CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND TO THE STUDY 
Every organization is set up to achieve a certain goal in respective of business ownership. The Nigerian economy thrives on proceeds from oil and contributions of the private sector. Family businesses constitute a larger part of the private sector. Thus they contribute a significant amount to the national income. Nigeria was one of the richest 50 countries in the early 1970s but has retrogressed to become one of the 20 poorest countries at the threshold of the 21st century. It is ironic that Nigeria is one of the largest exporters of crude-oil and at the same time inhibits the third largest number of poor people after China and India (Igbuzor, 2006). Adogamhe (2007) claimed that despite Nigeria’s vast oil wealth and abundant human resources, fluctuating oil prices, endemic corruption and mismanagement of resources have undermined economic progress and made the majority of the population live in abysmal poverty. 
Thus, given this present state of the economy of Nigeria, there is the need for the promotion and encouragement of entrepreneurial activities and establishments, such as family businesses among others, which assist in growing and increasing the national income of the country. Despite the availability of several other kinds of businesses, the focus of this study was on family businesses. According to Oketola and Nnodim (2011), family business was defined as a business in which one or more members of one or more families have a significant ownership interest and commitments towards the business’ overall well being. Family business refers to a company where the voting majority is in the hands of the controlling family including the founder which intend to pass the business on to their decendants. The term "family business", "family firms", "family company", "family owned business Kurato and Richard (2004) opined that, today, most of the businesses we see are family businesses and these businesses have been noted to account for the largest percentage of the businesses in many nations. Family firms are essential for the economic growth and development through new business start-ups and growth of existing family firms (Kellermanns, Eddleston, Barnett, Pearson, 2008). Family firms that engage in the innovative, proactive, and risk-taking behaviors that characterized firm level entrepreneurship are major contributors to the economic development and growth in USA and world economies (Zahra, Hayton, and Salvato, 2004). Family businesses are essential in enhancing economic development and growth by creating and funding new businesses as well as growing existing firms (Kellermanns, Eddleston, Barnett, Pearson, 2008). The impact of family firms on the development and growth of an economy cannot be overemphasized as it helps to reduce unemployment rate by creating job opportunity and contribution to government revenue in form of taxes. 
Creativity according to Pfieffer (1979) is the ability to realize creative product. Ignacio defined creativity as a piece of work which is first to a significant extent new, original, and unique and second shows a high degree of success in its field. Kuczmarski, Middlebrooks, and Swaddling (2000) suggested that innovation brings a new perceived benefit or value to a customer, employee, or shareholder. The new perceived benefit ranges from minimal to massive and may be functional, psychological, emotional, or financial. For example, a process innovation could bring a time-saving benefit to employees.
1.2 STATEMENT OF THE PROBLEM
Every businesses organization has a unique set of problems. The family business is no different. Many of these problems exist in corporate businesses environment, but can be exaggerated in a family business. Family business go through various stages of growth and development over time. Many of these problems will be found ones the second and subsequent generation enter the business. The specific problems of this study are:
There is low rate of new product development in family business in Ilorin as a result of lack of intent in the Quality of innovation in running their business. 
The quality of thinking of family business owners affect the market share of the business thereby leading to the gradual death of the business. 
Improper product packaging is also one of the main problems in family business in Ilorin which leads to lack of customer satisfaction. 
Family business in Ilorin has a poor conduct towards product design therefore; most family business encounters less profit during the process of doing their business.
1.3   RESEARCH QUESTIONS 
To achieve the above mentioned objectives, the following questions were addressed
1. To what extent does the rate of new product development enhance quality of innovation of family business in Ilorin?
2. To what extent does the quality of thinking have effect on market share of family business in Ilorin?
3. To what extent does product packaging affect customer satisfaction in family business in Ilorin?
1.4	RESEARCH OBJECTIVES
	The general objective of the study is to examine effects of creativity on entrepreneurial performance of family business in Ilorin. The specific objectives of the study are as follows:
1. To determine how the rate of new product development enhance quality of innovation of family business in Ilorin.
2. The study will help to know whether the quality of thinking have effect on market share of family business in Ilorin. 
3. To determine the effect of product packaging on customer satisfaction of family business in Ilorin.
1.5	RESEARCH HYPOTHESES
	This research was predicated on the following hypotheses 
Hypothesis I 
H0	The rate of new product development does not enhance quality of innovation in family business.
H1	The rates of new product development enhance quality of innovation in 	family business.
Hypothesis II
H0	The quality of thinking has no have effect on market share of family business.
H1	The quality of thinking has effect on market share of family business.
Hypothesis III
H0	Product packaging does not affect the level of customer satisfaction in family business 
H1	Product packaging does not affect the level of customer satisfaction in family business
1.6	SIGNIFICANT OF THE STUDY
The purpose of this study is to take critical look on how creativity affect entrepreneurial performance of family business. This study will enlighten family business owner on how to improve quality of innovation, profitability of the business, rate of new product development, product design, product packaging and to develop measures on how consumer of their product derive satisfaction.
1.7	SCOPE OF THE STUDY
This study examined the effects of creativity on the entrepreneurial performance of family business in Ilorin. Family businesses cover a vast range of firms in different sectors and sizes. They range from sole proprietors to large scale enterprises. This study considered the following family businesses in Ilorin: Delan Frozen Fish Ltd, Asake Eleja, K.K Eleja and Co, Real Gold international Ltd, Peace Oil, Olori Egbe Trading Store, Bekind International Ltd, Bekki and sons, Olowo trading store, Okin and sons motors Our product lines has become more acceptable by customers. To effectively measure creativity on entrepreneurial performance of family business.
1.8	DEFINATION OF TERMS
i. Creativity: is the act of turning new and imaginative ideas into reality. Creativity begins with a foundation of knowledge, learning a discipline, and mastering a way of thinking.. It also 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. 
ii. Entrepreneurial Performance: This study defines sustainability as the continued existence of a fir m as a result of its market share, profitability, customer satisfaction, quality of innovation etc. 
iii. New product development: is the term used to describe the complete process of bringing a new product to the market.
iv. Product packaging: is the technology of enclosing or protecting products for distribution, storages, sales and use. Packaging refers to design, evaluation, and production of packages. It can be describe as a coordinated system of preparing goods for transport, warehousing, logistics, sale and end use.
v. Product design: It is the process of creating a new product to be sold by a business to its customer. It involves a broad approach to the designing and making of innovation or new product. The subject is aimed at those interesting in a way business and industry identifies potential product and successfully design and manufacture them.
vi. Customer satisfaction: refers to the emotional response that people feel after making a purchase from a company. The more positive the level of customer satisfaction, the more likely the level of customer satisfaction , the more likely the purchase is to come back and buy again and to recommend that company to other who are looking for what the seller has to offer. 








CHAPTER TWO
LITERATURE REVIEW
2.1 INTRODUCTION
Recently, businesses have become indispensable for economies to strive. This has heralded the spring up of so many businesses without the exception of the family business. In the business categories that are globally accepted, family business is no exception. The important contribution of family businesses to economic growth and wealth creation in the world has been emphasized by numerous scholars. Often, the business environment in which a business is located as well as the availability of resources make a business either successful or a failure. Various kinds of businesses ranging from sole proprietorship, partnership, and Limited Liability Company harness the power of creativity and innovation to sustain a competitive advantage as well as ensure continuity of the business.
2.1 CONCEPTUAL FRAMEWORK 
2.1.1 CONCEPT OF FAMILY BUSINESS 
The growth of family businesses is a critical element in the growth of most less developed economies and holds particular implication for Nigeria as well. Family businesses do not only contribute significantly to improved living standards, they also create a significant level of capital and achieve high levels of production and increased capacity. 
According to Ifekwen, Oghojafor, and Kuye (2011), developing economies like Africa and Asian countries have come to realize the value and significant role family owned businesses play in their economic development. In these countries, much of the entrepreneurship activities and wealth lies with family owned businesses. Hence, family businesses are becoming the fastest growing sector of the economy. They are seen to be characterized by dynamism, witty invention, innovations, efficiency, and their small size allows for faster decision making process. In some countries many of the largest publicly listed firms were family owned. Family businesses cover a vast range of firms in different sectors and of different sizes. They range from sole proprietors to large international enterprises. According to International Finance Corporation (2012), family businesses range from small and medium-sized companies to large conglomerates that operate in multiple industries and countries. It is important to note that family business and small business are not necessarily analogous. There are many large corporations that are considered to be family-owned businesses, but the clear majority of family businesses are considered small businesses with less than 20 employees (U.S. Small Business Administration, 1997). 
There is no single definition of the family business concept. According to the European Commission (ECC) family business review (2009), family business is a term which is exclusively applied to every conceivable area, such as to public and policy discussions, to legal regulations, as an eligibility criterion for support services, and to the provision of statistical data and academic research. The majority of definitions seem to focus on the vital role of family in terms of determining the management and control methods used in the business. The ECC family review (2009) stated that there is general agreement that a definition of family business has to incorporate three essential elements: the family, the business and ownership. The review went further to posit that, ownership is key to the business life of the firm. It enables a clear distinction to be made between family and non-family businesses. Taking the ‘ownership perspective’ rather than the ‘company size’ perspective can help improve understanding of the phenomenon.
According to Festus Aleogena & Co Chartered Accountants (2011), a family business is any business in which a majority of the ownership or control lies within a family and in which two or more family members are directly involved. They went further to posit that it is also a complex, dual system consisting of the family and the business. Family members involved in the business are part of a task system (the business) and part of a family system. NaijaEcash (2008) defined a family business as a corporation that is majorly owned by the members of a single family. In other words, a family business is a business in which members of a family have significant ownership interest and significant commitments toward the business’ overall well-being. 
However, from the definitions, the family business is probably the most common type of business that exists. Developing economies like Africa and Asian countries have come to realize the value and significant role family owned businesses play in their economic development. In these countries, much of the entrepreneurship activities and wealth lies with family owned businesses hence, they are becoming the fastest growing sector of the economy
2.1.2 BENEFIT OF FAMILY BUSINESS 
1	Loyalty: committed, supportive, sincere. It help to build bridges among other 	families, there is bond of loyalties to each other in the 	business.
2	Legacy: It brings a measure of respect in the society, To maintain the name 	that 	has been built and the respect.
3	Labor Pool: This is moving from one generation to the second and 	third, to be 	more loyal and committed. 
4	 Other Employee: They appreciate working together in a family where there 	is togetherness because they are also acceptable as a member of the 	family.
5	Benefit of Value: family business to add some value and acquire some 	knowledge to their children, have the opportunity to teach and pass to their 	generation.
2.1.3 CHARACTERISTICS OF FAMILY BUSINESS 
Family Businesses are majorly characterized by features such as owner-manager control and single product. According to a study by W. L. Smith, Gersick, Davis, Hampton and Lansberg (as cited by Smith) found that family businesses in the start-up stage were characterized by informal organizational structures, owner-manager. Leenders and Waarts (2001) further characterized the family business into two dimensions the family-oriented family business and the business oriented family business. Leenders and Waarts explained that a family- oriented family business is a business firm that is considered as a family business when its ownership and or management are concentrated within a family while Lenders and Waarts went further to explain the second dimension which is the business orientation as related to the value creation of the firm. 
Given below are major characteristics of most Nigerian Family Businesses as suggested 
i. 	Commencement: Most family business commences through the individual 	effort 	of persons that have seen an opportunity or a need to satisfy. Some of the 	individuals had mentors who usually sow a seed-capital into the business.
ii.	Entrepreneurial Activities: the founders undertake many entrepreneurial 	activities which includes developing new idea(s) of new product(s) around 	which 	a new business is built, developing a new idea/product which is adopted and 	produced within an existing business, an already existing idea/product is 	adopted by a new business usually with lots of systems changes and value added 	through creativity, and an existing idea/product is adopted by an existing 	business. 
iii. 	Ownership and Management Structure: businesses in Nigeria generally 	operate a simple management structure, which combines ownership and 	management in one or few persons. Mostly the founder is the CEO while 	members of the family either sons or brothers are directors overseeing other 	Strategic Business Units of the firm. 
iv.	 Flexible Decision Making: Being a simple structure with an owner-manager 	arrangement, decision-making is quite flexible and quick. 
2.1.4 CHALLENGES OF FAMILY BUSINESS IN NIGERIA
Every business organization has a unique set of challenges and problems. The family business is no different. Many of these problems exist in corporate business environments, but can be exaggerated in a family business.
Family businesses go through various stages of growth and development over time. Many of these challenges will be found once the second and subsequent generations enter the business.
1	Conflict among siblings: Family businesses that have different goal 	and 	objective of the business. 
2	Conflict personality: This is because everybody is different from one 	another; this can lead to generation of conflict among sibling. It affects the 	growth of the business.   
3	Succession Planning: Most family organizations do not have a plan 	for handing the power to the next generation, leading to great political conflicts and divisions.
4	Training: There should be a specific training program when you integrate 	family members into the company. This should provide specific information that related 	to the goals, expectations and obligations of the position.
5	Compensation problems for family members: Dividends, salaries, benefits and compensation for non-participating family members are not clearly defined and justified.
6	Challenges of work ethics: Discipline and rules of the business will not be 	followed properly by the family members.
7	Expectation: family member have different expectation from the family 	member:
Expectation as it relate to management
Expectation as it relate to Work assignment
Expectation as it relate to Compensation
Expectation as it relate to Family asset
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2.1.5 CREATIVITY 
According to Amabile (2000), 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 sake, it must also be appropriate to the goal at hand, correct, valuable, or expressive of meaning. Lefton (2000, 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  2011).
2.1.6 INNOVATION 
According to Kotler (2006) and 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). 
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.
2.1.7 NEW PRODUCT DEVELOPMENT 
New product development: According to Krishnan,v; Ulrich, karl (2001), Kenneth, B. kahn (2013), koen; et al (2007) new product development is the complete process of bringing a new product to market. New product development is described in the literature aa the transformation of a market opportunity into a product available for sales and it can be tangible ( that is something physical you can tough) or intangible (like a services, experience, or belief). A good understanding of customer needs and want, the competitive environment and the nature of the market represent the too required factors for the success of a new product. 
New Product development Posted by Margaret Rouse is the process of designing, creating and marketing new products or services to benefit customers. The discipline is focused on developing systematic methods for guiding all the processes involved in getting a new product to market.
2.1.8 QUALITY OF INNOVATION
 Juhani Anttila (2011) Quality means the degree to fulfill someone's needs and expectations. Organizations compete with each other by the quality of their products (goods and services). In order to be successful, organizations must be responsive to changing market situations and strive for distinctively outstanding and excellent products in an efficient way. In quality management this has been solved through applying continual improvement methodologies. This has lead to innovations in the products and business processes of organizations. Hence, innovation is not any new subject in the quality discipline but it has inherently been in professional quality practices already decades. In fact, there is not any real improvement without innovation, and on the other hand all the innovations are for quality improvement. 
The word innovation widely appeared in the quality related discussions sometimes about ten years ago. Then this concept also got an increasing importance in national quality initiatives, especially represented by the performance excellence models (quality award criteria) and the future of quality studies, and in the quality management standardization, especially in the ISO 9004 standard.
While innovation experts and many organizations acknowledge that innovation is important to the business growth and success, the term "innovation" is still without a consistent, agreed-to definition in the business world. Sometimes we may get confused about the terms invention, creativity, and innovativeness. In most cases innovation means a conceptually new and commercially viable solution in products, processes, business systems, and technologies, or a new solution that is readily available to markets, governments, and society. All business innovations directly promote the basic intentions of quality management to improve product performance, increase the effectiveness and efficiency of business processes, and make possible organizations’ radical structural and operational reforms.
Quality and innovation are distinct specialized disciplines with their own development history, expertise, specialists, and methodologies. In both areas the modern professional approach dates back to the early years of the 1900's. Achievements and success of the both disciplines were based on the influence of strong and intentional experts and organizations. A personal creativity of individual inventors has always played a prominent role in the field of innovation.
2.1.9 CUSTOMER SATISFACTION
Sensoy Ertan (2010) Customer satisfaction is defined as the number of customers, or percentage of total customers, whose reported experience with a firm, its products, or its services (ratings) exceeds their satisfaction . Customer satisfaction is an ambiguous and abstract concept and the actual manifestation of the state of satisfaction will vary from person to person and product/service to product/service. The state of satisfaction depends on a number of both psychological and physical variables which correlate with satisfaction behaviors such as return and recommend rate. The level of satisfaction can also vary depending on other options the customer may have and other products against which the customer can compare the organization's products.
Satisfaction according to Oliver R.L [2000] is the consumers fulfillment response. it is a judgment that a product or service features on the product or service itself provides a pleasurable level of consumption related fulfillment failure to meet need and expectation is assumed to result in dissatisfaction with the service. Satisfaction is a position feeling experience by an individual after using a good or service. In other words positive or negative mode created throughout provision of services, affect on general assessment of the services [moon and minor, 2003].  Customers satisfaction is a key in future tending to make a purchase.
   Customer satisfaction is determined by
a) Product and service feature	
b) Customer emotion
c) Attributes of the product
     According to Gronnose [2001] customer perceives same quality has two dimensions
1)  Functional dimension [process] this denotes "how" in the customers seller interaction
2) Technical dimension which relates to 'what' in the actual services
     According to kang and James [2004] technical and functional dimensions of services quality are both predicators of customer’s satisfaction.
   The intangibility of service and the ease of renovating or creating new services lead to not a groaning of new services but also the inability of the new services offering to customers. Successful innovation is very crucial for the forms performance on high-tech services industry especially on competitive environment where business store to service. In hotel services industry, services innovation is found to have a larger influence on choices, customer values and satisfacttion, development of trust, loyalty and word of mouth behavior toward the enterprise.
   According to kano model [1984] , the satisfaction of customers from the consumption of a product is determined by the attributes the product possess. He classified this attributes as threshold, performance and excitement attributes. According to kano et all [1984] understanding the fundamental requirement of a product or services attributes in addition to the satisfaction as well as the features attributes that a company or form should flow on in order to increase customer satisfaction. To uncover specific attributes that should be included in product kano suggested listening to the ' voice of the customers' through direct feedback .
Previous research has demonstrated that kano's model can be useful in categorizing attributes of product according to customer preference. In addition applying the result of the kano model has been helpful in guiding services offerings.
2.1.10 THE NEED FOR CREATIVITY AND INNOVATION IN FAMILY BUSINESSES 
As more and more of family businesses are being established the market place is becoming saturated with different products that confuse the end users, and competition is stiff between businesses. In other for these businesses to achieve new gains for its owners and meet their needs and requirements, there is need for these businesses to continuously search for the development of its product and services through innovation and creativity. Creativity and innovation will play an important role in helping family businesses achieve competitive advantage over other businesses through improving the quality of its product, improving the production process etc. According to Kotler (2008), competitive advantage is an organization’s ability to perform in one or more ways that competitors will not and cannot match. And this can be achieved through creativity and innovation. According to Stalk (2006) and Epitemehin (2011), contemporary business theory argues that companies must compete to keep or gain market share. Innovation is considered to be the key to creating competitive advantage.				
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2.2 THEORETICAL FRAMEWORK 
2.2.1 PETER DRUCKER INNOVATION THEORY
Innovation is the specific tool of entrepreneurship, the means by which they exploit change as an opportunity for different business or different services. It is capable of being presented as a discipline, capable of being learned, capable of being practiced. Entrepreneurs need to search their symptoms that indicate opportunities for successful innovation. And they need to know and apply the principle of successful innovation.  
Drucker’s ideas were the panacea for institutional giants of his time, and the business climate of the 80s was ripe for adopting them. In this context, he treated both innovation and entrepreneurship in the “new entrepreneurial economy” as practices, decisive duties that could be controlled best in a systematic work environment. Unfortunately for corporate America, the bureaucratic organization structure was not able to sustain an entrepreneurial spirit, and many of the proponents left to start their own ventures.
Today, innovation and entrepreneurship have changed. There are different ways of breeding, executing and practicing those concepts around the world. This paper looks at Drucker’s theory, what’s applicable for today and what is not. The practical reality is Entrepreneurship and innovation are not manifested the same in an international marketplace. In fact, they are not all systematic as Drucker believed. Peter Drucker talks about the seven sources of innovation opportunities. Sources (descending order of reliability and predictability)
	Change within the enterprise or industry
1 The unexpected (success, failure and event)
2 The incongruity (between reality and ought to be)
3 Innovation based on process needs
4 Change in industry structure or market structure
		     Change outside the enterprise or industry
5 Demographic
6 Change in perspective, mood and meaning
7 New knowledge (scientific and non scientific)
2.2.2 DISRUPTIVE INNOVATION THEORY
Disruptive innovations can be broadly classified into low-end and new-market disruptive innovations. A new-market disruptive innovation is often aimed at non-consumption (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.
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.
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 30 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.
“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 FRAMEWORK 
Vander meer (2007) Husingh (2010) research finds out that there is a positive relationship between quality of innovation and new product development this finding show that innovation is  positive related to new product development and that increase in open innovation and profitability enhance the survival of family business. This falls in line with work of  (Chiaroni et al., 2011; Trott, 2008). In addition, firms open their innovation process by obtaining knowledge from external environments and using other companies for technology commercialization that help to achieve higher profitability than internally focused organizations (Lichtenthaler & Lichtenthaler, 2009). Several attempts have been suggested in open innovation models that openness could stimulate innovation by combining a large and different pool of external sources, leading to increased product diversity and better matching of products and consumer preference (Boudreau, 2006; Chesbrough, 2003; Von Hippel, 2005). Regardless of the framework used to describe new product development for goods and services, for a specific company, or a context, they all include several common elements.
Sanaz Monsef Effective management of innovation requires openness in multiple senses, including openness to ambiguity, openness for new ideas, and an open policy regarding the origin and destination of ideas for commercialization. Studies show that, firms following open innovation recognize the value of external inputs into the process of new product development and seek to utilize these inputs internally. In addition, it is important to investigate several types of new product successes as open innovation may have influenced the success in different ways. 
Managements and scholars pay particular attention to open innovation as a new paradigm in recent years (Alguezaui & Filieri, 2010; Bahemia & Squire, 2010; HW Chesbrough & Appleyard, 2007; Chiaroni, Chiesa, & Frattini, 2011; Enkel, Gassmann, & Chesbrough, 2009). In today's competitive marketplace, product innovation is deeply appreciated as a key component of sustainable growth for most firms (McNally, Akdeniz, & Calantone, 2011). On the other hand, product development has received a lot of attention within the strategy literature, and remains an important capability for a firm in improving its overall performance (Li & Atuahene-Gima, 2001; Vorhies & Morgan, 2005). New product development (NPD) is not always a successful process with some industries indicating failure rates to be 40% (Schmidt & Calantone, 2002) and others showing failure rates approaching 80% (Green, Barclay, & Ryans, 1995). 
Nawaz Ahmad, MohibBillo & Asad Lakhan (2012) there is a positive relationship between product packaging and customer satisfaction. The study was conducted to determine which elements of product packaging are the most significant and how they impact consumer buying behavior .Due to increasing self-service and changing consumer lifestyles, the internet in packaging as a tool of sales promotion and stimulator of impulsive buying behavior is growing increasingly. So packaging performs an important role in marketing and encouraging or even sometimes discouraging the consumer from buying a product, especially at the point of sale or at the time when a consumer is choosing from among different brands of similar products type. This could be treated as one of the most important factor influencing a consumer’s purchase decision. This study was conducted keeping in view the importance of product packaging and the great impact it can make on the purchase decision, after studying different aspects and components of packaging. 
Arens (2007) says packaging is the container for a product – encompassing the physical appearance of the container including the design, color, shape, labeling and material used.
Brewer (2006) found that customers learn colors associations from current brands in the market, which lead them to prefer certain colors for various product categories. Using color as a cue on packaging can be a potentially strong association, especially when it is unique to a  particular brand. However, people in different cultures are exposed to different color association and develop color preferences based on their own culture’s associations. Furthermore, Brewer (2006) found that informational elements tend to be less important than visual in low involvement  product decisions: “so graphics and color become critical.
Despite the fact that business innovation increase forms performance by reducing cost, improving work place satisfaction (OECD 2005). Product design is the process of creating a new product to be sold by a business to its customers.
Therefore, this research work tends to establish the relationship between the two statement positive or negative impact in relation to the stated hypothesis
















CHAPTER THREE
 METHODOLOGY
3.0.	INTRODUCTION 
The chapter discussed the methodological 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, source of data and procedure for data collection, design of instrument, the validity and reliability of the instrument, ethical consideration, data analysis method, and the limitation of the methodology. 
3.1.	RESEARCH DESIGN 
Vogt (1993) define research design as the science of planning the procedures for conducting studies so as to gather the most valid finding. This research adopted the use of mono method which is the case study. 
The purpose of this research work is to investigate the effects of creativity on the entrepreneurial performance of family business, using Ilorin West metropolis as case study. It involves the use of both primary and secondary data and contact period is cross sectional as data were collected once due to time constraint and finance. Primary data was obtained by administering questionnaire. The referencing period is prospective whereby the present was used to predict the future. The data make use of quantitative method.
3.3	POPULATION OF STUDY 
According to Asika (2000) population is made of all considered element or subject or observation relating to a phenomeuon of interest to the research. According to Answer.com (2009), population was defined as the total number of living human being in a define area of interest.  Population can also be referred to as a number of people living in a geographical area. The population of this study consist some selected family business in Ilorin west metropolis Kwara State. The selected family business in Ilorin is 10. Therefore 10 questionnaires will be distributed across each of the 10 family businesses. According to Stanley (1995) when the population is less than 30 studies all, therefore the 10 family businesses will be studied.
3.4	SAMPLE SIZE AND SAMPLING TECHNIQUES 
Sample was taken from the population of family businesses, Ilorin, the sample covered all the staff of all family business so as to set which actually exist in the management of the businesses, and ten (10) questionnaires were distributed randomly among the Staff of the family business.
3.5	METHOD OF DATA COLLECTION
Primary data are hand information that was refined for the purpose of this study. This study made use of structured questionnaire as a major source of primary data while Secondary Source data refers to that information already in existence, having been collected originally for some other purposes. Source of secondary data include publish work, records, journals, report etc.
For the purpose of this research, both primary and secondary data was used. 
3.5	INSTRUMENTS OF DATA COLLECTION
Research instruments are those tools which are being used to collect data for the purpose of testing hypothesis and answering research questions (Ojo, 2005). To enable the collection of data and analysis, the researcher needs various types of instrument specifically 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 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. 
3.7	METHOD OF DATA ANALYSIS
This is the technique adapted to processing data collected into information, during the research. There are various methods to be used to process data, depending on the volume of quantity of the questionnaire and the figures obtained.
	Electronic system and computer and other calculating machines can be employed to process data when the volume or number run into thousands or millions. Manual method is used where the numbers and figures obtained are not numerous or not above hundreds. For this project, the data, figures and the information obtained are processed manually whereby the data and information are cued into computer or processor by hand. All avoid mistake, ensure accuracy and authenticity.



























CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, INTERPRETATION AND DISCUSSION OF FINDINGS
4.0	INTRODUCTION
	This section focus on the presentation, analysis and interpretation of the data gathered. The data obtained for the study is presented in tables, analyzed and interpreted using frequencies and simple percentages. 
The Statistical Package for Social Science (SPSS) package was used to analyze frequencies and testing the hypotheses. 
4.1	PRESENTATION OF DATA
	A total number of 100 questionnaires were distributed. The total copies distributed was returned and analyzed
	Questionnaire
	Respondents
	Percentage (%)

	Returned and useful
	100
	100

	Not Returned
	0
	0

	Total
	100
	100


4.2	DATA ANALYSIS AND INTERPRETATION
The questionnaire was divided into two parts;
· Part A: This contained respondents Demographic data
· Part B: This form the focus of respondent’s assessment for evaluation.
4.2.1	ANALYSIS OF DEMOGRAPHIC DATA
	Table 4.1   Sex

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Female
	44
	44.0
	44.0
	44.0

	
	Male
	56
	56.0
	56.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows the gender distribution of the respondent. It shows that 44% are females while 56% are males. This implies that the respondents are made up of more males than females
	Table 4.2  Marital Status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Single
	36
	36.0
	36.0
	36.0

	
	Married
	63
	63.0
	63.0
	99.0

	
	Others
	1
	1.0
	1.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows that 36% of the respondents are single, 63% are married while 1% are other (i.e. either divorced or a widow(er))
	Table 4.3  Work Experience

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1-5
	68
	68.0
	68.0
	68.0

	
	6-10
	29
	29.0
	29.0
	97.0

	
	11-15
	2
	2.0
	2.0
	99.0

	
	16 above
	1
	1.0
	1.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows that 68% of the family business owners have a work experience of 1-5years, 29% have an experience of 6-10years, 2% have experience of 11-15 years and 1% has 
experience of above 16years




	Table 4.4 Educational Qualification

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSCE
	18
	18.0
	18.0
	18.0

	
	BSC/HND
	56
	56.0
	56.0
	74.0

	
	MSC/HND
	22
	22.0
	22.0
	96.0

	
	Others
	4
	4.0
	4.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
From the table above 18% of the respondents are SSCE certificate holders, 56% are B.Sc./HND holders while 4% have other educational qualifications.
	Table 4.5 Management Category

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	lower level
	25
	25.0
	25.0
	25.0

	
	middle level
	51
	51.0
	51.0
	76.0

	
	top level
	24
	24.0
	24.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The tables above shows that 25% of the respondents are lower level managers, 51% are middle level managers and 24% the top level managers.







	Table 4.6 Years in Operation

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	5-10
	63
	63.0
	63.0
	63.0

	
	11-15
	25
	25.0
	25.0
	88.0

	
	16-20
	5
	5.0
	5.0
	93.0

	
	21 above
	7
	7.0
	7.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows that 63% of the family businesses have operated successfully within the range of 5-10 years, 25% for 11-15 years, 5% for 16 – 20 years and 7% have successfully operated for 21 years above.
	Table 4.7 Type of Industry

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Fishery
	30
	30.0
	30.0
	30.0

	
	Transport
	20
	20.0
	20.0
	50.0

	
	oil and gas
	30
	30.0
	30.0
	80.0

	
	Trading
	20
	20.0
	20.0
	100.0

	
	Others
	0
	.0
	.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above classifies respondents with respect to the type of industry they operate in. It shows that 30% of the respondents are into fishery, 20% are into transportation, 30% in the oil and gas while 20% are in the trading industry.
4.2.2 TEST OF QUESTIONNAIRE
	Table 4.9  New product development has led to the upgrade or rebranding of an existing product to better satisfy our consumer

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Undecided
	1
	1.0
	1.0
	1.0

	
	Agree
	21
	21.0
	21.0
	22.0

	
	strongly agree
	78
	78.0
	78.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
From the table above, the analysis of the respondents shows that 1% were unable to decide while 21% agreed and 78% strongly agree thatNew product development has led to the upgrade or rebranding of an existing product to better satisfy our consumer
	Table 4.10 New product development has led to the creation of a whole new product in our firm

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	1
	1.0
	1.0
	1.0

	
	Undecided
	3
	3.0
	3.0
	4.0

	
	Agree
	61
	61.0
	61.0
	65.0

	
	strongly agree
	35
	35.0
	35.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The response from the table above shows that 1% disagree that new product development has led to the creation of a whole new product in their firm, 3% were unable to decide while 61% agree and 35% strongly agree that new product development has led to the creation of a whole new product in their firm




	Table 4.11 The quality of our product has been improved by new product development in our firm

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	1
	1.0
	1.0
	1.0

	
	Undecided
	13
	13.0
	13.0
	14.0

	
	Agree
	45
	45.0
	45.0
	59.0

	
	strongly agree
	41
	41.0
	41.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows that 1% disagree, 13% were unable to decide that the quality of their product has been improved by new product development in their firm while 45% agree and 41% strongly agree that quality of their product has been improved by new product development in their firm
	Table 4.12 New product development has made us to gain continuous relevance in the industry

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	4
	4.0
	4.0
	4.0

	
	Undecided
	14
	14.0
	14.0
	18.0

	
	Agree
	36
	36.0
	36.0
	54.0

	
	strongly agree
	46
	46.0
	46.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table below shows that 4% disagree that New product development has made them to gain continuous relevance in the industry. 14% were unable to decide while 36% agree and 46% strongly agree that New product development has made them to gain continuous relevance in the industry.
	Table 4.13 The design of  product has boost the profit of our business

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	3
	3.0
	3.0
	3.0

	
	undecided
	6
	6.0
	6.0
	9.0

	
	Agree
	28
	28.0
	28.0
	37.0

	
	strongly agree
	63
	63.0
	63.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows the response from the respondents on how the design of  product has boost the profit of our business. 3% disagree that the design of  product has boost the profit of our business, 6% were unable to decide while 28% agree and 63% strongly agree that he design of  product has boost the profit of our business
	Table 4.14 The design of our products has enhanced the pricing of products

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	1
	1.0
	1.0
	1.0

	
	Disagree
	3
	3.0
	3.0
	4.0

	
	Undecided
	10
	10.0
	10.0
	14.0

	
	Agree
	67
	67.0
	67.0
	81.0

	
	strongly agree
	19
	19.0
	19.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows that 1% strongly disagree, 3% disagree that the design of their product has enhanced the pricing of products. 10% were unable to decide while 67% agree and 19% strongly agree that the design of their product has enhanced the pricing of products.
	Table 4.15 The design of our products has made the products more acceptable in the market

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	2
	2.0
	2.0
	2.0

	
	Undecided
	10
	10.0
	10.0
	12.0

	
	Agree
	50
	50.0
	50.0
	62.0

	
	strongly agree
	38
	38.0
	38.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows that 2% disagree the design of our products has made the products more acceptable in the market, 10% were unable to decide while 50% agree and 38% strongly agree that the design of our products has made the products more acceptable in the market
	Table 4.16 We gain more customers through the creation of new product design

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	3
	3.0
	3.0
	3.0

	
	undecided
	10
	10.0
	10.0
	13.0

	
	Agree
	44
	44.0
	44.0
	57.0

	
	strongly agree
	43
	43.0
	43.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows that 3% disagree that they gain more customers through the creation of new product design. 10% were unable to decide while 44% agree and 43% strongly agree that they gain more customers through the creation of new product design.





	Table 4.17 Our company make amendment on product packaging base on the feedback from our customers

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	4
	4.0
	4.0
	4.0

	
	Undecided
	7
	7.0
	7.0
	11.0

	
	Agree
	31
	31.0
	31.0
	42.0

	
	strongly agree
	58
	58.0
	58.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows that 4% disagree that their company make amendment on product packaging base on the feedback from our customers. 7% were unable to decide, while 31% agree and 58% strongly agree that their company make amendment on product packaging base on the feedback from our customers.
	Table 4.18 Suppliers help us to identify new ways of meeting customer needs.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	2
	2.0
	2.0
	2.0

	
	Undecided
	6
	6.0
	6.0
	8.0

	
	Agree
	58
	58.0
	58.0
	66.0

	
	strongly agree
	34
	34.0
	34.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows that 2% strongly disagree that their Suppliers help them to identify new ways of meeting customer needs. 6% were unable to decide while 58% agree and 34% strongly agree that that their Suppliers help them to identify new ways of meeting customer needs
	Table 4.19 We try to make our product available for our customers at every level

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	disagree
	2
	2.0
	2.0
	2.0

	
	undecided
	12
	12.0
	12.0
	14.0

	
	Agree
	47
	47.0
	47.0
	61.0

	
	strongly agree
	39
	39.0
	39.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows that 2% disagree that they try to make their product available for their customers at every level. 12% were unable to decide while 47% agree and 39% strongly agree that they try to make their product available for their customers at every level.
	Table 4.20 We create maximum awareness to reach our customers on new product

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	1
	1.0
	1.0
	1.0

	
	Disagree
	3
	3.0
	3.0
	4.0

	
	Undecided
	5
	5.0
	5.0
	9.0

	
	Agree
	53
	53.0
	53.0
	62.0

	
	strongly agree
	38
	38.0
	38.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
From the table above, 1% strongly disagree and 3% disagree that they create maximum awareness to reach their customers on new project. 5% were unable to decide while 53% agree and 38% strongly agree that they create maximum awareness to reach their customers on new project
	Table 4.21 We explore technologies/tools developed, even by our competitors

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	2
	2.0
	2.0
	2.0

	
	Disagree
	1
	1.0
	1.0
	3.0

	
	Undecided
	15
	15.0
	15.0
	18.0

	
	Agree
	39
	39.0
	39.0
	57.0

	
	strongly agree
	43
	43.0
	43.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows that 2% strongly disagree and 1% disagree that they explore technologies/tools developed, even by their competitors. 15% were unable to decide while 39% agree and 43% strongly agree that they explore technologies/tools developed, even by their competitors.
	Table 4.22 Our new product innovations use the newest and best technologies available in our industry.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	1
	1.0
	1.0
	1.0

	
	Undecided
	15
	15.0
	15.0
	16.0

	
	Agree
	50
	50.0
	50.0
	66.0

	
	strongly agree
	34
	34.0
	34.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows that 1% disagree that their new product innovations use the newest and best technologies available in their industry. 15% were unable to decide while 50% agree and 34% strongly agree that their new product innovations use the newest and best technologies available in their industry




	Table 4.23  We think of more ways to satisfy our customers

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	1
	1.0
	1.0
	1.0

	
	Undecided
	13
	13.0
	13.0
	14.0

	
	Agree
	37
	37.0
	37.0
	51.0

	
	strongly agree
	49
	49.0
	49.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
From the table above 1% disagree that they think of more ways to satisfy their customers, 13% were unable to decide while 37% agree and 49% strongly agree that they think of more ways to satisfy their customers.
	Table 4.24  Our product lines has become more acceptable by customers

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	1
	1.0
	1.0
	1.0

	
	Undecided
	2
	2.0
	2.0
	3.0

	
	Agree
	30
	30.0
	30.0
	33.0

	
	strongly agree
	67
	67.0
	67.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
From the table above, the response shows that 1% disagree that their product lines has become more acceptable by customers, 2% were unable to decide while 30% agree and 67% strongly agree that their product lines has become more acceptable by customers.





	Table 4.25  Our high profitability has enhance the survival of our business

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Undecided
	8
	8.0
	8.0
	8.0

	
	Agree
	55
	55.0
	55.0
	63.0

	
	strongly agree
	37
	37.0
	37.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows that 8% were unable to decide that their high profit has enhance the survival of their business while 55% agree and 37% strongly agree that  their high profit has enhance the survival of their business
	
Table 4.26  We gain customer loyalty because we always strive to satisfy our customers

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	3
	3.0
	3.0
	3.0

	
	Undecided
	8
	8.0
	8.0
	11.0

	
	Agree
	45
	45.0
	45.0
	56.0

	
	strongly agree
	44
	44.0
	44.0
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2025
The table above shows that 3% disagree that they gain customer loyalty because they always strive to satisfy their customers, 8% were unable to decide while 45% agree and 44% strongly agree that that they gain customer loyalty because they always strive to satisfy their customers.
	Table 4.27  Our product are more acceptable in the market compare to other companies product

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	2
	2.0
	2.0
	2.0

	
	Disagree
	5
	5.0
	5.0
	7.0

	
	Undecided
	11
	11.0
	11.0
	18.0

	
	Agree
	49
	49.0
	49.0
	67.0

	
	strongly agree
	33
	33.0
	33.0
	100.0

	
	Total
	100
	100.0
	100.0
	


[bookmark: _GoBack]Source: Field Survey, 2025
The table shows that 2% strongly agree and 5% disagree that their product are more acceptable in the market compared to other companies product. 11% were unable to decide while 49% agree and 33% strongly agree that their product are more acceptable in the market compared to other companies product
4.3 TEST OF HYPOTHESES
Re statement of hypotheses 
H1-New product development does not enhance quality of innovation in family business.
H2-Quality of thinking has no effect on market share in family business
H3-Product packaging has no effect on customer’s satisfaction in family business
H1 - New product development does not enhance quality of innovation in family business.
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.584a
	.341
	.334
	.82216

	a. Predictors: (Constant), NPD





	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	34.268
	1
	34.268
	50.696
	.000b

	
	Residual
	66.242
	98
	.676
	
	

	
	Total
	100.510
	99
	
	
	

	a. Dependent Variable: quality of innovation

	b. Predictors: (Constant), NPD


Interpretation of Results and Decision 
The result in the model summary above shows the effect of New Product Development on the quality of innovation in family business to be 0.341 (34.1%). This implies New product development has a weak effect on the quality of innovation. The Anova table shows the Fcal as 50.696 at 0.0001 level of significance. This implies that New product development have significant effect on the quality of innovation .Therefore reject the null hypothesis and we embrace the alternate hypothesis.

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	17.626
	.959
	
	18.377
	.000

	
	NPD
	.387
	.054
	.584
	7.120
	.000

	a. Dependent Variable: quality of innovation


The coefficient table above shows a simple model that expresses how product packaging affects customers’ satisfaction. The model shows the constant and B which is the value of coefficient. Values from the table above shows that for every 100% increase in Quality of Innovation, New product development contributes 38.7% (0.387). 
H2-Quality of thinking has no effect on market share in family business
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.271a
	.073
	.064
	.87861

	a. Predictors: (Constant), quality of thinking

	
ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	5.989
	1
	5.989
	7.758
	.006b

	
	Residual
	75.651
	98
	.772
	
	

	
	Total
	81.640
	99
	
	
	

	a. Dependent Variable: Our product are more acceptable in the market compare to other companies product

	b. Predictors: (Constant), quality of thinking


INTERPRETATION OF RESULTS AND DECISION 
The result in the model summary above show the effect of quality of thinking on market share to be 0.271 (27.1%). This implies that quality of thinking has a weak effect on market share. The Anova table shows the Fcal as 7.758 at 0.006 level of significance. This implies that quality of thinking has significant effect on market share. Therefore we reject the null hypotheses and embrace the alternate hypothesis.








	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2.095
	.711
	
	2.947
	.004

	
	Quality of thinking
	.155
	.056
	.271
	2.785
	.006

	a. Dependent Variable: Our product are more acceptable in the market compare to other companies product


The coefficient table above shows a simple model that expresses how quality of thinking affects the market share of family businesses. The model shows the constant and B which is the value of coefficient. Values from the table above shows that for every 100% increase in market share, quality of thinking contributed 15.5% (0.155)
H3-Product packaging has no effect on customers satisfaction in family business
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.077a
	.006
	-.004
	.74692

	a. Predictors: (Constant), product packaging



	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	.327
	1
	.327
	.587
	.446b

	
	Residual
	54.673
	98
	.558
	
	

	
	Total
	55.000
	99
	
	
	

	a. Dependent Variable: We gain customer loyalty because we always strive to satisfy our customers

	b. Predictors: (Constant), product packaging


Interpretation of Results and Decision 
The result in the model summary above show the effect of product packaging on customers satisfaction to be 0.006 (0.6%). This implies that product packaging has a weak effect on customers satisfaction. The Anova table shows the Fcal as 0.587at 0.446 level of significance. This implies that there is no significant effect of product packaging on customers satisfaction in family businesses. Therefore we embrace the null hypothesis.
	Coefficientsa	

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	3.761
	.707
	
	5.318
	.000

	
	Product packaging
	.031
	.041
	.077
	.766
	.446

	a. Dependent Variable: We gain customer loyalty because we always strive to satisfy our customers


The coefficient table above shows a simple model that expresses how product packaging affects customers satisfaction. The model shows the constant and B which is the value of coefficient. Values from the table above shows that for every 100% increase in customers satisfaction, product packaging contributed 3.1% (0.031). 
4.4 DISCUSSION OF FINDINGS
This study examines the effects of creativity on the entrepreneurial performance of family business. Four hypotheses were postulated and the results derived shows that there is no relationship between product design and profitability of family business, product packaging has no effect on customer satisfaction in family business, quality of thinking has effect on market share of the business and new product development enhance the quality of innovation in family business.






CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 INTRODUCTION
This chapter of this research work gives an overview or summary of the whole research work from the first chapter to the last chapter. This chapter also examines the theoretical and empirical findings as discovered by the researcher, the conclusion of the research work and recommendations by the researcher.
The main purpose of this study is to examine the effect of creativity on the entrepreneurial performance of family business. Four hypotheses were put forward in the course of the research which was tested using correlation and regression analysis.
5.2 SUMMARY OF FINDINGS
This research work started with the chapter one with the introductory part discussing the background of the study. This was followed by a clear definition of the statement of research problem that the researcher has observed. Objectives were drawn out to address the overriding objective- to examine the effect of creativity on the entrepreneurial performance of family business. The research objectives form the basis for the research questions and hypotheses. This was done through the operationalisation of the two construct (creativity and entrepreneurial performance of family business) 
Under creativity variables were new product developments, quality of thinking, product packaging, product design, while for entrepreneurial performance the variables were quality of innovation, Market Share, customer satisfaction and profitability.
The above mentioned variables were emphasized in the literature review section to provide a clearer understanding as regards the measurability and relations to their respective constructs. The works of scholars were reviewed to provide more depth to the understanding of the chosen topic. The literature review section examined conceptual frameworks of the constructs and their variables; theoretical framework and empirical framework as well as the gap in literature.
5.3	CONCLUSION
Family businesses are indeed drivers of economic growth and their importance cannot be overemphasized. They provide avenues for employment as they are more labour intensive, they contribute significantly to the GDP of the economy. Their survival and growth however has been established to be largely underscored on their ability to innovate. This study is important as it helps to examine the effect of creativity on the entrepreneurial performance of family business. The need for innovation in businesses cannot be over emphasized as it helps in diverse ways in sustaining businesses.
5.4	RECOMMENDATIONS
Based on the findings of the study, the following recommendations can be summarized thus:
1.	Given the importance of family businesses to the economy of a country, it is essential that family 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 family businesses. 
2.	Family 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. 
3.	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. 
4. 	Family 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 
5. 	In family business if they increase their quality of thinking it will help them to improve in their market share.
6.	They should depend on core product instead of augmented attribute, they should not depend only on their product packaging because it may not influence their customers.
7. 	Finally Family business in Ilorin if they depend only on product design they will gain less profit, so therefore they should be concerned with the core product.
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Appendix 
Department of Business Administration and Management, 
Institute of Finance and Management Studies, 
Kwara State Polytechnic, 
Ilorin. 
16th November, 2022. 
Dear Respondent, 

EFFECT OF CREATIVITY ON THE ENTERPRENEURIAL PERFORMANCE OF FAMILY BUSINESSES
I am an undergraduate Student of the Department of Business Administration, Kwara State Polytechnic. I am conducting a research on the above topic. Please, I seek your candid response to the questions in this questionnaire. Please note that this exercise is purely for academic purpose and as such, your response to the questions would be treated with utmost confidentiality. 

Thank You.
 
Yours faithfully,
 




	

KWARA STATE UNIVERSITY
DEPARTMENT OF ENTERPRISE CREATION AND MANAGEMENT
QUESTIONNAIRE ON EFFECTS OF CREATIVITY ON THE ENTREPRENEURIAL PERFORMANCE OF FAMILY BUSINESS
SECTION A BIODATA (Please tick whichever is applicable)
1 Sex				Female			Male
2 Marital Status		Single 			Married		
3 Work Experience		1-5yrs		      6-10		11-15	           	    15yrs
4 Education Qualification	SSCE 		BSC/HND	      MSC/MBA	  OTHERS
5 Management Category	Lower Level		    Middle Level		Top Level	
6 Year in Operation		5-10		   11-15	        16-20	          Above 20yrs
7 Type of industry		Fishery		Transport		Oil &Gas	
				Trading		Others
SECTION B: Please tick as: SA-strongly agree, A-agree, U-undecided, D-disagree, SD-strongly disagree
	
	NEW PRODUCT DEVELOPMENT
	SA
	A
	U
	D
	SD

	1
	New product development has led to the upgrade or rebranding of an existing product to better satisfy our consumer
	
	
	
	
	

	2
	New product development has led to the creation of a whole new product in our firm
	
	
	
	
	

	3
	The quality of our product has been improved by new product development in our firm 

	
	
	
	
	

	4
	New product development has made us to gain continuous relevance in the industry
	
	
	
	
	

	
	PRODUCT DESIGN
	SA
	A
	U
	D
	SD

	5
	The design of  product has boost the profit of our business
	
	
	
	
	

	6
	The design of our products has enhanced the pricing of products
	
	
	
	
	

	7
	The design of our products has made the products more acceptable in the market
	
	
	
	
	

	8
	We gain more customers through the creation of new product design
	
	
	
	
	

	
	PRODUCT PACKAGING

	SA
	A
	U
	D
	SD

	9
	Our company make amendment on product packaging base on the feedback from our customers
	
	
	
	
	

	10
	Suppliers help us to identify new ways of meeting customer needs.

	
	
	
	
	

	11
	We try to make our product available for our customers at every level
	
	
	
	
	

	12
	We create maximum awareness to reach our customers on new product
	
	
	
	
	

	
	QUALITY OF THINKING
	SA 
	A
	U
	D
	SD

	13
	We explore technologies/tools developed, even by our competitors
	
	
	
	
	

	14
	Our new product innovations use the newest and best technologies available in our industry.
	
	
	
	
	

	15
	We think of more ways to satisfy our customers
	
	
	
	
	






SECTION B 
	
	PERFORMANCE SCALE
	SA 
	A
	U
	D
	SD

	16
	Our product lines has become more acceptable by customers 

	
	
	
	
	

	17
	Our high profitability has enhance the survival of our business
	
	
	
	
	

	18
	We gain customer loyalty because we always strive to satisfy our customers  
	
	
	
	
	

	19
	Our product are more acceptable in the market compare to other companies product
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