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CHAPTER ONE

INTRODUCTION
1.0BackgroundtotheStudy
Innovation is an important element in today’s world of globalization, as products, services and
technologies are moving faster to have a place in customers’ hearts. The level of innovation is
reflected mainlyina highrateofdevelopmentofnewproductsandtechnologies, butthechanges are not
just about tangible things. Organizations are increasingly involved in administrative
innovativeness which contributes to the achievement of sustainable competitive advantages
(Ploypailin&Pongsutti, 2020). Inthis contemporaryworld, there is need for rapid change, which is
affecting allorganizations and managers. Organizations are trying to be more decentralized by
strategically differentiating themselves in order to survive in the market and achieve growth.
More specifically, many Small and Medium Enterprises (SMEs) are embracing innovation
development in order to improve their position
Small and Medium Enterprises (SMEs) are recognized as agents of economic growth and
employment generation in both developed and developing nations.Bayarcelik, Tasel, and Apak,
2014)observed that SMEs significantly contribute to innovations which support the nations’
economic development across the globe. OECD (2018) further posited that innovation is crucial
in determining productivity and long-term growth. Researchers support the notion that SMEsthat
engage in innovation activities are better performance (Soni, Litienb &Willson, 1993).
Furthermore, the presence of competition in the modern-day business environment has been a
factor compelling businesses to look for an imaginative and more improved ways to survive.
Therefore, innovation has become widely recognized as a key to competitive advantage. Firms
can achieve competitive success by creating superior value for customers through innovation
(Drucker, 2013). Firms would be able to obtain long term success only if they can continually
create new products, systems and service items to meet the demands of the customer.
The goal of innovation is to create business value by developing valuable ideas to customers.The
abilityto innovate is considered as an important organizational capacity to secure long term
competitive position and is influenced by external and internal factors to the organization

StatementoftheResearchProblem

Like every other business organization, an entrepreneur in manufacturing firm is to maximize

profitandminimizecostaswellassatisfyingtheircustomers.Oneofthestrategiestoachieve



this set goal lies in the ability of the entrepreneurs to be innovative. However, it has been
observed among features of entrepreneurship innovation in the manufacturing firms operating
withinthe frontierofilorinincludeproduct,process,market andadministrative innovationwhich are
aimed at improving financialperformance ofthe industries in termofmarket and production
performance. However, dueto highandstiffcompetitionwithinthe manufacturing firms coupled
withthedynamismintechnologicaladvancement globally;it seemthat innovationondailybases
becomes outdated in the sense that one innovation wear out as soon as new innovation come to
and diffuse in the market, making it difficult for any entrepreneur in the manufacturing firms to
determine in the long run the nexus between innovation and performance. Meanwhile, it worthy
to note that the survival of every business organization including manufacturing firms in Ilorin
depend on the ability to track and measure their financial performance at a given point in time.
Unfortunately, this is an enormous task for the manufacturing firms who faces both exogenous
(external) and endogenous (internal) challenges ranges fromproblems emanating fromproduct,
process, market and administrative innovation competition, low capital to implement new idea,
replacement of old technology and adaptation to new invention which center on change.

This is a subject of debates among the academia and stakeholders in the manufacturing firms.
Hence, to answer this foregoing question there is need to empirically investigate the nexus
between entrepreneurship innovation and performance of manufacturing firms in llorin. In the
meantime elsewhere there are previous studies on the impact entrepreneurship innovation has on
the performance ofbusiness enterprises with mixed outcome. For instance, studies like Ukpabio,
Siyanbola and Oyebisi(2017);Ndesaulwa, and Jaraji (2016); Olughor, (2015); Adegbite (2012);
Gunday, Ulusoy, Kilic, and Alpkan (2011) in their findings revealed that innovation affects
business performance positively and significantly. On the other hand, Namusonge, Muturi and
Olawoye, (2016) concluded that innovation is yet to have positive relationship with returns on
assets and returns on equity in Nigeria. However, no studyhas been carried out onthe impact of
product,process,market andadministrative innovationonperformanceofmanufacturing firms in
llorin. Therefore, the foregoing suggests that there is gap in contextual literature which needs to
be filled.



ResearchQuestions

How product innovation does affect business growth of Lubconin llorin Kwara
State?

In what way does process innovation affect profitability of Lubcon in llorin
Kwara State?

To what extent does product innovativeness affect profitabilityofllorin in Kwara
State?

In what ways does process innovation affect business growth of Ilorin in Kwara
State?

Objectivesof theStudy

The main objective of the study will be to examine the effect of innovation and Performance of

Lubricants Manufacturing Company specifically with Lubcon Nigeria Limited in llorin, Kwara

State, Nigeria. Specific objectives are as follows;

To examine the impact ofproduct innovation on business growth of in Lubcon in
Ilorin Kwara State.

To determine the effect of process innovation on profitability of Lubcon in llorin
Kwara State.

To examine the effect ofproduct innovationonprofitabilityofLubcon inllorin in
Kwara State,

To analyze the impact of process innovation on business growth of Lubconin

llorinin Kwara State

ResearchHypotheses
Thegeneralhypothesesthatwillbetested inthecourseoftheresearch isasfollows:

Ho1:Product innovationdoes not have significant effect onbusiness growthof Lubcon in

llorin in Kwara State,

Hoo:there is no significant effect of process innovation on profitability of Lubcon inllorin

in Kwara State,

Hos:Productinnovationhasno significant effect onprofitabilityofLubconinllorinin Kwara

Hoas:there is no significant effect between process innovation and business growth of

Lubcon in Horin in Kwara State,



Significantofthe Study

The study will shed more light and advance knowledge on effect of innovation on Lubcon

performance in llorin. It will also, benefit Lubcon oil employees, the owners and even the

customers in the following ways;

Itwillhelp managerswiththe insightofaddingvalueand improveonexistingproducts. It will

serve as a competitive edge and advantage for Lubcon oil over its competitors

Itwill also,helptoimprovetheprofitability of LubconinllorininkwaraStateandNigeriaat large.

Itwillalso,helptoprovidemeaningfuldifferentiationandcaptureopportunities

Further justification ofthis studycould also be seen fromthe perspectives that the researchwork

would contribute to the existing body of knowledge by trying to bridge the literature gap which

other studies have failed to consider and possibly neglected. The theory and the instruments of

the research work were tested in Africa, particularly Nigeria, as opposed to other studies that

were conducted in different parts of the world most especially in a developed country.
Scopeofthestudy

The studywillcover the effect ofinnovationon organizationalperformance inllorin Kwara State

using Lubcon oil and Lubricant Company Limited. The study will cover the period of 2017-

2025.

1.9DefinitionofTerms

Innovation: This is the process of translating an idea or invention into a goods or services

thatcreate value or for which customers will pay.

Smalland MediumScaleEnterprises:

ProductInnovation: Thisisthecreationofsubsequentintroductionofagoodsorservices either new or

improved version of previous goods or services

Process innovation: This is the implementation of a new or significantly improved productionor

delivery method

Profitability: Thisisthestateorconditionofyieldingafinancialprofitorgain.



CHAPTER TWO
LITERATUREREVIEW
Preamble
This chapter will consist of four sections which are; conceptual, theoretical; empirical and gapsin
literature. The first segment will deal with the review of literature from several authors and
scholars in the fields of innovation and Performance of SMEs in particular. Furthermore, the
second section will discuss various related theories; the third section will review numerous
research works done on similar topic which has to do with the empirical studies and recent
researches. Lastly concluding part will explain the gap in literature.
ConceptualReview
Innovation

Schillo (2011) stated that innovation is the specific tool of entrepreneurs, the means by which
theyexploit changeasanopportunityfor adifferent businessor adifferent service. Innovation in its
modern meaning is "a new idea, creative thoughts, and new imaginations in formofdevice or
method"(Merriam,2016).  Innovationisoftenalsoviewedastheapplicationof  bettersolutionsthat
meet new requirements, unarticulated needs, or existing market needs (Maranville, 1992). Such
innovation takes place through the provision of more effectiveproducts, processes, services,
technologies or business models that are made available tomarkets,governmentsandsociety. An
innovation is something original and more effective and, as a consequence, new, that "breaks
into" the market or society (Frankelius, 2009).

According to Thornhill (2006) innovation is a process of idea creation, a development of an
invention and ultimately the introduction of a new product, process or service to the market.
Robbins and Coulter (2006) assert that innovation is the process of taking creative ideas and
turning theminto usefulproductsorworkmethods. However, innovation is the processoftotally
undergoing new business activities aside existing practices. Innovation is broadly conceived as
ability to develop new product, processes, supply sources, market and ways of organizing
business activities (Otero-Neira, Lindman& Fernandez, 2009).Innovation can be classified into
four according to NdeseulweandKikale (2016) as product innovation, process innovation,

marketing innovation and organizational innovation.


https://en.wikipedia.org/wiki/Problem_solving
https://en.wikipedia.org/wiki/Market_(economics)
https://en.wikipedia.org/wiki/Market_(economics)
https://en.wikipedia.org/wiki/Market_(economics)
https://en.wikipedia.org/wiki/Society

Overviewof SMEs
It’ssufficient theswiftest attempt to studySMEsto understandthatthereis no specificdefinition of
them that may be taken as a reference by all economies, statistical agencies or researchers of
economy. Despite the lack of universality of the definition and the lack of alignment in the
criteria, the importance of SMEs definition is inalienable. The definition of small and medium
enterprises is important and useful: in the preparation of statistics and the monitoring of the
health of the sector over time; in benchmarking against other economies and between regions
within an economy; in providing arbitrary thresholds for imposition of tax or other regulations;in
determining eligibility for particular forms of public support (UNIDO OECD: 2004). Small and
medium enterprises are named by adjectives indicating size, thus economists tend to divide them
into classes according to some quantitative measurable indicators. The most common criterion to
distinguish between large and small businesses is the number of employees (Hatten: 2011).
Oneofthe first attemptsto provideadefinitionofSMEs isthat oftheBoltonReport 1971 (Carter and
Jones-Evans: 2006). This report suggests two approaches to the definition: quantitative approach
and qualitative approach. Academics, policymakers, international institutions and statistical

agencies mainly apply quantitative criteria in defining SMEs.

European Commission promotes “the criterion of the number of staff as the main criterion,
however, introducing a financialcriterion isnonethelessa necessaryadjunct inorderto graspthe real
scale and performanceof an enterprise and its position comparedto itscompetitors”(European
Commission: 2003, item 4). European Commission through a guide determines the criteria for
defining enterprises: number of employees, annual turnover andannual balance sheet (European
Commission: 2005). It is determined that meeting the criteria of the number of employees is
mandatory, while filling another from the two financial criteria is a choice of the enterprise. The
World Bank uses three quantitative criteria for defining SMEs: number ofemployees, totalassets
inU.S. dollars and annualsales inU.S. dollars (IEG: 2008). A business must meet the quantitative
criteria of number of employees and at least one financial criterion to be categorized as micro,
small or medium business.
Productlnnovation
The term product innovation according to Polderet, Polder, Leeuwen, Mohnen and Raymond

(2010)isintroducingthenewproducts/servicesorbriningsignificantimprovementinthe



existing products/services. The product must either be a new product or significantly improved
with respect to its features, intended use, software, user-friendly or components and material.
Atalay et al. (2013) referred product innovation to the ability of an organization to introduce
different products or services that are new or significantly developed with reference to their
features or intended purposeofusage. Likewise, Hoonsoponand Ruenron(2012) conceptualized
product innovation as the creation of new products that have added values as compared with
previous products to satisfy market needs. They further indicated that it is important for
organizationstoknowabouttheexpectationsoftheircustomersto make betterdecisions interms of
differentiation positioning tools. Johne (1999) described product innovation as the process of
determining innovative unfulfilled customer needs and fixing new technologies in differentiated
product attributes. Product innovation is widely recognized as an important strategic factor for
driving brand success, however, despite the importance of product innovations in helping firmsto
develop their brands (Ponnam, &Balaji, 2015)

According to OECD (2005) change in design that brings significant change in the intended useor
characteristics of the product is also considered as product innovation. The objective of product
innovation is to attract new customers (Adner & Levinthal, 2001). Similarly, Gunday, Ulusoy,
Kilic, and Alpkan (2011) considered innovativeness as one of the main strategies todrive
organizational growth through entering new markets and to maximize the current market share.
Advantages of product innovation include added values to customers and the manufacturing
brand, continuous advancement inorganizationalsurvival, rapid growth, efficient performance,
and higher profitability(Atalayet al., 2013). Forthese reasons, it has become vital to note that
innovation represents a primary goal for many organizations (Lipit, 2006).

Processinnovation

Process innovation is the implementation of a new or significantly improved production or
delivery method. This includes significant changes in techniques, equipment and/or software
(OECD: Oslo Manual, 2005). According to Polderet, Polder, Leeuwen, Mohnen and Raymond
(2010)process innovationisthe improvement inproductionand logistic methodssignificantlyor
bringing significant improvements in the supporting activities such as purchasing, accounting,

maintenance and computing.



BusinessGrowth
In 21st century, developments all around the world spread very fast thanks to the globalization
movements and information technologies. These changes and developments force businesses to
growand overtoptheir competitors. Growth is, in fact,apartofnaturalprocessofbusinesses, yet it
has become a necessity in today’s conditions of competition. Businesses need to develop new
products and services, find new market places and consequently grow (Durmaz & llhan
2015).Business growth is the process of improving some measure of an enterprise's success. It
can be achieved either by boosting the top line or revenue of the business with greater product
sales or service income, or by increasing the bottom line or profitability of the operation by
minimizing costs. Growth can be defined in terms of revenue generation, value addition, and
expansion in terms of volume of the business. It can also be measured in the form of qualitative
features like market position, quality of product, and goodwill of the customers (Gupta, 2013).
Brush(2009) defined growth as “geographical expansion, increase in the number of branches,
inclusion of new markets and clients, increase in the number of products and services, fusions
and acquisitions”. According to the author, growth is above all a consequence of certain
dynamics built by the entrepreneurs to construct and reconstructconstantly, based on the
assessment made on their firms and on the market. Growth is a vital indicator of a flourishing
enterprise. There are many factors like characteristics of the entrepreneur, access to resourceslike
finance, and manpower whichaffectsthegrowthoftheenterpriseanddifferentiates it froma non-
growing enterprise (Kruger 2004).Growth is an important phenomenon in smallenterprises. In
fact, their survival essentially depends on their power to participate in the market with other big
companies. Growth decreases the possibility of closing small businesses (Rauch &Rijskik,
2013).According to Penrose (2006), growth is the product of an internal process in the
development of an enterprise and an increase in qualityand/or expansion. “Growth is defined asa
change in size during a determined time span” (Dobbs & Hamilton, 2007).
According to Janssen (2009), a company’s growth is essentially the result of expansion of
demands for products or services. “It first results in a growth in sales and consequently in
investments in additional production factors to adapt itself to new demands”.
Davidsson (2010) reported that growth may be related to new markets, especially in the case of
technology firms, with reference to diversification. He is also of the opinion that growth may

occur alternatively as an integration of part of the value chain, a sort of vertical growth, or when
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a firm introduces itself within a market not related to the technology in which it works, which
would be a non-related diversification.
Profitability
It is the degree to whicha business oractivityyields profit or financialgain. It is the metric used to
determine the scopeofa company'sprofit inrelationtothe size ofthe business. Profitabilityis a
measurement ofefficiencyand ultimatelyits success or failure. It is the abilityofa companyto use
its resources to generate revenues in excess of its expenses. In other words, this is a company’s
capability of generating profits from its operations. Profitability looks at the relationship between
the revenues and expenses to see how well a company is performing andthe future potential
growth a company might have.
Profitability is the primary goal of all business ventures. Without profitability the business will
not survive in the long run. So measuring current and past profitability and projecting future
profitability is very important.Profitability is measured with income and expenses. Income is
money generated from the activities of the business. For example, if crops and livestock are
producedand sold, income is generated. Expenses arethe costofresources used upor consumed
bytheactivitiesofthebusiness. For example, seed cornisanexpenseofa farm business because it is
used up in the production process(Ann Johanns, 2019).
Profitability is measured with an “income statement”. This is essentially a listing of income and
expenses during a periodoftime (usuallya year) forthe entire business. Anlncome Statement is
traditionally used to measure profitability of the business for the past accounting period.
However, a “pro forma income statement” measures projected profitability of the business forthe
upcoming accounting period. A budget may be used when profitability is to be projected fora
particular project or a portion of a business.
TheoreticalReview
Diffusion ofinnovation(DOI)theory
Diffusion of innovation (DOI) theory, was developed by E.M. Rogers in 1962. The theory
originated fromcommunication in explaining how over time a new idea or product (innovation)
gains momentum and diffuses (or spreads) through a specific population or social system. The
end result of this diffusion is that people, as part of a social system, adopt a new idea, behavior,
or product.Adoption is a production of innovation which means that a person does something

differentlythanwhattheyhadpreviouslythisinclude,purchaseoruseanewproduct,acquire



and performa new behavior. The centralpoint ofadoption is that person must perceive the idea,
behavior, or product as new or innovative. It is throughthis that diffusion is possible.
Adoptionofa new idea, behavior, orproduct (i.e.,"innovation") doesnot happensimultaneously in
a social system; rather it is a process whereby some people are more apt to adopt the
innovationthanothers.Researchers have found that people who adopt aninnovationearlyhave
different characteristics than people who adopt an innovation later. When promoting an
innovation to a target population, it is important to understand the characteristics of the target
population that will help or hinder adoption ofthe innovation. There are five established adopter
categories, and whilethe majorityofthegeneralpopulationtendsto fall in the middle categories, it is
still necessary to understand the characteristics of the target population. Different strategies used
to appeal to the different adopter categories.

Innovators - people who want to be the first to try the innovation. They are venturesome and
interested in new ideas. These people are very willing to take risks, and are often the first to
develop new ideas. Very little, if anything, needs to be done to appeal to this population.Early
Adopters - people who represent opinion leaders. They enjoy leadership roles, and embrace
change opportunities. Theyare already aware of the need to change and so are verycomfortable
adopting new ideas. Strategies to appeal to this population include how-to manuals and
information sheets on implementation. They do not need information to convince them tochange.
Early Majority - people are rarely leaders, but they do adopt new ideas before the averageperson.
That said, they typically need to see evidence that the innovation works before they are willing to
adopt it. Strategies to appealto this population include success stories and evidence of the
innovation's effectiveness. Late Majority- people are skepticalofchange, and willonlyadopt an
innovation after it has been tried by the majority. Strategies to appeal to this population include
information on how many other people have tried the innovation and have adopted it
successfully.

Laggards -people are bound by tradition and very conservative. They are very skeptical ofchange

and are the hardest group to bring on board.
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2.5%

Innovators Early

Adopters | Early Majority Late Majority Laggards
13.5% 34% 3% 16%

Figurel:Five establishedadoptionofthe innovation
Source:http://blog.leanmonitor.com/early-adopters-allies-launching-product/
The stages, by which a person adopts an innovation, and whereby diffusion is accomplished,
include awareness of the need for an innovation, decision to adopt (or reject) the innovation,
initial use of the innovation to test it, and continued use of the innovation. There are five main
factorsthat influence adoptionofan innovation, and eachofthese factors is at playto a different
extent in the five adopter categories.Relative Advantage - The degree to which an innovation is
seen as better than the idea, program, or product it replaces.Compatibility - How consistent the
innovation is with the values, experiences, and needs of the potential adopters. Complexity -How
difficult the innovation is to understand and/or use.Triability - The extent to which the
innovation can be tested or experimented with before a commitment to adopt is made.
Observability - The extent to which the innovation provides tangible results.
SchumpeterianTheoryoflnnovation
Ever since the late 1880s, it has been reported that the use of the term innovation to mean
something unusual, none of pioneers of innovation have been as influential as the Schumpeter.
According to him, consumer preferences are already given and do not undergo spontaneity. It
implies that consumer preferences cannot cause economic change. Moreover, in the process of
economic development consumers play a crucial role.
According to Schumpeter, innovation is the application of new ideas to products, processes or
other parts of the activities of an organization that cumulates into an increment in ‘value.” This

valueisdefinedinawiderwaytoincludehighervalueaddedforthecompanyandbenefitsto
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consumers or other firms. Schumpeter identifies two vital definitions. Product innovation: the
introduction on an entire new product or incorporating more value to an existing product.Process
Innovation: the introduction of a total new process or modifying the existing process of
producing or delivering goods and services.
Schumpeter argued that innovation and technological change of a country originates from its
entrepreneurs, or wild spirit. He developed the term Unternehmer Jeist, in German which means
"entrepreneur-spirit”, and claimed that "the doing of new things or the things that are already
being done in a new way" stemmed directly from the efforts of entrepreneurs. The
acknowledgement that SSEs play an important role in innovation has led to a variety of insights
about the mechanisms by which SSEs improve and introduce new products and services. SMEs
can have an innovative advantage as a result in different management structures.
The bureaucracy in big firms is not conducive to engage in risky Research and Development
(R&D), as decisions must survive several organizational layers of resistance, where an aversion
to risk results in a bias against undertaking new projects. In SSEs, process ofdecision making is
neither rigid nor follows a strict hierarchy; but decision to innovate is made by a little people.
Innovative activity also succeeds in environments free from bureaucratic constraints. Several
SSEs have gained from the exodus of researchers thwarted by the managerial constraints oflarger
firms. Lastly, larger firm also tend to promote successful researchers to management positions,
while SSEs can lace innovative activity at the centre of their competitive strategy.
Justification of Schumpeterian Theory of Innovation- This study will be anchored on
SchumpeterianTheoryoflnnovation. Since Schumpetertheoryofinnovationsees innovationhas a
wider way to include higher value added for the company and benefits to consumers or other
firms.

EmpiricalReview
Mugogo (2020) examined innovation and firm performance: what must SMEs learn from the
experience in ZimbabweanManufacturing SMEs.The result showsthat ZimbabweanSMEshave
only fairly adopted innovation in their operations. There also were significant correlations
between the process and product innovations. The study recommended that Zimbabwean SMEs
should formally adopt innovation as part of their business strategies, particularly product and

process innovations.
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JamiluBaita, &DattijoAdhama (2020), examined the effect of innovation on SME firm’s
performance in Nigeria. The population of SMEs in Nigeria is 73081, comprising of 71288
(97.5%) small enterprises and 1793 (2.5%) medium enterprises. Parametric model of data
analysis was used to determine the effects of the independent and control variables on SME
performance. Ordinary least square (OLS) model was used in parametric model. The study
recommended that quantile regression model should be adopted. Ukpabio, Siyanbola and
Oyebisi(2017) investigated the impact of technological innovation on the performance of
manufacturing firms in Nigeria. The study employed survey research. Data collected were
analyzed using correlation analysis and hierarchical regression analysis. The result revealed that
product innovation and process innovation had significant positive relationship with firm
performance.

Nwosu, Awurum, and Okoli (2015) examined the effect of technological innovation on
performance of Nigeria manufacturing firms. The study used descriptive survey design.The
Findings of the study revealed that Process innovation has significant positive effect on the
performance of manufacturing firms; also, product Innovation has significant positive effect on
the performance of manufacturing firms; more so, Organizational structure has significant
positive effect on the performance of manufacturing firms; and that employee development
significantly affect firm’s performance positively.Olughor (2015) investigates how innovation
affects business performance in small and medium-sized enterprises (SMESs) in an up-and-
coming market, like Nigeria. The studyemployed survey research method. Descriptive statistics
was usedto analyze quantitative datausing ANOVA(Analysis ofvariance). Finding ofthe study
revealed that there is a high correlation among factors used to measure innovation. Also,
innovation was found to be positively influence business performance.

Mohammad, Shehnaz and Constance (2018) examined the impact of entrepreneurial
innovativenessonSMEs’performances. The populationofthe studywas450 SMEs in Malaysia, the
method of data analysis was structural equation modeling partial least square (SEM-PLS).
Theresultsrevealedthattherewasasignificant positive impactofentrepreneurialinnovativeness on
three types of business performances namely perceived non-financial, perceived business
growth, and perceived performance relative to competitors. Meanwhile, Rajapathirana and

Hui(2018)foundthatinnovation(product,process,administrative/organizational)haspositive
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and significant effect onorganizationalperformance intermsoffinancial, growth, customer, and
internal process.

YuSheng and Ibrahim (2020), examined the effect of innovation adoption on performance of
banks in Ghana. Data were obtained from 450 respondents comprising bank employees and
customers in the Kumasi metropolitan area in Ghana. An exploratory factor analysis,
confirmatory factor analysis, and structuralequation modeling were used to analyze the data via
Smart PLS and SPSS. The result revealed that innovation dimensions contributed to bank
innovation are organizational, product, process, and marketing innovations. The study also,
revealed that there is a direct and positive relationship between innovation dimensions (product,
marketing, andorganizational innovations) and bank performance. Also,their findings showed a
positive relationship between innovation capability and the four dimensions of innovation
(organizational, product, process, and market innovations).

Musa and Adamu (2018) examined the determinants ofa firm's innovation inNigeria. The study
employed survey data developed by the World Bank. The data were analyzed with probit and
tobit regressionmodels. Findingsofthestudyshowedthatinvesting inresearchanddevelopment
(R&D), formal training, a firm's size, exporting status, competitors, location, type and sector, or
activity of firms all positively drive the propensity of a firm to innovate.Ukpabio, Siyanbola and
Oyebisi(2017) investigate the impact of technological innovation on the performance of
manufacturing firms in Nigeria. The study employed survey research. Data collected was
analyzed using correlation analysis and hierarchical regression analysis. The correlation result
shows that product innovation and process innovation had significant positive relationship with
firm performance.

Namusonge, Muturi and Olawoye, (2016) examined the role of innovation on performance of
firms on the Nigerian Stock Exchange. The study used mean, standard deviation, and Pooled,
Random and Fixed regression models. Findings of the study revealed that relationship between
entrepreneurial orientation dimension - innovation, and performance of firms listed in the
Nigerian Stock Exchange exists, with returns on assets and returns on equity as proxyrevealed a
negative relationship between innovation and returns on assets and innovation and returns on
equity. Ajani and Oluyemi (2016) examine the effect of entrepreneurial characteristics on the
performance of small and medium scale enterprises in Lagos state. The study employed survey

researchdesign. Thedescriptivestatisticswereusedtoanalyzeddatacollected.Findingofthe
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study revealed that entrepreneurial characteristics, entrepreneurial competency and orientation
and the level of education of an entrepreneur all have a significant effect on the performance of
small and medium scale business in Nigeria.
Nwosu, Awurum, and Okoli (2015) examined the effect of technological innovation on
performance of Nigeria manufacturing firms. The study used descriptive survey design.
Structuredquestionnaire was used to generatetheprimarydata while, t-statistics was adoptedfor
hypotheses testing. Findings of the study revealed that Process innovation has significantpositive
effect on the performance of manufacturing firms; also, product Innovation has significant
positive effect on the performance of manufacturing firms; more so, Organizational structure has
significant positive effect on the performance of manufacturing firms; and that employee
development significantly affect firm’s performance positively. Olughor, (2015) investigates
how innovationaffects business performance in smalland medium-sized enterprises (SMES) in an
up-and-coming market, like Nigeria. The studyemployed surveyresearch method. Descriptive
statistics was used to analyze quantitative data using ANOVA (Analysis ofvariance). Finding of
the study revealed that there is a high correlation among factors used to measure innovation.
Also, innovation was found to positively influence business performance.
Atalay, Anafarta, and Sarvan, (2013) examine the relationships between innovation and firm
performances in the Turkish automotive supplier industry. The study adopted survey research.
Finding of the study demonstrated that technological innovation (product and processinnovation)
has significant and positive impact on firmperformance, but no evidence was found for a
significant and positive relationship between non- technological innovation (organizational and
marketing innovation) and firm performance.Akande and Oladejo (2013) assessed whether
participation in technological entrepreneurial development programmes has positive impact on
the performance Lubcon oil. The studyemployed non-parametric statisticaltest to analyzed data
collected. The result of the analysis and the hypotheses tested showed that innovation has
positive impact on the performance of business growth.

GapintheLiterature
There is little or no literature in this area of studythat focuses on effect of innovation on Lubcon
oil in Horin. It was also observed from the review of past research work that are related to this
study that studies have been conducted on innovation but they are not related to Lubricant

company in Nigeria context as this study will focus on.
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CHAPTERTHREE
METHODOLOGY
Preamble

This section of the study described the methodology that will be used in attaining the stated
objectives of the study which will include the research design that will be adopted, the study
populationand sample size, sampling techniquesthat willbe used, sourcesofdata,the procedure
and instrument that will also be used to answer the research questions of the study.

ResearchDesign
This studyused cross sectionalsurvey, byanalyzing empiricaldata withouttoo muchreliance on
preconceived theories. Survey method will be adoptedthrough a self-administered questionnaire
to enable the studyto determine the opinions, attitude, and features oftarget beneficiaries on the
effect of innovation on the performance of Lubricants manufacturing company in Kwara state.
Surveytechniques assisted the researcher indescribing the characteristics ofthe large population
needed for the research work and also protect the anonymity of the respondents

ResearchApproach
This studywilluse inductive techniques, the justificationofthis inquiryis the use ofquantitative
approach which gave a more understanding of human resources planning as it relate to
organizational performance. The adoption of this method for this research investigated and
recommended the effective framework for effective innovative ideas with a view of enhancing
organizational performance Lubcon oil in Ilorin, Nigeria.

DataCollection Methods
The study adopted the primary method of data collection; structured questionnaires will be used
to collect the information from the respondent. The primary data for this study will be collected
directly from the employees of the company through questionnaire for quantitative survey. The
adapted questionnaire contained close-ended structured questions to simplify analysis. Closed-
ended questions are easy to make and more suitable for computer analysis. The questionnaires
will be apportioned into sections to cover issues on the socio-economic characteristics of the

respondents, and questions that are relevant to the variables.
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Population ofthestudy

A population is any group of individuals that have one or more characteristics in common and thatare
of interest to the researcher (Best and Kahn, 2006).The study will basically covered theemployees of
Lubcon oil in llorin. The justification for this is that the data required for this research can only be
collected from Lubcon Oil. The population of employee of Lubcon oil in llorin is 257 as at 2023
January verification exercise

ResearchSamplesizeandsampletechniques
Purposiveandconveniencesamplingtechniqueswasemployedtoselecttherespondentswhoare
employeesofLubconoilinllorin,sincethetargetpopulationremainshomogenous.Purposive
samplingtechniqueallowedthestudyfocusoninfrastructuralfacilitiesinthissector. Thetotal sample size for
this research is157 workers which was calculated using Yamane’s sampling formula The sample size
was determined using Taro Yamane formula:
Thetotalsamplesizeforthisresearchis157workerswhichwascalculatedatusingYamane’s sampling

formula

N

1+N*e?

WhereN=Populationsize=150
e=Acceptablesamplingerror=0.05 n =
Sample size

=__ 257 =157
1+257%(0.05)>

Thereforel57questionnaireswill beadministeredto staffofLubconoilllorin,KwaraState.
Instrumentofdatacollection
The instrument for data collection will be close ended questionnaire. The quantitative data
willbecollectedwiththeaidofmultiplechoicesofself-administeredquestionnairesusingthefive
(5)likert scale.Alikert scale isanorderlyscale fromwhichrespondent willchosetheoptionthat will be

their best supports opinion.
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Methodof Data Analysis
The data analysis technique is the process of research analysis using the statistical instrument to
establish the relationship between the independent and dependent variables.The data for the study
will be analyzed through SPSS version 26. The study will screened110 copies of the questionnaire
using statisticalpackage for socialsciences (SPSS). The questionnaire’s data willbe analyze withthe

aid of descriptive and inferential regression analysis.
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CHAPTERFOUR
DATAANALYSIS, INTERPRETATIONANDDISCUSSIONOFFINDINGS

Introduction
Thischapter isconcerned withthe presentation, analysisand interpretationofdatagathered from the
responses to administered questionnaires. It also includes an empirical testing of hypothesis
madeaboutthisstudyandeachoftheir interpretations. It should be notedthatStatisticalPackage for
Social Science (SPSS) was used for analysing frequencies and testing research hypotheses.

PresentationofData
A total of Three Hundred (174) copies of questionnaire were distributed to selected respondents
for this study. Of this lot, one hundred and sixty nine (169) copies of questionnaire representing
97.1% were completed and returned, and five (5) copies of the questionnaire representing 2.9%

were not returned.

TABLE 4.1.1 AnalysisofResponseRate
Valid/Returned 157 100%
Invalid/Unreturned 0 0%
Total 157 100%

Source: Author’sFieldworkComputation,2025
Table4.1:DemographicCharacteristics

Gender Frequency Percent
Male 105 67
Female 52 33
Total 157 100.0
Age oftherespondents’

21 -30years 25 15.9
31 -40years 70 44,58
41 -50years 54 34.39
51 -60years 8 5.09
Total 157 100.0
MaritalStatus
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Single 25 15.92

Married 125 79.61
Divorced 5 3.18
Widowed 2 1.27
Total 157 100.0
EducationalQualification

No formalEducation 06 3.82
WAEC/SSCE/NECO 21 13.37
OND/NCE 49 31.21
BSc/MBA 81 51.59
Total 157 100.0
Numberofyearsofexperience

1-5years 12 7.64
6 -10years 20 12.73
11 -14years 30 19.10
15 -19years 51 32.48
20 -24years 20 12.73
25 -29years 9 5.73
30yearsand above 15 9.55
Total 157 100.0

Sources:2025

4.1Socio-DemographicCharacteristicsof Respondents

Table 4.1 reportsthe socio demographic characteristics ofthe respondents. The result shows that
about 67% of the respondents were male while 33% were female. . The distribution of the
respondents shows that majoritywere married, while few were single. 79.6% of the respondents
were married and 15.92% were single.3.18% of the respondents were divorced and 1.27% lost

theirspouseTheagedistributionoftherespondentsshowsthat15.9%oftherespondentsfelt
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between the age of 21 to 30 years, 44.56% felt between 31 to 40 years of age.41 to 50 years of
age was 33.49% while the least age range among the sampled respondents was between50 to 60
years of age. It was observed that majorityof the respondents felt between 31 to 40 years, this
implice that majority falls in their active years. On the qualifications of the respondents
3.82%,oftherespondentshadnoformaleducation,13.37%hadWAEC/SSCE,31.21%hadeither
OND/NCE while majority of the respondents had (51.59%) minimum of HND/ BSc/MBA, this
indicatedthatmajorityofstaffinLUBCONoilareeducatedenoughtounderstandthe questionnaire
given to them. In addition to their qualifications, it also showed that the majority(32.48%) of the
respondents had spent 15 - 19 years inlubcon oil. This was closely followed by those who had
spent a range of 11-14 years with 19.10%. Also, 12.73% of the respondents hadspent 0f25-29
years and 6 to 10 years respectively while 9.55% ofthe respondents had spent 30 years and above
in lubconoilin Iorin. About 7.64% ofthe respondents had spent 1 -5years and 5.73% had spent
25 to 29years of experience in Lubcon oil showing that the respondents of this study had enough
experience in the business..

TABLE4.2:Lubcondoesinnovation

Valid | Cumulative
Frequency | Percent Percent | Percent
Valid StronglyAgree 51 32.4¢ 32.48 32.48
Agree 70 44.5¢ 44.58 77.06
Undecided 02 1.27 1.27 78.33
Disagree 16 10.1¢ 10.19 88.52
Strongly
Disagree 18 11.4¢ 11.46 100.0
Total 157 | 100.0 100.0

Source:FieldSurvey, 2025

Table 4.2 shows whether Lubcon Oil make use of innovation. It shows that 51 (32.48%) of the
respondents strongly agreed, 70(44.58%) agreed, 02(1.27%) are undecided, 16 (10.19%) disagreed
while 18 (11.46%) strongly disagreed that Lubcon oil does innovation. Majority of the respondents

agreed which indicates that adequate innovation practice has contributed to survival and growth of

their organisation.
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Table4.3:Organisationpracticeprocessinnovationthatisappropriate to

boast their performance.

Frequency | Percent|  Valid Cumulative
Percent Percent
Stronglyagree 56| 35.66 335.66 35.66
Agree 74| 4713 47.13 82.79
Undecided 04 2.54 2.54 85.33
Valid

Stronglydisagree 10 6.36 6.36 91.69
Disagree 13 8.2 8.28 100.0
Total 157 100.0 100.0

Source:FieldSurvey,2025

Table 4.3 shows that 35.66% of the respondents strongly agree that management formulate
quality strategy that is appropriate to expand process innovation, 47.13% of the respondents
agreed, 2.54% of the respondents were undecided, .6.36% strongly agreed and 8.2% of the
respondent disagreed. This shows the effort made by the management on process innovation to
boast their performance as agreed by majority of the respondents. The better the innovation the
more market and customer’s which will boast the profitability of the organization.

TABLE4.4:Innovationpracticepositively impactsorganisationalPerformance

Valid | Cumulative
Frequency | Percent Percent | Percent

Valid StronglyAgree 99 63.05 63.05 63.05

Agree 45 28.66 28.66 91.71

Undecided 02 1.27 1.27 92.98

Disagree 06 3.82 3.82 96.8

Strongly

Disagree 05 3.18 3.18 100.0

Total 157 | 100.0 100.0

Source:FieldSurvey, 2025

Table4.4aboveshowswhetherinnovationpracticepositivelyaffectstheperformanceofthe

22



organisation. It showsthat 99(63.05%)ofthe respondents stronglyagreed, 45 (28.66%)agreed, 020f the
respondents (1.27%) are undecided, 06 (3.82%) disagreed while 05 (3.18%)strongly disagreed that
innovation practiceaffects the performance of their organization. Majority of the respondents
stronglyagreed which indicates that innovationpractice positivelyaffects Lubconoilinperformance.

Table4.5:Weconstantlyintroducenewandupgradeexistingproducts

Frequency | Percent| Valid Cumulative
Percent Percent

Stronglyagree 51 32.48 32.48 32.48
Agree 82| 52.22 52.22 84.7

Valid Undecided 5| 318 3.18 87.88
Stronglydisagree 12 7.64 7.64 95.52
Disagree 07 4.45 4.45 100
Total 157( 100.0 100.0

Source:FieldSurvey,2025

Table 4.5 shows that 51(32.48% )of the respondents strongly agree that management introduced
new and upgrade existing products in the organization, 82(52.22% ) agreed with the statement5
(3.18% )undecided,12 (7.64 % ) disagreed while 07( 44.9%)disagreed. This shows that
management introduced new and upgrade existing products as one of the responsibility of
management commit everyone in the organization to work towards the achievement of

innovativeness objectives, increase the ability of the organization to make more profit.
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Table4.6Weencourageexperimentaland creativityinallourMarketing

Frequency | Percent ValidPercent CumulativePercent
Stronglyagree 58 36.94 36.94 36.94
Agree 74 47.13 47.13 84.07
Undecided 03 1.91 1.91 85.98
Stronglydisgree 14 8.91 8.91 94.89
Agree 08 5.09 5.09 100.0
Total 157 100.0 100.0

Source:FieldSurvey,2025

Table 4.6 showsthat 58(36.94%)oftherespondentsstronglyagreethat there isexperimentaland
creativity in all their Marketing, 74( 47.13% ) agreed,03(1.91% ) of the respondents were
Undecided,14(8.91%)stronglydisagreedwhile ~ 08(5.09%)disagreed  withthestatements. This
analysis indicates that there is experimental and creativity made by the management to provide
andenhance adequate profitability for the organization through innovation.

Tabled.7:organizationusesmodernequipment ~ forsmooth  runningoftheproduction

process
Frequency Percent | ValidPercent| CumulativePercent

Stronglyagree 57 36.30 36.30 36.30
Agree 79 50.31 50.31 86.61

Vvalig Undecided 03 1.91 1.91 88.52
Stronglydisagree 07 4.45 4.45 93.03
Disagree 11 7.00 7.00 100.0
Total 157 100.0 100.0

Source:FieldSurvey,2025
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Table 4.7 shows that 57 (36.30%) of the respondents strongly agreed that organization uses
modern equipment for smooth running of the production process, 79(50.31% )agreed, 03(1.91%)
wereundecided,07(4.45%)stronglydisagreedwhile11(7.0% )disagreed. Thisshows that the
employees of Lubcon oil agreed with the fact that organization uses modern equipmentto ensure
free flow production process and service delivery.

Table4.8:Productsandprocessesinnovationarethoroughlysupervisedbythe

supervisor
Frequency | Percent | ValidPercent CumulativePercent
Stronglyagree 52 33.12 33.12 33.12
Agree 69 43.94 43.94 77.06
Undecided 01 0.63 0.63 77.69
Valid Stronglydisagree 20 12.73 12.73 90.42
Disagree 16 10.19 10.19 100.0
Total 158 100.0 100.0

Source:FieldSurvey,2025

Table 4.8 shows that 52(33.12%) of the respondents strongly agree that
products and process innovation are thoroughly supervised by the supervisor
assavedforconsumptionofthecustomers,69(43.94%)agreed,01(0.63%)
undecided, 20( 12.73%) strongly disagreed while 16( 10.19% )disagreed.
This analysis indicates that products and processes innovation are given
thorough supervision by the inspection team or supervisor which ensure
quality products and services.

Table 4.9 The organisation keep researching toattainthehighest quality

products and process to keep abreast with modern trends in the global

market
Frequency | Percent Valid Cumulative
Percent Percent
Stronglyagree 63| 40.12 40.12 40.12
Valid Agree 72| 45.85 45.85 85.97
Undecided 04 2.54 2.54 88.51
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Stronglydisagree 12 7.64 7.64 96.15
Disagree 06 3.82 3.82 100.0
Total 157 100.0 100.0

Source:FieldSurvey,2025

Table 4.9 shows that 63( 40.12% ) of the respondents strongly agreed that organization keep
researching to attainthe highest qualityproducts and process to keep abreast with modern trends
in the global market, 72( 45.85%) agreed to the statement 04(2.54%) were undecid4ed, 12(7.6%
y ) stronglydisagreed while06(48.7% ) disagreed to the statements. This shows that quality
products and process innovation is put in place to keep abreast with modern trends in the global
market to improve the performance of the organization.

Table4.10:organizationregularlyevaluateandupgradeproductsand

process innovation

Frequency | Percent [ Valid Cumulative
Percent Percent

Stronglyagree 47 29.93 29.93 29.93

Agree 82 52.22 52.22 82.15

Undecided 5) 3.18 3.18 85.33
Valid Strongly 15 9.55 9.55 94.88

disagreed

Agreed 8 5.09 5.09 100.0

Total 158 100.0 100.0

Source:FieldSurvey,2025

Table 4.10 shows that 47( 29.93%) of the respondents strongly agree that organization regularly
evaluate and upgrade products and process innovation that can improve their performance, 82
(52.22%) agreed t0 the statement,5 (3.18%) wereundecided, 15( 28.5%) stronglydisagreed while
8( 5.09%) agreed. This shows that organization regularly evaluate and upgrade their product and
process innovation. This assessment is done to upgrade and improve their organizational

performance.
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TABLEA4.11:The Processinnovation adoptedincreaseyourprofitability

Valid | Cumulative
Frequency | Percent Percent | Percent
Valid Stronglyagre 44 28.02 28.02 28.02
Agree 87 55.41 55.41 83.43
Undecided 04 2.54 2.54 85.97
Disagree 12 7.64 7.64 93.61
Strongly
Disagree 10 6.36 6.36 100.0
Total 157 | 100.0 100.0

Source:FieldSurvey, 2025

Table 4.11 above shows whether process innovation adopted by Lubcon management increases their
profitability. It shows that 44 (28.08%) of the respondents strongly agreed to the statement, 87
(55.41%) agreed, 04 (2.54%) are undecided, 12 (7.64%) disagreed while 10 (6.36%) strongly
disagreed that process innovation in Lubcon oil does not increase their profitability. Majority of the
respondents agreed which indicates that process innovationthat is put inplace at Lubconoilincrease
theirprofitability. This improvesthe organisationalperformance intermsofprofitabilityandbusiness
growth.

TABLE4.12:Yourproductlineshasbecomeacceptablebyyourcustomers

Valid | Cumulative
Frequency | Percent Percent | Percent
Valid Strongly

Agree 58 36.94 36.94 36.94
Agree 71 45.22 45.22 82.19
Undecide 04 2.54 2.54 84.76
Disagree 15 9.55 9.55 94.31
Strongly 09 573 573 100.0
Total 157 100.C 100.0

Source:FieldSurvey, 2025
Table 4.12 above shows whether Lubcon product lines has become acceptable by your customers. It

showsthat58(36.94%)oftherespondentsstronglyagreed,71(45.22%)oftherespondentsagreed
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with the statement, 04 (2,54%) of the respondentsare undecided, 15 (9.55%) disagreed while 09
(12.4%) of the respondents strongly disagreed that product lines has become acceptable by their
customers. This indicates that majority of the respondents agreed with the statement which has
increased their profitability and business growth.

TABLE4.13:Yourproductqualitythroughinnovationasallowgrowth in yourorganisation

Valid | Cumulative
Frequency | Percent Percent | Percent
Valid StronglyAgree 71 45.2 45.22 45.22
Agree 67 42.61 42.6 87.82
Undecided 02 1.27 1.27 89.09
Disagree 10 6.36 6.36 95.39
Strongly
Disagree 07 4.45 4.45 100.0
Total 157 100( 100.0

Source:FieldSurvey, 2025
Table4.13aboveshowswhether innovationallowproductqualityand businessgrowthinLubconQil It
shows that 71 (45.22%) of the respondents strongly agreed, 67 (42.7%) agreed to the statement, 2
(1.27%) are undecided, 10 (6.36%) disagreed while 07 (74.45%) strongly disagreed that innovation
allow product quality and business growth in Lubcon Qil. This indicates that product and process
innovation has brought about product quality and business growth in Lubcon oil, Iorin.

TABLE4.14:YourOrganisationalcultureencouragesnewideageneration

Valid | Cumulative
Frequency | Percent Percent | Percent

Valid StronglyAgree 57 36.3( 36.30 36.30

Agree 64 40.7€ 40.7 77

Undecided 02 1.27 1.27 78.27

Disagree 14 8.92 8.9 87.17

Strongly

Disagree 20 12.73 12.7 100.0

Total 157 100.C 100.0

Source:FieldSurvey, 2025
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Table 4.14 above shows whether Lubcon Oil culture encourages new idea generation .It shows that57
(36.30%) of the respondents stronglyagreed to the statement, 64 (40.7%) agreed to the statement, 02
(1.27%) are undecided, 14 (8.92%) disagreed while 20 (12.73%) strongly disagreed that Lubcon Oil
culture encourages new idea generation. Majority of the respondents agreed which indicates that
Lubcon Oil encourages new idea generation that lead to innovativeness

.TABLEA4.15:Processinnovationhashelpto improveyourefficiency

Valid | Cumulative
Frequency | Percent Percent | Percent
Valid  StronglyAgree 54 34.39 34.39 34.39
Agree 65 41.40 41.40 41.40
Undecided 03 1.91 1.91 1.91
Disagree 20 12.73 12.73 12.73
Strongly
] 15 9.55 9.55 100.0
Disagree
Total 157 100.0 100.0

Source:FieldSurvey, 2025
Table 4.15 above shows whether Process innovation has helped to improve your efficiency. It shows
that 54(34.39%)ofthe respondents stronglyagreedthat Process innovationhas help to improve your
efficiency, 65 (41.40%) agreed with the statement, 03 (1.91%) are undecided, 20 (12.73%) disagreed
while 15 (9.55%) stronglydisagreed that Process innovation has helped to improve the efficiency of
LubconQil,lorin in. ThisindicatesthatProcessinnovationhashelpedto improvetheirperformance. TABLE

4.16:Your sales volume has increased has a result of process innovation

Valid Cumulative
Frequency | Percent Percent | Percent
Valid StronglyAgre 55 35.03 35.03 35.03
Agree 70 44.58 44.58 79.61
Undecided 05 3.18 3.18 82.79
Disagree 15 9.55 9.55 92.34
StronglyDisag 12 7.64 7.64 100.0
Total 157 100.0 100.0

Source:FieldSurvey, 2025

29



Table 4.16 above shows whether sales volume has increased has a result of process innovation. It
showsthat 55(35.03%)ofthe respondentsstronglyagreedthat process innovationhas increasedtheir sales
volume, 70 (44.58%) agreed, 05 (3.18%) are undecided, 15 (9.55%) disagreed with the statement
while 12 (7.64%) strongly disagreed that t sales volume has increased has a result of process
innovation in Lubcon Oil. Majority of the respondents agreed with the statements which indicates
that process innovation increases the performance of Lubcon Oil.

TABLE4.17:Youdevelop newproductsthatmeettheneedsofyourcustomers

Valid Cumulative
Frequency | Percent Percent | Percent
Valid  StronglyAgree 52 33.12 33.12 33.12
Agree 74 47.13 47.13 80.25
Undecided 05 3.18 3.18 83.43
Disagree 18 11.46 11.46 94.89
Strongly
] 08 5.09 5.09 100.0
Disagree
Total 157 100.0 100.0

Source:FieldSurvey, 2025

Table 4.17 above show whether the new products that Lubcon oil develop meet the needs of your
customers It shows that 52 (33.12%) of the respondents strongly agreed that the new products that
Lubcon oil develop meet the needs of your customers , 74 (47.13%) agreed with the statement, 05
(3.18%) are undecided, 18 (11.46%) disagreed while 08 (0.59%) strongly disagreed that
newproductsdeveloped by Lubcon oilmeet the needs of their customers This indicates that majority of
the respondents agreed that new products developed byLubconOil has improved the performance of
the organization.

TABLE4.18::Westimulateinnovationpractices

Valid Cumulative
Frequency | Percent Percent | Percent
Valid  StronglyAgreed 49 31.21 31.21 31.21
Agree 75 A47.77 47.77 78.98
Undecided 03 1.91 1.91 80.89
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Disagree 15 9.55 9.55 90.44
Strongly

] 15 9.55 9.55 100.0
Disagree
Total 157 100.0 100.0

Source:FieldSurvey, 2025
Table 4.18 above shows whether innovation practice is stimulated in their organization. It showsthat
49 (31.21%) of the respondents strongly agreed with the statement, 75 (47.77%) agreed, 03 (1.91%)
are undecided, 15 (9.55%) disagreed while 15 (9.55%) strongly disagreed with the statement that
innovation practice is stimulated in their organization.

Table4.19 Weconstantlyintroducenewandupgradeexistingproducts

Cumulative
Frequency | Percent | ValidPercent Percent
Valid StronglyAgree 49 31.21 31.21 31.21
Agree 67 42.67 42.67 73.88
Undecided 08 5.09 5.09 78.97
Disagree 20 12.73 12.73 91.7
StronglyDisag 13 8.28 8.28 100.0
Total 258 | 100.0 100.0

Source:FieldSurvey, 2025
Table 4.19 above shows whether Lubcon oil constantly introduced new and upgrade existing
products.It shows that 49(31.21%) of the respondents strongly agreed, 67 (42.67%) agreed, 08
(5.09%) are undecided, 20 (12.73%) disagreed while 13 (8.28%) strongly disagreed that Lubcon oil
constantly introduced new and upgrade existing products. This indicates that majority of the
respondents agreed which implies that Lubcon oil constantly introduced new and upgrade existing
products in other to improve their business growth and profitability.

Table4.20Wehaveastrong emphasisonresearchanddevelopment.

Valid Cumulative

Frequency | Percent Percent Percent
Valid StronglyAgr 33 21.01 21.01 21.01
Agree 64 40.76 40.76 61.77
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Undecided 15 9.55 9.55 71.26
Disagree 21 13.37 13.37 84.63
Strongly

) 24 15.28 15.28 100.0
Disagree
Total 157 100.0 100.0

Source:FieldSurvey, 2025

Table 4.20 above shows whether Lubcon oil has a strong emphasis on research and development. It
shows that 33 (21.01%) of the respondents strongly agreed, 64 (40.76%) agreed, 15 (9.55%) are
undecided, 21 (13.37%) disagreed while 24 (15.28%) stronglydisagreed that Lubconoil has a strong
emphasis on research and development. This indicates that majority of the respondents strongly
agreed which implies Lubcon oil engaged in research and development to improve on their
performance.

TABLE 4.21: We insist on offering both quality products and process that are capable of
improving our profitability

Valid Cumulative
Frequency | Percent Percent | Percent
Valid StronglyAgree 45 28.66 28.66 28.66
Agree 61 38.85 38.85 67.51
Undecided 12 7.64 7.64 75.15
Disagree 23 14.64 14.64 89.79
StronglyDisagree 16 10.19 10.19 100.0
Total 157 100.0 100.0

Source:FieldSurvey, 2025

Table 4.21 above shows if whether quality products and process that are capable of improving our
profitability. It shows that 45 (28.66%) of the respondents strongly agreed, 61 (38.85%)agreed, 12
(7.64%) are undecided, 23 (14.64%) disagreed while 16 (10.19%) strongly disagreed that quality
products and process are capable of improving their profitability This indicates that majority of the
respondents agreed that the organisation offers quality products and process that are capable of

improving their profitability. Therefore, product and process innovation increases their performance.
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TABLEA4.22: Product andprocessinnovationensurethat we achieveanincreased profitability

Valid Cumulative
Frequency | Percent Percent | Percent
Valid  StronglyAgree 55 21.3 21.3 21.3
Agree 90 34.9 34.9 56.2
Undecided 41 15.9 15.9 72.1
Disagree 58 22.5 22.5 94.6
:;ZZ?Z 14 54 5.4 100.0
Total 258 100.0 100.0

Source:FieldSurvey,2015

Table 4.22 above shows whether employees are motivated to work when they have a fair and
equitable reward system in their organisation. It shows that 55 (21.3%) of the respondents strongly
agreed, 90(34.9%)agreed, 41(15.9%) areundecided, 58(22.5%)disagreedwhile14(5.4%) strongly
disagreedthat employeesare motivatedto workwhentheyhavea fair andequitablerewardsystemin their
organisation. This indicates that majority of therespondents agreed that employees are motivated to
work when they have a fair and equitable reward system in their organization which means that
workers work well when their pay and benefit is the same or more compared to their colleagues in
other organisation.

TABLE 4.23: Organisational growth is always informed by constantly putting in place

appropriate and innovationpractices

Valid | Cumulative
Frequency | Percent Percent | Percent
Valid Stronglyagree 11 4.4 4.4 4.3
Agree 94 36.4 36.4 40.8
Undecided 38 14.7 14.7 55.5
Disagree 15 5.8 5.8 61.3
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Strongly
) 100 38.8 38.8 100.0
disagree

Total 258 100. 100.0

Source:FieldSurvey,2015

Table 4.23 above shows whether the reward system in the hospital have positive effect on
healthworkers’ performance. It shows that 11 (4.4%) of the respondents strongly agreed, 94 (36.4%)
agreed, 38 (14.7%) are undecided, 15(5.8%) disagreed while 100 (38.8%) stronglydisagreed that the
reward system in the organisation positively impact employee productivity and performance. This
indicates that majority of the respondents strongly disagreed that the reward system in the
organisation positively impact employee productivity and performance which means the pay and
other benefits received by health workers does not motivate them to improve their performance and
quality service delivery.

Table 4.24We achieves a highprofit on investment basedoninnovation practices thatweputin

place.
Cumulative
Frequenc Percent ValidPerce Percent

Valid Stronglyagree) 45 17.4 17.4 17.4
Agree 53 20.3 21.3 38.7
Undecided 38 14.7 14.7 52.8
Disagree 53 20.5 20.5 78.7
Stronglydisag 67 26.0 26.0 100.0
Total 258 100.0 100.0

Source:FieldSurvey, 2025
Table 4.24above shows whether the hospitalpaypolicyhelps to attract andretainqualityemployees. It
shows that 45 (17.4%) of the respondents strongly agreed, 53 (20.3%) agreed, 38 (14.7%) are
undecided, 53(20.5%) disagreed while 67 (26%) strongly disagreed that the hospitalpay policy helps
to attract and retain quality employees. This indicates that majority of the respondents strongly
disagreed that the hospitalpaypolicy helps attract and retain qualityemployees which means that the
pay and other benefits received by health workers is not enough motivate them to improve their

performance and quality service delivery.
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Table 4.250ur robust and comprehensive implementation of innovation has greatly providedus

with competitive advantage and improved profitability

Valid Cumulative
Frequency | Percent Percent Percent
V' Stronglyagree 60 23.3 23.3 23.3
Agree 42 16.3 16.3 39.6
Undecided 10 3.9 3.9 43.5
Disagree 80 31.0 31.0 74.4
Stronglydisagr 66 25.6 25.6 100.0
Total 258 | 100.0 100.0

Source:FieldSurvey, 2025
Table 4.25 above shows whether the employee benefits and allowances paid by the hospital
management are commensurate with the service provided by health workers.It shows that 60 (23.3%)
of the respondents strongly agreed, 42 (16.3%) agreed, 10 (3.9%) are undecided, 80 (31%) disagreed
while 66 (25.6%) stronglydisagreed that the employee benefits and allowances paid bythe hospital
management are commensurate with the service provided by health workers. This indicates that
majority of the respondents disagreed that the employee benefits and allowances paid by the hospital
management are commensurate with the service provided by health workers which means that the
benefits and allowances received by health workers from the hospital management does not
commensurate with the service they render.
4.21HYPOTHESESTESTING
Testofhypothesisl:
Productinnovationdoesnothavesignificanteffect onbusinessgrowthofSMEsinKwaraState,
Table 4.21:ModelSummary

Std. Error of
Model R R Square | AdjustedR Square | Estimate

1 .873a 162 147 57599

aPredictors:(Constant),Productinnovativeness
b.Dependentvariable;Businessgrowth Source:
Field Survey, 2025

The modelsummaryasindicatedintable4.21showsthatthecoefficientofmultipledetermination
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(R Square) is 0.762; this implies that 76% of variation in the organisational performance was
explained by innovativeness while the remaining 24% is due to othervariables that are not included
inthe model. This meanthatthe modelformulated isusefulfor making predictionssince the value of R?
is close to 100%. Therefore there is a significant relationship between product innovation and
business growth.

Table4.22: ANOVAD

Sum
Model Squares Df MeanSquare | F Sig.
1 Regression | 84.993 7 16.999 | 51.237 .000a
Residual 26.541 250 332
Total 111.535 257

a. Predictors:(Constant),productinnovation

b. DependentVariable:businessgrowth

Source: Field Survey, 2025
Table 4.22 above shows the result of analysis of variance between dependent variables and
independent variable. It givesthetest ofsignificanceofthe fitted modelthroughtheANOV Atableto be
.000 which is less than .05 (i.e. p<0.05). This indicates that the relationship between product
innovation and business growth is significant meaning that applying innovation to the organisation
will lead to improved organizational performance. Therefore, the null hypothesis which states that
Product innovation does not have significant effect on business growth was rejected.

Table4.29:Coefficientsa

Unstandardized | Standardized
Model Coefficients Coefficients T Sig.
B Std.Error | Beta
1 (Constant) | 1352 .881 1.535 .000
Productinnovatio| .451 .067 559 6.768 .000
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aDependentVariable:businessgrowth

Source: Field Survey, 2025
Table4.29 present the coefficient of the impact of product innovation on business growth, the result
shows that product innovation has positive effect on business growth of Lubcon oil, Ilorin. The
positive impact of each of this variable is found to be statistically significant. This is evidence from
eachofitsprobabilityvalue(Sig.)being lessthan0.05(i.e5% levelofsignificance). Aunit increase in
product innovation lead to 0.451 unit increase in business growth
Testofhypothesis2:
HYPOTHESIS 2: To determine the effect ofprocess innovationonprofitabilityofLubconoilllorin in
Kwara State
Table 4.27:Model Summary

Model R R Square | AdjustedR Square | Estimate

Std. Error of | Durbin-Watson

1 629 371 367 .33962 1.599

aPredictors:(Constant),process innovation

b.Dependentvariable;profitability

Source: Field Survey, 2021
The model summary as indicated in table4.27 above shows that R-squared is 0.371; this implies that
37.1% of variation in dependent variable (profitability) was explained by constant variable
(profitability) while the remaining62.9% is due to other variables that are not included in the model.
This means that the regression (model formulated) is useful for making prediction.

Table4.28:modelsummaryANOVAa

Sum
Model Squares Df MeanSquare | F Sig.
1 Regression | 3.398 2 1.699 14.730 .000b
Residual 44.176 383 115
Total 47574 385

aPredictors:(Constant),process innovation
bDependentVariable:profitability
Source: Field Survey, 2025
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Table4.28present  theanalysisofvariance(ANOVA) inthedependent variablewithvalueregression
sumofsquare 0f3.398 and residual sum ofsquares with value 0f44.176(this value indicated that the
modeldoes not fail to explain a lot ofthe variation in the dependent variables. Inaddition, F-statistic
value is 14.730 as given in the table above with significance value of 0.000; which is less than p-
value of 0.05 which means that the and probability value 0.000 indicating the reported F-statistic is
significant. This implies that the overall model is significant, in other words, process innovation has
significant impact on profitability of Lubcon oil, Iorin.

Table4.29:Coefficients

Unstandardized | Standardized
Model Coefficients Coefficients | T Sig.
B Std.Error | Beta
1 (Constant) | 2.626 212 12.363 .000
Productinnovat| .187 .051 187 3.661 .000

aDependentVariable:profitability

Source: Field Survey, 2025
Table4.29present thecoefficient ofthe impact ofprocessinnovationonprofitability, theresult shows that
process innovation has positive effect on profitability inLubcon oil, llorin. The positive impact of
each of this variable is found to be statistically significant. This is evidence from its probability value
(Sig.) being less than 0.05(i.e5% level of significance). A unit increase in process innovation lead to
0.187 unit increase in profitability.
Testofhypothesis3:

Toexaminetheeffectofproduct innovationonprofitabilityofLubconoilllorin,Kwara state

Table 4.24:ModelSummary

Std. Error of
Model R RSquare | Adjusted RSquar | Estimate
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1 .528a 279 272 1.943

aPredictors:(Constant),process innovation

b.Dependentvariable:profitability

Thetableabovepresentsthemodel summary of theeffectof processinnovation onprofitability of Lubcon

oil. The table shows R-squared to be 0.279 and 0.272 respectively.
Table4.25:modelsummaryANOVAa

Sum
Model Squares Df MeanSquare | F Sig.
1 Regression | 45.126 1 45.126 | 14.469 .000b
Residual 352.439 113 3.119
Total 397.565 114

aPredictors:(Constant),process innovation

bDependentVariable:profitability

Source: Field Survey, 2021
Table4.25presenttheanalysisofvariance(ANOV A)forthemodel.F-statisticisshownwithvalue
14.469andprobabilityvalue0.000indicatingtheF-statisticissignificant. Thisimpliesthatthe
overallmodelissignificant, inotherwords,processinnovationhassignificantimpactonprofitability.
Table4.26:Coefficientsa

Unstandardized | Standardized
Model Coefficients Coefficients T Sig.
B Std.Error | Beta
1 (Constant) | 4.785 .660 7.246 .000
PrOCESS ~ 1 19 .050 337 3.804 .000
Innovation

a. DependentVariable:profitability

Source: Field Survey, 2025
Table4.23 presents the coefficient of the impact of process innovation on profitability, the result
shows that customer intensity has a positive impact on Lubcon profitability. The positive impact of

eachofthisvariableisfoundtobestatisticallysignificant. Thisisevidencefromeachofits
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probability value (Sig.) being less than 0.05(i.e5% level ofsignificance). A unit increase in customer
intensity lead to 0.189 unit increase in Lubcon profitability.
Testofhypothesis4:
To analyze the impact of process innovation on business growth of Lubcon oil, llorin in Kwara
State

Table 4.27:ModelSummary

Model R R Square | AdjustedR Square | Estimate

Std. Error of | Durbin-Watson

1 .559a 312 305 1.78187 1.698

aPredictors:(Constant),process innovation

b. Dependentvariable;businessgrowth

Source: Field Survey, 2021
Table 4.27 presents the model summary of the effect of process innovation on business growth. The
table shows R-squared and Adjusted R-squared to be 0.312 and 0.305 respectively. This implies that
process innovation explains about 31% of variation of business growth by Lubcon oil in llorin.
Durbin=Watson statistic value stood at 2.018, and this indicates this model to free from serial
correlation, as its vale surrounds 2

Table4.28:modelsummaryANOVAa

Sum
Model Squares Df MeanSquare | F Sig.
1 Regression | 145.436 1 145.436 | 45.806 .000b
Residual 325.681 101 3.175
Total 466.117 102

aPredictors:(Constant),process innovation

bDependentVariable:businessgrowth Source:

Field Survey, 2025
Table 4.28 present the analysis of variance (ANOVA) for the model. F-statistic is shown with value
45.805 and probability value 0.000 indicating the reported F-statistic is significant. This implies that
the overall model is significant, in other words, process innovation has significant impact on growth

of Lubcon oil, llorin.
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Table4.29:Coefficientsa

Unstandardized | Standardized
Model Coefficients Coefficients T Sig.
B Std.Error | Beta
1 (Constant) | 1352 .881 1.535 .000
Process
) ) 451 .067 559 6.768 .000
innovation

aDependentVariable:businessgrowth

Source: Field Survey, 2025
Table4.29 present the coefficient of the impact of process innovation on business growth, the result
shows that process innovation has positive effect on the growth of Lubcon oil,llorin. The positive
impact ofeachofthis variable is found to bestatisticallysignificant. This isevidence fromeachofits
business growth value (Sig.) being less than 0.05(i.e5% level of significance). A unit increase in
process innovation lead to 0.451 unit increase in business growth.
DiscussionofFindings
Thissectionreportsthediscussionoffindings  based  ontheoutcomesoftheresults  fromdataanalysis
presented in the previous section. The discussion is reported in line with the research objectives,
formulated research questions and hypotheses drawn from the problem statement.
Obijectiveonerevealedthat product innovationsignificantlyaffectsbusinessgrowth. Thestudyfound that
product innovation increases the likelihood ofthe business growth. The findings align with what was
found in the study ofMusa and Adamu (2018) it was discovered that product innovationincreases the
business growth.
Obijective two examined process innovation on profitability of organizational performance in
Lubcon oil, llorin. The study revealed that process innovation has significantly effects on

profitabilityofLubconoil. ThefindingsofthisstudyweresupportedbyYuShengandlbrahim
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(2020) that process innovation revealed a statistical positive and significant impact between

process innovation and organizational performance.

The research also revealed the effect of product innovation on profitability in Lubcon oil in
ilorin.The study revealed effect of product innovation on business growth in Lubcon oilin
llorin. Findings of this study that Innovation was found to have a positive relationship

with firm performance

The forth objective is to analyze the impact of process innovation on business growth ofLubcon
oil, lorin in Kwara State. The study found out that there is significant effect between process
innovationand performance which process innovation has a direct and positive effect on
performance of Lubcon oil and firm performances was found to be significantly positive.
CONCLUSION

The study concluded that Lubcon oil employees in the sampled area were aware ofthe innovation at
all levels of the organization. However, despite the high level of the awareness examined the impact
of innovation on entrepreneurial onorganisationperformance ofLubcon oil, llorin. Findings of the
researchonallthe variables supportedthestudyhypothesesandansweredtheresearchquestions. The study
concluded that when Lubcon oil engaged in both product and process innovation in their
organization, it will improve and increase their performance.

In addition, it was concluded that when there is product and process innovation, there is business
growth and profits increases which boost the performance of the organization.
Thefindingsconcludedthatinnovationhassignificanteffectonorganizationalperformance.
Finally, the study concluded that there is significant relationship between innovation and

performanceofLubcon oil. llorin.

Recommendation

This study has established that innovation has significant impact onorganisational performance of

in llorin. The studyhas therefore proffered the following recommendation for better performance.

1.
2.

LubconQil inllorinshouldengagedininnovationtothrivetheirbusinesses.
Government agencywho are the regulatorybodyshould formulates a policythat will enhanced
entrepreneurship innovation such as reward for creativity and providing conducive business

environment for the entrepreneurship innovation to thrive.
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3. Businesownersshouldalso, engagedinproductinnovationsoastoimprovetheirperformance
4. Owners of Lubcon Oil should also tryto improve their process innovation so as to competitors
and have edge over their competitors.
ContributiontoKnowledge

This study provides information for the importance ofinnovation onorganisatioal performance of the

Lubconoil, Horin. It also highlightedthe levelofimportanceofproduct andprocess innovationtothe

organization. This research has been to be the remedy to this challenge by giving adequate

information on the essence of innovation on performance of Lubcon oil, llorin.

ContributiontoKnowledge

The research is conducted in Nigeria to examine the impact of human resource management
practices on organizational performance using Nigeria Health Industry as a case study. The
research has added to the literature on human resource management, and to help the general
public understand the concept of human resource management practice and its impact on
organizationalperformance in Nigeria HealthIndustry. This studyhas provided informationon
how human resource management contributes to the success of organisations through its
practices. The study also identified performance index that should not be under-emphasized in
an organisation which are employee performance and quality service delivery. There has been
scanty existing research in the impact of human resource management practices on hospital
performance in Nigeria. This research has been to be the remedy to this challenge by giving
adequate information on the essence of human resource management to hospital performance.
This study has been able to identify common factors that make human resource management

germane to th
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KWARASTATEUNIVERSITYMALETE
INNOVATIONANDORGANISATIONALPERFORMANCEINLUBCONOILAND
LUBRICANT MANUFACTURING COMPANY, ILORIN,KWARA STATE

RESEARCHQUESTIONNAIRE

Dear Entrepreneur,

This research is aimed at assessing the Effect Of Creativity And Innovation On
Organizational Performance In Lubcon Oil And Lubricant Manufacturing Company,
llorin,Kwara State, with a view to making policy recommendation that would enhance the
provision and utilization ofinfrastructural facilities of employee development.

The questionnaire form part of the research study leading to the award of a Bachelor of
Science(B.Sc.) in Business Administration and Entrepreneurship at Kwara State University,
Malete, Kwara State, Nigeria

As amanufacturer, kindly respond to the questionnaire. The information will be used for
academic purposes only and will be treated as confidential. Provision of accurate information by
you would immensely contribute to the success of the study. Please tick in the boxes or write in

the spaces provided as may be appropriate.

Thankyouingreatanticipationforyourkindassistanceinthisregard.
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SECTIONA

(Demographic profile ofrespondents, please markx forthe appropriate optionthat isapplicable to

you).
1. Gender:a. Male()b. Female()
2. EducationalQualification: a.M.Sc./M.Ed.()b.B.Sc./B.Ed./HND()c.ND/NCE()
3. YearofGraduation:a.2014 ()b.2015()c.2016()d.2017()e.2018()f.2019()
1. Whatarethechallengesfacingyour business?
a. Inadequate capital ()  b.Lackofbusinessinterest()c.Inabilityto accesscredit ()
Having flair for something else () e. lack of infrastructure ()

Compositevariablesthatdenotelnnovation

Please mark X under the response code that correctly approximate your view.

Guide:1=StronglyAgree2=Agree3=Neutral4= Disagree5=StronglyDisagree
SECTIONC

Compositevariablesthat denotelnnovation

Please mark X under the response code that correctly approximate your view.

Guide:1=StronglyAgree2=Agree3=Neutral4= Disagree5=StronglyDisagree

d.

Innovation Response

code

S/No | Statement/Description 11234

1 We normallyengaged ininnovation.

2 Weencourage experimentaland creativityinallourorganisation

3 organizationusesmodernequipmentforsmoothrunningofthe

productionprocess

4 Productsand  processesinnovationarethoroughlysupervisedbythe
supervisor.
5 Ourorganisationkeepresearchingtoattainthehighestqualityproducts

andprocesstokeepabreastwithmoderntrends intheglobalmarket
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Productinnovation

;
Response
code
12(3/4|5

1 Weusuallyengagedinproduct innovation

2 Weupgradeonourexistingproducts

3 We normallycarriedoutresearchtoimproveonourproducts

4 Weregularly improveoncreativityandinnovationtoupgradeon

existingandnewproducts.

5 Ourorganizationregularlyevaluateandupgradeproductsandprocess

innovation

5

7 Processinnovation
Response
code

S/No 112(3/4|5

1 TheProcessinnovationadoptedincreaseyourprofitability

2 Weengagedinprocessinnovation

3 product lineshasbecomeacceptablebyyourcustomers

4 Processinnovationhashelpto improveyourprofitability

5 Yoursales volumehasincreasedhasaresultofprocessinnovation

BusinessGrowth

1 Organizationalgrowthisalwaysinformedbyconstantlyputtinginplace

appropriateandinnovationpractices

2 Productqualitythrough innovationasallowgrowthinyour organisation

3 Ourrobustandcomprehensiveimplementationofinnovationhasgreatly

pralloworganizationalgrowth

S4 Productandprocessinnovationensureorganizationalgrowth

5 Weinsiston offeringbothquality productsandprocessthatarecapable
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oforganizationalgrowth

Response
Profitability code
S/No | Statement/Description 11234 |5
1 Ourprofitkeepincreasingbecauseoftheconstantinnovativeness
2 Thequalityofelectricityreceivedimprovedour productivity.
3 Weinsistonofferingbothqualityproductsandprocessthatarecapable
ofimproving ourprofitability
4 Productandprocess innovationensurethatweachievean increased
profitability
5 Weachieveahighprofitoninvestmentbasedoninnovationpractices

thatweputinplace.
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