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1. Introduction 
 Nigeria is the largest African country in African continent and the basic goal of Nigeria is to have a nation that is 
self-reliant in that it can sufficiently tend for itself by producing fast moving consumer goods that will sustain the entire 
country and also have surplus to export to other countries across the globe.Nigeria as a developing nation is endowed with 
wealthy, rich and productive resources that are large enough to provide for its citizens and also enhance the economy and 
GDP through the revenue derived from this endowment. Nigeria is also embedded with so many agricultural produce that 
can as well feed its citizens. Unfortunately this is not the case of Nigeria and it appears to be historical in Nigeria. 
 Nigeria produces huge amount of fast-moving consumer goods such as packaged foods, beverages, toiletries, over 
the counter-drugs, herbal drugs and other consumables, most of these products are perceived as inferior products by 
Nigerians, especially when the foreign products are readily available in the market. The attitude of Nigerians towards fast 
moving consumer goods is discouraging and alarming and their general perception is that these goods produced in Nigeria 
are below standard and interior to foreign goods in terms of performance, quality and durability thereby disregarding and 
condemning Nigerian locally made goods.Ogumbe (2001), posits that fast-moving consumer goods produced in Nigeria 
have been stigmatized as ‘made-in-Nigeria goods, Igbo or Aba made’goods, and with suchmind-set, the products will not be 
valued or patronized by Nigerians. He further noted, that will the negative perception of Nigerians toward ‘made-in-
Nigeria goods, these firms are likely to lose its craftsmanship, decline in its local production and exportation, drawback in 
their technological usage and low economic growth.In Nigeria, a huge number of fast-movingconsumer’s goods 
manufacturers have lots of products produced locally and thereis large increase of these local manufacturers in Nigeria 
and this is as a result of the developmental increase in population and changes in consumer demand (Miebaka, Nwiepe 
and Kpunee, 2017). Nigeria presently transfers most of its income into importation of foreign goods due to their increasing 
demand for it (Isah andAliyu, 2017). They posits that Nigeria’s food import bills has risen from N112.88 million yearly 
from 1970-1974 to the sum of N1,964.8 million in 1991. While between year 2000 – 2008, it rose to a total of N80 billion 
and this was spent only onimportation of grants. Isah and Aliyu (2017), further noted that importation in Nigeria as at 
2009 to 2012 stood at 30%, 17.4%, 21.5% and 12.9% respectively, (CBN, 2014). This however indicates that there is 
reduction in exportation of crop production, while food production only grew marginally.Due to these problems 
encountered in importation of goods in Nigeria, the government went further to implement a ban on food importation so 
as to protect and guard manufacturers of fast moving consumer goods against their foreign counterparts (Miebakaet al., 
2017). 
 This however calls for re-examining the frontiers and the role of organizational transparency in Nation building. 
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Organizational transparency is the ability of an organization to be understood by its customers and also being open, frank 
and honest in all of its transactions and operations with customers. Transparency helps organization to provide the 
needed answers to customer’s questions. Winkler (2000), defined transparency could be seen as openness, clarification 
and accurate information towards the customers.Previous studies operationalized organizational transparency across 
their various studies, e.g. openness, clarity and accurate information, (Winkler, 2000), Granados, Gupta & Kauffman 
(2006), unbiased, complete & accurate information, (Jordan, Peek &Rosengren, 2000; Walumbwa et al., 2011) enhanced  
accessibility and visibility of information (e.g. Kaptein 2008; Madhavan et al., 2005; Pagno&Roell, 1996; Prat, 2015; Zhio 
2004), improved clarity and understandability of information (e.g Flood et al., 1999; McGaughey, 2002; Potosky, 2008, 
reduced information concealment (e.g, Granados et al., 2010; Larsson et al., 1998), disclosure,, clarity and accurate 
information (Schnackenberg, 2014). 
 For the purpose of our study, we adapted the dimensions of previous scholars such as disclosure (Schnackenberg 
2014); accessibility (Zhu, 2004), Trust (Lewicki and Bunker, 1996) and Integrity (Armstrong, 2005), because they appear 
in Literature and having more reach in capturing the fast moving consumer goods manufacturing sector in Nigeria. 
 Nation building is the ability to achieve sustainable development through employment, openness of manufactures 
business activities, job creation, creating entrepreneurial opportunities, providing good conditions of service and welfare 
packages for stakeholders and publics.Nation building is also about providing conducive climate for both foreign and local 
investors at urban and rural areas (Ahmed-Gamgum, 2014). He further noted that nation building is the process of 
unifying citizens within and outside the nation, so as to constantly remain politically and economically stable and viable in 
the future.Nation building is not just about building physical edifice of that nation, but it entails the development of 
behaviours, values, and norms of a given system (Ahmed-Gamgum, 2014). For the purpose of our study, we adopted the 
indicator of nation building as value system from the work of Ahmed-Gamgum, (2014). Value system is a unified set of 
values adopted by an individual, organization or a given society as a standard that guides their behaviour in preferences in 
all situations or transactions. Value consists of the norms and ethics of a society (Omeje and Eyo, 2008). Value system of a 
group of customers and stakeholders is a set of beliefs and attitudes that they share in common.Furthermore, it is the set 
of values according to which people, an organization or society regulate their actions and behavior. Previous studies 
operationalized organizational transparency across their various studies (e.g. openness, clarity and accurate information 
Winkler, 2000), Granados, Gupta & Kauffman (2006), unbiased, complete & accurate information, Jordan, Peek 
&Rosengren, 2000; Walumbwa et al., 2011) enhanced  accessibility and visibility of information (e.g. Kaptein 2008; 
Madhavan et al., 2005; Pagno&Roell, 1996; Prat, 2015; Zhio 2004), improved clarity and understandability of information 
(e.g Flood et al., 1999; McGaughey, 2002; Potosky, 2008, reduced information concealment (e.g, Granados et al., 2010; 
Larsson et al., 1998), disclosure, clarity and accurate information (Schnackenberg, 2014) as their independent variable. In 
general, however, there is relatively scarce empirical study that measured nation building as value system in relation to 
the four dimensions of organizational transparency (disclosure, trust, integrity and accessibility) of fast-movingconsumer 
made in Nigerian goods in Aba, Abia State, Nigeria in a single study. 
 
1.1. Statement of the Problem 

 Nigeria is the largest African country in African continent and the basic goal of any nation is to remain self-reliant 
and independent. Nigeria as a developing economy is endowed with rich resources that it can cater for itself and rely in the 
consumption of its products. 
However, this is not the case among some local manufacturers of fast moving consumer goods. They produce sub-standard 
goods, engage in shabby practices in exploiting their customers. They produce goods that are not durable and this has led 
to dissatisfaction of customers by not patronizing their products. This has also affected their visibility and productivity 
across foreign nations. 
 The authors of this paper believes that the application of organizational transparency by these firms will curb the 
problem of poor value system of local manufacturers of fast moving consumer Nigerian goods in in Aba, Abia State. 
It is against this backdrop that our study tries to examine the extent to which organizational transparency influences 
nation building in Nigeria. 
 
1.2. Aim/Objectives of the Study 

 The aim of the study is to examine the relationship between organizational transparency and nation building of 
fast moving consumer goods firms in Aba, Abia State. 
The specific objectives include the following: 

• To examine the relationship between disclosureand nation building. 
• To examine the relationship between accessibility and nation building. 
• To investigate the relationship between integrity and nation building. 
• To determine the relationship between trustand nation building. 

 

1.3. Research Hypotheses 

 The following hypotheses were formulated for the study: 
• H01:disclosure does not significantly affect value system. 
• H02: accessibility does not significantly affect value system. 
• H03:integrity does not significantly affect value system. 
• H04:trust does not significantly affect value system. 
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Figure 1: Operational 

Organizational Transparency and Nation Building
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2. Literature Review    

 
2.1. Theoretical Framework 

 The theoretical foundation for the study was drawn from the stakeholder theory of Edward Freeman (1984), who 
stated that organizational management and focus should be on the maximization of stakeholder’s well
Stakeholder theory encourages a practical effective and ethical direction to manage a firm in a highly complex and 
competitive business environment (Freeman, 1984; Freeman, Harrison and Wicks, 2007). Stakeholder theory is a practical 
theory in that, every organization has to manage 
further noted that stakeholders need to be treated well, because they reciprocate with positive behaviours and attitudes 
that enhance marketing objectives. Harrison, Bosse& Philips (2010
customers involves paying attention to the interests and well
further advocates treating all stakeholders and customers with fairness, openness, honesty,
to them.   
 Stakeholder theory also proposes that treating all stakeholders well and giving them accurate information about 
the firm and its transactions creates a sort of synergy (Parmar, Freeman, Harrison, Wicks, Purnell &
 
2.2. Organizational Transparency 

 Organizational transparency (OT) is the ability for an organization to be open to its stakeholders and ensure that 
there is accessibility of information by the customers and stakeholders. Winkler (2000
transparency is the extent to which an organization discloses, clarifies and gives efficient information to its stakeholders.
Lamming, Caldwell, Harns& Philips (2001) identified organization transparency as the process of exch
information and tacit knowledge in asupply
by organizations to communicate information related to organizational governance and financing to stakeholders (Bhat
al., 2006; Bushman et al.,2004). Rawlins (2008), conceptualized organizational transparency as the perceived quality of 
information that is conveyed by an organization about its customers. While Awad and Krishman (2006), posits that it is 
also a perceived quality of information gathered by organization and shared to its external stakeholders. Organizational 
transparency helps in providing needed answers to customer’s questions and also enhances accessibility and visibility of 
information given to stakeholders and these are the direct construct of transparency which includes: disclosure, 
accessibility, integrity and trust. 
 

2.3. Nation Building 

 Nation Building is the process of constructing or structuring a national identity through the use of power of the 
state (Wikipedia, 2013). Ahmed –Gamgum (2014), noted that nation building is not just about building physical structures 
of a nation, but it entails the development of behaviours, value systems and norms of a given society. Nation building is 
synonymous with national integration and that national integration refers to bringing culturally and socially discrete 
people together into a single territorial unit (Ake, 1979). Nation building is also the process of unifying the citizens with
and outside of a nation so as to remain financially and politically stable and viable in the long run. Nation building is linked 
to superior quality product and product availability, that is to say, when the manufacturing firms produces quality made
in-Nigeria goods, it therefore bring about patronage because the customer’s placed value on the goods produced in 
Nigeria. 
 For the purpose of our study, we therefore define nation building as a set of unified values that customers and 
stakeholders placed on made-in-Nigeria goods, whic
Nation building calls for people’s interest to be vested at the centre and seen as sovereign. The true necessity for 
democracy is that power is given into the hands of the people. It is on their actio
decisions about their experiences with the manufacturers of fast moving consumer goods in Nigeria and implement law, 
regulations and decisions according to their needs, requests and conveniences (Shrivastara, 20
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2.4. Measures of Nation Building  

 Value system is a unified set of values adopted by an individual, organization or a given society as a standard that 
guide their actions, behaviour  in preferences in all situations or transactions. 
The behaviours and attitudes of individuals and citizens of any social system are greatly influenced by their value system 
(Elendu, 2012). He further noted that values are strong socio-cultural elements that drive and direct an individual or a 
society. Okolo (1993) stated that value system is seen in the behaviours of people. Nwabuisi, (2000), asserted that value 
system reflects to how people think and application to the way people think. In Nigeria, the core traditional values placed 
on the locally made goods have been very low and this has also reduced the motivation to continue producing by the 
manufacturing firms. Nigerians have successfully engaged in patronizing foreign products and are thereby 
disregarding‘trade in Nigeria’ goods. 
For the purpose of our study, value system is seen as the priorities that customers and stakeholders attach to specific 
beliefs and behaviour towards locally made goods. 
 

2.5. Organizational Transparency and Nation Building 

 Nation building is the ability to promote institutions and politics that will provide economic well-being and social 
equity, (Eme and Onyishi 2014). Nation building is also rebuilding the confidence of both existing and potential customers 
by satisfying their needs and wants through, information disclosure, accessibility, integrity and trust. Jordan, Peek and 
Rosengren (2000), posits that a rise in disclosure of information improves the allocation of resources in an organization. 
Rosengren (1999), further noted that transparency is not a vertical tool for curb crises both in a nation or an organization, 
but that transparency can act as a tool to reduce the cost of crises in a firm. 
Organizational transparency is crucial for all public offices and organization to provide a comprehensive, understandable 
and reliable picture of their financial performance and objectives so as to help in maximizing investor trust and confidence 
(Herdman, 2010). 
 Transparency is about information and knowledge sharing, in other-words, increased transparency enhances 
increased comprehensibility, coherence and awareness of information that is shared between two or more people (Pagano 
&Roell, 1996). Winkler (2000), stated that openness and clarify of information on monetary politics are likely to increase 
the transparency of communication between economic customers and stakeholders. Burning and Ledinham (2000), 
conceptualized trust and openness as important indices of how firms and the public should relate with one another. 
Furthermore, when the organization are sincere, transparent and trustworthy, in their business activities and 
transactions, it enhances a cordial relationship between the firms and customers, thereby valuing and patronizing made-
in-Nigeria goods, which in turn increases the profitability of this firms and also upholds made-in-Nigeria goods in high 
regard. 
Given the above propositions, we therefore hypothesized as follows: 

• H0:Organizational transparency does not significantly affect value system. 
 
2.6. Disclosure and Nation Building 

 Transparency of the citizens of any nation builds the nation. When citizens and stakeholders are secretive and 
dubious, it tends to handicap a nation from discharging its responsibilities effectively.  
Stakeholders and (customers) have an interest in the processes and outcomes of any given organization and upon which 
firms depend on them to achieve its business goals (Freeman, 1984; Freeman et al., 2007). Information disclosure is vital 
in nation building in that customers are being carried along and incorporated by the firms. This tends to build trust and 
accountability in the customers, thereby patronizing and promoting made-in-Nigeria goods within and outside Nigeria. 
Treating all customers well and being open to them creates a kind of synergy and satisfaction to the customers, this also 
motivates the customers to promote manufacturers of made-in-Nigeria goods which thereby increase the customer base 
and enhance profitability (Parmar, Freeman, Harrison, Wicks, Purnell & de Colle, 2010; Tantalo and Priem, 2014). Any 
organization that is conscious of being transparent and honest, wins the loyalty of its customers. 
Give the above propositions we hypothesized as follows: 

• H01:Information disclosure does not significantly affect value system. 
 
2.7. Accessibility AndNation Building 

 Accessibility according to Zhu (2004) is the ability for an individual, organization or a nation to be approachable, 
available and obtainable. Accessibility of information support, helps customers and stakeholders in the process of decision 
making (Hossien, Shahri, Phalp and Ali, 2015). Accessibility is also the quality of being reached by customers and 
stakeholders. 
 Flood et al., (1999), noted that market information must be clearly, open and accessible to enable market 
participants to fully value its importance and usefulness. 
 Comprehensive and reachable information received from a firm enhances customer trust and patronage to the 
firm’s products. Organizational information that is easily accessed and obtainable by customers influences the attitudes, 
behaviours and values that customers attaches to made-in-Nigeria goods. 
 Further, this information that is accessed also influences the values the employees place on the organization as 
regards toinformation transparency (Cording, Harrison, Hoskisson&Jonsen, 2014; du Luque, Washburn, Waldman & 
House, 2008).Clarity and accessibility of information of a given firm, implies that information received and obtained from 
these firms reduces ambiguity and in turn enhances the customer’s value system towards made–in-Nigeria goods, which 
leads to satisfaction. 
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 In view of the above,we therefore hypothesized as follows. 
• H02:Accessibility does not significantly affect value system.  

 
2.8. Integrity and Nation Building 

 Integrity and openness plays a vital role in promoting organizational effectiveness. Kang (2017), posits that 
integrity requires an inner sense of sincerity and consistency of one’s behaviour and words. No nation can develop without 
a conscious effort to keep to their words and promote honesty in the country. Integrity further means doing the right thing 
in a reliable way. When manufacturers of made-in-Nigeria goods are consistently doing the right thing, the customers and 
the public’s will be motivated to trust them and uphold them in high esteem, thereby value whatever they say or produce. 
Integrity is conceptualized as the act of being honest, upright sincere and having a strong moral values and guidance, any 
nation that does not engage and practice in any of the above indices of integrity is doomed for life. When 
theseorganizations uphold what is right without changing their words. Customers are bound to patronize them and speak 
well of them to others.Schottl (2015) stated that for an organization, individual or a nation to achieve integrity and be 
honest, they have to be whole and undivided. However, when firms of fast moving made in-Nigeria consumer goods, 
customers, stakeholders, citizens and government are honest and sincere in their transactions and dealings with one 
another, it fosters and enhances the value of made-in-Nigeria goods in Nigeria, which further leads to nation building. In 
line with the above propositions, we hypothesized as follows:  

• H03:Integrity does not significantly affect value system. 
 
2.9. Trust and Nation Building 

 Trust is the ability to rely in another person in the phase of risk(UpaMannga, Gulati, Chack, Kaur 2015).In other-
words, it is the act of believing in what someone say or does in any given transaction or relationship. Trust is a central part 
or focus in all individual relations or business activities between two or more people. 
According to Thomas (2009), trust is seen as an expectancy of positive outcome, that is to say, the outcome that an 
individual receives on the basis of the expected actions of the other individual. Trust enhances any business transactions, 
and when customers trust a particular firm they tend to be loyal to them, value whatever they say and in turn patronize 
their products. 
 Comprehensive and available information received from a firm enhances customer trust and patronage to the 
firm’s product. Any organization or nation that does not build trust and have confidence in their customers, stakeholders 
and citizens will have themselves to be blamed, because the customers or citizens will devalue and negatively condemn 
such nation and organization. Trustworthiness therefore breeds loyalty amongst customers and stakeholders, which in-
turn enhances their values system towards these firms and thus leads to nation building. In view of the above 
propositions: 
We hypothesized as follows: 

• H04:Trust does not significantly affect value system.  
 
3. Research Methodology 

 The study adopted the cross-sectional survey design .The study population consist of 100 top management and 
middle level staff from ten (10)registered fast moving consumers made-in Nigerian goods firms in Aba, Abia State. 
(www.Vconnect.com, 2019). Given the accessible population, the study conducted a census study where all units were 
included in the investigation. The primary instrument for data collection in the study was the structural questionnaire, 
designed to generate data on the variables of organizational transparency and nation building, while multiple regression 
was used in testing the hypotheses. 
 

S/N Firms No of Questionnaires 

1. Chellarams Plc 10 
2. Emeka Stores 10 

3. Benco Enterprise Limited 10 

4. Consolidated Breweries Plc 10 
5 Geymay Industries Limited 10 

6. All Fans Bakery 10 

7. Poejo Link Services Nigeria 10 

8 Jooken Services Nigeria Limited 10 
9. Nigerian German Chemicals Plc 10 

10. Ristworld Industries and Communication 10 

 Total 100 

Table 1 

Source: (www.Vconnect.com, 2019) 

 
4. Data Analysis and Presentation    

 This section is the climax of this study in relation to data analysis; the responses of the respondents, presenting 
data collected in tables and graphs (figures), analysing the data using multiple regression as highlighted in previous 
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section of the study after which discussion of findings follow suit. The researcher relied heavily on data gotten through 
questionnaires distributed to respondents. One hundred (100) copies of well-structured questionnaires were distributed 
to the ten (10) studied fast moving made-in Nigeria goods firms in Aba, Nigeria. The information of how they were 
administered and retrieved were discussed below: 
 

Firms Distributed Retrieved Not retrieved Percentage    % 
All Fans Bakery 10 10 0 10 

Benco Enterprise Ltd 10 10 0 10 
Consolidated Breweries Plc 10 9 1 9(1) 

Chellarams Plc 10 10 0 10 
Emeka Stores 10 9 1 9(1) 

Geymay Industries Ltd 10 9 1 9(1) 
Jooken Service Nigeria Ltd 10 10 0 10 

Nigerian German Chemicals Plc 10 10 0 10 
Peojo Link Services Nigeria 10 9 1 9(1) 

Ristworld Industries & Communication 10 10 0 10 
Total 100 96 4 96(4) 

Table 2: Questionnaire Distribution and Retrieval 

Source: Survey data, 2021 

 
 Some retrieved copies of questionnaires from the respondents were invalid and not suitable for this study. Table  
3 discussed further on valid and invalid retrieved questionnaires. 
 

Questionnaire Frequency Percentage    % 
Distributed 100 100 
Retrieved 96 96 

Not retrieved 4 4 
Retrieved usable 93 96.9 

Retrieved not usable 3 3.1 

Table 3: Summary of Questionnaire Distribution and Retrieval 

Source: Survey data, 2021 

 

 From the table above, 100 questionnaires were distributed, 96 which represent 96% were retrieved, and 4 which 
represent 4% were not retrieved. Out of the 96 retrieved 93 which represent 96.9% were valid and usable, and 3 which 
represent 3.1% were invalid and not usable.  
 

4.1. Hypotheses Testing  

• Decision rule: Reject null hypothesis if p <0.05 and below = Positive relationship; +.1 and above=Negative 
relationship -0.1. Multiple Regression analysis was used to analyse the stated hypotheses. 

Test of Hypothesis One, Two, Three, Four 
• H01:Disclosure does not significantly affect value system 
• H02: Accessibility does not significantly affect value system  
• H03:Integrity does not significantly affect value system 
• H04:Trust does not significantly affect value system 

 
Model Summary 

Model R R 

Square 

Adjusted 

R Square 

Std. Error of the Estimate 

1 .932a .869 .856 9.10657 

a. Predictors: (Constant), Disclosure, Accessibility, Integrity, Trust 

Coefficients 

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

T Sig. 95.0% Confidence 
Interval for B 

B Std. 
Error 

Beta Lower 
Bound 

Upper 
Bound 

1 (Constant) 3.703 1.591  -1.588 .135 -13.404 1.998 
Disclosure .345 .182 -.076 -.390 .702 -.486 .336 

Accessibility .645 .211 .124 .421 .680 -.514 .765 
Integrity .153 .199 -.127 -.768 .455 -.480 .227 

Trust .231 .285 -.201 -.849 .548 -.478 .362 
a. Dependent Variable: Value System 

Table 4: Regression Analysis Showing the Effect of Disclosure, Accessibility, Integrity, Trust on Value System. 

Regression Model: VS = 3.703 + [(0.345D) + (0.645A) + (0.153I) + (0.231T)] 
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ANOVA 

Model Sum of 

Squares 

Df Mean 

Square 

F Sig. 

1 Regression 64067.957 4 32033.979 67.508 .000b 
Residual 8066.843 89 474.520   

Total 72134.800 93    
a. Dependent Variable: Value System 

b. Predictors: (Constant),  Disclosure, Accessibility, Integrity, Trust 
Table 5: Regression Line 

 
Y= a + bX1 +bX2 + bX3 + bX4  

Where: 
VS = 3.703 + [(0.345D) + (0.645A) + (0.153I) + (0.231T)] 
R = 0.932 
R² = 0.869 
F4, 93=67.508 
P- value = 0.000 
 The result of the multiple regression of the above variables indicated R = 0.932, R²=0.869 which is equal to 86.9% 
and this is the explanatory power of the model used for the study. It means that only 86.9% variation can be explained by 
factors within the model used for the study and the remaining 13.1% can only be explained by other external quantitative 
and qualitative factors of the model used for the study. The f-ratio (F4, 93=67.508) showed significant effects in existence 
and this revealed the appropriateness of the model used for the study. The t-ratio showed significant for all the four 
dimensions of the predictor variable to the present status of value system.  
 The beta values are the strengths or the extent of contributions to the present position of value system. Integrity 
made the highest contribution beta value of0.153, Trust came second with 0.231 value, while Disclosure took third 
position of 0.345 value, while Accessibility came last with a contribution of 0.645. This means that Accessibility was an 
insignificant influence to nation building. These results have revealed that the four dimensions of the predictor made 
significant contribution. Also, the p-value<0.05 for the four dimensions of predictor as showed in table 3. These results 
mean that the null hypotheses (H0) were all rejected except for accessibility, which the alternate hypotheses was accepted 
as regard to value system. 
 

5. Discussion of Findings 

 This section sought to discuss various findings as regards to analysis of data and findings. 
 The analysis showed that 100 copies of the questionnaire were distributed to ten (10) selected fast moving made-
in Nigeria goods firms and 93 returned copies were considered valid for the analysis.  
 Hypothesis one, two, three and four (H01, H02, H03, & H04) aimed at examining the significant relationship between 
disclosure, accessibility, integrity and trust and value system. The hypotheses were tested using multiple regression 
analysis. Our analysis revealed a positive and strong significant relationship between disclosure, accessibility, integrity 
and trust and value system (R= 0.932 and R²= 0.869). That is to say, disclosure, accessibility, integrity and trust had a 
positive relationship with nation building. The findings in this was supported by Cording, Harrison, Hoskisson&Jonsen, 
(2014), who posited that information that is accessible influences the values the employees place on the organization as 
regards  to information transparency. Also Jordan, Peek and Rosengren (2000), found a positive influence of disclosure on 
nation building. They found that a rise in disclosure of information improves the allocation of resources in an organization 
to an extension……nation building.   
 

6. Conclusion 

 This study examined the relationship of four constructs of organizational transparency (disclosure, accessibility, 
integrity and trust) on nation building measures (value system) of fast moving made-in Nigeria goods firms in Aba, 
Nigeria. From the findings, disclosure to a large extent influences the measure of nation building; vale system positively, 
accessibility influences value system positively, integrity influences value system positively and trust on the other hand 
influences value system positively. The outcome of the analysis therefore, revealed that the organizational transparency 
dimensions significantly influence the nation building measure, thus it was established that a positive and significant 
relationship exist between the dimensions of organizational transparency and the measure of nation building. All the null 
hypotheses formulated were rejected and alternative hypotheses consequently accepted. 
Companies of fast moving consumer goods (FMCG) have a role to ensure that value system is not compromised and this 
study has revealed that such value system can be made possible through organizational transparency. The attraction of 
consumers towards made-in Nigerian goods is more valid when they are aware of how the organizations manufactures 
their goods. 
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7. Recommendations 

 The study therefore recommends that firms of fast moving made-in Nigeria goods should provide information that 
are accessible to customers and stakeholders, as well as display in high level of integrity in their business activities. The 
study further recommends that companies of fast moving consumer goods (FMCG) should ensure that their business 
activities and organizational information are accessible to customers and that sincerity and integrity should be their watch 
word in every business dealings with customers and the society at large, which in-turn enhances the value system of the 
customers and the nation. 
 

8. Suggestions for Further Studies 

 The researcher suggests that other dimensions of nation building as well as organizational transparency be 
considered in subsequent studies. 
Lastly, studies such as this should be conducted in other geographical area in Nigeria to see the level of the generalization 
of these work findings. This in essence may lead to discovering and breaking into new knowledge frontiers. 
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