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ABSTRACT
Small scale businesses in Nigeria found it challenging to survive after their establishment. Most SMEs die within their five years of existence. Many factors have been identified contributing to this premature death of SMEs. Key among them include; poor quality products, overconcentration on old technology and lack of product innovation. This research work examined the influence of innovativeness on the performance of family businesses. The objective of the study was to examine the effect of creativity and innovation on the performance of small scale businesses. Both primary and secondary data were used. The survey research method was employed through the distribution of 200 questionnaires to 10 small scale businesses in Ilorin metropolis. The businesses selected by this study are; Molad Rental Services, Omolewa & Son Ltd, Peculiar Grace supermarket, Olaegbon Furniture Works, Kasbuhat Plaza, Chupet Cosmetics, Oyin Pharmacy, Sure Door, Bob Shege Photo and Fortunate Bread. ANOVA test statistics was used to test the three hypotheses of the research through the data analysis, it was found that innovativeness through product quality, new technology, and new product development significantly affect the performance of family businesses. The study recommends that small scale businesses should engage more in technology so as to improve the quality of their products in order to sustain their organizations’ positions in the competitive market.  














CHAPTER ONE

INTRODUCTION
1.1  BACKGROUND TO THE STUDY
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 25 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.
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. However family owned business, regardless of size, face significant challenges of continuity, 
longevity, and success with many of the business families failing to sustain their firms beyond the first generation. (Oketola and Nnodim, 2011).  

1.2 STATEMENT OF PROBLEM
The concept of family business has been in existence for a long time now. Esuh, Mohd, and Adebayo (2011) stated that family business has been in existence a long time ago and has been known to water economy most especially during the dry days. Bird, Welsch, Astrachan, and Pistrui (2002) posited that family business has been the strength and the power of different nations since the ancient economies. Ramona, Hoy, Poutziouris, and Steier (2008) asserted that family business is an emerging aspect of entrepreneurship which has evolved over the decades and still in its developing stage.  Past studies on family businesses has concentrated on diverse perspectives. Hoy and Verser (1994, cited by Esuh, Mohd, and Adebayo, 2011) provided six general perspectives which comprises of leadership, culture, boards of directors, life cycles, 
strategic management processes, and ethics and value. Focusing on family business continuity, a lot of research has been done on the succession process of family businesses as it relates to continuity. Stalk and Foley (2009) suggested the training and screening of the members of the next generation of a family business to ensure only committed and qualified relatives join the business, devising strategies to grow the business and creating responsibilities for additional family employees, and the business should minimize the time employees spend working for immediate relatives and assign an experienced non-family mentor to each younger family member to avoid the traps that destroy family businesses. Esuh, Mohd, and Adebayo (2011) were of the opinion that three factors which are founder, successor, and environment affect succession in family businesses. According to Esuh, Mohd, and Adebayo, “the presence of these three key factors reflects a true succession which would ensure family business continuity. Thus, a succession without any of these key factors could jeopardize the future and continuity of family business. The key factors would serve as essential ingredients to the true succession as well as to family business continuity.” Lee, Lim and Lim (2008) examined how the degree of idiosyncrasy of a family business and the ability of the family’s offspring affect succession. They proposed that the likelihood the successor to a family business will be an offspring will increase with business idiosyncrasy and that business idiosyncrasy will interact with the competency of both the offspring and agent to affect successor choice.
Despite the numerous studies that exist on family businesses, there are still many evident cases of family business failure. This shows that a gap still exist in literature on the effective execution of family business for greater impact to the economy. Hence this study examined the effect of creativity and innovation on the entrepreneurial performance of family business.








1.3 OBJECTIVES OF THE STUDY
The general objective of the study was to examine effects of creativity and innovation on entrepreneurial performance of family business. The specific objectives of the study were as follow:
i.  To determine the effect of high quality product on the profitability of family business.
ii. To determine the effect of introduction of new technology on the profitability of family business.
iii. To determine the effect of new product development on the sales turnover of family business.

1.4 RESEARCH QUESTIONS
To achieve the above mentioned objectives, the following questions were addressed
i. To what extent does the quality of product/services affect the profitability of family business?
ii. How does the introduction of new technology affect the productivity of family business? 
iii. To what extent does new product development affect the sales turnover of family business?




1.5 RESEARCH HYPOTHESES

This research was predicated on the following hypotheses

Hypothesis 1
H0: Quality of product does not increase the profitability of family business 
H1: Quality of product increases the profitability of family business.

Hypothesis 2

H0: New technology does not affect the productivity of family business

H1: New technology affects the productivity of family business.

Hypothesis 3

H0: New product development does not increase the sales turnover of family business
H1: New product development increases the sales turnover of family business.

1.6 SIGNIFICANCE OF THE STUDY
As earlier mentioned in the above section, family firms that engage in the innovative, proactive, and risk-taking behavior that characterized firm level entrepreneurship are major contributors to the economic development and growth in world economies. Thus, the findings of this study was relevant to the Nigerian economy as the continuous birth of family businesses as well as the sustenance of these businesses lead to a robust economy especially in this time of economic crunch.
This study was also significant to the entrepreneurial development in Nigeria as well as helping family businesses engage in creative and innovative processes to ensure the sustainability of the businesses. Evaluation of family business performance is a topic that has attracted the interests of several researchers but it is still at its nascent stage in Nigeria. Thus this study added to knowledge in that area and was a base for further research and academic criticisms.
1.7 SCOPE OF STUDY
This study examined the effects of creativity and innovation on the entrepreneurial performance of family business in Kwara state. 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 kwara state; Techoquip Limited, Deorenik Limited, Ajoke Stores Limited, Eagles Path Limited, Olaolu Trading Stores, Obosi & Co Limited, Eleganza, Bode Best & Co Limited, AA Shittu & Co Limited, Elizade Nigeria Limited, EkenedilichukwuTransport, CN Okoli Motors, Diya Fatimileyin & Co Limited, Jide Taiwo & Co Limited, Howard Daffinone Consulting, Rotimi Williams Firm, BraithWhyte Group, and Emmalesson Group, Ibru Group of Companies, and OBAT petroleum group. To effectively measure creativity, innovation, and entrepreneurial performance in family business, this study considered family businesses which have been in existence for a period of five years and above irrespective of their sector and nature of business.
1.8 LIMITATION OF THE STUDY
In the course of carrying out the study, some constraints were encountered which somehow affected the successful completion of the study. These include:
i. Financial constraints
ii. Limited time available for the research work.
iii. Reluctance of respondents to answer questions.

1.9  DEFINITIONS OF TERMS
Creativity: means the production of novel and useful ideas in any domain.  Creativity refers to the generation of novel, useful idea, and employees’ ability to create new practical ideas. It is the start point of innovation.
Innovation: is the successful implementation of novel ideas within an organization. Innovation can be viewed as a novel idea that has been implemented and generally accepted which makes an organization unique or produce a unique product or services.
Entrepreneurial Performance: this study defines sustainability as the continued existence of a firm as a result of its productivity, profitability, sales turnover, increased consumer base etc.
Product Quality: Product quality is defined as a product that is made through innovation to efficiently meet the needs of consumers.
Productivity: This is a measure of the efficiency of production. Productivity is a ratio of production output (finished product) to what is required to produce it (raw materials). The measure of productivity is defined as a total output per one unit of a total input.
Profitability: This is the ability of a business to make profit from the sales of its product or the rendering of a service over time.

Sales turnover: is the amount of times a product of a firm is sold in a period of time
New technology: is defined as the machine as well as information use in production which makes the production process easier.
New product development: is the term used to describe the complete process of bringing a new product to the market.
Product Innovation: is the introduction of a new product or a significant qualitative change in an existing product.
Process Innovation: is the introduction of a new process for making or delivering goods and services.
Technological Innovation: encompasses the introduction of a set of production techniques used to design, make, package, and deliver goods and services in the economy.



CHAPTER TWO

LITERATURE REVIEW

2.1 CONCEPTUAL FRAMEWORK

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.



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 by .
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. Growth Pattern: In Nigeria, many of the family businesses starts with trading activities and later develop into the collection and execution of contract jobs, which is facilitated by the Entrepreneur’s unique ability to make friends and maintain a large network of social  contacts  particularly  in  the  corridors  of  power.  They  take  advantage  of opportunities that emerge from technological developments, from supply gaps or from demand upsurge.
iv. 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.
v. Flexible Decision Making: Being a simple structure with an owner-manager arrangement, decision-making is quite flexible and quick. Poza (2004) in his study listed the following as the characteristics of family business and the essence of their distinctiveness in nature:
i. The presence of the family.
ii. The owner’s dream of keeping the business in the family (the objective of business continuity from generation to generation).
iii. The overlap of family, management, and ownership, with its zero -sum (win-lose) propensities, which render family businesses particularly vulnerable during succession. iv. The unique sources of competitive advantage derived from the interaction of family, 
management, and ownership, especially when family unity is high.
Challenges of Family Business in Nigeria
The most often cited characteristic of family businesses is that many of them fail to be sustainable in the long term. Indeed about two-thirds to three-quarters of family businesses either collapse or are sold by the founder(s) during their own tenure. Only 5 to 15 percent continue into the third generation in the hands of the descendents of the founder(s) (F. Neubauer and A. G. Lank, 1998) This high rate of failure among family businesses is attributed to a multitude of reasons. This study divided the reasons family businesses fail into two parts; the internal factors and the external factors.

Internal Factors:
These are the factors or challenges which causes family business to fail which are internal to the firm. They include
i.  Lack  of  Succession  Planning:  Succession  planning  is  crucial  to  the  success  and continuity of a business particularly for family businesses. Most Entrepreneurs never give a thought to the need to prepare an acceptable successor in the event of their exit. ii. Extended Family system: This creates severe pressures for the successors and the family business as cultural values and customary laws operational in Nigeria give them a claim to the properties of the entrepreneur. The extended family which includes uncles, aunts, nephews, nieces and cousins could also be deemed survivors to the estate of the enterprise founder. Thus a succession conflict may occur where the extended family related to the founder of a family business may occur.
iii.  Succeeding Management: an incompetent person may finally inherit a blooming unit of the family business, which he may be unable to run effectively. In this case, the heir has not been adequately trained or prepared to effectively run the business. This could lead to the management and financial ill-health and final collapse of the business. 
iv.  Founders’ Children: Sometimes the founder’s children may not be interested in the family business. Again they may disagree with the founder’s choice of sibling heir and may decide to leave the business for such a reason.
v.  Lack of Insurance Cover: As a result of management incompetence, misjudgment or inadequate funding, the enterprise may not be adequately insured. A catastrophe or business mishap could lead to illiquidity resulting in the collapse and/or sale of the business.
External Factors
Some of the external factors that affect the survival of family businesses include
i. Government Policies: In managing the Nigerian economy, successive governments have attempted to re-engineer key sectors of the economy particularly the banking, insurance 
and oil sectors. A change in the capitalization requirements could result in mergers (a forced succession) which  jeopardize the sustainability  of  the  enterprise.  This  was experienced in 2006 when the minimum capital base of banks was increased from N5 billion to N25 billion. Many banks were forced to merge. Change management also becomes a key issue in such cases.
ii. Legal Requirements: The Legal requirements stipulated by government regulatory bodies may create sustainability problems for family businesses like for any other. This policy has  created  succession  problems  and  threat  to  the sustainability  of  many  family businesses.
Creativity
Creativity has been viewed as the construction of ideas or products which are new and potentially useful. These ideas can be internally or externally located, although the entrepreneur will tend to search and identify potential solutions shaped in part by internal competencies (Fillis and Rentschler, 2010). According to Amabile (1996), 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 (1994, as cited by Halim and Mat, 2010), defined creativity basically as a term that implies the process of developing original, novel, and appropriate response to problems. Creativity allows the organization to take advantage of opportunities which develop as the result of changing environmental conditions. Creativity plays an  important  role  in  new  product  development  and  creativity  consist  three  techniques: brainstorming,   visual   confrontation,   morphological   techniques (Phong-inwong   and Ussahawanitchakit, 2011).
Enhancing Creativity in Organizations
The need for organizations to be more competitive has sparked the interest of researchers and practitioners to better understand creativity in organizations. Andriopolous (2001), Morris (2011) identified five major organizational dimensions under which sit characteristics and behavior that enhance or inhibit creativity in a work environment. Those dimensions are organizational climate,  organizational  culture,  organizational  structure  and  systems,  leadership  style  and resources and skills. Morris (2011) in his study reviewed the literature under each of those 
dimension headings and attempted to identify the characteristics and behavior required in each to enhance  organizational  creativity.  Morris (2011)  stated  that  although  the  dimensions -organizational climate, organizational culture, organizational structure and systems, leadership and resources and skills - were explored individually it is important to acknowledge that the dimensions are somewhat overlapping and the boundaries between them are blurred. In fact, it is the sum of the whole rather than the individual parts that enhance creativity in organizations. 
Morris went further to state that organizational creativity is linked to a risky balance of complexity, compromise and choice, thus creative organization needs to be flexible while controlling risk, but at the same time provide the freedom to search for the new through learning and experimentation and that an environment that is conducive to creativity is critical and is linked both to the culture, the climate, and the physical aspects of the environment. He concluded by stating that in organizations, creativity is facilitated when individuals are given maximum discretion in how they organize their work, when self-efficacy is strong, and when information is of high quality. Individual and organizational creative development is supported by structures and processes that ensure permeable boundaries, value increasing complexity, and provide safe psychological spaces

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).
Aliu (2010) stated that there exist features that are peculiar to innovation, though some products catch on immediately, whereas others take a longer time to gain acceptance. He listed these features as relative advantage which is the degree to which innovation appears superior to existing product, compatibility which is the degree to which the innovation can go with existing product of the organization, complexity which defines the degree to which the innovation is relatively difficult to understand, divisibility which defines the degree to which the innovation can be tried on a limited basis, and communicability which is the degree to which the beneficial results of usage are observable or describable to others.
All products and services in the market must have gone through new product development process or program as a result of the fact that organization need to grow their revenue, market share and build their sales level by developing new products and expanding into new markets. In order to do these, organizations then put product innovation as well as process innovation in all they do.

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.
Innovation is associated with competitive advantage in both growing and mature markets Innovation, unlike most other business practices can change the competitive balance in mature markets (Brown, 1992).The concept and practice of innovation became closely associated with economic gain and competitive advantage in the 1930s. Joseph Schumpeter (1883-1950) created a theory of economic development based on five types of economic innovations: set up or discovery of a new product, a new manufacturing process, a new market, source or new organization (Letenyei, 2001). Heunks opined that the chances of a small firm to survive and to be successful are becoming ever more dependent on innovation. Not only product innovation is important to maintain a sufficient market share, but also process innovation to produce below 
price level, and social innovation to maintain a flexible and durable organization.

2.2 THEORETICAL FRAMEWORK

Disruptive Innovation Theory
Disruptive technology and disruptive innovation are terms used in business and technology literature to describe innovations that improve a product or service in ways that the market does not expect, typically by being lower priced or designed for a different set of consumers.
Disruptive innovations can be broadly classified into low-end and new-market disruptive innovations.  A new-market disruptive innovation is often aimed at 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. Disruptive technologies are particularly threatening to the leaders of an existing market, because they are competition coming from an unexpected direction.  A disruptive technology can come to dominate an existing market by either filling a role in a new market that the older technology could not fill (as cheaper, lower capacity but smaller-sized flash memory is doing for personal data storage in the 2000s) or by successively moving up-market through performance 
improvements until finally displacing the market incumbents (as digital photography).
In contrast to “disruptive innovation”, a “sustaining” innovation does not have an effect on existing markets.  Sustaining innovations may be either “discontinuous” (i.e. “revolutionary”) or “continuous” (i.e. “evolutionary”).    Revolutionary  innovations  are  not  always  disruptive. Although the automobile was a revolutionary innovation, it is not a disruptive innovation, because early automobiles were expensive luxury items that did not disrupt the market for horse-drawn vehicles.
The term disruptive technology was coined and introduced in the article “Disruptive Technology: Catching the wave (1995). The concept of disruptive technology continues a long tradition of the identification of radical technical change in the study of innovation by economists, and the development of tools for its management at a firm or policy level.
In the theory, Christensen distinguish between “low-end disruption” which targets customers who do not need the full performance valued by customers at the high end of the market and “new-market disruption” which targets customers who have needs that were previously unserved by existing incumbents.
“Low-end disruption” occurs when the rate at which products improve exceeds the rate at which customers can adopt the new performance.  Therefore, at some point the performance of the product overshoots the needs of certain customers segments.  At this point, a disruptive technology may enter the market and provide a product which has lower performance than the incumbent but which exceeds the requirements of certain segments, thereby gaining a foothold in the market.
In low-end disruption, the disruptor is focused initially on serving the least profitable customer, who is happy with a good enough product.  This type of customer is not willing to pay premium for enhancements in product functionality. Once the disruptor has gained foot hold in this customer segment, it seeks to improve its profit margin.  To get higher profit margins, the disruptor needs to enter the segment where the customer is willing to pay a little more for higher quality.  To ensure this quality in its product, the disruptor needs to innovate.  The incumbent will not do much to retain its share in a not so profitable segment, and will move up-market and focus on its more attractive customers.  After a number of such encounters, the incumbent is squeezed into smaller markets than it was previously serving.  And then finally the disruptive technology meets the demands of the most profitable segment and drives the established company out of the market.
“New market disruption” occurs when a product fits a new or emerging market segment that is not being served by existing incumbents in the country.

2.3  EMPIRICAL FRAMEWORK

Creativity, Innovation and Business Performance
Ever since Schumpeter (1942) emphasized the importance of innovation, practitioners and academics have looked towards innovation as a significant issue (Litz and Kleysen, 2001). One of the first authors to discuss this interaction was Schumpeter (1942), who coined the now-famous term “creative destruction” to describe the outcome of the process of innovation by competing firms interacting in a given marketplace. This was a perceptive appreciation of the tension between the benefits from innovation and the costs to other firms that are standing still in terms of product design and technology. Thus the term “creative” refers to the profitable opportunities seized by innovators, which ultimately benefit not just them but the whole society. The word “destruction” refers to the process whereby the innovator is taking away customers, and therefore profit, from existing producers (Kuo and Wu, 2008) .Heunks (1998) conducted a study on Creativity, Innovation and Success.  This study explored the role of innovation in small and medium sized firms, in relation to the firm’s success. The study organized interviews with 200 managers in six countries Heunk (1998) concluded that innovation of any kind fosters growth of small firms. However, only process innovation stimulates productivity. In a medium  size firms, innovation is not very important for success. He further stated that innovation often goes along with low profits either as a reason for innovation or as a price of innovative investments. Only Research and Development (R&D) innovation in medium sized firms fosters profits. He also concluded that creativity fosters product and possibly process innovation and increase of productivity only in older firms. So, the role of creativity for innovation and success increases during the firm’s life cycle, possibly to compensate for increasing bureaucracy and stagnation. Heunks (1998) also stated that R&D innovation is stimulated by flexibility and only in small firms by a mix of flexibility and control and that creativity and innovation only share risk-taking as a personal background and also that innovation tends to have some specific 
personal  backgrounds  such  as  level  of  education,  self  confidence  future  orientation  and leadership affinity while creativity has some specific ones too such as acceptance of challenges and entrepreneurship.
Small and medium enterprises (SMEs) are normally required to attain dynamic success targets by improvement of their processes, products and services. One way to achieve this could be through quality initiatives and innovation in processes, products and services. Hanif and Marnavi (2009) opined that knowledge based economy required the use of innovation measures in addition to quality initiatives for achieving competitiveness.


Product Quality and Business Performance
A firm’s product as well as its quality can be improved upon when the firm focuses on product innovation. According to a study by Verhees and Meuleuberg (2004) to investigate the combined effect  of  market  orientation  and  innovativeness  on  product  innovation  and  company performance, for small firms. Verhees and Meuleuberg (2004) used an objective measure for product innovation in contrast to the self-reported measures commonly used in research on innovation. To test their model, data from 152 rose growers were used. Their study’s results showed that the owner’s innovativeness permeates all variables in the model and has a positive influence on market orientation, innovation, and performance. An interesting research result is also that customer market intelligence influences product innovation positively or negatively, depending on whether the innovativeness of the owner in the new product domain is weak or strong.

Technology and Business Performance
Technology innovation can help a firm to build competitive advantage through making more competitive products and services and more effective processes, or creating completely new business. In the study conducted by Hao and Yu (2011) to analyze the impact of a company’s technology selection on its innovation success and organizational performance, Hao and Yu opined that technological capability enables a company to add value to products and processes, and its impact on innovation success has been examined and apart from technological capability, a company also needs technology management capability to manage technological resources ffectively and efficiently. A company’s technology selection has no direct impact on innovation success but technology selection has a significant positive impact on technological capability and technology management capability, which, in turn, have a significant positive impact on innovation success; innovation success has a significant positive impact on organizational performance. Using the data from the 100 largest electronics firms, Li, Lam, and Fag (2000) also found a positive relationship between technology innovation and firm performance in China.
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CHAPTER THREE
RESEARCH METHODOLOGY

3.1 RESEARCH METHODS
Research is the process of getting dependable answers to important questions using a systematic method of gathering, analyzing and interpreting evidence. Its end product is knowledge (Timm et al. 2005). Research is a structured enquiry that utilizes acceptable scientific methodology to solve problems and create new knowledge that is generally applicable. Scientific methods consist of systematic observation, classification and interpretation of data (Dawson, Kothari, and Kumar, 2011). There are three major types of research methods. These are survey research, experiment/ observation and ipso facto Research. Other research methods include case study, action research, grounded theory, ethnography, and archival research.
The survey research method is the research in which questionnaires are used to collect the opinion of people. It is mostly used for exploratory and descriptive research. Case studies may be described as the thorough study of a particular case where the purpose of that research is partly to capture a larger group of case studies (a population). Case study research may incorporate several cases, that is, multiple case studies. The survey research method was used in this study with the aid of questionnaires for data collection on the opinions of respondents from selected family businesses in Lagos state.

3.2 RESEARCH DESIGN
This study adopted the survey research design. The survey research design method was used in this study, by collecting data through questionnaire from population of interest. It involved using a self-designed questionnaire in collecting data from the respondents. This data collection method collects the opinion, views and perspective of respondents regarding the issue of research interest.  It allows collection of data which was analyzed quantitatively. This was chosen in order to make reference to phenomena as they exist in real life and it is relatively economical in terms of time and resources. This is because of the large sample size of the study and the sample size comes from a wide geographic area.

3.3 POPULATION OF STUDY
Population is a set of objects or observations about which conclusions will be drawn. Because family business is still at its nascent stage and most family businesses are considered to be Small and Medium scale Enterprises (SMEs), the population of this study was the entire SMEs registered under the National Association of Small and Medium Scale Enterprises out of which the registered SMEs in kwara State were identified.


3.4 SAMPLE SIZE DETERMINATION
Twenty family businesses operating in Kwara State were selected on the basis of convenience and easy accessibility. This study considered the Ibru Group of Companies, the OBAT petroleum group, Techoquip Limited, Deorenik Limited, Ajoke Stores Limited, Eagles Path Limited, Olaolu Trading Stores, Obosi & Co Limited, Eleganza, Bode Best & Co Limited, AA Shittu & Co Limited, Elizade Nigeria Limited, Ekenedilichukwu Transport, CN Okoli Motors, Diya Fatimileyin & Co Limited, Jide Taiwo & Co Limited, Howard Daffinone Consulting, Rotimi Williams Firm, Braith Whyte Group, and Emma lesson Group. Most of these family firms are micro businesses where the form of ownership is mostly sole proprietorship. These family firms were scattered in different areas of Lagos State such as Badagry, Alaba, Mile2, Maryland, Anthony among others.
Two hundred (200) questionnaires were distributed to twenty (20) selected family firms. The breakdown is as follows: two hundred (200) questionnaires were divided ten (10) per each family business. Out of the two hundred (200) questionnaires that were distributed, one hundred and eighty-four (184) were found valid. Further details are given in chapter 4. There was no restriction to the industry that the family business operates in. In order to effectively measure creativity  and  innovation  on  family  business  performance,  this  study  focused  on  family businesses that have been in existence and operation for over five years.

3.5 SAMPLING TECHNIQUES AND PROCEDURES
Sampling techniques can be either probability sampling techniques or non-probability sampling techniques. Under probability sampling techniques, each element has a known probability of being included in the sample but the non-probability sampling techniques do not allow the researcher to determine this probability. Probability sampling techniques include simple random sampling, systematic sampling, stratified sampling, cluster/area sampling while non-probability sampling techniques include convenience sampling, judgmental sampling and quota sampling techniques. However this study used the convenience sampling technique in selecting the sample size of the study based on convenience and easy accessibility to the respondents.
3.6 SOURCE OF DATA
There are basically two ways of sourcing data. These primary and the secondary.
•   Primary Source of Data
These are first hand information that was refined for the purpose of this project. This study made use of the questionnaire as a major source of primary data. This is also known as internal source of data.

•   Secondary Source of Data
This refers to that information already in existence, having been collected originally for some other purposes. These sources form the bedrock of information used for this project. This includes the reviewing of articles that have to do with creativity, innovation and the performance of family business in current journal, textbooks, Newspapers, internet etc.
3.7 RESEARCH INSTRUMENTS
Research instruments are those tools which are being used to collect data for the purpose of testing hypothesis and answering research 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  the  questionnaire.
According  to  Ojo (2005) questionnaire  is  an  instrument  containing  some  questions  and/or  statements (some  with suggested alternative answers) for which the respondent is expected to provide answers to the questions or confirm the statements. The questionnaire that was used in the study was divided into sections. Section A contained information about the respondents that is their gender, marital status, age, educational qualification, years of working experience etc. Section B contained items 
on innovation and creativity as it relates to performance of family business. With regards to the scoring of responses, the first section of the questionnaire did not attach any score to it, since theinformation gotten from that section were the demographic data of the respondents. The second section that is “B” was ranged from 5-1 point scale in the following pattern. Strongly agree: 5 Agree: 4 Undecided: 3 Disagree: 2 Strongly Disagree: 1.
3.8 VALIDITY OF THE RESEARCH INSTRUMENT
A number of concepts are involved in a discussion of validity. Different types of validity have been identified. These include; the predictive validity which is the ability of an instrument to predict some future events, the concurrent validity which is usually measured by the calculation of a correlation coefficient between the distribution of test scores and some concurrently existing criterion measure, the content validity which is essentially determined by the process through which the items were selected, the construct validity whereby a researcher devises an instrument in terms of how much the results obtained fit the theoretical formulations that constitute its development, the face validity which is concerned with the extent to which the researcher believes the instrument is appropriate, and the pilot study which is a small study designed to test 
logistics and gather information prior to a larger study, in order to improve the latter’s quality and efficiency.
A pilot study can reveal deficiencies in the design of a proposed study or procedure and these can then be addressed before time and resources are expended on large scale studies. The research made use of the pilot study to test the validity of the research instrument used in the research. Participants of the pilot study were contacted by the researcher face to face explaining the research objective and asked them to participate.
3.9 RELIABILITY OF THE RESEARCH INSTRUMENT
Reliability test measures the extent to which the research instrument consistently measures what it intends to measure. There are several methods for measuring the reliability of the research instruments. However, the Cronbach’s Alpha method was used for measuring the questionnaire reliability. The range of the coefficient values from 0 to 1. A research instrument with high reliability would tend toward 1, while an instrument of low or no reliability would have a score close to or at 0


3.10 METHOD OF DATA ANALYSIS
Inferential  statistics  was  used  to  reach  conclusions  and  make  generalizations  about  the characteristics of populations based on data collected from the sample. Descriptive statistics was used to analyze the demographical data. Hypotheses were analyzed using correlation coefficient at 0.05%  level  of  significance.  The  correlation  coefficient  is  an  approach  employed  in establishing the relationship between the dependent variable and one or more explanatory variables examining the relationship between two











CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

4.1 DATA PRESENTATION AND ANALYSIS 


Table 4.1 Gender of the Respondents

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Male
Female
Total
	103
	56.0
	56.0
	56.0

	
	
	81
	44.0
	44.0
	100.0

	
	
	184
	100.0
	100.0
	



Source: Field survey 2025
The above table showed the gender distribution of the respondents. From the table it was seen that 56% of the respondents were male while 44% were female. This implies that the respondents were made up of more men than women.

Table 4.2 Marital Status of Respondents

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Single
Married
Others
Total
	76
	41.3
	41.3
	41.3

	
	
	85
	46.2
	46.2
	87.5

	
	
	23
	12.5
	12.5
	100.0

	
	
	184
	100.0
	100.0
	



Source: Field survey 2025
The above table shows the marital status of the respondents. It can be seen from the table above that 41.3% of the respondents were single, 46.2% were married, and 12.5% of the respondents chose the “others” option which represents divorced, separated, or widowed.

Table 4.3 Work experience of respondents

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	1-5 yrs
6-10 yrs
11-15 yrs
over 15 yrs
Total
	92
	50.0
	50.0
	50.0

	
	
	49
	26.6
	26.6
	76.6

	
	
	20
	10.9
	10.9
	87.5

	
	
	23
	12.5
	12.5
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The table above shows the work experience of the respondents. The table shows that 50% of the respondents had work experience of between 1-5 years, 26.6% of the respondents had work experience of between 6-10 years, 10.9% of the respondents had work experience of between 11-
15 years, and 12.5% of the respondents had work experience of above 15 years.

Table 4.4 Educational qualification of respondents

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	SSCE
HND/BSC
MSc/MBA
Others
Total
	32
	17.4
	17.4
	17.4

	
	
	84
	45.7
	45.7
	63.0

	
	
	51
	27.7
	27.7
	90.8

	
	
	17
	9.2
	9.2
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The above table shows the educational qualification of the respondents. It can be seen from the table that 17.4% of the respondents had just SSCE, 45.7% of the respondents were either BSC or HND holders, 27.7% had a master’s degree or an MBA, and 9.2 had other forms of educational qualification.

Table 4.5 Organization of Respondent

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Ibru Group
Obat Group
TechoEquip Ltd
Howard Daffinone
Emmalesson Group
Braith Whyte Group
Diya Fatimilehin & Co ltd
Jide Taiwo & Co Ltd
Eleganza Group
Rotimi Williams
Bode best and co
property development
Deorenik Ltd
Eagles Path Ltd
Ajoke stores ltd
Olaolu Trading store
AA Shittu and Co Ltd
Obosi Group
Elizade Group
Ekenedili Chukwu
Transport
CN Okoli Motors
Total
	10
	5.4
	5.4
	5.4

	
	
	10
	5.4
	5.4
	10.9

	
	
	9
	4.9
	4.9
	15.8

	
	
	10
	5.4
	5.4
	21.2

	
	
	10
	5.4
	5.4
	26.6

	
	
	10
	5.4
	5.4
	32.1

	
	
	10
	5.4
	5.4
	37.5

	
	
	10
	5.4
	5.4
	42.9

	
	
	10
	5.4
	5.4
	48.4

	
	
	10
	5.4
	5.4
	53.8

	
	
	9
	4.9
	4.9
	58.7

	
	
	9
	4.9
	4.9
	63.6

	
	
	8
	4.3
	4.3
	67.9

	
	
	7
	3.8
	3.8
	71.7

	
	
	7
	3.8
	3.8
	75.5

	
	
	8
	4.3
	4.3
	79.9

	
	
	10
	5.4
	5.4
	85.3

	
	
	10
	5.4
	5.4
	90.8

	
	
	9
	4.9
	4.9
	95.7

	
	
	8
	4.3
	4.3
	100.0

	
	
	184
	100.0
	100.0
	



Source: Field Survey 2025
The above table shows the frequency distribution of the organization in which the respondents operated.

Table 4.6 Management category of respondent

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Lower level
Middle level
Top level
Total
	39
	21.2
	21.2
	21.2

	
	
	54
	29.3
	29.3
	50.5

	
	
	91
	49.5
	49.5
	100.0

	
	
	184
	100.0
	100.0
	



Source: Field survey 2025
The table above shows the management category of the respondents. According to the table, 21.2% of the respondents were in the lower level of the management category, 29.3% were at the middle level and the remaining 49.5% were among the top level managers.

Table 4.7 Years in operation of family business

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	5-10 yrs
11-15 yrs
16-20 yrs
above 20 yrs
Total
	125
	67.9
	67.9
	67.9

	
	
	46
	25.0
	25.0
	92.9




	
	
	12
	6.5
	6.5
	99.5

	
	
	1
	.5
	.5
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
This table shows the years of operation of the family business in which the respondents are a part of. The table shows that 67.9% of the family businesses had been in operation from between 5-10 years, 25% had been in operation from between 11-15 years, 6.5% had been in existence for about 16-20 years, and only 0.5% had been in operation for above 20 years
Table 4.8 Type of industry

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Financial services
Manufacturing
Education
Oil & Gas
Others
Total
	28
	15.2
	15.2
	15.2

	
	
	54
	29.3
	29.3
	44.6

	
	
	11
	6.0
	6.0
	50.5

	
	
	23
	12.5
	12.5
	63.0

	
	
	68
	37.0
	37.0
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The above table shows the type of industry in which the family business of respondents operate in. the table shows that 15.2% of the family business operate in the financial industry, 29.3 operate in the manufacturing industry, 6% operate in the education industry, 12.5% operate in the oil & gas industry, and 37% of the family business operate in other industries.

Table 4.9 The quality of our product has made the products more acceptable in the market

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Undecided
Agree
Strongly Agree
Total
	1
	.5
	.5
	.5

	
	
	26
	14.1
	14.1
	14.7

	
	
	157
	85.3
	85.3
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The above table showed that 0.5% of the respondents are undecided about the statement, 14.1% agree, and 85.3% strongly agree. Majority of the respondents strongly agreed the statement.
Table 4.10 The goodwill of our firm has improved as a result of the quality of our products

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Disagree
Agree
Strongly Agree
Total
	1
	.5
	.5
	.5

	
	
	62
	33.7
	33.7
	34.2

	
	
	121
	65.8
	65.8
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The 0.5% of the respondents disagree that the goodwill of their firms has improved as a result of the quality of their product, while 33.7% agree and 65.8% strongly agree to this statement.
Table 4.11  our firm engages in activities that lead to the creation of quality products

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Undecided
Agree
Strongly Agree
Total
	1
	.5
	.5
	.5

	
	
	47
	25.5
	25.5
	26.1

	
	
	136
	73.9
	73.9
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The table above shows that 0.5% of the respondents were undecided on whether their firms engaged in activities that led to the creation of quality products, while 25.5% agreed to the statement and 73.9% also strongly agreed to the statement. This shows that majority of the respondents agree that their firms engage in activities that lead to creation of quality products.

Table 4.12  our quality control process has been of advantage to our organization

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Disagree
Undecided
Agree
Strongly Agree
Total
	1
	.5
	.5
	.5

	
	
	1
	.5
	.5
	1.1

	
	
	64
	34.8
	34.8
	35.9

	
	
	118
	64.1
	64.1
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The above table shows that 0.5% of the respondents disagreed that their quality control process had been of advantage to their organization, 0.5% of the respondents were also undecided on the statement, 34.8% agreed, and 64.1% strongly agreed on the statement.


Table 4.13  The quality of our products has enhanced the pricing of the products

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Strongly Disagree
Disagree
Undecided
Agree
Strongly Agree
Total
	6
	3.3
	3.3
	3.3

	
	
	10
	5.4
	5.4
	8.7

	
	
	9
	4.9
	4.9
	13.6

	
	
	40
	21.7
	21.7
	35.3

	
	
	119
	64.7
	64.7
	100.0

	
	
	184
	100.0
	100.0
	



Source: Field survey 2025
The above table shows that 3.3% of the respondents strongly disagreed that the quality of their products has enhanced the pricing of the products, 5.4% were undecided,  21.7% agreed, and 64.7% of the respondents strongly agreed to the statement.
Table 4.14  Our firm engage new technology in designing our products

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Strongly Disagree
Disagree
Undecided
Agree
Strongly Agree
Total
	4
	2.2
	2.2
	2.2

	
	
	15
	8.2
	8.2
	10.3

	
	
	5
	2.7
	2.7
	13.0

	
	
	70
	38.0
	38.0
	51.1

	
	
	90
	48.9
	48.9
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025

The table above shows that 2.2% of the respondents strongly disagreed that their firms engaged new technology in designing their products, 8.2% of the respondents disagreed, 2.7% were undecided on the statement, 38% agreed while 48.9% strongly agreed on the statement.

Table 4.15  Our firm uses new technology in the production of our products

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Disagree
Undecided
Agree
Strongly Agree
Total
	15
	8.2
	8.2
	8.2

	
	
	6
	3.3
	3.3
	11.4

	
	
	87
	47.3
	47.3
	58.7

	
	
	76
	41.3
	41.3
	100.0

	
	
	184
	100.0
	100.0
	



Source: Field survey 2025
The above table shows that 8.2% of the respondents disagreed that their firm used new technology in the production of their products, 3.3% of the respondents were undecided on the statement, 47.3%  of the respondents agreed, and 41.3% of the respondents strongly agreed that their firm used new technology in the production of their products.
Table 4.16  Our firm engage the use of new technology in the efficient utilization of raw materials in production

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Disagree
Undecided
Agree
Strongly Agree
Total
	20
	10.9
	10.9
	10.9

	
	
	9
	4.9
	4.9
	15.8

	
	
	72
	39.1
	39.1
	54.9



	
	
	83
	45.1
	45.1
	100.0

	
	
	184
	100.0
	100.0
	



Source: Field survey 2025
The above table shows that 10.9% of the respondents disagreed that their firms engaged the use of new technology in the efficient utilisation of raw materials in production, 4.9% of the respondents were undecided, 39.1% of the respondents agreed, and 45.1% strongly agreed that their firms used new technology in the efficient utilisation of raw materials in production.

Table 4.17 New Technology has made the production process easier

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Disagree
Undecided
Agree
Strongly Agree
Total
	6
	3.3
	3.3
	3.3

	
	
	4
	2.2
	2.2
	5.4

	
	
	49
	26.6
	26.6
	32.1

	
	
	125
	67.9
	67.9
	100.0

	
	
	184
	100.0
	100.0
	



Source: Field survey 2025
The table above shows that 3.3% of the respondents disagreed that new technology had made production process in their firms easier, 2.2% of the respondents were undecided on the statement, 26.6% of the respondents agreed, and 67.9% strongly agreed that new technology had made the production process easier in their firms


Table 4.18  New technology in our production process has cut down cost of production

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Strongly Disagree
Disagree
Undecided
Agree
Strongly Agree
Total
	1
	.5
	.5
	.5

	
	
	7
	3.8
	3.8
	4.3

	
	
	5
	2.7
	2.7
	7.1

	
	
	55
	29.9
	29.9
	37.0

	
	
	116
	63.0
	63.0
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The above table shows that 0.5% of the respondents strongly disagreed that new technology in their production process had cut down cost of production, 3.8% of the respondents disagreed, 2.7% of the respondents were undecided on the statement, 29.9% agreed, and 63% of the respondents strongly agreed on the statement
Table 4.19  New product development has led to the creation of a whole new product in our firm
	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Disagree
Undecided
Agree
Strongly Agree
Total
	20
	10.9
	10.9
	10.9

	
	
	39
	21.2
	21.2
	32.1

	
	
	75
	40.8
	40.8
	72.8

	
	
	50
	27.2
	27.2
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025

The above table shows that 10.9% of the respondents disagreed that new product development has led to the creation of a new product in their firms, 21.2% were undecided on the statements,40.8% of the respondents agreed to the statement, and 27.2% of the respondents also strongly agreed to the statement.

Table 4.20  New product development has led to the upgrade and rebranding of an existing product to better satisfy our end users
	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Disagree
Undecided
Agree
Strongly Agree
Total
	5
	2.7
	2.7
	2.7

	
	
	7
	3.8
	3.8
	6.5

	
	
	90
	48.9
	48.9
	55.4

	
	
	82
	44.6
	44.6
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The above table shows that 2.7% of the respondents disagreed that new product development led to the upgrade and rebranding of an existing product to better satisfy their end users, 3.8% of the respondents were undecided, 48.9% of the respondents agreed, and 44.6% of the respondents strongly agreed to the statement.
Table 4.21  The quality of our product has been improved by new product development in our firm
	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Strongly Disagree
Disagree
Undecided
Agree
Strongly Agree
Total
	4
	2.2
	2.2
	2.2

	
	
	1
	.5
	.5
	2.7

	
	
	8
	4.3
	4.3
	7.1

	
	
	72
	39.1
	39.1
	46.2

	
	
	99
	53.8
	53.8
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The table above shows that 2.2% and 0.5% of the respondents strongly disagreed and disagreed respectively that the quality of their products had been improved by new product development in their firm. 4.3% of the respondents were undecided on the statement. 39.1% of the respondents agreed and 53.8% of the respondents strongly agreed to the statement.

Table 4.22  New product development has made us to gain continuous relevance in the industry

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Strongly Disagree
Disagree
Undecided
Agree
Strongly Agree
Total
	4
	2.2
	2.2
	2.2

	
	
	22
	12.0
	12.0
	14.1

	
	
	64
	34.8
	34.8
	48.9

	
	
	45
	24.5
	24.5
	73.4

	
	
	49
	26.6
	26.6
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The table above shows that 2.2% of the respondents strongly disagreed that new product development had made them gain continuous relevance in the industry, 12% of the respondents disagreed, 34.8% were undecided on the statement, 24.5% agreed and 26.6% strongly agreed that new product development had made them to gain continuous relevance in the industry.
Table 4.23   Our product lines has become more acceptable by customers
	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Disagree
Undecided
Agree
Strongly Agree
Total
	5
	2.7
	2.7
	2.7

	
	
	7
	3.8
	3.8
	6.5

	
	
	79
	42.9
	42.9
	49.5

	
	
	93
	50.5
	50.5
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The above table shows that 2.7% of the respondents disagreed that their product lines had become more acceptable by customers, 3.8% were undecided, 42.9% of the respondents agreed, and 50.2% of the respondents strongly agreed on the statement.

Table 4.24  The quality of our product has resulted in consumer satisfaction and increase in their numbers

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Undecided
Agree
Strongly Agree
Total
	1
	.5
	.5
	.5

	
	
	14
	7.6
	7.6
	8.2

	
	
	169
	91.8
	91.8
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The table above shows that 0.5% of the respondents were undecided that the quality of their product had resulted in consumer satisfaction and increased in numbers, 7.6% of the respondents agreed, and 91.8% of the respondents strongly agreed on the statement.
Table 4.25  The quality of our product has led to increased revenue inflow
	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Undecided
Agree
Strongly Agree
Total
	1
	.5
	.5
	.5

	
	
	31
	16.8
	16.8
	17.4

	
	
	152
	82.6
	82.6
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The above table shows 0.5% of the respondents were undecided that the quality of their product had led to increased revenue flow in their firms, 16.8% of the respondents agreed, and 82.6% of the respondents strongly agreed on the statement.
Table 4.26  The quality of our product has evidently influenced the level of our profitability

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Agree
Strongly Agree
Total
	37
	20.1
	20.1
	20.1

	
	
	147
	79.9
	79.9
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The table above shows that 20.1% of the respondents agreed and the remaining 79.9% of the respondents strongly agreed that the quality of their product has evidently influenced the level of their profitability.
Table 4.27  Our continued existence can be greatly linked to the quality of our products
	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Disagree
Undecided
Agree
Strongly Agree
Total
	5
	2.7
	2.7
	2.7




	
	
	10
	5.4
	5.4
	8.2

	
	
	46
	25.0
	25.0
	33.2

	
	
	123
	66.8
	66.8
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The above table shows that 2.7% of the respondents disagreed that the continued existence of their firm could be linked to the quality of their product, 5.4% of the respondents were undecided on the statement, 25% agreed, and 66.8% strongly agreed the statement.
Table 4.28  The use of new technology has led us to design and create a product that gives us the competitive advantage
	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Disagree
Agree
Strongly Agree
Total
	18
	9.8
	9.8
	9.8

	
	
	51
	27.7
	27.7
	37.5

	
	
	115
	62.5
	62.5
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The above table shows that 9.8% of the respondents disagreed that the use of technology had led them to create a product that gave them competitive advantage, 27.7% of the respondents agreed and the remaining 62.5% of the respondents strongly agreed to the statement.
Table 4.29  The new technology we acquire has greatly increased the level of our productivity
	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Disagree
Agree
Strongly Agree
Total
	10
	5.4
	5.4
	5.4














	
	
	60
	32.6
	32.6
	38.0

	
	
	114
	62.0
	62.0
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The table above shows that 5.4% of the respondents disagreed that the new technology they acquired increased their level of productivity, 32.6% of the respondents agreed, and the remaining 62% of the respondents strongly agreed to the statement
Table 4.30  The revenue of the firm has increased as a result of the new technology we employed

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Disagree
Undecided
Agree
Strongly Agree
Total
	19
	10.3
	10.3
	10.3

	
	
	30
	16.3
	16.3
	26.6

	
	
	54
	29.3
	29.3
	56.0

	
	
	81
	44.0
	44.0
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025

The above table shows that 10.3% of the respondents disagreed that the revenue ot their firm had increased as a result of the new technology they employed, 16.3% of the respondents were undecided on the statement, 29.3% of the respondents agreed, and the remaining 44% of the respondents strongly agreed to the statement.
Table 4.31  The new technology we adopted has ensured our continued existence

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Strongly Disagree
Disagree
Undecided
Agree
Strongly Agree
Total
	4
	2.2
	2.2
	2.2

	
	
	29
	15.8
	15.8
	17.9

	
	
	71
	38.6
	38.6
	56.5

	
	
	29
	15.8
	15.8
	72.3

	
	
	51
	27.7
	27.7
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The table above shows that 2.2% of the respondents strongly disagree that the new technology they adopted has ensured their continued existence, 15.8% of the respondents disagreed, 38.6 were undecided, 15.8% agreed to the statement, while the remaining 27.7% of the respondents strongly agreed.
Table 4.32  New product development has resulted to increase our consumer base
	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Disagree
Undecided
Agree
Strongly Agree
Total
	5
	2.7
	2.7
	2.7

	
	
	20
	10.9
	10.9
	13.6

	
	
	68
	37.0
	37.0
	50.5

	
	
	91
	49.5
	49.5
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The table above shows that 2.7% of the respondents disagree that new product development has resulted to increase their consumer base, 20% of the respondents were undecided, 37% of the respondents agreed, and 49.5% of the respondents strongly agreed to the statement.
Table 4.33  New product development program has led to high sales turnover in our firm

	
	
	
Frequency
	
Percent
	
Valid Percent
	Cumulative
Percent

	Valid
	Disagree
Undecided
Agree
Strongly Agree
Total
	5
	2.7
	2.7
	2.7

	
	
	3
	1.6
	1.6
	4.3

	
	
	62
	33.7
	33.7
	38.0

	
	
	114
	62.0
	62.0
	100.0

	
	
	184
	100.0
	100.0
	


Source: Field survey 2025
The above table shows that 2.7% of the respondents disagree that new product development program has led to high sales turnover in their firm, 1.6% of the respondents were undecided on the statement, 33.7% agreed, and 62% of the respondents strongly agreed to the statement.

4.2 TEST OF HYPOTHESES AND DISCUSSION OF RESULTS
Correlation Coeffecients was used to measure the contribution of the independent variable to the dependent variable.

4.2.1 Test of Hypothesis one
Ho1 product quality does not increase the profitability of family businesses. Ha1 Product quality increases the profitability of family businesses.



Table 4.34 Model Summary

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

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



Source: Field survey 2025

a. Predictors: (Constant), our firm engages in activities that lead to the creation of quality products
The table above is the model summary. It shows how much of the variance in the profitability of that is explained by product quality. In this case the R square value is .111. Which means product quality explains 11.1% variance in profitability of family business.

Table 4.35 ANOVA(b)

	
Model
	
	Sum of
Squares
	
Df
	
Mean Square
	
F
	
Sig.

	1
	Regression
Residual
Total
	3.274
	1
	3.274
	22.668
	.000(a)

	
	
	26.286
	182
	.144
	
	

	
	
	29.560
	183
	
	
	



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

Table 4.36 Coefficients(a)

	

Model
	
	Unstandardized
Coefficients
	Standardized
Coefficients
	
t
	
Sig.

	
	
	B
	Std. Error
	Beta
	B
	Std. Error

	1
	(Constant)
Our firm engage in
activities that lead
to the creation of
quality products
	3.409
	.293
	
	11.619
	.000

	
	
	
.294
	
.062
	
.333
	
4.761
	
.000


Source: Field survey 2025
a. Dependent Variable: The quality of our product has evidently influenced the level of our profitability,,,
The coefficient table above shows the simple model that expresses how Product Quality increases the profitability of family businesses. The model is shown mathematically as follows; 
Y = a + bx where y is profitability of family businesses and x is product quality, ‘a’ is a constant 
factor and ‘b’ is the value of coefficient. From this table therefore, Profitability = 3.409 + 0.294PQ(Product Quality). This means that for every 100% increase in profitability, product quality contributed 29.4%.
Interpretation of Results
Findings from this research showed that the product quality increases profitability of family businesses.





4.2.2 Test of Hypothesis Two
Ho2: New Technology does not affect the productivity of family businesses. Ha2: New Technology affects the productivity of family businesses.

Table 4.37  Model Summary

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

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


Source: Field survey 2025
a. Predictors: (Constant), Our firm engage new technology in designing our products, Our firm uses new technology in the production of our products
The table above is the model summary. It shows how much of the variance in the productivity of family business that is explained by new technology. In this case the R square value is .366. Which means new technology explains 36.6% variance in productivity of family business.
Table 4.38 ANOVA(b)

	
Model
	
	Sum of
Squares
	
Df
	
Mean Square
	
F
	
Sig.

	1
	Regression
Residual
Total
	38.815
	2
	19.408
	52.303
	.000(a)

	
	
	67.163
	181
	.371
	
	




	
	
	105.978
	183
	
	
	


Source: Field survey 2025
a. Predictors: (Constant), Our firm engage new technology in designing our products, Our firm uses new technology in the production of our products
b. Dependent Variable: The new technology we acquire has greatly increased the level of our productivity
This table shows the assessment of the statistical significance of the result. The ANOVA table tests the null hypothesis to determine if it is statistically significant. The ANOVA table shows the Fcal 52.303 at 0.0001 significance level. Hence the null hypothesis is rejected.
Table 4.39 Coefficients(a)

	

Model
	
	Unstandardized
Coefficients
	Standardized
Coefficients
	
t
	
Sig.

	
	
	B
	Std. Error
	Beta
	B
	Std. Error

	1
	(Constant)
Our firm uses new
technology in the
production of our
products
Our firm engage new
technology in designing
our products
	2.277
	.227
	
	10.033
	.000

	
	
	
.352



.176
	
.104



.089
	
.395



.231
	
3.403



1.985
	
.001



.049


Source: Field survey 2025
a. Dependent Variable: The new technology we acquire has greatly increased the level of our productivity
The coefficient table above shows the simple model that expresses how Product Quality increases the profitability of family businesses. The model is shown mathematically as follows;
Y = a + bx where y is profitability of family businesses and x is product quality, ‘a’ is a constant factor and ‘b’ is the value of coefficient. From this table therefore, Profitability = 3.409 +
0.294PQ(Product Quality). This means that for every 100% increase in profitability, product quality contributed 29.4%.

Interpretation of Results
Findings from this research showed that the new technology enhanced productivity of family businesses.

4.2.3 Test of Hypothesis Three
Ho3: New Product Development does not increase the sales turnover of family businesses. Ha3: New Product Development increases the sales turnover of family businesses.

Table 4.40 Model Summary

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

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


Source: Field survey 2025
a. Predictors: (Constant), The quality of our product has been improved by new product development in our firm
The table above is the model summary. It shows how much of the variance in the sales turnover family business that is explained by new product development. In this case the R square value is .394. Which means new product development explains 39.4% variance in the sales turnover of family business.



Table 4.41 ANOVA(b)

	
Model
	
	Sum of
Squares
	
Df
	
Mean Square
	
F
	
Sig.

	1
	Regression
Residual
Total
	32.137
	1
	32.137
	118.344
	.000(a)

	
	
	49.423
	182
	.272
	
	

	
	
	81.560
	183
	
	
	


Source: Field survey 2025
a. Predictors: (Constant), the quality of our product has been improved by new product development in our firm
b. Dependent Variable: New product development program has led to high sales turnover in our firm
This table shows the assessment of the statistical significance of the result. The ANOVA table tests the null hypothesis to determine it is statistically significant. The ANOVA table shows the Fcal 118.344 at 0.0001 significance level. Hence the null hypothesis is rejected. New Product development increases the sales turnover of family businesses.
Table 4.42 Coefficients(a)

	

Model
	
	Unstandardized
Coefficients
	Standardized
Coefficients
	
t
	
Sig.

	
	
	B
	Std. Error
	Beta
	B
	Std. Error

	1
	(Constant)
The quality of our product
has been improved by
new product development
in our firm
	2.211
	.218
	
	10.127
	.000

	
	
	
.529
	
.049
	
.628
	
10.879
	
.000



Source: Field Survey 2025

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

Interpretation of Results
Findings from this research showed that new product development increases the sales turnover of family businesses,


CHAPTER FIVE

SUMMARY , CONCLUSION AND RECCOMMENDATIONS
5.1 SUMMARY OF FINDINGS
The research generated a lot of findings as regards to the impactt of creativity and innovation on the entrepreneurial performance of family businesses.

· First it was found that the adoption of innovation and creativity in family businesses resulted in the creation of a distinctive product which allowed the businesses to gain competitive advantage in their respective industries.
· It was also found that innovation and creativity has a significant positive impact on performance of family business and the contributions of innovation and creativity to the performance of family businesses was high.
· Furthermore, by the information gathered from the respondents revealed that innovation in the businesses lead to the production of a better quality product which further enhanced the profitability of the businesses.
· Also discovered from the information from the respondents was that new technology employed in these family businesses reduced cost of production and hence significantly and positively enhanced the productivity of these firms.
· Finally, creativity and innovation through new product development was also found to positively  enhance  the  sales  turnover  for  the  businesses  that  engaged  in  it.  The contribution of new product development to the family businesses that engaged it was high


5.2 CONCLUSION
This research work examined the effects of creativity and innovation on the entrepreneurial performance of family business. The study has proven that creativity and innovation has a significant effect on the profitability, productivity and sales turnover of family businesses. The different variables under each construct have shown valuable relationship which is a pointer for enhanced performance of family businesses. Product quality was found to increase profitability, new  technology  has  been  found  to  positively  enhance  productivity,  and  new  product development brings about a high sales turnover. Therefore in relation to these findings it is necessary to conclude that family businesses engage in creative and innovative activities which help to enhance their performance and sustainability over time.

5.3 RECOMMENDATIONS
Based on the findings of this research work, the following recommendations are given here below

i. 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.
ii. 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.
iii. The importance of new technology cannot be overemphasized. All forms of business organizations should employ the use of new technology as this enhances productivity and reduces the cost of production.
iv. Finally 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. 




REFERENCES

Adogamhe, P. (2007). The Nigerian National Economic Empowerment and Development Strategy  (NEEDS): A Critical Assessment. Chicago: University of Wisconsin-Whitewatr.
Agboli, M., & Ukaegbu C. C. (2006). Business environment and entrepreneurial activity in Nigeria: implications for industrial development. Journal of Modern African Studies, 44(1), 1-30.

Akinbogun, T. L. (2008). The impact of Nigerian business environment on the survival of small- scale: ceramic industries: Case Study, South-Western Nigeria. Journal of Asian and African Studies 43(6), 663-679.

Akpobasah, M. (2004). Development strategy for Nigeria. London: The Overseas Developmen Institute.

Amabile, T. M. 1996. Creativity and Innovation in Organizations. Harvard Business School Publishing, Boston. USA.
Bird, B., Welsch, H., Astrachan, J. H., and Pistrui, D. (2002). Family Business Research: The  Evolution of an Academic Field. Family Business Review. Vol.15, No. 4, pp. 337-350.

Collis, J. & Hussey, R. 2003. Business research: A practical guide for undergraduate and
postgraduate students. 2nd Edition. London: Palgrave Macmillan. Central Bank of Nigeria. (2010).An assessment of current development in the Nigerian economy and the central bank of Nigeria (CBN) policy action. Abuja: Central Bank of Nigeria

Ekpo, A. H and Umoh, O. J. (2012). An Overview of the Nigerian Economic Growth and
Development. www.nigeriaonline.com.

Esuh, O. L., Mohd, S. M., and  Adebayo, O. I. (2011). A Conceptual Framework of Family Business  Succession: Bane  of  Family  Business  Continuity.  International  Journal  of Business and Social Science. Vol. 2, No. 18

Felix, J. Heunks. 1998. Innovation, Creativity and Success. Small Business Econmics. Vol. 10, pgs. 263 - 272.

Fillis, I. and Rentschler, R. (2010). The Role of Creativity in Entrepreneurship. Journal of Enterprising Culture. Vol. 18, No. 1, pp. 49-81.

Frans, J. M. H. Verhees, and Matthew, T. G. Meulenberg. 2004. Market Orientation, Innovativeness, Product Innovation, and Performance in Small Firms. Journal of Small Business Management. 42(2), pgs. 134 - 154.

Halim, M. A. S and Mat, A. C. (2010). Craftmakers: A Significant study on entrepreneurial Creativity and Competitive Advantage. Canadian Social Science. Vol. 6, No. 3, pp. 59-66.

Hanif, A. and Marnavi, I. A. 2009. Influence of Quality, Innovation and New Product/Services Design on  Small  and  Medium  Enterprises.  Proceedings of  the  World  Congress  on Engineering. Vol. 1, pgs 1 - 3

Hao S., and Yu, B. 2011. The Impact of Technology Selection on Innovation Success and
Organizational Performance. iBusiness. Vol. 3., pgs. 366 - 371.

Henrik, B. (2007). Risk conception and risk management in corporate innovation: lessons from two Swedish cases. International Journal of Innovation Management, 11(4), 497-513.
Ifekwen, N. E., Oghojafor, B. E. A., and Kuye, O. L. (2011). Growth, Sustainability and
Inhibiting Factors of Family Owned Businesses in the South East of Nigeria. International Bulletin of Business Administration. ISSN 1451-253X. Issue 11.

Jhingan, M. L. (2003). Macro-Economic theory (11th ed.). Delhi: Vrinda Publications

Kellermanns, F. W., Eddleston, K. A., Barnett, T., and Pearson, A. (2008). An Exploratory Study of Member Characteristics and Involvement: Effects on Entrepreneurial Behavior in the Family Firm. Family Business Review. Vol.21, No.1, pp. 1-14.

Kerlinger F.N. (1983). Introduction to Research Methodology. New York: Exposition Press.

Kuczmarski, T.D., Middlebrooks, A., & Swaddling, J. (2000). Innovating the corporation: Creating value for customers and shareholders. New York: McGraw-Hill Trade.

Kuo, T. and Wu, A. 2008. The Determinants of Organizational Innovation and Performance: An Examination of Taiwanese Electronics Industry. Unpublished Paper. National Chengchi University, Taiwan.

Kuratko, D. K., and Richards, M. H. (2004). Entrepreneurship: Theory, Process & Practice. 6th  Edition. United States of America: Thomson South-Western.

Larossi, G., Mousley, P., & Radwan, I. (2009). Assessment of the investment climate in Nigeria. World Bank.
Lee, K. S., Lim, G. H., and Lim, W. S. (2003). Family Business Succession: Appropriation Risk  and Choice of Successor. Academy of Management Review. Vol. 28, No 4, pg. 657-666.
Lendeers, M. A. A. M. and Waarts, E. 2001. Competitiveness of Family Businesses: Distinguishing Family Orientation and Business Orientation. Erasmus Research Institute of Management, Report Series in Management. Vol. 50
Li, J., K. Lam, and Y. Fang. 2000. Manufacturing firms’ performance and technology commitment - the case of the electronics industry in China. Integrated Manufacturing Systems 11(6): 385-392.

Litz, R. A., and R. F. Kleysen. 2001. Your old men shall dream dreams, your young men shall see visions: Toward a theory of family firm innovation with help from the Brubeck family. Family Business Review 14 (4): 335-352.

Mahesh, C., & James, P. N. (2008). Product development and innovation for developing countries: Potential and challenges. Journal of Management Development, 27(10), 1017-
1025.

Marnix, A. (2006). Inhibitors of disruptive innovation capability: a conceptual model. European Journal of Innovation Management, 9(2), 215-233.

Neubauer, F. And Lank, A. G. (1998). The Family Business: Governance for Sustainability. Routledge, New York,
 
Nwokah, N. G. (2008). Strategic market orientation and business performance: The study of food and beverages organisations in Nigeria. European Journal of Marketing, 42 (3), 279-286.
Poza, E. J. (2004) Family Business. Thomson-Southwestern: Mason, Ohio
Ramona, K. Z., Hoy, F., Poutziouris, P. Z., Steier, L. P. (2008). Emerging Paths of Family Entrepreneurship Research. Journal of Small Businness Venturing. Vol. 46, No. 3, pp.  317-330.

Salavou, H., Baltas, G., & Lioukas, S. (2004). Organizational innovation in SME’s: The importance of strategic orientation and competitive structure. European Journal of Marketing, 38 (9), 1091-1112.
Sin, L.Y.M., Tse, A.C.B., Yau, O.H.M., Chow, R., & Lee, J.S.Y. (2003). Market orientation and business performance: a comparative study of firms in Mainland China and Hong Kong. European Journal of Marketing, 37(5), 910-936.
Shokan, O. (2000). Small scale business in Nigeria. Lagos: Shone Publishers. Schumpeter, J. A. 1942. Capitalism, Socialism and Democracy, reissued 1975. New York: Harper & Row.

Stalk, G., and Foley, H. (2012). Avoiding the Traps That can Destroy Family Businesses. Harvard  Business Review
Trott, P. (2005).  Innovation management and new product development (3rd  ed.). Essex: Pearson Education Limited.
Ukaegbu, C. C. (2003). Entrepreneurial succession and post-founder durability: A study of indigenous private manufacturing firms in Igbo States of Nigeria. Journal of Contemporary African Studies, 21(1), 27-45.

Utomi, P. (2008). Why Great Igbo Family Business Fail. Being Text of Paper Delivered at the South East Economic Summit - Daily Sun Mon Dec. 22 2008.

Vogt, W.P. (1993) Dictionary of Statistics and Methodology. Newbury Park: Sage. World Economic Forum. (2003). Global Competitiveness Report. Retrieved August 14, 2010, from www.weforum.org.

World Development Report. (2005). A better investment climate for everyone. New York: Oxford University Press.
Zahra, S. A., Hayton, J. C., and Salvato, C. (2004). Entrepreneurship in Family vs. Non-Family.





APPENDIX

						Department of Business Administration and Management,
						Kwara State  Polytechnic,
						Ilorin,
						Kwara State.
						Apri, 2025.


Dear Respondent,
IMPACT OF CREATIVITY AND INNOVATION ON THE PERFORMANCE OF FAMILY BUSINESSES
I am a Student of the Department of Business Administration and Management in 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.












QUESTIONNAIRE

SECTION A: BIODATA (Please tick whichever is applicable)


	


	PRODUCT QUALITY
	SA
	A
	U
	D
	SD

	8
	The  quality  of  our  products  has  made  the
products more acceptable in the market
	
	
	
	
	

	9
	The goodwill of our firm has improved as a
result of the quality of our products
	
	
	
	
	

	10
	Our firm engage in activities that lead to the
creation of quality products
	
	
	
	
	

	11
	Our   quality   control   process   has   been   of
advantage to our organization
	
	
	
	
	

	12
	The quality of our products has enhanced the
pricing of products
	
	
	
	
	

	
	NEW TECHNOLOGY
	
	
	
	
	

	13
	Our firm engage new technology in designing of
our products
	
	
	
	
	

	14
	Our firm uses new technology in the production
of our products
	
	
	
	
	

	15
	Our firm engage the use of new technology in
the  efficient  utilization  of  raw  materials  in
	
	
	
	
	

	
	Production
	
	
	
	
	

	16
	New   technology   has   made   the   production
process easier.
	
	
	
	
	

	17
	New technology in our production process has
cut down cost of production
	
	
	
	
	

	
	NEW PRODUCT DEVELOPMENT
	
	
	
	
	

	18
	New product development has led to the creation
of a whole new product in our firm
	
	
	
	
	

	19
	New product development has led to the upgrade
or rebranding of an existing product to better
satisfy our consumers
	
	
	
	
	

	20
	The quality of our product has been improved by
new product development in our firm
	
	
	
	
	

	21
	New product development has made us to gain
continuous relevance in the industry
	
	
	
	
	

	22
	Our product lines has become more acceptable
by customers
	
	
	
	
	

	
	BUSINESS PERFORMANCE
	
	
	
	
	

	[bookmark: _GoBack]23
	The  quality  of  our  product  has  resulted  to
consumer  satisfaction  and  increase  in  their
number.
	
	
	
	
	

	24
	The quality of our product has led to increased
revenue inflow
	
	
	
	
	

	25
	The   quality   of   our   product   has   evidently
influenced the level of our profitability
	
	
	
	
	

	26
	Our continued existence can be greatly linked to
the quality of our product
	
	
	
	
	

	27
	The use of new technology has led us to design
and create a product that gives us the competitive
advantage
	
	
	
	
	

	28
	The new technology we acquired has greatly
increased our level of productivity.
	
	
	
	
	

	29
	The revenue of the firm has increased as a result
of the new technology employed
	
	
	
	
	

	30
	New technology we adopted has ensured our
continued existence
	
	
	
	
	

	31
	New product has resulted to  increase in our
consumer base
	
	
	
	
	

	32
	New product development program has led to
high sales turnover
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