is	impossible	to	satisfactorily	estimate	
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the	magnitude	of	profits	within	this	illicit,	clandestine,	underground	economy	at	the	

macro	level—nationally	or	internationally	(Weitzer,	2014).	

	

Despite	documented	difficulties	in	obtaining	reliable	estimates,	there	have	been	

numerous	attempts	at	estimating	the	scope	of	the	problem.	For	example,	the	

International	Labour	Organization	(ILO)	estimated	in	2014	that	forced	labour	and	

other	forms	of	human	trafficking	in	the	private	economy	reaps	some	US$150	billion	

in	illicit	profits	each	year.		
	
Previous	figures	compiled	by	the	US	Department	of	State’s	TIP	Report	(2008)	places	

human	trafficking	as	the	third	most	lucrative	illicit	business	in	the	world	after	arms	

and	drug	trafficking.	The	ILO	further	estimates	that,	to	date,	a	cumulative	20.9	

million	people	are	trafficked	for	forced	labour	and	sexual	exploitation	globally	

(United	Nations	Office	on	Drugs	and	Crime	(UNODC)	Trafficking	in	Persons	Report,	

2012).	According	to	the	report,	at	least	136	different	nationalities	were	trafficked	

and	detected	in	118	different	countries.	Women	accounted	for	55-60	per	cent	of	all	

trafficked	persons	detected	globally;	women	and	girls	together	account	for	about	75	

per	cent.	Trafficking	for	the	purpose	of	sexual	exploitation	accounts	for	58	per	cent	

of	all	trafficking	cases	detected	globally,	while	trafficking	for	forced	labour	accounts	

for	36	per	cent.	The	Trafficking	in	Persons	Report	(2012)	also	notes	an	increase	in	

trafficked	children.	From	2003—2006,	20	per	cent	of	all	detected	trafficked	persons	

were	children.	Between	2007	and	2010,	the	percentage	of	trafficked	children	had	

risen	to	27	per	cent.	Of	every	three	trafficked	children,	two	are	girls	and	one	is	a	boy.		

	

Taken	together,	these	estimates	and	trends	suggest	that	human	trafficking	is	a	

serious	problem	generating	significant	revenues	for	traffickers,	spanning	many	

countries	across	the	globe	and	affecting	the	lives	of	millions	of	people.	Significant	

gaps	in	knowledge	of	how	to	prevent	human	trafficking	remain	and research	that	

illuminates	the	causes,	prevalence,	characteristics,	trends,	and	consequences	of	all	

forms	of	human	trafficking	in	various	countries	and	cultures	is	crucial	for	
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developing	anti-trafficking	prevention	strategies	and	measuring	their	impact	(US	

Department	of	State	TIP	Report,	2016).		
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Human	trafficking	in	Nigeria	–	An	overview	

Situated	in	West	Africa	with	a	population	of	over	170	million,	Nigeria	–	the	context	

for	this	study	on	human	trafficking	– is	a	source,	transit,	and	destination	country	for	

women	and	children	subjected	to	forced	labour	and	sex	trafficking	(US	Department	

of	State	TIP	Report,	2016).	Nigeria	was	named	one	of	the	top	eight	countries	of	

origin	for	human	trafficking	and	is	one	of	the	leading	African	countries	in	human	

trafficking	with	substantial	cross-border	and	internal	trafficking	(UNODC,	2006).	

Figure	1	presents	a	map	of	human	trafficking	in	Nigeria	within	a	global	context.	

Despite	being	Africa’s	biggest	economy	(The	Economist,	2014)	decades	of	military	

rule	in	Nigeria	have	contributed	to	severe	political,	social	and	economic	crises,	while	

the	oil	boom	of	the	1970s	created	opportunities	for	migration,	as	well	as	avenues	for	

exploitation	and	trafficking	of	women	and	children	(Olagbegi	et	al.,	2006).			

Human	trafficking	in	Nigeria	is	multi-dimensional,	comprising	domestic	(trafficking	

within	Nigeria	from	rural	communities	to	urban	areas)	and	international	(trafficking	

of	women	and	children	overseas)	aspects.	According	to	the	latest	US	Department	of	

State’s	TIP	Report	(2016),	Nigerian	trafficked	persons	are	recruited	from	rural	and	

urban	areas:	women	and	girls	for	domestic	servitude	and	sex	trafficking;	and	boys	

for	forced	labour	in	street	vending,	domestic	service,	mining,	stone	quarrying,	

agriculture,	textile	manufacturing,	and	begging.	Young	boys	in	Koranic	schools,	

commonly	known	as	‘Almajiri	children’,	are	subjected	to	forced	begging.	Nigerian	

women	and	children	are	taken	from	Nigeria	to	other	West	and	Central	African	

countries,	as	well	as	to	South	Africa,	where	they	are	exploited	for	the	same	

purposes.	Nigerian	women	and	girls	are	subjected	to	sex	trafficking	throughout	

Europe,	and	are	also	recruited	and	transported	to	destinations	in	North	Africa,	the	

Middle	East,	and	Central	Asia.	

While	international	trafficking	of	Nigerian	women	abroad	for	the	purpose	of	sexual	

exploitation	has	been	the	focus	of	much	research	and	anti-trafficking	efforts,	

critically,	a	much	greater	proportion	of	trafficking	from	Nigeria	occurs	within	its	
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borders	(Okojie,	2009).	Different	trafficking	forms	are	summarised	in	Table	1	below.		

Okojie	(2009)	estimates	that	of	all	the	persons	trafficked	annually	within	and	

outside	Nigeria,	over	75	per	cent	(mainly	children)	are	trafficked	internally	across	

the	36	states,	another	23	per	cent	are	trafficked	within	states,	and	two	per	cent	are	

trafficked	outside	the	country.	Furthermore,	children	from	other	West	African	

countries	are	subjected	to	forced	labour	in	Nigeria,	including	in	granite	and	gold	

mines;	Nigeria	is	also	a	transit	point	for	children	from	other	countries	in	West	

Africa,	who	are	then	subjected	to	forced	labour	in	Cameroon	and	Gabon	(US	

Department	of	State	TIP	Report,	2016).	

Table	1:	Forms	of	Global	Human	Trafficking		
Source	–	Trafficking	in	Persons	(TIP)	Report	(2016)	
	
Forms	of	
Human	
Trafficking	

Description	

Sex	Trafficking	 An	adult	is	coerced,	forced,	or	deceived	into	prostitution	–	or	maintained	in	
prostitution	through	one	of	these	means	after	initially	consenting		

Child	sex	
trafficking	

A	child	(under	18	years	of	age)	is	induced	to	perform	a	commercial	sex	act	

Forced	Labour	 Recruiting,	harbouring,	transporting,	providing,	or	obtaining	–	involved	when	a	
person	uses	force	or	physical	threats,	psychological	coercion,	abuse	of	the	legal	
process,	deception,	or	other	coercive	means	to	compel	someone	to	work.	Once	a	
person’s	labour	is	exploited	by	such	means,	the	person’s	previous	consent	or	effort	
to	obtain	employment	with	the	trafficker	becomes	irrelevant	

Bonded	
Labour/Debt	
Labour	

Some	workers	inherit	debt;	for	example,	in	South	Asia	it	is	estimated	that	there	are	
millions	of	trafficking	victims	working	to	pay	off	their	ancestors’	debts.	Others	fall	
victim	to	traffickers	or	recruiters	who	unlawfully	exploit	an	initial	debt	assumed	as	a	
term	of	employment	

Involuntary	
Domestic	
Servitude	

Informal	work	in	a	private	residence	which	is	connected	to	off-duty	living	quarters,	
and	often,	not	shared	with	other	workers.	Such	an	environment	is	conducive	to	
exploitation	because	authorities	cannot	inspect	homes	easily	compared	to	formal	
workplaces.		

Forced	Child	
Labour	

Includes	situations	in	which	the	child	appears	to	be	in	the	custody	of	a	non-family	
member	who	requires	the	child	to	perform	work	that	financially	benefits	someone	
outside	the	child’s	family	and	does	not	offer	the	child	the	option	of	leaving	

Unlawful	
recruitment	
and	use	of	child	
soldiers	

Involves	the	unlawful	recruitment	or	use	of	children	–	through	force,	fraud,	or	
coercion	by	armed	forces	–	as	combatants	or	other	forms	of	labour.	

	
	
As	is	the	case	globally,	there	are	no	reliable	records	of	the	extent	of	human	

trafficking	in	Nigeria.	Okojie	(2009)	posits	that	because	of	the	clandestine	nature	of	

human	trafficking,	it	is	difficult	to	obtain	accurate	statistics	on	the	exact	scale	of	

trafficking	in	Nigeria	and	much	of	the	data	available	is	from	official	records	of	
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returnees	who	have	been	repatriated	from	destination	countries.	The	available	data	

shows	that	trafficking	in	women	and	minors	from	Nigeria	has	been	increasing	over	

time	since	the	flow	of	trafficking	started	in	the	late	1980s	and	despite	interventions	

by	the	Nigerian	government	and	local	non-governmental	organisations	(NGOs),	

evidence	from	destination	countries	suggests	that	the	number	of	trafficked	women	

and	children	is	still	growing	(Okojie,	2009).	Duru	and	Ogbonnaya	(2012)	also	argue	

that	while	figures	and	statistics	pertinent	to	Nigerians	involved	have	been	

inconsistent,	it	does	not	negate	the	fact	that	human	trafficking	is	on	the	rise	in	

Nigeria.		

In	Nigeria,	human	trafficking	is	driven	by	a	number	of	factors	collectively	referred	to	

as	‘push	and	pull’	factors.	Push	factors	include	poverty,	unemployment,	economic	

inequalities	etc.,	which	are	largely	beyond	the	control	of	the	individual	and	

contribute	to	the	supply	of	trafficked	persons;	pull	factors	such	as	low-risk	high	

profit,	demand	for	sex	and	low	skilled	labour,	and	the	individual	desire	for	a	higher	

quality	of	life	contribute	to	the	demand	for	trafficked	persons		(Omoroguiwa,	2012;	

Geshinde	&	Elegbeleye,	2011;	Ellis	&	Akpala,	2011;	Jegede	et	al.,	2011;	Akor,	2011;	

Okojie,	2009;	Dave-Odigie,	2008;	Asiwaju,	2008;	Carling,	2006;	UNICEF,	2006;	

Adepoju,	2005;	Onyejekwe,	2005;	Agbu,	2003;	Okonofua	et	al.,	2004;	Elabor-

Idemudia,	2003).			

Much	has	been	done	in	the	attempt	to	prevent	human	trafficking	in	Nigeria,	ranging	

from	legislative	measures	to	public	awareness	campaigns,	short-term	economic	

empowerment	programs,	and	public	health	and	social	work	initiatives	

(Omoroguiwa,	2012;	Todres,	2011;	Nieuwenhuys,	2007;	UNESCO,	2006;	Cole,	2006;	

Onyejekwe,	2005).	Yet	the	extent	of	human	trafficking	across	and	from	Nigeria	

continues	to	rise	(Okojie,	2009),	prompting	calls	for	the	phenomenon	to	be	

examined	through	an	alternate	lens.		
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Figure	1:	Map	of	human	trafficking	in	Nigeria	within	a	global	context	
Source	–	UNODC	(2005)	

Human	trafficking,	voluntary	behaviour	and	social	marketing	

There	have	been	calls	for	human	trafficking	in	Nigeria	to	be	addressed	not	just	as	a	

transnational	crime	but	also	to	be	tackled	as	a	social	problem	(Asiwaju,	2008),	

considering	the	involvement	of	trafficked	persons	can	arise	from	both	voluntary	and	

non-voluntary	behaviours	(Murray	et	al.,	2015;	Weitzer,	2014;	Zhang,	2009;	

Goździak,	2008).	Manis	(1976,	p.	25)	defines	social	problems	as	those	social	

conditions	identified	by	scientific	inquiry	and	which	are	detrimental	to	human	

wellbeing.		

Weitzer	(2014)	argues	that	trafficking	has	been	socially	constructed	in	a	particular	

way⎯in	terms	of	both	its	magnitude	and	in	the	often-melodramatic	depictions	of	

victims,	who	are	usually	presented	as	victims	of	sexual	(rather	than	labour)	

exploitation	and	in	an	extreme	manner	that	is	often	formulaic	and	decontexualised.	

Sensationalized	depictions	are	abundant	and	mask	the	complexities,	nuances,	and	

contingencies	characterising	many	empirical	cases	(Weitzer,	2014).	Indeed,	studies	

of	migrant	sex	workers	have	found	that	few	were	coercively	trafficked	and	that	

many	recruiters	were	friends,	acquaintances,	or	family	members	(e.g.	Jacobsen	&	
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Skilbrei,	2010;	Surtees,	2008;	Vocks	&	Nijboer,	2000).	Long	(2004)	agrees	that	many	

accounts	of	human	trafficking	tend	to	deny	that	trafficking	occurs	along	a	continuum	

of	‘limited	autonomy	to	complete	bondage’	(Long,	2004,	p.	6).	Hoyle	et	al.	(2011)	

add	that	in	the	case	of	human	trafficking,	one	might	expect	a	hierarchy	ranging	from	

‘ideal	victims’	such	as	young	girls	abducted	from	an	orphanage	and	trafficked	into	

prostitution,	down	to	women	already	working	in	the	sex	industry	who	are	

persuaded	to	make	more	money	by	migrating	to	another	country,	and	then	find	

themselves	trapped	in	unacceptable	conditions	or	in	debt	bondage.		

Evidently,	the	lived	experiences	of	human	trafficking	and	migration	vary	

tremendously,	ranging	from	highly	coercive	and	exploitative	to	cooperative,	

consensual,	and	mutually	beneficial	relationships	between	migrants	and	their	

facilitators,	with	more	complex	grey	areas	between	the	two	poles	(Weitzer,	2014).	

Some	human	traffickers	are	relatives,	friends,	or	associates	who	recruit	workers	and	

facilitate	migration—individuals	who	have	a	very	different	relationship	with	

migrants	than	those	who	use	force	or	deception	or	engage	in	serious	and	systematic	

abuses	(Weitzer,	2014).	

The	move	to	recognise	the	voluntary	nature	of	human	trafficking	is	reflected	in	the	

UN	Palermo	protocol	to	Prevent,	Suppress	and	Punish	Trafficking	in	Persons,	

especially	Women	and	Children	(2000)	which	provides	the	widely	adopted	

definition	of	human	trafficking	as:		

The	recruitment,	transportation,	transfer,	harbouring	or	receipt	of	persons,	by	

means	of	the	threat	or	use	of	force	or	other	forms	of	coercion,	of	abduction,	of	

fraud,	of	deception,	of	the	abuse	of	power	or	of	a	position	of	vulnerability	or	of	

the	giving	or	receiving	of	payments	or	benefits	to	achieve	the	consent	of	a	

person	having	control	over	another	person,	for	the	purpose	of	exploitation.	

Exploitation	shall	include,	at	a	minimum,	the	exploitation	of	the	prostitution	of	

others	or	other	forms	of	sexual	exploitation,	forced	labour	or	services,	slavery	

or	practices	similar	to	slavery,	servitude	or	the	removal	of	organs.		
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This	definition	contains	three	separate	parts	but	only	one	(not	necessarily	all	three	

parts)	is	required	to	be	considered	human	trafficking:	criminal	acts	(which	is	illegal	

migration),	the	means	used	to	commit	those	acts	(fraud,	deception,	coercion,	giving	

and	receiving	of	payments	or	benefits,	etc.),	and	goals	(i.e.	for	the	purpose	of	various	

forms	of	exploitation).	Hence,	the	consent	of	a	trafficked	person	is	irrelevant	where	

any	of	the	three	means	specified	in	the	definition	have	been	used	(US	Department	of	

State	TIP	Report,	2010).	According	to	this	definition	then,	human	trafficking	can	

involve	voluntary	behaviour	by	trafficked	persons	via	their	consent,	but	this	consent	

is	irrelevant	if	one	element	of	the	three-part	definition	was	present	during	the	

trafficking	process,	e.g.	illegal	immigration.		

The	UNODC’s	Trafficking	in	Persons:	Global	Patterns	(2006)	report	also	

acknowledges	that	there	is	often	initial	consent	or	cooperation	between	trafficked	

persons	and	human	traffickers.	This	is	followed	by	more	coercive,	abusive	and	

exploitive	actions	on	the	part	of	traffickers	(UNDOC,	2006,	p.	51).	In	the	case	of	

Nigeria,	trafficking	of	women	often	begins	as	a	voluntary	act	either	through	

encouragement	from	family	members,	relatives	and	community,	or	independently	

(Okojie,	2009).	Furthermore,	as	a	result	of	deep-rooted	traditional	practices	of	child	

fostering,	parents	readily	place	their	children	in	the	care	of	relatives	and/or	

strangers	for	the	promise	of	a	better	life	for	themselves	and	their	children.	Children	

can	however	also	be	influenced	by	peer	pressure	and	actively	seek	out	traffickers	

using	their	own	initiative	to	be	recruited	(Olagbegi	et	al.,	2006).	Hence,	the	

voluntary	behaviours	that	can	be	present	in	human	trafficking,	particularly	in	

Nigeria’s	case,	may	enable	a	behaviour	change	field	such	as	social	marketing	to	

contribute	to	prevention	efforts.	

Pennington	et	al.	(2009)	agrees	that	human	trafficking	occurs	within	the	context	of	

modern	marketing	systems	and	that	understanding	the	structures,	functions	and	

implications	of	this	system	is	critical	to	the	eventual	destruction	of	that	system;	and	

the	replacement	of	it	with	one	more	conducive	to	societal	wellbeing.	Murray	et	al.	
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(2015)	also	agree	that	marketing	theory	ought	to	be	developed	toward	the	goal	of	

understanding	the	human	trafficking	system	and	developing	counter	strategies.	

Hence,	this	study	takes	a	social	marketing	approach	to	understanding	human	

trafficking	in	Nigeria	with	the	aim	of	providing	alternative	insights	that	can	be	used	

to	develop	effective	programs	to	reduce	and	prevent	human	trafficking	in	Nigeria.	

Although	there	are	other	documented	approaches,	theories	and	models	for	

understanding,	influencing	and	changing	behaviours	such	as	psychology	(see	

Chatterton,	in	Spotswood,	2016),	behavioural	economics	(see	Hallsworth	and	

Sanders,	in	Spotswood,	2016),	and	technology	(see	Joinson	and	Piwek,	in	

Spotswood,	2016),	this	study	is	guided	by	Rothschild’s	(1999)	marketing,	education	

and	law	behavioural	change	framework	to	understanding	human	trafficking	in	

Nigeria.		

According	to	Rothschild	(2009)	there	are	three	behaviour	change	tools,	namely	law,	

education	and	marketing,	each	of	which	can	be	applied	to	address	social	problems	

and	achieve	social	good.	Law	involves	the	use	of	coercion	to	achieve	desired	

behaviour	in	a	non-voluntary	manner	or	the	threat	of	punishment	for	inappropriate	

behaviour.	Education	refers	to	efforts	that	attempt	to	inform	and/or	persuade	the	

target	audience	to	behave	voluntarily	but	does	not,	on	its	own,	offer	any	direct	

and/or	immediate	reward	or	punishment.	(Social)	marketing	refers	to	attempts	to	

influence	behaviour	by	offering	incentives	in	an	environment	that	invites	a	

voluntary	behaviour	change.	Social	marketing	has	the	ability	to	promote	education’s	

knowledge	transfer	(Lee	&	Kotler,	2011).	Where	education	provides	the	necessary	

knowledge,	social	marketing	understands	what	it	takes	to	incentivise	actual	

behaviour	change	by	providing	an	exchange	proposition	(Rothschild,	1999).	Law,	on	

the	other	hand,	aims	to	achieve	behaviour	change	through	non-voluntary	

compliance.	It	utilises	penalties	(e.g.	parking	fines),	punishment	(e.g.	jail),	and	a	

manipulation	of	opportunities	(e.g.	increase	taxes	on	alcohol)	(Donovan	&	Henley,	

2010).	In	social	marketing,	the	environment	is	made	favourable	for	appropriate	

behaviour	through	the	development	of	choices	with	comparative	advantage	
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(products	and	services),	favourable	cost-benefit	relationships	(pricing),	and	time	

and	place	utility	enhancement	(channels	of	distribution).	According	to	Binney	et	al.	

(2003)	social	marketing	also	provides	positive	reinforcement	through	

communication	and	advertising	activities	(promotion).	

Social	Marketing	uses	consumer	research	to	understand	and	consequently	influence	

behaviour,	while	other	fields	such	as	public	health	emphasise	a	‘top	down,	expert-

driven	hegemony’	(Hastings	&	Saren,	2003).	There	is	a	growing	body	of	empirical	

evidence	documenting	social	marketing’s	ability	to	reduce	undesirable	behaviours	

and	increase	desirable	behaviours	to	achieve	social	good.	A	review	of	the	literature	

establishes	social	marketing	application	across	a	wide	range	of	settings,	such	as	

physical	activity	(Fujihara	et	al.,	2015),	minimising	alcohol	harm	(Kubacki	et	al.,	

2014),	and	nutrition	(Carins	&	Rundle-Thiele,	2014).	Social	marketing	has	also	

gained	traction	outside	the	public	health	domain	in	its	application	to	broader	social	

issues	such	as	racism	(Madill	&	Abele,	2007),	child	abuse	(Stannard	&	Hall,	1995),	

poverty	alleviation	(Kotler	&	Lee,	2009),	corruption	(Kindra	&	Stapenhurst,	1998),	

environmental	protection	(Takahashi,	2009),	tourism	(Truong	&	Hall,	2013,	2015,	

2016),	animal	conservation	(Drury,	2011;	Truong	et	al.,	2016),	sustainable	economic	

development	(Andreatta	et	al.,	2011),	sustainable	behaviour	(McKenzie-Mohr	&	

Smith,	1999),	workplace	safety	(Sorenson	et	al.,	2011),	and	many	more.	However,	

social	marketing	is	yet	to	be	applied	to	more	contentious	social	issues	such	as	

human	trafficking.	Wymer	(2011)	suggests	that	much	more	work	is	needed	on	

social	change	issues	and	that	it	is	time	for	social	marketers	to	integrate	and	

extend⎯a	call	that	the	current	study	responds	to.		

Social	marketing	comprises	three	streams	that	can	be	used	to	influence	behaviour	

change,	namely	downstream,	midstream	and	upstream	(Hoek	&	Jones,	2011).	These	

social	marketing	streams	are	also	referred	to	as	micro,	meso	and	macro	social	

marketing	(see	Brennan	et	al.,	2014;	Luca,	Hibbert	&	McDonald,	2016).	Downstream	

is	focused	on	individual	behaviour	change	and	is	the	most	visible	stream	in	social	
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marketing	literature	(illustrative	examples	include	Francis	&	Taylor,	2009;	Young	et	

al.,	2004;	Potter	&	Stapleton,	2012).	Midstream	targets	behaviour	change	at	the	

community	level	(see	McKenzie-Mohr	&	Smith,	1999),	while	upstream	is	concerned	

with	influencing	public	policy,	prioritisation,	budget	allocation	and	influence	on	

strategy,	and	addressing	the	causal	agents	and	determinants	of	social	problems	

(French,	2012).	Social	marketing	literature	has	called	for	a	move	away	from	

traditional,	individual-focused	downstream	and	micro-marketing	approaches	

towards	ecological	perspectives,	requiring	a	redirection	of	focus	to	the	upstream	in	

order	to	understand	the	problem	as	a	whole	and	inform	social	marketing	

programmes	that	integrate	downstream,	midstream	and	upstream	elements	(Luca,	

Hibbert	&	McDonald,	2016).	Yet,	research	into	change	at	the	broader	social	and	

environmental	levels	(midstream	and	upstream),	to	create	social	support	and	

environments	that	support	behaviour	change	at	the	individual	level,	is	scarce	(Luca,	

Hibbert	&	McDonald,	2016).	Domegan	et	al.	(2016)	posit	that	the	impact	of	single-

domain	social	marketing	is	narrow,	its	reach	limited	and	its	successes	insufficient	to	

produce	sustainable	social	change	in	the	face	of	complex	social	problems.	This	is	a	

view	that	is	widely	supported	by	leading	social	marketing	scholars	(French	&	

Gordon,	2015;	Kennedy,	2015;	Langford	&	Panter-Brick,	2013;	Stead	et	al.,	2007).	

Andreasen	(1997)	suggested	that	social	marketers	should	apply	their	skills	to	

motivate	change	among	those	responsible	for	the	upstream	environment,	a	view	

that	is	shared	by	more	recent	authors	(e.g.	Gordon,	2013).	Kennedy	(2015)	also	

agrees	that	social	marketers	should	seek	to	work	in	down,	mid	and	upstream	social	

marketing	domains	in	a	holistic	approach	to	effect	systemic	change,	as	opposed	to	

individual-level	change	that	continues	to	dominate	social	marketing	practice.	

	

To	date,	there	is	no	identified	evidence	that	a	multi-stream	social	marketing	

behaviour	change	framework	has	been	used	to	address	the	problem	of	human	

trafficking.	Although	Murray	et	al.	(2015)	proposed	Victim	Intervention	Marketing,	

an	application	of	Murray’	s	(1997)	social	activist	marketing,	and	a	subset	of	social	

marketing	(Kotler,	Roberto	&	Lee,	2002,	p.	3)	involving		greater	reliance	upon	

coercive	influence	strategies	such	as	boycotts,	protests,	strikes,	etc.	Victim	
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Intervention	Marketing	differs	from	social	marketing,	in	its	goal	of	employing	

aggressive	social	activist-type	tactics	to	disrupt	or	sabotage	human	trafficking	

distribution	channels	for	the	victims’	benefit	(Murray	et	al.,	2015),	rather	than	

seeking	to	understand	how	behaviour	change	(e.g.	reduce	human	trafficking	

prevalence)	can	be	effected.	

	

Given	that	laws	and	primary	intervention	efforts	(education)	are	already	in	

existence	in	Nigeria	to	prevent	human	trafficking,	this	PhD	research	applies	a	multi-

stream	formative	research	social	marketing	approach	to	examine	human	trafficking	

as	a	social	issue	in	Nigeria	in	order	to	yield	alternative	insights	that	may	inform	

social	marketing	prevention	programs	that	supports	existing	law	and	education	

efforts.	This	approach	rounds	off	the	behaviour	change	trinity	–	law,	education	and	

marketing	–	proposed	by	Rothschild	(1999)	for	addressing	problem	behaviours.	

Accordingly,	this	research	conducts	formative	research	across	the	three	streams	of	

social	marketing	(upstream,	midstream	and	downstream)	because	action	at	all	three	

streams	is	needed	in	any	comprehensive	approach	to	social	marketing	program	

delivery	(French,	2012).	

	

Underpinning	this	PhD	research	approach	are	the	social	marketing	benchmark	

criteria	of	customer	orientation,	insight,	and	theory⎯three	key	benchmark	criteria	

proposed	by	the	National	Social	Marketing	Centre	NSMC	(2006)	for	conducting	

formative	research	in	social	marketing.	Benchmark	criteria	are	designed	to	support	

better	understanding	of	core	social	marketing	concepts	and	principles	and	promote	

a	consistent	approach	to	social	marketing	program	review	and	evaluation.	Customer	

orientation	focuses	on	the	audience	and	aims	to	fully	understand	their	lives,	the	

behaviour	and	the	issue	using	a	mix	of	data	sources	and	research	methods;	insight	

identifies	actionable	pieces	of	understanding	that	will	lead	intervention	

development;	and	theory	is	used	to	understand	behaviour	and	inform	the	

intervention	(NSMC,	2006).	Collectively,	these	three	social	marketing	principles	

make	up	the	formative	research	phase	of	social	marketing	programs,	dictating	that	
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program	design	should	be	bottom-up,	audience	oriented,	and	designed	to	meet	the	

needs	and	wants	of	the	target	audience	(Andreasen,	2002)	while	simultaneously	

taking	the	social	support	and	broader	environmental	factors	into	account	in	

program	planning.	

The	criteria	of	customer	orientation	and	insight	are	particularly	relevant	to	this	

research	because	there	is	limited	multi-stream	formative	research	on	human	

trafficking	globally	and	in	Nigeria.	Only	a	few	out	of	the	plethora	of	studies	on	

human	trafficking	research	that	have	been	published	in	scholarly	journals	are	based	

on	primary	data	collection	(see	for	example	Folami,	2008;	Omorodion,	2009;	Attoh,	

2009;	Omorogiuwa,	2012;	Abdulraheem	&	Oladipo,	2010;	Geshinde	&	Elegbeleye,	

2011).	The	majority	of	current	knowledge	relating	to	human	trafficking	has	evolved	

from	statistical	estimates	derived	from	a	small	pool	of	government	reports	and	non-

government	agencies	(US	Department	of	State	TIP	Reports,	UNODC,	IOM,	ILO,	

UNICEF	and	UNESCO);	thus,	imagination	often	fuels	gaps	in	knowledge	(Zhang,	

2009).	Weitzer	(2014)	agrees	that	much	of	the	literature	on	human	trafficking	has	

been	anecdotal	or	sensationalistic,	and	most	scholarly	publications	are	either	

general	overviews	of	the	problem	or	critiques	of	the	literature.	Weitzer’s	(2014)	

review	of	100	academic	articles	also	found	that	few	contained	original	data,	and	

despite	the	many	claims	about	trafficking	that	have	been	made	in	popular	and	

academic	literature,	rarely	have	these	claims	been	subjected	to	rigorous	scientific	

scrutiny	(Goździak	&	Collett,	2005;	Zhang,	2012).	In	light	of	these	problems	and	to	

enhance	scholarly	and	policy	work	in	this	domain,	Weitzer	(2014)	calls	for	carefully	

conducted	studies	that	interview	migrants	and	their	facilitators	in	all	types	of	

trafficking,	and	that	document	the	social	and	ecological	dynamics	of	migration	and	

trafficking	in	specific	contexts⎯a	call	which	the	current	study	heeds.	Likewise,	

although	social	marketing,	has	been	used	to	combat	problem	behaviours	for	over	40	

years	(Lefebvre,	2011)	with	an	effectiveness	of	approach	that	is	widely	documented	

(Stead	et	al.,	2007),	recent	systematic	literature	reviews	(Carins	&	Rundle-Thiele,	
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2014;	Kubacki	et	al.,	2015a,	b,	c;	Fujihira	et	al.,	2015)	indicate	incomplete	use	of	

formative	research	and	theory	in	social	marketing	programs.		

	

Theory	was	selected	as	a	third	criterion	for	this	study	on	the	basis	that	research	on	

human	trafficking	is	disconnected	from	theory	(Goździak	&	Bump,	2008).	Poverty	

and	the	aspiration	for	a	better	way	of	life	are	the	most-cited	‘push	factors’	for	why	

women	and,	in	particular,	girl	children	are	at	risk	of	trafficking	(Williams	&	Masika,	

2002),	but	there	is	currently	no	attempt	to	extend	understanding	of	the	theoretical	

frameworks	which	may	assist	to	deliver	insights	into	the	phenomenon	(Goździak	&	

Bump,	2008).		

	

Similarly,	in	social	marketing	formative	research	theory	use	is	sparse	(Lefebvre,	

2000;	Peattie	&	Peattie,	2003;	Luca	&	Suggs,	2013).	Lefebvre	(2013)	suggests	that	

theories	serve	to	explain	how	and	why	things	are	related;	assist	in	identifying	what	

should	be	focused	upon;	suggest	what	questions	should	be	asked;	help	formulate	

assumptions	about	what	should	be	done	about	a	social	problem;	suggest	the	type	of	

outcomes	that	should	be	set;	and	determine	how	success	should	be	measured.	

Nevertheless,	Truong	and	Dang	(2016)	found	that	most	social	marketing	

interventions	did	not	base	their	formative	research	on	any	theory	or	model	despite	

the	NSMC	(2006)	explicitly	calling	for	the	use	of	theory	in	their	social	marketing	

benchmark	criteria.	Theory	use	has	been	recommended	for	social	marketers,	who	

seek	to	change	behaviours,	in	order	to	build	an	evidence	base	for	social	marketing	

programs	(Lefebvre,	2013;	Rundle-Thiele,	2013).	Furthermore,	when	theories	have	

been	used	in	social	marketing,	they	have	tended	to	rely	on	psychological	theories	of	

behaviour	change,	such	as	the	Theory	of	Planned	Behaviour/Reasoned	Action,	the	

Stages	of	Change	Theory,	the	Health	Belief	Model,	and	the	Social-Cognitive	Theory	

(Truong	&	Dang,	2016),	which	further	compounds	the	dominance	of	the	

downstream	in	social	marketing.	Only	a	limited	number	of	social	marketing	

programs	have	sought	to	examine	the	contextual	and	environmental	factors	that	

influence	the	behaviour	of	the	target	audience,	and	these	were	primarily	based	on	

the	Ecological	Model	or	Social-Cognitive	Theory	(Truong	&	Dang,	2016).	Lefebvre	
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(2013,	p.	79)	argues	that	it	is	only	when	social	marketers	‘switch	to	social	cognitive	

and	diffusion	theories	that	they	begin	to	consider	aspects	of	a	person’s	“outside	

world”	or	environment	in	solving	the	puzzles	that	are	presented	[to	them].’	

Additionally,	accelerating	social	issues	and	complex	problems	call	for	social	

marketers	to	extend	social	marketing	theory	(Domegan	et	al.,	2016).		

Hence,	this	research	will	also	utilise	the	benchmark	criteria	of	theory	to	both	guide	

formative	research	on	human	trafficking	in	Nigeria	and	to	explicate	the	customer	

orientation	and	insight	work	obtained	from	the	research.	In	particular,	the	research	

will	extend	theory	use	in	social	marketing	by	utilising	alternative	theories	such	as	

the	Marxist	concept	of	false	consciousness,	and	neo-Marxist	concept	of	cultural	

hegemony	developed	by	Antonio	Gramsci	in	1971.	These	theories	are	elucidated	in	

Chapter	2.	

1.2	Research	Rationale	and	Aims	

This	program	of	formative	research	aims	to	understand	human	trafficking	as	a	

social	issue	in	Nigeria	from	the	alternative	viewpoint	of	social	marketing.	The	

research	spans	the	three	social	marketing	streams	(upstream,	midstream	and	

downstream)	in	order	to	generate	alternative	insights	that	can	inform	future	social	

marketing	programs	aimed	at	preventing	human	trafficking.	The	first	study	in	this	

research	sought	to	understand	how	the	problem	of	human	trafficking	in	Nigeria	is	

being	represented	in	government-sponsored	anti-human	trafficking	

advertisements;	the	second	study	explores	experiences	of	sociocultural	influences	

across	human	trafficking	endemic	states	in	Nigeria;	while	the	third	study	sought	to	

understand	the	lived	experiences	of	individuals	who	have	been	trafficked	within	

and	out	of	Nigeria.	

In	sum,	this	research	identified	and	aimed	to	fill	several	gaps	in	both	human	

trafficking	literature	and	the	field	of	social	marketing.		
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Gaps	in	human	trafficking	literature:	

1. A	need	to	address	human	trafficking	as	a	complex	social	issue	involving	

voluntary	and	non-voluntary	behaviours	(Zhang,	2009)	through	a	new	

behaviour	change	perspective	other	than	law	and	education.	

2. Limited	evidence	of	formative	research	studies	involving	primary	data	

collection	among	individuals	and	communities	affected	by	human	trafficking	

using	the	three	elements	of	formative	social	marketing	research	(customer	

orientation,	insight	and	theory).	

3. 	Overreliance	on	reports	and	documents	produced	by	advocacy	groups,	NGOs	

and	government	agencies	(Sanghera	&	Pattanaik,	2005;	Weitzer,	2005,	2007;	

Goździak	&	Bump,	2008;	Zhang,	2009).		

Gaps	in	social	marketing	literature	

1. Need	to	broaden	social	marketing’s	application	to	tackle	other	social	

problems	(Wallack	et	al.,	1993;	Goldberg,	1995;	Hastings,	2007;	Wymer,	

2011)	such	as	human	trafficking.		

2. Minimal	use	of	theory	in	social	marketing	and	when	used,	overreliance	on	

key	psychological	theories	(Lefebvre,	2000;	Peattie	&	Peattie,	2003;	Luca	&	

Suggs,	2013;	Truong	&	Dang,	2016).		

3. Need	to	extend	social	marketing	beyond	current	dominant	downstream	

(individual)	focus	and	to	apply	social	marketing	at	the	midstream	and	

upstream	levels.		

	

1.3	Research	Questions	

1. How	is	the	problem	of	human	trafficking	in	Nigeria	represented	across	

government-sponsored	anti-human	trafficking	advertisements?	

	
2. How	are	sociocultural	influences	experienced	across	human	trafficking	

endemic	states	in	Nigeria?	
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3. What	is	the	lived	experience	of	Nigerian	persons	that	have	been	trafficked	

within	and	outside	Nigeria?	

	

4. How	can	the	critical	theory	concepts	of	false	consciousness	(Marx	and	Engels,	

1845-146/1976)	and	cultural	hegemony	(Gramsci,	1971)	be	used	to	guide	

formative	research	on	human	trafficking	as	a	social	issue	in	Nigeria?		

	

1.4	Research	Design	
 
A	three	study,	mixed-method	qualitative	research	design	was	used	to	address	the	

above	research	questions.	Study	1	utilised	critical	discourse	analysis	of	government-

sponsored	anti-human	trafficking	advertisements	and	in-depth	interviews	of	

government	officials	analysed	collectively	as	‘crafted	texts’;	study	two	utilised	in-

depth	interviews	of	key	informants	(socialisation	agents)	in	two	human	trafficking	

endemic	Nigerian	states	in	addition	to	an	auto-ethnography	of	the	Nigerian	

sociocultural	environment;	and	study	three	utilised	an	existential	phenomenological	

approach	to	consider	the	lived	experience	of	individuals	who	have	been	trafficked	

and	returned	to	Nigeria.	The	data	samples	are	explicated	further	below	according	to	

the	three	social	marketing	streams:	

 
1. Upstream		

a. The	National	Agency	for	the	Prevention	of	Trafficking	in	Persons	and	

other	related	Matters	(NAPTIP)	–	federal	government	organisation	in	

the	Nigerian	cities	of	Lagos	(NAPTIP	zone)	and	Abuja	(NAPTIP	

headquarters)	

b. Idia	Renaissance	–	Nigeria-based	local	NGO	focused	on	the	prevention	

of	human	trafficking	in	Nigeria	–	based	in	the	human	trafficking	

endemic	state	of	Edo	(Benin	City).	

	

2. Midstream	–	two	human	trafficking	endemic	states	in	Nigeria	

a. Edo	State	–	Benin	City	residents	within	a	family	unit	
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b. Lagos	State	–	mainland	Lagos	residents	within	a	family	unit	

c. Sociocultural	environment	of	Lagos	and	Benin		

d. These	midstream	locations	were	selected	for	this	research	because	

they	have	been	identified	as	origin	(Benin)	and	destination	(Lagos)	

states	for	human	trafficking	in	Nigeria	(UNESCO,	2006;	Okonofua,	et	

al.,	2004;	UNESCO,	2006;	Okojie,	2009;	NAPTIP,	2014).	

	

3. Downstream	–	trafficked	persons		

a. Nigerian	women	trafficked	within	and	outside	Nigeria	–	ages	18-27	

years.	

b. Access	to	trafficked	women	obtained	through	NAPTIP	

	

1.5	Contributions	to	Theory	and	Practice	
	

This	research	contributes	to	both	human	trafficking	and	social	marketing	literature	

and	practice	in	five	ways	described	in	Table	2	below:	

	
Table	2:	Research	Contributions	

Contributions	 Human	
Trafficking	

Social	
Marketing	

1. Novel	demonstration	of	a	cohesive	multi-stream	formative	
research	design	approach	which	is	sparse	in	social	
marketing	and	human	trafficking	research	

X	 X	

2. Provided	actionable	research	insights	obtained	across	the	
three	steams	of	social	marketing,	namely	the	upstream	
(government	and	non-government	organisations),	
midstream	(key	informants	and	human	trafficking	
endemic	states)	and	downstream	(trafficked	individuals),	
thereby	extending	current	understanding	of	human	
trafficking	through	an	alternative	perspective		

X	 X	

3. Methodological	contributions	to	human	trafficking	and	
social	marketing	literature	through	rarely	used	research	
methods	namely	existential	phenomenology,	auto-
ethnography	and	critical	discourse	analysis		

X	 X	

4. Demonstrated	a	new	theoretical	approach	for	undertaking	
formative	research	in	human	trafficking	and	social	
marketing	through	rarely	used	critical	theory	concepts	of	
false	consciousness	and	cultural	hegemony	

X	 X	

5. Established	the	potential	of	social	marketing	application	
to	a	broader	range	of	problem	behaviours	and	social	

X	 X	
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issues	such	as	human	trafficking	

1.6	Structure	of	Thesis	

This	thesis	comprises	seven	chapters	and	a	brief	summary	of	each	chapter	is	

provided	hereafter.	Three	key	studies	(one	that	is	currently	in	review	with	the	

Journal	of	Social	Marketing)	form	the	core	of	this	thesis	and	are	presented	in	journal	

article	format	in	Chapter	4,	Chapter	5,	and	Chapter	6	respectively.		

Chapter	2	is	a	literature	review	of	the	dimensions	and	current	discourses	of	human	

trafficking	in	Nigeria	and	how	the	social	marketing	benchmark	criteria	of	customer	

orientation,	insight	and	theory	are	being	used	in	the	formative	research	design	of	

the	thesis.	This	application	of	a	multi-stream	formative	social	marketing	framework	

to	understand	human	trafficking	marks	a	novel	approach	to	understanding	and	

consequently	preventing	human	trafficking	in	Nigeria.	Chapter	2	aims	to	explain	

how	social	marketing	can	bring	new	insights	into	current	human	trafficking	

intervention	programs.	It	concludes	with	summaries	of	the	gaps	in	the	literature,	

and	of	the	studies’	research	questions.	

Chapter	3	provides	justification	for	the	research	context	and	the	overall	design	of	

the	formative	research	study.		

Chapter	4	is	the	first	study	of	three	which	explores	how	human	trafficking	in	Nigeria	

is	represented	across	government-sponsored	anti-human	trafficking	

advertisements	and	the	implications	of	the	government’s	production	of	human	

trafficking	discourse	on	the	problem	of	human	trafficking	in	Nigeria.	

Chapter	5	provides	actionable	insights	into	the	sociocultural	influences	on	human	

trafficking	endemic	states	in	Nigeria	through	key	informant	interviews	and	auto-

ethnography.	
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Chapter	6	presents	actionable	insights	into	the	lived	experiences	of	individuals	who	

have	been	trafficked	across	Nigeria	and	abroad.	The	study	aimed	to	identify	

alternative	insights	that	can	inform	future	social	marketing	programs	aimed	at	

preventing	human	trafficking	in	Nigeria.		

	

Chapter	7	marks	the	final	chapter	of	this	thesis.	It	addresses	and	answers	the	

research	questions,	presents	the	theoretical	and	practical	contributions	of	this	

research,	and	concludes	with	future	research	suggestions,	including	an	overall	

conclusion.	

	

	

1.7	Conclusion	

	
This	chapter	provided	an	overview	of	this	formative	research	thesis	beginning	with	

background	information	to	this	research,	presenting	the	research	questions	and	

aims	of	this	research	and	the	proposed	research	design	employed	to	address	the	

stated	research	questions.	Theoretical	and	practical	contributions	of	this	research	

were	summarised.	This	chapter	concluded	by	providing	an	overview	of	the	entire	

thesis	structure	commencing	with	Chapter	2	and	concluding	with	Chapter	7.	
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2	Chapter	II:	Literature	Review	

2.1	Introduction	

This	chapter	begins	with	a	review	of	current	literature	in	the	fields	of	human	

trafficking	and	social	marketing.	First,	it	explores	in	detail	the	dimensions	of	human	

trafficking	in	Nigeria,	identifies	gaps	in	the	current	human	trafficking	literature	and	

intervention	efforts,	then	proposes	social	marketing	as	an	alternative	framework	for	

gaining	new	insights	into	human	trafficking	in	Nigeria,	insights	which	may	inform	

future	human	trafficking	prevention	programs.	Current	gaps	in	social	marketing	

literature	relevant	to	this	research	are	also	identified.	The	chapter	finishes	with	a	

summary	of	gaps	in	the	literature	and	the	proposed	research	questions.	

2.2	Human	trafficking	dimensions:	the	Nigerian	case	

International	trafficking	

According	to	various	reports	(see	UNODC/UNICRI,	2003;	Achebe,	2004;	Adepoju,	

2005;	Carling,	2006;	Asiwaju,	2008;	UNODC,	2009;	Okojie,	2009,	US	Department	of	

State	TIP	Report,	2016),	in	Nigeria,	human	traffickers	offer	young	women	the	

opportunity	to	travel	to	Europe,	usually	luring	them	with	promises	of	well-paying	

jobs.	These	reports	claim	that	although	some	trafficked	women	are	increasingly	

aware	that	they	will	have	to	work	as	prostitutes	as	part	of	the	‘job’	they	still	choose	

to	go	because	of	lack	of	alternative	employment	opportunities.	According	these	

reports,	before	the	journey,	the	woman	and	the	human	traffickers	agree	that	the	

woman	incurs	a	debt	between	US$40,000-100,000,	which	normally	takes	between	

one	and	three	years	to	repay.	The	agreement	is	sealed	through	a	religious	ritual	in	a	

‘juju’	shrine	where	the	victims	swear	an	oath	not	to	divulge	identities	of	their	

traffickers	and	to	pay	back	their	debts	in	full.	The	oath	is	perceived	as	binding	and	if	

victims	should	fail	to	uphold	this	oath,	they	would	‘go	mad’	and	harm	would	befall	

their	families	at	home.	False	documentation	is	procured	for	the	victim	and	their	
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journey	across	borders	is	facilitated	by	corrupt	immigration	officials.	Once	victims	

arrive	at	their	destination,	their	travel	documents	are	seized	and	they’re	now	at	the	

mercy	of	their	traffickers.	Once	they	have	repaid	the	debt,	it	is	not	uncommon	for	

the	sex	workers	themselves	to	enter	the	trafficking	networks	and	recruit	new	

women.		

Asijwaju	(2008)	argues	that	women	being	recruited	are	aware	of	who	the	people	

recruiting	them	are	and	that	the	‘madams’	(human	traffickers)	are	working	

together;	this	is	because	these	recruiters	are,	in	most	cases,	persons	with	whom	the	

individual	has	had	a	form	of	contact,	such	as	being	their	uncles,	aunties,	neighbours,	

etc.	Okojie	(2009)	and	Cherti	et	al.	(2013)	also	agree	that	female	victims	of	human	

trafficking	are	often	familiar	with	their	recruiters,	either	as	relatives	or	people	who	

had	assisted	their	friends	and	members	of	their	families	before.	Abdulraheem	&	

Oladipo	(2010),	in	their	study	of	the	pattern	of	trafficking	in	Nigerian	women	and	

children	and	factors	influencing	trafficking,	confirm	that	intimate/close	associates	

appeared	to	be	some	of	the	main	perpetrators	of	women	and	child	trafficking.	This	

is	supported	by	Cherti	et	al.	(2013),	who	found	that	72	per	cent	of	trafficked	persons	

were	recruited	by	someone	they	or	their	family	knew	well.	

Yet	despite	this	knowledge	of	the	important	role	that	family	and	close	relatives	play	

in	influencing	individuals	at	risk	of	being	trafficked,	there	is	little	focus	in	human	

trafficking	literature	on	this	network	of	people,	or	on	experiences	of	the	broader	

sociocultural	influences	across	human	trafficking	endemic	states	that	may	

contribute	to	the	problem	of	human	trafficking.		

Internal	trafficking	

Internal	trafficking	has	reportedly	increased	in	recent	years	with	a	significant	level	

of	internal	trafficking	in	persons	for	prostitution,	domestic	servitude,	forced	labour,	

street	begging	and	organ	harvesting	(Okojie,	2009;	US	Department	of	State	TIP	

Report,	2016).	An	increased	number	of	people	are	trafficked	from	rural	

communities	in	Oyo,	Osun,	Ogun,	Akwa	Ibom,	Cross	River,	Bayelsa,	Ebonyi,	Imo,	
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Benue,	Niger	and	Kwara	states	to	cities	such	as	Lagos,	Abeokuta,	Ibadan,	Kano,	

Kaduna,	Calabar	and	Port	Harcourt.	Trafficking	to	these	regions	is	predominantly	

for	exploitative	domestic	work,	farm	labour	and	prostitution	and	is	particularly	

prevalent	in	Lagos	(Okojie,	2009;	Duru	&	Ogbonnaya,	2012;	Cherti	et	al.,	2013).	

Folami	(2008)	reports	that	4.1	million	boys	aged	10–14	years	are	at	work	in	Nigeria,	

compared	to	3.5	million	girls;	such	figures,	however,	often	underestimate	girls’	

work,	because	they	do	not	take	housework	into	account.	

Allais	(2006)	surmises	that	central	to	the	phenomenon	of	internal	trafficking	in	

West	Africa	is	the	practice	of	the	Nigerian	tradition	of	placing	children	with	

extended	families	or	friends	to	be	educated	when	they	cannot	be	cared	for	by	their	

parents.	De	Haas	(2006)	agrees	that	this	strong	traditional	belief	in	fostering	in	

Nigeria	continues	to	motivate	poor	rural	families	to	send	their	children	to	family	

members	in	the	cities	with	the	understanding	that	their	urban	relatives	will	

genuinely	offer	their	children	education	and	employment	opportunities.	In	reality,	

these	children	are	not	provided	with	an	education,	are	overworked,	and	in	some	

cases,	sent	to	hawk	food	as	beggars,	scavengers,	wheelbarrow	pushers,	etc.	(Ellis	&	

Akpala,	2011).	Hass	(2006)	warns	that	this	internal	market	can	often	be	a	precursor	

to	international	trafficking	as	the	victims	are	more	vulnerable	to	being	recruited	by	

trans-border	traffickers,	a	view	supported	by	Cherti	et	al.	(2013),	who	also	report	

that	internal	trafficking	may	serve	as	a	prelude	to	an	individual	being	trafficked	out	

of	Nigeria.	

Despite	mounting	evidence	that	internal	trafficking	for	domestic	servitude	and	

other	forms	of	human	trafficking	are	a	much	bigger	issue	in	Nigeria,	human	

trafficking	literature	tends	to	devote	much	more	attention	to	the	sexier,	more	visible	

international	trafficking	thereby	enabling	internal	trafficking	to	continue	to	grow	in	

prevalence	around	the	country.	This	is	not	a	problem	unique	to	human	trafficking	

literature	in	Nigeria.	Weitzer	(2014)	also	notes	that	that	most	writing,	policymaking,	

and	law	enforcement	has	focused	on	the	problem	of	sexual	exploitation	(Chuang,	

2014);	UNODC,	2006,	2012),	and	much	of	this	takes	the	form	of	formulaic,	
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sensationalised	morality	tales	of	sexual	abuse	highlighting	lurid	or	disturbing	cases	

and	presenting	them	as	typical	(Andrijasevic,	2007;	Snajdr,	2013).	While	such	

representations	are	useful	for	NGOs	that	have	a	vested	interest	in	attracting	media	

attention,	funding,	government	support	and	public	involvement,	what	gets	excluded	

in	the	focus	on	sex	trafficking	is	labour	trafficking—in	agriculture,	manufacturing,	

fishing,	mining,	and	domestic	servitude.	

2.3	Root	causes	of	human	trafficking	in	Nigeria:	the	push/pull	factors	

As	previously	highlighted	in	Chapter	1,	scholarly	research	and	industry	reports	

generally	reference	the	root	causes	of	human	trafficking	in	Nigeria,	as	‘push	and	

pull’	factors,	summarised	below	in	Figure	2.	

Figure	2:	Push/pull	factors	

Push	factors	are	those	generally	beyond	the	immediate	control	of	the	individual	and	

that	contribute	to	supply	of	trafficked	persons,	such	as	poverty,	unemployment,	

economic	hardships,	peer	pressure,	socioeconomic	inequality	etc.,	while	pull	factors	

are	those	which	tend	to	be	within	the	control	of	the	individual	and	that	contribute	to	

the	demand	for	trafficked	persons,	such	as	low-risk	high	profit,	demand	for	sex	and	

low	skilled	labour,	and	the	individual	desire	for	a	better	life.	Most	literature	on	

human	trafficking	contains	at	least	a	reference	to	these	push/pull	factors	(See	for	

example,	UNICEF,	2006;	Okojie,	2009;	Omoroguiwa,	2012;	Agbu,	2003;	Adepoju,	

2005;	Carling,	2006;	Asiwaju,	2008;	Geshinde	&	Elegbeleye,	2011;	Dave-Odigie,	
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2008;	Ellis	&	Akpala,	2011;	Jegede	et	al.,	2011;	Onyejekwe,	2005;	Okonofua	et	al.,	

2004;	Elabor-Idemudia,	2003;	Akor,	2011).	However,	scholarly	research	on	human	

trafficking	in	Nigeria	is	largely	conceptual	(Agbu,	2003;	Okojie,	2009;	Elechi	et	al.,	

2007;	Asiwaju,	2008;	Onyejekwe,	2005;	Ebbe,	2008),	relying	on	secondary	data	

sources	and	rescue	industry	reports	produced	by	government	and	non-government	

agencies	(for	example,	reports	by	UNESCO,	UNODC,	IOM,	ILO,	US	Department	of	

State	TIP	Reports).	Consequently,	much	of	the	discourse,	policymaking,	and	

enforcement	has	no	evidence	basis,	because	so	little	evidence-based	research	has	

been	undertaken	on	the	topic	(Weitzer,	2011;	Zhang,	2012).		

	

When	scholars	have	conducted	formative	research	on	human	trafficking,	they	have	

tended	to	rely	on	quantitative	methods,	often	coated	in	heavily	positivist	rhetoric	

(Capous-Desyllas,	2007).	This	quantitative	bias	has	in	turn	produced	tautological	

insights	that	simply	confirm	push/pull	factors	such	as	poverty	and	lack	of	

awareness.	Given	this	generalisation	and	a	lack	of	rigour	throughout	human	

trafficking	literature	(see	Folami,	2008;	Omorodion,	2009;	Attoh,	2009;	

Omorogiuwa,	2012;	Abdulraheem	&	Oladipo,	2010;	Geshinde	&	Elegbeleye,	2011),	

the	current	crop	of	formative	research	therefore	provide	little	value	for	

policymakers	and	do	little	to	advance	human	trafficking	prevention	efforts.			

	

For	example,	arguments	within	human	trafficking	literature	in	Nigeria	tend	to	be	

divided	into	two	camps.	On	the	one	hand,	there	are	arguments	for	push	factors,	

which	adopt	a	‘victim	narrative’	(see	Elabor-Idemudia,	2003;	Attoh,	2009;	Geshinde	

&	Elegbeleye,	2011).	This	view	of	human	trafficking	tends	to	focus	arguments	on	the	

exploitative	cost	of	human	trafficking	on	the	individual	and	the	community,	

including	public	health	risks	(see	Ngban	&	Asuguo,	2009;	Enaikele	&	Olutayo,	2011;	

Abdulraheem	&	Oladipo,	2010).	However,	these	studies	seldom	give	adequate	

weight	to	the	complex	range	of	factors	that	can	lead	to	voluntary	behaviours	in	

trafficked	individuals.	On	the	other	hand,	there	are	arguments	for	the	pull	factors,	

which	recognise	trafficked	persons’	agency	as	migrants	in	search	of	opportunities	to	

better	their	lives	(see	Carling,	2005;	Adepoju,	2005).	Some	of	these	studies	tend	
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however	to	moralise	human	trafficking,	conflating	it	with	only	one	form	of	human	

trafficking	(sex	trafficking)	and	prostitution.	Thus,	discussions	tend	to	stigmatise	

and	label	trafficked	persons	and	their	families	as	greedy,	immoral,	and	status	

seeking	individuals	(see	Okojie,	2009;	Olufayo	&	Omotosho,	2009;	Osaghae,	1998;	

Aghatise,	2002),	while	glossing	over	the	complex	range	of	socioeconomic	and	

sociocultural	influences	that	sustain	human	trafficking	in	Nigeria.		Again,	this	is	not	a	

problem	unique	to	Nigeria;	Capous-Desyllas	(2007)	argues	that	most	studies	on	

human	trafficking	have	either	evolved	as	an	extension	of	feminist	debates	regarding	

agency	(Kempadoo	et	al.,	2005;	Anderson	&	Davidson,	2003),	or	debates	within	the	

field	of	legal	studies	(Gallagher,	2006).			

Consequently,	the	human	trafficking	literature	tends	to	present	a	black	and	white	

view	of	human	trafficking	when	the	reality	is	far	more	complex	and	requires	more	

nuanced	understanding	(Weitzer,	2014;	Murray	et	al.,	2015).	Furthermore,	by	

consistently	citing	push/pull	factors	in	abstract	terms	like	‘poverty’,	‘ignorance’,	

‘greed’	and	‘economic	hardships’,	human	trafficking	scholars	reduce	their	

arguments	to	mere	abstractions,	thereby	dehumanising	trafficked	persons	and	the	

multifaceted	sociocultural	influences	that	foster	the	trade.	Lived	experiences	of	

these	push/pull	factors	are	rarely	explored,	again	due	to	the	quantitative	nature	of	

some	of	the	studies,	thereby	limiting	understanding	of	what	it	actually	means	to	be	

poor	in	Nigeria,	to	be	trafficked,	or	to	be	at	risk	of	being	trafficked.		

Given	the	complexity	of	human	trafficking,	the	dichotomous	push/pull	factors	alone	

do	not	explain	the	prevalence	of	human	trafficking	in	Nigeria,	suggesting	that	

scholarly	attention	ought	to	be	given	to	advancing	understanding	of	the	problem,	

including	the	lived	experiences	of	human	trafficking,	sociocultural	influences,	and	

the	impact	of	dominant	discourses	about	human	trafficking.	The	US	Department	of	

State	TIP	Report	(2016)	agrees	that	a	more	comprehensive	understanding	of	root	

causes	that	are	specific	to	states,	communities,	and	cultural	contexts	is	required	in	

the	human	trafficking	literature.	Understanding	unique	vulnerabilities,	along	with	
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trends	in	how	people	cope	with	these	challenges,	can	help	in	the	development	of	

targeted	prevention	strategies.	

2.4	Current	human	trafficking	interventions	in	Nigeria	

There	is	evidence	indicating	that	efforts	to	prevent	human	trafficking	in	Nigeria	

have	utilised	law	and	education⎯two	of	the	strategic	tools	for	the	management	of	

public	health	and	social	issue	behaviours	(Rothschild,	1999).		

Table	3	provides	an	outline	of	current	interventions	and	their	domain	within	the	

behaviour	change	tools.	Law	and	education	are	the	most	utilised	and	to	a	lesser	

extent,	pilot	economic	empowerment	programs	designed	to	alleviate	economic	

hardships	and	subsequently	lessen	vulnerability	to	trafficking	are	also	evident	in	a	

review	of	the	grey	literature.	

Table	3:	Human	Trafficking	Interventions	in	Nigeria	

Intervention	 Law	 Education	 Social	Marketing	

Trafficking	in	Persons	(Prohibition)	Law	

Enforcement	and	Administration	Act	2003	

x	

Child	Rights	Act	(2003)	 x	

The	four	Ps	(Prevention,	Protection,	

Prosecution	and	Partnership)	operationalized	

by	the	National	Agency	for	the	Prohibition	of	

Traffic	in	Persons	and	other	related	matters	

(NAPTIP).		‘Public	enlightenment’	and	

awareness	campaigns	through	social	

advertisements,	visit	to	markets,	school	

outreach,	television	drama,	rallies,	celebrity	

ambassadors,	banner	ads	

x	 x	

Edo	State	anti-prostitution	law,	2000	 x	

UNODC	Nigeria,	NAPTIP,	the	Edo	State	NGO	 x	
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Coalition	Against	Trafficking	in	Persons	

(ENCATIP)	Awareness-raising	campaigns	in	

Edo	State,	2009	

Pilot	Assistance	Project	in	Edo	State	–	coalition	

of	five	Nigerian	NGOs	working	in	Edo	State	

(2003-2005)	

	 	 x	

	
 
The	Nigerian	Government	also	employs	‘the	four	Ps’	–	prosecution,	prevention,	

protection	and	partnership	–	approach	to	combatting	human	trafficking	in	Nigeria	

(NAPTIP,	2014).		

Prosecution	

In	2015,	the	government	passed	amendments	to	the	2003	Trafficking	in	Persons	

(Prohibitions)	Law	Enforcement	and	Administration	Act,	which	increased	the	

penalties	for	trafficking	offenders.	The	law	prohibits	all	forms	of	trafficking	and	

prescribes	a	minimum	penalty	of	five	years’	imprisonment	and	a	minimum	fine	of	

one	million	naira	(US$5,470)	for	sex	and	labour	trafficking	offences;	the	minimum	

penalty	for	sex	trafficking	increases	to	seven	years’	imprisonment	if	the	case	

involves	a	child	(US	Department	of	State	TIP	Report,	2016).	

Prevention	

NAPTIP	conducts	extensive	national	and	local	programming	through	radio	and	print	

media	in	all	regions	to	raise	awareness	about	trafficking,	including	warning	about	

fraudulent	recruitment	for	jobs	abroad.	NAPTIP	also	carried	out	advocacy	visits	to	

five	primary	and	secondary	schools	in	six	states	deemed	to	have	a	particularly	high	

trafficking	incidence,	sensitising	over	10,000	students;	NAPTIP	also	educated	

transportation	carriers	in	these	six	states	on	their	responsibility	to	prevent	

trafficking	and	smuggling.	In	October	2014,	the	government	adopted	a	national	

policy	and	action	plan	on	labour	migration	and	instituted	a	licensing	requirement	
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for	all	private	labour	recruitment	agencies	managed	by	the	Ministry	of	Labour.	

However,	the	government	did	not	make	any	discernible	efforts	to	decrease	the	

demand	for	commercial	sex	acts	(US	Department	of	State	TIP	Report,	2016).		

Protection	

In	2015,	the	government	allocated	approximately	2.5	billion	naira	(US$13	million)	

to	NAPTIP,	which	has	spent	roughly	581	million	naira	(US$3	million)	on	victim	

protection	and	assistance	to	date	(US	Department	of	State	TIP	Report,	2016).	

NAPTIP	operates	nine	shelters	specifically	for	trafficking	victims,	with	a	total	

capacity	of	313	victims.	Through	these	shelters,	NAPTIP	provides	access	to	legal,	

medical,	and	psychological	services,	as	well	as	vocational	training,	trade	and	

financial	aid,	and	business	management	skills.	Victims	who	require	additional	

medical	and	psychological	treatment	are	provided	services	by	hospitals	and	clinics	

through	existing	agreements	with	NAPTIP.	NAPTIP	shelters	offer	short-term	care,	

generally	limiting	victims’	stays	to	six	weeks.	If	victims	need	longer-term	care,	

NAPTIP	collaborates	with	two	shelters	operated	by	the	Ministry	of	Women’s	Affairs	

and	NGO-run	shelters.	Victims	in	NAPTIP	shelters	are	not	allowed	to	leave	unless	

accompanied	by	a	chaperone.	Per	provisions	of	the	anti-trafficking	law,	Nigerian	

authorities	ensure	that	identified	trafficking	victims	are	not	penalised	for	unlawful	

acts	committed	as	a	result	of	being	subjected	to	trafficking.	However,	in	some	

instances,	NAPTIP	authorities	have	deemed	adults	in	prostitution	who	claimed	to	be	

working	voluntarily	to	be	victims	of	trafficking	and	detained	them	in	shelter	

facilities	against	their	will	(US	Department	of	State	TIP	Report,	2016).	

Partnership	

The	government	has	increased	coordination	between	NAPTIP	and	various	relevant	

ministries	through	the	establishment	of	an	inter-ministerial	presidential	taskforce.	

The	government	has	also	collaborated	with	11	other	countries	on	international	

investigations;	and	provided	extensive	specialised	anti-trafficking	training	to	
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officials	from	various	government	ministries	and	agencies	(US	Department	of	State	

TIP,	2016).		

Furthermore, local	non-government	organisations	have	also	trialled	various	

economic	empowerment	initiatives	such	as	seed	loans,	grants,	micro-credit,	trade	

skills	training,	and	initiation	of	accounting	for	women’s	work	in	the	Gross	Domestic	

Product,	personal	empowerment	and	education	schemes.	However,	these	initiatives	

have	not	had	any	significant	impact	or	longevity	because	of	lack	of	adequate	funding	

and	capacity	(Okojie,	2009;	Duru	&	Ogbonnaya,	2012).			

Despite	these	significant	efforts	to	combat	human	trafficking	in	Nigeria,	the	US	

Department	of	State	TIP	Report	(2016)	finds	that	the	Government	of	Nigeria	still	

does	not	fully	meet	the	minimum	standards	for	the	elimination	of	human	trafficking.	

Thus,	the	problem	of	human	trafficking	persists	in	Nigeria,	suggesting	that	much	

more	work	is	needed	in	the	prevention	space,	and	that	social	marketing	may	

provide	an	alternative	framework	to	more	effectively	address	the	problem.	

	

2.5	Extending	social	marketing	to	human	trafficking:	a	new	approach			

What	is	social	marketing?	

A	sub-discipline	of	the	commercial	marketing	discipline,	social	marketing	is	

grounded	in	marketing	theory	and	practices	(Dann,	2010;	Kotler	&	Zaltman,	1971),	

however	the	two	disciplines	differ	in	their	end	goals	(Lee	&	Kotler,	2011).	A	

commercial	marketer	is	driven	by	profit,	while	a	social	marketer	is	charged	with	

increasing	social	wellbeing	(Andreasen,	1994).	Social	marketing	has	experienced	

significant	growth	and	is	now	acknowledged	to	be	a	separate	discipline	(Spotswood	

et	al.,	2012).	When	practiced	to	its	full	extent,	social	marketing	is	a	philosophical	

approach	that	puts	the	target	audience	at	the	heart	of	all	decisions	and	is	framed	by	

competition	(which	can	be	direct	and	indirect)	(Kubacki	&	Rundle-Thiele,	2016).	

Rather	than	asking	which	idea	we	should	communicate,	marketers	who	adopt	best	
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practice	social	marketing	ask,	‘What	would	our	target	audience	value	or	like	us	to	

offer?’	Social	marketers	therefore	use	information	to	understand	and	later	monitor	

consumer	preferences,	desires	and	actions	(Kubacki	&	Rundle-Thiele,	2016).		

However,	since	the	inception	of	the	discipline	of	social	marketing	by	Kotler	and	

Zaltman	(1971),	scholars	have	been	divided	over	the	definition	of	social	marketing,	

its	scope,	influences	and	application.	Refer	to	Table	4	for	a	timeline	of	key	social	

marketing	definitions.	Social	Marketing	was	first	defined	by	Kotler	and	Zaltman	

(1971)	as	‘the	design,	implementation,	and	control	of	programs	calculated	to	

influence	the	acceptability	of	product	planning,	pricing,	communication,	distribution	

and	marketing	research’	(p.	5).	

Table	4:	Selected	Social	Marketing	Definitions	

Author	 Social	Marketing	is…	

Kotler	&	Zaltman	
(1971)	

The	design,	implementation	and	control	of	programs	calculated	to	influence	
the	acceptability	of	social	ideas	and	involving	considerations	of	product	
planning,	pricing,	communication,	distribution,	and	marketing	research	

Fine	(1981)	 The	applicability	of	marketing	thought	to	the	introduction	and	
dissemination	of	ideas	and	issues	

Kotler	&	Roberto	
(1989)	

A	social	change	management	technology	involving	the	design,	
implementation	and	control	of	programs	aimed	at	increasing	the	
acceptability	of	a	social	idea	or	practice	in	one	or	more	groups	of	target	
adopters	

Andreasen	(1994)	 The	adaptation	of	commercial	marketing	technologies	to	programs	designed	
to	influence	the	voluntary	behaviour	of	target	audiences	to	improve	their	
personal	welfare	and	that	of	the	society	of	which	they	are	a	part	

Smith	(1998)	 A	process	for	influencing	human	behaviour	on	a	large	scale,	using	marketing	
principles	for	the	purpose	of	societal	benefit	rather	than	commercial	profit	

Rothschild	(1998)	 Offers	voluntary	choices	within	an	environment	that	encourages	and	
supports	responsible	and	progressive	choices	

Kotler,	Roberto	&	Lee	
(2002)	

The	use	of	marketing	principles	and	techniques	to	influence	a	target	
audience	to	voluntarily	accept,	reject,	modify,	or	abandon	a	behaviour	for	
the	benefit	of	individuals,	groups	or	society	as	a	whole	

Donovan	&	Henley	
(2003)	

The	application	of	the	marketing	concept,	commercial	marketing	techniques	
and	other	social	change	techniques	to	achieving	individual	behaviour	
changes	and	social	structural	changes	that	are	consistent	with	the	UN	
Declaration	of	Human	Rights	

French	&	Blair-Stevens	
(2006)	

The	systematic	application	of	marketing	concepts	and	techniques	to	achieve	
specific	behavioural	goals	relevant	to	a	social	good	

Kotler	et	al.	(2006)	 A	process	that	applies	marketing	principles	and	techniques	to	create,	
communicate,	and	deliver	value	in	order	to	influence	target	audience	
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behaviours	that	benefit	society	as	well	as	the	target	audience	
Dann	(2010)	 The	adaptation	and	adoption	of	commercial	marketing	activities,	

institutions	and	processes	as	a	means	to	induce	behavioural	change	in	a	
targeted	audience	on	a	temporary	or	permanent	basis	to	achieve	a	social	
goal	

Donovan	(2010)	 The	application	of	commercial	marketing	technologies	to	the	analysis,	
planning,	execution,	and	valuation	of	programmes	designed	to	influence	the	
voluntary	or	involuntary	behaviour	of	target	audiences	in	order	to	improve	
the	welfare	of	individuals	and	society	

ISMA,	ESMA	&	AASM	
(2013)	

Social	Marketing	seeks	to	develop	and	integrate	marketing	concepts	with	
other	approaches	to	influence	behaviours	that	benefit	individuals	and	
communities	for	the	greater	social	good.	

	

Evolution	of	social	marketing	and	the	case	for	broadening	social	marketing	beyond	

individual	behaviour	change	

Evidently,	social	marketing	has	evolved	from	the	original	Kotler	&	Zaltman	

conception	to	include	not	just	the	acceptability	of	ideas,	but	the	goal	of	behaviour	

change	as	the	bottom	line	(Andreasen,	1994).	However,	the	majority	of	the	

definitions	focus	on	individual-level	voluntary	behaviour	change,	or	what	is	

described	as	‘downstream	social	marketing’	(French,	2012).	This	approach	

generally	regards	behaviour	change	as	voluntary	based	on	Rothschild’s	(1999)	

principles	of	exchange	and	relies	on	offers	that	create	greater	value	than	

continuation	of	the	risky	or	undesired	behaviour,	for	example,	by	influencing	

individuals	to	give	up	smoking,	drive	more	safely	or	eat	less	sugar.	There	have	been	

calls	for	a	broadening	of	social	marketing	literature	to	include	more	midstream	and	

upstream	social	marketing	((Brennan	&	Binney,	2008;	Dibb,	2014;	Domegan	et	al.,	

2013).	

Midstream	social	marketing	is	used	to	distinguish	interventions	focused	at	the	

community	(meso)	level,	involving	collaborations	with	public	services	and	other	

community	actors	(Russell-Bennett	et	al.,	2013)	and	personal	networks	such	as	

family	and	friends	as	means	to	facilitate	change	(Dibb,	2014;	Gordon,	2013;	Russell-
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Bennett	et	al.,	2013).	The	types	of	problems	around	which	these	interventions	are	

developed	(e.g.	environmental	sustainability,	healthy	eating,	adolescent	drug	and	

alcohol	abuse,	etc.)	are	not	simply	a	product	of	personal	choice	but	are	shaped	by	

social	influences.			

Upstream	social	marketing	focuses	on	policy	and	regulation,	with	the	aim	of	altering	

environments	such	that	they	support	and	promote	behaviour	change,	for	example,	

by	influencing	policy	makers,	politicians,	regulators	or	educators	to	restrict	access	

to	tobacco,	make	roads	slower	and	cars	safer,	or	improve	the	nutritional	value	of	

food	products.	Scholars	(Goldberg,	1995;	Hastings	&	Donovan,	2002;	Donovan,	

2011;	Wymer,	2011)	have	called	for	social	marketing	to	utilise	upstream	methods	of	

influencing	behaviour	such	as	law,	policy	development,	and	banning	

goods/promotion/advertising.	The	rationale	for	the	upstream	movement	is	that	

much	problematic	behaviour	is	strongly	influenced	by	social	and	environmental	

factors	that	are	beyond	the	control	of	the	individuals	who	exhibit	the	problematic	

behaviour.	Further,	proximate	influences	such	as	workplace	and	school	settings,	

friends,	and	family	can	all	encourage	undesirable	behaviours,	which	include	(but	are	

not	limited	to)	smoking,	exercise,	and	eating	habits	(Andreasen	&	Herzberg,	2005).	

More	distal	influences	such	as	poverty	or	discrimination	can	lead	to	problematic	

behaviours	such	as	crime,	spousal	abuse,	and	child	neglect	(Andreasen	&	Herzberg,	

2005).	In	addition,	elements	in	the	upstream	environment	often	inhibit	change	even	

when	target	audiences	are	motivated	to	take	action.	For	example,	if	sidewalks	aren’t	

lit,	police	protection	enhanced,	or	bike	paths	paved,	urban	residents	may	find	it	very	

difficult	to	exercise.	Or,	if	condoms	and	birth	control	pills	are	not	available	in	remote	

regions,	women	may	find	it	very	difficult	to	practice	birth	control	(Hastings,	

MacFayden	&	Anderson,	2000;	Goldberg,	1995).	

In	light	of	these	arguments,	the	definition	proposed	by	Donovan	(2010)	stands	out	

in	his	shift	from	the	overwhelming	focus	on	voluntary	behaviour	change	to	one	that	

embraces	involuntary	behaviour	change.	Donovan	(2010)	argues	that	commercial	

marketing	does	not	always	involve	voluntary	behaviour	only;	therefore,	neither	
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should	social	marketing.	Thus,	this	research	adopts	Donovan’s	(2010)	definition	of	

social	marketing	as	that	most	suited	to	the	multifaceted	issue	of	human	trafficking	in	

Nigeria	which,	as	previously	demonstrated,	can	involve	both	voluntary	and	

involuntary	behaviour.	

While	the	need	to	move	beyond	the	downstream	micro-level	in	social	marketing	is	

evident,	research	into	change	at	the	midstream	and	upstream	levels	to	create	social	

contexts	that	support	behaviour	change	at	the	individual	level,	remains	scarce	

(Luca,	Hibbert	&	McDonald,	2016).	Moreover,	research	that	combines	all	three	

streams	of	social	marketing	to	gain	robust	insights	into	a	complex	social	problem	

behaviour	is	rare.		

Domegan	et	al.	(2016)	argue	that	innovation	comes	from	shaking	long-held	social	

marketing	assumptions	about	who	to	engage	with	and	at	what	level	or	scale,	and	call	

for	social	marketers	to	go	beyond	individual	behavioural	change,	whether	of	a	

citizen	or	a	policy	maker,	to	a	more	holistic,	systems-wide	view	for	complex	

problems.	It	is	multilevel	social	marketing	interventions	that	offer	collective	impact	

by	working	across	institutional	norms,	social	mechanisms	and	strategic	action	fields	

(Bayliss-Brown	et	al.,	2015;	Kennedy,	2015;	Layton,	2014,	2015).	Deeper	exchange	

insights	come	from	all	eyes	on	the	problem,	addressing	the	barriers	to,	options	for,	

and	benefits	of	change	at	each	level	(Domegan	et	al.,	2016).		

Call	to	broaden	social	marketing	beyond	public	health	application	

While	social	marketing	has	gained	momentum	over	the	last	45	years,	leading	to	its	

potential	being	explored	in	areas	other	than	health,	such	as	environmental	

protection	(Takahashi,	2009),	poverty	alleviation	(Kotler	&	Lee,	2009),	tourism	

(Truong	&	Hall,	2013,	2015,	2016),	and	animal	conservation	(Drury,	2011;	Truong	

et	al.,	2016),	the	majority	of	social	marketing	studies	still	focus	on	public	health	

issues	in	developed	countries	(see	Kotler	&	Lee,	2008),	such	as	smoking	(Egger	et	

al.,	1983;	Lefebvre	and	Flora,	1988;	Schorling,	1997),	drink	driving	(Rothschild	et	al.,	
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2006),	obesity	(Francis	and	Taylor,	2009;	Evans	et	al.,	2010),	road	safety	(Lewis	et	

al.,	2007),	skin	cancer	(Glanz	et	al.,	2002),	etc.	

	In	developing	countries,	social	marketing	has	focused	on	the	use	of	various	health-

related	products	and	services	such	as	condom	use	(Eloundou-Enyegue,	2005),	

family	planning	(Dholakia,	1984),	and	reducing	the	spread	of	HIV/AIDS	(Svenkerud	

&	Singhal,	1998).			

Wymer	(2011)	suggests	that	much	more	work	is	needed	on	social	change	issues	and	

that	it	is	time	for	social	marketers	to	integrate	and	extend	application	of	social	

marketing	to	address	broader	societal	challenges.	Human	trafficking	represents	one	

such	broader	societal	challenge.	

2.6	A	need	for	formative	research	in	social	marketing	

Formative	research	is	the	process	used	by	social	marketers	to	gain	insights	and	

understanding	about	the	very	issue(s)	they	are	seeking	to	influence	and	change,	and	

since	most	social	issues	are	complex	problems,	a	single-perspective	and	one-method	

approach	will	rarely	provide	us	with	a	sufficient	understanding	(Kubacki	&	Rundle-

Thiele,	2016).	In	order	to	understand	problem	behaviours	social	marketers	must	

employ	formative	research	to	understand	the	other	side,	the	side	that	is	perceived,	

lived	and	experienced	by	the	target	audiences,	sponsors,	partners	and	other	

stakeholders	and,	most	crucially,	the	society	at	large	(Kubacki	&	Rundle-Thiele,	

2016).	

Formative	research	can	be	used	in	social	marketing	to	understand	audiences	before	

the	program	is	designed	and	executed,	during	the	program	to	monitor	and	inform	

the	ongoing	delivery	of	the	program,	and	following	the	completion	of	the	program	

(referred	to	by	Walsh	and	colleagues	(1993)	as	the	formative	evaluation	process)	to	

inform	future	program	planning	and	design	(Kubacki	&	Rundle-Thiele,	2016).	All	

formative	research	methods	help	develop	and	implement	programs	that	are	
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designed	with	and	for	the	target	audience.	By	focusing	on	the	target	audience	social	

marketers	are	able	to	reduce	the	number	of	costly	mistakes	due	to	their	

comprehensive	understanding	of	people’s	everyday	lives	and	the	needs,	values,	

motivations	and	the	surrounding	environments	that	drive	them	(Kubacki	&	Rundle-

Thiele,	2016).	

	

Social	marketing	has	been	used	to	combat	problem	behaviours	for	over	40	years	

(Lefebvre,	2011)	and	the	effectiveness	of	the	approach	is	widely	documented	(Stead	

et	al.,	2007).		However,	recent	systematic	literature	reviews	(Carins	&	Rundle-

Thiele,	2014;	Kubacki	et	al.,	2015a,	b,	c;	Fujihira	et	al.,	2015)	indicate	incomplete	use	

of	formative	research	in	social	marketing	programs.	According	to	the	Kubacki	et	al.	

(2015b)	review,	for	example,	seven	out	of	the	23	programs	targeting	children	under	

the	age	of	12	years	did	not	incorporate	formative	research	into	their	study	design.	

Yet,	application	of	formative	research	helps	to	instill	an	understanding	of	the	

consumer	and	surrounding	influences	(social	and	environmental)	and	permits	

subsequent	orientation	of	the	intervention	toward	them	(Andreasen,	2002).	

Kubacki	and	Rundle-Thiele	(2016)	argue	that	top-down,	expert-driven	programs	

designed	and	implemented	with	no,	or	limited,	formative	research	are	the	antithesis	

of	social	marketing	ethos.	As	Lefebvre	and	Flora	argued	in	1988,	‘Social	marketing	

principles	are	especially	well-suited	for	the	task	of	translating	necessarily	complex	

educational	messages	and	behaviour	change	techniques	into	concepts	and	products	

that	will	be	received	and	acted	upon	by	a	large	segment	of	the	population’	(pp.	300-

301).	As	proposed	by	Alan	Andreasen	in	his	six	social	marketing	benchmark	criteria	

(2002),	audience	research	that	attempts	to	unpack	multiple	dimensions	and	

complexities	of	social	problems	should	be	an	important	part	of	any	social	marketing	

program.		
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2.7	Framework	for	conducting	formative	research	in	social	marketing	

	
Customer	Orientation,	Insight	and	Theory 

Frameworks	that	have	been	proposed	to	guide	social	marketing	practice	all	

acknowledge	the	importance	of	formative	research	(for	examples,	see	Lefebvre	&	

Flora,	1988;	Walsh	et	al.,	1993;	Andreasen,	2002;	French	&	Blair-Stevens,	2005;	

Robinson-Maynard	et	al.,	2013).	Andreasen	(2002)	explains	that	formative	research	

helps	to	ensure	an	understanding	of	the	consumer	and	orientation	of	the	

intervention	towards	them.	Hence,	to	better	guide	social	marketers	in	intervention	

program	design,	and	to	also	provide	an	important	framework	with	which	to	

distinguish	social	marketing	from	other	behaviour	change	fields,	such	as	health	

promotion,	Andreasen	(1994,	2002)	proposed	six	principles,	which	have	been	

widely	accepted	as	the	benchmark	criteria	for	social	marketing.	These	principles	

are:	behaviour	change,	audience	research,	segmentation,	exchange,	marketing	mix,	

and	competition.	Andreasen’s	benchmark	criteria	was	expanded	further	in	the	

French	and	Blair-Stevens	(2005)	National	Social	Marketing	Centre	(NSMC)	

Benchmark	Criteria.	French	and	Blair-Stevens	(2005)	built	on	Andreasen	(2002)	

with	their	expansion	of	audience	research	by	two	additional	benchmarks	(customer	

orientation	and	insight)	to	extend	understanding	and	application	of	formative	

research.	French	and	Blair-Stevens	(2005)	also	explicitly	introduced	theory	use	into	

the	criteria.	The	eight	NSMC	social	marketing	principles	are	outlined	in	Table	5,	

below,	in	their	original	form.	Customer	orientation	focuses	on	the	audience	in	order	

to	fully	understand	their	lives	and	behaviour	using	a	mix	of	data	sources	and	

research	methods	(French	and	Blair-Stevens,	2005).	The	insight	criterion	states	that	

customer	research	identifies	‘actionable	insights’⎯pieces	of	understanding	that	will	

lead	intervention	development	(French	&	Blair-Stevens,	2005),	thus	orienting	

practice	to	the	target	audience	(Kubacki	&	Rundle-Thiele,	2016).	

	

The	NSMC’s	eight-point	criteria	were	intended	as	a	guide	to	ensure	that	social	

marketing	practice	is	consistent	with	core	social	marketing	theory	(French	&	Blair-
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Stevens,	2006),	although	not	all	elements	of	the	criteria	are	required	for	a	program	

to	be	designated	as	social	marketing,	insofar	as	it	is	not	purely	a	communications	

campaign	(Andreasen,	2002).	Recent	studies	by	Carins	and	Rundle-Thiele	(2014)	

suggest	however	that	behaviour	change	is	more	likely	when	more	of	the	benchmark	

criteria	are	applied.	

These	social	marketing	principles	or	benchmark	criteria	have	been	used	in	

programs	directed	at	reducing	excessive	alcohol	consumption	in	a	number	of	

contexts	including	universities	(Glider	et	al.,	2001;	Gomberg,	Schneider	&	DeJong,	

2001;	Vinci	et	al.,	2010);	drunk	driving	(Rothschild	et	al.,	2006);	pregnant	women	

(Glik	et	al.,	2008);	community-based	approaches	(Kypri	&	Dean,	2002;	Kypri	et	al.,	

2005;	Rowland	et	al.,	2013),	programs	for	paediatricians	(Payne	et	al.,	2011)	and	

multi-substance	approaches	(Hastings	et	al.,	2002;	Slater	et	al.,	2006).		

Table	5:	The	Eight	Social	Marketing	National	Benchmark	Criteria	(NSMC,	2006)	

Criteria	 Description	
Behaviour	 Aims	to	change	people’s	actual	behaviour.	The	intervention	is	focused	on	influencing	specific	

behaviours,	not	just	knowledge,	attitudes	and	beliefs.	Clear,	specific,	measurable	and	time-bound	
behavioural	goals	have	been	set,	with	baselines	and	key	indicators	established.	

Customer	
Orientation	

Focuses	on	the	audience.	Fully	understands	their	lives,	behaviour	and	the	issue	using	a	mix	of	data	
sources	and	research	methods.	Goes	beyond	interviews	and	focus	groups	to	use	ethnographic	
techniques	as	well.	Uses	a	range	of	research	analyses	and	combines	data	from	different	sources	
(qualitative	and	quantitative).	Gains	key	stakeholder	understanding	and	feeds	it	into	methods	mix	
(Benchmark	8)	development.	Interventions	are	pre-tested	with	the	audience.	Involves	the	target	
audience	and	local	community,	rather	than	treating	them	as	research	subjects.	

Theory	 Uses	behavioural	theories	to	understand	behaviour	and	inform	the	intervention.	The	theories	used	
are	identified	after	conducting	the	customer	orientation	research.	Appropriate	behavioural	theory	is	
clearly	used	to	inform	and	guide	the	methods	mix	(Benchmark	8).	Theoretical	assumptions	are	tested	
as	part	of	the	intervention	pre-testing.	

Insight	 Customer	research	identifies	‘actionable	insights’	–	pieces	of	understanding	that	will	lead	
intervention	development.	A	deep	understanding	of	what	moves	and	motivates	the	target	audience,	
including	who	and	what	influence	the	targeted	behaviour.	Insight	is	generated	from	customer	
orientation	work	(Benchmark	2).	Identifies	emotional	barriers	(such	as	fear	of	testing	positive	for	a	
disease)	as	well	as	physical	barriers	(such	as	service	opening	hours).	Uses	insight	to	develop	an	
attractive	exchange	and	suitable	methods	mix	(Benchmarks	5	and	8).	

Exchange	 Considers	benefits	and	costs	of	adopting	and	maintaining	a	new	behaviour;	maximises	the	benefits	
and	minimises	the	costs	to	create	an	attractive	offer.	Clear	and	comprehensive	analyses	of	the	
perceived/actual	costs	versus	perceived/actual	benefits.	Considers	what	the	target	audience	values:	
offers	incentives	and	rewards,	based	on	customer	orientation	and	insight	(Benchmarks	2	and	4)	
findings.	Replaces	benefits	the	audience	derives	from	the	problem	behaviour	and	competition	
(Benchmark	6).	The	exchange	offered	is	clearly	linked	to	‘price’	in	the	methods	mix	(Benchmark	8).	

Competition	 Seeks	to	understand	what	competes	for	the	audience’s	time,	attention,	and	inclination	to	behave	in	a	
particular	way.	Addresses	direct	and	external	factors	that	compete	for	the	audience’s	time	and	
attention.	Develops	strategies	to	minimise	the	impact	of	competition,	clearly	linked	to	the	exchange	
offered	(Benchmark	5).	Forms	alliances	with	or	learns	from	the	competing	factors	to	develop	the	
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methods	mix	(Benchmark	8).	
Segmentation	 Avoids	a	‘one	size	fits	all’	approach:	identifies	audience	‘segments’,	which	have	common	

characteristics,	then	tailors	interventions	appropriately.	Segmentation	is	drawn	from	the	customer	
orientation	and	insight	work	(Benchmarks	2	and	4).	Does	not	only	rely	on	traditional	demographic,	
geographic	or	epidemiological	targeting.	Draws	on	behavioural	and	psychographic	data.	Identifies	the	
size	of	your	segment	or	segments.	Segments	are	prioritised	and	selected	based	on	clear	criteria,	such	
as	size	and	readiness	to	change.	Interventions	in	the	methods	mix	(Benchmark	8)	are	directly	
tailored	to	specific	audience	segments.	

Methods	Mix	 Uses	a	mix	of	methods	to	bring	about	behaviour	change.	Does	not	rely	solely	on	raising	awareness.	
Uses	all	elements	of	the	marketing	mix	(product,	price,	place	and	promotion)	and/or	primary	
intervention	methods	(inform,	educate,	support,	design	and	control).	Promotion	is	used	to	‘sell’	the	
product,	price,	place	and	benefits	to	the	target	audience,	not	just	to	communicate	a	message.	Takes	
full	account	of	existing	interventions	in	order	to	avoid	duplication.	Creates	a	new	brand,	or	leverages	
existing	brands	appropriate	to	the	target	audience	Methods	and	approaches	are	financially	and	
practically	sustainable.	

This	program	of	research	will	be	framed	by	three	of	the	eight	principles	listed	in	the	

table.	These	are	customer	orientation,	audience	insight	and	theory.		

The	criteria	of	consumer	orientation	and	insight	are	not	easily	distinguishable	

(Gracia-Marco	et	al.,	2011),	as	illustrated	in	the	exposition	of	both	principles	in	

Table	5.	Insight	is	described	as	a	direct	consequence	of	the	customer	orientation	

principle,	yet	both	principles	are	referring	to	developing	interventions	and	getting	

to	know	the	target	audience	(NSMC,	2009).	This	makes	separation	of	the	two	

criteria	difficult	and	therefore,	this	thesis	adopts	the	view	that	these	two	criteria	are	

not	mutually	exclusive	but	rather	interdependent	and	tangential,	with	insight	the	

result	of	the	application	of	the	customer	orientation	criterion.		

Consequently,	this	program	of	research	aims	to	identify	‘actionable	insights’	

stemming	from	customer	orientation	to	provide	‘pieces	of	understanding	that	can	

inform	human	trafficking	intervention	development’	across	each	social	marketing	

stream.	Insight	is	generated	from	customer	orientation	work	(Benchmark	2)	and	

identifies	and	articulates	the	emotional	as	well	as	physical	barriers	contributing	to	

human	trafficking	in	Nigeria.	These	insights	will	be	used	to	develop	an	attractive	

exchange	(Benchmark	5),	which	is	summarised	in	Chapter	7	under	the	thesis’s	

contributions	to	practice.		

Lack	of	Diversity	in	Social	Marketing	Formative	Research	Methods	
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Social	marketing	is	beginning	to	adopt	a	more	ecological	view	of	behaviour,	and	

with	this	has	come	calls	to	examine	multiple	levels	of	influence	at	the	personal,	

social	and	environmental	level	(Brennan	et	al.,	2016).	In	order	to	understand	how	

the	individual	is	influenced	by	their	surrounding	social	and	built	environments,	

alternate	research	methods	are	needed	(Kubacki	&	Rundle-Thiele,	2016).		

Yet,	Truong	and	Dang’s	(2016)	review	of	formative	research	methods	in	social	

marketing	found	that	qualitative	research	methods	were	predominantly	used	in	

social	marketing	studies,	and	among	those	interventions	that	used	qualitative	

methods	in	their	formative	research	phase	only	eight	combined	three	methods	

(literature	review,	focus	groups,	and	interviews)	(e.g.	Quinn	et	al.,	2006,	2009;	Fraze	

et	al.,	2007).	Eighteen	combined	two	methods	(literature	review	and	focus	groups,	

literature	review	and	interviews,	focus	groups	and	interviews,	or	focus	groups	and	

observations)	(e.g.	Friedman	et	al.,	2014;	Lynch	et	al.,	2014).	Truong	and	Dang	

(2016)	report	that	in	both	cases,	a	review	of	literature	was	often	conducted	to	learn	

from	prior	interventions	and/or	regulatory	documents,	which	was	followed	by	

focus	group	discussions	or	interviews	with	members	of	the	target	audience.	The	

remaining	36	interventions	based	their	formative	research	on	a	single	qualitative	

method,	with	focus	group	discussions	the	most	frequently	used	(e.g.	Hull	et	al.,	

2013;	Thomson	et	al.,	2013;	Plant	et	al.,	2014).	By	contrast,	no	combinations	of	

quantitative	research	methods	were	found,	with	all	39	interventions	that	reported	

using	quantitative	methods	basing	their	formative	research	on	questionnaire	

surveys	(e.g.	Kremer	et	al.,	2011;	Croker	et	al.,	2012).	Ethnographic	research	

methods	were	rarely	used	(Truong	&	Dang,	2016).		Similarly,	Kubacki	et	al.	(2015b)	

reviewed	social	marketing	interventions	targeting	children	under	the	age	of	12	

years.	Focus	groups,	interviews	and	surveys	were	the	most	popular	methods	of	

formative	research	reported	in	the	23	interventions	assessed.	A	critical	assessment	

of	formative	research	methods	indicates	continued	dominant	use	of	surveys	and	

focus	groups	despite	calls	to	extend	the	range	of	methods	being	made	more	than	ten	

years	ago	(Grier	&	Bryant,	2005).		
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Truong	and	Dang	(2016)	posit	that	this	reliance	on	self-report	methods	such	as	

interviews	and	focus	groups	limits	findings	owing	to	social	desirability,	memory,	

and	other	biases	(see	Baumgartner	and	Steenkamp,	2006).	Further,	the	methods	

employed	continue	to	limit	insights	to	a	downstream	or	individual	view	(Wymer,	

2011).	

Truong	and	Dang	(2016)	argue	that	it	is	necessary	for	ethnographic	research	

methods	to	be	employed	to	provide	additional	evidence	regarding	the	beliefs,	

attitudes,	and	behaviours	of	the	target	group.	In	addition,	these	methods	should	not	

only	explore	individuals’	beliefs,	attitudes	and	behaviours,	but	also	the	sociocultural	

context	and	the	structural	barriers	to	and	enablers	of	adopting	the	proposed	

behaviour	(Truong	&	Dang,	2016).	Hence,	relevant	stakeholders	should	be	involved	

in	the	formative	research	phase	and	their	views	integrated	in	the	design	and	

implementation	of	social	marketing	interventions	(Donovan	&	Henley,	2010;	

Lefebvre,	2013).	Truong	and	Dang	(2016)	found	limited	participation	of	

stakeholders,	particularly	of	policy	makers,	in	formative	research	activities.	This	is	

consistent	with	Buyucek	et	al.	(2016),	whose	systematic	review	analysed	the	

involvement	of	different	stakeholders	at	each	of	the	three	key	stages	of	the	social	

marketing	process	(formative	research,	implementation,	and	evaluation),	found	that	

of	23	interventions	reviewed,	22	focused	on	one	defined	target	group	and	only	one	

included	two	target	groups.	Since	behaviour	change	occurs	in	a	more	complex	social	

context,	assessment	of	multiple	stakeholders	is	recommended	(Buyucek	et	al.,	

2016).	Truong	and	Dang	(2016)	acknowledge	the	difficulty	of	accessing	policy	

makers	and	senior	government	officials,	but	argue	that	these	people	are	often	

gatekeepers	of	information	and	potential	sources	of	rich	data	for	researchers.	

Because	they	have	access	to	special	data,	knowledge	and	power,	they	are	holders	of	

valuable	policy	information	that	would	be	very	helpful	for	social	marketers	to	

develop	upstream	strategies	(Truong	&	Dang,	2016).	
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Therefore,	the	current	study	heeds	the	long-standing	call	to	ensure	that	multi-

stream	formative	research	is	embedded	into	practice,	that	methods	used	are	

reported	in	all	cases,	and	that	the	methods	used	extend	beyond	surveys	and	focus	

groups	(Kubacki	&	Rundle-Thiele,	2016).	This	research	goes	beyond	interviews	and	

focus	groups,	applying	ethnographic	techniques,	research	analyses	and	data	from	

different	sources,	as	well	as	gaining	key	stakeholder	understanding.	It	provides	a	

more	comprehensive	multi-method	approach	to	formative	research	by	utilising	all	

three	streams	of	social	marketing.	Multiple	research	methods	(critical	discourse	

analysis	of	government	sponsored	anti-human	trafficking	advertisements	and	in-

depth	interviews	of	key	stakeholders,	existential	phenomenological	interviews	of	

trafficked	persons,	key	informant	interviews	of	socialisation	agents	and	auto-

ethnography	of	sociocultural	influences	across	two	human	trafficking	endemic	

states),	are	employed	to	generate	new	and	unique	consumer	insights	that	when	

implemented	may	be	capable	of	delivering	sustained	behaviour	change	(Kubacki	

and	Rundle-Thiele,	2016).	Consumer-focused	formative	research	that	goes	beyond	

relying	solely	on	traditional	epidemiological	data	should	drive	the	process	of	

identifying,	translating	and	adapting	social	marketing	solutions	to	the	challenges	of	

everyday	life	(Kubacki	and	Rundle-Thiele,	2016).		

Hence,	the	actionable	insights	yielded	from	this	multi-method	and	multi-stream	

formative	research	study	can	be	used	to	design	effective	social	marketing	programs	

while	also	demonstrating	the	utility	of	social	marketing	to	the	field	of	human	

trafficking.		

Limited Theory Use in Social Marketing Formative Research 

Theory	is	usually	applied	to	understand	the	problem	behaviour	or	issue,	and	inform	

a	successful	intervention	design.	However,	Lefebvre	(2000)	noted	that	theory	use	in	

social	marketing	interventions	is	sparse.	Luca	and	Suggs’s	(2013)	systematic	review	

of	theory	and	model	use	in	social	marketing	interventions	supported	Lefebvre’s	
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claim	by	providing	updated	evidence	of	the	continuing	scarcity	of	social	marketers’	

use	of	theory,	with	social	marketers	not	clearly	describing	how	the	theory	was	used.	

More	recent	research	by	Truong	and	Dang	(2016)	found	that	most	of	the	identified	

social	marketing	health	interventions	did	not	base	their	formative	research	on	any	

theory	or	model.	This	confirmed	prior	research	suggesting	that	many	social	

marketing	campaigns	tended	to	be	undertaken	on	the	basis	of	lay	knowledge	and	

assumptions,	often	without	reference	to	theory	or	evidence-based	methods	of	

changing	behaviours	(Luca	&	Suggs,	2013;	Truong,	2014),	and	despite	NSMC	

guidelines	explicitly	recommending	that	theory	be	used	in	social	marketing.	Of	those	

interventions	that	mentioned	using	theory	and	models,	it	was	not	clear	how	they	

contributed	to	the	formative	research	phase	(e.g.	Long	et	al.,	2008;	McCausland	et	

al.,	2009).			

Truong	and	Dang’s	(2016)	review	of	social	marketing	interventions	found	that	only	

33	(23.08%)	of	the	143	interventions	that	reported	conducting	some	form	of	

formative	research	activities	used	theories	or	models	in	the	formative	research	

phase.	Theory	and	model	use	was	not	explicitly	stated	in	the	remaining	110	

interventions	(76.92%).	Of	those	reporting	using	a	theory/model,	there	was	an	

overreliance	on	a	set	of	commonly	used	social	psychology	theories	(Alden	et	al.,	

2011),	with	the	Theory	of	Planned	Behaviour/Reasoned	Action	used	most	often	(ten	

interventions),	followed	by	the	Stages	of	Change	Theory	(nine	interventions),	the	

Health	Belief	Model	(seven	interventions),	and	Social-Cognitive	Theory	(seven	

interventions).	Other	theories/models	were	used	less	often,	including	Diffusion	of	

Innovations	Theory,	Social-Ecological	Model,	and	Social	Learning	Theory,	among	

others.	This	finding	is	relatively	consistent	with	prior	studies	(Truong	et	al.,	2014).	

Truong	and	Dang	(2016)	found	that	most	of	the	identified	interventions	used	

theories	to	gain	insights	into	the	factors	affecting	the	individual	behavioural	choices	

of	the	target	audience.	Only	a	limited	number	of	interventions	sought	to	examine	the	

contextual	and	environmental	factors	that	influenced	the	behaviour	of	the	target	

audience,	and	these	were	primarily	based	on	the	Ecological	Model	or	Social-
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Cognitive	Theory.	Examples	include	the	Get	Firefighters	Moving	campaign	(Staley,	

2009)	and	the	Power	Play!	campaign	(Keihner	et	al.,	2011).	Truong	and	Dang’s	

(2016)	research	again	demonstrates	that	most	social	marketing	programs	tend	to	

focus	on	individual	behaviour	change	(Lefebvre,	2013;	Truong,	2014).	Lefebvre	

(2013)	argues	that	it	is	only	when	social	marketers	consider	broader	theories	

including	social	cognitive	and	diffusion	theories	that	they	will	begin	to	consider	

aspects	of	a	person’s	external	environment	in	solving	social	problems.		

Consequently,	this	research	responds	to	the	need	for	wider	theory	use	in	social	

marketing	formative	research	by	utilising	a	sociocultural	ecological	model	for	

understanding	midstream	sociocultural	influences	across	human	trafficking	

endemic	states	in	Nigeria.	The	research	also	employs	two	additional	concepts	

derived	from	the	field	of	Critical	Theory	to	gain	alternative	insights	into	human	

trafficking	and	guide	future	intervention	design.		

Critical	theory	holds	that	social	problems	often	result	from	groups	in	society	being	

constrained	by	social	structures	and	processes	that	they	themselves	construct	and	

maintain	but	may	not	be	aware	of	and	capable	of	explaining.	Critical	theory	is	not	

widely	adopted	by	social	marketing	scholars	despite	a	call	by	Goldberg	(1995)	more	

than	20	years	ago.	Goldberg	(1995)	called	for	social	marketers	to	embrace	the	use	of	

critical	theory	in	order	for	social	marketers	to	gain	an	understanding	of	the	

perspectives	of	the	individuals	in	a	social	system,	describe	the	nature	of	institutions	

and	the	constraints	they	impose	on	individuals,	identify	and	assess	the	effects	of	any	

discrepancies	between	the	individual's	perspective	and	observed	constraints,	use	

the	conclusions	drawn	to	politicise	relevant	individuals	or	groups,	and	construct	

and	conduct	a	political	program	of	action	to	put	upstream	social	strategies	into	

effect.	This	call	to	include	critical	theory	in	consumer	research	is	not	new;	Belk	

(1988),	Sherry	(1991),	and	Murray	and	Ozanne	(1991,	1995)	have	all	called	for	

critical	theory	to	be	applied	to	consumer	research.		
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Murray	&	Ozanne	(1991)	present	critical	theory	as	an	interdisciplinary	approach	to	

seeking	knowledge	about	consumers.	Thus,	critical	research	involves	grasping	both	

the	intersubjective	understandings	of	the	groups	involved	and	the	historical-

empirical	understanding	of	the	potentially	constraining	objective	social	conditions.	

Contradictions	that	are	discovered	provide	the	stimuli	for	change.	Through	the	

process	of	critique	and	dialogue,	the	critical	researcher	tries	to	help	people	imagine	

alternative	social	organisations	that	facilitate	the	development	of	human	potential	

free	from	constraints	(Murray	&	Ozanne,	1991).	Gordon	(2011)	formalised	the	

concept	of	critical	theory	in	social	marketing,	which	he	termed	critical	social	

marketing.	The	author	examined	the	nature	and	role	of	the	critical	dimension	of	

social	marketing	and	its	place	within	scholarly	marketing	thought,	and	

demonstrated	the	utility	of	a	critical	social	marketing	framework	in	real-world	

environments.	Gordon	et	al.	(2010)	also	employed	critical	theory	as	a	framework	for	

a	social	marketing	study,	which	examined	the	impact	of	alcohol	marketing	

communications	on	youth	drinking.	Additionally,	Wymer	(2011,	pp.	17-31)	called	

for	social	marketing	to	be	extended	by	increasing	its	use	of	concepts	from	other	

fields	such	as	political	science	and	social	movements.	

Therefore,	this	research’s	use	of	critical	theory	is	particularly	relevant	to	the	

complex	and	multifaceted	problem	of	human	trafficking	in	Nigeria.	Human	

trafficking	is	a	popular	topic	within	the	legal	and	criminology	fields.	However,	it	is	

rarely	addressed	as	a	social	issue	involving	voluntary	and	involuntary	behaviours,	

thereby	limiting	its	scope	for	understanding.	

By	studying	human	trafficking	as	a	social	issue	through	the	alternative	lens	of	social	

marketing	guided	by	a	critical	theory	framework,	this	program	of	research	offers	the	

potential	to	advance	understanding	of	human	trafficking	while	also	providing	social	

marketers	with	the	opportunity	to	action	the	alternative	insights	generated	by	this	

theory-led	formative	research,	leading	to	sustainable	change.	The	proposed	critical	

theory	concepts	employed	by	this	research	are	false	consciousness	(Marxist	social	

theory),	which	will	guide	the	customer	orientation	work	as	well	as	assist	in	
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explaining	the	insights	generated	from	this	research;	and	cultural	hegemony	

(Gramsci,	1971),	which	supports	the	development	of	an	attractive	exchange	and	can	

guide	the	methods	mix	during	implementation	phase.	These	theories	are	expounded	

on	pages	72-80.		

Limited	theory	use	in	human	trafficking	and	the	case	for	alternative	frameworks	for	

understanding	human	trafficking		

Research	on	human	trafficking,	particularly	for	labour	trafficking,	is	disconnected	

from	theory,	with	no	attempt	to	develop	a	new	theoretical	framework	with	which	to	

comprehensively	analyse	the	phenomenon	(Goździak	&	Bump,	2008).	Currently,	

poverty	and	the	aspiration	for	a	better	way	of	life	are	the	most	cited	explanations	for	

human	trafficking	(Williams	&	Masika,	2002).	Within	those	studies	that	have	offered	

theoretical	frameworks	for	understanding	human	trafficking	in	Nigeria	(See	Ebbe,	

2008;	Jegede	et	al.,	2011;	Attoh,	2009;	Enaikele	&	Olutayo,	2011),	Robert	K.	Merton’s	

theory	of	structural	strain	(Merton,	1957),	adapted	from	Emile	Durkheim’s	theories	

of	anomie	and	structural	functionalism	(Durkheim,	1897)	is	the	most	cited.	The	idea	

of	structural	strain	is	built	on	the	assumption	that	most	societies	place	much	value	

on	success,	and	desire	that	people	should	become	wealthy	only	through	socially	

acceptable	means	such	as	acquiring	a	good	education	and	securing	high	income	jobs	

(Hughes,	Kroehler	&	Vander	Zanden,	2002).	However,	as	long	as	there	is	no	equal	

access	to	the	means	of	attaining	the	respectable	status	that	is	prized	by	society,	

people	are	bound	to	adopt	unconventional	means	to	succeed	(Merton,	1968).	

Jegede	et	al.	(2011)	argue	that	human	traffickers	are	innovators	who	have	designed	

their	own	means	to	achieve	success	in	Nigeria	where	riches	are	over-celebrated,	but	

very	limited	opportunities	exist	for	many	citizens	to	acquire	wealth.	To	worsen	the	

situation,	even	those	who	have	followed	the	institutionalised	path	of	acquiring	a	

good	education	are	left	with	poorly	paid	jobs	or	none	at	all.	Hence,	their	interests	

are	easily	aroused	to	survive	at	all	costs,	including	engaging	in	the	business	of	

trafficking	in	human	beings.	Attoh	(2009)	agrees	that	within	the	Nigerian	city	of	

Benin’s	social	classes,	those	who	have	internalised	the	values	of	success	without	the	
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attendant	means	of	attaining	such	cultural	goals	via	a	good	education	or	requisite	

skills	tend	to	be	susceptible	to	trafficking.		

Enaikele	&	Olutayo	(2011)	also	propose	the	functionalist	theory,	in	addition	to	

George	Herbert	Mead’s	interactionist	theory	(1967)	and	Marxian	(1867)	

perspectives	to	explain	the	human	trafficking	phenomenon	in	Nigeria.	The	authors	

argue	that	human	trafficking,	as	a	crime,	is	both	a	spontaneous	phenomenon	and	a	

product	of	capitalist	society	characterised	by	exploitation	and	reinforced	by	

poverty,	inequality,	marginalisation,	limited	opportunities	or	life	chances	and	social	

exclusion	of	the	victims.	In	Nigeria,	while	great	importance	is	attached	to	success,	

relatively	little	importance	is	placed	on	the	acceptability	of	the	ways	of	achieving	it	

(Enaikele	&	Olutayo,	2011).	This	situation	creates	a	huge	tendency	to	reject	the	

rules	of	the	game	and	strive	for	success	by	alternative	criminal	means	such	as	

human	trafficking	(Enaikele	&	Olutayo,	2011).	Omorodion	(2009)	agrees	that	the	

societal	pressure	to	accumulate	wealth	and	enhance	social	status	tends	to	increase	

the	vulnerability	of	individuals	and	groups,	particularly	the	marginalised	and	

socially	disadvantaged,	into	deviant	behaviour	or	anomie	such	as	trafficking	for	the	

sex	trade.	It	is	within	this	context	that	females	exchange	their	bodies	as	a	survival	

mechanism	not	just	for	themselves,	but	also	for	their	families.		

The	problem	with	these	theoretical	frameworks	is	their	focus	remains	on	the	

downstream	(individual)	and	their	motivations.	While	these	theories	do	explain	

human	trafficking	to	an	extent,	their	predominant	focus	on	the	individual	and	on	sex	

trafficking	do	not	take	into	account	other	forms	of	human	trafficking	in	Nigeria,	such	

as	internal	trafficking	for	labour.	

According	to	the	ILO	Fact	Sheet,	there	are	246	million	children	world-wide	between	

the	ages	of	5	and	17	who	are	in	child	labour,	with	179	million	trapped	in	the	worst	

forms	of	child	labour.	The	greatest	number	are	located	in	Africa,	where	with	41	per	

cent	of	children	at	work,	and	more	than	30	per	cent	between	the	age	of	10	and	14	

caught	in	agricultural	labour,	awareness	of	the	risks	has	clearly	not	translated	into	

any	visible	change	among	the	informants.	Therefore,	theory	is	important	for	
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understanding	this	aspect	of	human	trafficking	in	order	that	the	problem	can	be	

adequately	addressed.		

In	light	of	the	complexity	and	dimensions	of	human	trafficking	and	the	limited	

theoretical	frameworks	available	for	understanding	human	trafficking,	this	study	

proposes	Consumer	Socialisation	Theory	(Brennan	et	al.,	2014),	the	Marxist	social	

theory	of	false	consciousness	(Marx	and	Engels,	1845-1846),	and	cultural	hegemony	

(Gramsci,	1971)	as	theoretical	frameworks	which	may	offer	a	more	nuanced	

understanding	of	the	problem.		

Consumer	socialisation	theory	for	understanding	family	influences	in	human	

trafficking	endemic	states	

Brennan	et	al.	(2014)	introduced	a	series	of	sociocultural	ecological	models	to	

address	the	environment	within	which	an	individual’s	problem	behaviour	occurs.	

Sociocultural	models	extend	beyond	the	individual	as	decision-maker	to	include	

social	and	cultural	factors.	The	sociocultural	ecological	model	chosen	as	one	of	the	

theories	for	the	midstream	component	of	this	program	of	research	is	consumer	

socialisation	theory.	In	social	marketing,	consumer	socialisation	theory	is	the	

process	of	developing	skills,	knowledge,	beliefs	and	attitudes	relevant	to	functioning	

in	the	marketplace	through	social	interaction	with	socialisation	agents	(John,	1999).	

Brennan	et	al.	(2014)	argue	that	in	order	for	family	members	to	function	as	

socialisation	agents	they	need	to	provide	positive	outcomes	from	the	learning	

process,	and	these	positive	rewards	need	to	be	associated	with	the	process	over	an	

extended	period	for	socialisation	to	occur.	Consumer	socialisation	is	therefore	a	

lifelong	process	as	consumers	continue	to	learn	from	others	throughout	their	

lifetimes	(Ekstrom,	2006).	Awareness	of	these	dynamics	is	important	to	social	

marketers	so	that	human	trafficking	prevention	programs	can	be	directed	at	the	

most	appropriate	family	members	(Brennan	et	al.,	2014).		

Given	the	role	of	family	members	and	close	associates	in	influencing	individuals	into	

voluntary	human	trafficking	(Cherti	et	al.	2013;	Okojie,	2009;	Abdulraheem	&	
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Oladipo,	2010),	consumer	socialisation	theory	offers	an	appropriate	lens	for	

exploring	the	nature	of	these	social	influences.	The	application	of	this	theory	is	

explicated	in	Chapter	5	of	this	thesis.	

	

False	consciousness	–	a	new	theoretical	lens	for	understanding	human	trafficking		

Building	upon	the	Marxian	ideas	of	Enaikele	&	Olutayo	(2011)	and	Omorodion	

(2009),	this	program	of	research	proposes	that	human	trafficking	is	sustained	in	

Nigeria	because	of	a	false	consciousness	born	out	of	the	‘oppression’	being	

experienced	by	the	Nigerian	people.	This	thesis	argues	that	oppression	is	

experienced	both	in	terms	of	physical	constraints,	such	as	poverty,	unequal	access	

to	opportunities,	high	unemployment,	etc.,	which	the	people	hold	the	state	(the	

nation	of	Nigeria	and	its	government)	responsible	for,	and	in	terms	of	sociocultural	

influences.	Subsequently,	the	people	have	come	to	see	themselves	as	oppressed	

victims	of	the	state,	and	human	trafficking	–	ironically	–	as	the	freedom	from	state	

oppression.	

Originally	coined	by	Engels	(Marx	&	Engels,	1845-1846),	the	term	false	

consciousness	is	used	interchangeably	with	ideology.	It	was	initially	applied	only	to	

idealistic	intellectuals,	or	to	capitalists	for	whom	history	happens	behind	their	backs	

(Eyerman,	1981).	Marx	and	Engels	argued	that	these	‘ideologists’	are	deluded	not	

only	in	their	political	reasoning,	but	also	about	its	effects	since	such	delusion	would	

not	be	possible	for	a	member	of	the	working	class	(Eyerman,	1981).	However,	

Eyerman	(1981)	notes	that	false	consciousness	was	not	a	systematised	form	of	

explanation	produced	by	‘intellectuals’	and	offered	to	the	working	class,	but	rather	a	

form	of	consciousness	produced	in	the	very	life	practices	of	capitalist	society.			

	

Yet	to	be	used	in	social	marketing	literature,	false	consciousness	has	subsequently	

been	invoked	by	social	analysts	primarily	as	a	psychological	concept	to	explain	the	

failure	of	Marxist	predictions	about	the	inevitable	demise	of	capitalism,	attributing	

this	failure	to	the	acceptance	by	the	masses	of	capitalist	relations	of	production	
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(Augoustinos,	1999).		For	example,	Jost	(1995)	presented	a	body	of	social	

psychological	research	demonstrating	that	many	disadvantaged	and	oppressed	

groups	in	society	hold	beliefs	which	are	contrary	to	their	own	self	and	group	

interests,	which	justify,	rationalise	and	legitimate	their	own	subordination	

(Augoustinos,	1999).	These	documented	social	psychological	phenomena	include:	

beliefs	in	a	just	world	(Lerner,1980)⎯associated	with	a	tendency	among	oppressed	

groups	not	to	perceive	their	own	injustice	and	disadvantage	(Elster,	1982);	political	

fatalism	and	acquiescence⎯linked	to	beliefs	about	the	futility	of	protest	and	the	

unlikelihood	of	social	change	(Cunningham,	1987);	actual	resistance	to	

change⎯reflected	in	phenomena	such	as	cognitive	conservatism	(Greenwald,	1980)	

and	behavioural	compliance;	the	tendency	for	society's	victims	to	blame	themselves	

(Janoff-Bulman,	1992),	or	to	blame	and	scapegoat	other	disadvantaged	persons	or	

groups	(Tajfel,	1978);	identification	with	and	preference	for	'the	oppressor'	or	more	

powerful	outgroups	(Hinkle	&	Brown,	1990);	and,	finally,	the	justification	of	social	

roles	and	the	legitimation	of	existing	inequities	between	different	social	groups	(Jost	

&	Banaji,	1994).	According	to	Augoustinos	(1999),	the	working	classes	were	thought	

to	have	failed	to	recognise	their	own	economic	and	political	interests	by	

internalising	the	bourgeois	values	of	their	oppressors.		

	

A	criticism	of	these	existing	applications	of	the	theory	of	false	consciousness	is	that	

they	are	reductionist	(Augoustinos,	1999),	generate	considerable	ambivalence	in	

the	literature	(Eagleton,	1991)	and	deny	individuals	within	a	social	class	cognitive	

agency.	For	example,	Gaventa	(2006)	argued	that	consciousness	cannot	be	false	

because	if	consciousness	exists,	it	is	real	to	its	holders.	Scott	(1990)	also	criticised	

the	theory,	arguing	that	there	are	thick	and	thin	forms	of	false	consciousness.	On	the	

one	hand,	the	thick	form	of	false	consciousness	claims	that	a	dominant	ideology	

works	by	persuading	subordinate	groups	to	believe	actively	in	the	values	that	

explain	and	justify	their	own	subordination	while	the	thin	form	of	false	

consciousness	maintains	only	that	the	dominant	ideology	achieves	compliance	by	

convincing	subordinate	groups	that	the	social	order	in	which	they	live	is	natural	and	
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inevitable.	Simply	put,	the	thick	theory	claims	consent	while	the	thin	theory	settles	

for	resignation	(Scott,	1990).	However,	Thompson	(2016)	argues	that	false	

consciousness	is	a	dialectic	between	two	schools	of	thought:	those	that	view	false	

consciousness	as	a	defect	in	the	cognitive	powers	of	the	individual	and	not	

dependent	on	the	systems	of	socialization	and	their	powers	to	develop	and	shape	

consciousness	(cf.	Jost,	1995;	Runciman,	1969)	and	those	that	place	undue	emphasis	

on	the	coercive	powers	of	social	institutions	rooted	in	capitalist	imperatives	

(Althusser,	1971).			

Augoustinos	(1999)	cautions	against	a	reductionist	view	of	false	consciousness,	

proposing	that	rather	than	approach	the	process	of	reality	construction	from	an	

individualistic	perspective,	analysing	individuals'	perceptions	of	the	world	and	

determining	whether	these	perceptions	correspond	to	external	reality,	researchers	

should	also	analyse	the	social,	cultural	and	ideological	contexts	within	which	people	

live	out	their	everyday	lives.	Thus,	false	consciousness	remains	a	useful	theoretical	

construct,	not	as	a	psychological	and	cognitive	affliction	suffered	by	the	'less	

enlightened'	but	as	a	phenomenon	grounded	in	social	reality	itself,	which	locates	

mystification	and	distortion	not	in	the	mind,	but	in	the	everyday	social	practices	and	

objectified	social	relations	within	capitalism	(Augoustinos,	1999).	Thompson	(2016)	

agrees	that	false	consciousness	is	not	the	result	of	an	individual’s	failure	at	

cognizing	the	world;	it	is	a	social,	a	group	phenomenon	instigated	by	the	power	

structures	of	hierarchical	social	dynamics.	Subordinate	groups	adopt	‘a	conception	

which	is	not	its	own	but	is	borrowed	from	another	group;	and	it	affirms	this	

conception	verbally	and	believes	itself	to	be	following	it,	because	this	is	the	

conception	which	it	follows	in	“normal	times”	–	that	is	when	its	conduct	is	not	

independent	and	autonomous,	but	submissive	and	subordinate’	(Gramsci,	1971:	

327).	

Following	Augoustinos’s	(1999)	line	of	reasoning,	this	research	considers	the	

importance	attached	to	material	success	in	the	Nigerian	capitalist	society	as	well	as	

the	social	pressure	to	accumulate	wealth	and	status,	combined	with	structural	
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constraints	such	as	poverty,	inequality	and	unemployment,	as	‘oppression’,	

experienced	by	the	people	within	the	state	(socio-political,	socioeconomic	and	

sociocultural	environment).	As	a	result	of	these	experiences	of	oppression,	

trafficked	persons	and	vulnerable	individuals	may	have	come	to	view	human	

trafficking	as	the	emancipation	from	systematic	oppression	because	human	

trafficking	enables	them	to	migrate	abroad	–	thereby	freeing	them	from	the	

oppression	of	the	state.	The	reality,	however,	is	that	people	are	merely	exchanging	

one	oppressor	(the	state)	for	another	(human	traffickers)	as	the	documented	

accounts	of	subordination,	exploitation	and	domination	by	human	traffickers	

confirm.	However,	the	people	reject	this	reality	in	favour	of	the	freedom	they	

perceive	human	trafficking	gives	them.	This	conditioned	state	of	mind,	or	false	

consciousness,	about	human	trafficking	may	therefore	drive	vulnerable	individuals’	

voluntary	participation	in	human	trafficking,	thereby	further	contributing	to	their	

experiences	of	oppression.	

However,	this	theory	is	not	unique	to	Nigeria.	According	to	Marx	(1867),	exchange	

relations	and	thus	commodity	fetishism	come	to	dominate	and	define	more	and	

more	of	the	human	interaction	within	capitalist	societies.	Such	a	process,	which	

mediates,	in	the	classical	epistemological	sense,	relations	between	the	subject	and	

the	object	of	knowledge,	produces	a	false	consciousness	in	the	working	class	as	well	

as	in	the	bourgeoisie.	Human	beings	come	to	see	their	relations	with	other	people,	

and	people	as	such,	as	instruments	to	ends	which	become	harder	and	harder	to	

identify.	In	addition,	the	sources	of	knowledge,	as	well	as	the	reasons	and	causes	of	

activities	become	mystified	behind	a	veil	of	thing-like	’objective	forces’.	Because	

such	commodity	relations	permeate	all	spheres	of	society,	false	consciousness	

affects	everyone’s	perception	and	construction	of	reality	in	capitalist	society,	but	the	

difference	between	the	working	class	and	the	bourgeoisie	regarding	false	

consciousness	is	that	the	latter	benefits	from	this	mystification	and	the	former	

suffers	from	it	(Eyerman,	1981).	In	the	case	of	human	trafficking	in	Nigeria,	human	

traffickers	are	the	bourgeoisie	who	benefit	from	the	trade,	making	gains	from	the	

people	where	the	state	has	failed	to	provide	for	them.	Consequently,	voluntarily	
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trafficked	persons	may	also	suffer	oppression	from	human	trafficking	but	lack	

awareness	of	this	form	of	oppression	because,	for	all	its	exploitative	practices,	

human	trafficking	may	still	be	perceived	as	beneficial,	a	lesser	evil	than	the	far	

greater	systematic	oppression	of	poverty	and	socioeconomic	inequality	experienced	

within	the	state.			

For	example,	Okojie	(2009)	suggests	that	many	parents	allow	their	children	and	

husbands	their	wives	to	be	trafficked	because	of	the	financial	benefits	to	themselves,	

and	that	even	when	some	trafficked	individuals	have	been	repatriated,	families	have	

harassed	them	until	they	returned	to	the	trafficking	trade.	Further,	human	

traffickers’	apparent	success,	apparent	by	the	mansions	they	build,	expensive	cars	

they	drive,	their	sprawling	business	ventures,	investments,	and	financial	assistance	

rendered	to	family	members,	serve	to	lure	young	women	into	human	trafficking	in	

the	hope	that	they	too	will	achieve	the	success	displayed	by	the	wealthy	in	their	

society	(Okojie,	2009).	This	false	consciousness	about	human	trafficking	is	also	

supported	by	Osezua	(2011),	who	examined	the	nature	of	the	remittance	flow	

between	trafficked	women	and	their	families	and	highlights	the	important	role	of	

‘provider’	that	trafficked	women	play	in	their	communities.	The	study	cautioned	

that	the	pervasive	notion	of	the	value	of	transnational	remittances	from	sex	

trafficking	in	aiding	family	economic	advancement	in	the	region	of	Benin	

compromises	the	integrity	of	the	contemporary	Benin	family	as	a	socialisation	

agency	for	its	members.	

Child	trafficking	in	Nigeria	offers	another	example	of	false	consciousness	not	only	as	

a	result	of	systematic	oppression	but	also	as	a	result	of	the	traditional	practice	of	

child	fostering	and	the	oppressive	norm	of	child	labour.	In	the	Nigerian	traditional	

practice	of	child	fostering,	poor	rural	families	send	their	children	to	family	

members,	and	in	some	cases	strangers,	to	live,	work	and	earn	an	education		(Folami,	

2008;	Allais,	2006;	De	Haas,	2006);	some	of	these	children	end	up	however	being	

overworked	and	exploited	(Ellis	&	Akpala,	2011).	This	traditional	practice	has	been	

documented	as	contributing	to	the	trafficking	of	children	in	Nigeria.	For	example,	
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UNICEF	Nigeria	(2007)	reported	that	traffickers	exploit	the	trust	of	people	rooted	in	

this	widespread,	culturally	accepted	common	practice	in	West	Africa	of	fostering	as	

part	of	the	extended	family	safety	net.	In	some	instances,	desperately	poor	and	

uninformed	parents	willingly	cooperate	with	the	traffickers,	giving	away	their	

children	in	exchange	for	a	small	fee.	In	the	hands	of	unscrupulous	guardians,	these	

children	are	increasingly	trafficked	and	exploited	for	money	(UNICEF	Nigeria,	

2007).	Okafor	(2010)	argues	that	one	of	the	primary	difficulties	in	addressing	child	

labour	is	how	to	define	it.	Each	country's	circumstances	may	dictate	what	forms	of	

‘work’	can	be	called	‘child	labour’.	Some	of	this	difficulty	relates	to	the	fact	that	in	

different	countries	and	cultures	there	are	divergent	beliefs	about	what	forms	of	

work	constitute	child	labour	(Jones	et	al.,	2012).	Busari	&	Gesinde	(2009)	suggest	

that	it	is	customary	in	Nigeria	to	assign	tasks	to	children	at	a	very	young	age.	

Furthermore,	some	cultures	consider	children	an	investment	and	as	such,	some	

return	is	expected	of	them	either	in	cash	or	kind;	this	encourages	child	labour	and	

consequently	trafficking	in	children.	While	the	Nigerian	Federal	Ministry	of	

Women‘s	Affairs	and	Social	Development	(FMWA&SD,	2008)	confirms	that	child	

labour	is	culturally	acceptable	in	most	communities,	it	clearly	distinguishes	between	

child	employment	–	seen	as	a	necessary	part	of	growing	up	–	and	child	labour,	which	

is	considered	excessive	and	detrimental.	UNICEF	Nigeria	(2006),	however,	notes	

that	making	this	distinction	is	becoming	more	difficult	because	traditionally,	

children	work	beside	their	parents	to	learn	the	skills	they	will	need	for	adulthood,	

which	helps	the	family	and	the	child.	The	transition	to	a	cash	economy	is	forcing	

children	to	contribute	through	wage	labour⎯which	helps	the	family	but	puts	the	

child	at	increasing	disadvantage,	including	missing	out	on	education.	Today,	

children	are	forced	to	work	for	their	own	and	their	family’s	survival.	The	money	

earned	by	children	has	become	a	significant	part	of	poor	families’	incomes	(UNICEF	

Nigeria,	2006).	Figure	3,	below,	provides	a	breakdown	of	child	labour	in	Nigeria.		

	

Thus,	the	issue	of	child	labour	is	clearly	linked	to	child	trafficking	in	an	environment	

that	offers	few	economic	options	and	is	a	breeding	ground	for	traffickers	to	
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manipulate	children	and	parents,	extending	promises	of	a	better	future	(Jones,	

Presler-Marshall,	Cooke	&	Akinrimisi,	2012).	Therefore,	this	thesis	contends	that	the	

traditional	practice	of	child	fostering	and	the	norm	of	child	labour	represent	and	

reinforce	a	false	consciousness	in	parents;	this	false	consciousness	in	turn	continues	

to	place	more	and	more	children	at	risk	of	child	trafficking	thereby	contributing	to	

the	prevalence	of	child	trafficking	in	Nigeria.		

This	alternate	theoretical	framework	provides	an	alternative	theoretical	lens	for	

understanding	human	trafficking	in	Nigeria	and	may	assist	to	gain	new	insights	

which	may	further	inform	human	trafficking	prevention	efforts.	

	
Figure	3:	Breakdown	of	child	labour	in	Nigeria		
Source:	UNICEF	Nigeria,	Child	Labour	Factsheet	2006	
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Cultural	hegemony	–	a	theoretical	framework	for	understanding	sociocultural	

influences	on	human	trafficking	endemic	states	in	Nigeria	

Another	critical	theory	that	explains	sociocultural	influences	beyond	the	push/pull	

factors	of	individual	motivation	is	neo-Marxist	Antonio	Gramsci’s	concept	of	cultural	

hegemony	(1971).	Gramsci	initially	introduced	the	concept	of	cultural	hegemony	as	

the	practices	of	a	capitalist	class	or	its	representatives	to	gain	state	power	and	

maintain	it	(Simon,	1982).	Cultural	hegemony	has	also	been	used	to	describe	how	a	

particular	worldview	diffuses	throughout	society	and	becomes	upheld	as	the	

dominant	view	or	as	cultural	norms.	Many	factors	influence	what	worldview	
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becomes	dominant,	including	the	ability	of	a	philosophical	outlook	to	make	sense	of	

the	structural	and	social	organisation	of	society:	the	dominant	social,	political	and	

economic	relations	(Augoustinos,	1999).	Thus,	cultural	hegemony	happens	when	a	

class	constructs	a	specific	ideology	based	on	its	specific	interests	that	will	dominate	

the	rest	of	the	society	because	of	the	unavoidable	influence	of	capitalist	relations.	

This	specific	ideology	will	constitute	the	hegemony	that	will	be	expressed	as	the	

nucleus	of	culture	(Stillo,	1999).	Hegemony	operates	culturally	and	ideologically	

through	the	institutions	of	civil	society,	which	characterise	mature	liberal-

democratic,	capitalist	societies,	such	as	education,	the	family,	the	church,	the	mass	

media,	popular	culture,	etc.	(Strinati,	1995).	Therefore,	with	culture	(beliefs,	

attitudes,	perceptions,	morals,	values,	etc.)	being	the	source	of	public	consciousness,	

the	dominant	class	can	use	culture	to	spread	their	ideology	to	the	masses	so	that	it	

becomes	‘common	sense’,	a	cultural	universe	where	the	dominant	ideology	is	

practised	and	disseminated	(Stillo,	1999).	

This	new	consciousness	is	constructed	not	simply	by	coercion	or	by	the	direct	

imposition	of	ruling	ideas,	but	by	winning	and	shaping	consent	so	that	the	power	of	

the	dominant	classes	appears	both	legitimate	and	natural	(Hall,	1977).	Dominant	

groups	in	society,	including	fundamentally	but	not	exclusively	the	ruling	class,	

maintain	their	dominance	by	securing	the	'spontaneous	consent'	of	subordinate	

groups,	including	the	working	class,	through	the	negotiated	construction	of	a	

political	and	ideological	consensus	which	incorporates	both	dominant	and	

dominated	groups	(Strinati,	1995,	p.	165).	However,	hegemony	can	only	be	

maintained	so	long	as	the	dominant	classes	succeed	in	framing	all	competing	

definitions	within	their	range	(Hall,	1977)	so	that	subordinate	groups	are,	at	the	

very	least,	contained	within	an	ideological	space	which	does	not	seem	at	all	

'ideological'	and	instead	appears	to	be	permanent	and	'natural'	(Hebdige,	1993).	

Thus,	central	to	Gramsci's	theory	is	the	voluntary	acceptance	of	the	dominant	

worldview.	Subordinated	groups	accept	the	ideas,	values	and	leadership	of	the	

dominant	group	not	because	they	are	physically	or	mentally	induced	to	do	so,	or	
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because	they	are	ideologically	indoctrinated,	but	because	they	have	reasons	of	their	

own	(Strinati,	1995).	

In	Nigeria,	interstate	and	overseas	travel	or	migration	as	a	means	to	improving	

individual	social	and	economic	condition	is	an	aspiration	nursed	by	most	working	

class	Nigerian	families	as	a	result	of	the	precedent	that	has	been	set	by	the	upper	

socioeconomic	classes	of	Nigerian	society.	Cherti	et	al.	(2013)	found	widespread	

willingness	of	parents	to	send	their	children	to	Europe,	with	60	per	cent	agreeing	

that	they	would	send	their	children	to	Europe	if	they	had	the	opportunity.	This	

deeply-ingrained	hegemony	of	migrating	overseas	for	greener	pastures	is	perhaps	

the	single	biggest	selling	point	of	human	trafficking	for	trafficked	persons,	to	which	

traffickers	are	able	to	appeal	directly.	Furthermore,	according	to	Aghatise	(2002)	

sending	female	children	abroad	is	a	status	symbol	for	many	parents	in	Nigeria.	

Okojie	(2009)	agrees	that	parents	actively	encourage	their	daughters	to	be	

trafficked	abroad	using	social	pressures,	such	as	the	example	of	peers	who	have	

gone	abroad	and	assisted	their	families,	to	gain	their	daughters’	acquiescence;	and	

that	parents	boast	about	their	children	working	abroad	and	the	economic	returns	

they	derive	from	it,	such	as	cars,	houses,	investments	etc.		

Another	cultural	hegemony	evident	in	the	Nigerian	case	is	the	unscrupulous	pursuit	

of	capital	and	materialism,	where	wealth	is	celebrated	and	‘undue	honour’	is	

accorded	to	wealthy	individuals	in	their	communities	without	regard	to	the	sources	

of	their	wealth	(Dave-Odigie,	2008).	Also,	as	Jenkins	(2014)	observes,	Nigerians	

respect	power	and	money	and	the	belief	that	‘my	time	will	come’	is	widespread	

among	people.	Unlike	in	many	other	places	where	individuals	believe	their	

socioeconomic	status	in	society	is	fixed,	in	Nigeria	everybody	is	rich-in-waiting	

(Jenkins,	2014).	Thus,	through	this	class-based	hegemony,	individuals	are	socialised	

to	aspire	to	these	social	values	because	Nigerian	societies	propagate	the	ruthless	

pursuit	of	capital	as	a	significant	indicator	of	status,	class,	ethnicity,	gender	

positioning,	and	a	sense	of	achievement	and	self-development	(Elechi	et	al.,	2007).	

Osaghae	(1998)	agrees	that	many	Nigerians	have	adopted	a	discordant	strategy	for	
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social	empowerment	where	individuals	focus	on	capital	acquisition	at	the	expense	

of	everyone	and	everything	else.	This	may	be	because	Nigeria’s	identity	is	replete	

with	a	corrupt	ruling	class,	a	limited	sense	of	nation,	and	governments	not	eager	to	

probe	the	sources	of	personal	wealth	(Ojukwu	&	Shopeju,	2010).	Consequently,	

cases	of	ritual	killings,	political	assassinations,	human	trafficking	and	hostage-taking	

are	common	in	Nigeria	today	(Ojukwu	&	Shopeju,	2010).		Thus,	human	traffickers	

exploit	these	hegemonic	social	values,	directly	feeding	the	people’s	desires	for	these	

social	values	by	offering	them	the	means	through	which	they	can	obtain	them.	

In	conclusion,	it	is	evident	that	sociocultural	influences	such	as	family,	culture	and	

traditional	practices	can	also	contribute	to	the	problem	of	human	trafficking	in	

Nigeria,	yet	little	formative	research	framed	by	theory	has	been	conducted	on	the	

experiences	of	these	important	influences	or	how	they	can	be	targeted	for	change.	

Therefore,	this	thesis	seeks	to	understand	the	sociocultural	influences	of	family	and	

culture	across	human	trafficking	endemic	states	in	Nigeria,	framed	by	consumer	

socialisation	theory,	false	consciousness	and	cultural	hegemony.	The	study	provides	

actionable	insights	that	social	marketers	can	use	to	develop	social	marketing	

programs	targeting	the	sociocultural	influences	around	trafficked	individuals	and	

vulnerable	individuals.		

	

2.8	Research	gaps	and	questions	
	
Table	6	below	summaries	the	research	questions	and	the	key	gaps,	previously	

outlined	in	Chapter	1	and	also	discussed	in	the	previous	literature	review	section. 

 
 
Table	6:	Research	Questions,	Gaps	and	Research	Overview	

Study	 Gaps	 Research	Question(s)	 Sample	 Method	
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Study	1	

Upstream	

Need	to	address	
human	trafficking	as	a	
complex	social	issue	
involving	voluntary	
and	non-voluntary	
behaviours	through	a	
behaviour	change	
perspective	other	than	
law	and	education.	
Currently	no	evidence	
identified	that	social	
marketing	has	been	
applied	to	human	
trafficking	in	Nigeria	

How	is	the	problem	of	
human	trafficking	
represented	across	
government-sponsored	
anti-human	trafficking	
advertisements?	

Government	sponsored	anti-
human	trafficking	
advertisements	

Transcripts	of	interviews	
with	National	Agency	for	the	
Prohibition	of	Trafficking	in	
Persons	(NAPTIP)	
Official	from	Idia	Renaissance	
(Nigeria)	

Critical	Discourse	
Analysis	

Study	2	
Midstream	(human	
trafficking	endemic	
states)	

Limited	evidence	of	
systematic	formative	
research	using	the	
social	marketing	
benchmark	criteria	of	
customer	orientation,	
insight	and	theory	
targeting	midstream		
(human	trafficking	
endemic	states)	

How	are	sociocultural	
influences	experienced	
across	human	trafficking	
endemic	states	in	Nigeria?	

Edo	State	(Benin)	residents	
within	a	family	unit	

Lagos	State	residents	within	a	
family	unit	

Auto-ethnographic	
experiences	of	broader	
sociocultural	influences	
across	Benin	and	Lagos	incl.	
socioeconomic	status,	music	
and	media		

Key	Informant	
interviews	

Auto-ethnography	

Study	3	
Downstream	
(individuals	that	have	
been	trafficked	
within	and	outside	
Nigeria)		

Limited	evidence	of	
systematic	formative	
research	using	the	
social	marketing	
benchmark	criteria	of	
customer	orientation,	
insight	and	theory	
targeting	the	
downstream		

What	is	the	lived	
experience	of	Nigerian	
persons	that	have	been	
trafficked	within	and	
outside	Nigeria?	

Ten	trafficked	women	aged	
18-29	years

Existential	
Phenomenological	
Interviews	

Studies	1,	2	&	3	 Limited	use	of	theory		
in	Social	Marketing	
and	human	trafficking	
literature	

How	can	the	critical	
theory	concepts	of	false	
consciousness	and	
cultural	hegemony	be	
used	to	guide	formative	
social	marketing	research	
and	explain	human	
trafficking	in	Nigeria?	

Theoretical	framework	 Theoretical	
framework	
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2.9	Conclusion	
	
 
This	chapter	began	with	a	review	of	the	current	literature	in	the	fields	of	human	

trafficking	and	social	marketing.	First,	it	explored	in	detail	the	dimensions	of	human	

trafficking	in	Nigeria,	identifying	gaps	in	the	current	human	trafficking	literature	

and	intervention	efforts.	Then,	social	marketing	was	proposed	as	an	alternative	

approach	for	gaining	new	insights	into	human	trafficking	in	Nigeria,	insights	which	

can	inform	future	human	trafficking	prevention	programs.	Current	gaps	in	social	

marketing	literature	relevant	to	this	research	were	also	identified.	The	chapter	

finished	with	a	summary	table	of	gaps	in	the	literature	and	the	proposed	research	

questions.	The	next	chapter	describes	the	research	design	for	the	overall	thesis,	

incorporating	a	three	study	qualitative	research	methods	approach	to	answer	the	

proposed	research	questions.			
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3	Chapter	III:	Research	Design	and	Methodology	
 

3.1	Introduction	

This	chapter	will	explain	the	research	design	chosen	to	address	the	research	

questions,	the	philosophical	position,	methodology,	data	collection	methods,	data	

analysis	and	ethical	considerations.	

3.2	Research	position	

A	research	paradigm	is	an	approach	to	thinking	about	and	doing	research	held	by	a	

community	of	researchers	that	is	based	on	a	set	of	shared	assumptions,	concepts,	

values	and	practices	(Johnson	&	Christensen,	2007).	Research	paradigms	can	be	

characterised	through	their	ontology	(what	is	reality?),	epistemology	(how	do	you	

know	something?),	and	methodology	(how	do	go	about	finding	out?)	(Guba	&	

Lincoln,	1990).	

These	characteristics	create	a	holistic	view	of	how	a	researcher	views	knowledge:	

how	the	researcher	sees	themselves	in	relation	to	this	knowledge	and	the	

methodological	strategies	the	researcher	employs	to	discover/uncover	it.	There	are	

five	main	classes	of	paradigm:	positivism;	post-positivism;	critical	theory	and	its	

variants,	or	‘criticalism’;	constructivism;	and	the	‘participatory’	paradigm	(Brennan,	

Voros	&	Brady,	2011).	The	research	paradigm	moulds	the	methodological	choices	of	

a	researcher	according	to	the	epistemological	and	ontological	assumptions	of	that	

belief	system	(Guba	&	Lincoln,	1994).		

	

This	researcher’s	philosophical	paradigm	is	grounded	in	critical	theory,	being	the	

most	reflective	of	the	worldview	of	the	researcher.	Ontologically,	this	means	this	

research	focuses	on	the	‘force-field’	or	constant	interplay	between	subject	(meaning	

for	example,	people’s	oppression	and	subsequent	construction	of	human	trafficking)	

and	object	(the	state	and	the	false	consciousness	about	human	trafficking).	Thus,	

reality	is	socially	produced	through	social	interaction	(Jay,	1973).	Critical	theorists	
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specifically	point	to	and	study	the	tensions	or	inconsistencies	between	subject	and	

object	and	it	is	within	these	consistencies	or	contradictions	that	change	emerges	

(Murray	&	Ozanne,	1991).	

 
Epistemologically,	the	knowledge	generated	by	this	critical	theory	research	is	

forward-looking	(that	human	life	can	be	improved),	imaginative	(seeing	the	old	in	

the	new,	and	vice	versa),	critical	and	unmasking	(ways	of	communicating	or	social	

structures	that	contradict	general	symmetry	need	to	be	revealed),	and	practical	

(critical	theory	mediates	theory	and	practice)	(Murray	&	Ozanne,	1991).	

Grounding	this	research	in	critical	theory	supports	the	larger	contextual	social	

marketing	framework	for	this	program	of	research.	Critical	theory	and	social	

marketing	are	complementary	in	that	they	share	the	same	end	goal,	of	social	good.	

 

PhD	research	overview	
 
Currently,	formative	researches	in	human	trafficking	tend	to	focus	on	downstream	

populations	(previously	trafficked	persons	and	individuals	at	risk	of	being	

trafficked)	with	many	of	these	studies	utilising	quantitative	research	methods	to	

gain	more	of	the	same	insights	(for	example,	Okonofua	et	al.,	2004;	Omorodion,	

2009;	Ngban	&	Asuguo,	2009).	Others	tend	to	be	conceptual	papers	relying	mainly	

on	secondary	data	sources	and	industry	reports	produced	by	government	and	non-

government	organisations	(see	for	example,	Okojie,	2009;	Onyejekwe,	2005;	Agbu,	

2003).	Hence,	the	research	design	employed	in	this	thesis	comprises	a	rigorous	

program	of	formative	research	across	all	three	streams	of	social	marketing	because	

action	at	all	three	streams	is	necessary	for	any	comprehensive	approach	to	social	

marketing	program	delivery	(French,	2012).	Further,	the	research	utilises	a	novel	

mix	of	qualitative	research	methods	including	an	ethnographic	method,	which	is	

rarely	used	in	social	marketing	(Truong	&	Dang,	2016),	and	human	trafficking,	

described	in	more	detail	below.	Study	one	comprises	critical	discourse	analysis	and	

in-depth	interviews	of	upstream	actors	(government	and	non-government	

organisation).	Study	two	consists	of	auto-ethnography	of	the	midstream	actors,	i.e.	
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sociocultural	influences	and	key	informant	interviews	across	two	human	trafficking	

endemic	states	in	Nigeria.	The	final	study	comprises	existential	phenomenological	

interviewing	of	trafficked	persons	(the	downstream)	to	gain	deep	insights	into	their	

lived	experience	of	human	trafficking.	

 
 

3.3	Research	design	
 
This	study’s	research	design	is	illustrated	in	the	diagram	below.	

	
	

Figure	4:	Research	Design		

	

 
 
 
 



	 88	

3.3.1	Study	one	
 
Critical	Discourse	Analysis	(CDA)		

CDA	is	a	form	of	discourse	analysis	that	examines	the	relationships	between	

discourse,	power	and	ideology	(Fairclough,	1995;	Wodak	&	Meyer,	2001).	Discourse	

analysis	facilitates	the	analysis	of	the	relationship	between	texts	and	the	powers,	

practices	and	discourses	that	inform	and	produce	these	texts	(de	Burgh-Woodman	

&	King,	2012).		

CDA	has	been	applied	in	social	marketing	literature	to	demonstrate	the	political	role	

of	government-sponsored	social	marketing	campaigns	(Raftopoulou	&	Hogg,	2010).	

CDA	has	also	appeared	in	wider	marketing	and	communication	literature	(see	for	

example,	de	Burgh-Woodman	&	King,	2013;	Caruana,	Crane	&	Fitchett,	2008;	

Hackley,	2002;	Mitussis	&	Elliott,	1999;	Parsons,	2010).		

Hence,	the	framework	of	analysis	for	this	study	adopts	critical	discourse	analysis	as	

proposed	by	Fairclough	(1995).	(A	CDA	framework	of	analysis	for	this	study	is	given	

in	Figure	7,	on	p.	91).	This	study’s	application	of	CDA	examines	the	text	(key	

messages),	subtext	(key	message	production	and	interpretation),	and	social	context	

of	the	current	anti-human	trafficking	advertisements	in	Nigeria	and	their	

implications.		

Data	Sources		

Critical	discourse	analysis	requires	a	clear	object	of	analysis,	or	a	manageable	body	

of	data	which	is	both	concise	and	coherent	(O’Sullivan	2007).	The	object	of	analysis	

in	this	study	focuses	on	a	sample	of	anti-human	trafficking	advertisements	produced	

or	sponsored	by	the	state	(all	anti-human	trafficking	advertisements	including	those	

produced	by	the	local	anti-human	trafficking	NGO,	Idia	Renaissance,	are	supported	

by	the	NAPTIP	and	therefore	both	are	referred	to	as	‘the	state’).	Sample	

advertisements	were	obtained	from	both	NAPTIP	and	Idia	Renaissance.	The	study	

also	utilised	semi-structured	interviews	with	representatives	of	the	state	to	
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contextualise	and	support	the	study’s	analysis	and	interpretation	of	the	

advertisements.		

1. Anti-human	trafficking	advertisements

a. Print	media	(total	of	23	print	advertisements	for	various	medium

such	as	posters,	billboards,	newspapers	and	magazines

advertisements;	examples	are	contained	in	Appendix	7)

b. Electronic	media	(two	television	commercials)

2. Participants	of	semi-structured	interviews

In-depth	interviews	are	used	to	develop	a	deeper	understanding	of	the	reasons

behind	specific	behaviours	(Wilson	et	al.,	2010).	Semi-structured	interviews	were

conducted	with	seven	state	officials	holding	key	positions	of	authority.	The

researcher	obtained	written	consent	prior	to	conducting	interviews.	The	interview

questions	began	with	confirming	background	research	(such	as,	‘What	are	the

current	trends	and	developments	in	human	trafficking	in	Nigeria?’)	to	more	specific

questions	on	research,	theories	and	ideology	informing	advertisements	(such	as,

‘What	research	and	theories	informed	your	organisation’s	anti-human	trafficking

advertisements?’).	Largely,	however,	the	participants	set	the	course	of	the	dialogue

with	the	researcher	probing	for	deeper	insights	where	necessary.	The	duration	of

interviews	was	between	30	and	90	minutes.	All	interviews	were	audio-recorded	and

later	transcribed	by	the	researcher.

Methods	of	analysis	

Similar	to	the	approach	adopted	by	Raftopoulou	&	Hogg	(2008),	the	anti-human	

trafficking	advertisements	and	semi-structured	interviews	in	this	paper	were	

studied	together	as	crafted	texts	(see	Stern,	1996)	using	an	interpretative	and	

explanatory	framework	(Fairclough	&	Wodak,	1997).	Traditional	interpretative	

research	recognises	that	advertising	text	can	highlight	the	ideological	effects	of	

advertising	(Kates	&	Shaw-Garlock,	1999),	hence	this	research	focuses	primarily	on	

the	producers’	meanings	within	the	process	of	production	(Hackley,	2002;	Soar,	
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2000)	and	their	implications	for	both	the	target	audience	and	the	problem	of	human	

trafficking.		

Crafted	texts	

This	study’s	method	of	analysis	studied	the	relationship	between	the	views	

expressed	by	the	state	and	the	state’s	production	and	representation	of	anti-human	

trafficking	advertisements.		

While	each	crafted	text	was	studied	along	three	dimensions,	only	the	processing	and	

social	analysis	are	expounded	in	this	study:		

• Textual	analysis	–	offers	language	level	summary	description	of	the	text	key

messages

• Processing	analysis	–	explores	the	processes	and	subtext	that	relate	to	the

production	of	the	text

• Social	analysis	–	explores	the	broader	sociocultural	conditions	such	as	the

context	within	which	the	interactions	(between	the	target	audience	and	the

state	advertisements)	take	place;	and	secondly,	considers	the	relation	of	the

text	to	the	current	social	order	(Fairclough,	1992;	Raftopoulou	&	Hogg,

2010),	specifically	how	this	relationship	reproduces	social	inequalities	that

contribute	to	human	trafficking.

Although	the	main	focus	of	study	one	was	on	the	processing	and	social	analysis	

stages	of	the	crafted	texts,	the	study	analyses	begin	with	a	brief	summary	of	the	text	

analysis	including	identification	of	key	messages	and	message	strategy	to	

demonstrate	the	move	from	the	textual	to	the	macro-level	analysis.	In	the	

processing	analysis	stage,	the	study	examined	the	ways	in	which	the	crafted	texts	

worked	to	represent	social	identities,	social	values	and	dominant	worldviews	about	

human	trafficking.	This	analysis	stage	also	identifies	the	ideologies	that	underpin	

the	processes	of	message	production	and	representation	within	the	crafted	texts.	

Lastly,	in	the	social	analysis	stage,	the	study	examined	the	broad	social	current	
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affecting	the	crafted	texts	and	the	ways	in	which	these	crafted	texts	work	to	

reproduce	social	inequalities	across	social	relations	(e.g.	identification	of	an	

underlying	power	struggle	between	state	messages	and	the	target	audience).		More	

methodological	details	are	provided	in	Chapter	4	(study	1).	

Figure	5:	CDA	framework	of	analysis	
Source	-	adapted	from	Fairclough	(1995)	
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3.3.2	Study	two	

With	the	midstream	reportedly	playing	a	significant	role	in	the	lives	of	trafficked	

women	and	children	(see	for	example,	Asiwaju,	2008;	Okojie,	2009;	Cherti	et	al.,	

2013),	and	given	the	paucity	of	human	trafficking	literature	on	the	midstream	

(family	and	sociocultural	influences)	in	Nigeria,	this	study	sought	to	understand	the	

experiences	of	sociocultural	influences	across	human	trafficking	endemic	states.	

Study	two	utilised	two	methods	for	the	study,	namely	key	informant	interviews	of	

socialisation	agents	and	auto-ethnography	of	the	sociocultural	environment.		

Key	informant	interviews	

Key	informant	interviews	were	conducted	with	13	informants	(sample	size	was	

capped	at	13	participants	as	data	saturation	had	begun	occurring	(Guest,	Bunce	&	

Johnson,	2006)	across	the	two	Nigerian	states	of	Lagos	and	Edo	(Benin	City).	Lagos	

is	a	popular	destination	for	children	trafficked	for	domestic	servitude	(UNESCO,	

2006;	Busari	&	Gesinde,	2009),	while	internationally	trafficked	individuals	

disproportionately	originate	from	the	state	of	Edo	in	the	south-central	part	of	

Nigeria	(Attoh,	2009). 

Informants	consisted	of	males	and	females	and	ranged	in	age	between	22	and	67	

years.	Informants	were	recruited	via	snowball	sampling.	In	line	with	the	consumer	

socialisation	theory	(Brennan	et	al.,	2014)	informants	were	selected	for	key	

informant	interviews	on	the	basis	that	they	were	part	of	a	family	unit	or	community	

(parent,	sibling,	community	elder	or	spouse),	ensuring	that	informants	functioned	

as	socialisation	agents	for	their	relatives	and	close	social	network	(Brennan,	et	al.,	

2014).		Interviews	were	semi-structured	and	questions	were	based	on	the	

researcher’s	theoretical	conception	of	cultural	hegemony	and	false	consciousness	

using	existing	sociocultural	norms	cited	in	human	trafficking	literature,	such	as	

wealth	accumulation,	pursuit	of	materialism	regardless	of	means	(Dave-Odigie,	

2008;	Elechi	et	al.,	2007;	Ajayi,	2006;	Ojukwu	&	Shopeju,	2010);	desire	to	migrate	

overseas	for	greener	pastures	(Cherti	et	al.,	2013;	Okojie,	2009;	Aghatise,	2002);	
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influence	of	success	stories	of	trafficked	women	(Okojie,	2009);	and	traditional	

practice	of	child	fostering	(Olagbegi,	et	al.,	2006).	The	researcher	also	used	

comments	of	informants	to	select	which	parts	of	the	dialogue	to	explore	further.	The	

interviews	lasted	between	30	and	90	minutes	and	were	audio-recorded	with	the	

permission	of	the	informants.	Informants	received	a	monetary	incentive	to	the	

equivalent	of	AU$5	for	their	time.	Interviews	were	conducted	in	informants’	homes	

and	at	public	meeting	places	such	as	hotel	bars	and	restaurants.	The	majority	of	

interviews	were	conducted	in	English	with	the	exception	of	two	interviews	

conducted	in	Yoruba	(the	native	language	of	Lagos)	due	to	those	informants’	weak	

command	of	the	English	language.	Although	the	researcher	is	fluent	in	Yoruba	and	

had	no	difficulty	conducting	these	two	interviews,	an	interpreter	was	present	at	

both	interviews	and	was	able	to	verify	the	researcher’s	transcription	of	the	

interviews	into	English.		

All	recorded	interviews	were	transcribed	and	then	coded	using	qualitative	data	

management	software	Nvivo	(version	10).	The	first	step	in	the	analysis	process	

involved	searching	for	themes.	Each	informant’s	response	was	reviewed	against	the	

original	question	asked	and	the	conversations	that	emerged	from	it.	These	emerging	

themes	were	then	assigned	codes.	The	second	level	of	the	analysis	process	involved	

reviewing	the	emerging	themes	by	identifying	similar	codes	and	consolidating	these	

into	thematic	categories.	The	last	process	involved	writing	up	the	findings	(Braun	&	

Clarke,	2006).					

	

Auto-ethnography	
	
Auto-ethnography	served	to	contextualise	key	informant	interviews.	Following	

recommendations	by	Molland	(2013),	fieldwork	involved	living	in	two	human	

trafficking	endemic	sites	of	Lagos	and	Benin	City.	The	researcher	spent	three	weeks	

in	the	city	of	Lagos	because	of	its	popularity	as	a	child	and	domestic	labour	

trafficking	destination	(UNESCO,	2006;	Busari	&	Gesinde,	2009)	and	three	weeks	in	

Benin	City	due	to	its	location	as	an	endemic	site	of	origin	for	sex	trafficking	(Attoh,	

2009).	
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Similar	to	Molland	(2013),	fieldwork	for	auto-ethnography	involved	repeatedly	

visiting	with	a	local	guide	several	public	venues	(hotel	bars,	beer	parlours,	

marketplaces,	restaurants,	churches	etc.),	taking	public	transport,	and	living	in	local	

communities	across	two	states	throughout	the	six-week	data	collection	period.	

Revisiting	the	same	venues	repeatedly	became	a	key	approach	that	provided	a	space	

in	which	trust	could	be	built	with	patrons	of	these	venues.		

Field	notes	for	this	research	followed	procedures	used	in	Ness	(2004).	Specifically,	

field	notes	were	written	from	a	range	of	different	perspectives	and	contexts,	

alternating	between	focusing	on	family	influences	and	researcher’s	own	experience	

of	broader	sociocultural	influences	across	each	state.	Field	notes	were	dated	and	

identified	by	location	and	context,	and	were	recorded	using	a	range	of	tools	

including	a	notepad,	laptop	and	mobile	phone.	Field	notes	were	written	in	first	

person	and	were	supported	by	over	40	still-life	images	of	both	Benin	City	and	Lagos.	

After	the	fieldwork,	notes	were	consolidated	into	one	cohesive	word	document,	

which	ran	in	excess	of	9,000	words.	According	to	Ellis	et	al.	(2011),	when	

researchers	do	auto-ethnography,	they	retrospectively	and	selectively	write	about	

epiphanies	that	stem	from,	or	are	made	possible	by,	being	part	of	a	culture	and/or	

by	possessing	a	particular	cultural	identity.	However,	in	addition	to	telling	about	

experiences,	auto-ethnographers	are	often	required	by	social	science	publishing	

conventions	to	analyse	these	experiences.	Geertz	(1975,	p.	9)	proposed	that	

ethnographic	notes	ought	to	be	‘thick’	with	the	ethnographer’s	interpretations	of	

individuals’	interpretations	of	their	own	and	others’	behaviour.	Thus,	in	writing	up	

the	auto-ethnographic	aspect	of	this	study,	the	researcher	sought	to	produce	

aesthetic	and	evocative	thick	descriptions	of	personal	and	interpersonal	

experiences.	This	was	accomplished	by	first	discerning	patterns	of	cultural	

experience	collected	in	field	notes	and	interviews,	and	then	describing	these	

patterns	using	facets	of	storytelling,	showing	and	telling,	and	alterations	of	authorial	

voice.	However,	because	auto-ethnography	is	a	supporting	method	for	this	study	

and	not	the	primary	method,	the	writing	up	of	auto-ethnography	was	preceded	by	

thematic	analysis,	which	is	written	in	third	person	in	order	to	accurately	convey	
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informants’	words	and	actions	(Paulson,	2011).	Thus,	the	researcher	not	only	aimed	

to	make	personal	experience	meaningful	and	cultural	experience	engaging,	but	also,	

by	producing	accessible	texts,	to	reach	a	wider	and	more	diverse	mass	audience	that	

traditional	research	usually	disregards,	a	move	that	can	make	personal	and	social	

change	possible	for	more	people	(Bochner,	1997;	Ellis,	1995;	Goodall,	2006;	Hooks,	

1994).	

3.3.3	Study	three	

Method	

This	study	employed	existential	phenomenology	(Merleau-Ponty,	1945;	Pollio,	

1982;	Sartre,	1943)	to	gain	insights	into	the	lived	experience	of	trafficked	Nigerian	

women	within	and	outside	the	country’s	borders.	Existential	phenomenology	is	

commonly	used	in	the	field	of	social	sciences	and	is	an	increasingly	accepted	method	

in	consumer	research	(see	Thompson	et	al.,	1990;	Belk	et	al.,	2003).	The	goal	in	

existential	phenomenological	approaches	is	to	attain	a	first-person	description	of	

some	specified	domain	of	experience	and	the	participant	largely	sets	the	course	of	

the	dialogue	(Thompson	et	al.,	1989).	In	keeping	with	existential	phenomenological	

tradition,	with	the	exception	of	the	opening	question,	‘Tell	me	your	story,	from	the	

beginning	to	how	you	ended	up	here’,	the	researcher	had	no	preconceived	questions	

concerning	the	trafficked	women’s	experience.	During	the	course	of	the	interview,	

the	researcher	avoided	asking	‘why’	questions	in	order	not	to	shift	the	focus	of	the	

dialogue	away	from	describing	the	experience	as	it	was	lived	to	a	more	distant	and	

abstract	discussion	(Thompson	et	al.,	1989).	‘Why’	questions	can	be	perceived	as	

requests	for	rationalisation	and	can	engender	feelings	of	prejudgement	and	

defensive	responses	(Argyris,	1982).		

Data	collection	and	sample	size	

Research	focusing	on	people	who	are	at	the	centre	of	human	trafficking	(i.e.	

trafficked	individuals)	in	Nigeria	is	very	rare.	Instead,	most	work	focuses	on	easier	
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to	access	populations	that	are	at	risk	of	being	trafficked	or	uses	key	informants	(see	

McDonald	&	Timoshkina,	2007;	Osezua,	2011).	This	is	an	important	limitation	of	the	

current	knowledge	and	more	work	is	needed	involving	the	people	who	have	first-

hand	experience	of	human	trafficking	to	gain	insights	informing	future	social	

marketing	interventions	that	address	the	needs	of	people	being	trafficked.	Existing	

downstream	research	on	human	trafficking	tends	to	focus	on	populations	at	risk	of	

being	trafficked	or	use	key	informants	(see	McDonald	&	Timoshkina,	2007;	Osezua,	

2011)	for	their	primary	data	collection	about	voluntary	behaviours	in	human	

trafficking.	This	is	because	accessing	vulnerable	populations	for	the	purpose	of	

research	is	complex	and	investigators	may	need	to	negotiate	entry	into	sites	to	

access	participants	for	research	(Gay	&	Hatton,	2000).	Following	full	Griffith	

University	ethical	approval	(MKT/13/13/HREC),	recruitment	of	ten	participants	for	

this	research	study	was	made	by	purposive	sampling	(Neuman,	1997).	Small	sample	

sizes	are	common	in	existential	phenomenological	research.	For	example,	Roos	and	

Katz	(2003),	in	their	use	of	existential	phenomenology	of	male	rape	victims,	

identified	four	potential	participants	through	purposive	sampling.	Only	two,	

however,	took	part	in	this	research	and	gave	consent	for	their	experiences	to	be	

included	in	the	final	research.	Gertie	Pretorius	and	Hull	(2005)	also	used	purposive	

sampling	in	their	research	into	the	experience	of	male	rape	in	non-institutionalised	

settings,	yielding	just	two	participants	for	the	study.	Given	such	restricted	access	to	

potential	research	participants,	this	study’s	sample	size	was	considered	to	be	an	

acceptable	compromise.	For	this	study’s	purposive	sampling,	the	researcher	

contacted	a	government	shelter	designed	to	provide	counselling,	rehabilitation	and	

reintegration	support	for	women	who	have	been	trafficked.	After	permission	was	

granted,	the	researcher	was	able	to	spend	a	full	day	at	the	shelter	with	the	ten	

participants.	During	the	visit	interviews	were	conducted	with	trafficked	women,	

aged	between	18-29	years.	The	majority	of	participants	came	from	the	south-

eastern	states	of	Nigeria	and	were	being	accommodated	at	the	rescue	shelter	

following	their	deportation	and/or	‘rescue’	from	internal	and	international	

trafficking.		
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Ethical	considerations		

Owing	to	the	sensitive	nature	of	this	research,	due	ethical	consideration	was	given	

to	participants	(Kvale,	1996).	Participants	were	informed	that	they	could	withdraw	

from	the	interview	at	any	time.	Therefore,	although	the	researcher	spent	a	full	day	

at	the	shelter,	interview	length	varied	from	participant	to	participant,	as	some	

participants	were	more	forthcoming	than	others.	Visibly	distressed	participants	also	

withdrew	from	the	interview,	as	per	informed	consent	advised	prior	to	one-to-one	

interviews.	The	researcher	must	be	sensitive	to	the	issue	of	vulnerability	and	must	

ensure	that	the	research	undertaken	will	help	the	vulnerable	population	(Gay	&	

Hatton,	2000).	On	this	basis,	the	ten	participants	were	also	informed	of	the	overall	

purpose	of	the	study	prior	to	participation.	Using	informed	consent	gave	the	

participants	the	flexibility	to	speak	with	the	researcher	on	their	own	terms.	The	

shelter	psychologist	provided	additional	information	about	the	research	to	help	

participants	make	an	informed	decision	about	participating	in	the	study.	Because	

interviews	with	vulnerable	groups	can	sometimes	trigger	powerful	memories	for	

participants,	the	shelter	psychologist	was	also	available	to	provide	moral	support,	

and	intervene	if	necessary.	This	show	of	support	from	the	researcher	and	shelter	

psychologist	as	well	as	participants’	understanding	of	the	purpose	of	the	research	

(to	ultimately	help	them	through	the	insights	gained	from	the	research)	and	the	

option	to	exit	the	interview	at	any	time	enabled	participants	to	take	part	in	the	

study	voluntarily.	Respect	for	the	storytellers	is	an	important	aspect	of	research	

with	vulnerable	populations	(Gay	&	Hatton,	2000).	The	interview	thus	provided	the	

participants	an	opportunity	to	express	their	own	perceptions	of	their	life	

experiences	on	their	own	terms	(Gay	&	Hatton,	2000).	The	researcher,	in	keeping	

with	assurances	of	anonymity	and	confidentiality,	protected	the	identity	of	the	

participants	by	referring	to	them	in	study	as	participants	1,	2,	3	etc.		

Furthermore,	researchers	aiming	to	access	human	trafficking	participants	must	gain	

the	trust	of	the	vulnerable	population.	The	researcher	being	a	native	language	

speaker	provided	advantages.	An	inherent	understanding	of	cultural	norms,	

language	and	tradition	fostered	access,	and	a	good	rapport	with	a	vulnerable	
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population	who	might	not	otherwise	grant	interview	opportunity	to	a	foreigner.	

Similarly	to	James	&	Platzer	(1999),	the	researcher	could	be	said	to	have	traded	on	

her	Nigerian	identity	to	create	an	empathic	understanding,	rapport	and	a	sense	of	

trust	with	the	trafficked	women.		

The	shelter	management	did	not	permit	the	researcher	to	audio-record	the	

interviews;	participant	responses	and	observable	body	language	were	however	

manually	transcribed	verbatim	(Kvale,	1983),	other	than	correcting	for	grammar	

and	tenses.	In	addition	to	the	researcher	interview	records,	a	trained	research	

assistant	also	took	duplicate	verbatim	notes.	Responses	in	Nigerian	Pidgin	English	

were	translated	into	Standard	English.	The	researcher’s	interview	transcripts	were	

checked	against	the	assistant’s	notes	for	accuracy	prior	to	the	commencement	of	

coding	of	emerging	themes	using	participants’	own	words.	The	goal	of	

phenomenological	investigation	is	to	describe	experiences	in	lived	rather	than	

conceptually	abstract	terms	(Kvale,	1983).		

Data	analysis	

A	transcript	was	produced	and	read	multiple	times	by	the	researcher	and	

independently	by	all	three	co-authors	to	identify	the	initial	emerging	themes.	The	

interviews	were	coded	using	qualitative	data	management	software	Nvivo	(version	

10).	The	first	step	in	the	analysis	process	involved	searching	for	insights	

thematically	using	participants’	own	words.	The	second	level	of	the	analysis	process	

involved	reviewing	the	emerging	themes	by	identifying	similar	themes	and	

consolidating	these	into	existential	phenomenological	descriptions	of	‘being’	

categories	to	express	the	emotional	content	of	the	lived	experiences.	This	process	

produced	more	specific	themes	than	the	initial	themes	generated.	These	specific	

themes	were	then	written	up	as	the	findings	(actionable	insights)	from	the	study	

illustrated	with	selected	quotes	from	each	participant’s	lived	experience,	each	

offering	a	different	dimension	of	experience	under	a	common	theme.		
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3.4	Conclusion	
	
This	chapter	has	outlined	the	research	design	for	this	PhD.	First,	it	elucidated	the	

philosophical	position	of	the	research.	Then,	it	provided	the	research	overview	and	

design	before	presenting	a	detailed	outline	of	the	data	collection,	sampling	and	

analysis	methods	selected	for	the	three	studies	within	the	research	design.	The	next	

three	chapters	are	presented	in	article	form	and	describe	how	these	methods	were	

implemented,	and	also	present	their	results.	
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4	Chapter	IV:	Study	One	

How	is	the	problem	of	human	trafficking	in	Nigeria	represented	across	

government-sponsored	anti-human	trafficking	advertisements?	A	Critical	

Discourse	Analysis.	
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4.1	Abstract	

There	is	limited	scholarly	research	on	current	government	interventions	against	

human	trafficking	in	Nigeria.	Similarly,	in	social	marketing	studies	situated	in	the	

upstream	space	are	rare	despite	repeated	calls	for	social	marketers	to	move	

upstream.	Hence,	this	study	presents	a	critical	discourse	analysis	of	state	‘crafted	

texts’	(a	sample	of	government	sponsored	anti-human	trafficking	advertisements	as	

well	as	in-depth	interviews	with	key	government	and	non-government	officials)	to	

understand	the	state’s	production	and	representation	of	human	trafficking.	While	

current	anti-human	human	trafficking	advertisements	are	working	to	create	mass	

awareness	of	human	trafficking	throughout	Nigeria	this	study	reveals	that	

hegemonic	beliefs	by	the	state	about	voluntary	human	trafficking	both	threaten	and	

undermine	existing	prevention	efforts.	Specifically,	the	state’s	moralising	of	human	

trafficking	creates	the	social	identity	of	‘deviant’	for	voluntarily	trafficked	persons.	

This	social	identity	reinforces	existing	socioeconomic	and	sociocultural	inequalities	

because	it	discourages	citizen	participation	in	the	fight	against	human	trafficking	

while	stigmatising	trafficked	persons	and	inadvertently	promoting	human	

trafficking	as	a	possible	source	to	gain	wealth.	Additionally,	stigmatised	trafficked	

women	may	end	up	returning	to	human	trafficking,	eventually	becoming	‘madams’	

themselves	thereby	perpetuating	the	vicious	cycle	of	human	trafficking	in	and	out	of	

Nigeria.	Furthermore,	the	moralising	of	human	trafficking	focuses	attention	on	the	

issue	of	sex-trafficking	at	the	expense	of	other	forms	of	human	trafficking,	e.g.	child	

trafficking,	which	are	more	prevalent	in	the	country.		

Keywords:	social	advertising,	critical	discourse	analysis,	upstream,	downstream,	
human	trafficking	
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4.2	Introduction	
	

There	are	three	streams	in	social	marketing	that	can	be	used	to	influence	behaviour	

change	namely	downstream,	midstream	and	upstream	(Hoek	&	Jones,	2011),	which	

are	also	referred	to	as	micro,	meso	and	macro	(see	Brennan	et	al.,	2014;	Layton,	

2014;	Luca,	Hibbert	&	McDonald,	2016;	Domegan	et	al.,	2016).	Downstream	is	

focused	on	individual	behaviour	change	and	is	the	most	visible	stream	across	social	

marketing	literature	(see	for	example	Rundle-Thiele	et	al.,	2015;	Francis	&	Taylor,	

2009;	Young	et	al.,	2004;	Potter	&	Stapleton,	2012).	Midstream	focuses	on	behaviour	

change	at	the	community	level	and	targets	influencers	and	opinion	leaders	who	

have	the	ability	to	influence	individual	behaviour	in	the	immediate	environment	for	

example	community	leaders,	schools,	family,	and	peers	(McKenzie-Mohr,	1999;	

Lagarde,	2012;	Hastings	&	Domegan,	2013).	Upstream	is	concerned	with	influencing	

public	policy	and	strategy	through	for	example	prioritisation,	policy	change	and	

budget	allocation	(French,	2012).	Upstream	methods	of	influencing	individual	

behaviour	such	as	law,	policy	development,	banning	goods/promotion/advertising	

are	effective	approaches	to	compliment	downstream	and	midstream	interventions	

(Goldberg,	1995;	Hastings	&	Donovan,	2002;	Donovan,	2011;	Wymer,	2011).		

	

Social	marketing	scholars	have	called	for	the	broadening	of	social	marketing	beyond	

individual	behaviour	change	to	identify	environmental	causes	of	social	problems	

and	then	remove	the	upstream	sources	of	the	problem	(Wallack	et	al.,	1993).		

Andreasen	(2006)	recommends	looking	for	distal	factors	as	an	upstream	strategy;	

however,	upstream	social	marketing	is	still	given	little	space	in	social	marketing	

texts	compared	to	traditional	downstream	social	marketing	which	focuses	on	

individual	behaviour	change	(Wymer,	2011).	In	fact,	the	vast	majority	of	social	

marketing	programs	and	research	is	focused	on	influencing	individuals	to	change	

their	behaviour	(See	for	example,	Carins	&	Rundle-Thiele,	2014;	Kubacki	et	al.,	

2015;	Fujihara	et	al.,	2015;	Rundle-Thiele	et	al.,	2013).	Further,	examination	of	the	

relative	effectiveness	of	predominant	social	marketing	programs	reveals	that	all	are	

aimed	at	individual	behaviour	change	(Gordon	et	al.,	2016).			
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The	danger	of	this	predominant	individual	behaviour	change	focus	is	not	only	that	

campaigns	are	empirically	less	successful;	downstream	social	marketing	campaigns	

risk	reinforcing	the	impression	that	consumers	themselves	are	responsible	for	their	

own	choices,	irrespective	of	the	powerful	stimuli	that	promote	and	reinforce	these	

choices	(Hoek	and	Jones,	2011).		

Lefebvre	(2011)	also	highlights	social	marketing’s	bias	towards	changing	

individuals	in	social	marketing	programs	(whether	through	education,	exchanges	or	

policy);	and	calls	for	more	awareness	of	the	possibility	of	contexts	or	markets	that	

require	changing	to	improve	social	conditions	rather	than	a	limited	focus	on	people	

themselves.	Social	marketers	need	to	recognise	and	then	manage	the	environmental	

determinants	of	risk	behaviour	if	high-risk	behaviours	are	to	change	(Hoek	and	

Jones,	2011;	Kennedy,	2015).	A	strategic	approach	to	social	marketing	recognises	

that	downstream	social	marketing	will	be	more	effective	if	environmental	and	policy	

changes	also	promote	sustainable	behaviour	change	and	create	contexts	that	

support	subsequent,	more	targeted	interventions	(Weis	&	Arnesen,	2007).			

Despite	the	increasing	support	for	Wallack	et	al.’s	(1993)	call	to	look	upstream	(see	

for	example,	Andreasen	2006;	Hastings,	2007;	Kennedy,	2015;	Luca,	Hibbert	&	

McDonald,	2016),	there	is	little	guidance	on	how	to	develop	and	implement	

upstream	social	marketing	programs	(Smith,	1998).	This	study,	set	in	the	context	of	

the	multifaceted	problem	of	human	trafficking	in	Nigeria,	provides	a	useful	context	

within	which	upstream	social	marketing	programs	can	be	further	developed	and	

implemented.		

There	have	been	calls	for	human	trafficking	in	Nigeria	to	be	addressed	not	just	as	a	

transnational	crime	but	also	tackled	as	a	complex	social	problem	(Asiwaju,	2008)	

involving	both	voluntary	and	involuntary	behaviours	(Zhang,	2009;	Goździak,	2008;	

Weitzer,	2014;	Murray	et	al.,	2015).		
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The	UN	Palermo	protocol	to	Prevent,	Suppress	and	Punish	Trafficking	in	Persons,	

especially	Women	and	Children	(2000)	defines	Human	Trafficking	as:		

	

The	recruitment,	transportation,	transfer,	harbouring	or	receipt	of	persons,	by	

means	of	the	threat	or	use	of	force	or	other	forms	of	coercion,	of	abduction,	of	

fraud,	of	deception,	of	the	abuse	of	power	or	of	a	position	of	vulnerability	or	of	

the	giving	or	receiving	of	payments	or	benefits	to	achieve	the	consent	of	a	

person	having	control	over	another	person,	for	the	purpose	of	exploitation.	

Exploitation	shall	include,	at	a	minimum,	the	exploitation	of	the	prostitution	of	

others	or	other	forms	of	sexual	exploitation,	forced	labour	or	services,	slavery	

or	practices	similar	to	slavery,	servitude	or	the	removal	of	organs.		

	

The	voluntary	aspect	of	human	trafficking	is	implied	in	the	protocol’s	stipulation	

that	the	consent	of	a	victim	of	trafficking	is	irrelevant	where	any	of	the	means	

detailed	in	the	definition	have	been	used	to	gain	consent	(US	Department	of	State	

Trafficking	in	Persons	(TIP)	Report,	2010).			

	

Hence,	human	trafficking	can	involve	both	voluntary	and	involuntary	behaviours.	

Pull	factors	such	as	low-risk	high	profit,	demand	for	sex	and	low	skilled	labour,	and	

individual	desire	for	a	higher	quality	of	life	can	drive	voluntary	decisions	and	

demand	for	trafficked	persons	in	addition	to	push	factors	such	as	poverty,	

unemployment	and	economic	inequality	which	contribute	to	the	supply	of	trafficked	

persons	(UNICEF,	2006;	Okojie,	2009;	Omoroguiwa,	2012;	Agbu,	2003;	Adepoju,	

2005;	Carling,	2006;	Asiwaju,	2008;	Geshinde	&	Elegbeleye,	2011;	Dave-Odigie,	

2008;	Ellis	&	Akpala,	2011;	Jegede	et	al.,	2011;	Onyejekwe,	2005;	Okonofua	et	al.,	

2004;	Elabor-Idemudia,	2003;	Akor,	2011)	and	can	also	drive	human	trafficking	

supply	of	trafficked	persons.		

Currently,	human	trafficking	interventions	by	the	Nigerian	Government	utilises	law,	

anti-human	trafficking	advertisements	−	most	of	which	are	education-based	−	and	

pilot	economic	empowerment	programs	as	a	means	to	prevent	human	trafficking.	



106	

These	include	Trafficking	in	Persons	(Prohibition)	Law	Enforcement	and	

Administration	Act	2003;	Child	Rights	Act	2003;	Edo	State	anti-prostitution	law,	2000;	

Prevention,	Protection,	Prosecution	and	Partnership	programs	administered	by	the	

National	Agency	for	the	Prohibition	of	Traffic	in	Persons	and	other	Related	Matters	

(NAPTIP).	Additionally,	NAPTIP	conducts	extensive	national	and	local	programming	

through	radio	and	print	media	in	all	regions	of	the	country	to	raise	awareness	about	

human	trafficking	(Adepoju,	2005;	US	Department	of	State	TIP	Report,	2016).	

NAPTIP	has	also	undertaken	advocacy	visits	with	community,	traditional	and	

religious	leaders,	as	well	as	government	officials	at	both	local	and	national	levels	

(NAPTIP,	2014).	Furthermore,	in	2014,	the	Nigerian	government	adopted	a	national	

policy	and	action	plan	on	labour	migration	and	instituted	a	licensing	requirement	

for	all	private	labour	recruitment	agencies	managed	by	the	Ministry	of	Labour.	Local	

NGOs	have	also	trialled	various	workforce	development	initiatives	such	as	seed	

loans,	micro-credit,	trade	skills	training	and	education	schemes	(Okojie,	2009;	US	

Department	of	State	TIP	Report,	2016).			

However,	despite	the	government’s	efforts	towards	preventing	and	reducing	human	

trafficking	in	Nigeria,	human	trafficking	continues	to	be	a	problem	for	Nigeria,	and	

interventions	aimed	at	individual	behaviour	change	have	had	only	short-term	

impact	because	of	inadequate	funding	and	resources,	corruption,	and	weak	

institutional	and	legal	frameworks	(Okojie,	2009;	Duru	&	Ogbonnaya,	2012).		

Notwithstanding	increased	budget	allocation	for	victim	protection	and	assistance	

(US$13	million),	the	US	Department	of	State	(2016)	TIP	Report	confirms	that	human	

trafficking	remains	a	problem	in	Nigeria	with	its	Tier	2	ranking	of	the	country.	The	

US	Department	of	State	ranks	each	country	according	to	one	of	three	tiers,	as	

mandated	by	the	Trafficking	Victims	Protection	Act	2000	(TVPA).	This	placement	is	

based	on	the	extent	of	government	action	to	combat	trafficking	than	on	the	size	of	

the	country’s	problem.	Nigeria’s	Tier	2	ranking	indicates	that	current	government	

measures,	while	representing	significant	progress,	still	do	not	fully	comply	with	the	

minimum	standards	for	the	elimination	of	human	trafficking	outlined	in	the	TVPA.		
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Evidently,	more	work	is	needed	on	the	part	of	the	Nigerian	Government	to	reduce	

human	trafficking	in	the	country.	To	this	extent,	upstream	social	marketing	may	be	

able	to	influence	government	intervention	efforts,	and	assist	with	government	

prioritisation	of	interventions	and	budget	allocation.	However,	in	order	to	develop	

effective	upstream	social	marketing	interventions,	aimed	at	reducing	the	

environmental	causes	of	human	trafficking,	an	analysis	of	existing	interventions	by	

policy	makers	(the	Nigerian	government	or	‘the	state’)	is	warranted.		

Consequently,	this	study	focuses	analysis	on	one	aspect	of	current	state	

interventions	namely	government	sponsored	anti-human	trafficking	

advertisements.	Specifically,	this	study	seeks	to	understand	how	the	problem	of	

human	trafficking	in	Nigeria	is	represented	across	government-sponsored	anti-

human	trafficking	advertisements	through	a	critical	discourse	analysis	(Fairclough,	

1995)	sample	of	anti-human	trafficking	advertisements	produced	and/or	supported	

by	NAPTIP	(including	advertisements	by	local	anti-human	trafficking	NGO	Idia	

Renaissance)	jointly	referred	to	as	‘the	state’	throughout	this	study.		

The	study	aims	to	demonstrate	through	Critical	Discourse	Analyses	how	state	

representations	of	human	trafficking	may	be	reproducing	social	inequalities,	

thereby	further	contributing	to	the	problem	of	human	trafficking	in	Nigeria.	The	

insights	gained	from	this	study	can	help	to	develop	future	upstream	social	

marketing	programs	aimed	at	reducing	the	environmental	causes	of	human	

trafficking	in	Nigeria,	while	also	moving	social	marketing	upstream.	

4.3	Literature	review	

There	is	limited	scholarly	research	on	current	government	interventions	against	

human	trafficking	in	Nigeria;	specifically,	studies	on	anti-human	trafficking	

advertisements	are	rare.	Two	conceptual	studies	by	Duru	&	Ogbonnaya	(2012)	and	

Onyejekwe	(2005)	examined	current	government	interventions	against	human	

trafficking	in	Nigeria.	The	authors	provided,	however,	only	a	summary	review	of	
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current	laws,	policies	and	programs	aimed	at	reducing	human	trafficking	in	Nigeria.	

While	important	education	recommendations	for	combatting	human	trafficking	

were	made	such	as	facilitating	community	workshops,	conferences,	and	

disseminating	additional	print	and	electronic	media	to	the	individuals	at	risk	of	

being	trafficked,	the	study	did	not	analyse	any	anti-human	trafficking	

advertisements.			

Similarly,	Okojie	(2009)	considered	human	trafficking	intervention	efforts	in	her	

conceptual	paper	reporting	that	local	non-government	organisations	have	trialled	

various	capacity-building	initiatives	such	as	seed	loans,	grants	for	shares	

acquisition,	micro-credit,	trade	skills	training,	personal	empowerment	and	

education	programs.	The	author	concluded	that	these	initiatives	have	not	had	any	

significant	impact	or	longevity	because	of	lack	of	adequate	funding	and	resources.	

Furthermore,	the	conceptual	nature	of	the	study	meant	the	author	relied	mostly	on	

secondary	data	to	evaluate	current	interventions	and	make	recommendations	for	

human	trafficking	prevention.	

 
Theoretical	framework:	cultural	hegemony	and	human	trafficking	discourse	
	

Antonio	Gramsci	(1971),	a	neo-Marxist	scholar,	introduced	the	concept	of	cultural	

hegemony	as	the	practices	of	a	capitalist	class	or	its	representatives	to	gain	state	

power	and	maintain	it	(Simon,	1982).	Cultural	hegemony	has	also	been	used	to	

describe	how	a	particular	worldview	diffuses	throughout	society	and	becomes	

upheld	as	the	dominant	view	or	cultural	norms.	Many	factors	influence	what	

worldview	becomes	dominant,	including	the	ability	of	a	philosophical	outlook	to	

make	sense	of	the	structural	and	social	organisation	of	society:	the	dominant	social,	

political	and	economic	relations	(Augoustinos,	1999).	Thus,	cultural	hegemony	

happens	when	a	class	constructs	a	specific	ideology	that	is	based	in	its	specific	

interests	that	will	dominate	the	rest	of	the	society	because	of	the	unavoidable	

influence	of	capitalist	relations.	This	specific	ideology	will	constitute	the	hegemony	

that	will	be	expressed	as	the	nucleus	of	culture	(Stillo,	1999).	Hegemony	operates	
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culturally	and	ideologically	through	the	institutions	of	civil	society,	such	as	

education,	the	family,	the	church,	the	mass	media,	popular	culture,	etc.,	which	

characterise	mature	liberal-democratic,	capitalist	societies	(Strinati,	1995).	

Therefore,	with	culture	(beliefs,	attitudes,	perceptions,	morals,	values,	etc.)	being	

the	source	of	public	consciousness,	the	dominant	class	can	use	culture	to	spread	

their	ideology	to	the	masses	so	that	is	becomes	‘common	sense’,	a	cultural	universe	

where	the	dominant	ideology	is	practised	and	spread	(Stillo,	1999).	This	new	

consciousness	is	constructed	not	simply	by	coercion	or	by	the	direct	imposition	of	

ruling	ideas,	but	by	winning	and	shaping	consent	so	that	the	power	of	the	dominant	

classes	appears	both	legitimate	and	natural	(Hall,	1977).	Dominant	groups	in	

society,	including	fundamentally,	but	not	exclusively	the	ruling	class,	maintain	their	

dominance	by	securing	the	'spontaneous	consent'	of	subordinate	groups,	including	

the	working	class,	through	the	negotiated	construction	of	a	political	and	ideological	

consensus	which	incorporates	both	dominant	and	dominated	groups	(Strinati,	

1995).	However,	hegemony	can	only	be	maintained	so	long	as	the	dominant	classes	

succeed	in	framing	all	competing	definitions	within	their	range	(Hall,	1977),	so	that	

subordinate	groups	are,	at	the	very	least,	contained	within	an	ideological	space,	

which	does	not	seem	at	all	'ideological'	and	instead	appears	to	be	permanent	and	

'natural'	(Hebdige,	1993).	Thus,	central	to	Gramsci's	theory	is	the	voluntary	

acceptance	of	the	dominant	worldview.	Subordinated	groups	accept	the	ideas,	

values	and	leadership	of	the	dominant	group	not	because	they	are	physically	or	

mentally	induced	to	do	so,	or	because	they	are	ideologically	indoctrinated,	but	

because	they	have	reasons	of	their	own	(Strinati,	1995).	

Mass	media	are	subject	to	the	production,	reproduction	and	transformation	of	this	

hegemony	through	the	institution	of	civil	society,	which	cover	the	areas	of	cultural	

production	and	consumption	(Strinati,	1995).	Specifically,	advertisements	are	often	

sites	of	ideological	struggle	(Fairclough,	1999),	and	discourse	is	itself	a	sphere	of	

cultural	hegemony	and	the	hegemony	of	a	class	or	group	over	a	whole	society	is	

partly	due	to	its	capacity	to	shape	discursive	practices	and	orders	of	discourse	

(Fairclough,	1995).	
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With	this	understanding	of	how	cultural	hegemony	is	gained,	and	using	Critical	

Discourse	Analysis	proposed	by	Norman	Fairclough	(1995),	this	study	examines	

how	state-sponsored	anti-human	trafficking	advertisements	in	Nigeria	are	

represented	and	how	the	language	of	these	advertisements	work	to	create	and	

reproduce	hegemonic	social	inequalities	that	contribute	to	the	problem	of	human	

trafficking	in	Nigeria.		

Thus,	this	study	may	contribute	towards	informing	future	upstream	social	

marketing	programs	aimed	at	reducing	the	upstream	causes	of	human	trafficking	in	

Nigeria	while	also	helping	to	extend	social	marketing	formative	research	upstream.	

4.4	Method	

4.4.1	Critical	discourse	analysis	(CDA)	

The	framework	of	analysis	for	this	study	adopts	Critical	Discourse	Analysis	(CDA)	

proposed	by	Fairclough	(1995).	CDA	is	a	form	of	discourse	analysis	that	examines	

the	relationships	between	discourse,	power	and	ideology	(Fairclough,	1995;	Wodak	

&	Meyer,	2001).	Discourse	analysis	facilitates	the	analysis	of	the	relationship	

between	texts	and	the	powers,	practices	and	discourses	that	inform	and	produce	

these	texts	(de	Burgh-Woodman	&	King,	2012).		

CDA	has	been	applied	in	social	marketing	literature	to	demonstrate	the	political	role	

of	government-sponsored	social	marketing	campaigns	(Raftopoulou	&	Hogg,	2010).	

CDA	has	also	appeared	in	wider	marketing	and	communication	literature	(see	for	

example,	de	Burgh-Woodman	&	King,	2013;	Caruana,	Crane	&	Fitchett,	2008;	

Hackley,	2002;	Mitussis	&	Elliott,	1999;	Parsons,	2010).		

This	study’s	application	of	CDA	examines	the	text	(key	messages),	subtext	(key	

message	production	and	interpretation)	and	social	context	of	the	current	anti-

human	trafficking	advertisements	in	Nigeria	and	their	impact	on	target	audience	

and	on	the	problem	of	human	trafficking.		
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4.4.2	Data	sources	

Critical	discourse	analysis	requires	a	clear	object	of	analysis	or	a	manageable	body	

of	data,	which	is	both	concise	and	coherent	(O’Sullivan	2007).	The	object	of	analysis	

in	this	study	focused	on	a	sample	of	anti-human	trafficking	advertisements	

produced	or	supported	by	the	state	(NAPTIP	and	NAPTIP-endorsed	advertisements	

by	Idia	Renaissance)	since	NAPTIP	came	into	existence	in	2003	till	date.	Sample	

advertisements	were	obtained	from	both	NAPTIP	and	Idia	Renaissance.	The	study	

also	utilised	semi-structured	interviews	with	representatives	of	the	state	to	

contextualise	and	support	analysis	and	interpretation	of	the	advertisements.	

1. Anti-human	trafficking	advertisements

a. Print	(total	of	23	print	advertisements	for	various	medium	such	as

posters,	billboards,	newspapers	and	magazines	advertisements)	See

appendix	for	examples	of	print	advertisements.

b. Electronic	media	(two	television	commercials)

2. Participants	of	semi-structured	interviews

In-depth	interviews	are	used	to	develop	a	deeper	understanding	of	the	reasons	

behind	specific	behaviours	(Wilson	et	al.,	2010).	Semi-structured	interviews	were	

conducted	with	seven	state	officials	holding	key	positions	of	authority.	Written	

consent	was	obtained	prior	to	interviews.	The	interview	questions	began	with	

confirming	background	research	(e.g.	‘What	are	the	current	trends	and	

developments	in	human	trafficking	in	Nigeria?’	to	more	specific	questions	on	

research	and	ideology	informing	social	advertisements	(e.g.	‘What	research	and	

theories	informed	your	organisation’s	anti-human	trafficking	advertisements?’).	

However,	the	participants	largely	set	the	course	of	the	dialogue	with	the	researcher	

probing	for	deeper	insights	where	necessitated.	The	interviews	lasted	between	30	

and	90	minutes.	All	interviews	were	audio	recorded	and	later	transcribed	by	the	

lead	researcher.		
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4.4.3	Methods	of	analysis	

Similar	to	the	approach	adopted	by	Raftopoulou	&	Hogg	(2008),	the	anti-human	

trafficking	advertisements	and	semi-structured	interviews	in	this	paper	were	jointly	

studied	as	crafted	texts	(see	Stern,	1996),	using	an	interpretative	and	explanatory	

framework	(Fairclough	&	Wodak,	1997).	Traditional	interpretative	research	

recognises	that	advertising	text	can	highlight	the	ideological	effects	of	advertising	

(Kates	&	Shaw-Garlock,	1999,)	hence	this	research	focuses	primarily	on	the	

producers’	meanings	within	the	process	of	production	(Hackley,	2002;	Soar,	2000)	

and	their	implications	for	target	audience	behaviour	towards	human	trafficking.		

Crafted	texts	

This	study’s	method	of	analysis	studied	the	relationship	between	the	views	

expressed	by	the	state	and	the	state’s	representation	of	anti-human	trafficking	

advertisements.		

Each	crafted	text	was	studied	along	three	dimensions;	only	the	processing	and	social	

analysis	are	however	expounded	in	this	study:		

• Textual	analysis	–	offers	language	level	summary	description	of	the	crafted

text

• Processing	analysis	–	explores	the	processes	and	subtext	that	relate	to	the

production	of	the	crafted	text

• Social	analysis	–	explores	the	broader	sociocultural	conditions	as	the	context

within	which	the	interactions	(between	the	target	audience	and	the	state

sponsored	advertisements)	take	place;	and	secondly,	considers	the	relation

of	the	text	to	the	current	social	order	(Fairclough,	1992;	Raftopoulou	&	Hogg,

2010).

Although	the	main	focus	of	this	paper	is	on	the	processing	and	social	analysis	stages	

of	the	crafted	texts,	this	study’s	analyses	begin	with	a	brief	summary	of	the	key	

messages	and	strategies	evident	within	the	crafted	text	to	demonstrate	the	move	
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from	the	textual	to	the	macro-level	analysis.	In	the	processing	analysis	stage,	this	

paper	examines	the	ways	in	which	the	crafted	texts	work	to	represent	social	

identities,	social	values	and	dominant	worldviews	about	human	trafficking.	This	

analysis	stage	also	identifies	the	ideologies	that	underpin	the	processes	of	message	

construction	and	representation	within	the	crafted	texts.	In	the	final,	social	analysis	

stage,	this	paper	examines	the	broad	social	current	affecting	the	crafted	texts	and	

the	ways	in	which	these	crafted	texts	work	to	reproduce	social	and	political	

inequalities	across	social	relations	(e.g.	power	struggle	between	state	messages	and	

the	target	audience).	

	

Text	analysis	

	
This	section	offers	a	brief	description	of	the	key	messages	identified	in	the	crafted	

texts.	

	

The	key	messages	identified	were:	(1)	human	trafficking	is	a	crime;	(2)	human	

trafficking	is	wicked,	immoral	and	a	sin	against	God;	(3)	human	trafficking	is	

dangerous,	beware	of	attractive	offers;	(4)	don’t	be	greedy,	the	benefits	of	human	

trafficking	are	not	worth	your	life	nor	are	they	worth	the	sale	of	your	body.		

	

The	aims	of	the	messages	were	to:	(1)	Create	awareness	of	the	myriad	fraudulent	

tactics	used	by	human	traffickers;	(2)	discourage	the	social	acceptability	of	human	

trafficking	by	criminalising	and	moralising	human	trafficking,	thereby	creating	

social	norms	and	social	identities;	(3)	change	beliefs	about	the	perceived	benefits	of	

human	trafficking;	(4)	target	key	influencers	in	the	society,	including	family	

members	and	celebrities.		

	

The	message	strategies	used	to	deliver	these	key	messages	collectively	were:	(1)	

rhetorical	devices	to	appeal	to	logic	(to	inform),	and	appeal	to	emotions	(emotive	

language	to	induce	fear,	shame,	guilt	and	pride);	(2)	use	of	social	influence	to	

promote	anti-human	trafficking	message	(celebrity	endorsements,	appeal	to	family	
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members,	and	appeal	to	religious	beliefs);	(3)	appeal	to	the	universal	human	need	

for	safety	and	security.	

4.4.4	Processing	analysis	

This	section	examines	the	ways	in	which	the	key	messages	work	together	to	

represent	social	identities	(the	deviant/criminal),	social	values	(Christian	values);	

social	relations	(e.g.	the	relationship	between	the	state	messages	and	the	target	

audience	behaviour);	and	dominant	worldviews	(e.g.	state	views	on	the	root	causes	

of	human	trafficking).	Additionally,	this	paper	discusses	the	ideologies	that	

underpin	the	processes	of	production	and	representation	within	the	crafted	texts.	

Social	identities,	social	values	and	worldviews	

Actionable	insight	1	–	target	audience	as	deviants		

The	state’s	key	messages	about	human	trafficking	both	criminalise	and	moralise	

human	trafficking	using	emotive	language,	for	example:	Trafficking	in	Persons	is	Evil;	

Human	trafficking	is	a	sin	against	God;	Stop	the	wickedness	-	NAPTIP	is	watching	you;	

Child	labour	is	wicked	and	unlawful;	I	am	Priceless;	Your	body	is	not	for	sale;	and	

Human	trafficking	is	a	crime.		While	human	trafficking	is	promoted	as	a	criminal	

offence,	the	state	places	more	emphasis	on	the	immorality	of	the	phenomenon	

across	its	range	of	anti-human	trafficking	advertisements.		

Consequently,	the	advertisements	can	be	taken	to	apply	to	both	human	traffickers	

and	trafficked	persons.	The	problem	with	this	moralising	approach	to	discouraging	

the	social	acceptability	of	human	trafficking	is	that	the	identity	of	the	human	

trafficker	(criminal	and	immoral)	can	easily	be	conflated	with	the	identity	of	

trafficked	persons	(immoral)	so	that	over	time	and	through	repeated	exposure	to	

the	state’s	moralising	of	the	issue,	the	boundaries	between	the	two	identities	begin	

to	blur	and	morph	into	the	one	single	social	identity	of	a	deviant.	In	creating	this	
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single	social	identity	through	treating	its	target	audience	as	a	homogeneous	group	

with	the	same	key	message	rather	than	as	two	distinct	market	segments,	the	state	

creates	a	dominant	ideological	space	(Smith,	2004)	for	human	trafficking	within	

which	the	Nigerian	public	can	be	contained	thereby	shaping	and	influencing	the	

public’s	perception	of	human	trafficking	(as	immoral	rather	than	criminal)	and	

anyone	voluntarily	involved	in	human	trafficking	(as	deviants).		

This	representation	of	human	trafficking	as	a	moral	issue	is	evidently	informed	

largely	by	religious	ideology.	Given	the	heavily	religious	context	within	which	

human	trafficking	occurs	in	Nigeria	(Plambech,	2014),	and	the	advertisements’	

appeal	to	the	people’s	belief	in	a	religious	God,	it	is	evident	from	the	advertisements	

that	the	state	is	exploiting	both	the	target	audiences’	belief	in	the	power	of	God	and	

their	guilty	conscience	to	intervene	and	influence	their	behaviours	towards	human	

trafficking.	Hence,	by	moralizing	the	issue	of	human	trafficking,	the	state	leverages	

off	the	highly	religious	Nigerian	society	in	which	human	trafficking	occurs	to	further	

reinforce	and	reproduce	the	deviant	social	identity	of	trafficked	persons	created	by	

the	state’s	anti-human	trafficking	advertisements.		

However,	this	deviant	social	identity	marginalizes	trafficked	persons	because	it	

typecasts	them	as	‘bad’	people,	thereby	discouraging	the	type	of	citizen	

participation	called	for	across	some	of	the	anti-human	trafficking	advertisements	

where	the	public	is	urged	to	‘speak	up	and	be	her	[trafficked	persons’]	voice’.	

Actionable	insight	2	–	target	audience	as	social	actors		

Key	messages	indicate	that	the	state	perceives	the	target	audience	as	social	actors	

(Weber,	1922)	who	are	using	human	trafficking	as	a	means	to	an	end	–	i.e.	they	

believe	human	trafficking	will	enable	them	to	climb	out	of	poverty	and	up	the	

socioeconomic	ladder.	Advertisements	use	words	and	phrases	with	positive	

associations,	for	example,	‘greener	pastures’,	‘don’t	sacrifice	your	life	for	uncertain	

riches,’	and	‘beware	of	attractive	offers’	to	acknowledge	the	appeal	of	human	

trafficking	to	the	target	audience,	implying	that	the	state	believes	that	the	target	
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audience	may	choose	human	trafficking	because	it	leads	to	a	valued	goal	without	

any	thought	of	the	repercussions	of	doing	so,	and	with	little	consideration	of	the	

appropriateness	of	the	means	chosen	to	achieve	it.	

	

Thus	the	state	then	attempts	to	appeal	to	the	target	audience’s	reason	by	drawing	

on	the	universal	human	need	for	safety	and	security,	and	using	fear	and	shame	to	

appeal	to	social	values	across	anti-human	trafficking	advertisements.	For	example,	

‘Human	trafficking	is	deadly	–	do	not	sacrifice	your	life	in	an	unknown	desert’;	‘Your	

body	is	not	for	sale,’	and	‘Give	it	up	and	redefine	your	future’.	The	target	audience	are	

encouraged	to	value	their	life	over	the	perceived	benefits	of	human	trafficking.	

Women	are	encouraged	to	value	their	body	above	money;	by	so	doing,	they	can	

‘redefine	their	future’	–	i.e.	they	can	have	a	life	that	is	not	marred	by	the	shame	of	

prostitution	and	sexual	exploitation.	These	advertisements	imply	that	a	woman’s	

worth,	by	Nigerian	standards,	is	defined	by	her	sexual	virtue.	Thus	in	appealing	to	

these	Nigerian	social	values	the	state	aims	to	both	discourage	social	action	around	

human	trafficking	and	also	use	Nigerian	social	values	to	reinforce	its	anti-human	

trafficking	advertisements.		

	

However,	these	advertisements’	only	work	to	undermine	the	state’s	appeal	to	social	

values	because	they	appeal	to	the	target	audience’s	rational	choice	rather	than	the	

criminality	of	human	trafficking	thereby	reinforcing	the	target	audience’s	roles	as	

social	actors.	Thus,	in	its	efforts	to	empower	the	target	audience	with	knowledge	of	

human	trafficking	using	fear	and	shame	appeals,	the	state	further	empowers	the	

target	audience	as	social	actors	with	the	power	and	agency	to	choose	human	

trafficking	as	an	option	for	improving	their	social	condition.	For	example,	because	

the	target	audience	is	not	motivated	by	the	threat	of	punishment,	they	may	be	

empowered	to	exercise	their	agency	as	social	actors	and	voluntarily	participate	in	

human	trafficking	should	their	social	condition	ever	necessitate	it.	

	

Actionable	insight	3	–	inconsistent	worldviews	reflected	in	mixed	messages		
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Insights	from	the	semi-structured	interviews	with	state	informants	reveal	their	

worldviews	about	voluntary	human	trafficking	to	be	both	subjective	and	

inconsistent.	This	inconsistency	is,	in	turn,	reflected	in	mixed	messages	across	anti-

human	trafficking	advertisements.	While	literature	agrees	that	human	trafficking	is	

a	multifaceted	problem	with	both	push	and	pull	factors	driving	the	phenomenon	

(Okojie,	2009;	Omoroguiwa,	2012;	Agbu,	2003;	Adepoju,	2005;	Carling,	2006;	

Asiwaju,	2008;	Geshinde	&	Elegbeleye,	2011;	Dave-Odigie,	2008;	Ellis	&	Akpala,	

2011;	Jegede	et	al.,	2011;	Onyejekwe,	2005;	Okonofua	et	al.,	2004;	Elabor-Idemudia,	

2003;	Akor,	2011),	interviews	with	state	informants	reveal	a	tendency	to	downplay	

the	complexity	of	the	issue	in	favour	of	their	own	simplistic	worldview.	State	

informants	overwhelmingly	espoused	the	belief	that	greed	and	the	desire	to	‘get	rich	

quick’	drive	human	trafficking	in	Nigeria	yet,	ironically,	they	refer	to	trafficked	

persons	as	victims	and	survivors	of	human	trafficking.	For	example:	

It’s	this	get	rich	quick	attitude	that	has	become	common	in	our	society	
where	everybody	wants	to	make	it	no	matter	how…	it’s	the	trend	now.	
(Program	Coordinator,	Idia	Renaissance,	Benin	City)	

Most	victims	will	give	poverty	as	an	excuse	to	attract	sympathy.	
(Government	official,	Head	of	Public	Enlightenment,	Lagos)		

Greed	is	still	a	major	factor	in	trafficking	and	greed	in	the	sense	that	
people	think	their	story	will	be	different.	It’s	not	a	development	issue,	
when	you	talk	about	development,	you	talk	about	poverty	but	it’s	not	
that,	the	most	endemic	states	in	Nigeria	are	not	the	poorest	states.	Edo	
state	is	an	oil	producing	state	for	example	and	so	it’s	a	cultural	thing,	
cultural	–	not	traditional,	sociocultural.	Everybody	now	knows	it	is	evil	
so	you	find	people	who	are	doing	it	who	are	criminals	who	know	what	
they	have	to	gain,	who	are	willing	to	do	whatever	they	have	to	do…	so	
they	try	to	convince	them	so	you	can	see	greed	is	playing	a	central	role	
than	ignorance	(NAPTIP	official,	Head	of	Research	and	Planning,	
Abuja).	

In	my	experience	as	a	psychologist	and	counselor	of	trafficking	
survivors,	it’s	not	poverty	that	is	the	cause	of	trafficking.	The	number	
one	cause	is	greed.	My	father	is	not	rich.	As	I’m	talking	to	you,	my	father	
was	not	a	rich	man,	I’m	not	from	a	rich	family	and	we’re	seven,	I	have	
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four	sisters,	I’m	the	last	born	and	we	struggled	but	none	of	my	sisters	
were	trafficked.	I	was	not	trafficked.	So	all	these	girls	you’re	seeing,	it’s	
greed.	It’s	greed	that	leads	them	to	it.	Poverty	is	just	part	of	it	but	
poverty	is	not	the	main	cause,	it’s	greed.	They	want	shortcut	to	success,	
that’s	why	some	of	them	have	fallen	victims	(NAPTIP	official,	Head	of	
Counselling	and	Rehabilitation,	Lagos).	

However,	the	state’s	hegemonic	worldview	of	human	trafficking	is	contradicted	by	

their	unconscious	bias	evident	in	their	choice	of	the	terms	‘victim’	and	‘survivors’	to	

describe	trafficked	persons.	The	victim	rhetoric	suggests	either	an	unconscious	

sense	that	trafficked	persons	are	victims	of	the	state,	or	a	conscious	strategic	

alignment	with	the	broader,	global	human	trafficking	discourse,	which	promotes	the	

state	rescue	of	women	from	‘slavery’	and	global	gender	inequalities	(Plambech,	

2014;	Bernstein	2010)	or	perhaps	a	subconscious	acknowledgment	of	the	

complexities	of	human	trafficking. 	

Regardless,	this	discrepancy	between	the	state’s	professed	worldviews	about	

human	trafficking	(as	motivated	by	greed)	and	their	actual	designation	of	trafficked	

persons	(as	victims	and	survivors)	is	reflected	in	the	mixed	messages	across	anti-

human	trafficking	discourse.	For	example,	one	advertisement	uses	the	image	of	an	

attractive,	smiling	woman	with	the	caption	–	I	was	forced	into	prostitution.	Yet	her	

coy	smile	indicates	otherwise.	The	effect	of	this	mixed	message	is	the	cognitively	

dissonant	identity	of	a	‘greedy	victim’.		

This	inconsistency	in	state	discourse	works	to	dilute	anti-human	trafficking	

messages	and	confuse	the	target	audience.	Further,	the	target	audience	may	begin	to	

internalise	the	different	messages	from	the	sate	-	that	trafficked	persons	are	victims	

who	‘survived	human	trafficking’	and	are	therefore	heroic;	but	having	also	been	

primed	to	view	human	trafficking	as	driven	by	greed	and	therefore	a	possible	source	

of	financial	gain,	the	schemas	of	‘greed’	(financial	gain)	and	‘victim’	(I	can	also	

survive	human	trafficking)	may	become	activated	in	the	minds	of	the	target	

audience	when	faced	with	human	trafficking	offers.	Hence,	the	target	audience	may	

begin	to	view	human	trafficking	in	a	favourable,	less	threatening	light,	thus	
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undermining	the	state’s	efforts	to	communicate	the	dangers	of	human	trafficking	by	

appealing	to	their	sense	of	personal	safety	and	security.	Another	problem	with	the	

state’s	contradictory	messages	about	human	trafficking	is	that	the	general	public,	

having	been	primed	to	view	human	trafficking	as	a	voluntary	exchange	between	

greedy	individuals	and	human	traffickers	may	lack	empathy	for	trafficked	persons,	

further	decreasing	the	citizen	participation	that	the	state	calls	for	across	their	anti-

human	trafficking	advertisements.	

Actionable	Insight	4	−	marginalising	of	different	perspectives	–	child	trafficking	

and	other	forms	of	internal	human	trafficking		

The	extensive	coverage	given	to	the	sex	trafficking	form	of	human	trafficking	across	

anti-human	trafficking	advertisements	works	to	underrepresent	other	worldviews,	

including	success	stories	of	trafficked	women	while	also	marginalizing	the	

emotional	and	physical	costs	of	other	forms	of	human	trafficking	(such	as	child	

trafficking,	child	labour,	and	other	forms	of	trafficking	within	the	country).		

For	example,	of	the	23	print	anti-human	trafficking	advertisements	and	two	TV	

commercials	analysed,	only	one	print	advertisement	focused	specifically	on	child	

trafficking	and	three	print	advertisements	focused	on	child	labour.	Moreover,	these	

four	advertisements	provided	little	information	beyond	platitudes	such	as	‘child	

trafficking	is	deadly’,	‘child	labour	is	wicked	and	unlawful’,	‘stop	child	labour,	children	

are	the	leaders	of	tomorrow’.	No	explanation	is	provided	on	the	link	between	child	

labour	and	child	trafficking.	

Thus,	the	existing	advertising	messages,	in	focusing	predominantly	on	sex	

trafficking,	have	inadvertently	created	a	dominant	discourse	about	human	

trafficking	at	the	expense	of	other	forms,	which	are	far	more	prevalent	in	Nigeria	

(Okojie,	2009).	In	focusing	on	sex	trafficking,	the	state	primarily	addresses	

prostitution,	conflating	human	trafficking	with	the	sex	trade	and	assuming	that	the	

elimination	of	prostitution	will	end	the	demand	for	sex	trafficking,	as	well	as	
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promote	gender	equality	more	generally	(Lobasz,	2009).	This	disproportionate	

focus	on	sex	trafficking	over	other	forms	of	human	trafficking	unfairly	stigmatises	

women	in	the	sex	industry	and	reinforces	their	disempowerment	(Lobasz,	2009;	

Capous-Desyllas,	2007)	by	representing	them	as	greedy	deviants	complicit	in	their	

own	trafficking	for	sex.	This	assertion	is	consistent	with	human	trafficking	literature	

on	Nigeria,	which	suggests	that	trafficked	women	are	stigmatised	in	their	

community	(see	Olaniyi,	2003;	Omorodion,	2009).  

	

Moreover,	what	is	left	unsaid	in	these	state	advertisements	focusing	on	sex	

trafficking	are	other	viewpoints	from	within	the	sex	trafficking	discourse.	In	the	case	

of	women	who	have	been	trafficked	abroad,	the	advertisements	do	not	adequately	

address	the	important	role	that	other	viewpoints	such	as	the	‘success	stories’	play	in	

influencing	voluntary	participation	in	human	trafficking.		These	are	the	viewpoints	

of	formerly	trafficked	women	who	made	gains	from	the	trade,	and	have	become	

traffickers	(madams)	themselves.	These	women	are	a	significant	part	of	the	human	

trafficking	experience;	some	send	money	home	to	families	and/or	return	home	

wealthy	(by	Nigerian	standards),	build	mansions	and	drive	luxury	vehicles	(Okojie,	

2009;	Aghatise,	2002;	Osezua,	2011).		

	

Although	the	state	attempted	to	address	this	viewpoint	in	two	print	advertisements,	

these	advertisements	lacked	resonance	because	they	did	not	actually	address	the	

successful	madam	archetype;	instead	they	focused	on	the	broader	issue	of	migrant	

smuggling	and	featured	only	male	figures	rather	than	women	and	girls	who	remain	

the	most	vulnerable	to	sex	trafficking.	Nevertheless,	with	these	two	print	

advertisements,	the	state	shows	an	increased	awareness	of	the	blurring	lines	

between	voluntary	participation	in	human	trafficking	and	smuggling	of	migrants.		

However,	in	its	‘I	am	Priceless’	print	advertisement,	which	is	appended	to	many	of	

the	more	recent	anti-human	trafficking	advertisements	(see	Appendix	7	for	

example),	the	state	conflates	the	issue	of	human	trafficking	and	migrant	smuggling	

in	the	one	message	(‘I	am	Priceless	-	kick	out	trafficking	in	persons	and	smuggling	of	

migrants’).	This	approach	not	only	underrepresents	each	issue,	but	also	represents	a	
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reductionist	approach	to	raising	awareness	about	human	trafficking.	Although	

human	trafficking	can	be	voluntary,	it	cannot	be	equated	with	the	smuggling	of	

migrants	(Iselin	&	Adams,	2003).	Thus	the	state’s	association	of	human	trafficking	

with	the	words	‘migrants’	and	‘priceless’	further	orients	public	understanding	of	

human	trafficking	towards	the	international	dimension,	thereby	reproducing	the	

state-led	dominant	discourse	about	human	trafficking	(i.e.	sex	trafficking).		

	

4.4.5	Social	analysis	
	
This	section	examines	the	broad	social	current	affecting	anti-human	trafficking	

advertisements	and	the	ways	in	which	these	advertisements	work	to	reproduce	

social	inequalities.	

	

Actionable	insight	5	− 	reproduction	of	social	inequalities		

First,	as	highlighted	earlier,	the	state’s	anti-human	trafficking	advertisements	take	a	

substantially	moral	stance	grounded	in	religious	ideology.	However,	this	appeal	to	

social	(Christian)	values	works	to	further	marginalise	those	voluntarily	participating	

in	human	trafficking	and	reproduce	social	inequalities.	For	example,	many	of	the	

local	NGOs	in	Benin	City	(a	human	trafficking	endemic	site	in	Nigeria)	are	Catholic	

or	affiliated	with	Pentecostal	churches,	which	are	highly	moralistic;	consequently,	

their	focus	is	on	the	women’s	personal	behaviour	rather	than	on	critiquing	the	

system,	thereby	placing	responsibility	for	human	trafficking	firmly	on	individuals	

(Plambech,	2014).	Thus,	while	many	of	the	religious	organisations	may	be	well	

intentioned,	they	also	play	a	role	in	creating	and	reproducing	a	national	discourse	in	

which	women	who	become	involved	in	human	trafficking	are	regarded	as	a	disgrace	

to	the	country	(NAPTIP,	2014)	and	are	victimised.	For	example,	Olaniyi	(2003)	

found	that	trafficked	women	are	often	afraid	to	return	to	their	country	or	

community	of	origin	because	of	a	fear	of	public	humiliation	and	victimisation	

because	in	Nigeria,	trafficked	women	are	sexually	stereotyped	as	immoral,	

insatiable,	perverse	and	carriers	of	HIV/AIDS.	Omorodion	(2009)	concurs,	noting	

that	trafficked	women	are	stereotyped	and	isolated	as	‘bad’	people	in	their	



122	

respective	communities;	in	cases	where	trafficked	women’s	stories	have	ended	

badly	(e.g.	deported),	the	women	were	condemned	and	preference	was	often	only	

given	to	success	stories.	Thus,	stigmatised	trafficked	women	may	return	to	human	

trafficking,	eventually	becoming	‘madams’	themselves,	thereby	perpetuating	the	

vicious	cycle	of	human	trafficking	in	and	out	of	Nigeria.	

Secondly,	the	problem	with	the	state’s	worldview	in	which	greed	is	purported	to	be	

the	main	driver	of	voluntary	participation	in	human	trafficking	is	the	inequity	

implicit	in	the	notion	of	greed	within	the	context	of	human	trafficking	in	Nigeria.	

Greed,	is	defined	as,	‘an	excessive	desire	to	acquire	or	possess	more	than	what	one	

needs	or	deserves,	especially	with	respect	to	material	wealth’.	The	notion	of	‘excess’	in	

the	Nigerian	economy	that	is	characterised	by	widespread	social	and	economic	

inequalities	makes	the	greed	argument	a	simplistic	and	partisan	view	of	individual	

motivations.	Suggesting	that	a	vulnerable	individual’s	motivations	for	participating	

in	human	trafficking	is	the	result	of	greed	would	imply	that	the	individual	has	more	

than	they	need	or	deserve	in	Nigeria,	when	rising	unemployment	(National	Bureau	

of	Statistics,	2015)	and	low	incomes	would	suggest	otherwise.	According	to	the	

Nigerian	National	Bureau	of	Statistics,	60.9	per	cent	of	Nigerians	in	2010	were	living	

in	‘absolute	poverty’	with	almost	100	million	people	living	on	less	than	a	dollar	a	

day	in	Africa’s	biggest	economy.	To	frame	individuals’	motivation	in	terms	of	greed	

is	to	oversimplify	a	complex,	multifaceted	problem.	Maslow's	hierarchy	of	needs	

(1943)	suggests	that	an	individual	cannot	achieve	self-actualisation	until	they	have	

first	met	their	basic	needs.	Greed	then	cannot	be	deemed	the	primary	motivation	for	

women	seeking	to	feed	their	family	in	a	society	characterised	by	class	stratification	

and	huge	disparities	between	the	rich	and	the	poor.	Rather,	a	legitimate	desire	for	

socioeconomic	development,	among	other	influences	may	more	accurately	express	

an	individual’s	motivations	because	while	there	is	a	considerable	gap	between	the	

haves	and	the	have-nots	in	Nigeria,	the	Nigerian	class	system	is	an	open	one	that	

allows	for	upward	mobility	based	on	status	and	achievement;	status	and	

achievement	can	be	gained	by	by	money,	power,	overseas	exposure,	and	other	social	

constructs,	which	human	trafficking	may	provide	the	means	to	achieve.		However,	
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the	state,	by	positioning	human	trafficking	within	the	ideological	space	of	greed,	

absolves	itself	of	any	responsibility	it	might	have	for	addressing	the	broader	

socioeconomic	factors	that	continue	to	fuel	human	trafficking	in	Nigeria	(Plambech,	

2014). 	

Actionable	insight	6	− 		power	struggle	between	the	state	and	the	people	

Undercurrents	of	power	relations	between	the	state	(regulators)	and	the	target	

audience	(social	actors)	are	evident	across	anti-human	trafficking	advertisements.	

Power	is	presumed	to	reside	in	the	hands	of	the	target	audience	in	their	ability	to	

either	consent	or	not	consent	to	human	trafficking.	However,	the	target	audience’s	

ability	to	exercise	this	power	can	be	both	foiled	and	fuelled	by	the	state’s	hegemony.	

Currently,	anti-human	trafficking	advertisements	reflect	the	state’s	hegemonic	

beliefs	(greed)	about	voluntary	participation	in	human	trafficking	leading	to	

dominant	but	detrimental	discourses	about	human	trafficking	and	further	

empowering	social	actors	to	view	human	trafficking	as	an	option	for	change.	

Evidently,	as	previously	discussed,	the	state’s	hegemony	only	serves	to	diminish	its	

power	in	the	struggle	for	ideological	dominance	on	the	issue	of	human	trafficking.		

This	hegemony,	which	moralises	human	trafficking,	creates	negative	social	

identities	for	trafficked	persons	and	marginalises	other	forms	of	human	trafficking	

while	empowering	target	audience	to	view	themselves	as	social	actors,	disregards	

the	very	real	and	pervasive	socioeconomic	inequalities	in	the	country	that	drive	

voluntary	participation	in	human	trafficking.	Rather,	the	hegemony	maintains	that	

poverty	is	no	excuse	for	human	trafficking,	thereby	absolving	the	state	of	any	

responsibility	for	addressing	the	target	audiences’	legitimate	viewpoint.	

Moreover,	the	state	attempts	to	maintain	coercive	control	through	the	

advertisements’	authoritarian	calls	to	action	such	as	‘Report	cases	of	trafficking	to	

NAPTIP’,	and	‘NAPTIP	is	watching	you,’	Red	card	to	Human	Trafficking.	The	state	is	

therefore	exercising	both	visible	power	(through	the	criminalisation	of	human	
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trafficking	and	threat	of	punishment)	and	invisible	power	by	shaping	a	dominant	

discourse	about	human	trafficking	through	its	language	–	i.e.	human	trafficking	is	

wicked,	evil,	sinful,	greed,	etc.	and	through	its	focus	on	sex	trafficking.		

	

Regardless,	through	this	representation	and	reproduction	of	state	hegemony	about	

human	trafficking	across	its	advertisements,	the	state	successfully	contains	the	

target	audience	in	an	ideological	space	that	does	not	seem	at	all	ideological⎯an	

exemplar	of	Gramsci’s	concept	of	cultural	hegemony	(1971)	in	action.	The	

implication	of	this	hegemonic	discourse	is	that	it	pits	the	people	against	the	state	

because	the	state	is	itself	an	unreliable	source	of	authority.	Specifically,	the	Nigerian	

socio-political	environment	is	characterised	by	elite	corruption	and	institutionalised	

deviance	by	the	political	ruling	class		(see	Ajayi,	2006;	Ojukwu	&	Shopeju,	2010),	

thus	the	state’s	authority/	hegemonic	leadership	on	the	human	trafficking	discourse	

can	be	challenged	by	the	people.		Presently,	the	state’s	anti-human	trafficking	

advertisements	imply	that	as	social	actors,	the	target	audience’s	voluntary	

participation	in	human	trafficking	is	an	abuse	of	power	but	fails	to	consider	its	own	

role	as	an	unreliable	regulator	in	the	public’s	eyes.	The	resultant	effect	is	a	

continuous	power	struggle	between	those	who	‘abuse	power’	by	voluntarily	

participating	in	human	trafficking	and	those	who	attempt	to	take	this	power	(the	

state)	by	working	to	regulate	and	prevent	human	trafficking.		

	

Furthermore,	the	state’s	attempts	to	take	power	remain	unsuccessful	because	the	

state	is	not	only	limited	by	its	hegemonic	beliefs	and	legacy	of	deviance,	it	also	does	

not	adequately	address	the	underlying	causes	of	the	target	audience’s	abuse	of	

power.	For	example,	the	state’s	effort	to	address	the	socioeconomic	causes	of	

voluntary	participation	in	human	trafficking	is	noticeably	absent	across	its	anti-

human	trafficking	advertisements.	The	target	audience	is	instead	simply	asked	to	

regulate	their	own	behaviour	and	to	become	self-sufficient	(Rose,	1996)	without	any	

incentive	that	would	encourage	adoption	of	this	desired	behaviour.	Rather,	the	

target	audience	is	expected	to	resist	human	trafficking	despite	its	appeal	on	the	
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basis	of	knowledge	(e.g.	Beware	of	traffickers	tricks!)	and	willpower	(Just	say	no!)	

alone.	Unfortunately	for	the	state,	this	approach	is	expert-driven,	and	appears	to	

implicitly	deny	what	the	target	audience	perceive	to	be	the	very	real	benefits	of	

human	trafficking.	Further,	while	the	state	acknowledges	that	human	traffickers’	

fraudulent	offers	may	be	attractive	to	the	target	audience,	it	makes	no	equally	

attractive	exchange	in	across	its	own	advertisements	against	human	trafficking.	

Consequently,	although	state	advertisements	may	achieve	heightened	general	

awareness	of	the	issue,	the	continued	prevalence	of	human	trafficking	confirms	that	

awareness	alone	will	not	change	behaviour	(Fishbeing	&	Ajzen,	2010)	without	an	

attractive	exchange.		

	

4.4.6	Theoretical	and	practical	implications	
	

The	insights	gained	from	this	study	suggest	that	there	is	a	need	to	both	support	

current	anti-human	trafficking	advertisements	with	social	marketing,	and	to	change	

the	state’s	hegemonic	discourses	about	human	trafficking.	Beginning	with	the	

representation	of	human	trafficking,	several	recommendations	can	be	made	as	a	

result	of	this	study’s	findings.	First,	a	broadening	of	the	state’s	advertising	focus	is	

needed,	which	gives	equal	weight	to	the	costs	of	human	trafficking	across	its	range	

(including	internal	trafficking,	child	trafficking,	child	labour	and	other	forms	of	

trafficking)	which	are	in	fact	more	prevalent	than	the	current	focus	on	international	

sex	trafficking	(Okojie,	2009).	By	over-representing	one	particular	viewpoint	while	

limiting	other	possible	viewpoints,	current	advertisements	work	to	create	and	

reproduce	a	dominant	discourse	of	human	trafficking,	which	is	exclusive	and	

detrimental	to	other	viewpoints	in	the	human	trafficking	discourse.		

	

Future	anti-human	trafficking	advertisements	should	seek	to	depict	the	actual	costs	

of	losing	one’s	personal	freedom	as	a	result	of	human	trafficking	rather	than	

focusing	on	the	appeal	of	human	trafficking	as	these	undermine	the	state’s	efforts.	

Further,	advertisements	on	child	labour	and	child	trafficking	need	to	emphasise	the	
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exploitative	costs	of	child	labour	and	the	connection	between	child	labour	and	child	

trafficking	as	this	link	is	currently	underrepresented	across	state	anti-human	

trafficking	advertisements.		

Second,	a	shift	in	the	state’s	focus	from	moralising	human	trafficking	to	addressing	

the	target	audience’s	very	real	socioeconomic	motivations	for	voluntary	

participation	in	human	trafficking	is	necessary.	To	this	extent,	inclusion	of	the	social	

marketing	benchmark	criteria	of	a	voluntary	exchange	(NSMC,	2006)	across	state	

advertising	campaigns	is	essential	to	ensuring	the	target	audience’s	adoption	and	

maintenance	of	the	desired	behaviour	of	reducing	and	preventing	human	trafficking.	

To	this	extent,	an	appropriate	behaviour	change	theory	should	be	used	to	guide	the	

promotion	of	such	an	exchange	as	well	as	to	guide	future	discursive	practice	on	

human	trafficking.	For	example,	the	concept	of	cultural	hegemony	(Gramsci,	1971)	

can	be	used	to	create	a	balanced	and	inclusive	hegemony	around	human	trafficking	

that	neither	reproduces	nor	reinforces	social	inequalities.	Through	this	new	

seemingly	organic	form	of	discourse	about	human	trafficking	that	is	not	promoted	

directly	by	the	state	but	through	partnership	with	more	reliable	sources	of	authority	

and	other	hegemonic	vehicles,	the	state	may	be	able	to	achieve	consensual	control	

on	human	trafficking.		

4.4.7	Limitations	and	future	research	directions	

A	key	limitation	of	this	study	is	its	focus	on	advertisements.	This	research	

acknowledges	the	existence	of	other	government-sponsored	mass	communication	

campaigns.	For	example,	NAPTIP	sponsored	an	anti-human	trafficking	seven-part	

television	miniseries	titled	Itohan	–	A	Call	to	Action,	which	debuted	in	November	

2012	and	was	televised	over	several	weeks.	With	Itohan,	NAPTIP	sought	to	‘educate	

Nigerians	on	the	ploys	of	traffickers	and	throw	light	on	the	dangers	of	Human	

Trafficking,	illegal	migration	and	other	typologies	of	abuses	inherent	in	this	crime’	

(NAPTIP,	2012),	with	a	stated	objective	of	‘[taking]	the	anti-trafficking	

conversations	to	the	living	rooms	of	Nigerians	in	their	dinner	tables	and	hopefully	
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shock	majority	of	us	from	our	self-denial	concerning	this	crime	that	shames	us	all’.	

The	mere	description	of	the	miniseries	upholds	the	claim	of	the	moralising	rhetoric	

that	has	been	highlighted	in	this	research.	While	it	was	beyond	the	scope	of	this	

paper	to	analyse	this	television	series,	future	research	attention	should	be	given	to	

the	series	in	order	to	build	on	the	findings	of	this	study.	

	

This	study’s	analysis	employed	an	interpretive	approach;	future	research	then,	

could	investigate	the	processes	of	consumption	relative	to	existing	advertisements.	

Specifically,	how	human	trafficking	advertisements	are	perceived	by	the	target	

audience	could	be	examined	comparatively	with	this	research’s	interpretation	of	the	

processes	of	production.	

	

Further,	this	study	limited	its	analysis	to	one	aspect	of	existing	government	

interventions	on	human	trafficking	in	Nigeria.	Future	research	should	aim	to	

conduct	a	social	marketing	evaluation	of	other	government	intervention	programs	

against	the	established	social	marketing	benchmark	criteria	(NSMC,	2006)	in	order	

to	determine	their	efficacy	and	effectiveness,	specifically	what	social	marketing	

principles,	if	any,	are	being	currently	applied.	
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5	Chapter	V:	Study	Two	

‘You	jump	at	it!’	

Exploring	sociocultural	influences	across	two	human	trafficking	endemic	

states	in	Nigeria:	A	sociocultural	ecological	framework.	

Abi Badejo (corresponding author)	
Social Marketing @ Griffith, Griffith Health Institute, Griffith University 

Griffith University 

Email: abi.badejo@griffithuni.edu.au 

Phone: +61 7 3735 8446 

Sharyn Rundle-Thiele 

Social Marketing @ Griffith, Griffith Health Institute, Griffith University 

Email: s.rundle-thiele@griffith.edu.au 

Phone: +61 7 3735 6446 

Krzysztof Kubacki 

Social Marketing @ Griffith, Griffith Health Institute, Griffith University 

Email: k.kubacki@griffith.edu.au 

Phone:  +61 7 3735 6498 

Timo Dietrich  

Social Marketing @ Griffith, Griffith Health Institute, Griffith University 

Email: t.dietrich@griffith.edu.au 

Phone: +61 45 22 711 79 



134	

Contributors	

Abi	Badejo	designed	the	study	under	the	guidance	of	Sharyn	Rundle-Thiele	and	

Krzysztof	Kubacki.	Abi	Badejo	conducted	the	data	collection	with	the	help	of	a	

Nigerian	research	assistant,	Olutola	George.	Abi	Badejo	conducted	the	key	informant	

interview	data	transcription	and	analysis	in	NViVo	(version	10)	as	well	as	the	auto-

ethnography,	which	was	verified	by	both	Sharyn	Rundle-Thiele	and	Krzysztof	

Kubacki.	Abi	Badejo	led	the	drafting	of	the	manuscript	and	all	authors	contributed	to	

and/or	have	approved	the	final	manuscript.		

Conflict	of	Interest	

All	Authors	have	declared	no	conflict	of	interest.	

Author	Signatures	

Abi	Badejo	 Sharyn	Rundle-Thiele	

Krzysztof	Kubacki	 Timo	Dietrich	



135	

5.1	Abstract	

There	is	currently	little	research	consideration	for	broader	sociocultural	influences	

in	social	marketing.	Hence,	this	midstream	formative	research	study	sought	to	

understand	how	sociocultural	influences	are	experienced	across	two	human	

trafficking	endemic	states	in	Nigeria	using	auto-ethnography	and	key	informant	

interviews.	Framed	by	the	theories	of	consumer	socialisation	theory,	false	

consciousness	and	cultural	hegemony,	this	study	found	that	social	influences	from	

the	family	unit	to	broader	sociocultural	factors	might	be	contributing	to	human	

trafficking.	Specifically,	some	key	informants	supported	human	trafficking	because	

of	its	perceived	benefits	–	the	opportunity	to	escape	socioeconomic	oppression,	for	

instance.	Given	that	family	members	function	as	socialisation	agents	and	consumer	

socialisation	is	a	lifelong	process,	family	influence	can	encourage	human	trafficking.	

A	sense	of	hopelessness	about	informants’	own	ability	to	change	their	

socioeconomic	condition	within	Nigeria	was	evident.	Furthermore,	popular	culture	

that	glorifies	overseas-made	wealth	may	also	be	contributing	to	an	idealised	view	of	

migration,	and	the	desperation	to	escape	the	oppression	of	the	state	for	greener	

pastures	abroad,	thus	providing	an	environment	that	is	supportive	of	human	

trafficking.	Limitations	of	the	study	and	future	research	directions	are	outlined.			
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5.2	Introduction	
	

Existing	human	trafficking	literature	posits	that	human	trafficking	in	Nigeria	is	

driven	by	a	number	of	‘push	and	pull’	factors.	Push	factors	include	poverty,	

unemployment,	inequality	etc.,	and	contribute	to	the	supply	of	trafficked	persons	

while	pull	factors	such	as	low-risk	high	profit,	demand	for	sex	and	low	skilled	labour	

and	the	individual	desire	for	a	higher	quality	of	life	contribute	to	the	demand	for	

trafficked	persons		(UNICEF,	2006;	Okojie,	2009;	Omoroguiwa,	2012;	Agbu,	2003;	

Adepoju,	2005;	Carling,	2006;	Asiwaju,	2008;	Geshinde	&	Elegbeleye,	2011;	Dave-

Odigie,	2008;	Ellis	&	Akpala,	2011;	Jegede	et	al.,	2011;	Onyejekwe,	2005;	Okonofua	

et	al.,	2004;	Elabor-Idemudia,	2003;	Akor,	2011).		

	
However,	these	push	and	pull	factors	focus	predominantly	on	individual	

motivations	for	voluntary	human	trafficking.	People	are	not	isolated	and	

independent	individuals	but	are	pervasively	influenced	by	their	social	surroundings	

(Smith,	Coats	&	Walling,	1999).	Yet	there	is	currently	little	research	consideration	of	

these	broader	sociocultural	influences	on	the	voluntarily	trafficked	individual’s	

behaviour	which	contribute	to	the	problem	of	human	trafficking	in	Nigeria.	This	is	a	

problem	because	intimate	and	close	associates	appear	to	be	among	the	main	

perpetrators	of	human	trafficking	in	Nigeria,	with	as	high	as	72	per	cent	of	human	

trafficking	in	Nigeria	facilitated	by	individuals	that	are	either	known,	or	related	to	

the	trafficked	persons	(Abdulraheem	&	Oladipo,	2010;	Cherti	et	al.,	2013).		

	

This	gap	in	knowledge	limits	understanding	of	how	to	effect	behaviour	change	at	the	

sociocultural	level	which	may	help	to	reduce	the	problem	of	human	trafficking	in	

Nigeria.	Research	on	these	groups	of	people	and	the	sociocultural	environment	

within	which	human	trafficking	thrives	is	sparse.	This	is	a	problem	because	most	

consumer	socialisation	happens	in	the	family	(Moschis,	1987)	and	learning	through	

the	family	may	continue	throughout	a	person’s	lifetime	(Mathur,	1999).	

Socialisation	also	applies	to	extended	family	members	and	others	in	the	individual’s	

close	social	network.		
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Brennan	et	al.	(2014)	proposes	Consumer	Socialisation	Theory,	a	sociocultural	

ecological	model,	for	understanding	the	influence	of	family,	peers	and	others	within	

the	intimate	social	relationship	circle	on	individual	behaviour.	While	consumer	

socialisation	theory	is	a	recent	introduction	in	social	marketing	(see	Watne	&	

Brennan,	2011),	many	decisions	we	make	as	consumers	are	influenced	by	others	

(see	Belk,	1975,	1995;	Smith	&	Moschis,	1985;	Belk,	et	al.,	1988;	Eskstrom,	2006;	

Croft,	2013).	

Thus,	through	the	lens	of	customer	socialisation	theory	(Brennan	et	al.,	2014),	as	

well	as	the	critical	theories	of	false	consciousness	(Marx	and	Engels,	1845-

1846/1976)	and	cultural	hegemony	(Gramsci,	1971),	this	study	examines	both	the	

family	and	sociocultural	influences	at	play	across	two	human	trafficking	endemic	

states	in	Nigeria,	namely	Benin	City	(Edo	State)	and	Lagos	State.	This	research	aims	

to	contribute	new	insights	to	existing	human	trafficking	literature	by	focusing	

research	understanding	on	the	sociocultural	influences	around	the	individual,	

specifically	family	members	and	broader	sociocultural	influences.	Using,	an	

ethnographic	research	method	(auto-ethnography)	and	key	informant	interviews,	

this	study	provides	actionable	insights,	which	can	inform	future	social	marketing	

programs	aimed	at	sociocultural	influences	in	order	to	reduce	human	trafficking	in	

Nigeria.	
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5.3	Literature	review	

Paucity	of	research	on	sociocultural	influences	on	human	trafficking		

Although	human	trafficking	literature	references	close	networks,	communities,	and	

the	broader	socio-political	current	as	influencing	trafficked	persons	and	individuals	

at	risk	of	being	trafficked	(see	for	example,	Asiwaju,	2008;	Okojie,	2009;	Osezua,	

2011;	Aghatise,	2002;	Elechi	et	al.,	2007),	very	little	research	focus	has	been	

directed	towards	understanding	the	experiences	of	these	parallel	yet	important	

influences.		

Similarly	with	human	trafficking	literature,	individual	behaviour	change	is	the	most	

visible	stream	in	social	marketing	literature	(illustrative	examples	include	Francis	&	

Taylor,	2009;	Young	et	al.,	2004;	Potter	&	Stapleton,	2012).	Social	marketing	

literature	has	called	for	a	move	away	from	this	downstream	and	micro	focus	

towards	ecological	perspectives	that	consider	change	at	the	micro,	meso	and	macro	

levels	(Brennan	&	Binney,	2008;	Dibb,	2014;	Domegan	et	al.,	2013).	These	ecological	

approaches	(Gregson	et	al.,	2001;	McLeroy	et	al.,	1988)	acknowledge	that	social	

change	requires	a	system-thinking	view	to	understand	and	address	the	factors	that	

might	constrain	behaviour	at	the	interpersonal,	community,	organisational	and	

societal	levels	(Brennan	&	Binney,	2008;	Dibb,	2014;	Domegan	et	al.,	2013;	French,	

2011;	Gordon,	2013;	Hastings,	2003;	Luca	et	al.,	2015;	Russell-Bennett	et	al.,	2013).	

Research	utilising	ecological	approaches	is	however	still	limited	(Gordon,	2013;	

Whitelaw	et	al.,	2011).	Current	midstream	social	marketing	studies	have	tended	to	

build	upon	community-based	models,	integrating	principles	from	community	

development	and	action	research	(Bryant	et	al.,	2007;	Kelly	et	al.,	2003;	McKenzie-

Mohr,	2000;	Stead	et	al.,	2013)	and	have	tended	to	rely	on	psychology	theory	and	

marketing	management	frameworks	that	remain	focused	on	the	individual	(Stead	et	

al.,	2013).	

This	current	downstream	and	emerging	but	limited	midstream	approaches	to	

behaviour	change	across	social	marketing	literature	limits	social	marketers’	ability	
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to	understand	the	important	influences	around	the	individual	at	risk	of	being	

trafficked,	which	are	just	as	important	as	individual	motivations	for	voluntary	

human	trafficking.	A	downstream	focus	also	limits	the	ability	of	social	marketers	to	

develop	effective	interventions	beyond	individual	behaviour	change.				

Therefore,	this	research	contributes	to	the	knowledge	gap	in	both	human	trafficking	

literature	and	midstream	social	marketing	by	focusing	research	efforts	on	the	

sociocultural	influences	on	human	trafficking	endemic	states	in	Nigeria.	The	findings	

from	this	study	aim	to	inform	social	marketing	interventions	targeting	these	

(midstream)	sociocultural	influences,	which	may	help	to	reduce	the	problem	of	

human	trafficking	in	Nigeria.		

Need	for	broader	theory	use	in	human	trafficking		

Goździak	&	Bump	(2008)	argue	that	human	trafficking,	particularly	for	labour	

exploitation	is	disconnected	from	theory	and	there	is	currently	no	attempt	to	

develop	a	new	theoretical	framework	to	comprehensively	analyse	the	phenomenon	

beyond	poverty	and	the	search	for	a	better	life	(Williams	and	Masika,	2002).	In	

human	trafficking	literature,	some	theoretical	explanations	have	been	offered	to	

explain	human	trafficking	in	Nigeria,	but	these	theories	focus	predominantly	on	sex	

trafficking.	For	example,	Robert	K.	Merton’s	theory	of	structural	strain	(Merton,	

1957),	adapted	from	Durkheim’s	theories	of	anomie	and	structural	functionalism	

(Durkheim,	1897)	is	frequently	cited	(see	for	example,	Ebbe,	2008;	Jegede	et	al.,	

2011;	Attoh,	2009;	Enaikele	&	Olutayo,	2011).	Enaikele	&	Olutayo	(2011)	also	offer	

George	Herbert	Mead’s	interactionist	theory	and	Marxist	(1867)	perspectives.	

Research	has	yet	to	offer	theories	on	other	forms	of	human	trafficking	in	Nigeria	

such	as	child	labour.	According	to	an	ILO	Fact	Sheet,	there	are	246	million	children	

between	the	ages	of	5	and	17	are	in	child	labour	worldwide	of	which	179	million	are	

trapped	in	the	worst	forms	of	child	labour.	The	greatest	number	of	these	are	located	

in	Africa,	and	with	41	per	cent	of	children	at	work	and	more	than	30	per	cent	of	

African	children	between	the	age	of	10	and	14	caught	in	agricultural	labour,	it	is	

clear	that	awareness	of	risks	has	not	translated	into	any	visible	change	among	the	
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informants.	Theory	is	important	for	understanding	this	aspect	of	human	trafficking	

in	order	to	be	able	to	adequately	address	the	problem.		

Need	for	theory	use	in	midstream	social	marketing	formative	research		

The	purpose	of	a	theory	in	the	social	marketing	context	is	to	save	money,	time	or	

effort	(efficiency),	and	to	be	more	successful	than	one	might	otherwise	be	

(effectiveness)	(Brennan	et	al.,	2014).	In	social	marketing	formative	research	theory	

use	is	sparse	(Lefebvre,	2000;	Peattie	&	Peattie,	2003;	Luca	&	Suggs,	2013),	and	

when	theories	have	been	used	they	have	tended	to	focus	on	individual	behaviour	

rather	than	the	broader	sociocultural	influences	on	the	individual.	Social	marketers	

who	seek	to	change	behaviours	need	to	test	theories	and	existing	models	in	the	real	

world	to	build	an	evidence	base	for	social	marketing	programs	(Lefebvre,	2013;	

Rundle-Thiele,	2013).	However,	Truong	(2016)	found	that	most	of	the	identified	

social	marketing	health	interventions	did	not	base	their	formative	research	on	any	

theory	and/or	model.	Furthermore,	most	interventions	reported	using	

theories/models	to	identify	the	personal	factors	affecting	the	behaviour	of	the	target	

audience.	Only	a	few	interventions	used	Social-Cognitive	Theory	(see	Carins	&	

Rundle-Thiele,	2014)	or	the	Ecological	Model	to	understand	the	broad	contextual	

and	environmental	influencers	of	the	behavioural	choices	of	the	target	audience.	

This	is	not	surprising	given	that	most	social	marketing	programs	tend	to	focus	on	

individual	behaviour	change	(Lefebvre	2013;	Truong	2014).		

Extending	Consumer	Socialisation	Theory	to	human	trafficking		

Brennan	et	al.	(2014)	introduced	a	series	of	sociocultural	ecological	models	to	

address	the	environment	within	which	an	individual’s	problem	behaviour	occurs.	

Sociocultural	models	extend	beyond	the	individual	as	decision-maker	to	include	

social	and	cultural	factors.	The	sociocultural	ecological	model	chosen	for	this	

research	is	consumer	socialisation	theory.	In	social	marketing,	consumer	

socialisation	theory	is	the	process	of	developing	skills,	knowledge,	beliefs	and	

attitudes	relevant	to	functioning	in	the	marketplace	through	social	interaction	with	

socialisation	agents	(John,	1999).	Brennan	et	al.	(2014)	argue	that	in	order	for	
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family	members	to	function	as	socialisation	agents	they	need	to	provide	positive	

outcomes	from	the	learning	process,	and	these	positive	rewards	need	to	be	

associated	with	the	process	over	an	extended	period	for	socialisation	to	occur.	

Consumer	socialisation	is	therefore	a	lifelong	process	as	consumers	continue	to	

learn	from	others	throughout	their	lifetimes	(Ekstrom,	2006).	Awareness	of	these	

dynamics	is	important	to	social	marketers	so	that	human	trafficking	prevention	

programs	can	be	directed	at	the	most	appropriate	family	members	(Brennan	et	al.,	

2014).	

Given	the	role	of	family	members	and	close	associates	in	influencing	individuals	into	

voluntary	human	trafficking	(Cherti	et	al.,	2013;	Okojie,	2009,	Abdulraheem	&	

Oladipo,	2010)	consumer	socialisation	theory	offers	an	appropriate	lens	for	

exploring	the	nature	of	these	social	influences.	

False	consciousness	–	a	theoretical	lens	for	understanding	human	trafficking	

A	Marxist	social	theory	concept	also	proposed	as	a	lens	for	this	study	is	false	

consciousness.	This	theory	will	help	to	conceptualise	key	informants’	beliefs	about	

human	trafficking	and	child	labour,	and	the	downstream	implications	of	these	

beliefs.		

	

Originally	coined	by	Engels	(Marx	&	Engels,	1845-1846),	the	initial	conception	of	

false	consciousness	discussed	by	Marx	and	Engels	is	that	of	self-styled	radical	

writers	who	think	their	’world-shattering’	statements	will	transform	the	

consciousness	of	their	audience,	and	thus	reality	as	such.	However,	Marx	and	Engels	

argue,	these	‘ideologists’	are	deluded	not	only	in	their	political	reasoning,	but	also	

about	its	effects	because	such	delusion	would	not	be	possible	for	a	member	of	the	

working	class	(Eyerman,	1981).	But,	as	Eyerman	(1981)	explains,	false	

consciousness	was	not	conceived	as	a	systematised	form	of	explanation	produced	

by	‘intellectuals’	and	offered	to	the	working	class,	but	rather	as	a	form	of	

consciousness	produced	in	the	very	life	practices	of	capitalist	society.			
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Although	yet	to	be	used	in	social	marketing	literature,	false	consciousness	has	

previously	been	used	by	social	analysts	primarily	as	a	psychological	explanatory	

concept	to	explain	the	failure	of	Marxist	predictions	about	the	inevitable	demise	of	

capitalism,	attributed	to	the	acceptance	of	capitalist	relations	of	production	by	the	

masses	(Augoustinos,	1999).	For	example,	Jost	(1995)	presents	a	body	of	social	

psychological	research	demonstrating	that	many	disadvantaged	and	oppressed	

groups	in	society	hold	beliefs	which	are	contrary	to	their	own	self	and	group	

interests⎯beliefs	which	justify,	rationalise	and	legitimate	their	own	subordination	

(Augoustinos,	1999).	These	documented	social	psychological	phenomena	include:	

beliefs	in	a	just	world	(Lerner,	1980),	associated	with	a	tendency	among	oppressed	

groups	not	to	perceive	their	own	injustice	and	disadvantage	(Elster,	1982);	political	

fatalism	and	acquiescence,	linked	to	beliefs	about	the	futility	of	protest	and	the	

unlikelihood	of	social	change	(Cunningham,	1987);	actual	resistance	to	change,	

reflected	in	phenomena	such	as	cognitive	conservatism	(Greenwald,	1980)	and	

behavioural	compliance,	the	tendency	for	society's	victims	to	blame	themselves	

(Janoff-Bulman,	1992),	or	to	blame	and	scapegoat	other	disadvantaged	persons	or	

groups	(Tajfel,	1978);	identification	with	and	preference	for	'the	oppressor'	or	more	

powerful	outgroups	(Hinkle	&	Brown,	1990);	and	finally,	the	justification	of	social	

roles	and	the	legitimation	of	existing	inequities	between	different	social	groups	(Jost	

&	Banaji,	1994).	According	to	Augoustinos	(1999),	the	working	classes	were	thought	

to	have	failed	to	recognize	their	own	economic	and	political	interests	by	

internalising	the	bourgeois	values	of	their	oppressors.	However,	Augoustinos	

cautions	against	this	reductionist	view	of	false	consciousness,	proposing	that	

instead	of	approaching	the	process	of	reality	construction	from	an	individualistic	

perspective,	analysing	individuals'	perceptions	of	the	world	and	determining	

whether	these	perceptions	correspond	to	external	reality,	researchers	need	also	to	

analyse	the	social,	cultural	and	ideological	contexts	within	which	people	live	their	

everyday	lives.		
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Thus	false	consciousness	remains	a	useful	theoretical	construct	not	as	a	

psychological	and	cognitive	affliction	suffered	by	the	'less	enlightened'	but	as	a	

phenomenon	grounded	in	social	reality	itself,	which	locates	mystification	and	

distortion	not	in	the	mind,	but	in	the	everyday	social	practices	and	objectified	social	

relations	within	capitalism	(Augoustinos,	1999).	Accordingly,	this	research	contends	

that	the	importance	attached	to	material	success	in	capitalist	Nigerian	societies	and	

the	social	pressure	to	accumulate	wealth	and	status	combined	with	‘push	factors’	

such	as	poverty,	inequality	and	unemployment	are	collectively	experienced	by	the	

people	as	‘oppression’	within	the	‘state’	(socio-political,	socioeconomic	and	

sociocultural	environment).	As	a	result	of	their	experiences	of	oppression,	trafficked	

persons	and	vulnerable	individuals	may	have	come	to	view	human	trafficking	as	the	

emancipation	from	systematic	oppression	because	human	trafficking	enables	them	

to	migrate	abroad	–	thereby	freeing	them	from	the	oppression	of	the	state.	The	

reality,	however,	is	that	people	are	merely	exchanging	one	oppressor	(the	state)	for	

another	(human	traffickers)	as	the	documented	accounts	of	subordination,	

exploitation	and	domination	at	the	hands	of	human	traffickers	confirm.	However,	

the	people	reject	this	reality	in	favour	of	the	freedom	they	perceive	human	

trafficking	gives	them.	This	conditioned	state	of	mind,	or	false	consciousness,	about	

human	trafficking	may	therefore	drive	vulnerable	individuals’	voluntary	

participation	in	human	trafficking,	thereby	further	contributing	to	their	experiences	

of	oppression.	

	

For	example,	Okojie	(2009)	suggests	that	many	parents	allow	their	children,	and	

husbands	their	wives,	to	be	trafficked	because	of	the	financial	benefits	to	

themselves.	Even	when	some	trafficked	individuals	have	been	repatriated,	parents	

have	harassed	them	until	they	returned	to	human	trafficking.	Parents	show	off	with	

the	goods	they	have	acquired	with	money	sent	by	their	daughters	and	feel	no	shame	

that	their	daughters	are	engaged	in	prostitution	(Okojie,	2009).	Further,	the	success	

of	human	traffickers,	apparent	in	their	mansions,	expensive	cars,	business	ventures,	

investments	and	financial	assistance	rendered	to	family	members,	serves	to	lure	

young	girls	into	human	trafficking	in	the	hope	that	they	too	will	achieve	the	level	of	
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success	displayed	by	society’s	wealthy	(Okojie,	2009).	This	false	consciousness	

about	human	trafficking	is	further	illustrated	by	Osezua	(2011),	who	examined	the	

nature	of	remittance	flow	between	trafficked	women	and	their	families,	highlighting	

the	important	role	of	‘provider’	that	trafficked	women	played	in	their	communities.	

The	study	cautioned	that	the	pervasive	notion	of	the	value	of	transnational	

remittances	from	sex	trafficking	in	aiding	family	economic	advancement	in	the	

region	compromises	the	integrity	of	the	contemporary	Benin	family	as	a	

socialisation	agency	for	its	members.	

Child	trafficking	in	Nigeria	offers	another	example	of	false	consciousness	not	only	as	

a	result	of	systematic	oppression	but	also	as	a	result	of	the	traditional	practice	of	

child	fostering	and	the	oppressive	norm	of	child	labour.	In	the	Nigerian	traditional	

practice	of	child	fostering,	poor	rural	families	send	their	children	to	family	members	

to	live	and	earn	an	education	(Folami,	2008;	Allais,	2006;	De	Haas,	2006).	This	

traditional	practice	has	been	documented	to	contribute	to	human	trafficking	(of	

children)	in	Nigeria.	Okafor	(2010)	concurs	that	one	of	the	primary	difficulties	in	

addressing	child	labour	is	how	to	define	it.	Each	country's	circumstances	may	

dictate	what	forms	of	work	can	be	more	accurately	called	child	labour.	Some	of	the	

difficulties	in	addressing	child	labour	relate	to	the	fact	that	different	countries	and	

cultures	have	divergent	beliefs	about	what	forms	of	work	constitute	child	labour	

(Jones,	et	al.,	2012).	The	Nigerian	Federal	Ministry	of	Women‘s	Affairs	and	Social	

Development	(FMWA&SD,	2008)	claims	child	labour	is	culturally	acceptable	in	most	

communities,	although	it	clearly	distinguishes	between	child	employment,	which	is	

seen	as	a	necessary	part	of	growth,	and	child	labour,	which	is	considered	excessive	

and	detrimental.	Busari	&	Gesinde	(2009)	suggest	that	it	is	customary	in	Nigeria	to	

assign	tasks	to	children	at	a	very	tender	age.	Furthermore,	some	cultures	consider	

children	an	investment,	and	as	such,	some	return	is	expected	ether	in	cash	or	kind;	

this	perspective	encourages	child	labour	and	consequently,	trafficking	in	children.	

UNICEF	Nigeria	(2006)	notes	that	making	a	distinction	between	child	employment	

and	child	labour	is	becoming	more	difficult	because	in	traditional	cultures,	children	

work	beside	their	parents	to	learn	the	skills	they	will	need	for	adulthood.	This	helps	
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the	family	and	helps	the	child.	The	transition	to	a	cash	economy	is	forcing	children	

to	contribute	through	wage	labour,	helping	the	family,	but	putting	the	child	at	

increasing	disadvantage.	Thus,	the	issue	of	child	labour	is	clearly	linked	to	child	

trafficking	in	an	environment	with	few	economic	options	as	a	breeding	ground	for	

traffickers	to	manipulate	children	and	parents,	extending	promises	of	a	better	future	

(Jones	et	al.,	2012).	Therefore,	this	thesis	contends	that	the	traditional	practice	of	

child	fostering	and	the	norm	of	child	labour	represent	and	reinforce	a	false	

consciousness	in	parents;	this	false	consciousness	in	turn	continues	to	place	more	

and	more	children	at	risk	of	child	trafficking	thereby	contributing	to	the	prevalence	

of	child	trafficking	in	Nigeria.	

Cultural	Hegemony	as	a	lens	for	understanding	sociocultural	influences	on	

human	trafficking		

A	similar	yet	separate	theoretical	concept	that	explains	sociocultural	influences	

beyond	the	individual’s	immediate	network	is	neo-Marxist	Antonio	Gramsci’s	

concept	of	cultural	hegemony	(1971).	Gramsci	was	concerned	with	power	relations	

within	society	and	he	proposed	that	to	attain	ideological	domination	within	a	

society	one	had	to	create	and	maintain	a	new	consciousness.	However,	cultural	

hegemony	relies	on	consensual	control,	which	is	gained	when	individuals	

voluntarily	adopt	the	worldview	of	the	dominant	group	leading	to	hegemonic	

leadership.		Thus,	cultural	hegemony	occurs	when	a	class	constructs	a	specific	and	

concrete	ideology	–	based	in	its	specific	and	concrete	interests	–	that	will	dominate	

the	rest	of	the	society	because	of	the	unavoidable	influence	of	capitalist	relation	

(Stillo,	1999).	This	set	of	ideas	will	constitute	the	hegemony	that	will	be	expressed	

as	the	nucleus	of	culture	(Stillo,	1999).	Hence,	hegemony	operates	culturally	and	

ideologically	through	the	institutions	of	civil	society,	which	characterise	mature	

liberal-democratic,	capitalist	societies,	such	as	education,	the	family,	the	church,	the	

mass	media,	popular	culture,	etc.	(Strinati,	1995).		

In	Nigeria,	interstate	and	overseas	migration	as	a	means	of	improving	individual	

social	and	economic	conditions	is	an	aspiration	held	by	many	Nigerian	families	as	a	
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result	of	the	precedent	that	has	been	set	by	the	upper	class	of	the	Nigerian	society.	

Cherti	et	al.	(2013)	found	widespread	willingness	of	parents	to	send	their	children	

to	Europe,	with	60	per	cent	agreeing	that	they	would	send	their	children	to	Europe	

if	they	had	the	opportunity.	Human	traffickers’	are	able	to	appeal	directly	to	this	

deeply-ingrained	aspiration	to	migrate	overseas	for	greener	pastures⎯perhaps	the	

single	biggest	selling	point	of	human	trafficking	for	trafficked	persons	and	which,	

statistics	suggest,	human	traffickers	in	Nigeria	continue	to	exploit.	Furthermore,	

according	to	Aghatise	(2002)	sending	female	children	abroad	is	a	status	symbol	for	

many	parents	in	Nigeria.	Okojie	(2009)	agrees	that	parents	boast	about	their	

children	working	abroad	and	the	material	returns,	and	that	parents	actively	

encourage	their	daughters	to	be	trafficked	abroad	using	social	pressures	to	gain	

their	consent,	for	example,	peers	who	have	gone	abroad	and	assisted	their	families.		

Additionally,	in	Nigerian	societies,	great	importance	is	attached	to	material	success	

and	relatively	little	importance	given	to	the	means	of	achieving	that	success	

(Enaikele	&	Olutayo	2011).	Furthermore,	the	unscrupulous	pursuit	of	capital	and	

materialism	is	especially	prevalent	in	Nigerian	society,	where	wealth	is	celebrated	

and	‘undue	honour’	accorded	to	wealthy	individuals	in	communities	without	

ascertaining	their	sources	of	wealth	(Dave-Odigie,	2008).	Thus,	through	the	

hegemony	of	corruption	and	capitalism,	individuals	are	socialised	to	aspire	to	these	

societal	values	because	Nigerian	society	propagates	the	ruthless	pursuit	of	capital	as	

a	significant	indicator	of	status,	class,	ethnicity,	gender	positioning	and	a	sense	of	

achievement	and	self-development	(Elechi	et	al,	2007).	Osaghae	(1998)	agrees	that	

many	Nigerians	have	adopted	a	discordant	strategy	for	social	empowerment	where	

individuals	focus	on	capital	acquisition	at	the	expense	of	everyone	and	everything	

else.	This	may	be	because	Nigeria’s	identity	is	replete	with	a	confused,	factionalised	

and	corrupt	ruling	class	with	a	limited	sense	of	nation,	and	governments	that	are	not	

eager	to	probe	their	sources	of	personal	wealth	(Ojukwu	&	Shopeju,	2010).	

Consequently,	cases	of	ritual	killings,	political	assassinations,	human	trafficking	and	

hostage	taking	are	common	in	Nigeria	(Ojukwu	&	Shopeju,	2010).	Thus,	human	
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traffickers	exploit	these	hegemonic	social	values	by	offering	vulnerable	people	the	

means	by	which	they	can	also	obtain	these	social	values.		

It	is	evident	that	sociocultural	influences,	such	as	family	and	the	sociocultural	

environment	contribute	to	the	problem	of	human	trafficking	in	Nigeria,	yet	little	

formative	research	framed	by	theory	has	been	conducted	on	the	experiences	of	

these	significant	influences	or	how	to	target	them	for	change.	Consequently,	this	

study	sought	to	understand	the	sociocultural	influences	of	family	and	culture	across	

human	trafficking	endemic	states	in	Nigeria	through	the	lenses	of	consumer	

socialisation	theory,	false	consciousness	and	cultural	hegemony.	The	study	explores	

the	sociocultural	influences	contributing	to	the	problem	of	human	trafficking	in	

Nigeria	to	gain	actionable	insights	that	social	marketers	may	use	to	develop	

midstream	social	marketing	programs	aimed	at	preventing	and	reducing	the	

problem.		

5.4	Methodology	

Two	methods	were	utilised	in	this	study,	namely	key	informant	interviews	and	auto-

ethnography.		

5.4.1	Key	informant	interviews	

Key	informant	interviews	were	conducted	with	13	informants	from	two	Nigerian	

communities	of	Lagos	and	Edo	(Benin	City)	states.	Sample	size	was	capped	at	13	

participants	when	data	saturation	began	occurring	(Guest,	Bunce	&	Johnson,	2006).		

Lagos	is	a	popular	destination	for	trafficking	children	for	domestic	servitude	

(UNESCO,	2006;	Busari	&	Gesinde,	2009)	while	internationally	trafficked	individuals	

disproportionately	originate	from	the	state	of	Edo	in	the	south-central	part	of	

Nigeria	(Attoh,	2009).	Informants	consisted	of	males	and	females	and	ranged	in	age	

between	22	and	67	years.	Table	7	provides	basic	characteristics	of	the	sample.	
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Informants	were	recruited	via	snowball	sampling.	In	line	with	consumer	

socialisation	theory,	informants	were	selected	for	key	informant	interviews	on	the	

basis	that	they	were	part	of	a	family	unit	or	community	(parent,	sibling,	community	

elder	or	spouse),	indicating	informants	could	function	as	socialisation	agents	for	

their	relatives	(Brennan	et	al.,	2014).		

Table	7:	Informant	Characteristics	

Location	 Family	role	 Socioeconomic	
status	

Education	
level	

Has	
travelled	
abroad	

Informant	1	 Mainland	
Lagos	

Mother	of	
four	

Low	 High	school	
certificate	

Yes	

Informant	2	 Mainland	
Lagos	

Father	&	
Community	
Elder	

Low	 High	school	
certificate	

Yes	

Informant	3	 Mainland	
Lagos	

Father	of	five	 Low	 Illiterate	 No	

Informant	4	 Mainland	
Lagos	

Mother	&	
Grandmother	

Low	 Illiterate	 No	

Informant	5	 Mainland	
Lagos	

Mother	of	
one	

Low	 Certificate	
level	

No	

Informant	6	 Benin	City	 Father	of	two	 Low	 High	school	
certificate	

Yes	

Informant	7	 Benin	City	 Younger	
sister	

Lower	middle	 National	
Diploma	

No	

Informant	8	 Benin	City	 Elder	sister	 Lower	middle	 National	
Diploma	

No	

Informant	9	 Benin	City	 Elder	sister	 Lower	middle	 High	school	
certificate	

No	

Informant	10	 Benin	City	 Elder	brother	 Lower	middle	 University	
graduate	

No	

Informant	11	 Benin	City	 Father	&	
Community	
Elder	

Lower	middle	 Unknown	 Unknown	

Informant	12	 Mainland	
Lagos	

Elder	brother	 Lower	middle	 University	
graduate	

No	

Informant	13	 Mainland	
Lagos	

Mother	of	
one	

Lower	middle	 University	
student	 No	

Interviews	were	semi-structured	and	questions	were	based	on	the	researcher’s	

theoretical	conception	of	cultural	hegemony	and	false	consciousness	using	

sociocultural	norms	cited	in	human	trafficking	literature,	such	as	wealth	

accumulation,	pursuit	of	materialism	regardless	of	means	(Dave-Odigie,	2008;	

Elechi,	et	al.,	2007;	Ajayi,	2006;	Ojukwu	&	Shopeju,	2010);	desire	to	migrate	
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overseas	for	greener	pastures	(Cherti	et	al.,	2013;	Okojie,	2009;	Aghatise,	2002);	

influence	of	success	stories	of	trafficked	women	(Okojie,	2009);	traditional	practice	

of	child	fostering	(UNESCO,	2006).	The	researcher	also	used	comments	of	

informants	to	select	which	parts	of	the	dialogue	to	explore	further.	The	interviews	

lasted	between	30	and	90	minutes	and	were	audio-recorded	with	the	permission	of	

the	informants.	Informants	received	a	monetary	incentive	to	the	equivalent	of	AU$5	

for	their	time.	Interviews	were	conducted	in	informants’	homes	and	at	public	

meeting	places	such	as	hotel	bars	and	restaurants.	The	majority	of	interviews	were	

conducted	in	English	with	the	exception	of	two	interviews	conducted	in	Yoruba	(the	

native	language	of	Lagos),	due	to	informants’	weak	command	of	the	English	

language.	Although	the	researcher	is	fluent	in	Yoruba	and	had	no	difficulty	

conducting	these	two	interviews,	an	interpreter	was	present	at	both	interviews	and	

was	able	to	verify	the	researcher’s	transcription	of	the	interviews.		

The	recorded	interviews	were	transcribed	and	then	coded	using	qualitative	data	

management	software	Nvivo	(version	10).	The	first	step	in	the	analysis	process	

involved	searching	for	themes.	Each	informant’s	response	was	reviewed	against	the	

original	question	asked	and	the	conversations	that	emerged	from	it.	These	emerging	

themes	were	then	assigned	codes.	The	second	level	of	the	analysis	process	involved	

reviewing	the	emerging	themes	by	identifying	similar	codes	and	consolidating	these	

into	thematic	categories.	The	last	process	involved	writing	up	the	findings	(Braun	&	

Clarke,	2006).			

5.4.2	Auto-ethnography	
	
Auto-ethnography	served	to	contextualise	key	informant	interviews.	Following	

recommendations	by	Molland	(2013),	fieldwork	involved	living	in	two	human	

trafficking	endemic	sites	of	Lagos	and	Benin	City.	The	researcher	spent	three	weeks	

in	the	city	of	Lagos	due	to	its	popularity	as	a	child	and	domestic	labour	trafficking	

destination	(UNESCO,	2006;	Busari	&	Gesinde,	2009),	and	three	weeks	in	Benin	City	

due	to	its	location	as	an	endemic	site	of	origin	for	sex	trafficking	(Attoh,	2009).	
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Similarly	to	Molland’s	(2013)	research	this	study’s	fieldwork	for	auto-ethnography	

involved	repeatedly	visiting	several	public	venues	(hotel	bars,	beer	parlours,	

marketplaces,	restaurants,	churches	etc.),	taking	public	transport,	and	residing	in	

the	local	community	throughout	the	six-week	data	collection	period.	Revisiting	the	

same	venues	repeatedly	became	a	key	approach,	providing	a	space	in	which	trust	

could	be	built	with	patrons	of	these	venues.	A	local	guide	escorted	the	researcher	to	

ensure	safety.			

Field	notes	for	this	research	followed	procedures	used	in	Ness	(2004).	Specifically,	

field	notes	were	written	from	a	range	of	different	perspectives	and	contexts,	

alternating	between	focusing	on	family	influences	and	broader	sociocultural	

influences	on	each	site,	along	with	the	researcher’s	reflections	on	her	own	

experiences	of	participating	in	each	community.	Field	notes	were	dated	and	

identified	by	location	and	context,	and	were	recorded	using	a	range	of	tools	

including	a	notepad,	laptop	and	mobile	phone.	Field	notes	were	written	in	first	

person	(refer	to	Findings	section	for	illustrative	examples)	and	were	supported	by	

over	40	still-life	images	of	both	Benin	City	and	Lagos.	After	the	fieldwork,	notes	

were	consolidated	into	one	cohesive	word	document,	which	ran	in	excess	of	9,000	

words.	According	to	Ellis	et	al.	(2011),	when	researchers	do	auto-ethnography,	they	

retrospectively	and	selectively	write	about	epiphanies	that	stem	from,	or	are	made	

possible	by	being	part	of	a	culture	and/or	by	possessing	a	particular	cultural	

identity.	However,	in	addition	to	telling	about	experiences,	auto-ethnographers	

often	are	required	by	social	science	publishing	conventions	to	analyse	these	

experiences.		Geertz	(1975,	p.	9)	proposed	that	ethnographic	notes	ought	to	be	

‘thick’	with	the	ethnographer’s	interpretations	of	individuals’	interpretations	of	

their	own	and	others’	behaviour.	Thus	in	writing	up	the	auto-ethnographic	aspect	of	

this	study,	the	researcher	sought	to	produce	aesthetic	and	evocative	thick	

descriptions	of	personal	and	interpersonal	experiences.	This	was	accomplished	by	

first	discerning	patterns	of	cultural	experience	collected	in	field	notes	and	

interviews,	and	then	describing	these	patterns	using	facets	of	storytelling,	showing	

and	telling,	and	alterations	of	authorial	voice.	However,	because	auto-ethnography	
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is	a	supporting	method	for	this	study	and	not	the	primary	method,	the	writing	up	of	

auto-ethnography	was	preceded	by	thematic	analysis,	which	is	written	in	third	

person	in	order	to	accurately	convey	informants’	words	and	actions	(Paulson,	

2011).	Thus,	the	researcher	not	only	tried	to	make	personal	experience	meaningful	

and	cultural	experience	engaging	but	which	also,	by	producing	accessible	texts,	may	

be	able	to	reach	a	wider	and	more	diverse	mass	audiences	that	traditional	research	

usually	disregards,	a	move	that	can	make	personal	and	social	change	possible	for	

more	people	(Bochner,	1997;	Ellis,	1995;	Goodall,	2006;	Hooks,	1994).		

	

5.5	Findings	and	discussion	
	
This	study	found	that	due	to	the	continual	interplay	between	the	individual	and	

their	social	environment,	an	individual’s	behaviour	could	be	shaped	by	social	

influences	thereby	contributing	to	the	problem	of	human	trafficking	in	Nigeria.	This	

study	was	therefore	important	for	gaining	further	insights	into	the	experiences	of	

sociocultural	influences	across	two	human	trafficking	endemic	states	in	Nigeria	

because	individuals	[affected	by	human	trafficking]	are	inevitably	affected	by	others	

in	the	social	environment	(Markus	&	Wurf,	1987).		

	

The	findings	of	this	study	are	divided	into	four	key	themes	and	presented	as	

insights.	The	first	theme	revealed	that	informants	felt	oppressed	by	the	cultural	

hegemony	of	corruption	by	the	state.	The	second	theme	revealed	that	informants	

felt	oppressed	by	their	socioeconomic	status.	These	experiences	of	oppression	led	

informants	to	support	voluntary	participation	in	human	trafficking.	A	third	theme	of	

false	consciousness	was	also	identified	in	informants	who	viewed	human	trafficking	

as	beneficial	because	of	its	ability	to	facilitate	migration	out	of	the	country	and	

enable	individuals	to	achieve	freedom	from	both	state	oppression.	Furthermore,	the	

historical	practice	of	child	fostering	and	child	labour	contribute	to	the	false	

consciousness	of	human	trafficking	because	parents	do	not	view	child	labour	as	

‘bad’	based	on	their	own	childhood	experiences.	This	deeply	ingrained	belief	further	

contributes	to	the	growing	problem	of	child	trafficking	across	Nigeria.	Finally,	the	
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cultural	hegemony	of	overseas	migration	was	evident	in	how	informants	idealised	

the	West	even	though	the	majority	had	never	travelled	outside	of	Nigeria.		

Insight	1:	The	Cultural	Hegemony	of	State	Corruption	and	Oppression	

Nowhere	is	cultural	hegemony	more	evident	than	in	the	relationship	between	the	

state	(political	ruling	class	of	Nigeria)	and	the	people	(Nigerian	citizens).	Key	

informants	believed	that	the	culture	of	corruption	that	has	characterised	the	

political	ruling	class	of	postcolonial	Nigeria	to	date	was	to	blame	for	the	unequal	

distribution	of	the	country’s	wealth,	resulting	in	the	oppressive	conditions	

informants	experienced	on	a	daily	basis.		

Informants	felt	oppressed	by	the	state’s	inability	to	provide	basic	social	security,	

jobs,	and	investment	in	much	needed	infrastructure.	In	human	trafficking	literature,	

these	oppressive	economic	conditions	are	known	as	‘push	factors’	and	they	include	

poverty,	inequality	and	high	unemployment	(Asiwaju,	2008;	Geshinde	&	Elegbeleye,	

2011;	Dave-Odigie,	2008;	Ellis	&	Akpala,	2011;	Jegede	et	al.,	2011;	Akor,	2011).	

Informants	said	they	did	not	trust	the	state	to	change	their	oppressive	condition.	

Informants	believed	that	the	people’s	fight	to	escape	the	state’s	oppression	through	

illegal	means	such	as	human	trafficking	was	justified	given	the	state’s	

institutionalised	corruption,	and	that	this	had	set	a	precedent	for	the	people,	hence	

the	myriad	social	issues	affecting	the	country,	including	human	trafficking.	For	

example:	

My	dear,	when	you	try	to	survive	and	the	government	is	making	it	even	harder	
for	you,	I’m	telling	you,	most	people	in	this	part	of	the	world…	they	see	the	way	
government	officials	are	looting	their	treasure,	their	money,	the	tax	money	they	
pay	is	being	squandered	by	some	government	officials,	and	yet	you’re	telling	a	
common	man	not	to	do	that,	the	way	he	knows	how	to	do?	They	will.	That	is	
why	you	see	crime	and	trafficking	being	prevalent	in	this	part	of	our	own	
world.	(Informant	11)	

In	our	community…	we’ve	not	had	any	government	help,	no	government	
impact.	The	roads,	the	electricity,	we	buy	the	wire,	we	buy	the	pole,	we	do	
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everything	yet	the	government	will	come	and	demand	money	from	you.	You	
people	writing	this	need	to	help	us.	Let	the	whole	world	know	what	the	African	
people	are	suffering	from.	From	our	bad	politicians.	They	are	not	practising	
democracy	as	it	is	supposed	to	be	in	the	country.	And	that	is	the	main	factor	
behind	human	trafficking.	When	government	is	not	trying	to	better	the	life	of	
the	masses,	there	will	be	continuous	human	trafficking.	Because	nobody	wants	
to	die	in	poverty	(Informant	2).	
	

	
Much	has	been	written	about	Nigeria’s	corrupt	political	history.	Of	168	countries	

surveyed	by	Transparency	International	in	its	2015	Corruption	Perception	Index,	

Nigeria	ranks	32nd	from	the	bottom.	When	public	funds	(most	of	which	comes	from	

oil)	are	siphoned	off,	investment	in	health,	education	and	roads	suffers.	

Furthermore,	public	institutions	often	hire	the	family	and	friends	of	the	boss	rather	

than	the	best	candidates;	in	turn,	those	institutions	become	more	inefficient	and	

deliver	less	of	their	mandate	(The	Economist,	2016).		

 
 
While	the	issue	of	corruption	is	beyond	the	scope	of	this	study,	from	the	

researcher’s	reflective	auto-ethnography,	key	informant	views	were	representative	

of	the	socio-political	environment.	Corruption	has	been	cited	in	the	literature	as	

contributing	to	human	trafficking	in	Nigeria	(see	Ajayi,	2006;	Ojukwu	&	Shopeju,	

2010).	This	study	illustrates	through	auto-ethnography	and	key	informants	how	a	

culture	of	corruption	contributes	to	the	problem	of	human	trafficking.	Human	

trafficking	can	thrive	in	a	country	like	Nigeria	because	corruption	paradoxically	

both	cripples	and	fuels	the	economy.	While	the	people	disapprove	of	the	

pervasiveness	of	corruption	in	the	country,	it	appears,	in	my	experience,	that	

Nigerians	have	been	socialised	to	view	corruption	as	a	normal	part	of	life.	

Corruption	appears	to	transcend	class	and	socioeconomic	status.	The	belief	that	

money	can	buy	one’s	way	through	and	out	of	anything	is	well	and	truly	the	norm	

across	the	country.	Throughout	my	collection	of	data	in	Nigeria,	I	had	ample	

opportunity	to	experience	this	paradox	in	motion⎯very	little	could	be	

accomplished	in	Nigeria	without	greasing	the	right	palms.		For	example,	

immigration	officers	at	the	international	airport	in	Lagos	demanded	monetary	
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compensation	to	simply	stamp	my	passport.	Another	surreptitiously	pleaded	for	

‘feeding	money’	before	he	would	allow	my	hand	luggage	through.	I	also	experienced	

numerous	instances	where	illegal	road	toll	collectors	known	as	agbero	would	collect	

money	from	private	motorists	and	public	transport	drivers	along	designated	routes	

throughout	Lagos.	I	was	surprised	to	see	drivers	pay	this	illegal	‘toll’	without	

question.	A	local	explained	to	me	that	it	is	a	well-established	system	that	works	for	

both	parties.	Drivers	get	to	drive	through	without	issues,	having	paid	their	dues,	and	

the	agbero	continues	to	hustle	for	his	livelihood	along	the	busy	roads	of	Lagos	

where	he	has	staked	his	claims.	This	accepted	culture	of	corruption	enables	capable	

individuals	to	cut	corners	and	bypass	the	‘system’.	For	example,	human	traffickers	

can	obtain	fake	documentation	for	illegal	migration	by	bribing	the	right	people,	

thereby	facilitating	human	trafficking.	Those	who	have	the	resources	capitalise	on	

this	culture	of	corruption	for	their	own	benefit,	while	those	who	lack	the	means	

continue	to	be	oppressed	by	the	corrupt	system.	

Insight	2:	Experiences	of	systematic	class	oppression	

This	study	found	that	informants	felt	systematically	oppressed	by	the	class	system	

in	Nigeria.	Informants	believed	that	the	wealthy	class	both	stigmatised	and	

oppressed	people	beneath	their	class.	Some	informants	believed	that	this	

oppression	was	a	vicious	cycle	because	people	who	are	able	to	escape	the	poverty	

trap	then	themselves	become	oppressors	of	the	poor.	For	example:	

Those	that	have	money	in	Nigeria,	they	don’t	help.	But	you	will	know,	that	
they	have…	it’s	arrogance…	but	when	they	see	someone	that	is	suffering	
they	don’t	care	to	help.	Ok,	example,	when	we	moved	to	this	community,	the	
man	opposite	our	house	had	water,	they	had	light	but	we	didn’t	have	water,	
we	didn’t	have	light,	we	didn’t	have	anything.	And	the	community	said	until	
when	we	can	put	in	10,000	naira	before	they	can	give	us	light.	And	we	didn’t	
have	kobo	to	pay.	So	we	were	in	darkness	for	complete	four	years.	We	
carried	buckets	on	our	head…	to	people’s	houses	begging…	please	help	us	
with	a	bucket	of	water.	The	rich	don’t	help	us…	only	to	show	off	that	they	
have	money	despite	knowing	that	we	are	poor	(Informant	1,	Lagos).	
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When	you	are	born	in	an	oppressed	world,	where	the	rich	oppress	you	since	
the	day	you	were	born,	you	grow	up	knowing	that	there	are	only	two	kinds	
of	people,	the	rich	and	the	poor.	Unfortunately,	you	realise	that	you	are	poor,	
whatever	you	do,	in	school,	the	rich	will	oppress	you,	on	the	street,	the	rich	
will	oppress	you.	Looking	for	job,	they	will	only	take	the	rich	man’s	children.	
When	in	school	it’s	only	the	rich	man’s	children	that	pass	with	good	grades,	
whatever,	anything	you	do	in	the	country,	it’s	only	the	rich	that	has	the	
privileges,	while	you	as	a	poor	man	will	work	and	work	for	it.	They	
stigmatise	the	poor	in	this	part	of	the	world.	So	people	want	to	go	away	
from	it…	and	when	you	come	back	you	want	people	to	now	see	that	you	can	
afford	this	and	that.	Invariably,	you	are	now	oppressing	the	poor	(Informant	
11,	Lagos).	

Rich	people	will	surely	oppress	you	and	tell	you	they	are	oppressing	you	in	
Nigeria.	Yes,	there	is	nothing	you	can	do.	You	are	driving	a	third	hand	or	
fourth	hand	car	on	the	road,	maybe	accidentally	you	come	across	a	son	of	a	
billionaire	whose	father	embezzled	money	and	drives	the	latest	jeep	from	
America.	You	happen	to	have	a	small	accident	with	him,	instead	of	him	to	
feel	sorry	for	you,	even	for	seeing	you	in	such	a	car,	he	will	phone	the	police,	
‘carry	him,	go	and	lock	him	up,	when	I	finish	where	I	am	going,	I	will	come	
and	meet	you	but	don’t	release	him	and	the	car	until	I	come	back’.	Is	that	not	
oppression?	It’s	oppression	and	that	is	what	is	happening	in	this	country	
(Informant	2,	Lagos).	

For	some	informants,	these	experiences	of	socioeconomic	status	oppression	meant	

that	human	trafficking	provided	an	escape	from	oppression.	Although	informants	

believed,	in	theory,	that	human	trafficking	was	immoral,	they	viewed	it,	in	practice,	

as	beneficial	because	of	what	it	represented	to	them.		Human	trafficking	was	a	

source	of	employment	as	opposed	to	joblessness	and	the	stigma	of	poverty.	For	

example:	

As	I’m	standing	now,	my	child	got	his	first	degree	five	years	ago.	He	has	not	got	
a	job	in	this	country.	If	somebody	will	come	to	me	and	say	he	can	help	me	out,	
to	take	my	child	to	abroad,	I	don’t	even	mind.	I	will	give	him	100	per	cent	
support.	Because	I	know	on	getting	there,	life	is	going	to	change	for	him.	He’s	
going	to	make	use	of	his	brain.	He’s	going	to	make	use	of	the	opportunity	rather	
than	perishing	here	in	Nigeria.	When	you	see	your	age	mates,	you	came	out	
from	the	same	school	but	because	his	father	is	an	ex	politician	or	a	politician	or	
somebody	in	the	government,	in	no	time,	he	has	built	his	house,	he’s	living	in	a	
mansion,	driving	a	car,	what	do	you	think	you,	will	be	thinking	in	your	mind?	
One	will	be	thinking	of	committing	suicide	or	something.	So	anything	that	is	
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offered	to	you,	that	can	change	your	life,	you	will	quickly	jump	at	it.	You	jump	
at	it!	(Informant	2,	Lagos).	

In	Nigerian	societies,	class	has	traditionally	been	determined	by	socioeconomic	

status,	and	the	population	is	sharply	divided	along	two	distinct	socioeconomic	

statuses.	The	‘haves’	are	referred	to	by	Nigerians	as	ajebutter	or	boti.	This	wealthy	

class	of	people	are	concentrated	along	Victoria	Island,	the	visibly	affluent	part	of	

Lagos.	Then	there	are	the	‘have	nots’	who	are	referred	to	as	ajepako	and	constitute	

the	majority	of	the	population	of	mainland	Lagos.		

However,	this	study	also	found	an	emerging	middle	class	comprising	young	

unemployed	tertiary	educated	graduates	who	fit	neither	category	of	class.	This	new	

class	of	people	are	too	educated	to	be	content	with	a	low	socioeconomic	status	and	

yet	too	poor	to	belong	to	the	wealthy	class.	The	emerging	middle	class	story	is	

currently	unfolding	at	a	societal	level	in	Nigeria,	not	only	through	human	trafficking	

but	also	in	romance	scams	and	a	form	of	unofficial	prostitution	by	young	women	

referred	to	as	olosho.	I	encountered	people	who	were	trapped	in	this	new	middle	

class,	many	of	whom	were	tertiary	educated	and	all	unemployed.	They	spend	much	

of	their	waking	hours	at	hotel	bars	and	clubs,	their	eyes	bloodied	by	‘slow’⎯a	mind-

numbing	concoction	of	cheap	cough	syrup,	soft	drinks	and	alcohol	⎯	in	an	attempt	

to	numb	the	mental	anguish	of	involuntary	idleness.	“It’s	not	easy	being	sober	in	this	

country,”	they	would	tell	me.	I	would	nod	in	agreement	although	I	could	not	help	

seeing	the	false	consciousness	of	their	situation.	Apparently,	neither	could	they;	

they	affectionately	referred	to	one	another	as	brilliant	examples	of	‘educational	

wastages’	in	an	ever-growing	wasteland	of	jobless	graduates.	Their	favourite	topic	

for	discussion	was	politics;	their	voices	were	always	impassioned	and	bitter	with	

condemnation	of	state	leaders,	and	the	systematic	oppression	that	was	‘slowly’	

making	junkies	and	reluctant	criminals	of	bright	young	minds.	They	were	desperate	

for	change	yet	felt	powerless	because	being	born	in	the	wrong	class	meant	they	did	

not,	and	could	not,	have	access	to	the	same	opportunities	as	their	‘ajebutter’	

counterparts.	
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They	tell	me	that	many	of	them,	in	spite	of	their	best	intentions	and	education,	will	

eventually	resort	to	the	only	way	they	knew	how	to	survive	in	an	increasingly	

expensive	and	exclusive	economy,	which	provides	little	opportunity	or	legitimate	

means	for	individual	achievement.	Known	as	‘yahoo	boys’	(see	Tade,	2016),	these	

young	tech-savvy	men	spoke	of	romance	scams	where	they	con	unsuspecting	

women	abroad	into	sending	them	huge	sums	of	money	on	a	regular	basis	simply	by	

professing	their	undying	love	and	devotion.	Most	of	them	use	this	scam	money	to	

fund	business	ventures	that	sustain	them	and	their	families.	It’s	a	trade	by	barter,	

they	would	tell	me.	Conversely,	some	of	the	young,	educated	and	also	jobless	

Nigerian	women	I	encountered	both	in	Lagos	and	in	Benin	appear	to	have	come	to	

view	men	as	no	more	than	ATM	machines,	and	their	relationships	with	men	

appeared	to	be	predicated	on	a	mutually	beneficial	voluntary	exchange.	These	

women,	most	of	who	were	in	relationships,	patronise	bars	and	clubs	looking	for	

men	who	will	offer	them	money	in	exchange	for	sex.	These	women	did	not	consider	

themselves	prostitutes;	I	reasoned	then	that	they	represented	the	Marxist	concept	

of	commodity	fetishism	where	capitalism	has	forced	people	to	put	economic	

interests	before	genuine	relationships	(Marx,	1867).	Nowhere	was	this	more	

prevalent	than	at	night	in	Benin	City	(Edo	State),	when	the	city	literally	came	alive;		

hotel	bars	would	be	teeming	with	scantily	dressed	oloshos	in	search	of	their	meal	

ticket	from	men	eager	to	pay	their	asking	price.	These	women	are	especially	

vulnerable	to	human	trafficking	because	they	already	engage	in	unofficial	

prostitution	at	home	and	therefore	more	likely	to	be	willing	to	participate	in	human	

trafficking	abroad	for	financial	gain.	To	that	extent,	Benin	City	was	‘the	land	of	

vulnerables’,	my	local	guide	told	me	because	most	of	the	women	here	are	

considered	vulnerable	to	human	trafficking.	It	is	apparent	that	human	trafficking	

may	therefore	affect	a	new	segment	of	the	population	–the	emerging	middle	class	as	

well	as	continuing	to	affect	the	uneducated	lower	class.	With	their	basic	needs	

unmet	at	home,	human	trafficking	may	prove	an	irresistible	offer	for	this	new	class,	

further	fuelling	human	trafficking	in	Nigeria.	
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My	own	auto-ethnography	of	living	in	the	lower	socioeconomic	part	of	mainland	

Lagos	corroborates	the	informants’	experiences	of	oppression,	particularly	those	of	

the	emerging	middle	class.	For	example,	I	struggled	to	come	to	terms	with	the	

disproportionately	high	cost	of	living	in	Lagos.	By	my	third	week	in	Lagos,	I	had	

burned	through	what	I	had	thought	was	a	decent	research	budget.	I	did	not	live	an	

extravagant	lifestyle	by	any	standards.	I	shopped	at	the	local	supermarket,	and	it	

often	took	every	ounce	of	self-control	not	to	gasp	at	my	weekly	grocery	bill.	Soon,	I	

found	myself	regularly	removing	items	from	my	shopping	basket	once	the	total	bill	

had	been	calculated,	much	to	the	embarrassment	of	my	research	assistant.	He	could	

not	understand	why	a	‘big’	woman	like	me	(translation:	rich,	because	I’ve	come	from	

Australia)	would	be	so	price-conscious.	He	would	ask	me:	What	were	they,	the	locals	

to	do?	I	did	not	know	the	answer	to	that.	But	I	did	know	that	every	day	I	stayed	in	

Lagos,	I	felt	the	pressure.	I	felt	the	burden	of	socioeconomic	oppression,	the	burden	

of	poverty.	I	experienced	the	discomfort	of	blistering	humidity	and	nights	spent	in	

complete	darkness	but	for	the	flickering	lights	of	candles	because	there	was	no	

electricity,	and	the	generator	that	would	usually	provide	power	had	stopped	

working	as	a	result	of	my	overuse,	and	I	could	not	afford	the	asking	price	to	replace	

it.		

Having	gotten	down	to	my	last	couple	of	hundred	dollars	and	needing	to	conserve	

what	little	money	I	had	remaining,	I	experienced	the	pain	of	public	transport	in	

Lagos,	requiring	me	to	leave	home	three	hours	before	my	appointment	time	on	a	

good	day.	Most	of	these	‘buses’	(old	minivans)	would	not	be	considered	roadworthy	

in	the	West.	I	experienced	the	shock	of	whiplash	as	a	particularly	rickety	bus	rear-

ended	our	own	equally	rusty	one.	I	experienced	the	anguish	of	racing	across	

multiple	lanes	of	traffic	in	the	sweltering	Lagos	heat,	my	clothes	soaked	from	the	

brutal	humidity	and	my	makeup	running	down	my	face	all	before	9am.	I	

experienced	the	indignity	of	frantically	hopping	across	tall	traffic	islands	in	a	skirt,	

like	everybody	else	did,	so	that	I	would	not	miss	my	connecting	bus.	I	experienced	

the	horror	of	travelling	by	bus	from	Lagos	to	Abuja	(to	interview	informants	for	

another	study)	and	having	our	bus	break	down	as	soon	as	we	encountered	hilly	
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terrain	barely	halfway	through	the	journey.	We	were	forced	to	trek	up	the	long	hilly	

road	until	we	reached	level	ground	where	our	bus	was	finally	able	to	be	restarted.	

Our	bus	broke	down	two	more	times	after	that,	and	a	trip	that	should	have	taken	

roughly	ten	hours	turned	into	18	harrowing	hours	on	the	potholed	road	from	Lagos	

to	Abuja.	I	experienced	genuine	fear	for	my	life	as	I	spent	a	whole	day	writhing	in	

agony,	gripped	by	debilitating	stomach	spasms	from	having	consumed	what	I	later	

discovered	were	fake	antibiotics.	I	knew	that	fake	pharmaceuticals	were	ubiquitous	

in	Nigeria	but	never	imagined	I	would	be	on	the	receiving	end	of	them.	

In	short,	I	lived	like	the	locals	of	mainland	Lagos	did.	I	recall	moments	of	sobbing	

uncontrollably	into	the	palms	of	my	hands.	The	struggle	had	become	too	real.	I	could	

not	comprehend	the	fact	that	even	as	a	visitor	from	the	West,	I	could	not	afford	daily	

private	transportation	in	a	third	world	country	like	Nigeria,	and	yet	I	took	taxis	in	

Australia	without	a	second	thought.	The	people’s	struggle	had	become	my	struggle.	I	

recall	moments	where	I	simply	wanted	to	give	up,	pack	it	all	in	and	return	‘home’	to	

Australia.	I	recall	the	bittersweet	irony	of	the	realisation	that	Lagos,	which	used	to	

be	my	home,	was	home	no	longer.	However,	because	of	the	temporality	of	my	

experience,	I	could	wipe	away	my	tears	and	carry	on	with	my	data	collection,	

knowing	that	this	experience	would	soon	come	to	an	end.	But	these	people,	my	

people,	they	did	not	have	the	luxury	of	escape,	this	was	their	home,	this	was	their	

life.	I	finally	understood	what	they	meant	by	oppression.		

Worse	still	was	the	oppression	of	shame.	Each	time	I	would	go	to	Ikeja	(the	central	

business	district	and	more	upmarket	part	of	Lagos)	or	to	Victoria	Island,	I	was	

always	acutely	aware	of	the	class	divide	and	the	importance	of	appearances,	

particularly	when	it	came	to	one’s	mode	of	transport.	My	assistant	had	warned	me,	

‘You	don’t	know	Nigerians,	they	will	reduce	you	to	nothing	especially	if	they	know	

that	you	are	coming	from	abroad	you	can’t	afford	a	private	car	and	driver.’	It	did	not	

take	long	for	me	to	understand	what	he	meant.	I	witnessed	first	hand	the	difference	

in	treatment	when	I	arrived	in	a	private	car	and	when	I	arrived	by	public	transport.	I	

did	not	need	convincing	after	that.	However,	ever	conscious	of	my	depleting	funds,	
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we	would	still	travel	by	public	transport	but	only	until	we	approached	the	CBD,	then	

we	would	hire	a	car	from	the	CBD	to	our	appointments.	We	kept	up	this	charade	

until	the	end	of	my	data	collection.	I	would	often	muse	at	how	quickly	I	had	become	

accustomed	to	this	culture	of	‘saving	face’.	However,	appearing	to	be	well	off	even	

when	I	wasn’t	seemed	the	only	way	to	guarantee	that	I	would	be	taken	seriously	and	

treated	with	respect.	Coming	from	Australia,	this	form	of	class	oppression	was	a	

paradigm	shift	for	me.		

Insight	3:	False	consciousness	about	human	trafficking	and	child	labour	

Arguably,	as	a	direct	result	of	their	oppression,	informants	demonstrated	a	false	

consciousness	about	human	trafficking.	Informants	argued	that	in	the	absence	of	

equal	opportunities	within	the	country,	human	trafficking	was	an	‘opportunity’	to	

free	themselves	of	oppression	in	Nigeria.	While	informants	held	the	state	

responsible	for	their	oppression,	they	did	not	rely	on	the	state	to	change	their	

condition.	Instead,	informants	believed	that	only	they	could	change	their	condition	

by	migrating	out	of	Nigeria	for	better	prospects.		

Why	won’t	you	be	desperate?	You	need	to	live	in	Nigeria	for	a	year	and	I	will	
see	if	thoughts	or	your	actions	will	not	change.	I	will	see	if	your	reasoning	will	
not	change.	Everything	about	this	country	is	oppression.	You	cannot	survive	in	
this	country	without	money.	The	country	is	so	expensive	they	spend	like	a	
western	country	and	earn	like	a	third	world	country.	So…	how	do	you	want	to	
survive?	Why	in	this	same	country	we	have	one	man	that	can	afford	to	buy	five	
jets,	not	just	buying	the	jet	that	is	the	problem,	the	maintenance	of	the	five	jets,	
that	and	the	parking	fee	for	those	five	jets	per	hour.	Do	you	know	how	much	
that	will	cost?	And	yet	we	have	so	many	poor	people	around	that	same	person	
how	do	you	think	they	will	feel?	There	is	this	desperation	everywhere	in	this	
part	of	the	world	to	be	rich,	either	you	like	it	or	not.	Either	for	good	or	for	bad	
reason	people	have	to	get	away	from	the	poverty	life.	I	will	advise	anybody	to	
go	abroad…	when	the	opportunity	comes,	you	will	go.	(Informant	11,	Lagos).	

Enh,	things	are	very	costly	now.	Something	that	you’re	supposed	to	buy	for	5	
naira	you	buy	for	100	naira.	What	are	you	going	to	do?	Some	women,	old	
women	are	still	doing	ashawo	[prostitution]	in	this	Nigeria,	not	only	Italy.	If	
they	see	a	man	that	will	come	and	carry	them,	they	will	go.	Like	me	now,	as	I’m	
in	my	husband’s	house,	if	I	know	that	the	suffering	is	too	much,	I	will	still	see	a	
man	who	will	pay	for	someone	in	my	category,	they	will	carry	me,	I	will	still	
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come	home	and	sleep.	Whatever	he	gives,	I	will	use	it	to	sustain	my	life	and	my	
children	when	there	is	no	helping	hand.	(Informant	1,	Lagos).	
	

	

Thus,	some	informants’	experience	of	oppression	appears	to	make	them	supportive	

of	human	trafficking	as	a	means	to	a	better	life.	Some	informants	even	said	they	

would	support	their	family	members	to	consent	to	travel	overseas,	not	minding	the	

means	(such	as	human	trafficking)	as	long	as	their	relatives	got	out	of	Nigeria.	For	

example:	

	
If	somebody	said	well,	let	my	child	go,	he	will	come	and	help	me	to	live	above	
board,	it’s	okay	for	me.	Rather	than	allow	all	of	us	to	perish	here	in	poverty.	
That	is	just	it.	To	me	oh,	I	don’t	see	anything	bad	in	it.	Because	as	long	as	our	
government	fails	to	do	what	they’re	supposed	to	do,	if	the	government	is	ok,	
nobody	will	be	interested	in	going	anywhere.	If	job	is	there,	school	is	going	on	
well,	hospitals	are	running	very	well,	you	are	sick	you	can	go	to	any	nearest	
hospital	and	get	treatment,	what	do	you	want	to	go	and	do	outside…	we	are	
just	saying	human	trafficking.	If	there	is	no	necessity,	people	won’t	go	out.	They	
go	out	because	of	frustration.	They	don’t	mind.	‘Look	I’m	taking	you	overseas,	
oh	but	you	work	for	me	for	five	years,	after	five	years	you’re	on	your	own’.	So	if	
you	can	go	there	and	serve	somebody	five	years,	after	five	years	you	are	on	your	
own.	Won’t	you	go?	You	will	go.	(Informant	2,	Lagos)	

	
	
	
The	problem	with	this	support	of	human	trafficking	is	that	it	poses	a	risk	to	

individuals	who	are	vulnerable	to	human	trafficking.	As	consumer	socialisation	

theory	(Brennan	et	al.	2014)	posits,	socialisation	occurs	through	interaction	with	

socialisation	agents.	Informants	are	part	of	a	family	unit	and	could	therefore	

function	as	socialisation	agents	to	family	members	and	others	in	their	close	social	

network.	Informants’	support	of	human	trafficking	as	a	form	of	freedom	from	the	

oppression	in	Nigeria	is	likely	to	influence	vulnerable	individuals	within	the	

informants’	family	unit	or	social	network,	and	may	well	be	the	difference	between	

an	individual’s	becoming	voluntarily	involved	in	human	trafficking	and	not.	These	

informants	or	socialisation	agents’	supportive	attitudes	towards	human	trafficking	

can	therefore	negatively	influence	a	vulnerable	individual’s	formation	of	skills,	
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knowledge	and	attitudes	about	human	trafficking,	thereby	contributing	to	this	

problem.	

	

Similarly,	on	the	issue	of	child	labour,	some	informants	drew	on	their	own	

experiences	as	children,	and	the	tradition	of	child	fostering	to	explain	the	

prevalence	of	child	labour	in	the	country.	Informants	did	not	recognise	the	label	

‘child	trafficking’.	Child	labour	was	simply	the	norm	and	they	did	not	appear	to	

understand	the	connection	to	child	trafficking.	

	

In	those	days,	we	didn’t	call	it	child	trafficking.	In	those	days,	our	parents,	they	
go	about	begging	teachers,	when	you	know	this	is	a	teacher,	you	know	a	
teacher	is	noted	for	discipline,	you	will	go	and	beg	the	teacher.	They	beg	the	
teachers,	that	please,	help	me	take	my	child	away,	help	me	train	my	child.	It’s	a	
traditional	thing.	Because	you	want	your	child	to	be	trained.	Voluntarily,	you	
will	give	him/her	out	to	teachers	for	better	training.	Their	hope	is	that	if	they	
give	their	child	to	a	teacher,	who	is	the	custodian	of	discipline,	automatically	
their	child	will	be	disciplined.	No	matter	what	he	passes	through.	(Informant	2,	
Lagos)	
	

	

My	auto-ethnography	experience	confirms	Folami’s	(2008)	claim	that	this	practice	

of	child	labour	is	only	prevalent	among	the	poor	and	lower	socioeconomic	class	in	

Nigeria.	My	own	experiences	in	mainland	Lagos	confirm	this	assertion.	I	did	not	see	

children	at	work	in	the	more	affluent	areas	of	Lagos.	But	in	the	lower	socioeconomic	

parts	of	the	Lagos,	child	labour	was	rampant.	I	could	not	determine	if	these	children	

were	‘forced’	to	work	or	not,	but	they	were	a	common	sight	throughout	the	area.	I	

often	stopped	to	observe	these	young	children	at	work;	some	appeared	carefree,	

others	looked	miserable.	Children	carrying	heavy	buckets	of	water	to	and	from	the	

well	to	their	houses	was	a	daily	occurrence.	Every	day	on	my	way	home,	I	would	

walk	past	the	same	little	girl	minding	her	grandmother’s	shop	after	school.	Her	

grandmother	told	me	the	child	was	nine	years	old,	and	that	she	had	been	

responsible	for	the	little	girl	since	the	age	of	two	when	her	mother	travelled	abroad	

in	order	to	help	secure	their	future.	I	would	sometimes	buy	kerosene	from	the	little	

girl,	which	she	would	sulkily	sell	to	me.	It	was	obvious	the	little	girl	would	rather	be	
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playing	with	her	friends⎯she	would	often	look	longingly	across	the	street	at	the	

other	children	playing.	I	also	regularly	witnessed	two	young	boys	welding	

machinery	(vulcanising)	alongside	an	older	man	that	I	assumed	was	their	father.	

The	boys	were	always	poorly	dressed	for	the	kind	of	work	they	were	doing,	in	

tattered	shorts,	no	shirts,	footwear	or	protective	eye	wear.	Each	day	I	would	worry	

about	their	safety	at	work	and	each	time,	the	locals	would	remind	me	to	mind	my	

own	business	because	this	was	normal.	For	example:	

Children	work	here.	They	work	very	hard.	If	they	are	in	school,	after	school	
during	school	holidays,	they	go	straight	to	the	farm,	to	work.	Because	the	father	
will	tell	them,	if	you	do	not	come	to	the	farm,	you	will	not	receive	your	school	
fees.	So	the	children	will	go	the	farm	and	work.	At	the	end	of	the	holidays,	they	
will	return	home.	So	what	westerners	call	child	labour	it’s	a	normal	thing	here	
in	Nigeria.	Child	labour	is	everywhere.	In	this	country	of	Nigeria,	because	unless	
the	child	comes	from	a	rich	family,	if	their	parents	are	rich,	they	are	the	ones	
who	will	not	experience	child	labour.	But	for	the	rest	of	us…	our	own	children	
who	are	born	in	this	Lagos,	we	used	to	send	them	to	do	this,	do	that.	One	will	
fetch	water	from	the	well	in	the	morning,	another	will	do	something	else.	Then	
after	school,	whatever	is	left	on	the	ground	to	do,	we	all	do	it	together.	Just	so	
that	they	can	be	successful	in	future.	So	all	of	them,	everybody	in	this	Yoruba	
land	(Lagos),	this	is	what	we	do.	In	our	culture,	it	is	help	the	children	are	doing	
for	the	family,	it	is	so	that	these	same	children	can	benefit	and	do	well	in	future.		
(Informant	4,	Lagos)	

Thus,	this	study	found	that	child	labour	was	not	clearly	understood	by	informants	

because	of	traditional	practices	and	beliefs.	The	Nigerian	traditional	practice	of	child	

fostering,	whereby	poor	rural	families	are	motivated	to	send	their	children	to	family	

members	to	live	and	earn	an	education	(Folami	2008;	Allais,	2006;	De	Haas,	2006),	

thus	functioned	as	a	false	consciousness	for	parents	because	children	are	ultimately	

exploited	and	vulnerable	to	human	trafficking.	But	parents	do	not	appear	to	

understand	the	connection.	Informants	used	their	own	childhood	experiences	to	

support	their	case	for	child	labour.	For	example,	I	encountered	a	father	and	young	

son	digging	trenches	at	another	informant’s	house	and	I	stopped	to	question	the	

father	about	his	young	son	engaged	in	what	appeared	to	be	hard	labour	for	his	age.	
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The	boy	was	only	12	years	old.	The	father	told	me	that	because	he	could	no	longer	

afford	the	cost	of	educating	his	son,	he	withdrew	him	from	school.	Besides,	he	

reasoned,	handwork	(vocational	skills)	is	what	pays	in	Nigeria.	If	you	have	your	

‘handwork’,	he	told	me,	you	can	never	go	hungry.	In	his	mind,	he	was	doing	the	right	

thing	by	his	son	and	by	his	family.	To	him,	the	certainty	of	vocational	skills	gained	in	

child	labour	was	preferable	to	the	uncertainty	experienced	by	millions	of	

unemployed	university	graduates,	because	it	guaranteed	income	in	a	way	that	

education	currently	could	not.	The	father’s	views	on	child	labour	confirm	UNICEF	

Nigeria’s	(2007)	report	that	children	are	forced	to	drop	out	of	school	due	to	poverty	

or	because	of	parents’	demand	they	contribute	to	the	family	income.	However,	

missing	out	on	education	makes	it	impossible	to	break	the	cycle	of	poverty	and	

exploitation.	Moreover,	hazardous	work	in	fields,	quarries,	private	households	and	

on	the	streets	exposes	children	to	abuse	and	exploitation	and	poses	serious	threats	

to	their	health	and	development	(UNICEF	Nigeria,	2007).	

This	study	also	supports	Okafor	(2010)	in	his	assertion	that	of	one	of	primary	

difficulties	in	addressing	the	problem	of	child	labour	is	how	to	define	child	labour,	

given	that	different	countries	and	cultures	have	divergent	beliefs	about	what	forms	

of	work	constitute	child	labour	(Jones	et	al.,	2012).	This	study	found	that	some	

informants	struggled	to	distinguish	between	what	is	acceptable	traditional	practice	

and	what	is	exploitation.	Further,	because	of	the	false	consciousness	parents	hold	

about	child	labour,	i.e.	children	as	an	investment,	and	as	such,	some	return	in	either	

cash	or	kind	is	expected	of	them,	child	labour	is	encouraged,	and	consequently	

contributes	to	trafficking	in	children	(Busari	&	Gesinde,	2009).	

Informants	are	socialisation	agents	within	their	family	unit.	Informants’	ability	to	

socialise	their	children	about	traditional	practices	of	child	fostering	and	false	

consciousness	about	child	labour	means	that	children	and	vulnerable	others	within	

informants’	close	social	networks	are	at	an	increased	risk	of	child	trafficking	and	

exploitation	(Folami	2008;	Allais,	2006;	De	Haas,	2006).	
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Insight	4:	Cultural	hegemony	of	migration	and	idealisation	of	the	West	

This	study	found	that	informants	all	wanted	to	travel	out	of	Nigeria,	supporting	

recent	industry	research	(see	Cherti	et	al.,	2010)	which	found	that	Nigerians	have	a	

strong	desire	to	travel	out	of	the	country	to	better	their	quality	of	life.	Furthermore,	

this	study	found	that	informants	had	lost	trust	in	the	state,	and	instead	idealised	the	

West.	Informants	had	come	to	genuinely	believe	that	life	overseas	was	better	than	in	

Nigeria.	For	example:	

Because	immediately	you	get	away	from	Nigerian	shores	or	African	shores	to	
any	advanced	country,	automatically,	your	life	changes.	You	won’t	look	the	
same.	So	automatically,	one	will	expect	that	once	you’ve	been	there	you	are	far	
better	than	those	that	are	at	home	here.	And	not	only	that	even	a	messenger	
over	there	has	more	than	a	general	manager	in	Nigeria.	Overseas,	you	do	so	
many	things	with	ease.	In	Nigeria,	you	do	it	with	your	sweat.	Because	of	your	
struggling	you	die.	(Informant	2)	

I’ve	been	hearing	about	[life	abroad]	and	I’ve	seen	people	go	there,	coming	
back	fresh,	looking	good	and	all	that.	But	we	here,	it’s	just	as	if	we	are	suffering.	
They	are	looking	good	and	all	that.	They	are	making	money.	(Informant	5,	
Lagos)	

Overseas	is	better	than	here	because	the	currency	is	higher	than	this	place.	
When	you	travel	there,	you	make	a	lot	of	money,	you	have	hope	to	build	a	
house,	you	have	hope	to	take	care	of	your	family;	that	is	the	reason	why	they	
are	travelling	there.	Because	their	economy	there	is	better	than	our	own.	So	
that’s	why	you	see	people	find	a	way	to	travel	there	and	live	well.	(Informant	6)	

Furthermore,	this	study	found	that	informants	were	influenced	by	their	peer	

reference	groups,	particularly	those	who	have	migrated	overseas	and	returned	

home	wealthy	(Okojie,	2009).	For	example:	

People	in	our	community	have	family	members	or	friends	who	have	gone	
abroad	and	have	actually	experienced	human	trafficking,	and	fortunately	some	
of	them	have	actually	made	it.	They	come	back	and	project	an	image	of	
prosperity	that	when	you	go	to	Europe	you	will	definitely	make	it…	a	lot	of	
them	have	that	opinion.	They	believe,	once	I	leave	here,	once	I	get	to	Europe,	
I’m	going	to	make	it.	(Informant	10)	
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I	think	I	will	be	a	better	person	[by	migrating	abroad]…	because	a	lot	of	people	
[who]	travel,	we’ve	seen	a	lot	of	people	travelling	and	they	come	back	to	
Nigeria	and	they	have	better	futures.	(Informant	13)		

Additionally,	in	my	experience,	media,	globalisation	and	popular	culture	also	

contribute	to	sustaining	this	belief	among	some	Nigerians.	Throughout	my	data	

collection,	I	was	accorded	a	different	level	of	respect	simply	based	on	my	foreign	

accent	and	the	assumption	that	because	I	had	come	from	abroad,	I	must	therefore	

be	superior.	Though	I	spoke	the	language	fluently,	my	foreign	accent	always	gave	me	

away.	And	once	locals	gathered	that	I	was	a	resident	of	Australia,	they	saw	me	as	

some	of	kind	of	saviour.	The	pleas	for	financial	assistance	and	help	to	migrate	to	

Australia	were	endless.	People	seemed	desperate	for	emancipation	from	their	

oppression	and	some	believed	I	held	the	keys	to	their	freedom.		

Furthermore,	the	Nigerian	music	and	movie	(Nollywood)	industries,	and	Nigerian	

social	media	blogs	all	tend	to	glorify	affluence.	I	observed	that	the	popular	music	

during	my	data	collection	in	Nigeria,	while	uplifting	in	beat	was	lyrically	depressing.	

Song	lyrics	promoted	materialism,	excess	consumption,	and	the	pursuit	of	capital,	

confirming	studies	by	Enaikele	&	Olutayo	(2011)	Dave-Odigie	(2008)	and	Elechi	et	

al.	(2007).	I	felt	a	gnawing	restlessness	listening	to	some	of	these	songs;	as	much	as	I	

had	enjoyed	dancing	to	them,	they	were	also	a	painful	reminder	of	all	the	creature	

comforts	I	lacked	but	needed	and	wanted.	The	music	only	served	to	fuel	my	

discontent	with	my	life	in	Nigeria,	and	I	suddenly	found	myself	counting	down	the	

days	until	I	could	return	to	my	comfortable	Australian	life.	The	average	Nigerian	

does	not	have	that	option.		

Consequently,	informants’	belief	that	life	overseas	was	better	than	at	home	in	

Nigeria	is	concerning,	since	not	only	are	most	of	the	informants’	beliefs	based	on	

sociocultural	influences,	but	the	majority	of	informants	had	also	never	been	abroad.	
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This	idealisation	of	the	West	is	problematic	both	for	the	state	and	for	human	

trafficking	because	it	further	diminishes	informants’	trust	in	the	state	while	

promoting	the	prevailing	culture	of	overseas	migration	as	a	societal	aspiration.	Thus	

human	traffickers	continue	to	exploit	this	belief	about	overseas	migration	to	entice	

vulnerable	individuals	into	voluntary	human	trafficking.		

This	study	demonstrates	that	informants	who	continue	to	idealise	overseas	

migration	and	the	West	have	the	capacity,	as	socialisation	agents,	to	influence	those	

around	them,	thereby	propagating	the	cultural	hegemony	of	migration	and	

idealisation	of	the	West.	This	hegemony	of	overseas	migration	thereby	sustains	

human	trafficking	in	Nigeria.	Additionally,	human	traffickers	will	continue	to	exploit	

this	hegemony	unless	a	new	consciousness	about	the	state	and	overseas	migration	

can	be	attained.	
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5.6	Contributions	to	theory	and	practice	

This	study	demonstrates	how	Consumer	Socialisation	Theory	(Brennan	et	al.,	2014),	

False	Consciousness	(Marx	&	Engels,	1845-1846)	and	Cultural	Hegemony	(Gramsci,	

1971)	can	be	used	to	guide	a	midstream	formative	social	marketing	study.	Through	

the	lens	of	these	sociocultural	ecological	frameworks,	this	study	found	that	owing	to	

the	level	of	oppression	experienced	by	informants,	the	traditional	practice	of	child	

fostering	and	informants’	own	childhood	experiences	of	child	labour,	informants	

held	a	false	consciousness	about	human	trafficking	in	Nigeria.	This	false	

consciousness	has	led	some	informants	to	support	human	trafficking.	Consequently,	

informants	may	be	contributing	to	the	problem	of	human	trafficking	because	they	

are	socialisation	agents	and	are	able	to	negatively	influence	members	of	their	family	

unit	and	close	social	network.			

For	complex	social	problems	such	as	human	trafficking,	the	process	of	determining	

the	truth	or	falsity	of	particular	versions	of	reality	is	an	important	means	by	which	

to	challenge	and	undermine	oppressive	discourses	and	practices.	Challenging	and	

overhauling	oppressive	discourses	such	as	‘human	trafficking	as	freedom	from	state	

oppression’,	is	dependent	upon	a	commitment	to	the	view	that	these	discourses	are	

false	(Augoustinos,	1999).	The	Marxist	notion	of	false	consciousness	is	thus	a	

socially	emergent	product	of	the	reality	of	capitalism,	and	recognising	that	

contemporary	social	life	itself	is	mystifying	and	distorting	will	enable	social	

marketers	to	preserve	and	maintain	the	long	tradition	of	Marxist	social	and	

ideological	critique,	which	makes	social	change	and	societal	transformation	possible	

(Augoustinos,	1999).	

Additionally,	this	study’s	use	of	consumer	socialisation	theory,	false	consciousness	

and	cultural	hegemony	are	relatively	new	in	social	marketing,	therefore	this	study	

builds	upon	alternative	theory	use	in	social	marketing	literature	while	extending	the	

theories’	application	to	more	complex	social	issues	such	as	human	trafficking.	
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Furthermore,	this	study	utilised	key	informant	interviews	and	auto-ethnography	as	

methodologies.	Auto-ethnography	is	relatively	sparse	in	both	social	marketing	and	

human	trafficking	literature	and	therefore,	this	study	makes	methodological	

contributions	to	both	fields.	

The	alternative	insights	gained	from	this	study’s	approach	to	understanding	human	

trafficking	at	a	sociocultural	level	can	help	to	inform	social	marketing	programs	

targeting	these	socialisation	agents	using	the	concept	of	cultural	hegemony.	In	

designing	social	marketing	interventions	targeting	the	sociocultural	influences	

identified	in	this	study,	social	marketers	will	need	to	introduce	a	new	hegemony	

that	challenges	existing	beliefs	about	the	state,	about	overseas	migration,	and	about	

human	trafficking	and	child	labour.	Furthermore,	new	reference	groups	that	can	

promote	this	new	hegemony	need	to	be	identified,	while	also	ensuring	that	the	

hegemony	is	supported	by	a	tangible	exchange	that	provides	inclusive	access	to	

opportunities	and	resources	within	the	state.	A	new	cultural	hegemony	may	enable	

a	paradigm	shift	that	will	reverberate	across	every	sphere	of	sociocultural	influence	

in	Nigeria.	

5.7	Limitations	and	future	research	

A	limitation	of	this	study	is	that	informants	were	all	of	lower	socioeconomic	status	

with	varying	levels	of	education.	This	use	of	a	homogenous	sample	limited	the	

study’s	ability	to	obtain	a	diversity	of	perspective	about	the	state	and	human	

trafficking.	However,	the	researcher’s	broad	auto-ethnography	experience	

countered	this	limitation	in	part,	bridging	some	of	this	perspective	gap	between	the	

socioeconomic	classes.	A	second	limitation	of	this	study	is	the	exclusion	of	other	

sociocultural	influences	such	as	human	traffickers	(in	this	case,	‘madams’).	For	

obvious	safety	and	security	reasons,	this	study	did	not	attempt	to	include	the	

perspective	of	human	traffickers,	but	acknowledges	their	role	as	a	major	

sociocultural	influence	across	human	trafficking	endemic	states	in	Nigeria.	
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Another	limitation	of	this	study	is	that	Nigeria	experienced	a	change	of	government	

in	2015,	a	government	that	is	in	many	ways	different	to	all	previous	incarnations	in	

its	commitment	to	fighting	institutionalised	corruption.	Thus,	public	sentiment	

about	the	state	as	discussed	in	this	study	may	have	begun	to	shift.		However,	large	

scale	social	change	is	seldom	swift,	and	consequently,	the	insights	from	this	study	

may	have	continuing	relevance	for	both	human	trafficking	and	social	marketing	

literature.		

Future	research	should	seek	to	extend	the	qualitative	research	insights	gained	from	

the	current	study	beyond	informants	from	lower	socioeconomic	statuses	in	order	to	

capture	the	full	diversity	of	perspective	on	human	trafficking	and	state	oppression.	

Additional	opportunities	for	future	research	include	the	issue	of	child	labour	and	

child	trafficking.	Specifically,	research	can	build	on	this	study’s	initial	findings	to	

determine	the	extent	to	which	traditional	practices	of	child	fostering	and	false	

consciousness	about	child	labour	contribute	to	the	increased	prevalence	of	child	

trafficking	in	Nigeria.	

Furthermore,	quantitative	studies	are	recommended	to	determine	the	scope	of	each	

actionable	insight	identified	in	this	study.	Specifically,	researching	the	extent	to	

which	state	and	socioeconomic	oppression,	the	hegemony	of	overseas	migration,	

idealisation	of	the	West,	and	media	and	pop	culture	representations	of	materialism	

and	excess	consumption	culture	contribute	to	human	trafficking	in	Nigeria	is	

recommended.	Understanding	the	scope	of	the	identified	sociocultural	influences	in	

this	study	will	enable	social	marketers	and	policy	makers	to	identify	which	segment	

of	sociocultural	influences	to	prioritise	and	target	for	change.	
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6.1	Abstract	

Purpose	-	Human	trafficking	for	exploitative	work	is	a	global	problem	and	the	

dimensions	of	the	human	trafficking	experience	differ	by	country,	region	and	

individual.	This	study	details	the	lived	experience	of	women	who	were	trafficked	

within	and	outside	of	Nigeria	to	gain	insights	into	alternate	means	which	may	offer	

potential	to	combat	human	trafficking.	

Design/methodology/approach	-	Existential	phenomenology	was	used	to	gain	

insights	into	the	lived	experience	of	ten	trafficked	Nigerian	women	who	were	

currently	residing	in	a	government	shelter.		

Findings	-	The	reality	of	human	trafficking	is	far	more	complex	and	multi-faceted	

than	the	current	‘victim’	narrative	accounts	for.	Indications	are	that	in	Nigeria	few	

women	are	forced	into	human	trafficking	and	the	majority	is	voluntarily	entering	

into	a	partnership	agreement	with	human	traffickers.		

Practical	implications	-	Portraying	human	trafficking	through	the	lens	of	a	victim	

narrative	is	not	accurate	and	likely	to	be	harmful.	Most	trafficked	women	are	in	

search	of	opportunities	abroad	as	none	exist	for	them	at	home.	Human	trafficking	

empowers	and	provides	hope	to	these	women	while	the	government	shelter	felt	like	

a	place	of	shame	and	disempowerment.		

Research	limitations	-	Ten	informants	were	sourced	and	interviewed	through	one	

government	shelter	for	human	trafficking	survivors.	Time	constraints	and	reticent	

informants	are	likely	to	have	limited	the	developed	insights.		

Originality/value	-	This	existential	phenomenological	study	reveals	a	method	that	

may	be	used	to	gain	insights	to	inform	changes	to	our	current	intervention	attempts.	
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6.2	Background	

Human	trafficking	is	the	third	most	lucrative	illicit	business	in	the	world	after	arms	

and	drug	trafficking	(Trafficking	in	Persons	Report,	2008).	Current	estimates	by	the	

International	Labour	Organisation	(ILO)	indicate	that	almost	21	million	people	

worldwide	are	involved	in	forced	labour	including	debt	bondage,	human	trafficking	

and	other	forms	of	‘modern	slavery’.	Nineteen	millions	of	these	people	

are	reportedly	exploited	by	private	individuals	or	enterprises	and	over	two	

million	by	state	or	rebel	groups.	Of	those	exploited	by	individuals	or	enterprises,	ILO	

estimates	that	4.5	million	are	victims	of	forced	sexual	exploitation.	Taken	together,	

available	statistics	and	trends	suggest	that	human	trafficking	is	a	significant	

problem	globally	-	generating	significant	revenues	for	traffickers,	and	potentially	

negatively	affecting	the	lives	of	millions	of	people.		

Social	marketing	has	been	gaining	traction	as	an	approach	to	address	social	issues	

beyond	the	public	health	domain	including	racism	(Madill	&	Abele,	2007),	child	

abuse	(Stannard	&	Hall,	1995),	poverty	alleviation	(Kotler	&	Lee,	2009)	and	

corruption	(Kindra	&	Stapenhurst,	1998).	Human	trafficking	is	a	multifaceted	

problem	and	as	such	can	occur	along	a	spectrum	of	voluntary	to	involuntary	

behaviours	therefore	application	of	social	marketing	to	human	trafficking	is	

warranted.	However,	formative	research	preceding	social	marketing	program	

design	has	been	critiqued	for	its	lack	of	rigour	(see	Rundle-Thiele	et	al.,	2013)	and	

limited	application	of	research	methods.	While	formative	research	is	widely	used	in	

social	marketing	interventions,	an	overwhelming	majority	of	research	is	conducted	

using	traditional	surveys,	interviews	and	focus	groups	(Kubacki	et	al.,	2015).	

Further,	the	vast	majority	of	social	marketing	research	adopts	questionnaire	

research	methods	(e.g.	Wechsler	and	Nelson,	2008;	Park,	2004),	which	require	the	

researcher	to	take	an	objective	standpoint	that	is	often	theoretically	and	hence	

researcher	driven.	While	more	qualitative	studies	are	beginning	to	emerge	(Banister	

and	Piacentini,	2006;	Fry,	2011;	Szmigin	et	al.,	2008),	focus	group	interviews	remain	
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the	most	popular	method	(Banister	&	Piacentini,	2006;	Griffin	et	al.,	2009;	Kubacki	

and	Siemieniako,	2011;	Szmigin	et	al.,	2008),	which	limits	descriptions	of	target	

audience	experience.		

Further,	a	review	of	human	trafficking	literature	in	the	context	of	Nigeria	–	the	

setting	for	this	study	–	indicates	that	formative	research	is	rarely	used	to	gather	

insights	with	a	dominance	of	conceptual	studies	noted	(see	for	example	Agbu,	2003;	

Asiwaju,	2008;	Ebbe,	2008;	Elechi	et	al.,	2007;	Okojie,	2009;	Onyejekwe,	2005).	

Many	studies	rely	on	secondary	data	sources	and	industry	reports	produced	by	

government	and	non-government	agencies	(such	as	UNESCO	2006;	UNODC,	2003;	

IOM,	ILO,	Trafficking	in	Persons	Reports,	2008-2015)	to	explain	human	trafficking	

trends	and	experiences.	Where	formative	research	has	been	conducted	(Geshinde	&	

Elegbeleye,	2011;	Okonofua	et	al.,	2004;	Olufayo	&	Omotosho,	2009),	the	studies	

have	focused	on	identification	and	analyses	of	the	root	causes	of	human	trafficking,	

known	as	‘push	and	pull	factors’.	Push	factors	contribute	to	the	supply	of	trafficked	

persons	such	as	poverty,	unemployment,	and	social	inequalities.	Pull	factors	create	

demand	for	trafficked	persons	such	as	the	trade	being	low-risk	high	profit,	the	

demand	for	sex	and	low	skilled	labour,	and	the	desire	for	a	better	life	(Okojie,	2009;	

Asiwaju,	2008;	Geshinde	&	Elegbeleye,	2011;	Dave-Odigie,	2008;	Ellis	&	Akpala,	

2011;	Jegede	et	al.,	2011;	Onyejekwe,	2005;	Elabor-Idemudia,	2003;	Akor,	2011).		

	

Of	the	few	studies	that	have	conducted	formative	qualitative	research	into	

experiences	of	women	who	have	been	trafficked,	the	majority	have	been	theory	

driven.	Elabor-Idemudia	(2003)	adopted	a	feminist	ethnographical	framework	

interviewing	20	trafficked	Nigerian	women	who	were	deported	to	Nigeria	from	

Italy,	Belgium	and	the	Netherlands,	concluding	that	trafficked	women	were	victims	

of	economic	hardship.	Similarly,	a	study	by	Osezua	(2011)	analysed	women	from	

the	Nigerian	city	of	Benin	concluding	that	many	of	these	women	who	have	been	

involved	in	international	sex	trafficking	were	now	decision-makers	and	the	centre	of	

authority	as	a	result	of	the	money	they	remit	to	their	families,	however	the	study	did	

not	give	a	voice	to	the	trafficked	women.	Attoh	(2009)	used	the	in-depth	interview	
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method	to	examine	the	erosion	of	values	within	the	Nigerian	society	anchoring	the	

analysis	on	the	theory	of	Anomie	(Merton,	1968);	the	paper	concluded	that	

trafficking	in	women	is	exacerbated	by	global	inequality.	Plambech	(2014)	

examined	the	politics	of	‘rescue’	in	her	study	of	the	lives	of	Nigerian	sex	workers	

after	deportation	from	Europe,	and	examined	the	institutions	that	intervene	in	their	

migration	trajectories.	The	study	argues	that	once	trafficked	women	returned	to	

Nigeria,	particularly	those	parts	of	the	country	prone	to	insecurity	and	gender-

based	violence,	the	categories	of	‘victim’	and	‘criminal’	morph	into	one.	This	study	is	

significant	as	it	is	one	of	few	studies	that	have	examined	the	voice	of	human	

trafficking	returnees	to	generate	insights	that	may	inform	future	prevention	efforts.		

Other	studies	that	have	focused	on	women	and	girls	at	risk	of	being	trafficked	have	

sought	to	understand	the	influences	and	psychosocial	predictors	of	vulnerability	to	

human	trafficking,	as	well	as	determine	knowledge	and	awareness	levels	of	those	at	

risk	of	being	trafficked	(Okonofua	et	al.,	2004;	(Folami,	2008;	Omorodion,	2009,	

Attoh,	2009;	Abdulraheem	&	Oladipo,	2010;	Geshinde	&	Elegbeleye,	2011),	none	of	

which	deliver	insights	into	the	lived	experience	of	trafficked	women.	To	date,	

empirical	and	positivist	approaches	dominate	inquiry	into	human	trafficking,	a	

growing	social	phenomena	in	Nigeria.	In	response	to	calls	to	extend	formative	

research	study	methods	in	human	trafficking	(Goździak	&	Bump,	2008),	this	study	

presents	an	existential	phenomenological	enquiry	involving	ten	Nigerian	women	

who	have	been	‘rescued’	and/or	deported	to	Nigeria	or	have	voluntarily	

surrendered	following	their	voluntary	and	involuntary	involvement	in	human	

trafficking.	The	current	study	contributes	to	the	literature	in	two	ways.	First,	this	

study	provides	a	methodological	contribution	detailing	a	formative	research	method	

that	is	not	theory-driven	and	that	can	be	applied	in	formative	social	marketing	

research	to	understanding	the	phenomena.		Second,	given	that	only	a	few	human	

trafficking	studies	are	based	on	primary	data	collection	(Zhang,	2009;	Goździak	&	

Bump,	2008)	this	study	offers	a	target	audience	viewpoint	that	can	assist	to	gain	

alternative	insights,	which	can	be	used	to	reduce	human	trafficking	in	Nigeria.		
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6.3	Methodology	

This	study	employs	existential	phenomenology	(Merleau-Ponty,	1945;	Pollio,	1982;	

Sartre,	1943)	to	gain	insights	into	the	lived	experience	of	Nigerian	women	that	have	

experienced	human	trafficking	within	and	outside	the	country’s	borders.	Existential	

phenomenology	is	commonly	used	in	the	field	of	social	sciences	and	is	an	

increasingly	accepted	method	in	consumer	research	(see	Thompson	et	al.,	1990;	

Belk,	et	al.,	2003).	The	goal	in	existential	phenomenological	approaches	is	to	attain	a	

first-person	description	of	some	specified	domain	of	experience	and	the	participant	

largely	sets	the	course	of	the	dialogue	(Thompson	et	al.,	1989).	Therefore,	with	the	

exception	of	an	opening	question,	the	researcher	had	no	priori	questions	concerning	

the	trafficked	women’s	experience.	While	some	participants	were	reluctant	to	reveal	

specific	details	of	their	lived	experience	others	were	forthcoming	in	their	responses.	

During	the	course	of	the	interview,	the	researcher	avoided	asking	‘why’	questions	in	

order	not	to	shift	the	focus	of	the	dialogue	away	from	describing	the	experience	as	it	

was	lived	to	a	more	distant	and	abstract	discussion	(Thompson	et	al.,	1989).	Why	

questions	can	be	perceived	as	requests	for	rationalisation	and	can	engender	feelings	

of	prejudgement	and	defensive	responses	(Argyris,	1982).		

Following	full	University	ethical	approval	(MKT/13/13/HREC)	the	lead	researcher	

spent	one	day	with	ten	trafficked	Nigerian	women	who	were	temporarily	residing	in	

a	government	shelter	designed	to	provide	counselling,	rehabilitation	and	

reintegration	support	for	women	who	have	been	trafficked.	Informants	were	

reassured	of	their	privacy	and	given	the	option	to	end	the	interview	at	any	point	in	

time	as	per	the	informed	consent	advice	provided	prior	to	a	one-to-one	personal	

interview.	The	ten	trafficked	women	who	spent	time	with	the	lead	researcher	

ranged	in	age	from	18-29	years.	Informants	were	from	the	south-eastern	states	of	

Nigeria.	Additional	details	including	location	of	shelter	cannot	be	disclosed	to	

protect	the	identity	of	the	women	and	the	shelter.		

The	shelter	management	did	not	permit	the	lead	researcher	to	audio	record	

interviews	however	informant	responses	and	observable	body	language	were	
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manually	transcribed	verbatim	(Kvale,	1983)	other	than	correcting	for	grammar	

and	tenses.	In	addition	to	the	lead	researcher	interview	records,	a	trained	research	

assistant	also	took	duplicate	verbatim	notes.	Responses	in	Nigerian	Pidgin	English	

were	translated	into	Standard	English.	The	researcher’s	interview	transcripts	were	

checked	against	the	assistant’s	notes	for	accuracy	prior	to	the	commencement	of	

coding	of	emerging	themes	using	informants’	own	words.	The	goal	of	

phenomenological	investigation	is	to	describe	experiences	in	lived	rather	than	

conceptually	abstract	terms	(Kvale,	1983).		

	

A	transcript	was	produced	and	read	multiple	times	by	the	lead	researcher	and	

independently	by	all	three	co-authors	to	identify	the	initial	emerging	themes.	The	

interviews	were	coded	using	qualitative	data	management	software	Nvivo	(version	

10).	The	first	step	in	the	analysis	process	involved	searching	for	insights	

thematically	using	informants’	own	words.	The	second	level	of	the	analysis	process	

involved	reviewing	the	emerging	themes	by	identifying	similar	themes	and	

consolidating	these	into	existential	phenomenological	descriptions	of	‘being’	

categories	to	express	the	emotional	content	of	the	lived	experiences.	This	process	

produced	more	specific	themes	than	the	initial	themes	generated.	These	specific	

themes	were	then	written	up	as	the	findings	of	the	study	illustrated	with	selected	

quotes	from	each	informant’s	lived	experience,	each	offering	a	different	dimension	

of	experience	under	a	common	theme.		

	

6.4	Findings	
	
The	lead	researcher	spent	one	day	at	the	rescue	shelter	for	trafficked	women	in	a	

large	metropolitan	city	in	Nigeria.	The	shelter	is	designed	to	provide	counselling,	

rehabilitation	and	reintegration	support	for	Nigerian	women	and	children	who	have	

been	trafficked.	The	lead	researcher	received	a	guided	tour	of	shelter	facilities.	A	

two-story	apartment	complex,	the	shelter	looked	moderately	comfortable	from	the	

outset,	however	the	inside	was	both	lacking	in	cheer	and	in	basic	supplies.	From	the	

office	area	where	shelter	staff	worked	to	the	common	area	where	informants	
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gathered	for	group	activities,	spaces	were	gloomy	and	poorly	ventilated,	and	

furnishings	were	sparse	and	threadbare.	Bathroom	facilities	lacked	basic	amenities	

including	running	water	and	toilet	paper.	Shelter	management	introduced	the	

researcher	to	the	informants,	who	wore	a	depressing	blend	of	expressions	ranging	

from	hostility,	to	suspicion,	to	anger,	to	defiance,	to	pure	sorrow	and	defeat.	Behind	

their	complex	range	of	emotions,	these	women	shared	the	common	experience	of	

having	been	trafficked	within	and	outside	of	Nigeria.	It	was	a	confronting	experience	

for	the	researcher,	ending	with	a	sombre	reflection	on	the	important	role	of	this	

study	in	telling	the	divergent	stories	of	these	trafficked	women.	The	four	key	

findings/insights	from	the	researcher’s	day	at	the	shelter	are	discussed	below.	

Insight	1:	Sex	trafficking	viewed	as	a	path	to	financial	freedom		

Sex	trafficking	was	seen	as	a	positive	and	desired	solution	to	informants’	financial	

hardships.	One	informant,	when	describing	her	experience	regarding	having	prior	

knowledge	about	the	nature	of	work	involved	in	sex	trafficking	(prostitution),	

explicated	that	prostitution	had	been	an	acceptable	alternative	to	being	unemployed	

and	dependent	on	family	for	her	welfare:	

A	friend	of	mine	told	me	about	Dubai…	I	knew	what	I	was	going	to	do	and	I	
decided	to	go.	I	had	nothing	doing	back	home…	I	accepted	and	I	was	ok	with	
[prostitution]	because	it’s	better	than	staying	at	home	doing	nothing.	I	don’t	
work,	it’s	only	my	sister	that	works.	She	feeds	me,	clothes	me,	so	instead	of	
saying	thank	you	sis,	thank	you	sis,	I	need	to	help	myself.	[Informant	1,	female,	
aged	27]	

This	informant	was	honest	about	being	complicit	in	her	own	sex	trafficking.	For	her,	

being	trafficked	was	a	rational	decision,	a	choice	that	she	weighed	up	against	the	

alternative	of	doing	and	having	nothing	at	home.	She	appeared	confident	and	

comfortable	with	her	decision	to	be	trafficked,	and	had	even	kept	her	family	in	the	

dark	about	the	sex	work	she	would	do	in	Dubai.	She	said	she	had	lied	to	her	family	

that	she	was	going	to	be	working	at	a	supermarket	in	Dubai	and	that	they	didn’t	

actually	know	that	she	had	been	working	as	a	prostitute	there.	Even	more	
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surprising,	the	informant	did	not	tell	her	family	when	she	first	travelled	overseas	as	

she	felt	that	her	family	was	getting	by	fine	and	that	they	would	not	understand	her	

personal	decision	to	be	trafficked.	The	informant	said	she	only	called	home	after	

three	months	in	Dubai	so	they	would	not	be	worried	about	her.	

	

Another	informant	expressed	being	informed	of	the	exact	nature	of	her	job,	and	that	

she	was	also	required	to	sign	an	agreement	with	her	madam	(human	trafficker)	

before	she	could	be	trafficked	to	Dubai.	She	disclosed	that	her	traffickers	informed	

her	of	the	debt	she	would	incur	to	finance	her	illegal	migration	and	the	requirement	

for	her	to	repay	this	debt	through	her	working	as	a	prostitute	for	some	years	(debt	

bondage).	Armed	with	this	knowledge	and	expectations	of	both	the	nature	of	the	

work	and	her	financial	obligations	to	her	madam,	this	informant	said	she	voluntarily	

signed	an	agreement	with	her	madam	to	be	trafficked	abroad.	Further,	she	swore	an	

oath	to	fully	repay	her	madam	the	fixed	price	if	she	were	to	earn	her	freedom	from	

her	madam:	

	

My	ex-boyfriend	told	me	that	there’s	a	girl	that	is	looking	to	take	people	to	
Dubai.	So	he	asked	me	if	I	wanted	to	travel	and	I	said	yes.	He	gave	me	the	
number	of	the	girl	and	I	called	her.	The	girl	and	I	agreed	to	meet	somewhere	
and	it	was	there	the	girl	told	me	that	her	sister	who	is	based	in	Dubai	is	the	one	
that	will	take	me	to	Dubai	and	I	said	ok	no	problem.	She	asked	me	if	I	wanted	to	
go	and	I	said	yes	[Informant	4,	female,	aged	24]	
	

We	had	an	agreement	that	if	I	reached	Dubai	that	I	will	pay	her	money	before	I	
start	working	on	my	own.	She	charged	me	$15,000.	I	said	ok	no	problem	that	I	
will	pay	you.	I	started	paying	her	when	I	got	there.	[I	told	my	madam]	nothing	
will	make	me	run	away	because	I	don’t	want	the	oath	to	affect	me…I	didn’t	
really	believe	in	the	oath	but	there	are	many	people	that	die	on	it…	People	that	
will	make	the	agreement	and	they	will	come	to	Dubai	and	they	will	not	pay	the	
boss…I	told	my	madam	that	as	long	as	I	have	made	up	my	mind	to	make	an	
agreement	with	you,	I	will	come	to	Dubai	and	nothing	will	make	me	run…I	will	
you	give	you	your	money,	then	I	will	continue	with	my	own.	[Informant	4,	
female,	aged	24]	
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For	this	informant,	sex	trafficking	was	a	calculated	risk	worth	taking	in	view	of	her	

unfavourable	condition	at	home.	Her	voice	breaking	with	desperation,	the	informant	

explained	that	ever	since	her	mother	died,	she	had	assumed	responsibility	for	her	

younger	siblings,	as	her	father	was	not	a	present	figure	in	their	lives	and	never	had	

time	for	them.	Consenting	to	sex	trafficking	was	therefore	an	independent	decision	

she	took	of	her	own	volition,	taking	into	account	personal	circumstances	at	the	time	

and	judging	sex	trafficking	to	be	a	better	alternative.	The	informant	provided	a	

detailed	description	of	her	sex	trafficking	experience	beginning	with	her	meetings	

with	her	trafficker	(always	at	a	neutral	location),	outlining	the	process	of	securing	

fake	documentation,	swearing	an	oath	promising	to	repay	her	madam,	and	her	two	

years	in	Dubai	where	she	worked	diligently	as	a	prostitute	to	repay	her	madam.	This	

informant	narrated	her	experience	with	an	openness,	sincerity	and	self-assuredness	

that	indicated	that	her	decision	to	be	trafficked	was	a	thoroughly	considered	one	

permitting	her	to	take	control	of	her	life.		

	

Another	informant	saw	sex	trafficking	as	an	opportunity	and	specifically	as	a	means	

to	achieving	her	financial	goals:	

	

	It	was	the	only	opportunity	I	saw	to	make	money	so	I	can	open	my	business…	if	
I	had	made	money,	my	money,	I	would	have	been	happy	and	I	would	use	the	
money	to	support	my	business.	[Informant	3,	female,	aged	28]	
	
	

This	informant	was	angry	at	what	she	believed	was	the	unfairness	of	her	situation	

which	had	her	deported	back	to	Nigeria	after	just	six	months	in	Dubai.	She	had	been	

living	with	her	madam,	who	was	also	an	illegal	resident	in	Dubai,	and	had	been	

working	as	a	prostitute	to	pay	off	her	debt	bondage.	The	informant	explained	that	

she	had	worked	out	a	system	where	she	would	withhold	a	portion	of	her	income	

from	her	madam,	and	kept	some	money	for	herself	giving	herself	a	degree	of	

autonomy.	The	informants’	main	motivation	had	been	to	make	money,	which	she	

said	if	she	had	not	been	arrested	would	have	made	her	happy.	When	asked	by	the	

interviewer	if	she	would	like	to	see	her	madam	prosecuted,	the	informant	hissed	
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loudly.	Asked	if	her	hiss	meant	that	she	was	afraid	of	her	madam,	the	informant	

retorted	that	her	madam	does	not	know	where	she	lives,	indicating	that	she	was	not	

afraid	of	being	hunted	by	her	madam.		

	

Informant	1	also	felt	that	going	abroad	was	a	way	to	financial	freedom,	especially	

since	her	main	point	of	reference	–	her	madam	–	had	profited	from	human	

trafficking:	

	
I	wish	I’d	made	it	I	would	have	been	so	happy	because	[my	madam]	herself	has	
made	it.	She	has	built	a	house	you	know…	I	wanted	to	do	it	for	me	too…	I	believed	
that	I	will	make	it…	I	wanted	to	make	it	in	life.	I	was	looking	for	a	solution	to	help	
myself	so	that	I	am	not	sitting	at	home	doing	nothing…	that’s	why	I	got	into	the	
business	[Informant	1,	female,	aged	27]	
	

	

This	informant	was	at	once	angry,	bitter	and	teary	about	her	current	situation.	She	

had	genuinely	believed	sex	trafficking	was	a	way	to	take	control	of	her	life	and	

become	self-sufficient.	Because	her	madam	had	‘made	it’	(profited	from	sex	

trafficking)	she	too,	believed	she	would	profit	from	sex	trafficking.	She	lamented	not	

even	completing	her	debt	repayment	to	her	madam	before	she	was	arrested,	

thereby	robbing	her	of	the	opportunity	to	also	profit	from	sex	trafficking	like	her	

madam	had.	For	this	informant,	sex	trafficking	was	about	the	opportunity	to	‘make	it	

in	life’.	Sex	trafficking	in	Dubai	was	a	solution	that	allowed	her	to	take	charge	of	her	

life	after	being	denied	the	same	opportunity	within	Nigeria.		

	

Insight	2:	The	cost	of	exploitative	human	labour		

Informant	8,	who	had	been	trafficked	from	a	rural	area	to	a	bustling	metropolis	to	

work	as	a	maid	reported	being	both	physically	and	sexually	abused	by	her	trafficker	

providing	insights	into	the	physical	and	psychological	costs	of	trafficking	within	

Nigeria:	

	

He	[trafficker]	started	verbally	abusing	me	after	he	had	slept	with	me…	his	
brother	also	started	abusing	and	beating	me.	All	these	scratches	on	my	body…	
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[shows	researcher	bruises	and	cuts	on	her	body]…	I	followed	that	man	
because	he	promised	he	had	a	job…but	the	man	and	his	brother	started	abusing	
and	beating	me.	So	it	was	this	vexation	that	made	me	to	go	and	report	them	to	
civil	defence…	[Informant	8,	female,	aged	21]	
	

	

This	informant	was	confident	in	her	decision	to	involve	authorities	in	her	situation.	

She	had	felt	angry,	victimised	and	exploited	by	her	traffickers	and	sought	help	to	be	

rescued	as	soon	as	she	was	able	to.	Regardless	of	her	brief	trafficking	experience	

this	informant	reported	physical	and	psychological	consequences	from	being	

trafficked	within	the	country.	

	

An	understanding	of	the	emotional	costs	of	human	trafficking	emerged	from	the	

experience	of	Informant	2	who	felt	deceived	into	human	trafficking.	The	informant	

said	she	was	lied	to	about	the	nature	of	the	job	in	Dubai.	She	had	been	told	that	she	

would	be	working	as	a	maid	for	an	affluent	family	but	instead	was	forced	into	

prostitution	on	arrival	in	Dubai,	where	she	worked	for	four	months.	For	her,	being	

deceived	and	having	no	prior	knowledge	of	the	nature	of	her	work	meant	that	her	

experience	of	trafficking	turned	out	to	be	entirely	negative.	However,	despite	

receiving	support	at	the	shelter	for	trafficked	persons,	the	informant	wanted	

nothing	more	than	to	put	the	experience	behind	her	and	return	home:		

	

She	[madam]	said	I	will	be	working	as	a	maid	in	Dubai	with	a	rich	family…but	
when	I	got	to	Dubai	my	madam	seized	my	passport	and	forced	me	into	doing	
prostitution…	In	Dubai	she	made	me	promise	to	pay	back	$16,000…	I	was	
working	for	four	months	as	a	prostitute…	I	just	want	to	go	home…	I	don’t	
want	to	press	charges	against	anybody	I	just	want	to	go	home.	[Informant	2,	
female,	aged	24]	
	

This	informant	was	visibly	shaken	by	her	experience.	With	her	arms	folded	across	

her	chest,	she	appeared	reluctant	to	relive	her	experience	in	Dubai	and	did	not	give	

lengthy	descriptions	of	her	experience.	Instead,	she	described	her	experience	in	the	

stony	voice	of	somebody	who	has	had	to	recount	the	traumatic	experience	one	too	

many	times,	after	which	she	promptly	ended	the	interview.		
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In	contrast,	Informant	10	was	also	trafficked	within	Nigeria	and	while	she	was	

deceived	into	human	trafficking,	her	responses	suggested	that	she	was	not	proactive	

in	seeking	help.	Rather,	she	accepted	her	fate	and	continued	to	work	as	a	prostitute	

for	years	before	law	enforcement	intervened	indicating	that	had	she	not	been	

arrested,	she	would	have	continued	with	the	arrangement,	however	unsavoury:	

	
The	lady	told	me	that	her	sister	needs	somebody	in	her	shop	in	Lagos…	So	I	
said	I	would	go	to	Lagos…	When	we	reached	Lagos	the	lady	told	me	
another	story…	that	it’s	prostitution	work	I	will	be	doing…	she	took	me	to	
a	hotel	in	Ikotun…	I	stayed	there	working	as	a	prostitute	almost	three	
years	before	the	police	came	and	arrested	all	of	us	and	brought	me	here.	
[Informant	10,	female,	aged	24]	

	

	

Although	this	informant	gave	her	verbal	consent	for	the	interview,	she	was	

withdrawn	and	her	responses	were	brief	and	detached.	She	stated,	without	remorse,	

that	while	she	was	originally	only	interested	in	doing	legitimate	work	as	a	shop	

assistant	in	Lagos,	she	soon	adjusted	to	her	new	reality,	staying	three	years	in	a	

hotel	in	Lagos	working	as	a	prostitute	prior	to	detection	by	authorities.	She	did	not	

divulge	the	emotional	content	of	her	experience	yet	the	emotional	void	indicated	

significant	suffering.	It	was	difficult	to	gauge	the	true	emotional	cost	of	her	

experience	and	her	reticence	discouraged	further	questioning.	

	

Insight	3:	A	system	favouring	the	madams	(human	traffickers)?	

Some	informants	described	positive	experiences	with	their	madams	despite	the	

madam	seizing	their	passports,	being	deceived	into	prostitution,	and	debt	bondage.	

Some	informants	reported	feeling	they	were	treated	fairly	and	within	the	terms	of	

the	agreement	they	signed	with	their	madam.	These	informants	felt	cared	for,	

treated	nicely,	and	reported	being	offered	financial	assistance	by	their	madams	in	

times	of	need:	
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[My	madam]	didn’t	offend	me…	she	takes	care	of	my	family	anywhere,	anytime	
I	need	something	she	gives	my	family	money	so	I	don’t	want	to	put	her	in	
problem…	The	madam	was	good	to	me…	why	I	don’t	want	to	put	her	in	
trouble	is	because	she	didn’t	force	me	to	come	to	Dubai…	the	madam	never	one	
day	took	me	as	a	slave.	If	I	need	something,	if	my	family	needs	something	she	
would	help	me	send	money	home.	If	another	girl	wants	to	put	[madam]	in	
problem	that’s	her	business	but	for	me	I	can’t	because	she	didn’t	offend	me	
[Informant	4,	female,	aged	24]	
	
	

This	informant	was	vocal	about	not	wanting	to	bring	her	madam	to	justice	because	

she	did	not	identify	as	a	victim.	She	stated	that	going	to	Dubai	was	her	choice,	a	

choice	she	voluntarily	formalised	with	an	agreement	sealed	with	an	oath.	The	

informant	therefore	felt	empowered	by	her	madam	who	supported	her	and	her	

family	financially	whenever	she	required.		

	

Another	informant	said	her	madam	even	promised	to	assist	her	financially	after	she	

was	deported	back	to	Nigeria:	

	
[My	madam]	was	nice	to	me.	Even	she	promised	to	help	me	now…	she	said	
she’s	going	to	send	me	some	little	money	so	I	can	start	something,	like	I	told	her	
I	want	to	start	a	little	business	and	she	said	she	will	help	me	with	the	little	that	
she	has.	She’s	very	nice	[Informant	1,	female,	aged	27]	
	

	

This	informant	not	only	looked	to	her	madam	for	inspiration	she	also	felt	that	her	

madam	treated	her	well.	It	was	the	informant’s	first	time	travelling	out	of	the	

country	and	she	felt	empowered	by	her	madam	to	also	profit	from	sex	trafficking.	

She	revealed	that	despite	being	separated	from	her	madam,	her	madam	promised	to	

support	her	to	start	a	little	business	back	home	Nigeria,	a	gesture	that	prompted	the	

informant	to	describe	her	madam	as	‘very	nice’.	

	

Informant	3	had	just	finished	paying	her	madam	and	she	was	about	to	start	out	on	

her	own.	She	expressed	sadness	at	returning	home	empty-handed	as	a	result	of	
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being	deported	following	her	arrest	in	Dubai.	This	informant	felt	particularly	

resentful	and	angry	in	her	description	of	her	experience	of	being	deported:	

	

I	regret	going	there	and	coming	back	with	empty	hands…	one	week	when	I	was	
working	on	my	own,	the	police	caught	me…	the	police	asked	me	for	my	
emirates	ID…	but	since	I	don’t	have	[legal]	residence	they	had	to	take	me	to	the	
police	station.	From	the	police	station	they	took	me	to	immigration.	At	the	
immigration	I	was	detained	for	one	month	and	three	weeks.	I	was	happy	that	I	
travelled	out	but	I	came	back	with	deporting,	it’s	not	good	[Participant’s	eyes	
well	up	with	tears].	[Informant	3,	female,	aged	28]	
	
	

She	described	‘living	fine’	with	her	madam	in	Dubai	until	she	was	arrested.	

However,	the	informant	admitted	to	being	uncomfortable	about	working	as	a	

prostitute	in	Dubai	detailing	how	she	would	often	contemplate	her	lifestyle	choice	

and	would	feel	bad	about	her	job	as	a	prostitute.	She	said	she	would	often	pray	to	

meet	someone	who	would	help	her	repay	her	debt	to	her	madam	so	that	she	could	

go	out	on	her	own	and	do	other	work	besides	prostitution.	She	said	that	she	had	met	

a	man	from	Iran,	just	prior	to	her	arrest,	who	had	offered	to	help	her	get	into	a	

different	line	of	work	as	a	hairstylist.	She	reported	being	caught	by	police	while	off-

duty,	shattering	her	dreams	of	profiting	from	being	trafficked.		

	

Another	informant	had	just	finished	paying	her	debt	to	her	madam	and	she	reported	

she	was	at	the	beginning	of	her	independent	journey	towards	achieving	her	

personal	financial	goals	when	she	was	arrested:		

	

I	stayed	in	Dubai	for	two	years…	when	I	finished	paying	my	debt	[to	my	
madam]	I	wanted	to	start	on	my	own.	I	paid	her	money,	I’m	not	owing	her.	I	
went	to	a	club	and	it	was	outside	the	club	the	police	caught	me.	[Informant	4,	
female,	aged	24]	
	

	

This	informant	expressed	a	deep	sense	of	regret	and	bitterness	at	being	arrested	at	

the	point	of	freedom.	Her	passport	was	seized	by	her	madam	who	had	sold	the	
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passport	to	others	going	back	to	Nigeria.	When	the	police	caught	her	without	her	

passport	she	was	jailed	for	two	months	while	waiting	to	get	a	passport	from	the	

embassy	to	be	deported	back	to	Nigeria.	Although	the	informant	stated	for	the	

record	that	she	was	relieved	to	be	back	home	in	Nigeria,	her	bitterly	disappointed	

expression	suggested	otherwise.	She	expounded	upon	her	conflicted	feelings,	saying	

that	while	she	was	in	Dubai,	it	was	not	that	she	liked	being	a	prostitute,	but	the	

harsh	conditions	in	Nigeria	forced	her	into	prostitution.	She	added	that	although	her	

decision	to	work	as	a	prostitute	was	her	choice,	it	was	an	unpleasant	choice	made	

for	her	by	her	economic	conditions.	She	said	that	her	experience	as	a	prostitute	in	

Dubai	was	not	one	she	would	encourage	her	friends	or	family	to	go	through	and	that	

it	was	both	unfortunate	and	unfair	that	despite	all	of	the	hardships	she	experienced	

being	trafficked,	she	had	nothing	(i.e.	money)	to	show	for	at	the	end	of	her	

trafficking	journey.		

	

Insight	4:	Victims	of	the	state/	dissatisfied	shelter	customers	

Several	informants	were	unhappy	to	be	in	the	government	shelter:	

	

As	I	am	now	I’m	not	happy.	I	have	cried	endlessly.	Please	let	them	[the	shelter	
management]	pity	me.	I	have	a	child.	She’s	getting	to	three	years	now.	Nobody	
takes	care	of	her	just	me…	my	mother	can’t	take	care	of	my	child…	I	just	
wanted	to	get	a	little	bit	of	money	then	find	a	small	business	to	do	to	help	my	
child.	I’m	the	only	one	taking	care	of	my	child.		Please	help	me,	I	beg	you.	I	want	
to	leave	here	so	I	can	work	to	help	my	daughter.	[Informant	8,	female,	aged	21,	
from	Cross-River	State]	
	
	

This	informant	was	suspicious	and	distrusting	of	the	lead	researcher	as	she	initially	

thought	the	lead	researcher	was	a	shelter	employee	keeping	her	in	bondage	at	the	

shelter.	This	informant	did	not	want	to	be	at	the	shelter	as	she	felt	it	was	restricting	

her	from	working	to	support	her	daughter.	The	informant	felt	that	the	shelter	was	

not	sympathetic	to	her	plight	as	a	mother	with	responsibility	to	a	young	child.	Her	

eyes	brimming	with	tears	as	she	talked,	and	with	her	hands	clasped	tightly,	this	
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informant	pleaded	on	her	knees	for	help	to	be	released	from	the	shelter	so	she	could	

find	work	to	support	her	daughter.	

	

Another	informant	also	felt	bad	that	she	had	been	at	the	shelter	for	over	a	month	

since	her	travel	plans	were	thwarted	by	the	Nigerian	immigration	and	felt	upset	at	

being	restricted	by	the	shelter:		

	

I	feel	bad	because	I	didn’t	even	get	to	go	anywhere.		I’ve	been	here	a	month…	
here	is	where	I	spent	Christmas	and	New	Year…	my	younger	ones	are	there	on	
my	neck	but	I	have	nothing,	nothing.	Please	just	help	me	tell	them	to	let	me	go.	
Because	my	younger	ones…	I	need	to	take	care	of	them.	They	have	nobody.	
[Informant	5,	female,	aged	23]	
	

	

This	informant	felt	cheated	not	only	of	out	of	the	sex	trafficking	experience	because	

her	false	documents	were	intercepted,	but	also	having	to	spend	the	past	month	in	

the	shelter	unable	to	return	home.	An	orphan	with	sole	responsibilities	for	her	

younger	siblings,	this	informant	tearfully	pleaded	to	be	released	from	the	shelter	so	

that	she	could	return	home,	and	take	care	of	her	siblings.	It	was	clear	that	she	did	

not	understand	why	she	was	being	held	at	the	shelter.	

6.5	Discussion			
	
There	may	be	no	other	area	of	the	social	sciences	where	ideology	and	imagination	

has	contaminated	knowledge	more	pervasively	than	in	human	trafficking	literature	

(Weitzer,	2005;	Zhang,	2009).	Some	contend	the	human	trafficking	narrative	has	

been	shaped	by	a	‘rescue	industry’	(Agustín,	2007)	and	consequently	promotes	a	

victim	narrative.	There	are	claims	that	the	kidnapped	victim	stereotype	has	been	

adopted	to	create	a	sympathetic	and	public	perception	of	trafficked	persons	as	

‘victims’	(O’Connell	Davidson,	2006;	Doezema,	2000;	Pearson,	2002)	and	numerous	

programs	are	devoted	to	‘rescuing’	these	victims	from	what	is	often	referred	to	as	

‘modern-day	slavery’.			

	

As	the	unique	experiences	of	these	ten	Nigerian	informants	demonstrate,	the	reality	
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of	human	trafficking	is	far	more	complex	and	multifaceted.	The	current	study	

provides	further	support	indicating	some	Nigerian	women	are	aware	of	who	was	

trafficking	them	and	what	for	(Asiwaju,	2008;	Carling,	2006).	Informants	trafficked	

abroad	for	sex	were	aware	that	they	would	work	under	a	madam	(usually	a	former	

trafficked	woman	herself)	and	the	informants	were	prepared	to	accept	a	couple	of	

years	of	sex	work	in	order	to	be	free	of	their	debt	bondage	(Plambech,	2014)	in	the	

hopes	of	achieving	financial	independence.	The	informants’	goals	were	to	repay	

their	madams	as	soon	as	possible	so	they	could	begin	working	for	themselves.	

Insights	from	this	study	indicate	that	some	trafficked	women	were	aware	they	were	

being	trafficked	abroad	for	sex	work.	These	informants	reported	positive	

experiences	of	human	trafficking	and	they	did	not	associate	their	madams	(who	

were	complicit	in	the	seizing	of	their	passports)	with	their	arrests	and	deportation.	

Further,	insights	indicated	a	system	favouring	the	madams/human	traffickers	

providing	few	women	who	knowingly	enter	prostitution	in	the	hopes	of	gaining	

financial	independence	with	the	chance	to	truly	achieve	their	goals.	In	contrast,	

those	who	were	deceived	(understandably)	viewed	their	trafficked	experience	

negatively	and	wanted	to	move	on	from	their	experiences	and	return	home.		

	

Also	consistent	with	prior	studies	(Attoh,	2009;	Geshinde	&	Elegbeleye,	2011)	some	

women	felt	‘pushed’	into	human	trafficking	due	to	the	harsh	reality	of	their	lives	in	

Nigeria.	Unemployment	and	lack	of	opportunities	for	some	informants	meant	that	

sex	trafficking	was	viewed	as	a	means	of	escaping	financial	hardship	and	gaining	

control	of	their	lives.	This	study’s	findings	are	also	consistent	with	findings	in	the	

Elabor-Idemudia	(2003)	study	who	that	the	trafficked	women	had	undergone	

significant	character	changes	because	of	their	experiences.	Some	had	become	

withdrawn	and	felt	that	they	were	failures.	Their	families	were	also	unhappy	with	

them	because	instead	of	bringing	back	wealth	they	had	brought	shame,	further	

deepening	the	informants’	experience	of	losing	control	of	their	lives.	Trafficked	

women	are	often	afraid	to	return	to	their	country	or	community	of	origin	because	of	

a	fear	of	public	humiliation	and	victimization	because	in	Nigeria,	trafficked	women	

are	sexually	stereotyped	as	immoral,	insatiable,	perverse	and	carriers	of	HIV/AIDS	
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(Olaniyi,	2003).	Omorodion	(2009)	concurs	that	trafficked	women	were	stereotyped	

and	isolated	as	‘bad’	people	in	their	respective	communities	and	that	in	cases	where	

trafficked	women’s	stories	ended	tragically,	the	women	were	condemned	and	

preference	was	often	given	to	success	stories.	Informants	who	were	deported	before	

they	could	profit	from	sex	trafficking	perceived	state	intervention	as	costing	them	

their	financial	freedom.	In	this	sense,	informants	felt	that	they	had	been	denied	the	

opportunity	to	take	control	of	their	life,	not	at	the	hands	of	traffickers	but	by	the	

state.	Some	informants	shared	that	their	arrests	and	deportation	were	sudden	and	

involuntary;	particularly	for	those	informants	who	were	either	still	in	debt-bondage	

to	their	madam	or	had	just	finished	their	repayments,	and	were	about	to	start	their	

‘new’	lives	of	freedom	as	independent/free	agents.	Informants’	experiences	of	

taking	control	were	thus	doubly	limited	by	being	arrested	and	deported	by	state	

authorities,	and	also	by	being	at	the	rescue	shelter;	informants	felt	controlled	by	the	

state	and	were	now	dependent	upon	the	state	for	their	freedom.	Thus,	where	human	

traffickers	gave	informants	the	opportunity	to	be	economically	empowered	and	take	

control	of	their	lives,	informants	believed	both	the	state	authorities	and	economic	

hardship	in	Nigeria	took	this	control	away.			

	

6.6	Theoretical	and	practical	implications	
	
This	study’s	existential	phenomenological	account	of	trafficked	women	has	

important	implications	for	both	theory	and	practice.		

	

A	major	contribution	of	this	paper	based	on	the	insights	generated	is	that	we	can	

reject	the	victim	narrative	that	dominates	current	human	trafficking	research.	One	

of	the	key	social	marketing	benchmark	criteria	is	segmentation,	which	requires	

social	marketers	to	consider	relevant	segmentation	bases	for	the	formation	of	

homogenous	subgroups	(i.e.	demographic,	geographic,	psychographic	and	

behavioural).	Insights	from	this	study	reveal	a	continuum	of	both	victim	and	

economic	migrant	narratives	(push/pull	factors)	that	make	up	the	human	trafficking	

experience	in	Nigeria.	Therefore,	segmenting	persons	on	the	basis	of	their	human	
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trafficking	experience	may	enable	the	development	of	targeted	and	more	effective	

programs	for	Nigerians	at	risk	of	being	trafficked.	Insights	from	the	current	study	

indicate	that	programs	offering	alternate	financial	independence	options	would	be	

desirable	for	the	segment	of	at	risk	individuals	who	are	voluntarily	entering	

trafficking	with	the	aim	to	become	financially	independent	while	education	may	be	

more	appropriate	in	other	contexts	(assisting	some	women	from	being	captured	

involuntarily).	Quantitative	research	is	required	to	determine	the	size	and	scope	of	

these	various	segments	to	enable	policymakers	and	social	marketers	to	identify	and	

tailor	relevant	programs	for	each	of	these	priority	segments.		

	

For	those	informants	who	were	arrested	and	deported	at	the	point	of	freedom	from	

their	debt-bondage,	an	investigation	is	warranted	into	whether	the	human	

trafficking	industry	is	controlling	supply	of	‘free	agents’	to	retain	the	majority	of	

profits.	Currently,	insights	from	this	study	would	imply	that	by	controlling	supply,	

perceptions	that	women	who	are	volitionally	trafficked	can	profit	from	the	trade	are	

reinforced	while	in	reality	this	is	rarely	the	case.	The	insight	gained	from	this	study	

suggests	a	renewed	focus	on	identifying	and	prosecuting	the	madams	when	aiming	

to	reduce	human	trafficking	is	warranted.				

	

For	the	informants	who	perceived	their	rescue	and	shelter	experience	as	a	symbol	

of	oppression	and	pleaded	to	be	released,	a	thorough	review	of	the	shelter	facilities,	

programs	and	resources	is	recommended.	Specifically,	the	allocation	of	additional	

funding	and	resources	is	recommended	in	order	to	be	able	to	provide	basic	

amenities	and	improved	living	conditions	for	the	duration	of	the	trafficked	women’s	

stay.	Further,	training	options	are	needed	to	ensure	women	can	return	home	with	

established	financial	independence	to	ensure	their	effective	re-integration	into	their	

local	communities.		

		

Overall,	this	study	demonstrates	human	trafficking	is	complex	and	attempts	to	

reduce	human	trafficking	will	require	a	multidisciplinary	approach.	Some	trafficked	

women	are	not	victims	but	economic	agents/labour	migrants	in	search	of	
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opportunities	to	improve	their	quality	of	life	using	whatever	means	available	to	

them.	Physical	barriers	such	as	economic	hardships	and	inequality	make	

employment	opportunities	beyond	reach	for	many	in	Nigeria.	Those	who	are	able	to	

do	so,	seek	alternative	means	to	achieve	their	financial	goals	taking	their	cues	from	

the	corrupt	political	and	social	climate	of	the	country.	Human	trafficking,	thus,	

empowers	some	informants	to	take	control	of	their	lives	by	offering	short-term	pain	

(debt-bondage	and	prostitution)	in	exchange	for	long-term	gain	(becoming	a	

madam	themselves,	or	returning	home	wealthy	and	empowered	to	contribute	to	the	

economy	through	starting	a	business).	Personal	aspirations	combined	with	societal	

pressures	for	individual	achievement	make	human	trafficking	a	win-win	for	both	

human	traffickers	and	the	trafficked.	In	the	social	marketplace	where	human	

trafficking	thrives,	a	voluntary	exchange	occurs	where	the	human	trafficker	sells	the	

dream	of	a	better	life	and	the	would-be	trafficked	person	voluntarily	buys	into	this	

dream.		

	

In	light	of	this	perspective,	human	trafficking	discourse	needs	to	build	on	the	

established	push/pull	factors	by	also	segmenting	human	trafficking	along	a	

continuum	of	experiences	that	can	then	be	prioritised	and	targeted	for	change.	

Education	and	social	enterprise	initiatives	offer	opportunities	for	policy	makers	to	

‘compete’	with	human	traffickers	for	the	attention	of	Nigerians	at	risk	of	being	

trafficked,	as	well	as	offer	a	legitimate	means	of	empowering	women	at	risk	of	being	

trafficked.	By	offering	a	sustainable	and	attractive	exchange	that	legitimately	

competes	with	the	perceived	benefits	of	human	trafficking,	human	trafficking	may	

start	to	decline	and	eventually	be	alleviated.	

	
	

6.7	Limitations	and	future	research	
	
The	key	limitation	of	this	study	was	that	ten	informants	were	sourced	and	

interviewed	through	a	government	shelter	for	human	trafficking	survivors,	all	in	

one	day.	In	addition	to	time	constraints,	some	informants	were	reticent,	perhaps	for	
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fear	of	repercussions	from	authorities.	Furthermore,	some	informants	found	it	

difficult	to	talk	about	certain	aspects	of	their	experience	further	limiting	insights.	

Future	research	should	aim	for	a	larger	sample	of	trafficked	women	from	a	broader	

range	of	contexts.	Data	collection	in	a	neutral	environment	over	several	days	and	

perhaps	repeat	interviews	with	these	trafficked	women	may	allow	reflection	over	

initial	responses	and	assist	the	researcher	to	identify	areas	which	can	be	further	

explored	to	yield	greater	insights.		

	

Existential	phenomenology	provides	a	valuable	tool	for	social	marketers	to	

understand	a	phenomena	from	the	target	audience	viewpoint.	Further	insights	

generated	from	this	study’s	use	of	existential	phenomenology	enable	social	

marketers	to	identify	new	insights,	identify	the	existence	of	segments,	which	can	

then	quantified	and	tested.		Finally,	the	method	employed	in	the	current	study	

provides	an	alternate	tool	that	social	marketers	can	place	in	the	formative	research	

toolkit	to	generate	audience	insights.	We	recommend	that	existential	

phenomenological	approaches	represent	an	opportunity	for	future	research	and	

that	this	method	be	employed	in	a	broad	array	of	settings	to	gain	consumer	insights.			
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6.8	Conclusion	

Although	human	trafficking	is	a	global	problem,	this	existential	phenomenology	

reveals	that	there	are	various	dimensions	to	the	experience	of	being	trafficked.		As	

such	government	and	industry’s	use	of	the	dichotomous	victim/criminal	lens	to	

address	the	problem	is	problematic	as	it	relies	on	a	single	story	(victim	or	criminal	

narrative)	to	address	a	multi-faceted	problem.	By	showcasing	the	diversity	of	

human	trafficking	experiences,	this	study	provides	additional	and	alternative	

insights,	which	can	inform	future	social	marketing	programs	aimed	at	reducing	the	

problem.		

The	study	also	provides	a	methodological	contribution	by	detailing	an	alternate	

method	(existential	phenomenology)	that	can	be	applied	in	formative	social	

marketing	research	to	deliver	actionable	insights	that	can	inform	behaviour	change.	

Additionally,	the	target	audience	viewpoint	gained	in	the	current	study	delivered	

four	actionable	insights	that	can	be	applied	by	policy	makers	and	social	marketers	

to	reduce	human	trafficking	in	Nigeria.	From	these	insights,	we	can	reject	the	public	

perception	that	trafficked	women	are	all	victims	of	human	trafficking.	Although	it	is	

possible	for	trafficked	women	to	be	ignorant	of	their	work	conditions,	and	some	are	

indeed	exploited	by	human	traffickers,	this	study	reveals	that	some	informants	did	

not	feel	exploited,	and	some	informants	considered	human	trafficking	as	an	

experience	that	permitted	them	to	take	control	of	their	own	destiny.	In	situations	

where	informants	felt	exploited,	they	acted	to	free	themselves	of	exploitation	by	

seeking	help	from	state	authorities.	Paradoxically,	these	informants	felt	empowered	

by	human	trafficking	and	disempowered	when	they	were	involuntarily	‘rescued’	by	

the	state.	

	

The	study	builds	on	previous	studies	by	confirming	that	push	and	pull	factors	do	

indeed	drive	human	trafficking	in	Nigeria.	The	study	extends	the	literature	by	

integrating	the	social	marketing	benchmark	criteria	of	audience	insight	to	reveal	the	

diverse	experiences	of	women	who	have	been	trafficked,	including	the	benchmark	
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criteria	of	(voluntary)	exchange,	thereby	providing	insights	into	the	existence	of	two	

or	more	possible	audience	segments	that	need	to	be	considered.		
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7	Chapter	VII:	Discussion	and	Conclusion	
	

7.1	Introduction	
	
Chapters	4,	5	and	6	presented	the	findings	of	the	three	multi-stream	studies	that	

formed	the	core	of	this	PhD.	This	chapter	outlines	how	these	studies	address	the	

thesis’s	research	questions.	Section	7.1	reiterates	the	research	purpose	and	design,	

section	7.2	presents	a	discussion	of	the	results	that	address	the	research	questions,	

sections	7.3	and	7.4	outline	the	theoretical	and	practical	contributions	of	this	thesis,	

section	7.5	presents	the	research	limitations,	and	finally,	section	7.6	highlights	areas	

for	future	research.		

 

7.2	Research	Purpose	and	Design	
 
This	formative	research	study	was	designed	to	understand	human	trafficking	as	a	

social	issue	involving	both	voluntary	and	involuntary	behaviours	in	Nigeria	through	

a	novel	three-stream	social	marketing	formative	research	study	that	applied	a	range	

of	multiple	research	methods,	extending	beyond	the	self-report	methodologies	

which	frequent	social	marketing	formative	research.		

Designed	to	address	three	of	the	NSMC’s	eight	benchmark	criteria	which	are	

recommended	for	formative	research	in	social	marketing	(customer	orientation,	

Insight	and	theory),	this	research	was	customer-orientated	(people	focused),	

applied	theory	(false	consciousness,	cultural	hegemony	and	consumer	socialisation	

theory),	and	identified	actionable	insights	across	all	the	three	studies	which	may	

assist	in	extending	current	human	trafficking	prevention	programs	in	Nigeria.	The	

formative	research	design	employed	in	this	thesis	comprises	three	multi-method	

studies	to	gain	insights	across	all	three	social	marketing	streams⎯upstream	

(government	and	NGO),	midstream	(key	informants	and	sociocultural	influences)	

and	downstream	(trafficked	individuals).		
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Currently,	no	evidence	that	social	marketing	has	been	applied	to	human	trafficking	

has	been	identified;	therefore	study	one	sought	to	understand	how	the	problem	of	

human	trafficking	in	Nigeria	was	being	represented	by	examining	government-

sponsored	anti-trafficking	advertisements,	as	well	as	in-depth	interview	transcripts	

of	officials	from	the	National	Agency	for	the	Prohibition	of	Trafficking	in	Persons	

(NAPTIP)	and	local	NGO,	Idia	Renaissance.	The	advertisements	and	interviews	were	

analysed	through	Critical	Discourse	Analysis	(Fairclough,	1999).		

Study	two	sought	to	understand	how	sociocultural	influences	were	experienced	

across	two	human	trafficking	endemic	states	using	auto-ethnography	and	key	

informant	interviews	of	socialisation	agents	(Brennan	et	al.,	2014).		

Study	three	sought	to	understand	the	lived	experience	of	ten	Nigerian	women	who	

were	trafficked	both	within	and	outside	Nigeria,	using	existential	phenomenology	as	

a	method.	

 

7.3	Addressing	the	Research	Questions	
 
The	following	sections	outline	how	each	of	the	four	research	questions	has	been	

answered	by	this	PhD	thesis:	

7.3.1	Research	Question	1	
	
How	is	the	problem	of	human	trafficking	in	Nigeria	represented	across	government-
sponsored	anti-trafficking	advertisements?	
	
Study	one	conducted	a	critical	discourse	analysis	of	state	‘crafted	texts’	comprising	

state	sponsored	anti-human	trafficking	advertisements	across	print	and	television,	

as	well	as	transcripts	of	interviews	with	key	state	officials	(from	NAPTIP	and	Idia	

Renaissance).	The	study	sought	to	understand	how	the	state’s	production	and	

representation	of	human	trafficking	may	be	reproducing	existing	social	inequalities	

thereby	contributing	to	the	problem	of	human	trafficking	in	Nigeria	(Fairclough,	

1999).		
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Current	anti-human	human	trafficking	campaigns	are	working	to	create	mass	

awareness	of	human	trafficking	throughout	Nigeria	(NAPTIP,	2014;	US	Department	

of	State	TIP	Report,	2016),	however	as	the	first	study	in	this	formative	research	

program	revealed,	deeply-ingrained,	hegemonic	beliefs	of	the	state	about	voluntary	

human	trafficking	both	threaten	and	undermine	the	success	of	existing	prevention	

efforts.		

Specifically,	it	was	found	that	the	state’s	moralising	of	human	trafficking,	as	well	as	

their	belief	that	‘greed’	and	the	desire	to	‘get	rich	quick’,	are	the	main	motivations	

behind	voluntary	human	trafficking	in	Nigeria	(NAPTIP,	2014;	Idia	Renaissance,	

2014)	inadvertently	promotes	human	trafficking	as	a	possible	source	of	gaining	

wealth	in	addition	to	marginalising	other	forms	of	trafficking	within	the	country,	

oversimplifying	a	complex	social	problem	and	downplaying	other	socioeconomic	

influences	on	the	problem	of	human	trafficking.	The	state’s	hegemonic	beliefs	are	

also	reflected	across	anti-human	trafficking	advertisements	in	Nigeria.	The	state’s	

beliefs	are	also	reflected	in	Nigerian	human	trafficking	literature	(see	Okojie,	2009;	

Dave-Odigie,	2008;	Elechi	et	al.,	2007;	Osaghe,	1998),	suggesting	that	human	

trafficking	literature	is	influenced	by	state	bias	about	the	issue,	and	vice	versa.	This	

interplay	between	state	beliefs	and	human	trafficking	literature	is	summed	up	by	

Weitzer	(2005),	who	argues	that	in	no	other	area	of	the	social	sciences	has	ideology	

contaminated	knowledge	more	pervasively	than	in	human	trafficking	literature.	

Additionally,	the	state’s	emphasis	on	moralising	of	human	trafficking	over	

criminality	creates	the	social	identity	of	‘deviant’	for	voluntarily	trafficked	persons.	

This	negative	social	identity	effectively	reproduces	socioeconomic	and	sociocultural	

inequalities	because	it	typecasts	trafficked	persons	as	‘bad’	people	thereby	

discouraging	citizen	participation	called	for	across	some	of	the	anti-human	

trafficking	advertisements	where	the	public	is	urged	to	‘speak	up	and	be	her	

[trafficked	persons’]	voice’.	A	further	consequence	is	that	stigmatised	trafficked	

women	may	then	become	perpetrators	themselves,	thereby	perpetuating	the	

vicious	cycle	of	human	trafficking	in	and	out	of	Nigeria.	Although	the	state	uses	the	
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label	of	‘victim’	and	‘survivors’	to	describe	trafficked	persons,	the	underlying	

ideology	of	‘greed’	contradicts	these	descriptions	resulting	in	mixed	messages	

across	anti-human	trafficking	advertisements.	Thus,	the	state’s	use	of	the	‘victim’	

label	could	merely	serve	to	reflect	the	mounting	international	attention	that	is	

directed	toward	‘sex	trafficking	of	women’	as	a	dangerous	manifestation	of	global	

gender	inequalities	(Bernstein	2010;	Plambech,	2014).	

Furthermore,	the	state’s	moralising	approach	to	addressing	human	trafficking	

concentrates	attention	on	the	issue	of	sex	trafficking	and	international	trafficking	at	

the	expense	of	other	forms	of	human	trafficking	within	the	country	further	

marginalising	other	perspectives	such	as	the	much	bigger	problem	of	internal	and	

child	trafficking	(see	Okojie,	2009;	Folami,	2008).	While	there	are	laws	in	place	to	

prevent	and	protect	children	from	child	trafficking	and	forced	child	labour,	

representations	of	human	trafficking	across	anti-trafficking	advertisements	do	not	

give	adequate	attention	to	the	issue	of	child	trafficking	compared	to	the	

prioritisation	of	sex	trafficking	across	mass	media.	Consequently,	the	focus	on	sex	

trafficking	sidelines	labour	trafficking—in	agriculture,	manufacturing,	fishing,	

mining,	and	domestic	service	(Weitzer,	2014).	

The	insights	gained	from	this	study	suggest	that	there	is	a	need	to	both	support	

current	anti-human	trafficking	advertisements	with	social	marketing,	and	to	change	

the	state’s	hegemonic	discourses	about	human	trafficking.	Beginning	with	the	

representation	of	human	trafficking,	several	recommendations	can	be	made	as	a	

result	of	this	study’s	findings.	First,	a	broadening	and	deepening	of	the	state’s	

advertising	focus	is	needed,	which	gives	equal	weight	to	the	costs	of	human	

trafficking	across	its	range	(including	internal	trafficking,	child	trafficking,	child	

labour	and	other	forms	of	trafficking)	which	are	in	fact	more	prevalent	than	the	

current	focus	on	international	sex	trafficking	(Okojie,	2009).	By	over-representing	

one	particular	viewpoint	while	limiting	other	possible	viewpoints,	current	

advertisements	work	to	create	and	reproduce	a	dominant	discourse	of	human	

trafficking,	which	is	exclusive	and	detrimental	to	other	viewpoints	in	the	human	
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trafficking	discourse.	Future	anti-human	trafficking	advertisements	should	seek	to	

depict	the	actual	costs	of	losing	one’s	personal	freedom	as	a	result	of	human	

trafficking	rather	than	acknowledging	the	appeal	of	human	trafficking	as	these	

undermine	the	state’s	efforts.	Further,	advertisements	on	child	labour	and	child	

trafficking	need	to	emphasise	the	exploitative	costs	of	child	labour	and	the	

connection	between	child	labour	and	child	trafficking	as	this	link	is	currently	

underrepresented	across	state	anti-human	trafficking	advertisements.		

Second,	a	shift	in	the	state’s	focus	from	moralising	human	trafficking	to	addressing	

the	target	audience’s	very	real	socioeconomic	motivations	for	voluntary	

participation	in	human	trafficking	is	necessary.	To	this	extent,	inclusion	of	the	social	

marketing	benchmark	criteria	of	a	voluntary	exchange	(NSMC,	2006)	across	state	

advertising	campaigns	is	essential	to	win	the	people’s	consent	and	incentivise	their	

rejection	of	human	trafficking.	Further,	an	appropriate	behaviour	change	theory	

should	be	used	to	guide	the	promotion	of	such	an	exchange	as	well	as	to	guide	

future	discursive	practice	on	human	trafficking.		

In	sum,	the	insights	gained	from	this	study	suggest	the	need	to	support	current	anti-

human	trafficking	advertisements	with	social	marketing,	using,	in	particular,	the	

social	marketing	benchmark	criteria	of	theory	and	exchange.	Firstly,	the	social	

marketing	principle	of	exchange	would	serve	to	replace	the	benefits	that	people	

perceive	they	will	derive	from	human	trafficking,	which	currently	sustain	human	

trafficking.	Exchange	considers	the	benefits	and	costs	of	adopting	and	maintaining	a	

new	behaviour,	maximises	the	benefits	and	minimises	the	costs	to	create	an	

attractive	offer	(NSMC,	2006).	The	exchange	considers	what	the	target	audience	

values	(for	example,	employment	and	education),	and	offers	appropriate	incentives	

and	rewards	based	on	formative	research	insights	gathered.	The	state	would	then	

replace	these	perceived	benefits	of	the	problem	behaviour	(i.e.	the	opportunity	to	

leave	Nigeria	in	order	to	improve	socioeconomic	condition)	with	a	competitive	

exchange	(NSMC,	2006),	such	as	sponsorship	of	tertiary	education	and	workforce	

development	programs	overseas.	Secondly,	an	appropriate	critical	theory	such	as	
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cultural	hegemony	(Gramsci,	1971)	can	be	used	to	guide	discursive	practice	on	

human	trafficking	and	create	an	inclusive	hegemony	about	human	trafficking	that	

neither	reproduces	nor	reinforces	existing	social	inequalities.	Rather,	through	a	

consistent	winning	and	shaping	of	a	new	discourse	about	human	trafficking	that	is	

not	promoted	directly	by	the	state	but	through	partnership	with	more	reliable	

sources	of	authority	and	other	hegemonic	vehicles	such	as	pop	culture	influencers	

and	other	important	sociocultural	influences	such	as	music	and	social	media	

(NAPTIP	does	not	actively	utilise	social	media	in	its	anti-human	trafficking	efforts),	

the	state	may	be	able	to	achieve	consensual	control	on	the	problem	of	human	

trafficking.	

	

7.3.2	Research	Question	2	
	
How	are	sociocultural	influences	experienced	across	human	trafficking	endemic	states	
in	Nigeria?	
	
External	influences	from	the	family	unit	to	broader	sociocultural	factors	play	a	role	

in	the	lives	of	the	sample	population	across	two	human	trafficking	endemic	states	in	

Nigeria.		This	study	found	that	some	key	informants	supported	human	trafficking	

because	of	the	perceived	benefit	that	it	provides⎯the	opportunity	to	escape	the	

systematic	oppression	in	Nigeria.	Although	it	is	evident	that	human	trafficking	is	

exploitative	yet	the	false	consciousness	(for	example,	of	the	perceived	benefits)	held	

by	informants	about	human	trafficking	implies	that	key	informants	could	

themselves	become	enablers	of	human	trafficking	through	negatively	influencing	

members	of	their	family	or	social	unit.	Given	that	family	members	can	function	as	

socialisation	agents	(Brennan	et	al.,	2014),	and	that	consumer	socialisation	is	a	

lifelong	process	as	consumers	continue	to	learn	from	others	throughout	their	

lifetime	(Ekstrom,	2006),	these	key	informant	insights	about	human	trafficking	

could	be	contributing	to	the	problem	of	human	trafficking	in	Nigeria.	Awareness	of	

family	socialisation	dynamics	is	an	important	aspect	of	the	problem	that	social	

marketers	must	take	into	account	for	[human	trafficking]	prevention	programs	to	

be	directed	at	the	most	relevant	family	members	(Brennan	et	al.,	2014).	
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Furthermore,	while	this	study	supports	previous	studies’	findings	that	voluntary	

participation	in	human	trafficking	is	motivated	by	economic	hardships,	including	

poverty	and	unemployment	(see	Okonofua	et	al.,	2004;	Elabor-Idemudia,	2003;	Ellis	

and	Akpala,	2011;	Omoroguiwa,	2012),	more	importantly,	this	study	also	found	that	

key	informants	have	become	hopeless	about	their	own	ability	to	change	their	

socioeconomic	and	sociocultural	condition	within	Nigeria.	This	hopelessness	is	

reflected	in	informants’	distrust	of	the	state	to	provide	for	them,	coupled	with	their	

experiences	of	systematic	class	oppression.	Furthermore,	external	social	influences	

in	the	form	of	reference	groups	and	a	hegemonic	popular	culture	that	glorifies	

overseas-made	wealth	appears	to	contribute	to	an	idealised	view	of	migration	and	a	

desperation	to	escape	the	oppression	of	the	state	for	greener	pastures	abroad.	The	

explicit	endorsing	of	human	trafficking,	by	some	key	informants,	as	a	form	of	

freedom	from	oppression	further	supports	this	study’s	theory	of	false	consciousness	

as	driving	human	trafficking	in	Nigeria.		

Additionally,	this	study	also	supports	the	theory	that	child	labour	thrives	in	Nigeria	

due	to	a	false	consciousness	sustained	by	the	traditional	practice	of	child	fostering	

and	the	norm	of	child	labour	within	Nigerian	societies.	The	normalisation	of	child	

labour	and	auto-ethnographic	evidence	of	the	prevalence	of	child	labour	throughout	

mainland	Lagos	State	supports	previous	literature	that	the	traditional	practice	of	

child	fostering	and	child	labour	continue	to	be	central	to	the	phenomenon	of	

internal	trafficking	(Allais,	2006;	De	Hass,	2006).	While	some	key	informants	

acknowledged	that	child	fostering	and	child	labour	were	no	longer	the	safe	practices	

they	have	historically	been,	they	did	not	seem	to	compute	this	knowledge	to	the	risk	

of	child	trafficking.	Elder	members	of	the	community	who	were	themselves	a	

product	of	the	traditional	practices	of	child	fostering	and	child	labour	recounted	

their	own	experiences	of	these	practices,	and	viewed	both	as	a	normal	part	of	life.	

Furthermore,	auto-ethnography	confirmed	countless	cases	of	children	engaged	in	

hard	labour	and	unsafe	work	practices	across	mainland	Lagos;	many	were	hawking	

food	on	busy	roads,	minding	shops,	and	operating	hazardous	machinery	with	no	
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protective	gear.	De	Hass	(2006)	agrees	that	the	traditional	practice	of	child	

fostering,	which	often	results	in	children	being	overworked	and	being	sent	to	beg	

and	scavenge	(Ellis	&	Akpala,	2011),	can	often	be	a	precursor	to	human	trafficking	

because	these	children	are	more	vulnerable	to	recruitment	by	trans-border	

traffickers.		

	

In	sum,	this	study	confirms	that	human	trafficking	in	Nigeria	is	multi-dimensional	

and	complex.	Multiple	factors	are	at	play	in	the	Nigerian	society,	from	

socioeconomic	status	oppression	resulting	in	a	false	consciousness	about	human	

trafficking	to	hegemonic	beliefs	about	overseas	migration,	these	factors	work	

together	to	fan	the	flames	of	desperation	and	drive	human	trafficking	in	Nigeria.	

Auto-ethnography	also	confirms	a	significant	disparity	between	the	extravagant	

lifestyles	of	Nigeria’s	elite	and	the	masses’	deplorable	standard	of	living	exacerbated	

by	poor	and	failing	infrastructure,	widespread	unemployment,	a	disproportionately	

high	cost	of	living	to	income	ratio,	and	hegemonic	idealisation	of	migration	and	

capitalism.	

	

Additionally,	key	informants’	(midstream)	influence	and	power	to	socialise	

(positively	or	negatively)	those	within	their	family	unit	as	well	as	the	role	of	

sociocultural	influences	(in	particular,	popular	culture)	cannot	be	overstated.	In	

designing	interventions	targeting	these	midstream/sociocultural	influences,	social	

marketers	need	to	provide	access	to	new	narratives	and	new	reference	groups	that	

can	revive	hope	and	trust	in	the	state	as	well	as	demonstrate	that	a	better	life	is	

attainable	for	the	average	person	within	Nigeria.	However,	these	new	narratives	

need	to	be	supported	by	inclusive	opportunities	and	programs,	which	may	then	

enable	a	paradigm	shift	in	the	culture	that	will	reverberate	across	its	spheres	of	

influence.	

	
Specifically,	a	significant	shift	in	the	construction	of	human	trafficking	discourse	in	

Nigeria	needs	to	occur	if	there	is	to	be	significant	progress	on	eradication	of	human	

trafficking.	The	state	will	need	to	commit	to	long-term	investments	in	sustainable	
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programs	that	can	address	the	needs	of	the	people	at	a	fundamental	level.	Previous	

literature	suggests	pilot	initiatives	and	economic	empowerment	programs	have	not	

had	any	significant	impact	or	longevity	because	of	lack	of	adequate	funding	and	

capacity.	According	to	the	US	Department	of	State’s	TIP	Report	(2016),	NAPTIP	

received	2.5	billion	naira	($US13	million)	in	funding	toward	prevention	of	human	

trafficking,	which	suggests	the	state	is	able	to	work	on	reducing	human	trafficking	in	

the	country.	Social	marketers	have	the	opportunity	to	influence	this	budget	

allocation	and	prioritisation	towards	sustainable	social	marketing	programs	using	

the	insights	gained	from	this	formative	research	study.		

	

Furthermore,	state-sponsored	anti-human	trafficking	advertisements	can	work	in	

tandem	to	bridge	the	divide	and	distrust	between	the	people	and	the	state	with	the	

aim	of	restoring	trust	in	the	state’s	leaders,	hope	in	the	state	itself,	and	in	the	

people’s	own	agency	within	the	country.	The	people	need	to	be	inspired	to	believe	

that	opportunities	for	socioeconomic	advancement	can	exist	for	them	within	

Nigeria,	that	the	freedom	from	socioeconomic/state	oppression	that	human	

trafficking	is	perceived	to	offer	is	actually	a	false	consciousness	that	compounds	

their	oppression.		In	short,	the	people	need	to	be	sold	hope	and	trust.	Hope	for	

themselves	and	trust	in	their	country.	Efforts	to	rebuild	hope	and	trust	will	need	to	

be	supported	by	an	attractive	exchange,	which	is	discussed	in	this	study’s	

contributions	to	social	marketing	programs.	

	

Furthermore,	the	insights	from	this	study	suggest	that	the	state	needs	to	overthrow	

the	hegemony	of	overseas	migration	by	minimising	the	appeal	of	life	overseas	and	

maximising	the	appeal	of	home.	The	state	will	need	to	discredit	harmful	stereotypes	

about	overseas-gained	wealth	such	as	that	of	the	successful	‘madam’,	and	instead	

promote	the	advantages	of	striving	for	a	better	life	within	the	country	using	current	

pop	culture	celebrities’	rags	to	riches	stories.	A	concerted	effort	to	construct	a	new	

hegemony	may	help	to	change	people’s	perceptions	such	that,	over	time,	human	

trafficking	itself,	and	not	the	state,	is	seen	to	be	the	oppressor.		
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To	achieve	this	new	hegemony,	Gramsci	(1971)	describes	two	forms	of	social	

control:	coercive	control,	which	is	manifested	through	direct	force	or	its	threat	

(needed	by	a	state	when	its	degree	of	hegemonic	leadership	is	low	or	fractured);	

and	consensual	control,	which	arises	when	individuals	voluntarily	assimilate	the	

worldview	of	the	dominant	group	leading	to	hegemonic	leadership.	Gramsci	

suggests	fixing	the	two	major	superstructural	'levels':	the	'civil	society',	i.e.	the	

ensemble	of	organisms	commonly	called	'private';	and	that	of	'political	society'	or	

'the	state'.	These	two	levels	correspond,	on	the	one	hand,	to	the	functions	of	

'hegemony'	which	the	dominant	group	exercises	throughout	society,	and	on	the	

other	hand,	to	that	of	'direct	domination'	or	command	exercised	through	the	state	

and	'juridical'	government	(Gramsci,	1971,	p.	12).	

It	is	clear	that	human	trafficking	is	not	in	Nigeria’s	best	interests.	The	phenomenon	

has	been	described	as	a	stain	(Aligwo,	1999)	on	the	country’s	image	that	‘shames	us	

all’	(NAPTIP	2012).	Thus,	it	is	in	the	interests	of	NAPTIP	to	remove	the	false	

consciousness	about	human	trafficking	and	construct	a	new	consciousness	that	

would	come	to	be	accepted	as	the	norm.	Currently,	the	state	employs	a	coercive	

control	through	existing	laws	and	regulations	against	human	trafficking.	NAPTIP	

also	conducts	what	it	terms	‘public	enlightenment’	campaigns	aimed	at	creating	

awareness	about	the	exploitative	nature	of	human	trafficking	through	the	mass	

media,	including	social	advertisements	and	nationally	televised	dramatisations	of	

human	trafficking.	However,	the	lack	of	trust	between	the	people	and	the	state	

means	that	such	attempts	at	enlightenment	about	human	trafficking	are	ineffectual,	

as	the	continuing	prevalence	of	human	trafficking	throughout	Nigeria	shows,	with	

particular	forms	of	trafficking	more	endemic	in	some	states	than	others	(NAPTIP,	

2014).	

This	research	proposes	that	a	consensual	control	could	be	adopted	by	the	state	in	

order	to	gain	hegemonic	leadership	over	the	people’s	false	consciousness	about	

human	trafficking.	It	is	through	such	consensual	control	that	the	false	consciousness	

about	human	trafficking’s	perceived	emancipatory	powers	can	be	destabilised;	a	
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new	consciousness	that	human	trafficking	is	a	greater	oppressor	than	the	state	can	

be	voluntarily	accepted;	and	for	the	state	to	regain	its	citizens’	trust.	Gramsci's	

(1971)	theory	suggests	that	subordinated	groups	accept	the	ideas,	values	and	

leadership	of	the	dominant	group	not	because	they	are	physically	or	psychologically	

induced	to	do	so,	or	because	they	are	ideologically	indoctrinated,	but	because	they	

have	reasons	of	their	own	(Strinati,	1995).	Therefore,	it	is	at	this	juncture	of	reason	

that	a	new	hegemony	about	the	state’s	ability	to	provide	inclusive	opportunities	for	

economic	and	social	advancement	within	the	country	can	be	developed	and	

sustained.	

This	study	suggests	that	the	state	can	maintain	consensual	hegemonic	control	of	the	

human	trafficking	discourse	through	the	insights	gained	about	the	sociocultural	

influences	on	human	trafficking	endemic	states	such	as	the	pervasive	influence	of	

popular	culture.	Pop	culture	and	the	mass	media	are	subject	to	the	production,	

reproduction	and	transformation	of	hegemony	through	the	institutions	of	civil	

society,	which	cover	the	areas	of	cultural	production	and	consumption	(Stillo,	1999).	

Thus,	this	research	proposes	the	application	of	the	concept	of	cultural	hegemony	in	

future	social	marketing	interventions	aimed	at	reducing	human	trafficking	in	

Nigeria.	Cultural	hegemony	as	a	theory	will	need	to	guide	the	social	marketing	

methods	mix,	particularly,	the	promotions	element	of	the	marketing	mix.	By	

partnering	with	current	pop	culture	celebrities	(for	example,	home-grown	hip-hop	

star,	Olamide,	and	self-made	multi-millionaire	Nigerian	blogger,	Linda	Ikeji),	who	

command	far	more	trust	and	public	approval	than	the	state,	social	marketing	

programs	could	construct	a	new	discourse	about	experiences	of	oppression	and	

human	trafficking.	The	state,	through	the	vehicle	of	popular	culture,	may	succeed	in	

enlightening	oppressed	groups	about	the	false	consciousness	they	hold	about	

human	trafficking;	action	to	reduce	the	problem	of	human	trafficking	will	contribute	

to	renewed	trust	and	confidence	in	the	state.	Thus	the	state	may	be	able	to	

transform	the	hegemony	of	overseas	migration	and	oppression	by	leveraging	the	
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powerful	influence	of	pop	culture	and	its	icons’	power	to	dictate	and	maintain	social	

norms.		

	

7.3.3	Research	Question	3	
	
What	is	the	lived	experience	of	Nigerian	persons	that	have	been	trafficked	within	and	
outside	Nigeria?	
	
Although	human	trafficking	is	a	global	problem,	the	existential	phenomenology	

conducted	to	answer	this	research	question	shows	that	there	are	various	

dimensions	to	the	experience	of	being	trafficked.		

	

Additionally,	this	study	found	that	despite	their	varied	experiences,	the	majority	of	

participants	did	not	identify	as	victims	because	they	were	not	forced	into	human	

trafficking,	rather	they	saw	human	trafficking	as	an	opportunity	for	freedom	from	

unemployment	in	Nigeria,	even	if	for	some	of	them	the	cost	of	that	freedom	was	

emotional	and	physical	abuse.	For	these	women,	human	trafficking	was	a	preferred	

alternative	to	the	oppression	of	joblessness	and	inability	to	make	ends	meet	in	

Nigeria.	This	study	builds	upon	global	human	trafficking	literature	for	example	

Weitzer	(2014),	who	found	that	the	lived	experiences	of	human	trafficking	and	

migration	vary	tremendously,	ranging	from	highly	coercive	and	exploitative	to	

cooperative,	consensual,	and	mutually	beneficial	relationships	between	migrants	

and	their	facilitators,	with	more	complex	grey	areas	between.	This	study	also	

supports	Chin	and	Finckenauer’	s	(2012)	finding	that	in	a	sample	of	over	100	

trafficked	Chinese	women,	none	reported	any	force,	fraud,	or	coercion.	Jacobsen	and	

Skilbrei	(2010)	also	found	that	trafficked	Russian	women	in	Norway	were	trying	to	

improve	their	family’s	financial	status	and	did	not	identify	as	passive	victims.	

	

This	study	also	found	that	the	majority	of	trafficked	women	did	not	feel	exploited	by	

their	traffickers,	and	that	the	few	who	did	exercised	agency	by	seeking	help	to	

escape	from	their	traffickers.	This	contradicts	previous	literature,	which	found	that	

victims	are	prevented	from	escaping	their	human	traffickers	through	oaths	(see	
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Ikeora,	2016),	or	that	trafficked	women	were	afraid	to	seek	help	from	relevant	

authorities	(see	Abdulkareem	&	Oladipo,	2010)	or	that	victims	were	unaware	of	

their	legal	rights	(see	Olaniyi,	2003).	

	

However,	participants’	voluntary	participation	in	human	trafficking	suggests	a	false	

consciousness	about	the	perceived	benefits	of	human	trafficking	because	while	the	

human	trafficking	trade	appears	to	favour	the	human	traffickers	who	profit	from	

these	women	(thus	further	encouraging	voluntary	participation	in	human	

trafficking)	in	reality,	many	trafficked	women	are	deported	while	still	in	debt	

bondage	to	their	traffickers,	and	before	they	also	have	a	chance	to	gain	financially	

from	human	trafficking.	Consequently,	it	can	be	argued	that	an	unofficial	quota	

system	is	at	play	in	the	Nigerian	case	ensuring	that	some	trafficked	women	profit	

from	trafficking	–	helping	to	perpetuate	the	system	–	while	others	are	

deported/rescued	thereby	keeping	market	equilibrium	–	i.e.	demand	and	supply	of	

trafficked	persons	stable.	

	

Hence,	deported/‘rescued’	trafficked	women	end	up	feeling	like	victims	of	the	state	

because	they	were	unwilling	rescued	and	some	of	them	are	held	against	their	will	at	

state	shelters	for	trafficked	women.	The	US	Department	of	State’s	TIP	Report	(2016)	

also	confirmed	that	in	some	instances,	NAPTIP	authorities	deemed	adults	who	

claimed	to	be	working	in	prostitution	voluntarily	to	be	victims	of	trafficking	and	

detained	them	in	shelter	facilities	against	their	will.	

	

The	global	dichotomous	victim/criminal	lens	that	is	currently	also	used	to	address	

the	complex	problem	of	human	trafficking	in	Nigeria	is	problematic	because	it	relies	

on	a	single	story	(victim/criminal	narrative)	to	address	a	multifaceted	problem.	By	

showcasing	the	diversity	of	human	trafficking	experiences,	this	study	provides	

additional	and	alternative	insights	which	can	inform	future	social	marketing	

programs	aimed	at	reducing	the	problem.	Overall,	this	study	demonstrates	that	

attempts	to	reduce	human	trafficking	in	Nigeria	will	require	a	multidisciplinary	

approach.	Some	trafficked	women	are	not	victims	but	labour	migrants	in	search	of	
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opportunities	to	improve	their	economic	condition,	and	human	traffickers	provide	

them	with	one	such	opportunity	in	a	context	of	oppression	at	home.	Physical	

barriers	such	as	high	unemployment	and	socioeconomic	inequality	make	

employment	opportunities	beyond	the	reach	of	many	in	Nigeria.	Thus,	those	who	

become	desperate	enough	seek	alternative	means	to	achieve	their	financial	goals,	

taking	their	cues	from	the	precedent	set	by	the	corrupt	political	elites	of	the	country.		

	

The	false	consciousness	that	trafficked	women	hold	about	human	trafficking	is	

therefore	one	that	empowers	them	to	take	control	of	their	lives	by	offering	short-

term	pain/oppression	(debt-bondage	and	prostitution)	in	exchange	for	long-term	

gain/socioeconomic	freedom	(becoming	a	madam	themselves,	or	returning	home	

wealthy	and	empowered	to	contribute	to	the	economy	through	starting	a	business).	

Therefore,	the	promise	of	freedom	from	socioeconomic	oppression	makes	human	

trafficking	a	win-win	for	both	human	traffickers	and	trafficked	women,	for	as	long	as	

they	are	not	deported	or	‘rescued’.	In	the	socioeconomic	marketplace	where	human	

trafficking	thrives	a	voluntary	exchange	occurs	wherein	the	human	trafficker	sells	

the	dream	of	freedom	to	a	desperately	oppressed	person	who	voluntarily	buys	into	

this	dream	in	a	false	consciousness	about	human	trafficking	through	which	the	

trafficked	person	becomes	complicit	in	their	own	oppression.		

	

In	light	of	this	perspective,	human	trafficking	discourse	needs	to	extend	beyond	the	

widely	documented	push/pull	factors	by	also	segmenting	human	trafficking	along	a	

continuum	of	experiences	that	can	then	be	prioritised	and	targeted	for	change.	

Education	and	sustainable	social	enterprise	initiatives	offer	opportunities	for	policy	

makers	to	‘compete’	with	human	traffickers	for	the	attention	of	vulnerable	

individuals,	as	well	as	offer	a	legitimate	means	of	empowering	both	previously	

trafficked	persons	and	persons	at	risk	of	being	trafficked.	By	offering	a	sustainable	

and	attractive	voluntary	exchange	that	legitimately	competes	with	the	perceived	

benefits	of	human	trafficking,	human	trafficking	may	start	to	decline	and	eventually	

be	eradicated	in	Nigeria.	
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7.3.4	Research	Question	4	
	
How	can	the	Marxist	concepts	of	false	consciousness	and	cultural	hegemony	guide	and	
explain	formative	research	insights	in	human	trafficking?	
	
This	program	of	research	demonstrated	how	the	concepts	of	false	consciousness	

and	cultural	hegemony	can	be	used	to	guide	formative	research	in	human	

trafficking.		

	

Firstly,	the	concept	of	false	consciousness	provided	the	premise	for	this	program	of	

research	by	framing	the	problem	of	human	trafficking	through	a	new	theoretical	

lens	that	has	not	previously	been	associated	with	the	issue.	With	the	theory	of	false	

consciousness,	this	research	argued	that	Nigerians	who	have	experienced	human	

trafficking	or	are	at	risk	of	being	trafficked	suffer	from	false	consciousness	in	that	

their	mental	model	of	human	trafficking	systematically	conceals	the	realities	of	

subordination,	exploitation,	and	domination	at	the	hands	of	human	traffickers.	For	

example,	study	three	supports	this	theory	of	false	consciousness	in	the	way	that	the	

system	seems	to	favour	human	traffickers	and	not	trafficked	women.	Study	two	was	

also	framed	by	false	consciousness	in	addition	to	using	cultural	hegemony	and	

consumer	socialisation	theory	to	enable	the	design	of	interview	questions	aimed	at	

exploring	whether	this	theory	could	provide	insights	into	human	trafficking.	The	

actionable	insights	gained	from	the	three	studies	suggests	that	a	false	consciousness	

about	human	trafficking	was	evident	in	research	participants	and	in	the	auto-

ethnography	conducted,	and	that	this	false	consciousness	about	human	trafficking	

emerged	from	experiences	of	systematic	state	and	class	oppression.	Cultural	

hegemony	helped	to	explain	the	insights	gained	from	study	one	and	also	provided	

all	three	studies	with	a	framework	upon	which	future	social	marketing	

interventions	against	human	trafficking	can	be	developed.		

	

7.4	Implications	for	theory	
 



	 222	

Research	and	theory	development	can	be	constructed	in	many	different	ways,	but	

researchers	commonly	view	theory	as	a	model	that	explains	individual	and	

environmental	phenomena	(Cook	&	Groom,	2004;	Lewin,	Heider	&	Heider,	1936;	

Whetten,	1989).	While	description	answers	only	the	questions	of	what	or	who,	

theory	seeks	to	answer	those	of	how,	when,	where,	and	why	(Whetten,	1989).	

Researchers	then	test	models	in	a	real-world	setting	by	adding	or	subtracting	

variables	via	an	investigated	model.	This	process	enables	researchers	to	assess	

whether	the	phenomena	can	be	better	explained.	Hence,	theory	provides	a	guide	

(Whetten,	1989).	

	

This	thesis	adopts	Gioia	and	Pitre’s	(1990)	definition	of	theory	as	a	‘coherent	

description	or	explanation	of	observed	or	experienced	phenomena’	(p.	587).	Clearly	

stating	the	theoretical	contribution	of	research	is	important	to	advance	the	existing	

knowledge	base	not	only	in	an	academic,	but	also	in	a	practical	context	(Whetten,	

1990).	It	is	therefore	necessary	to	provide	original	insight	into	the	investigated	

phenomena	(in	this	case	the	concept	of	false	consciousness)	by	adding	or	

challenging	(Whetten,	1989)	the	existing	knowledge	base	in	a	manner	that	has	

utility	(Corley	&	Gioia,	2011).	A	theoretical	contribution	can	therefore	offer	a	critical	

redirection	or	further	strengthen	existing	views	of	the	investigated	phenomena.		

Social	marketers	seeking	to	change	problem	behaviours	need	to	test	theories	and	

existing	models	in	the	real	world	to	build	an	evidence	base	for	social	marketing	

programs	(Lefebvre,	2013;	Rundle-Thiele,	2013).		

	

New	theory-led	approach	for	undertaking	formative	social	marketing	research	

Responding	to	the	call	for	more	theory	use	in	social	marketing	(Truong	&	Dang,	

2016;	Luca	&	Suggs,	2013),	as	well	as	to	the	limited	attempt,	to	date,	to	develop	a	

new	theoretical	framework	in	which	to	comprehensively	analyse	human	trafficking	

(Goździak	&	Bump,	2008),	this	program	of	research	demonstrated	a	new	theoretical	

approach	for	undertaking	formative	social	marketing	research	and	understanding	

human	trafficking	as	a	social	issue	in	Nigeria	through	the	use	of	the	critical	theory	

concepts	of	false	consciousness	and	cultural	hegemony.	
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A	review	of	both	human	trafficking	and	social	marketing	literature	suggests	that	

these	theories	have	not	been	explored	in	this	context	in	either	field	before.	This	

program	of	research	found	that	both	false	consciousness	and	cultural	hegemony	

were	evident	in	the	case	of	human	trafficking	in	Nigeria,	thereby	setting	a	precedent	

for	the	application	of	an	alternative	theoretical	lens	for	the	phenomenon.	This	novel	

use	of	critical	theory/social	change	theories	enabled	the	program	of	research	to	

yield	alternative	insights	into	the	problem	thereby	providing	new	ways	to	

contribute	to	more	sustainable	human	trafficking	prevention	efforts.	

	

Furthermore,	this	program	of	research	responded	to	the	limited	use	of	ecological	

approaches	in	social	marketing	research	(Gordon,	2013;	Whitelaw	et	al.,	2011)	by	

utilising	the	sociocultural	ecological	theory	of	Consumer	Socialisation	proposed	by	

Brennan	et	al.	(2014)	to	guide	study	two	(midstream)	of	this	thesis.	The	use	of	

Consumer	Socialisation	Theory	is	rare	in	social	marketing,	with	the	most	recent	

documented	use	by	Watne	and	Brennan	(2011).		

	

Therefore,	this	program	of	research	contributed	to	broadened	theory	use	in	both	

social	marketing	and	human	trafficking	enabling	a	reconceptualisation	of	a	

longstanding	social	problem.	This,	in	turn,	yielded	alternative	insights	that	can	

inform	effective	social	marketing	programs	aimed	at	reducing	human	trafficking	in	

Nigeria.		

	

 
New	actionable	Insights	that	can	inform	human	trafficking	prevention	

programs		

This	research	gained	actionable	formative	research	insights	across	the	three	

streams	of	social	marketing,	specifically	the	upstream	(government	and	non-

government),	midstream	(sociocultural	influences	on	human	trafficking	endemic	

states)	and	downstream	(trafficked	individuals),	thereby	providing	a	robust	
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understanding	of	human	trafficking	from	the	alternative	perspective	of	social	

marketing.		

Study	one	found	that	the	state’s	moralising	of	human	trafficking	may	be	reproducing	

social	inequalities	by	marginalising	trafficked	women	and	other	forms	of	human	

trafficking	in	Nigeria	while	inadvertently	promoting	human	trafficking	as	a	possible	

source	to	gain	wealth.	It	also	found	that	anti-human	trafficking	advertisements	did	

not	address	the	underlying	appeal	of	human	trafficking	nor	did	they	offer	an	

attractive	exchange	to	discourage	involvement	in	human	trafficking.	Moralising	

human	trafficking	has	worked	to	create	the	perception	that	human	trafficking	was	

‘bad’	in	theory,	but	has	not	translated	into	reduction	or	prevention	of	human	

trafficking	in	Nigeria.		

Study	two	found	that	informants	viewed	the	state	(including	the	upper	

socioeconomic	class)	as	the	oppressor	and	(overseas)	migration	(and	by	extension	

human	trafficking)	as	freedom	from	the	state’s	oppression.	Study	two	also	found	

that	key	informants	(socialisation	agents)	across	the	two	human	trafficking	endemic	

states	are	influenced	by	popular	culture,	as	well	as	by	the	morally	ambiguous	socio-

political	current,	all	of	which	serve	to	breed	a	desperation	to	escape	oppression.	Key	

informants	also	held	a	false	consciousness	about	human	trafficking	in	their	belief	in	

its	emancipatory	role	in	liberating	young	people	from	state	oppression.	Lastly,	

claims	in	literature	that	the	traditional	practice	of	child	fostering	and	child	labour	

could	be	contributing	to	problem	of	child	trafficking	in	Nigeria	was	supported	by	

key	informants’	view	of	child	labour	as	normal	based	on	their	own	experiences.	This	

study	confirmed	that	within	the	traditional	social	structure,	parents	use	children	as	

economic	tools	for	to	supplement	family	income	(Folami,	2008).	These	prevailing	

cultural	norms	together	with	lack	of	awareness	and	understanding	may	thus	

contribute	to	the	prevalence	of	child	trafficking	within	the	country,	as	recognised	in	

previous	literature	(Hass,	2006;	Allais,	2006).	
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Study	three	found	that	while	individual	experiences	of	human	trafficking	varied,	

they	shared	the	common	belief	that	human	trafficking	provided	a	path	to	financial	

freedom.	This	false	consciousness	about	human	trafficking	led	participants	to	

voluntarily	risk	exploitation	and	their	personal	freedom	with	human	traffickers.	

Further,	trafficked	persons	did	not	identify	as	victims	but	as	labour	migrants	in	

search	of	economic	opportunities	abroad	because	they	believed	that	none	existed	

for	them	at	home.	Additionally,	this	study	found	that	trafficked	persons	were	

enterprising,	and	that	informants	had	aimed	to	invest	any	gains	from	human	

trafficking	in	legitimate	businesses	on	their	return	home	to	Nigeria.	

7.5	Contributions	to	social	marketing	formative	research	

7.5.1	Methodological	contributions	and	triangulation	of	data	

This	research	made	methodological	contributions	to	social	marketing	formative	

research	design	through	its	novel	multi-stream	(upstream,	midstream	and	

downstream)	and	multi-method	social	marketing	approach.	This	multi-stream	

approach	is	rare	in	social	marketing	notwithstanding	that	action	in	all	three	streams	

is	needed	in	any	comprehensive	approach	to	social	marketing	program	delivery	

(French,	2012).	Currently,	most	social	marketing	programs	tend	to	focus	on	

downstream	(individual-level)	behaviour	change	(Lefebvre,	2013;	Truong,	2014;	

Truong	&	Dang,	2016),	and	calls	have	been	made	for	a	broadening	of	social	

marketing	literature	to	include	more	midstream	and	upstream	social	marketing	

(Brennan	&	Binney,	2008;	Dibb,	2014;	Domegan	et	al.,	2013).	Multilevel	social	

marketing	interventions	can	offer	collective	impact	working	across	institutional	

norms,	social	mechanisms	and	strategic	action	fields	(Bayliss-Brown	et	al.,	2015;	

Kennedy,	2015;	Layton,	2014,	2015).	Deeper	exchange	insights	come	from	all	eyes	

on	the	problem,	addressing	what	the	barriers	to,	options	for	and	benefits	of	change	

are	at	each	level	(Domegan	et	al.,	2016).	Study	one	(upstream)	sought	to	understand	

how	the	problem	of	human	trafficking	is	represented	across	government	sponsored	

anti-human	trafficking	advertisements	using	Critical	Discourse	Analysis	(CDA).	

Study	two	(midstream)	sought	to	understand	experiences	of	sociocultural	
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influences	across	human	trafficking	endemic	states	in	Nigeria	using	auto-

ethnography	and	key	informant	interviews	of	socialisation	agents.	Study	three	

sought	to	understand	the	lived	experience	of	Nigerian	women	who	have	been	

trafficked	for	sex	both	within	and	outside	Nigeria,	using	existential	phenomenology	

as	a	method.	

	

Thus,	this	research	contributes	to	social	marketing	by	combining	all	three	streams	

of	social	marketing,	a	novel	and	rigorous	approach	in	this	discipline	to	gain	robust	

insights	into	the	complex	social	problem	of	human	trafficking	in	Nigeria.	This	multi-

stream	formative	research	study	thereby	contributes	to	the	broadening	of	social	

marketing,	by	demonstrating	how	social	marketers	can	move	from	the	traditional	

downstream	focus	on	individual	behaviour	change	towards	the	upstream.	

	

Furthermore,	this	research	also	made	methodological	contributions	to	social	

marketing	through	triangulation	of	data	and	use	of	a	mix	of	sparsely	used	qualitative	

methods	in	human	trafficking	such	as	existential	phenomenology,	auto-ethnography	

and	critical	discourse	analysis.	In	order	to	understand	how	the	individual	is	

influenced	by	their	surroundings,	social	and	built	environments,	alternate	research	

methods	are	needed	(Kubacki	&	Rundle-Thiele,	2016).	Yet,	Truong	and	Dang’s	

(2016)	review	of	interventions	that	had	used	qualitative	methods	in	their	formative	

research	phase	revealed	that	only	eight	combined	three	methods	(literature	review,	

focus	groups,	and	interviews)	(e.g.	Quinn	et	al.,	2006,	2009;	Fraze	et	al.,	2007).	

Eighteen	combined	two	methods	(literature	review	and	focus	groups,	literature	

review	and	interviews,	focus	groups	and	interviews,	or	focus	groups	and	

observations)	(e.g.	Friedman	et	al.,	2014;	Lynch	et	al.,	2014)⎯the	reliance	on	self-

report	techniques	clearly	evident.	Ethnographic	research	methods	were	rarely	used	

(Truong	&	Dang,	2016).	Additionally,	Kubacki	et	al.’s	(2015b)	review	of	social	

marketing	interventions	targeting	children	under	the	age	of	12	years	also	found	that	

focus	groups,	interviews	and	surveys	were	the	most	popular	methods	of	formative	

research	reported	in	the	23	interventions	assessed.	This	overreliance	on	focus	
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groups	and	interviews	continues	to	limit	insights	to	a	downstream	or	individual	

view	(Wymer,	2011).	

	

Hence,	this	program	of	research	heeded	what	has	been	a	longstanding	call	for	

formative	research	methods	to	extend	beyond	surveys	and	focus	groups	(Kubacki	&	

Rundle-Thiele,	2016).	This	research	goes	beyond	interviews	and	focus	groups	to	use	

ethnographic	techniques,	critical	discourse	analyses,	existential	phenomenology,	

and	combines	data	from	different	sources	and	extends	by	considering	stakeholders	

all	of	which	can	be	fed	into	the	methods	mix	development.	Thus,	this	research	

provides	a	more	comprehensive,	rigorous	multi-method	approach	to	formative	

research	by	utilising	all	three	streams	of	social	marketing.	Multiple	research	

methods:	critical	discourse	analysis	of	social	advertisements;	existential	

phenomenological	interviews	of	trafficked	persons;	key	informant	interviews	of	

socialisation	agents;	auto-ethnography	of	sociocultural	influences	across	two	human	

trafficking	endemic	states;	and	in-depth	interviews	of	stakeholders,	government	and	

NGOs	were	employed	to	generate	alternative	and	robust	consumer	insights	that	are	

capable	of	delivering	sustained	behaviour	change	(Kubacki	and	Rundle-Thiele,	

2016).		

	

Hence	this	program	of	research	provides	well-rounded,	triangulated	formative	

social	marketing	research	insights	that	can	be	used	to	develop	effective	human	

trafficking	prevention	programs.		
	
	

7.5.2	Applicability	of	Social	Marketing	to	a	broader	scope	of	social	issues		
	
This	research	also	contributes	to	the	extension	of	social	marketing	by	

demonstrating	its	potential	application	to	a	broader	range	of	problem	behaviours	

and	complex	social	issues	such	as	human	trafficking.	Particularly,	it	demonstrates	

the	robustness	and	validity	in	other	research	and	country	contexts	(Truong,	2014)	

of	the	social	marketing	formative	research.		
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Although	social	marketing’s	potential	is	being	explored	in	new	areas	beyond	health,	

such	as	racism	(Madill	&	Abele,	2007),	child	abuse	(Stannard	&	Hall,	1995),	poverty	

alleviation	(Kotler	&	Lee,	2009),	corruption	(Kindra	&	Stapenhurst,	1998),	

environmental	protection	(Takahashi,	2009),	tourism	(Truong	&	Hall,	2013,	2015,	

2016),	animal	conservation	(Drury,	2011;	Truong	et	al.,	2016),	sustainable	economic	

development	(Andreatta	et	al.,	2011),	sustainable	behaviour	(McKenzie-Mohr	&	

Smith,	1999),	workplace	safety	(Sorenson	et	al.,	2011),	the	majority	of	social	

marketing	studies	continue	to	focus	on	public	health	issues	in	developed	countries	

(see	Kotler	&	Lee,	2008),	for	example,	obesity	(Francis	&	Taylor,	2009),	drink	and	

drug	driving	(Clapp	et	al.,	2005;	Dula	et	al.,	2007),	smoking	(Egger	et	al.,	1983;	

Lefebvre	and	Flora,	1988),	road	safety	(Lewis	et	al.,	2007),	skin	cancer	(Glanz	et	al.,	

2002),	etc.	

In	developing	countries,	social	marketing	has	focused	on	the	use	of	various	health-

related	products	and	services	such	as	condom	use	(Eloundou-Enyegue,	2005),	

family	planning	(Dholakia	(1984),	and	reducing	the	spread	of	HIV/AIDS	(Svenkerud	

&	Singhal,	1998).			

Social	marketing	is	yet	to	be	applied	to	more	complex	–	and	intractable	–	social	

problems	such	as	human	trafficking.	Wymer	(2011)	suggests	that	much	more	work	

is	needed	on	social	change	issues	and	that	it	is	time	for	social	marketers	to	integrate	

and	extend	application	of	social	marketing	to	address	challenges	from	the	broader	

societal	field.	Thus,	this	study’s	application	of	social	marketing	formative	research	to	

the	multifaceted	problem	of	human	trafficking	presents	a	response	to	the	call	which	

contributes	to	the	broadening	of	social	marketing	literature	and	application.	The	

actionable	insights	yielded	from	this	multi-method	and	multi-stream	formative	

research	further	demonstrate	the	utility	of	social	marketing	to	the	field	of	human	

trafficking.		
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7.5.3	Contribution	to	understanding	the	problem	of	human	trafficking		
	

By	attempting	to	gain	a	better	understanding	of	human	trafficking	as	a	social	issue	

through	the	alternate	lens	of	social	marketing,	using	the	social	marketing	

benchmark	criteria	of	customer	orientation,	insight	and	theory,	this	research	

produced	unique,	alternative	and	actionable	insights	which	can	assist	the	

development	of	effective	human	trafficking	prevention	programs	for	Nigeria.	

	

Viewing	human	trafficking	through	the	lens	of	social	marketing,	which	adopts	a	

bottom-up,	customer-orientated	viewpoint,	this	program	of	research	has	shed	new	

light	on	a	longstanding	problem	from	the	experiential	perspectives	of	key	

informants	and	contrasting	those	with	stakeholder	perspectives.	Specifically,	the	

research	found	the	theme	of	oppression	is	recurrent.	For	example,	in	study	three,	

the	trafficked	women	experienced	oppression	by	the	state	and	had	adopted	a	false	

consciousness	about	human	trafficking	representing	freedom	from	oppression.	

Those	who	were	conscious	of	their	oppression	by	human	traffickers	remained	

complicit	in	their	own	oppression	because	of	its	temporality.	To	a	trafficked	

individual	under	the	false	consciousness	of	human	trafficking,	a	fixed	term	

exploitative	contract	with	a	madam	appeared	to	be	infinitely	more	appealing	and	

rewarding	than	the	prospect	of	indefinite	oppression	at	home.	In	a	cost	benefit	

analysis	of	oppression,	short-term	loss	of	personal	freedom	(via	the	debt	bondage	of	

human	trafficking)	in	exchange	for	the	longer-term	dividend	of	financial	and	

socioeconomic	freedom	(potential	gain	from	being	trafficked)	appears	to	be	a	

worthwhile	investment.	However,	in	any	objective	view,	trafficked	persons	are	

merely	exchanging	one	form	of	oppression	for	another,	since	this	dream	of	financial	

freedom	is	seldom	realised,	with	trafficked	persons	arrested	and	deported/’rescued’	

before	they	are	able	to	realise	any	gains	from	the	trade.		

	

Furthermore,	this	research	made	methodological	contributions	to	the	human	

trafficking	literature	through	triangulation	of	data	and	the	use	of	a	mix	of	rarely	

used	qualitative	methods	in	human	trafficking,	namely	existential	phenomenology,	
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auto-ethnography	and	critical	discourse	analysis	extending	beyond	dominant	

quantitative	approaches	and	reliance	on	secondary	data	sources	(Sanghera	&	

Pattanaik,	2005;	Weitzer,	2005,	2007;	Goździak	&	Bump,	2008;	Zhang,	2009).	

	

Most	importantly,	this	research	contributes	to	human	trafficking	through	its	attempt	

to	develop	a	new	theoretical	framework	with	which	to	comprehensively	analyse	the	

phenomenon	of	human	trafficking,	in	response	to	the	call	by	Goździak	&	Bump,	

(2008);	Pennington	et	al.,	(2009)	and	Murray	et	al.,	(2015).	The	research’s	major	

contribution	to	human	trafficking	is	thus	the	reconceptualisation	of	the	problem	

using	critical	theory	concepts	of	false	consciousness	and	cultural	hegemony.	Critical	

theory	holds	that	social	problems	often	result	from	groups	in	society	being	

constrained	by	social	structures	and	processes	that	they	themselves	construct	and	

maintain,	but	lack	awareness	of	their	doing	so.	As	Goldberg	(1995)	suggested,	the	

use	of	these	critical	theory	concepts	enables	social	marketers	to	gain	an	

understanding	of	the	perspectives	of	the	individuals	in	a	social	system.	This	process	

involves	describing	the	nature	of	institutions	and	the	constraints	they	impose	on	

individuals,	identifying	the	effects	of	discrepancy	between	the	individual's	

perspective	and	observed	constraints,	using	the	conclusions	drawn	to	politicise	

relevant	individuals	or	groups,	and	constructing	and	conducting	a	political	program	

of	action	putting	upstream	social	strategies	into	effect	(Goldberg,	1995).	Hence,	this	

critical	research	involved	grasping	both	the	intersubjective	understandings	of	the	

groups	involved	and	the	historical-empirical	understanding	of	the	objective	social	

conditions.	For	example,	the	critical	perspective	adopted	in	this	research	compared	

informants’	views	with	the	researcher’s	own	auto-ethnography.	Contradictions	that	

were	discovered	(actionable	insights	from	this	formative	research)	will	therefore	

provide	the	stimuli	for	change	(Murray	&	Ozanne,	1991)	by	informing	future	social	

marketing	programs	aimed	at	reducing	human	trafficking	in	Nigeria.	
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7.6	Implications	for	practice	

Lefebvre	(2013)	explained	the	notion	of	a	practical	contribution	and	suggested	that	

a	theory	in	itself	only	aims	to	understand	and	describe	phenomena;	it	is	equally	

important,	and	necessary,	to	test	theories	in	practice	in	real-world	settings	

(Lefebvre,	2013).	The	following	section	establishes	how	this	thesis	can	contribute	to	

reducing	the	very	real	problem	of	human	trafficking,	laying	out	its	implications	for	

policy	makers,	social	marketers	and	prevention	program	funding	bodies.	

7.6.1	Implications	for	Social	Marketing	Programs	

This	program	of	research	offers	social	marketers	significant	opportunities	to	

develop	effective	social	marketing	programs	using	the	actionable	insights	gained	

from	this	study.		

In	developing	any	social	marketing	programs,	the	formative	research	insights	from	

this	program	of	research	will	need	to	be	combined	with	other	social	marketing	

benchmark	criteria,	namely	competition,	exchange,	segmentation	and	methods	mix	

in	order	to	achieve	the	desired	behaviour⎯eradicating	the	false	consciousness	

about	human	trafficking	in	favour	of	a	new	state	hegemony.	Specifically,	by	

understanding	the	state’s	‘competition’	(human	traffickers)	in	terms	of	why	and	

how	they	compete	for	people’s	time	and	attention,	these	insights	can	be	used	to	

design	sustainable	social	marketing	programs	aimed	at	preventing	human	

trafficking.		

Specifically,	state-sponsored	tertiary	education	and	social	enterprise	initiatives	offer	

opportunities	for	the	state	to	‘compete’	with	human	traffickers	for	the	attention	of	

the	people,	as	well	as	offer	a	legitimate	means	of	empowering	individuals	at	risk	of	

being	trafficked.	By	offering	a	sustainable	and	attractive	voluntary	exchange	that	

legitimately	competes	with	the	perceived	benefits	of	human	trafficking,	human	

trafficking	may	start	to	decline	and	eventually	be	eradicated.	
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Social	marketers	can	learn	from	the	direct	and	external	factors	that	make	human	

trafficking	so	attractive	to	trafficked	persons,	such	as	the	hegemony	of	overseas	

migration	secured	via	debt	bondage,	and	substitute	these	with	legitimate	offers	of	

state-sponsored	tertiary	education	which	the	state	can	fund	given	its	increased	

budget	allocation	for	human	trafficking	prevention	and	victim	protection.	For	

example,	debt	bondage	can	be	substituted	for	a	state-sponsored	bonded	scholarship	

for	tertiary	studies	overseas	or	overseas	work	experiences,	which	can	be	awarded	

to	individuals	at	risk	of	being	trafficked.	As	this	research	revealed,	overseas	

travel/migration	was	a	hegemonic	aspiration	held	by	the	majority	of	participants	of	

this	research.	However,	this	aspiration	simply	represented	a	means	by	which	they	

could	raise	enough	capital	invest	to	in	a	business	on	their	return	home.	Study	3	

supported	this	view,	finding	that	many	trafficked	women	were	enterprising	and	

most	aspired	to	eventually	run	a	profitable	business	in	Nigeria.	

	

Therefore,	state	sponsored	bonded	‘human	trafficking	prevention	scholarships’	

could	include	a	clause	requiring	sponsored	individuals	to	return	home	on	

completion	of	their	study	following	a	defined	period	of	study	and/or	work	

experience	overseas	in	order	to	contribute	to	the	development	of	the	country	and	

themselves.	This	initiative	would	be	a	win-win	for	both	the	state	and	citizens.	

Vulnerable	individuals	would	benefit	from	the	overseas	exposure	and	experience	

(which	human	trafficking	currently	offers)	as	well	as	access	to	any	income	earned	

legitimately	overseas;	the	state	would	benefit	from	the	knowledge	transfer	from	

students’	overseas	experience,	which	will	also	contribute	to	economic	development.	

Over	time,	human	trafficking	may	become	less	and	less	attractive	in	view	of	this	

legitimate	means	of	socioeconomic	advancement	provided	by	the	state.	Eventually,	

the	false	consciousness	about	human	trafficking	may	be	transposed	by	a	state-

sponsored	hegemony,	and	a	new	culture	of	trust	between	the	state	and	its	citizens	

can	be	built.	

	
Another	example	would	be	the	use	of	cultural	hegemony	to	actively	change	the	false	

consciousness	of	human	trafficking,	construct	a	new	discourse	about	human	
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trafficking	that	does	not	marginalise	trafficked	women	and	is	inclusive	of	other	

forms	of	human	trafficking,	and	creates	cooperation	between	the	state	and	the	

people	in	anti-trafficking	efforts.	Hegemony	operates	culturally,	and	Nigeria	is	a	

country	steeped	in	culture	from	traditional	to	popular	forms.	For	example,	as	

discussed,	the	traditional	cultural	practices	of	child	fostering	and	of	children	

working	from	a	young	age	may	contribute	to	the	prevalence	of	child	trafficking	

within	the	country	owing	to	their	normalisation.	Changing	beliefs	about	child	labour	

is	therefore	crucial	to	prevention	efforts.	Popular	culture,	on	the	other	hand,	

through	music,	movies,	mass	media	and	social	media	constitutes	the	bulk	of	mass	

consumption	of	culture	and	is	a	source	of	mass	influence	as	evidenced	by	this	

research.	Culture	is	a	powerful	tool	for	social	change,	particularly	for	people	

currently	under	the	false	consciousness	of	human	trafficking.	Culture	is	not	didactic	

inasmuch	as	it	appeals	to	the	senses⎯a	base	level	appeal	that	operates	with	or	

without	the	individual’s	consent.	Although	movies	can	be	used	to	influence	the	

public,	it	can	often	come	across	as	contrived.	On	the	other	hand,	music	has	the	

ability	to	influence	our	beliefs	and	has	been	important	in	the	formation	and	

remembrance	of	a	wide	range	of	social	movements	(Eyerman,	1998).	The	

application	of	the	concept	of	cultural	hegemony	through	music	may	therefore	assist	

to	change	the	false	consciousness	about	human	trafficking	and	create	balance	in	the	

discourse	about	human	trafficking	in	Nigeria.	In	a	country	like	Nigeria,	music	is	

pervasive	and	influential	on	a	large	scale.	The	researcher’s	own	experience	of	life	in	

Nigeria,	and	exposure	to	its	popular	culture	and	music,	confirms	that	the	messages	

in	pop	music	emphasise	materialism,	excess	consumption,	and	extravagance,	

breeding	feelings	of	oppression	and	envy	in	a	society	already	divided	along	stark	

socioeconomic	lines.	Given	that	music	is	pervasive	across	the	two	human	trafficking	

endemic	states	as	revealed	in	this	study,	music	offers	potential	as	a	central	platform	

to	deliver	cultural	change.	In	Nigeria,	music	functions	a	source	of	both	joy⎯the	

necessary	soundtrack	to	a	celebratory	culture,	and	intense	envy⎯an	oppressive	

reminder	of	lived	inequity	and	social	injustice.		

	



	 234	

Thus,	music	is	a	powerful	source	of	mass	influence	in	Nigeria,	specifically	popular	

music	has	the	capacity	to	unite	the	masses	and	can	be	used	to	first	empathise	with	

the	people’s	feelings	of	oppression,	engender	their	trust,	and	promote	belief	in	their	

own	agency	within	the	country.	The	state’s	use	of	music	in	partnership	with	current	

pop	music	stars	to	indirectly	promote	anti-human	trafficking	messages	may	achieve	

a	higher	success	rate	than	NAPTIP’s	current	TV	dramatization	of	human	trafficking	

or	use	of	former	celebrities	who	no	longer	resonate	with	target	audience.	The	

public’s	fleeting	interest	in	celebrities	makes	the	state’s	choice	of	celebrity	

endorsements	crucial	to	the	success	of	anti-human	trafficking	messages.		

	

Cultural	hegemony	suggests	that	public	consciousness	can	be	shaped	by	culture.	

This	study’s	auto-ethnography	indicates	Nigerian	popular	culture	is	largely	

influenced	by	music.	Thus	through	music,	the	state’s	message	about	human	

trafficking	would	not	appear	at	all	ideological,	but	genuine	sentiments	by	influential	

reference	groups.	For	example,	the	strategic	use	of	a	relatable	Nigerian	musician	to	

first	acknowledge	and	legitimise	the	people’s	experiences	of	oppression	would	

provide	a	common	ground	upon	which	connection	and	trust	can	be	established	with	

the	people.	It	is	at	this	juncture	of	connection	and	trust	that	the	musician	is	at	their	

most	powerful	and	can	begin	to	introduce	a	new	hegemony	about	human	trafficking.	

Popular	culture	then	becomes	the	hegemonic	vehicle	for	public	enlightenment	on	

the	false	consciousness	about	human	trafficking.	Cultural	hegemony	thus	ought	to	

be	an	important	focus	for	social	marketers	and	policy	makers	aiming	to	reduce	

human	trafficking	in	Nigeria.	For,	in	order	to	see	real	change	within	a	society,	people	

must	first	connect	over	stories	of	universal	human	conditions.	It	is	only	after	these	

universal	conditions	are	validated,	and	people	united	by	a	common	experience,	that	

new	ideologies	can	take	hold.	

	

For	example,	during	the	researcher’s	data	collection	phase	in	Nigeria	in	2014,	the	

most	famous	pop	music	stars	of	the	time	(and	till	date)	were	Olamide,	Wizkid,	

Davido	and	Tiwa	Savage.	Olamide	stands	out	because	of	what	he	represents	to	the	

Nigerian	people⎯the	underdog	who	made	it	in	Nigeria	against	all	odds.	A	street	kid,	
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Olamide	could	have	chosen	a	life	of	crime,	but	he	chose	to	make	a	way	for	himself	

despite	the	structural	constraints,	and	in	spite	of	oppression,	demonstrating	to	his	

audience	that	power	and	personal	success	is	not	solely	contingent	upon	state	action	

but,	more	importantly,	on	individual	agency	within	the	country.	He	both	presents	

and	represents	a	new	narrative	to	impressionable	young	people,	demonstrating	

through	his	music	and	by	virtue	of	his	life	story,	an	alternative	path	to	success	that	is	

free	of	crime	and	the	false	consciousness	of	human	trafficking.	Of	course,	not	

everybody	has	the	talent	of	Olamide,	which	cannot	be	overstated.	However,	neither	

can	his	role	as	both	a	conscience	of	the	state	and	the	voice	and	hope	of	the	troubled	

youth	of	Nigeria.	As	a	musician	and	pop	cultural	phenomenon,	Olamide	is	a	powerful	

hegemonic	vehicle	who	can	mediate	between	the	state	and	the	people	to	shape	a	

new	public	consciousness	about	human	trafficking	and	about	state	oppression.		

	

Another	example	of	using	cultural	hegemony	to	change	the	false	consciousness	

about	human	trafficking	can	be	through	the	use	of	social	media.	The	researcher	

found	social	media	in	Nigeria	to	be	as	pervasive	as	music,	particularly,	Linda	Ikeji’s	

blog,	Facebook,	and	Whatsapp.	Thus,	it	offers	the	state	opportunities	to	capitalise	on	

social	media’s	popularity	to	promote	anti-human	trafficking	messages	through	

social	networking	applications	while	also	empowering	previously	trafficked	women.	

As	study	three	revealed	some	trafficked	women	never	make	it	to	their	destination,	

others	are	deported	at	the	point	of	entry,	still	others	are	arrested	and	deported	just	

as	they	complete	payment	of	their	debt.	They	return	to	Nigeria	penniless,	to	a	rescue	

shelter	where	they	undergo	an	assisted	reintegration	program	through	NAPTIP.	

Many	of	these	women	are	angry,	bitter	and	regretful	at	returning	home	empty-

handed,	particularly	those	who	have	worked	for	years	just	to	repay	their	debt	and	

are	then	detained	against	their	will	at	the	rescue	shelter.	Survivors	experience	many	

difficulties	reintegrating	into	life	in	Nigeria	without	adequate	financial	resources	

and	survivors	experience	a	lot	of	insecurity	and	can	become	vulnerable	to	human	

trafficking	again	(Plambech,	2014),	or	become	traffickers	themselves.	As	study	two	

reveals,	sociocultural	influence	is	strong	in	Nigeria.	This	research	revealed	that	
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these	experiences	of	sociocultural	influences	can	negatively	influence	individuals	

into	voluntary	participation	in	human	trafficking.		

	

Therefore,	a	social	networking	application	such	as	a	live	chat	mobile	web	

application	can	be	used	by	the	state	as	a	tangible	social	marketing	‘exchange’	to	

make	influential	economic	agents	and	anti-human	trafficking	ambassadors	out	of	

previously	trafficked	persons.	The	app	will	connect	survivors	of	human	trafficking	

who	have	been	deported	or	‘rescued’	by	NAPTIP	with	people	at	risk	of	being	

trafficked	both	interstate	and	overseas.	Built	for	the	state,	the	app	will	employ	

previously	trafficked	persons	to	work	as	advisors,	counsellors	and	gatekeepers	for	

those	at	risk	of	being	trafficked.	Trafficked	persons	will	be	able	to	verify	interstate	

or	overseas	travel	information	and	help	those	at	risk	identify	and	veto	potential	

cases	of	human	trafficking	thereby	empowering	those	at	risk	of	being	trafficked	to	

make	smarter,	safer	choices	for	themselves.	Such	a	program	would	also	provide	

employment	and	a	sustainable	income	stream	for	previously	trafficked	persons.	

This	mobile	web	app	would	enable	the	state	to	empower	human	trafficking	

survivors	to	become	ambassadors	rather	than	another	statistic	in	the	vicious	cycle	

of	human	trafficking.	Rather,	trafficked	persons	would	become	paid	state	employees	

contributing	to	the	economy	rather	than	allowing	them	to	fall	back	into	a	life	of	

oppression	and	human	trafficking.	

	

Additionally,	social	media	can	also	be	used	to	regularly	profile	and	promote	real	

stories	of	Nigerians	who	have	built	wealth	and	changed	their	socioeconomic	

condition	within	Nigeria.	For	example,	a	culturally	appropriate	equivalent	to	the	

widely	popular	‘Humans	of	New	York’	account	on	Instagram	and	Facebook,	would	

position	these	‘home-grown’,	local	heroes	as	anti-human	trafficking	champions	

whose	inspirational	stories	of	success	within	Nigeria	can	be	shared	across	social	

media	networks.	These	local	champions	would	then	function	as	positive	reference	

groups	to	people	at	risk	of	human	trafficking.	This	curated	list	of	local	champions	

would	need	to	be	active,	regularly	updated	and	feature	a	diversity	of	relatable	and	

believable	stories	and	faces,	in	order	for	the	champions	to	function	both	as	
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hegemonic	vehicles	and	as	socialisation	agents.	Thus,	through	these	local	

champions,	the	state	can	begin	to	change	existing	hegemony	of	overseas	migration	

and	idealisation	of	the	West,	as	well	as	the	false	consciousness	about	human	

trafficking	in	favour	of	the	state.	In	turn,	through	this	ubiquitous	social	media	

exposure	to	the	local	champions’	stories,	vulnerable	individuals	may	begin	to	

voluntarily	accept	this	new	hegemony	about	the	state	and	their	own	potential	

within	the	state.	However,	a	dedicated,	well-funded	and	ongoing	social	media	

strategy	is	crucial	to	the	realisation	of	this	new	hegemony.	

7.7	Limitations	of	the	research	

The	limitations	of	this	program	of	research	have	been	acknowledged	in	each	of	the	

three	studies	comprising	this	PhD	thesis.		

However,	additional	limitations	must	be	acknowledged.	The	first	limitation	involved	

the	significant	cost	of	travel	and	living	in	Nigeria,	which	constrained	the	amount	of	

time	that	could	be	spent	collecting	data	in	Nigeria.	This	time	constraint,	in	turn,	

limited	the	scope	of	data	that	could	be	collected,	and	as	a	self-funded	PhD	student,	I	

could	not	have	spent	any	more	time	than	I	did	collecting	data.	Furthermore,	there	

were	considerable	risks	involved	in	collecting	the	data	for	this	research.	For	

example,	the	University	advised	against	travel	to	Nigeria	for	data	collection	due	to	

the	country’s	record	of	civil	unrest,	which	was	not	unwarranted.	In	fact,	the	transit	

centre	in	Abuja	where	I	had	boarded	my	bus	to	Lagos,	weeks	earlier,	was	bombed	by	

Boko	Haram	shortly	after.	Further,	it	took	substantial	groundwork	including	

obtaining	written	consent	from	the	Nigerian	government	before	I	was	granted	travel	

clearance	from	the	University.	On	reaching	Nigeria,	where	I	spent	six	weeks	

immersed	in	the	environment	and	experiencing	its	life	at	the	lower	socioeconomic	

rung	of	the	ladder,	it	took	some	time	to	develop	trust	with	informants	and	gaining	

access	to	trafficked	persons	at	the	government	shelter.	Nevertheless,	as	a	result	of	

the	rapport	and	trust	built,	I	was	granted	unprecedented	access	to	trafficked	women	

at	a	government	rescue	shelter;	this	was	despite	the	shelter’s	policy	that	precludes	
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researchers	from	interviewing	trafficked	women	for	privacy	reasons.	However,	

ethical	considerations	meant	that	existential	phenomenological	interviews	length	

were	contingent	upon	participants’	willingness	to	participate	in	the	interview	and	

their	ability	to	withdraw	at	any	time,	rather	than	upon	strict	existential	

phenomenological	conventions.	Furthermore,	with	participants	largely	setting	the	

tone	of	the	dialogue,	as	well	as	the	limitation	of	having	only	one-off	access	to	

participants,	some	existential	phenomenological	conventions	such	as	multiple	

interview	sessions	with	participants	could	not	be	adhered	to	in	this	context,	thereby	

limiting	the	scope	of	insights	yielded.	Nevertheless,	participants’	observable	body	

language	spoke	volumes	and	helped	to	compensate	when	their	phenomenological	

accounts	faltered.		

Another	limitation	of	this	PhD	is	that	while	it	acknowledges	the	prevalence	of	other	

forms	of	human	trafficking	within	Nigeria,	the	data	collected	represents	only	the	

forms	of	human	trafficking	relevant	to	the	locations	where	downstream	data	was	

collected	(Lagos	and	Edo	States).	Therefore	this	PhD	does	not	purport	to	provide	

exhaustive	insights	into	every	form	of	human	trafficking	in	Nigeria.	

A	further	limitation	of	the	overall	program	of	research	was	its	use	of	only	qualitative	

research	methods.	This	study	would	have	benefited	from	an	additional	quantitative	

aspect	to	assist	in	identifying	the	scope	of	the	actionable	insights	in	each	study.	An	

understanding	of	the	scope	of	each	insight	would	enable	social	marketers	to	identify	

appropriate	segments	for	prioritisation.		

Another	limitation	of	this	study	is	the	predominant	focus	on	a	pool	of	human	

trafficking	literature	from	Nigeria	across	the	literature	review	chapters	and	the	

three	studies.	As	previously	acknowledged,	the	majority	of	available	human	

trafficking	literature	from	Nigeria	tend	to	be	conceptual	and	relying	on	the	same	

pool	of	secondary	data,	leaving	only	a	small	selection	of	formative	research	studies	

available	for	citation.	However,	this	research	acknowledges	the	existence	of	a	

plethora	of	literature	on	global	human	trafficking;	the	scope	of	the	research	and	the	
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research	context	necessitated	however	limiting	literature	review	to	those	focused	

on	Nigeria.		

Furthermore,	the	issue	of	child	labour	and	the	traditional	practice	of	child	fostering	

could	have	been	explored	in	more	depth.	However,	travel	through	origin	states	for	

child	trafficking	as	identified	by	NAPTIP	was	not	advised	by	locals	for	security	

reasons,	and	planned	data	collection	from	parents	in	child	trafficking	origin	sites	

such	as	the	Shaki	region	in	Oyo	State	had	to	be	abandoned.	This	meant	that	insights	

on	the	issue	were	limited	to	one	destination	site	for	child	trafficking,	i.e.	Lagos.	

Insecurity	in	various	parts	of	the	country	therefore	limited	my	ability	to	travel	freely	

to	other	human	trafficking	endemic	states,	which	serves	to	limit	the	scope	of	key	

informant	insights	on	child	labour	and	child	fostering.		

Additionally,	since	the	data	collocation	for	this	program	of	research,	Nigeria	has	

experienced	a	change	of	government.	A	new	president	was	voted	into	office	in	2015,	

a	president	who	differs	from	previous	presidents	in	his	commitment	to	tackling	the	

widespread	problem	of	corruption	throughout	the	country.	Thus,	public	distrust	of	

the	state	may	be	decreasing	since	the	data	collection	period.	Notwithstanding	this	

possibility,	large-scale	social	change,	particularly	in	an	environment	where	

corruption	is	endemic,	as	in	the	case	of	Nigeria,	is	seldom	rapid.	Consequently,	it	can	

be	expected	that	the	key	insights	gained	in	this	PhD	will	continue	to	have	relevance	

to	the	human	trafficking	discourse	in	Nigeria.		

7.8	Future	Research	

This	program	of	research	provides	several	opportunities	for	future	research.	

Firstly,	future	research	should	conduct	mixed	method	studies	on	the	relationship	

between	the	traditional	practices	of	child	fostering,	and	current	practices	of	child	

labour,	and	be	directed	towards	understanding	their	link	to	the	rising	prevalence	of	
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child	trafficking	in	Nigeria.	This	will	enable	social	marketers	to	both	understand	the	

scope	of	the	problem,	and	gain	a	level	of	depth	that	would	assist	in	designing	

effective	social	marketing	programs	aimed	at	reducing	child	trafficking	within	the	

country.	Data	would	need	to	be	collected	from	both	origin	and	destination	sites	for	

child	trafficking	in	order	to	provide	more	comprehensive	insights	into	the	issue.	

Secondly,	having	provided	a	range	of	insights	through	the	qualitative	methods	

employed	in	this	program	of	research,	quantitative	methodologies	are	

recommended	as	a	next	step	to	determine	the	scope	of	each	insight	across	the	three	

studies.	For	example,	study	one	could	be	followed	up	with	a	content	analysis	of	

current	anti-human	trafficking	advertisements	to	understand	the	extent	to	which	

state-produced	anti-human	trafficking	discourse	are	reproducing	social	inequalities	

within	the	country.	Quantitative	insights	would	assist	to	establish	the	scope	of	these	

formative	research	insights,	enabling	social	marketers	to	target	priority	segments	

for	change	as	well	as	influence	state	budget	allocation	towards	social	marketing	

programs.	

Future	research	on	current	trends	in	human	trafficking	under	the	new	Nigerian	

state	leadership	would	also	enable	fresh	insights	on	the	state	of	the	relationship	

between	the	state	and	its	people,	allowing	social	marketers	to	compare	insights	

from	this	study	and	update	their	understanding	of	the	problem.		

Further,	application	of	the	three	social	marketing	benchmark	criteria	offer	the	

opportunity	for	social	marketers	to	develop	future	social	marketing	prevention	

programs	informed	by	this	formative	research.	Social	marketing	programs	

developed	and	implemented	from	the	insights	yielded	from	this	research	can	also	be	

systematically	reviewed	for	effectiveness,	providing	further	opportunities	for	

improvement.	

Lastly,	the	research	design	approach	employed	in	this	study	could	be	applied	to	

other	country	contexts	with	a	high	prevalence	of	human	trafficking	where	the	
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problem	is	also	multi-faceted	and	inclusive	of	voluntary	behaviours	in	order	to	build	

an	evidence	base	for	this	research	approach.		

	

	

7.9	Conclusion	
 
This	thesis	responds	to	calls	for	human	trafficking	to	be	tackled	as	a	social	problem	

involving	both	voluntary	and	involuntary	behaviours	(Asiwaju,	2008;	Long,	2004;	

Goździak	&	Bump,	2008;	Zhang,	2009;	Hoyle,	2011;	Weitzer,	2014;	Murray	et	al.,	

2015).	Existing	human	trafficking	interventions	in	Nigeria	remain	inadequate	as	

human	trafficking	continues	to	be	a	problem	for	the	country	(Adepoju,	2005;	

Carling,	2005;	Okojie,	2009;	Duru	&	Ogbonnaya,	2012).	Calls	for	human	trafficking	

to	be	considered	through	an	alternate	lens	(see	Goździak	&	Bump,	2008;	Weitzer,	

2014),	such	as	social	marketing,	are	evident	(Pennington	et	al.,	2009;	Murray	et	al.,	

2015).	With	its	application	of	the	social	marketing	framework	to	understand	human	

trafficking	as	a	social	issue,	this	PhD	thesis	responds	to	this	call.	However,	

incomplete	use	of	formative	research	and	limited	theory	application	is	evident	in	

social	marketing,	despite	scholars	acknowledging	the	importance	of	both	in	social	

marketing	(Lefebvre	&	Flora,	1988;	Walsh	et	al.,	1993;	Andreasen,	2002;	French	&	

Blair-Stevens,	2005;	Robinson-Maynard	et	al.,	2013).	Application	of	formative	

research	helps	to	instil	an	understanding	of	the	consumer	and	surrounding	

influences,	i.e.	social	and	environmental	(Andreasen,	2002),	while	theory	use	can	

improve	program	outcomes	(Truong	&	Dang,	2016;	Lefebvre,	2013).	Therefore,	this	

thesis	demonstrated	how	rigorous	formative	research	on	the	problem	of	human	

trafficking	in	Nigeria	can	be	conducted	across	each	of	the	three	streams	of	social	

marketing	(upstream,	midstream	and	downstream),	in	response	to	calls	for	

multilevel	social	marketing	interventions	(Bayliss-Brown	et	al.,	2015;	Kennedy,	

2015;	Layton,	2014,	2015),	to	provide	a	system	view	of	the	problem.	This	thesis	

provided	actionable	multi-stream	formative	research	insights	using	a	mix	of	

qualitative	research	methods	including	existential	phenomenology,	auto-

ethnography	and	critical	discourse	analysis,	which	are	sparsely	used	across	both	
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fields.	Study	one	found	that	the	state’s	moralising	of	human	trafficking	creates	the	

social	identity	of	‘deviant’	for	voluntarily	trafficked	persons,	which	thereby	

reproduces	existing	socioeconomic	and	sociocultural	inequalities	by	discouraging	

citizen	participation	in	the	fight	against	human	trafficking	while	stigmatising	

trafficked	persons	and	marginalising	other	forms	of	human	trafficking.	Study	two	

found	that	key	informants	held	a	false	consciousness	about	human	trafficking	and	

child	labour,	in	their	belief	that	it	represents	freedom	from	socioeconomic	

oppression.	Their	false	consciousness	thereby	contributed	to	the	problem	of	human	

trafficking	because	informants	can	function	as	socialisation	agents	who	can	

negatively	influence	family	members.	Study	3	found	that	despite	the	diversity	of	

their	lived	experiences,	the	majority	of	trafficked	participants	viewed	human	

trafficking	positively,	and	did	not	identify	as	victims	because	they	were	not	forced	

into	it.	Rather,	they	viewed	human	trafficking	as	an	opportunity	for	financial	gain,	

regardless	that	many	are	rescued	and	deported	before	they	are	able	to	achieve	their	

goals,	which	they	experienced	as	a	further	form	of	state	oppression	indicative	of	

their	false	consciousness	of	human	trafficking.	The	research	offered	a	new	

theoretical	framework	for	understanding	human	trafficking	through	the	use	of	the	

critical	theory	concepts	of	false	consciousness	and	cultural	hegemony	while	

expanding	midstream	social	marketing	formative	research	methods	with	its	use	of	

consumer	socialisation	theory.	In	sum,	this	research	demonstrated	the	potential	of	

social	marketing	application	to	a	broader	range	of	problem	behaviours	and	social	

issues	with	its	focus	on	the	problem	of	human	trafficking.	
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Appendices	
	
Appendix	1	–	Ethical	Clearance	MKT/13/13/HREC 

          GRIFFITH UNIVERSITY HUMAN RESEARCH ETHICS COMMITTEE 
 
                                                              10-Mar-2014 
 
Dear Ms Badejo, 
 
I write further to the additional information provided in relation to the conditional 
approval granted to your application for ethical clearance for your project "Full Review: 
Understanding Human Trafficking As a Social Issue in Nigeria: A Social Marketing 
Formative Study" (GU Ref No: MKT/13/13/HREC). 
This is to confirm receipt of the remaining required information, assurances or 
amendments to this protocol. 
Consequently, I reconfirm my earlier advice that you are authorised to immediately 
commence this research on this basis. 
The standard conditions of approval attached to our previous correspondence about this 
protocol continue to apply. 
Regards, 
 
Dr Kristie Westerlaken 
Policy Officer 
Office for Research 
Bray Centre, Nathan Campus 
Griffith University 
ph: +61 (0)7 373 58043 
fax: +61 (07) 373 57994 
email: k.westerlaken@griffith.edu.au 
 
Researchers are reminded that the Griffith University Code for the Responsible Conduct 
of Research provides guidance to researchers in areas such as conflict of interest, 
authorship, storage of data, & the training of research students. 
You can find further information, resources and a link to the University's Code by 
visiting 
http://policies.griffith.edu.au/pdf/Code%20for%20the%20Responsible%20Conduct%20o
f%20Research.pdf 
PRIVILEGED, PRIVATE AND CONFIDENTIAL 
This email and any files transmitted with it are intended solely for the use of the 
addressee(s) and may contain information which is confidential or privileged. If you 
receive this email and you are not the addressee(s) [or responsible for delivery of the 
email to the addressee(s)], please disregard the contents of the email, delete the email and 
notify the author immediately. 
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Appendix	2	–	NAPTIP	Letter	of	Consent	
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Appendix	3	–	Idia	Renaissance	Letter	of	Consent	
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Appendix	4	–	Upstream	Informed	Consent	sheet	and	Interview	guide	

Human	Trafficking	Research	Interview	

• Hello	I	am	a	student	currently	undertaking	a	PhD.	As	part	of	my	thesis	I	have	to	conduct
interviews	with	key	staff	within	your	organisation	on	human	trafficking	in	Nigeria.

• The	aim	of	this	research	is	to	gain	an	understanding	of	human	trafficking	in	Nigeria	including
research	and	theories	informing	current	anti-human	trafficking	advertisements	in	Nigeria.

• The	interview	will	take	no	more	than	60	minutes	of	your	time.

• The	results	from	this	research	will	be	used	in	my	doctoral	studies.

• All	responses	are	completely	anonymous.	No	findings	that	could	identify	any	individual
participant	will	be	made	known.	The	anonymity	of	your	participation	is	assured	by	our
procedure,	in	which	the	interviews	are	anonymous	and	only	the	combined	results	will	be
made	known.

• Your	participation	is	completely	voluntary	and	you	may	withdraw	from	completing	the
interview	at	any	stage.	You	may	also	avoid	answering	any	questions	that	you	feel	are	too
personal	or	intrusive.

• This	interview	will	be	audio	recorded.	If	you	do	not	wish	for	the	interview	to	be	recorded
please	inform	the	interviewer	as	such.

If	you	have	any	queries	or	would	like	to	be	informed	of	the	aggregate	research	findings	contact:	
Chief	Investigator	
A/Professor	Sharyn	Rundle-Thiele	
Griffith	Business	School	
Building	N63,	Room	2.20,	Nathan	campus,	Griffith	University	
170	Kessels	Road,	Nathan	QLD	4111,	Australia	
Phone:	+61	7	3735	6446	|	Fax:	+61	7	3735	7126	
Email:	s.rundle-thiele@griffith.edu.au	

Student	Researcher	
Abi	Badejo,	abi.badejo@griffithuni.edu.au	0422198927	

Griffith	University	conducts	research	in	accordance	with	the	National	Statement	on	Ethical	Conduct	in	
Human	Research.		If	you	have	any	concerns	or	complaints	about	the	ethical	conduct	of	this	research,	
you	can	contact	the	Manager,	Research	Ethics,	at	Griffith	University	Human	Research	Ethics	
Committee	on	61	7	3735	4375	or	research-ethics@griffith.edu.au		
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Study	1	
Upstream	semi-structured	Interview	Guide	

- Introduction

o Role	of	informant	within	organisation

o Objectives	of	the	session

" To	determine	research,	theories	and	ideology	informing

current	anti-human	trafficking	advertisements	in	Nigeria

" To	understand	stakeholder	perception	of	human	trafficking	in

Nigeria

- The	Discussive	phase

o Current	trend	in	Human	Trafficking	in	Nigeria

o Processes	of	production

" Which	theories,	ideologies	and	research	have	informed	current

anti-human	trafficking	advertisements

o Scope	of	advertisements

" Type

" Medium/distribution

" Reach

o Monitoring	and	evaluation	of	current	advertisements

" Issues	impacting	on	campaign	effectiveness

" Trends	in	Human	Trafficking	since	advertisements	began

" Plans	for	future

o Details	of	other	State	intervention	programs

- Summarising	Phase

o Check	that	objective	of	interview	has	been	met

o Thanks	for	participating



269	

Appendix	5	–	Midstream	Informed	Consent	sheet	and	Interview	guide	

Human	Trafficking	Research	Interview	

• Hello	I	am	a	student	currently	undertaking	a	PhD.	As	part	of	my	thesis	I	have	to	conduct	an
in-depth	interview	on	human	trafficking	in	Nigeria.

• You	have	been	recommended	as	a	prospective	participant	in	this	interview.

• The	aim	of	the	interview	is	to	understand	your	experiences	of	sociocultural	influences	in
Nigeria.

• The	interview	will	take	no	more	than	90	minutes	of	your	time.

• You	will	receive	a	reward	to	the	value	of	N500	upon	completion	of	the	interview.

• The	results	from	this	research	will	contribute	to	a	greater	insight	into	the	human	trafficking
phenomenon	in	Nigeria

• All	responses	are	completely	anonymous.	No	findings	that	could	identify	any	individual
participant	will	be	made	known.	The	anonymity	of	your	participation	is	assured	by	our
procedure,	in	which	the	interviews	are	anonymous	and	only	the	combined	results	will	be
made	known.

• Your	participation	is	completely	voluntary	and	you	may	withdraw	from	completing	the
interview	at	any	stage.	You	may	also	avoid	answering	any	questions	that	you	feel	are	too
personal	or	intrusive.

• This	interview	will	be	audio	recorded.	If	you	do	not	wish	for	the	interview	to	be	recorded
please	inform	the	interviewer	as	such.

If	you	have	any	queries	or	would	like	to	be	informed	of	the	aggregate	research	findings	contact:	
Chief	Investigator	
A/Professor	Sharyn	Rundle-Thiele	
Griffith	Business	School	
Building	N63,	Room	2.20,	Nathan	campus,	Griffith	University	
170	Kessels	Road,	Nathan	QLD	4111,	Australia	
Phone:	+61	7	3735	6446	|	Fax:	+61	7	3735	7126	
Email:	s.rundle-thiele@griffith.edu.au	

Student	Researcher	
Abi	Badejo,	abi.badejo@griffithuni.edu.au	0422198927	

Griffith	University	conducts	research	in	accordance	with	the	National	Statement	on	Ethical	Conduct	in	
Human	Research.		If	you	have	any	concerns	or	complaints	about	the	ethical	conduct	of	this	research,	
you	can	contact	the	Manager,	Research	Ethics,	at	Griffith	University	Human	Research	Ethics	
Committee	on	61	7	3735	4375	or	research-ethics@griffith.edu.au		
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Midstream	Interview	guide	
	

The	aim	of	the	interview	is	to	collect	information	about	how	sociocultural	influences	

are	experienced	across	human	trafficking	endemic	states	in	Nigeria.		

	

Issues	to	discuss	

- Explore	perception:	what	does	human	trafficking	mean	to	you?		

o Explore	understanding	and	construction	of	human	trafficking		

- Explore	experiences	of	sociocultural	influences		

o Explore	family	ties,	experiences	of	socioeconomic	status,	traditional	

practices	–	child	fostering,	child	labour	

- Explore	feelings	towards	human	trafficking	and	socialisation	agency	

o How	do	you	feel	about	introducing	or	connecting	a	member	of	your	

family	with	a	human	trafficker?	

o What	would	influence	you	to	consent	to	human	trafficking	or	cause	

you	to	influence	someone	close	to	you	to	consent			

- Explore	other	sociocultural	influences	in	line	with	theory	of	cultural	

hegemony:		

o Questions	about	wealth	accumulation,	materialism,	religion	and	

superstition,	overseas	migration,	social	status,	pop	culture,	

aspirations	for	upward	mobility	
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Appendix	6	–	Downstream	Informed	Consent	sheet	and	Interview	guide	

Human	Trafficking	Research	Interview	

• Hello I am a student currently undertaking a PhD at Griffith University, Brisbane, Australia. As
part of my thesis I have to conduct interviews on human trafficking in Nigeria.

• You have been recommended by [name] as a prospective participant in this interview.

• The aim of the interview is to understand your lived experience of human trafficking.

• The interview will take around 60 minutes of your time however you can exit the interview at any
time you wish to.

• The	results	from	this	research	will	contribute	to	a	greater	insight	into	the	human	trafficking
phenomenon	in	Nigeria

• All	responses	are	completely	anonymous.	No	findings	that	could	identify	any	individual
participant	will	be	made	known.	The	anonymity	of	your	participation	is	assured	by	our
procedure,	in	which	the	interviews	are	anonymous	and	only	the	combined	results	will	be
made	known.

• Your	participation	is	completely	voluntary	and	you	may	withdraw	from	completing	the
interview	at	any	stage.	You	may	also	avoid	answering	any	questions	that	you	feel	are	too
personal	or	intrusive.

• This	interview	will	be	audio	recorded.	If	you	do	not	wish	for	the	interview	to	be	recorded
please	inform	the	interviewer	as	such.

If	you	have	any	queries	or	would	like	to	be	informed	of	the	aggregate	research	findings	contact:	
Chief	Investigator	
A/Professor	Sharyn	Rundle-Thiele	
Griffith	Business	School	
Building	N63,	Room	2.20,	Nathan	campus,	Griffith	University	
170	Kessels	Road,	Nathan	QLD	4111,	Australia	
Phone:	+61	7	3735	6446	|	Fax:	+61	7	3735	7126	
Email:	s.rundle-thiele@griffith.edu.au	

Student	Researcher	
Abi	Badejo,	abi.badejo@griffithuni.edu.au	0422198927	

Griffith	University	conducts	research	in	accordance	with	the	National	Statement	on	Ethical	Conduct	in	
Human	Research.		If	you	have	any	concerns	or	complaints	about	the	ethical	conduct	of	this	research,	
you	can	contact	the	Manager,	Research	Ethics,	at	Griffith	University	Human	Research	Ethics	
Committee	on	61	7	3735	4375	or	research-ethics@griffith.edu.au		
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Study	3	-	Existential	Phenomenological	Interview	guide	

The	aim	of	the	interview	is	to	collect	information	about	the	lived	experience	of	persons	that	

have	been	trafficked	in	and	outside	Nigeria	from	the	first-person	point	of	view;	in	other	

words,	to	create	a	phenomenological	account	of	this	particular	aspect	of	human	life	as	it	is	

lived.		

The	goal	of	the	interview	is	to	capture	the	emotional	basis	of	life	as	the	trafficked	person	

experienced	it.		

The	following	issue	will	be	investigated:	

- Emotional	basis	of	the	participant’s	ties	to	human	trafficking

The	 interview	 will	 use	 ‘narrative	 questions’,	 which	 invite	 participants	 to	 tell	 stories.	

Participants’	answers	will	be	questioned	using	the	following	phrases:	

- how	did	you	feel	about	that?

- what	was	your	reaction	to	that?

- what	was	it	like?

- how	would	you	evaluate	that	from	today’s	perspective?	(evaluative)

- was	it	really	like	that?	(probing)

- describe	the	most	important…	(moment/person/experience/situation)

- did	you	want	it	to	happen	this	way?
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Appendix	7	–	Sample	Anti-human	trafficking	advertisements	
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