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ABSTRACT
 This study tested the hypotheses that product innovation, process innovation, marketing innovation, and organizational innovation are associated with the performance of SMEs in Yobe State, Nigeria. Using PLS-SEM, results of the tests, based on data collected in a cross-sectional survey of 142 SMEs owners across the three senatorial zones of the state, provide evidence for positive and statistically significant relationships between product and process innovations as predictors and SMEs performance as the outcome. However, similar evidence could not be found when marketing and organisational innovations were factored in as predictors of SMEs performance. Also, the results of the importance-performance analysis confirm the hypothesis test outcomes, showing that product and process innovations are strategic to SMEs performance, while marketing and organizational innovations, though having positive effects, failed to exert corresponding importance vis-à-vis SMEs performance. Recommendations were thus given towards utilizing innovation as an important tool in promoting the growth and development of SMEs in kwara State. 
Keywords: Product innovation, Process innovation, Marketing innovation, Organisational innovation, SMEs.








CHAPTER ONE
 INTRODUCTION 1.1	
BACKGROUND OF THE STUDY
Innovation means novelty, new ways things being done, or old thing being done in new ways to increase performance in terms of sales, profitability and market share in an organization. It is an application of technological, institutional, human resources and discoveries, products, markets, institutions and organizations that need organizational improvement or performance in term or sales, profitability and market share.
Small and medium scale enterprises (SMEs) are generally regarded as the engine of economic growth and equitable development in developing economies. They are labour intensive, capital saving and capable of helping to create most of the one billion new jobs that world will need by the end of the century. Aremu and Adeyemi (2011). They are also perceived as the key to Nigeria’s economic growth, poverty alleviation and employment generation. But their unimpressive performance in employment generation in recent years has generated a lot of research interests on their challenges and prospects.
Firms in Nigeria have not frequently applied the concept of innovation in their businesses. There is less new product in the market, less adoption of marketing innovation strategies, poor business innovation processes which negatively reduce the sales volume of small-scale business in Ilorin. The market is full with existing products. However, SMEs in Ilorin are yet to fully apply product innovation, process innovation, marketing innovation, and organizational innovation in order to increase its sales volume in the sector. Thus, this study examines the influence of innovativeness on the performance of small-scale businesses in Ilorin.
1.2	STATEMENTS OF THE PROBLEM
Despite the numerous studies that exist on SMEs, there are still many evident cases of SMEs failure. Most SMEs in Nigeria die within their five years of existence, a smaller percent goes into extinction between the sixth and tenth year while only about five to ten percent survive, thrive and grow to majority; Aremu and Adeyemi (2011). Many factors have been identified contributing to this premature death of SMEs. Key among them include:
i. Poor quality products
ii. Overconcentration on old technology and iii.	Lack of product innovation.
It is important to note that SMEs in Ilorin city is not immune from the aforementioned challenges in their day-to-day operations hence it becomes necessary to embark on a study that investigates innovativeness as a catalyst for enhancing the performance of small-scale businesses in Ilorin.
1.3	RESEARCH QUESTIONS
To achieve the above-mentioned objectives, the following questions were addressed.
i. To what extent does the quality of product/ service affect the profitability of small-scale businesses?
 ii.	How does the introduction of new technology affect the productivity of small-scale businesses?
iii.	To what extent does new product development affects the sales turnover of small businesses?
1.4	OBJECTIVES OF THE STUDY
The general objective of the study was to examine the effect of creativity and innovation on the performance of small-scale business in Ilorin. The specific objectives of the study were as follows:
i. To determine the effect of high-quality product on the performance of small-scale business.
ii. To examine the effect of new technology introduction on the productivity of small-scale business.
iii. To determine the effect of new product development on the sales turnover of small-scale business.
1.5	 RESEARCH HYPOTHESES
This study was predicted on the following hypotheses:
Hypothesis 1
H0: 	Quality product does not increase the profitability of small-scale Businesses in Ilorin.  
H1: 	Quality product increases the profitability of small-scale businesses in Ilorin.
Hypothesis 2	      
H0: 	New technology does not affect the productivity of small-scale businesses in Ilorin.
H1:	 New technology affects the productivity of small-scale businesses in Ilorin.
Hypothesis 3
H0: New product development does not increase the sales turnover of small-scale businesses in Ilorin.
H1: 	New product development increases the sales turnover of small-scale businesses in
Ilorin.
1.6	SIGNIFICANCE OF THE STUDY
The findings of this study would be useful to academia’s, industry managers, practitioners, policy makers and to the general public.
Academically, the study will serve as a body of reserved knowledge to be referred to by the researchers and as a base for further research and academic criticisms. 
The eventual findings of this research would immensely assist managers in the industry to understand the influence of innovation on the performance of their businesses. Hence, the findings will aid them in planning their activities.
Furthermore, the study is valuable to the government and policy makers in developing policies relating to business in the country.
1.7	SCOPE OF THE STUDY
The scope of the study is restricted to the influence of innovation on the performance of small-scale businesses in Ilorin. Small businesses cover a vast range of forms in different sectors. To effectively measure innovation and performance of small-scale businesses, this study considered small scale businesses which have been in existence for five years and above. These are: Molad Rental Services, Omolewa & Son Ltd, Peculiar Grace Supermarket, Ola-Egbon Furniture, Kasbuhat Plaza, Chupet Cosmetics, Oyin Pharmacy, Sure Door, Bob Shege photo and Fortunate Bread.
1.8	LIMITATIONS TO THE STUDY   
In the course of carryout the study, some constraints were encountered which somehow affected the successful completion of the study. These include;
i. Financial constraint: It was not easy financially for the researcher in gathering materials for this work especially downloading materials from the internet. Also, financial involvement when visited the areas where survey was carried out.
ii. Limited time available for the research work.
iii. Reluctance of respondents to answer questions. Respondents’ attitude in concealing their actual feelings when they were subjected to investigation.
1.9	DEFINITION OF TERMS
Creativity: Means the production of novel and useful ideas in any domain. Creativity refers to the generation of novel, useful idea, and employees’ ability to create new practical ideas. It is the start point of innovation.
Innovation: Is the successful implementation of novel ideas within an organization. Innovation can be viewed as a novel idea that has been implemented and generally accepted which makes an organization unique or produce a unique product or service. Business Performance: This study sees business performance as sustainability. Sustainability is the continuous existence of a firm as a result of its productivity, profitability, sales turnover, increased consumer base etc.
Product Quality: Product quality is defined as a product that is made through innovation to efficiently meet the needs of consumers.
Productivity: This is a measure of the efficiency of production. Productivity is a ratio of production output (finished product) to what is required to produce it (raw materials). The measure or productivity is defined as a total output per unit of a total input.
Profitability: This is the ability of a business to make profit from the sales of its product or the rendering of a service overtime.
Sales Turnover: Is the number of times a product of a firm is sold in a period of time. New Technology: Is defined as the machine as well as information use in production which makes the production process easier.
New Product Development: Is the term used to describe the complete process of bringing a new product to the market.
Product Innovation: Is the introduction of a new product or a significance qualitative change in an existing product.
Process Innovation: Is the introduction of a new process for making or delivering goods and services.
Technological Innovation: Encompasses the introduction of a set of production techniques used to design, make, package and deliver goods and services in the economy.






CHAPTER TWO
LITERATURE REVIEW 2.1
	CONCEPTUAL REVIEW
2.1.1 Small Scale Enterprises
The definition of a small-scale enterprise may vary in different economies of the world, but the underlying concept is the same. Small scale business enterprise can be defined in terms of annual sales, asset valuation, net profit, balance sheet totals and the size of the business including the numbers of employees available in the business. Different authors, scholars, and schools have different ideas as to the variation in capital outlay, number of employees, sales turnover, fixed capital investment, available plant and machinery, market share and the level of development, these features equally vary from one country to the other. In Nigeria, the Third National Development plan defined a small-scale business as a manufacturing establishment which employs not more than ten people, or whose investment in machinery and equipment does not exceed six hundred thousand naira. The Central Bank of Nigeria in its credit guidelines, classified small scale business as the business with an annual income or asset of less half a million naira (N500, 000). The Federal Government Small Scale Industry Development Plan of 1980 defined a small-scale business enterprise in Nigeria as any manufacturing process or service industry, with a capital not exceeding N150, 000 in manufacturing and equipment alone. The small-scale industries association of Nigeria defined small scale business as those having investment of capital, land building and equipment of up to N60, 000 pre- SAP Value and employing not more than fifty persons. The Federal Ministry of Industries (1973) defined it as those enterprises that cost no more than N500, 000 (pre-SAP Value) including working capital to set up. In 1990 budget, the Federal Government of Nigeria defined small scale enterprises
for the purpose of commercial loan as those enterprises with annual turnover not exceeding N500, 000 for merchant loan and those for the purpose of commercial loan as enterprises with capital investment not exceeding N2 million (excluding cost of land or a maximum of N5 million).
According to Umar (1997) the concept of the small size firm is a relative one and it depends mainly on both the geographical location and the nature of economy activity being performed. A small-scale enterprise is a privately owned and operated business, characterized by a small number of employees and low turnover. A small enterprise usually only shares a tiny segment of the market it operates in. Small scale enterprises (also, small scale businesses) are essential to the economy for industrial growth and diversification. According to the size various countries have different specification of the numbers of employees a small business enterprise should have. The U.S. Small Business Administration states that small-scale enterprises generally have fewer than 500 employees within a 12month period in non-manufacturing industries. A company must consider any individual on its payroll as an employee. In Australia, however, a small-scale enterprise is one that has fewer than 15 employees on payroll, as defined by the    Fair Work Act. The Small Business Act for Europe states that small enterprises are those that have 250 employees or less. Small scale enterprises in Asian countries generally have 100 or fewer employees, while small scale in African enterprises   hire 50 or fewer workers. Using financial measures such as net profits, balance sheet totals, the value of sets and annual sales as a means of defining small scale business enterprise In the United States for example, a nonmanufacturing small-scale enterprise is one that does not earn more than $7 million in a year. Financial measures can vary by industry, as annual receipts may be higher for industries that have higher overhead costs to operate. In general, small-scale enterprises
are businesses that do not dominate their respective industry (MOPFED Report, 2010).
2.1.2 Types of Small-Scale Business Enterprises
According to Asaolu (2005) and Oyelara (2012), some types of small-scale business enterprises are identified. These include:
(i) Sole proprietorship: A number of small-scale enterprises identified by different scholars, amongst them are: The sole proprietorship is the simplest business form under which one can operate a business. The sole proprietorship is not a legal entity. It simply refers to a person who owns the business and is personally responsible for its debts. A sole proprietorship can operate under the name of its owner or it can do business under a fictitious name, such as Ayoade’s beauty Salon. The fictitious name is simply a trade name and it does not create a legal entity separate from the sole proprietor owner. A sole proprietorship is a business owned, established, and managed by one person. The advantage of a sole proprietorship is that setting up and administering the business is comparatively easy and inexpensive. One disadvantage of operating a sole proprietorship form of business is that the liability of the business is always unlimited. In this case the personal properties of the owner and the properties of the business is usually the same so when the liability of the business is to be settled the personal properties of the owner will be used up. A sole proprietorship business at times lacks continuity when the owner dies. (ii) Partnership: A partnership is defined by section 3(1) of the partnership act as the relation which subsists between persons carrying on a business in common with a view of profit. The legal definition of a partnership is generally stated as "an association of two or more persons to carry on as co- owners of a business for profit" (Revised Uniform
Partnership Act 101 [1994]). Partnership can be in two forms which are general
partnership and limited partnership. In a general partnership, the partners manage the company and assume responsibility for the partnership's debts and other obligations. The limited partners serve as investors only they have no control over the company and are not subject to the same liabilities as the general partners. Persons can form a partnership by written or oral agreement, and a partnership agreement often governs the partners' relations to each other and to the partnership. A type of business organization in which two or more individual spool money, skills, other resources, and share profit and loss in accordance with terms of the partnership agreement is called a partnership business. The disadvantage of a partnership business is that profits must be shared with others; you have to decide on how you value each other’s time and skills and what happens if one partner can put in less time due to personal circumstances. Also, since decisions are shared, disagreements can occur. A partnership is for the long term, and expectations and situations can change, which can lead to dramatic and traumatic split ups. Another major disadvantage of a partnership is unlimited liability. General partners are liable without limit for all debts contracted and errors made by the partnership (Oluba, 2009).
(iii) Cooperative enterprise: A cooperative enterprise is an association or corporation established for the purpose of providing services on a nonprofit basis to its shareholders or members who own and control it. It is established for their mutual benefit and for the sale of their products at the maximum possible price. It is an autonomous association of persons who voluntarily cooperate for their mutual, social, economic, and cultural benefit. Cooperatives include non-profit community organizations and businesses that are owned and managed by the people who use its services. A co-operative enterprise is an autonomous association of persons who are united voluntarily to meet their common economic, social, and cultural needs and aspirations through a jointly owned and
democratically controlled enterprise. The formation of a cooperative society is very simple as compared to the formation of any other form of business organizations. Any ten adults can join together and form a cooperative society.
2.1.3 Problems of small-scale business enterprises
Small scale businesses have certain advantages over large scale businesses such as the ability in many cases to form close relationships with customers and clients, but small-scale business also face several notable problems. Small businesses often focus on a niche or specialty that differentiates their goods or services from larger competitors. Some of the problems facing small scale business enterprise are:
Inability to produce under economy of scale: Economies of scale is a concept in economics that describes a situation where the marginal cost of making a certain product fall as a company makes more of the product. In other words, when economies of scale exist, the cost of producing a certain product is lower per unit if the product is produced in large quantities. A small-scale business production is usually limited because they produce for a limited market. For example, the cost per unit of making cars might be lower for a manufacturer that produces 100 cars a day than a manufacturer that produces one or two cars a day. Large scale businesses allow manufacturers to employ systems such as assembly lines that can increase productivity and reduce costs. Small businesses may have difficulty competing with large scale businesses that are able to mass produce products inexpensively (Harris and Sauzor, 2006).
Difficulty in attracting customers: Small scale business enterprise typically has a more difficult time attracting customers than larger business enterprise. They have smaller marketing and advertising budgets. Also, some potential customers are reluctant to do
business with small businesses especially new businesses without loyal followers, since they believe that these businesses may not be around for a long time or that they will not be able to provide the appropriate level of service. A challenge for small scale businesses is to make sure that they provide excellent customer service and instill confidence in their customers (Oyelaran, 2012).
Competition from large scale business enterprise: Possibly one of the biggest problems facing small scale businesses is that they have to compete with much larger companies. Larger companies have bigger budgets and can usually provide products and services at much lower costs. A small business must be able to either match the prices charged by larger businesses or provide extra benefits to the customer such as better customer service. It is unarguable that some small-scale businesses are good innovators.
Most of the products available in the market today were developed by small businesses. However, these new product idea or processes are always high jacked by large scale companies which subsequently make it difficult for small businesses to profit from their innovations. In cases where the small-scale innovators take up patent, the larger business skirt such patent thus destroying the continued existence of the small-scale niches
(MOPFED Report, 2010).
Changing government policies and regulations: Government policies seem to
have constituted a serious problem area for small scale business enterprise. The beginning of harsh government policies toward small scale business can be traced back to 1982 with the introduction of "stabilization measures" which resulted in import controls and drastic budget cuts. These, in turn, adversely affected the subvention to the financial institutions established to provide financial assistance to the small scale business. For example, in
1983, out of a total of 8,380 applications for loans received from the small scale business
for a total of 559.13 million naira, only 18 per cent (1,470 projects) for a total of 46.66 million naira was disbursed.
Financial challenges: Small scale businesses face challenges obtaining money for expansions. Larger corporation have many more resources available to them to obtain capital to expand even banks and lenders are much more willing to lend money to a large company with tangible assets that can be used for collateral. Adelaja (2003) argued that the access to institutional finance has always constituted a pandemic problem for small scale business development in Nigeria (Oyelaran, 2012).
Inadequate infrastructural facilities: Small scale businesses in Nigeria are affected due to the poor infrastructures that exist in the country. Many small scale business operates on a small scale mostly in rural areas and these rural areas have poor infrastructures like bad transportation network, good roads will not only encourage people to patronize a business but will equally reduce cost of transportation and carriages of raw materials and finished goods to retailers or sales outlets. In the same way regular supply of electricity can enhance maximum satisfaction of customers and reduction of operating costs such as diesel or any other fueling cost. When there in definition of words, concepts and ideas are always subject to controversies in social sciences as authors and scholars define such words, or conce3pts based on their assumptions or understanding of such concepts. Therefore, the concept of small and medium scale enterprise has not escaped such controversy. The definition of a small scale enterprise may vary in different economies of the world, but the underlying concept is the same. Small scale business enterprise can be defined in terms of annual sales, asset valuation, net profit, balance sheet totals and the size of the business including the numbers of employees available in the business. Different authors, scholars, and schools have different ideas as to the
variation in capital outlay, number of employees, sales turnover, fixed capital investment, available plant and machinery, market share and the level of development, these features equally vary from one country to the other. In Nigeria, the Third National Development plan defined a small-scale business as a manufacturing establishment which employs not more than ten people, or whose investment in machinery and equipment does not exceed six hundred thousand naira. no water even to the extent that people residing in these communities need to go to their neighboring communities to fetch water, inadequate educational service which causes the people in that community to be aware of the modern technologies or how the product or service the company has to offer will affect them positively. When these facilities are very poor small-scale businesses might not be able to survive or even if they do it might be for a short period of time.
Inadequate information: Small scale business managers at times usually have limited knowledge and ability of running the business. Most of these small scale business managers might just be primary or a secondary school dropout who doesn’t care of anything that is going on in the economy, they are only concerned in making sales and making their profits. Every business undertaking requires its own peculiar information, skills, abilities and basic experience. Entering into a strange line of business without information that will keep the business current and efficient is like testing a river depth with both legs. Most small business owners that have excelled had the required information in their lines of businesses (Asaolu, 2005).
2.1.4 Contributions of small-scale business enterprises to economic development in Nigeria
Even with this kind of failure rate that occurs in small scale business enterprises, the contribution of small scale business enterprises to the economy cannot be overstated. Besides contributing significantly to reducing unemployment, it forms a core of the economy generating significant percentage of domestic taxes and producing goods and services using large numbers of labor from the low to middle income categories of people; and supplying the goods and services to the general population. In a nutshell, small scale business enterprises represent the largest proportion of the productive population and by extension provide the fuel that keeps the economy running towards technological, economic, political and social development (MOPFED Report, 2010).
Employment generation: Before independence government establishment were the major employment of labour but these days with many private enterprises set up by entrepreneurs many people have gained employment with these enterprises and this has reduced the dependence on government establishment and large firms for employment.
Small businesses employ a greater percentage of the working population in any country. These people employed receive their salaries and wages from these small organizations. Technological innovation: Small scale business enterprise brings about technological innovation in Nigeria. In most cases small scale business brings about the emergence of new things in our environment. Most of the managers of small scale business are highly intellectual and with the rate of advancement in technology the managers do not relent instead they carry on continuous research on how to improve on existing technologies. In the studies carries out by Aluko, S.A. (1972) and Sonaike, (1975) it shows that small scale businesses in Nigeria acquires or improve domestic technology in the production of several
goods such as bakery products, soft drinks, textiles, foot wears and soap production etc. and what seems to have been acquired was just further improvement in the technology of production so as to improve the quality of these goods. This suggests that one of the main contributions of small scale business enterprise to the economy is truly improving indigenous technology (MOPFED Report, 2010).
Improved standard of living: Standard of living is the level of quality people in a particular society or country enjoying their living, which is not only affected by their level of income but the quality and quantity of goods and services made available to them. Small scale businesses, whether in manufacturing industry or services industry such as retailing, entertainment etc contribute a great deal to the uplift in the standard of living of the people residing in the society where they are found.
2.1.5	Small scale enterprise performance
In small business economic literature, an approach to define and measure small firm performance remains controversial among the scholars, arguably due to the fact that, small firm performance measures are multi-dimensional (Wilcox and Bourne, 2003; Tzelepis and Skuras, 2004; Wood, 2006; Simpson et al., 2012).  However, Sandberg (2003), attempt to define small business performance as ability of small business to contribute for jobs and wealth creation through business start –up, survival and growth.
Scholars also try to describe business performance in terms, how organizational objectives are well achieved (Jarvis et al., 2000; Wood, 2006). Business performance is assessed by measuring the success or failure of an organization in achieving its goals and can therefore be defined in a number of ways. Thus, Wood (2006) and Chittithaworn et al., (2011) argued that Performance of the firm can be described as the firm’s ability to create
acceptable outcomes and actions. Similarly, Komppula, (2004) [33], described performance firms from the dimension how the firm is successful and use the performance and success interchangeably. Moreover, it is also evident that Small firm performance termed to be the firm’s success in the market, which may have different outcomes (Alasadi, 2007; Chittithaworn et al., 2011 and Emmanuel, 2013).
Alasadi (2007), on his study, critical analysis and modeling of small business performance, confirms that growth of small firms synonymous with success. Similarly, Wiklund and Shepherd (2005) and Blackburn et al. (2013) noted that firm growth as proxy measure of small firm performance.
Moreover, performance of the firm can be described as the firm’s ability to create acceptable outcomes and actions (Wood, 2006 and Chittithaworn et al., 2011). Similarly, Komppula (2004), described performance firms from the dimension how the firm is successful and uses the performance and success interchangeably. Moreover, it is also evident that Small firm performance termed to be the firm’s success in the market, which may have different outcomes (Alasadi, 2007; Chittithaworn et al., 2011 and Emmanuel, 2013). Gill and Biger (2012), on their study of barriers of small firm growth evidenced that growth of small firm is measured (Increase in sales over the last three years, Improvement in overall performance over the last three years and increase in market share over the last three years), which supports the idea that performance, growth and success are alternatively used in measuring firm performance. Furthermore, Alasadi (2007), on his study, critical analysis and modeling of small business performance, confirms that growth of small firms synonymous with success. This is due to the fact that as a firm grows unemployment rate reduced and increases number of products and services offered to the society. Some studies considered growth as proxy of small firm performance (Wiklund and
Shepherd, 2005; Blackburn et al. 2013).
To sum up, looking at various literature of small firm performance, it can be perhaps justifiable to deduce that performance of small firm is synonymous to success and growth. Thus, performance, success and growth of the firm are assumed to be synonyms due to the fact they would be measured using similar indicators, such as survival, profit; return on investment, sales growth, number of employed, happiness, reputation, and so on. Consequently, performance, success and growth of small firm can be used interchangeably.
2.1.6 How the performance of small-scale enterprise is measured
Despite the various measure of performance suggested by different authors, Cho and Lee (2005) emphasized on the importance performance measurement, using proposition described as “What gets measured gets done and you cannot manage what you cannot measure”.
Performance of small firms is multidimensional its nature and should be measured with diverse parameter (Du Rietz and Henrekson, 2000; Wiklund and Shepherd, 2005; Alasadi, 2007; Rosli, 2011 and Blackburn et al., 2013) are to mentioned but few. this due to the fact that, there is no single over reaching measure of small firm performance because small firms may pursue multiple objectives, perhaps, performance measurement vary according to the objectives pursued (Simpson etal., 2012) 
There is no or little consensus on how to measure performance of small firm, which best suited for particular business organization (Richard et al., 2009; Jamil and Mohamed, 2012 and Simpson et al., 2012). Moreover, the institutional effect may drive the selection and use of specific performance measures (verbeeten and boons, 2009). Thus,
Performances are variously measured and the perspective are tied together and consistently monitored from the organization’s context.
Approaches which best suits to measure small business performance, conceivably lucks universality. However, the selection of performance measures that reflect the true situation of small businesses with some degree of certainty and reliability is indeed a crucial process (Murphy et al., 1996). Gomes et al. (2006), claims the performance measurement is an elusive and multifaceted construct as the change brought new realities in the market place.
In views of various scholars, the use different approaches of performance measurement are suggested likely due it help to take the advantage of various approaches and minimizes shortcomings of single of measure performance of small firm.
2.1.7 Creativity
Creativity has been viewed as the construction of ideas or products which are new and potentially useful. These ideas can be internally or externally located, although the entrepreneur will tend to search and identify potential solutions shaped in part by internal competencies (Fillis and Rentschler, 2010).  Creativity is the production of novel and useful ideas in any domain. She went further to state that in order to be considered creative, a product or an idea must be different from what has been done before but the product or idea cannot be merely different for difference’s sake, it must also be appropriate to the goal at hand, correct, valuable, or expressive of meaning. Lefton (1994, as cited by Halim and Mat, 2010), defined creativity basically as a term that implies the process of developing original, novel, and appropriate response to problems. Creativity allows the organization to take advantage of opportunities which develop as the result of changing environmental
conditions. Creativity plays an important role in new product development and creativity consist three techniques: brainstorming, visual confrontation, morphological techniques (Phong-inwong and Ussahawanitchakit, 2011).
2.1.8 Enhancing Creativity in Organizations
The need for organizations to be more competitive has sparked the interest of researchers and practitioners to better understand creativity in organizations. Morris (2011) identified five major organizational dimensions under which sit characteristics and behavior that enhance or inhibit creativity in a work environment. Those dimensions are organizational climate, organizational culture, organizational structure and systems, leadership style and resources and skills. Morris (2011) in his study reviewed the literature under each of those dimension headings and attempted to identify the characteristics and behavior required in each to enhance organizational creativity. Morris (2011) stated that although the dimensions – organizational climate, organizational culture, organizational structure and systems, leadership and resources and skills - were explored individually it is important to acknowledge that the dimensions are somewhat overlapping and the boundaries between them are blurred. In fact, it is the sum of the whole rather than the individual parts that enhance creativity in organizations. Morris went further to state that organizational creativity is linked to a risky balance of complexity, compromise and choice, thus creative organization needs to be flexible while controlling risk, but at the same time provide the freedom to search for the new through learning and experimentation and that an environment that is conducive to creativity is critical and is linked both to the culture, the climate, and the physical aspects of the environment. He concluded by stating that in organizations, creativity is facilitated when individuals are given maximum discretion in
how they organize their work, when self-efficacy is strong, and when information is of high quality. Individual and organizational creative development is supported by structures and processes that ensure permeable boundaries, value increasing complexity, and provide safe psychological spaces.
2.1.9 Innovation
According to Aliu (2010), an innovation is any good service or idea that is perceived by someone as new. The Oxford Learner Dictionary defined it as the introduction of new things, ideas, or ways of doing things/something, which is yet to be carried out by anyone or that is unique. Heunk (2007) defined innovation as the successful implementation of a creation and this innovation seems to foster growth, profits and success. Many companies today because of the competitive nature of the market are innovative bringing about new ideas and modifying existing ones into their offerings (Aliu, 2010).
Aliu (2010) stated that there exist features that are peculiar to innovation, though some products catch on immediately, whereas others take a longer time to gain acceptance. He listed these features as relative advantage which is the degree to which innovation appears superior to existing product, compatibility which is the degree to which the innovation can go with existing product of the organization, complexity which defines the degree to which the innovation is relatively difficult to understand, divisibility which defines the degree to which the innovation can be tried on a limited basis, and communicability which is the degree to which the beneficial results of usage are observable or describable to others.
All products and services in the market must have gone through new product development process or program as a result of the fact that organization need to grow
their revenue, market share and build their sales level by developing new products and expanding into new markets. In order to do these, organizations then put product innovation as well as process innovation in all they do.
2.1.10	Classification of Innovation
Innovation can be classified into product innovation and process innovation. Product innovation refers to the new or improved product, equipment or service that is successful on the market. Process innovation involves the adoption of a new or improved manufacturing or distribution process, or a new method of social service. This is no to mean that the two types of innovations are mutually exclusive. Process innovation for instance may lead on to product innovation and product innovation may also induce innovation in processes.
Some authors have emphasized a third category of innovation, that of organizational change within the firm. Thus, further to product innovation and process innovation, there is organizational innovation. Organizational innovation can lead to more effective utilization of human resources that are crucial to the successful exploitation of ideas. Hence, innovations can occur in three broad dimensions – product, process and organizational.
Creativity is sometimes used to mean innovation. This study does not however view creativity as innovation; instead, it sees creativity as a start point for innovation.  Creativity by individuals and teams is a starting point for innovation. She further opined that creativity being the starting point for innovation is a necessary condition but not a sufficient condition. Innovation is the successful implementation of creative ideas within an organization and successful innovation also depends on other factors as well and it can
stem from not only from creative ideas that originate within the organization but also from ideas that originate from elsewhere for example technology transfer.
2.1.11 	Managing Creativity and Innovation
One may argue that environmental hostility in Nigeria should challenge small businesses to greater innovativeness and aggressiveness because a popular saying is that “necessity is the mother of invention”. This depends on the nature and type of environmental hostility. A hostile business environment, which is within the control of the business, such as competition from other firms, scarcity of market information, and low demand for a firm’s services, can encourage pro-activity, aggressiveness and innovativeness. But a hostile environment outside its control is indeed an actual or potential inhibitor of the success of the enterprise.
There are several challenges affecting the innovation process these occur from the idea generation stage to the commercialization of the idea. This study will consider a few of those challenges. One of the major barriers to innovation is creativity. Large corporations lack the motivational capacity of small companies to nurture or motivate innovative people who have new, creative and have break-through ideas. A few years after start up, some firms begin to feel comfortable with where they are and forget about creativity. However, some companies rely upon historical experience to help them solve their problems and come with solutions. Creativity in new product development can be approached in different ways, such as technology driven product development or in some cases companies have been successful through a thorough understanding of the customer needs (Mahesh & James, 2008). 
The level of priority given to the innovation process in an organization affects its implementation and contributes to its achievement. Many organizations itemize innovation as part of its goals but without the necessary steps to put it into action. Without fail risk aversion is the most frequent barrier to innovation. Most companies inform employees that they simply will not tolerate failure. The challenge of balancing the need for success with the need to accept risk can be daunting. 
Innovation can create human resource risk as explained by Henrik (2007) that there was an ever- present risk of losing key people especially technically skilled personnel; this is due to the fact that certain projects maybe neglected to assist the companies in reaching their innovative goals. He also found that there was a risk of senior employees retiring with essential skills because of the pressure to train and learn new customs at a later stage in their careers than they expected.
According to Marnix (2006), managers cannot predict exactly the outcome and reactions of the market, resulting to uncertainty. Uncertainty makes it hard to obtain long term internal support and resources. A framework was developed by Pearson used for analyzing and understanding uncertainty in the innovation process. 
2.2	THEORETICAL FRAMEWORK
2.2.1	Disruptive Innovation Theory
Disruptive technology and disruptive innovation are terms used in business and technology literature to describe innovations that improve a product or service in ways that the market does not expect, typically by being lower priced or designed for a different set of consumers.
Disruptive innovations can be broadly classified into low-end and new-market disruptive innovations. A new-market disruptive innovation is often aimed at nonconsumption (i.e., consumers who would not have used the products already on the market), whereas a lower-end disruptive innovation is aimed at mainstream customers for whom price is more important than quality. Disruptive technologies are particularly threatening to the leaders of an existing market, because they are competition coming from an unexpected direction. A disruptive technology can come to dominate an existing market by either filling a role in a new market that the older technology could not fill (as cheaper, lower capacity but smaller-sized flash memory is doing for personal data storage in the 2000s) or by successively moving up-market through performance improvements until finally displacing the market incumbents (as digital photography).
In contrast to “disruptive innovation”, a “sustaining” innovation does not have an effect on existing markets. Sustaining innovations may be either “discontinuous” (i.e. “revolutionary”) or “continuous” (i.e. “evolutionary”). Revolutionary innovations are not always disruptive. Although the automobile was a revolutionary innovation, it is not a disruptive innovation, because early automobiles were expensive luxury items that did not disrupt the market for horse- drawn vehicles.
The term disruptive technology was coined and introduced in the article “Disruptive Technology: Catching the wave (1995). The concept of disruptive technology continues a long tradition of the identification of radical technical change in the study of innovation by economists, and the development of tools for its management at a firm or policy level.
In the theory, Christensen distinguish between “low-end disruption” which targets customers who do not need the full performance valued by customers at the high end of
the market and “new-market disruption” which targets customers who have needs that were previously unserved by existing incumbents.
“Low-end disruption” occurs when the rate at which products improve exceeds the rate at which customers can adopt the new performance. Therefore, at some point the performance of the product overshoots the needs of certain customers segments.    At this point, a    disruptive technology may enter the market and provide a product which has lower performance than the incumbent but which exceeds the requirements of certain segments, thereby gaining a foothold in the market.
In low-end disruption, the disruptor is focused initially on serving the least profitable customer, who is happy with a good enough product. This type of customer is not willing to pay premium for enhancements in product functionality. Once the disruptor has gained foot hold in this customer segment, it seeks to improve its profit margin. To get higher profit margins, the disruptor needs to enter the segment where the customer is willing to pay a little more for higher quality.  To ensure this quality in its product, the disruptor needs to innovate.  The incumbent will not do much to retain its share in a not so profitable segment, and will move up-market and focus on its more attractive customers. After a number of such encounters, the incumbent is squeezed into smaller markets than it was previously serving. And then finally the disruptive technology meets the demands of the most profitable segment and drives the established company out of the market. “New market disruption” occurs when a product fits a new or emerging market segment that is not being served by existing incumbents in the country.
2.3 EMPIRICAL REVIEW Creativity, Innovation and Business Performance
Practitioners and academics have looked towards innovation as a significant issue (Litz and Kleysen, 2001). One of the first authors to discuss this interaction was Schumpeter (1942), who coined the now- famous term “creative destruction” to describe the outcome of the process of innovation by competing firms interacting in a given marketplace. This was a perceptive appreciation of the tension between the benefits from innovation and the costs to other firms that are standing still in terms of product design and technology. Thus, the term “creative” refers to the profitable opportunities seized by innovators, which ultimately benefit not just them but the whole society. The word “destruction” refers to the process whereby the innovator is taking away customers, and therefore profit, from existing producers (Kuo and Wu, 2008). Heunks (2014) conducted a study on Creativity, Innovation and Success. This study explored the role of innovation in small and medium sized firms, in relation to the firm’s success. The study organized interviews with 200 managers in six countries Heunk (2014) concluded that innovation of any kind fosters growth of small firms. However, only process innovation stimulates productivity. In a medium size firms, innovation is not very important for success. He further stated that innovation often goes along with low profits either as a reason for innovation or as a price of innovative investments. Only Research and Development (R&D) innovation in medium sized firms fosters profits. He also concluded that creativity fosters product and possibly process innovation and increase of productivity only in older firms. So, the role of creativity for innovation and success increases during the firm’s life cycle, possibly to compensate for increasing bureaucracy and stagnation. Heunks (1998) also stated that R&D innovation is stimulated by flexibility and only in small firms by a mix of flexibility and control and that creativity and innovation only share risk-taking as a personal background and also that innovation tends to have some specific personal backgrounds such as level of education,
self-confidence future orientation and leadership affinity while creativity has some specific ones too such as acceptance of challenges and entrepreneurship.
Small and medium enterprises (SMEs) are normally required to attain dynamic success targets by improvement of their processes, products and services. One way to achieve this could be through quality initiatives and innovation in processes, products and services. Hanif and Marnavi (2009) opined that knowledge-based economy required the use of innovation measures in addition to quality initiatives for achieving competitiveness. A firm’s product as well as its quality can be improved upon when the firm focuses on product innovation. According to a study by Verhees and Meuleubary (2004) to investigate the combined effect of market orientation and innovativeness on product innovation and companies’ performance, for small firms. Verhees and Menuleuberg (2004) used an objective measure for product innovation in contrast to the self-reported measures commonly used in research on innovation.  To test their model, data from 152 rose growers were used. Their study’s results showed that the owners’ innovativeness permeates all variables in the model and has a positive influence on market orientation, innovation and performance. An interesting research result is also that customer market intelligence influences product innovation positively or negatively, depending on whether the innovativeness of the owner in the new product domain is weak or strong. Technology innovation can help a firm to build competitive advantage through making more competitive products and services and more effective processes, or creating completely new business. In the study conducted by Hao and Yu (2011) to analyze the impact of a company’s technology selection on its innovation success and organizational performance. Hao and Yu opined that technological capability enables a company to add value to products and processes, and its impact on innovation success has been examined
and apart from technological capability, a company also needs technology management capability to manage technological resources effectively and efficiently. A company’s technology selection has no direct impact on innovation success but technology selection has a significant positive impact on technological capability and technology management capability, which in turn, have a significant positive impact on innovation success; innovation success has a significant positive impact on organizational performance. Using the data from the 100 largest electronics firms, Li, Lam and Fag (2000) also found a positive relationship between technology innovation and firms performance in china.

CHAPTER THREE 
RESEARCH METHODOLODY 3.0
	Introduction
The chapter discussed the methodology approaches that were used to answer the research questions and achieve the objectives of the study. The chapter covered the research methods, research design, the study population, sample size determination, sample size and sampling techniques, source of data and procedure for data collection, design of instrument, the validity and reliability of the instrument, data analysis method, and the limitation of the methodology.
3.1	Research Methods
Research is the process of getting dependable answers to important questions using a systematic method of gathering, analyzing and interpreting evidence. Its end product is knowledge (Timm et al). 2005). Research is a structured enquiry that utilizes acceptable scientific methodology to solve problems and create new knowledge that is generally applicable. Scientific methods consist of systematic observation, classification and interpretation of data (Dawson, Kothari, and Kumar, 2011). There are three major types of research methods. These are survey research, experiment/observation and ipso facto Research. Other research methods include case study, action research, grounded theory, ethnography, and archival research.
The survey research method was employed for this study. The survey research method is the research in which questionnaires are used to collect the opinion of people. It is mostly used for exploratory and descriptive research. The questionnaires research
method was used for data collection on the opinions of respondents from selected small scale businesses in Ilorin.
3.2	Research Design
Research design is the step by step in which the research is carried out. It is actually a plan that guides the researcher in his data collection, and analytical phases of the research work.
The research designs are considered as the blue print of any research dealing with at least four problems: which question to study, which data are relevant, what data to collect, and how to analyze the results. The best design depends on the research question. Considering the research objectives of the study and associated problems, this research takes the form of a quantitative research design, which is descriptive in nature.
This research is quantitative in nature because of the following: hypotheses were carefully generated to indicate the relationship between identified variables, the development of appropriate research instruments focusing on specific and narrow questions, collection of primary data and analysis of data using statistical tools.
3.3	Population of the study
Population is a set of objects or observations about which conclusions will be drawn. The population of this study was the entire small-scale businesses registered under the National Association of Small and Medium Scale Enterprises which is one hundred and sixty-four (164) out of which ten registered small-scale businesses in Ilorin were selected.  
3.4	Sample Size Determination
Ten businesses operating in Ilorin were selected on the basis of convenience and easy accessibility. This considered Molad Rental Services, Omolewa and Son Ltd, Peculiar
Grace Supermarket, Olaegbon Furniture, Kasbuhat Plaza, Chupet Cosmetics, Oyin Pharmacy, Sure Door, Bob Shege, and Fortunate Bread. These firms were scattered in different areas in Ilorin such as Gerialimi, Offa garage, Sango, Oloje, Tanke among others.
Two hundred (200) questionnaires were distributed to ten (10) selected small businesses. The breakdown is as follows: two hundred (200) questionnaires were divided twenty (20) per business. Out of the two hundred (200) questionnaires that were distributed, one hundred and eighty-four (184) were found valid. Further details are given in chapter 4. There was no restriction to the industry that the business operates in. in order to effectively measure innovativeness on small scale businesses performance, this study focused on businesses that have been in existence and operation for over five years
3.5	Sampling Techniques and Procedures
Sampling techniques can be either probability sampling techniques or nonprobability sampling techniques. Under probability sampling techniques, each element has a known probability of being included in the sample but the non-probability sampling techniques do not allow the research to determine this probability. Probability sampling techniques include simple random sampling, systematic sampling, stratified sampling, cluster/area sampling while non-probability sampling techniques include convenience Sampling technique in selecting the sample size of the study based on convenience and easy accessibility to the respondents.
3.6	Source of Data
There are basically two ways of sourcing data. These are primary and the secondary sources. The study gathered data from the two sources.
	Primary Source of Data
These are firsthand information that was refined for the purpose of this project. This study made use of the questionnaire as a major source of primary data. This is also known as internal source of data.
	Secondary Source of Data 
This refers to that information already in existence, having been collected originally for some other purposes. These sources form the bedrock of information used for this project. This includes the reviewing of articles that have to do with creativity, innovation and the performance of SMEs in current journal, textbooks, Newspapers, internet etc.
3.7	Research Instruments
Research instruments are those tools which are being used to collect data for the purpose of testing hypothesis and answering research question (Ojo, 2005). To enable the collection of data and analysis, the researcher needs various types of instruments specially designed for multi various purpose. The selection of instrument depended on such factors as the nature of the study. The research instrument for this study was the questionnaire. According to Ojo (2005) questionnaire is an instrument containing some questions and/or statements (some with suggested alternative answers) for which the respondent is expected to provide answers to the questions or confirm the statements. The questionnaire that was used in the study was divided into sections. Section A contained
information about the respondents that is their gender, marital status, age, educational qualification, years of working experience etc. section B contained items on innovation and creativity as it relates to performance of small-scale business. With regards to the scoring of responses, the first section of the questionnaire did not attach any score to it, since the information gotten from that section were the demographic data of the respondents.
The second section that is “B” was ranged from 5-1-point scale in the following pattern.
Strongly agree: 5 Agree: 4 Undecided: 3 Disagree: 2 Strongly Disagree:
3.8	Validity of the Research Instrument
A number of concepts are involved in a discussion of validity. Different types of validity have been identified. These include; the predictive validity which is the ability of an instrument to predict some future events, the concurrent validity which is usually measured by the calculation of a correlation coefficient between the distribution of test scores and some concurrently existing criterion measure, the content validity which is essentially determined by the process through which the items were selected, the construct validity whereby a researcher devises an instrument in term of how much the results obtained fit the theoretical formulations that constitute its development, the face validity which is concerned with the extent to which the research believes the instrument is appropriate, and the pilot study which is a small study designed to test logistics and gather information prior to a larger study, in order to improve the latter’s quality and efficiency.
A pilot study can reveal deficiencies in the design of a proposed study or procedure and these can then be addressed before time and resources are expended on large scale studies. The research made use of the pilot study test the validity of the research instrument used in the research. Participants of the pilot study were contacted by the
researcher face to face explaining the research objective and asked them to participate.
3.9	Reliability of the Research Instrument 
Reliability test measures the extent to which the research instrument consistently measures what it intends to measure. There are several methods for measuring the reliability of the research 40 instrument. However, the Crobach’s Alpha method was used for measuring the questionnaire reliability. The range of the coefficient values from 0 to 1. A research instrument with high reliability would tend toward 1, while an instrument of low or no reliability would have a score close to or at.
3.10	Method of Data Analysis
Inferential statistics was used to reach conclusions and make generalizations about the characteristics of populations based on data collected from the sample. Descriptive statistics was used to analyze the demographical data. Hypotheses were analyzed using correlation coefficient at 0.05% level of significance. The correlation coefficient is an approach employed in establishing the relationship between the dependent variable and one or more explanatory variables examining the relationship between two.  












 
CHAPTER FOUR DATA PRESENTATION, ANALYSIS AND INTERPRETATION 
4.0	Introduction
This chapter looked into the presentation, analysis and interpretation of the data gathered. It focused on the analysis of the data collected from the respondents. The demographics of the respondents were firstly dealt with, after which the main focus of the questionnaire was treated. Thereafter the hypotheses were tested.
The above table shows the gender distribution of the respondents. From the table it could be seen that 56% of the respondents were male while 44% were female. This implies that the respondents were made up of more men than women.
Table 4.2 Marital Status of Respondents
	Rating
	Frequency
	Percentage (%)

	Single
	76
	41.3

	Married
	85
	46.2

	Others
	23
	12.5

	Total
	184
	100.0


Source: Field survey 2025
The above table shows the marital status of the respondents. It could be seen from the table above that 41.3% of the respondents were single, 46.2% were married, and 12.5% of the respondents chose the “others” option which represents divorced, separated, or widowed.
Table 4.3      Work experience of respondents
	Rating
	Frequency
	Percentage (%)

	1-5 yrs
	92
	50.0

	6-10 yrs
	49
	26.6

	11-15 yrs
	20
	10.9

	over 15 yrs
	23
	12.5

	Total
	184
	100.0


Source: Field survey 2025
The table above shows the work experience of the respondents. The table shows that 50% of the respondents had work experience of between 1-5 years, 26.6% of the respondents had work experience of between 6-10 years, 10.9% of the respondents had work experience of between 11- 15 years, and 12.5% of the respondents had work experience of above 15 years.
Table 4.4 Educational qualification of respondents
	Rating
	Frequency
	Percentage (%)

	SSCE
	32
	17.4

	HND/BSC
	84
	45.7

	MSc/MBA
	51
	27.7

	Others
	17
	9.2

	Total
	184
	100.0


Source: Field survey 2025
The above table shows the educational qualification of the respondents. One can see from the table that 17.4% of the respondents had just SSCE, 45.7% of the respondents were either BSC or HND holders, 27.7% had a master’s degree or an MBA, and 9.2 had other forms of educational qualification.
Table 4.5   Years in operation of small scale business
	Variable/Ranking
	Frequency
	Percentage (%)

	5-10 yrs
	125
	67.9

	11-15 yrs
	46
	25.0

	16-20 yrs
	12
	6.5

	above 20 yrs
	1
	.5

	Total
	184
	100.0


Source: Field survey 2025
This table shows the years of operation of the small-scale business in which the respondents are a part of. The table shows that 67.9% of the businesses had been in operation from between 5- 10 years, 25% had been in operation from between 11-15 years, 6.5% had been in existence for about 16-20 years, and only 0.5% had been in operation for above 20 years.
Table 4.6 The quality of our product has made the products more acceptable in the market
	Rating
	Frequency
	Percentage (%)

	Undecided
	1
	.5

	Agree
	26
	14.1

	Strongly Agree
	157
	85.3

	Total
	184
	100.0


Source: Field survey 2025
The above table shows that 0.5% of the respondents are undecided about the statement, 14.1% agree, and 85.3% strongly agree. Majority of the respondents strongly agreed the statement.
Table 4.7 The goodwill of our firm has improved as a result of the quality of our products
	Rating
	Frequency
	Percentage (%)

	Disagree
	1
	.5

	Agree
	62
	33.7

	Strongly Agree
	121
	65.8

	Total
	184
	100.0


Source: Field survey 2025
The 0.5% of the respondents disagree that the goodwill of their firms has improved as a result of the quality of their product, while 33.7% agree and 65.8% strongly agree to this statement.
Table 4.8 Our firm engages in activities that lead to the creation of quality products
	Rating
	Frequency
	Percentage (%)

	Undecided
	1
	.5

	Agree
	47
	25.5

	Strongly Agree
	136
	73.9

	Total
	184
	100.0


Source: Field survey 2025
The table above shows that 0.5% of the respondents were undecided on whether their firms engaged in activities that led to the creation of quality products, while 25.5% agreed to the statement and 73.9% also strongly agreed to the statement. This shows that majority of the respondents agree that their firms engage in activities that lead to creation of quality products.
Table 4.9 Our quality control process has been of advantage to our organization
	Rating
	Frequency
	Percentage (%)

	Disagree
	1
	.5

	Undecided
	1
	.5

	Agree
	64
	34.8

	Strongly Agree
	118
	64.1

	Total
	184
	100.0


Source: Field survey 2025
The above table shows that 0.5% of the respondents disagreed that their quality control process had been of advantage to their organization, 0.5% of the respondents were also undecided on the statement, 34.8% agreed, and 64.1% strongly agreed on the statement.
Table 4.10 The quality of our products has enhanced the pricing of the products
	Rating
	Frequency
	Percentage (%)

	Strongly Disagree
	6
	3.3

	Disagree
	10
	5.4

	Undecided
	9
	4.9

	Agree
	40
	21.7

	Strongly Agree
	119
	64.7

	Total
	184
	100.0


Source: Field survey 2025
The above table shows that 3.3% of the respondents strongly disagreed that the quality of their products has enhanced the pricing of the products, 5.4% were undecided,
21.7% agreed, and 64.7% of the respondents strongly agreed to the statement.
Table 4.11 Our firm engage new technology in designing our products
	Rating
	Frequency
	Percentage (%)

	Strongly Disagree
	4
	2.2

	Disagree
	15
	8.2

	Undecided
	5
	2.7

	Agree
	70
	38.0

	Strongly Agree
	90
	48.9

	Total
	184
	100.0


Source: Field survey 2025
The table above shows that 2.2% of the respondents strongly disagreed that their firms engaged new technology in designing their products, 8.2% of the respondents disagreed, 2.7% were undecided on the statement, 38% agreed while 48.9% strongly agreed on the statement.
Table 4.12  Our firm uses new technology in the production of our products
	Rating
	Frequency
	Percentage (%)

	Disagree
	15
	8.2

	Undecided
	6
	3.3

	Agree
	87
	47.3

	Strongly Agree
	76
	41.3

	Total
	184
	100.0


Source: Field survey, 2025
The above table shows that 8.2% of the respondents disagreed that their firm used new technology in the production of their products, 3.3% of the respondents were undecided on the statement, 47.3% of the respondents agreed, and 41.3% of the respondents strongly agreed that their firm used new technology in the production of their products.
Table 4.13 Our firm engage the use of new technology in the efficient utilization of raw materials in production
	Rating
	Frequency
	Percentage (%)

	Disagree
	20
	10.9

	Undecided
	9
	4.9

	Agree
	72
	39.1

	Strongly Agree
	83
	45.1

	Total
	184
	100.0


Source: Field survey 2025
The above table shows that 10.9% of the respondents disagreed that their firms engaged the use of new technology in the efficient utilization of raw materials in production, 4.9% of the respondents were undecided, 39.1% of the respondents agreed, and 45.1% strongly agreed that their firms used new technology in the efficient utilization of raw materials in production.
Table 4.14	New Technology has made the production process easier
	Rating
	Frequency
	Percentage (%)

	Disagree
	6
	3.3

	Undecided
	4
	2.2

	Agree
	49
	26.6

	Strongly Agree
	125
	67.9

	Total
	184
	100.0


Source: Field survey 2025
The table above shows that 3.3% of the respondents disagreed that new technology had made production process in their firms easier, 2.2% of the respondents were undecided on the statement, 26.6% of the respondents agreed, and 67.9% strongly agreed that new technology had made the production process easier in their firms.
Table 4.15 New technology in our production process has cut down cost of production
	Rating
	Frequency
	Percentage (%)

	Strongly Disagree
	1
	.5

	Disagree
	7
	3.8

	Undecided
	5
	2.7

	Agree
	55
	29.9

	Strongly Agree
	116
	63.0

	Total
	184
	100.0


Source: Field survey 2025
The above table shows that 0.5% of the respondents strongly disagreed that new technology in their production process had cut down cost of production, 3.8% of the respondents disagreed, 2.7% of the respondents were undecided on the statement, 29.9% agreed, and 63% of the respondents strongly agreed on the statement
Table 4.16 New product development has led to the creation of a whole new product in our firm
	Variable/Ranking
	Frequency
	Percentage (%)

	Disagree
	20
	10.9

	Undecided
	39
	21.2

	Agree
	75
	40.8

	Strongly Agree
	50
	27.2

	Total
	184
	100.0


Source: Field survey 2025
The above table shows that 10.9% of the respondents disagreed that new product development has led to the creation of a new product in their firms, 21.2% were undecided on the statements, 40.8% of the respondents agreed to the statement, and 27.2% of the respondents also strongly agreed to the statement.
Table 4.17 New product development has led to the upgrade and rebranding of an existing product to better satisfy our end users
	Rating
	Frequency
	Percentage (%)

	Disagree
	5
	2.7

	Undecided
	7
	3.8

	Agree
	90
	48.9

	Strongly Agree
	82
	44.6

	Total
	184
	100.0


Source: Field survey, 2025
The above table shows that 2.7% of the respondents disagreed that new product development led to the upgrade and rebranding of an existing product to better satisfy their end users, 3.8% of the respondents were undecided, 48.9% of the respondents agreed, and 44.6% of the respondents strongly agreed to the statement.
Table 4.18 The quality of our product has been improved by new product development in our firm
	Variable/Ranking
	Frequency
	Percentage (%)

	Strongly Disagree
	4
	2.2

	Disagree
	1
	.5

	Undecided
	8
	4.3

	Agree
	72
	39.1

	Strongly Agree
	99
	53.8

	Total
	184
	100.0


Source: Field survey, 2025
The table above shows that 2.2% and 0.5% of the respondents strongly disagreed and disagreed respectively that the quality of their products had been improved by new product development in their firm. 4.3% of the respondents were undecided on the statement. 39.1% of the respondents agreed and 53.8% of the respondents strongly agreed to the statement.
Table 4.19 New product development has made us to gain continuous relevance in the industry
	Rating
	Frequency
	Percentage (%)

	Strongly Disagree
	4
	2.2

	Disagree
	22
	12.0

	Undecided
	64
	34.8

	Agree
	45
	24.5

	Strongly Agree
	49
	26.6

	Total
	184
	100.0


Source: Field survey, 2025
The table above shows that 2.2% of the respondents strongly disagreed that new product development had made them gain continuous relevance in the industry, 12% of the respondents disagreed, 34.8% were undecided on the statement, 24.5% agreed and 26.6% strongly agreed that new product development had made them to gain continuous relevance in the industry.
Table 4.20   Our product lines has become more acceptable by customers
	Rating
	Frequency
	Percentage (%)

	Disagree
	5
	2.7

	Undecided
	7
	3.8

	Agree
	79
	42.9

	Strongly Agree
	93
	50.5

	Total
	184
	100.0


Source: Field survey, 2025
The above table shows that 2.7% of the respondents disagreed that their product lines had become more acceptable by customers, 3.8% were undecided, 42.9% of the respondents agreed, and 50.2% of the respondents strongly agreed on the statement.
Table 4.21 The quality of our product has resulted in consumer satisfaction and increase in their numbers
	Rating
	Frequency
	Percentage (%)

	Undecided
	1
	.5

	Agree
	14
	7.6

	Strongly Agree
	169
	91.8

	Total
	184
	100.0


Source: Field survey, 2025
The table above shows that 0.5% of the respondents were undecided that the quality of their product had resulted in consumer satisfaction and increased in numbers, 7.6% of the respondents agreed, and 91.8% of the respondents strongly agreed on the statement.
Table 4.22  The quality of our product has led to increased revenue inflow
	Rating
	Frequency
	Percentage (%)

	Undecided
	1
	.5

	Agree
	31
	16.8

	Strongly Agree
	152
	82.6

	Total
	184
	100.0


Source: Field survey, 2025
The above table shows 0.5% of the respondents were undecided that the quality of their product had led to increased revenue flow in their firms, 16.8% of the respondents agreed, and 82.6% of the respondents strongly agreed on the statement.
Table 4.23 The quality of our product has evidently influenced the level of our profitability
	Rating
	Frequency
	Percentage (%)

	Agree
	37
	20.1

	Strongly Agree
	147
	79.9

	Total
	184
	100.0


Source: Field survey, 2025
The table above shows that 20.1% of the respondents agreed and the remaining 79.9% of the respondents strongly agreed that the quality of their product has evidently influenced the level of their profitability.
Table 4.24  Our continued existence can be greatly linked to the quality of our products
	Rating
	Frequency
	Percentage (%)

	Disagree
	5
	2.7

	Undecided
	10
	5.4

	Agree
	46
	25.0

	Strongly Agree
	123
	66.8

	Total
	184
	100.0


Source: Field survey, 2025
The above table shows that 2.7% of the respondents disagreed that the continued existence of their firm could be linked to the quality of their product, 5.4% of the respondents were undecided on the statement, 25% agreed, and 66.8% strongly agreed the statement.
Table 4.25 The use of new technology has led us to design and create a product that gives us the competitive advantage
	Rating
	Frequency
	Percentage (%)

	Disagree
	18
	9.8

	Agree
	51
	27.7

	Strongly Agree
	115
	62.5

	Total
	184
	100.0


Source: Field survey, 2025
The above table shows that 9.8% of the respondents disagreed that the use of technology had led them to create a product that gave them competitive advantage, 27.7% of the respondents agreed and the remaining 62.5% of the respondents strongly agreed to the statement.
Table 4.26 The new technology we acquire has greatly increased the level of our productivity
	Rating
	Frequency
	Percentage (%)

	Disagree
	10
	5.4

	Agree
	60
	32.6

	Strongly Agree
	114
	62.0

	Total
	184
	100.0


Source: Field survey, 2025
The table above shows that 5.4% of the respondents disagreed that the new technology they acquired increased their level of productivity, 32.6% of the respondents agreed, and the remaining 62% of the respondents strongly agreed to the statement.
Table 4.27 The revenue of the firm has increased as a result of the new technology we employed
	Rating
	Frequency
	Percentage (%)

	Disagree
	19
	10.3

	Undecided
	30
	16.3

	Agree
	54
	29.3

	Strongly Agree
	81
	44.0

	Total
	184
	100.0


Source: Field survey, 2025
The above table shows that 10.3% of the respondents disagreed that the revenue ot their firm had increased as a result of the new technology they employed, 16.3% of the respondents were undecided on the statement, 29.3% of the respondents agreed, and the remaining 44% of the respondents strongly agreed to the statement.
Table 4.28 The new technology we adopted has ensured our continued existence
	Rating
	Frequency
	Percentage (%)

	Strongly Disagree
	4
	2.2

	Disagree
	29
	15.8

	Undecided
	71
	38.6

	Agree
	29
	15.8

	Strongly Agree
	51
	27.7

	Total
	184
	100.0


Source: Field survey, 2025
The table above shows that 2.2% of the respondents strongly disagree that the new technology they adopted has ensured their continued existence, 15.8% of the respondents disagreed, 38.6 were undecided, 15.8% agreed to the statement, while the remaining
27.7% of the respondents strongly agreed.
Table 4.29 New product development has resulted to increase our consumer base
	Rating
	Frequency
	Percentage (%)

	Disagree
	5
	2.7

	Undecided
	20
	10.9

	Agree
	68
	37.0

	Strongly Agree
	91
	49.5

	Total
	184
	100.0


Source: Field survey, 2025
The table above shows that 2.7% of the respondents disagree that new product development has resulted to increase their consumer base, 20% of the respondents were undecided, 37% of the respondents agreed, and 49.5% of the respondents strongly agreed to the statement.
Table 4.30  New product development program has led to high sales turnover in our firm
	Rating
	Frequency
	Percentage (%)

	Disagree
	5
	2.7

	Undecided
	3
	1.6

	Agree
	62
	33.7

	Strongly Agree
	114
	62.0

	Total
	184
	100.0


Source: Field survey, 2025
The above table shows that 2.7% of the respondents disagree that new product development program has led to high sales turnover in their firm, 1.6% of the respondents were undecided on the statement, 33.7% agreed, and 62% of the respondents strongly agreed to the statement.
4.3	TEST OF HYPOTHESES AND DISCUSSION OF RESULTS
Correlation Coefficients were used to measure the contribution of the independent variable to the dependent variable.
Test of Hypothesis one
Ho product quality does not increase the profitability of small scale businesses in Ilorin.
H1 Product quality increases the profitability of small scale businesses in Ilorin.
Table 4.31	Model Summary
	
	  R 	  
	  R Squre
	Adjusted R Square
	Std. Error of the Estimate

	1
	.333(a)
	.111
	.106
	.380


Source: Field survey, 2025
a. Predictors: (Constant), our firm engages in activities that lead to the creation of quality products
The table above is the model summary. It shows how much of the variance in the profitability of that is explained by product quality. In this case the R square value is .111.
Which means product quality explains 11.1% variance in profitability of small scale
business. 
Table 4.32  ANOVA(b)
	
	
	Sum of Squares
	 Df 
	Mean square
	 F sig 
	

	1
	Regression
Residual Total
	3.274
26.286
29.560
	1
182
183
	3.274
.144
	22.668
	.000(a)


Source: Field survey, 2025
a. Predictors: (Constant), our firm engage in activities that lead to the creation of quality products
b. Dependent Variable: The quality of our product has evidently influenced the level of our profitability This table shows the assessment of the statistical significance of the result. The ANOVA table tests the null hypothesis to determine it is statistically significant. The ANOVA table shows the Fcal 22.668 at 0.0001 significance level. Hence the null hypothesis is rejected. Product quality increases profitability.
Table 4.33 Coefficients(a)
	
	
	Unstandardized 
	Standardized 
	
	

	
	
	 B 
	  Std error
	   t
	
	  sig

	1
	(Constant)
	3.409
	.293
	
	11.619
	.000


Our firm engage in 
activities that lead to
Source: Field survey, 2025

a. Dependent Variable: The quality of our product has evidently influenced the level of our profitability
The coefficient table above shows the simple model that expresses how Product Quality increases the profitability of small-scale businesses. The model is shown mathematically as follows;
Y = a + bx where y is profitability of small-scale businesses and x is product quality, ‘a’ is a constant factor and ‘b’ is the value of coefficient. From this table therefore, Profitability = 3.409 + 0.294PQ (Product Quality). This means that for every 100% increase in profitability, product quality contributed 29.4%.
Interpretation of Results
Findings from this research showed that the product quality increases profitability of small-scale businesses.
Test of Hypothesis Two
Ho2: 	New Technology does not affect the productivity of small-scale businesses in Ilorin.
Ha2: 	New Technology affects the productivity of small-scale businesses in Ilorin.
Table 4.34 Model Summary
	
	  R 
	R 
	Adj  
	 adjusted R Square
	Std. Error of the Estimate

	1
	.605(a)
	.366
	
	.359
	.609


Source: Field survey, 2025
a. Predictors: (Constant), Our firm engage new technology in designing our products, our firm uses new technology in the production of our products The table above is the model summary. It shows how much of the variance in the productivity of small-scale business that is explained by new technology. In this case the R square value is .366. Which means new technology explains 36.6% variance in productivity of small-scale business.
Table 4.35 ANOVA(b)
	
	
	Sum of Squares
	 Df 
	Mean 
	 F sig
	

	1
	Regression
Residual Total
	38.815
67.163
105.978
	2
181
183
	19.408
.371
	52.303
	.000(a)


Source: Field survey, 2025
a. Predictors: (Constant), Our firm engage new technology in designing our products, our firm uses new technology in the production of our products
b. Dependent Variable: The new technology we acquire has greatly increased the level of our productivity This table shows the assessment of the statistical significance of the result. The ANOVA table tests the null hypothesis to determine if it is statistically significant. The ANOVA table shows the Fcal 52.303 at 0.0001 significance level. Hence the null hypothesis is rejected.
Table 4.36 Coefficients(a)
	
	Unstandardized 
	Standardized 
	
	

	
	  B
	 Std error
	    t
	
	  sig

	1 (Constant)
Our firm uses new technology in the 
Our firm engage new 
	2.277
	.227
	
	10.033
	.000


Source: Field survey, 2025
a. Dependent Variable: The new technology we acquire has greatly increased the level of our productivity
The coefficient table above shows the simple model that expresses how Product Quality increases the profitability of small-scale businesses. The model is shown mathematically as follows;
Y = a + bx where y is profitability of family businesses and x is product quality, ‘a’ is a constant factor and ‘b’ is the value of coefficient. From this table therefore, Profitability = 3.409 + 0.294PQ (Product Quality). This means that for every 100% increase in profitability, product quality contributed 29.4%.
Interpretation of Results
Findings from this research showed that the new technology enhanced productivity of small scale businesses.
 Test of Hypothesis Three 
Ho3: 	New Product Development does not increase the sales turnover of small-scale businesses in Ilorin.
Ha3: 	New Product Development increases the sales turnover of small-scale businesses in Ilorin.
Table 4.37	Model Summary
	
	R 
	  R 
	Adjusted R Square
	Std. Error of the Estimate

	1
	.628(a)
	.394
	.391
	.521


Source: Field survey 2025
a. Predictors: (Constant), The quality of our product has been improved by new product development in our firm
The table above is the model summary. It shows how much of the variance in the sales   turnover of small scale business that is explained by new product development. In this case the R square value is .394. Which means new product development explains
39.4% variance in the sales turnover of small-scale businesses.
Table 4.38 ANOVA(b)
	
	
	Sum of Squares
	 Df 
	 Mean square
	 F sig
	

	1
	Regression
	32.137
	1
	32.137
	118.344
	.000(a)

	
	Residual
	49.423
	182
	.272
	
	

	
	Total
	81.560
	183
	
	
	


Source: Field survey 2025
a. Predictors: (Constant), the quality of our product has been improved by new product development in our firm
b. Dependent Variable: New product development program has led to high sales turnover in our firm
This table shows the assessment of the statistical significance of the result. The ANOVA table tests the null hypothesis to determine it is statistically significant. The ANOVA table shows the Fcal 118.344 at 0.0001 significance level. Hence the null hypothesis is rejected. New Product development increases the sales turnover of small-scale businesses.
Table 4.39	Coefficients(a)
	
	
	Unstandardized 
	Standardized 
	
	

	
	
	  B
	Std error
	 T
	
	 sig

	1
	(Constant)
	2.211
	.218
	
	10.127
	.000

	
	The quality of our product has been improved by new in our firm
	.529
	.049
	.628
	10.879
	.000


Source: Field Survey,2025
a. Dependent Variable: New product development program has led to high sales turnover in our firm
The coefficient table above shows the simple model that expresses how New
Product Development increases the sales turnover of small-scale businesses. The model is
shown mathematically as follows;
Y = a + bx where y is the sales turnover of small-scale businesses and x is new product development, ‘a’ is a constant factor and ‘b’ is the value of coefficient. From this table therefore, sales turnover = 2.211 + 0.529NPQ (New Product Development). This means that for every 100% increase in sales turnover, product development contributed 52.9%
Interpretation of Results
Findings from this research showed that new product development increases the sales turnover of small-scale businesses.
















CHAPTER FIVE 
SUMMARY OF THE FINDINGS, CONCLUSION AND RECCOMMENDATIONS
 5.1	Summary of findings
The research generated a lot of findings as regards to the effect of creativity and innovation on the entrepreneurial performance of small-scale businesses.
First it was found that the adoption of innovation and creativity in small scale
businesses resulted in the creation of a distinctive product which allowed the businesses to gain competitive advantage in their respective industries.
It was also found that innovation and creativity have a significant positive impact
on performance of small-scale business and the contributions of innovation and creativity to the performance of small-scale businesses were high 
Furthermore, the information gathered from the respondents revealed that
innovation in the businesses lead to the production of a better-quality product which further enhanced the profitability of the businesses.
Also discovered from the information from the respondents was that new
technology employed in these small-scale businesses reduced cost of production an hence significantly and positively enhanced the productivity of these firms.
Finally, creativity and innovation through new product development was also



found to positively enhance the sales turnover for the businesses that engaged in it. The contribution of new product development to the small-scale businesses that engaged it was         
1
1
1
hence significantly and positively enhanced the productivity of these firms.
Finally, creativity and innovation through new product development was also
found to positively enhance the sales turnover for the businesses that engaged in it. The contribution of new product development to the small scale businesses that engaged it was high.
5.2	Conclusion
This research work examined the effects of creativity and innovation on the entrepreneurial performance of small scale business. The study has proven that creativity and innovation have a significant effect on the profitability, productivity and sales turnover of small scale businesses. The different variables under each construct have shown valuable relationship which is a pointer for enhanced performance of small scale businesses. Product quality was found to increase profitability, new technology has been found to positively enhance productivity, and new product development brings about a high sales turnover. Therefore in relation to these findings it is necessary to conclude that small scale businesses engage in creative and innovative activities which help to enhance their performance and sustainability over time.
5.3	Recommendations
Arising from the findings of this study and consequent upon the issues examined in the study, the following recommendations are made:
i. Given the importance of small scale businesses to the economy of a country, it is essential that small scale businesses adopt creativity and innovation in their daily operations to enhance their productivity as well as products leading as this research work have proven beyond doubt that creativity and innovation has a significant positive impact on the performance of small scale businesses.
ii. Small scale businesses and other forms of business should engage in new product development as this leads to the production of a quality and better product or the generation of a whole new product which in turn increases sales turnover as well as profitability. Also, business organizations should have a broad knowledge of their competitive environment and take advantage of the opportunities that exist therein.
iii. The importance of new technology cannot be overemphasized. All forms of business organizations should employ the use of new technology as this enhances productivity and reduces the cost of production.
iv. Appropriate small scale business regulators in the study area should always put in place polices and stable regulations that will help operators to operate easily and freely.
v. Small scale business managers and operators in the study area should always carryout proper planning in their operations. Sound planning is a necessary input to
sound decision-making which informs putting in place appropriate marketing practices at appropriate times and hence, improved performance. They should always consider challenging situations and be prepared to meet them with preplanned practices. 
vi. Small scale business owners should ensure effective funding of their enterprises to help them operate effectively and employ appropriate and timely small scale business practices that will enhance the performance of their businesses. 
vii. Since business environment is not static small scale business practices need to be regularly and effectively evaluated so that those that are no longer relevant are replaced with relevant ones while those that are still relevant should be given a greater attention.   
viii. Finally small scale businesses as well as other kind of organizations should involve in extensive employee empowerment through trainings so as to foster the growth of a creative and innovative way of reasoning in employees.
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