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CHAPTER ONE
INTRODUCTION
1.1	Background to the Study
In today’s dramatic environment, firms struggle to improve the efficiency successfulness of their entire network/value chains for enriched organization doings/activities. For SMPs that supply components to large companies, sustaining good connections or linkages with clients is crucial to effectively and efficiently contest with other providers in the same sector/industry. The necessity for lasting mutual commercial relationships with partner firms is mounting shared goals (Kramer and Porter, 2011). Conversely, as the rivalry has become increase, and the inclination of customers being colossal business leaders, several SMP suppliers, find themselves in subservient roles and their major goal of making profits, lessen to subsistence by offering high quality goods at lesser prices (S. M. Lee and Lim, 2007). 
Most of the multinational organizations and large companies are continually pushed to provide innovative features, in their products/services by adopting and focusing on innovation. With the continuous emphasis on open-innovation, they are looking for SMPs that are reliable, malleable and agile partners for value creation (VC) (Roy and Sivakumar, 2010). An innovation inclination has fetched a dare to firms is VC. VC includes cooperation among varied stakeholders in the network comprising customers, purchaser and suppliers, to generate mutual value (S. M. Lee and Trimi, 2018; Ramaswamy and Ozcan, 2014). 
VC is considered vital as the life cycle of goods/services is becoming gradually diminutive and novelty has become the enduring policy for organizations of all numbers and sizes across industries/sector, products and borders. Large organizations often execute “disruptive innovation (DI), innovating against their own business models and products, even when everything seems to go fine” (Christensen, Raynor, and McDonald, 2015). They are continuously eyeing for new services, goods and ideas from not big, agile organizations, few of them may be entirely dissimilar to them (S. Lee and Olson, 2010). A decade ago, offering good quality product/services at a low price was no more a competitive advantage for the companies either smaller or larger. Yet, SMPs must advance competitive advantage by adopting the hand of open innovation, agility, and the tacit ability for VC (S. M. Lee, Olson, and Trimi, 2012). Therefore, in order to cope with a fluctuating environment, it’s mandatory for all of the firms to must share the related information, VC, and goal of innovation. Prior research on VC is in early stage, concentrating largely on theoretical ideas (Payne, Storbacka, and Frow, 2008) and case studies (Ramaswamy and Gouillart, 2010). 
Specifically, there is a scarcity of pragmatic scholarships on VC and its affiliation with OP. Broad level of preceding educations on the supplier-shopper correlation were conducted based form purchaser view point, particularly on supplier selection approaches (Ordoobadi and Wang, 2011), VC (Chatain, 2011), Information sharing (Liu, Li, Shi, and Liu, 2017), technical links (Fossas-Olalla, Minguela-Rata, López-Sánchez, and Fernández-Menéndez, 2015), and issues particularly related to trust (Balboni, Marchi, and Vignola, 2017). Because SMP providers are finding it progressively more perplexing to contest and endure, in this scholarship, we explore the supplier-buyer correlations from the supplier’s viewpoint. In specific, we investigate how SMP suppliers can use VC for common goals with large organizations/buyers as an approach to advance their enterprise performance. Data was collected from 240 SMPs, which provides components to multinational companies operating in Africa, whose sustainability and achievement be contingent wholly on productivity of cooperative associations with their clients. The study subsidizes to the present VC works as well as implications.
1.2	Statement of the problems
Market knowledge competence can enhance on business performance (Hughes et al. 2008). According to Kohli and J. Jaworski (1990), the importance of market knowledge role in marketing function through formulation strategy and implementation, and they suggest that organization should get information about the competitors and use it in a coordinated department to use strategy, understanding, creation, selection, implementation, and strategy modification. Hou and Chien (2010b) explains that market knowledge has become the dominant asset of global organizations and the key factor to manage competitiveness. Frank et al. (2012) investigate the effect of market orientation in a specific organizational context, namely family firms. The research shows that market orientation has a positive effect on success with new products/services and share of regular customer’s but not with sales growth. 
The aim of this study is to investigate the mediating effect of value creation on the relationship between relational capabilities to business performance. Especially, this research contribution is focused on how the contribution of value creation is able to explain the correlation on business performance to have different results as compared to the previous studies.
1.3	Research questions
i.	Does Value creation competence have effect on public tertiary institution?
ii.	Does Value creation competence have impact on company’s ability to manage strategic accounts?
iii.	Does Customers value creation competence have effect on the perception of the organization?
1.4	Objectives of the study
	The general objective of this study is to examine the impact of value creation on public tertiary institution. Specific objectives are:
i.	To determine the effect of value creation competence on public tertiary institution. 
ii.	To determine the impact of value creation competence on the company’s ability to manage strategic accounts. 
iii.	To assess the effect of Customers value creation competence on the organization



1.5	Research hypotheses
Ho1: Value creation competence will positively affect public tertiary institution. 
Ho2: Value creation competence will positively impact the company’s ability to manage strategic accounts. 
Ho3: Customers value creation competence will have a positive effect on the perception of the relationship between the organization
1.6	Significance of the study
The study will be significant for the senior managers and higher authority managers as it will help them to give insights on the fact that how can they make sure that their implemented of value creation on organization performance. 
Moreover, the study may also be productive for the government to modify their policies that upholds professionalism particularly at the time of implementing value creation. 
Apart from this, scholars and academic researchers will be benefitted from the study as they will get interesting insights that can create a foundation for the future researches. 
Besides all of this, the study will also benefit the public and private institutions of Nigeria, by creating practical cognizance about effective management of value creation in order to enhance the organizational performance.
1.7	Scope of the study
	The study focused on the impact of value creation on organizational performance using Kwara State Polytechnic as the case study. However, the study emphasizes on how the Kwara State Polytechnic can best use their available resources (such as talent management, career management and reward management) to have a successful value creation to enhance organization performance.
1.8	Definition of terms
Change: The Oxford Dictionary defines change as an act or process through which something becomes different. Organisational change is the movement of an organisation away from its present state and toward some future state to increase effectiveness (George and Jones, 2009).
Management: Management is a practice which involves directing, organizing, and developing people, technology, and financial resources to effectively achieve organizational objectives (Robbins, 2011). The importance of management can never be overemphasised as the success of an organisation is attributed to sound management. The key management functions which include planning, organizing, delegating, communicating clearly, motivating employees, adapting to change and constantly generating innovative ideas are therefore crucial (Sidikova, 2011).
Change Management: Change management is an approach to transitioning individuals, teams and organisations to a desired future state (Kotter, 2011). The English Collins dictionary defines change management as a style of management that aims to encourage organisations and individuals to deal effectively with the changes taking place in their work.
Talent Management Talent management is defined as the unified strategy which is formulated to assist the organizations in order to make the possible use of human capital in the present time and in future as well (Lewis & Heckman, 2006). This is done to ensure the maximum return from their talent by offering an attractive organizational culture that motivates happiness and commitment. 
Career Management Career management is defined as the process that plans and modifies the advancement of individuals within the company as per the organizational needs and objectives (Greenhaus et al., 2010). 
Rewards Management Rewards management is linked with the formulation and incorporation of strategies and policies aiming to give rewards to the people in an equal manner and according to the organizational value. (Armstrong & Murlis, 2007).
Value Creation: value creation is giving something valuable to receive something else that's more valuable to you.


CHAPTER TWO
LITERATURE REVIEW
2.1	Introduction
	This chapter talks about literature review where relevant works of scholars on the subject matter are reviewed. It consists of conceptual framework, theoretical framework and empirical review.
2.2	CONCEPTUAL FRAMEWORK
2.2.1	Concept of Value Creation
Porter (1985) develops a framework of value chains which is known as Porter analysis in creating value in organizations category. Moreover, Porter (1985) conducted value chains analysis by studying company activities which have direct effect to the value creation, and supporting activities so that they affect the value and eventually will affect performance. Tsai and Ghoshal (1998) explain that organization needs to create new product and unique products, needs to specific its product and reallocate resources, to combine new resources, and combine existing resources in new market.
According to O’Cass and Sok (2013), it emphasizes that value creation concept in a organization is a determinant variable of company’s innovation activity. Moreover, managers and employees have important roles in creating the value. The result of the study showed that innovation capability has positive effect in the organization ability to bargain value, and eventually will affect on the performance.
While Clarke and Fuller (2011) tested the role of multi-organization Cross Sector Social Partnership (CSSP), which focusing on strategic collaborative management on performance. Some researchers state that value creation is the main key to generate product innovation which eventually affect the enhancement of business performance (Viljakainen and Toivonen 2014; Sørensen and Jensen 2015; Lefaix-Durand et al. 2005; Gurau 2004). According to Gurau (2004) explains that value creation concept is closely related with internal activities in creating of value for the customers. The organization internal activities include design, product, market, delivery and other activities which support the creation of a product.
Another study conducted by Lefaix-Durand et al. (2005) explain the inter-firm relationship model and value creation. The value creation process model can be established through co- operative process in the internal business. Inter-firm relationship is a new trend in the present business environment, trends such as market orientation, time based competition, supply-chain management, strategic partnership on business. Banyte and Dovaliene (2014a) investigate the correlations between customer engagement into value creation and customer loyalty. Moreover, the result showed that relationship between customer engagement into value creation and customer loyalty are analyzed in an integrated manner, i.e. through direct and indirect relationship between the two constructs.
The fluctuations in market necessitates efficiency and speed, not only in daily operations, but entire industries/sectors. To triumph this goal, functioning links between organizations internal as well as external stakeholders in the value chain network should be built on collaboration, flexibility, and faith, instead of perpendicular profit-making diminuendos (Teece, 2014). Cooperative associations can happen when the endproduct users, supplier, and buyers stake the goal of the VC and their dealings exceed afar the straight obliging ones (Williamson and De Meyer, 2012). VC is not a unique idea. Governments, enterprises, humans and countries have derived numerous equally beneficial results through it for several years. In the 1950s, an unexpected power down killed a newborn infant, baby, an incident happened in a hospital affiliated with the “University of Minnesota in the U.S”. While the doctor was visualizing a manner to impede such a tragedy from trendy again, they see a “medical device repairman working near the hospital, who said, you do not have to worry about a power outage if you combine the micro battery I have developed with the cardiac pacemaker”. 
Research on VC is in beginning stage. Utmost preceding educations on the topic were largely theoretical one, dealing with the rudimentary idea and significance of VC. Payne et al., (2008) elaborate an enterprise cocreative activity as an interactive plug among clients and the firms’. They beliefs the idea that a “pre-condition for developing the co-creative firm-customer relationship is understanding consumers' desired experience”. In this study, we define VC “as a type of collaboration where diverse interested parties develop a value creation ecosystem, to create and achieve shared values for the purpose of benefiting the customer demand” and afar for the better good (S. M. Lee and Lim, 2018).
Freshly, there have been numerous empirical investigations and case studies that dedicated typically on customer-centered VC. Grissemann and Stokburger-Sauer, (2012) showed the importance of VC impacts on the gratification of customers. Koo & Rha, (2012) inspected means to encourage VC between enterprises and customers and extracted preventive drivers from the viewpoints of the organization and customer. Palma, Trimi, and Hong, (2018) rummage-sale a review to search the external and internal influences that impact clients' contribution in VC. Hong and Lee, (2015) smeared a VC method for emerging common goals in a practical assignment of a “culture-village redevelopment in Korea”. The consequences of the research validated actuating the village inhabitants to contribute in co-creation was a critical driver.

2.2.2	Relational capabilities
Relational capabilities have been discussed in many different contexts. In many studies, relational capabilities is defined an importance asset and organizational internal capabilities perspective (Zohdi et al. 2013; Ngugi et al. 2010; Hormiga et al. 2011; Fazli et al. 2013). Relational capabilities is strongly related with the focus on knowledge access acceleration, supporting innovation and creating competitive advantage (Smirnova et al. 2011). Moreover, relational capabilities involve business exchange and effort to gain information’s and business specific relation through the integration of other knowledge.
Referring to previous study, relational capabilities is defined as a organization ability to communicate, coordinate and manage business interaction (Day and Van den Bulte 2002). Furthermore, the study explains that relational aspect is an internal capability which is still interesting to study. Study conducted by Dyer and Singh (1998), and Jacob (2006) develop the concept of relational capabilities in three dimensions, i.e. the ability in configuration process, the ability to communicate with customers, and the ability to control the business process.
The study about relational capabilities also provides an interesting issue in the context of business interaction. Previous study done by Ayios (2004) has focused on relational capabilities in the understanding of organization behavior and the role of business culture in business relation model practices. It is strengthened that inter organizational relations is very important process. However, Butler and Purchase (2008) emphasizes that an effort to create trust is not merely between the organization but also on higher level of trust in interpersonal organizational. In Resource Based View (RBV), internal capability determines the roots of sustainable competitive advantage of an organization (Barney 1991). The example of internal capability include patent right protected under law, knowledge of technology, production skill which is difficult to imitate by the competitors (Lee et al. 2001). Those capabilities have been implemented in many technology support (Moen et al. 2008; Lin and Chen 2007; Ismail and Mamat 2012; Mohannak 2007). 
According to Dakhli and De Clercq (2004) explain the effect of two kinds of capital in relational capabilities, namely human capital and social capital in organizational value creation in the model of innovation. The study uses previous conceptualization of social capital which consists of trust, member of association, and behavior norms to investigate the correlation between social capital indicators and innovation. The relational capability in this study is an effort conducted by SMEs furniture’s export oriented to develop relationship with the buyers/customers in international market.


2.2.3	Small and medium producers (SMP) 
Around the globe, in developed or developing countries small and medium enterprises (SMEs), account for approximately 70% of job creation and greater than 60% contribution to GDP (Clifton, 2016). In most of the emerging economies, SMP encompasses the essential strength of the growth of the economy and its sustainability. In developed countries, such as Germany, USA, UK and Japan, SMPs are analytically crucial as they practice the source vile of the economy. In contrast to emerging countries like Malaysia, UAE to the same extent distinctive it’s because of the government policies and intervention into the enterprise operations. There has been a wide exploration of the supplier-buyer association. Utmost of the scholarships in the works dealt with the customer’s viewpoint, specifically the expansion of important assessment criteria for choosing purveyors and approaches for provider selection. Few of the most latest scholarships on the topic sightseen customary standards for example functional and cost competency (Luo, Liu, Yang, Maksimov, and Hou, 2015), risk management (Wu, Li, Chu, and Sculli, 2013), and restructuring and design of goods/services (Lin and Chen, 2015), as well as more modern influences counting sustainability and green management (Jabbour and Jabbour, 2009), pliability (Gunasekaran, Rai, and Griffin, 2011), and innovation cohort (Mooi and Frambach, 2012). 
Big global producers have a benefit/competitive edge over their smaller providers, because of the leading role in sector, availability of resources, professional management, frugalities of scale, and worldwide innovativeness of search ability (von Hippel, 2017). They are dominant when it approaches to the connections with their SMP dealers as there are numerous provider choices availability (Wang and Jap, 2017). Therefore, SMPs often fight to form and retain a good link to their big organizations through partnership (Fossas-Olalla et al., 2015). To spurt from the indefensible subservient position in the association with buyers, SMPs have numerous strategic options. 
At-first, SMPs can struggle to produce highly qualitative products that are outstanding in all perspective of tasks that the purchasers necessitate. At that time, these SMPs would become “order winners or outsourcing partners” based on their functional capability. At-second approach SMPs can take is to bring into line with their own innovative ability with that of the customers. The entrenched innovation approach would permit these SMPs to become vital companions in a “win-win innovation” correlation (Y. Kim, Choi, and Skilton, 2015). At-third, few worldwide SMPs are liberated innovation bests in their specialization areas. Such enterprises entice the consideration of big organizations for joint undertakings or licensing engagements (Monczka, Petersen, Handfield, and Ragatz, 1998). To protect viable request for their goods, SMPs must constantly follow innovation to provide innovative products to their customers, so that thoughts for upcoming business models or new technical innovations. Such novelty competence would deliver SMPs the muscle to contribute in VC mutual goals as like partners despite of subservient supply chain providers (Lee and Trimi, 2018).
2.2.4	Market Knowledge Competence
Knowledge-based view considers that knowledge is one of the most important assets to create business competitive advantage (Tayauova 2012; Hou and Chien 2010a; Hughes et al. 2008; Li 2013). Market knowledge competence is mostly used by organization to develop and expand resource capability of the organizations (Barney 1991). Knowledge is defined as a belief which is based on information and considered as the form of high information value in which prepared for decision making process and implementation process (C.K.Prahalad and Hamel 1994). Jorgensen and Nilsen (2015) explain how small and medium-sized enterprises (SMEs) develop their patterns of internationalization after taking their first steps in a foreign country. 
Moreover, SMEs need to identify and describe types of development patterns in international SMEs. The dynamics environment of an organization demands the organization to consider knowledge as wealth so that it is affected the effort to gain competitive advantage. That condition demands the manager to build organization culture that encourage the creation, dissemination, sharing and utilization of knowledge to achieve superior business performance (Boumarafi and Jabnoun 2008). Various types of research have tested the issues related to creation, development, codification, storage, distribution, sharing, and utilization of knowledge (Zaim et al. 2013). In order to achieve competitive advantage in the market, and to achieve superior business performance, the organization has to identify, search, develop, maintain, and contribute its competencies.
Market knowledge competence has been admitted as the source of competitive advantage and described as a core competence (C.K.Prahalad and Hamel 1994), unique knowledge (Day 1994), superior resources (Morgan and Hunt 1994), and strategic assets (Barney 1991). However, other study investigates the role of market knowledge can be conducted through strategy framework and implementation, and suggested that organizations have to gain information about competitors in order to use the strategy, understanding, creation, selection, implementation and strategy modification that will be implementated by the organization (Kohli and J. Jaworski 1990; Slater and Narver 1994).
Day (1994) states that competency is considered as skill and business organizational collective learning of which are used in the business activities process. According to Pitt and Clarke (1999) considers competence as coordinated organization ability, collective skills and capacity from the organizations. In a competitive external environment, an organization needs to learn continuously about new market trend and advanced ideas (Hoe 2008). Knowledge is something expensive which becomes advantage comparison among competitions (Hunt and Morgan 1995). However, according to Hou and Chien (2010b), market knowledge has become the biggest asset of an organization and the key to maintain organizational competitiveness. To enable an organization to have an ability to compete effectively, the company has to give the knowledge its own and creating their new market knowledge in choosing and maintaining the market. This research measures market knowledge competence indicators which consist of market information search, fulfillment of market demand, approach to achieve market. Those indicators are the reflection of market knowledge competence.
2.2.5	Mediating Effect 
Mohsenzadeh and Ahmadian, (2016), a study on 200 Iranian firms, conclude that, competitive advantage mediates the association between manufacturing competences and enterprise performance. In addition, Nuryakin, Aryanto, and Setiawan, (2018), a study based on Indonesian 305 firms involved the mediating role of VC and found the negative association between relationship abilities and performance, while found the positive association among information related to market and enterprise performance. They entail the significant mediating effect of VC. Furthermore, Verma, Rajagopal, and Mercado, (2013), scholarship on 119 Mexican’s financial firms showed the positive mediation effects of competitive advantages between service co-creation and firms’ performance. Though, D. W. Kim, Trimi, Hong, and Lim, (2019), also found the positive and significant mediating impacts of co-creation and small medium manufacturer supplier performance.
2.2.6	Organizational Performance 
In today’s world business faces more fluctuation in the market environment than before, hence, precise estimation of the future (Canton, 2015) is vital for a sustainability of OP. Visibility of the firms’ in the sooq is needed for any enterprise to entice consumer responsiveness to its goods and also more companion organization for its network value/value chain. V is particularly significant to SMP providers as their OP and sustainability rely greatly on emerging profit-making associations with buyer enterprises. From the purchasers' viewpoint, the V of an SMP provider means its ability to react rapidly to instable market circumstances and varying demands of the customer/buyer. 
A large level of visibility of provider grounded on their agility promises decline of information inequity among partner organization, and consequently help improve their abilities to react rapidly to changes in demand (Camuffo, Furlan, Romano, and Vinelli, 2007). The successful application of progressive information technology for constructing shared platforms to make and share info that can sustenance the competencies of affiliate organizations to co-create common goals (Porter and Kramer, 2011) which in turn lets quick reaction to vicissitudes in the real-time environment (Martínez Sánchez and Pérez Pérez, 2005). Visibility is a vital SA factor for SMP providers/suppliers which can have an optimistic influence on their OP.
2.2.7	Value Co-creation and Organizational Performance (OP) 
Lee and Olson (2010) recommended VC as a key constituent in the mega-innovation plan, which appeals novelty of innovation approaches. Nam et al., (2009) classified clients' co-creation doings into evaluation/improvement, operation/maintenance, delivery/production and design/strategy. The study claimed that the exchange amid goods/services and co-creation occur through a “value network”, and this, in turn, has an optimistic influence on the OP. Lim and Hong, (2016) study also revealed that VC has a progressive effect on enterprise performance. In addition, Lim and Hong (2017) scrutiny on the co-creation and role of leadership on the OP. Outcomes of the study, showed the positive effects of leadership and VC on firms’ performance.
2.3	THEORETICAL FRAMEWORK
2.3.1	Dynamic capability theory 
This study is anchored on the dynamic capabilities theory which was advanced by Teece, et al in 1997. The key tenets of this theory is to explain how firms achieve and sustain competitive advantage despite an ever changing environment with appropriately adapting, integrating, and reconfiguring internal and external organizational skills, resources, and functional competencies toward a changing environment (Helfat &Peteraf, 2009, Helfat et al, 2007). The proponents of dynamic capabilities believed that firms don’t achieve sustainable competitive advantage by just having unique resources which possess VRIN attributes as proposed in RBV theory but by being in a position to integrate, build and reconfigure those resources to fit in to changes in the dynamic business environment. This theory has roots based onSchumpeter’s 1934 innovation-based competition where competitive advantage is based on creative destruction of existing resources and novel recombination into new operational capabilities (Gathungu & Mwangi, 2012).
2.3.2	The Stakeholder theory 
The stakeholder theory was proposed by Freeman in 1984. This theory advocates identifying all the stakeholders in a business organization and defining the set of performance outcomes that can measure their satisfaction (Connolly et al., 1980). The initial definition of a stakeholder by Freeman 1984 was “any group or individual who can affect or is affected by the achievement of the organization’s objectives”. Hence managers should exemplify morals and values to ensure the rights and the participation in decision making of the stakeholder as well as safeguard the firm because it is the custodian of stakeholder interests. Economist Milton Friedman (2006),who believed in the free-market system with no government intervention talks of stakeholders as people who have classifiable relationships with the firm such as customers, employees, local communities, shareholders, suppliers and distributors. Measuring performance under this conceptualization will bring into play the use of the Balanced Score Card as a tool that identifies the areas and measures of satisfaction that give implication or indication of firm performance.
2.3.3	The Evolutionary theory of the firm 
The Evolutionary Theory of the firm informs on all the constructs of this study but has a higher role on both the dynamic capabilities and its mediator the interfirm networks. Proposed by Nelson and Winter in 1982 the theory that can be regarded as a subset of a wider class of theories, variously described as resource-based capabilities or competence-based theories of the firm. It describes firms as evolving through the process of natural selection where stronger firms emerge more prominently, become dominant and outwit the weaker or firms. Organisations according to Nelson and Winter are like living organisms with distinctive capabilities, made up of routines (genes) which can be developed or set to evolve for economic life. Firms with dynamic capabilities become dominant and may throw weaker firms out of business. The capabilities that are best suited to their environment survive and pass on their variations (mutations) or reconfigurations to their future generations. The firm is therefore an entity that processes, stores and produces knowledge. Knowledge is considered a capability that is produced through firm routines and can be reproduced through practice. A firm’s experiences are therefore capabilities that can protect the firm in times of environmental dynamism.
2.4	EMPIRICAL REVIEW
Brice (2019) studied Value co-creation (VC), the unified motive of different stakeholders of a firm to improve the VC process, is a crucial in mounting mutual goals. Though, the current movement of a growing size and number of enormous customers has placed the smaller industrial dealers in subservient roles and consigned their goalmouth to persistence. Hypotheses were analyzed by structured equation modeling using partial least squares 3.0. Data were collected by field survey from March May 2019. Convenient random sampling used to select the respondents. Study, examine the influences of VC on small and medium producer (SMP) performance in Cameroon. They provide components or parts to huge companies’ buyers, notified that the VC does have a positive and statistically significant direct and indirect influence on the organizational performance (OP) through their improved strategic competitive advantages (CA). Consequently, VC is not only significant for only big firms, but also to small and medium producers (SMP), as it promotes them from a commercial correlation to a cooperative link with their partners.
Nuryakin (2018) investigated empirical study of the effect of relational capabilities (RC) and identifying the effect of value creation (VC) and market knowledge competence (MKC) to business performance on SMEs. This paper tries to develop and solve the problems of research gap on relational capabilities on business performance. Data were collected from 305 exported-furniture SME respondents in Central Java Indonesia. After validating test with the Confirmatory Factor Analysis (CFA), Structural Equation Modeling (SEM) analysis was used to measure direct and indirect effect to test the hypothesis model. There is a positive insignificant effect between relational capabilities and business performance, and there is a positive significant to value creation.In addition, the effect of the market knowledge competence on business performance and value creation has a positive significant impact. There is a positive impact between value creation on business performance. This paper contributes to solve the debate between relational capabilities on business performance controversy
Lina (2020) examined the impact of value creation of the performance of small and medium busineesses. The study employedpath analysis and data of 30 samples of leading small and medium busineesses inWest Java, Indonesia.This provincehas considerable potential to serve as a center of small and mediumindusry developmentfor its abundant source of raw materials and being the largest market potential in the country.The results of hypothesis testing revealed that the network partnership, benefits of customer and business domain had great and significant correlation with business performance. The results also indicated that SMEs failed to consider the creation of benefits over their product.


CHAPTER THREE
METHODOLOGY
3.1	Introduction
	This section would discuss the procedures for which this study is undertaken. It includes the research design, population of the study, sample size, sample techniques, research instruments and method of data analysis.
3.2	Research Design
	The research design that is employed for this study is survey research design. This method is to get the perceptions of the employees to fully express their opinion on the study. The method would also allow data collection from a sample to be drawn from a given population.
3.3.	Population of the Study
A research population is also known as a well-defined collection of individuals or objects known to have similar characteristics. All individuals or objects within a certain population usually have a common, binding characteristic or trait. The population for this study comprises Academic staff of Kwara State Polytechnic, Ilorin. The Academic staff are Four Hundred and Seventy Seven (477). Kwara State Polytechnic Registry Office (2022).
3.4	Sampling Size And Sampling Techniques
	This study adopts a simple random sampling technique in selecting its sample, respondents were selected accidentally because of the tight schedule of all employees; the available respondent is approached at sight. 
The required sample size for this study shall be derived using the Yamane (1967) Formula, as stated below;
Formula n = 
where
n = desired sample size
	N = population size
	e = margin error
For the purpose of this research study, the margin of error is taken to be 5%. From the total population of N = 477, this implies the e = 0.05. The sample size for this study is 217.
Formula n = 
n =      N
	  	        1+n (e)2
Where n = sample size
	  N = the target population (477)
	  e = margin of error (5%)
 n =                     477
         		 1+477(0.05)2
	       = 477 	
       1+1.25
=	477 	
	2.25	
=	217
3.5	Method of Data Collection
	The method that shall be used for this study is primary data. The data shall be collected through the administration of questionnaires.	
3.6	Research Instrument
	The research instrument that shall be used for this study is the questionnaire. The questionnaire is structured in accordance with the stated research questions and hypothesis. The questionnaire is divided into two sections. Section A comprises of questions relating to the demographic characteristics of the respondents, while section B comprises of questions relating to Budget and budgetary control in Tertiary Institution.
3.7	Method of Data Analysis
This study shall employ descriptive method on the first part of data analysis. The descriptive analysis involves the use of frequency tables and percentage in presenting the data collected from the questionnaire administered to the respondent. The second part of the data analysis shall involve the use of correlation and regression analysis using SPSS version 23. The rational for using Regression Analysis was because it is a statistical tool that does not only explore the relationship between two or more variables but also assessing the contribution of individual predictors in a given model.
3.8	The Historical Background Of The Case study 
Kwara State Polytechnic started with 110 pioneering students, and it offers National Diploma and Higher National Diploma in courses at undergraduate levels.
The College eventually came into existence following the promulgation of Kwara State Edict no. 4 of 1972 (now overtaken by the edict no. 21 of 1984 edict No. 13 of 1987 and edict no. 7 of 1994) as a body empowered by statute "to provide for studies, training, research and development of techniques in arts and language, applied sciences, engineering, management and commerce, education and well as in other spheres of learning".
The Kwara State Polytechnic formally commenced operation in January 1973 with an administrative machinery patterned closely after the existing universities in the country. On 27 October 2019, Kwara State Polytechnic got a new Rector following the approval of the Kwara State Governor AbdulRahman AbdulRazaq. The Rector, Engr. Dr Abdul Jimoh Mohammed Succeeded Alhaji Mas'ud Elelu whose tenure ended in June, 2019. Dr Abdul Jimoh Mohammed was until his appointment Deputy Rector (Academics) at the Federal Polytechnic Offa, Kwara State. He holds two doctorate degrees, including one in Metallurgical and Material Science from Witwatersrand University South Africa in 2016.
CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION OF FINDINGS
4.1	Introduction 
This chapter deals with the data presentation, data analysis and interpretation where proper analysis and interpretation of data is done. The first section presents the general information about respondents.
4.2	Data Presentation and Analysis
SECTION A
General Information
	Table 1: Distribution of respondents by Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	108
	49.8
	49.8
	49.8

	
	Female
	109
	50.2
	50.2
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 1 above shows that 108 respondents representing 49.8% of the population are males, while 109 respondents representing 50.2% of the total population are females.
	Table 2: Distribution of respondents by Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	16-20 years
	73
	33.6
	33.6
	33.6

	
	21-30 years
	123
	56.7
	56.7
	90.3

	
	31-40 years
	21
	9.7
	9.7
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 2 above shows that 73 respondents representing 33.6% of the population are between the ages of 16-20 years, 123 respondents representing 56.7%% of the population are between the ages of 21-30 years, while 21 respondents representing 9.7% of the total population are between the ages of 31-40 years
	Table 3: Distribution of respondents by Marital Status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Married
	79
	36.4
	36.4
	36.4

	
	Single
	138
	63.6
	63.6
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 3 above shows that 79 respondents representing 36.4% of the population are married, while 138 respondents representing 63.6% of the total population are singles
	Table 4: Distribution of respondents by Educational Qualification

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	GCE/SSCE
	73
	33.6
	33.6
	33.6

	
	OND/NCE
	93
	42.9
	42.9
	76.5

	
	HND/Bsc
	51
	23.5
	23.5
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 4 above shows that 73 respondents representing 33.6% of the population are GCE/SSCE certificate holders, 93 respondents representing 42.9% of the population are OND/NCE certificate holders, while 51 respondents representing 23.5% of the total population are HND/Bsc certificate holders.
	Table 5: Distribution of respondents by Occupation

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Civil Servant
	51
	23.5
	23.5
	23.5

	
	Self Employed
	93
	42.9
	42.9
	66.4

	
	Others
	73
	33.6
	33.6
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 5 above shows that 51 respondents representing 23.5% of the population are civil servant, 93 respondents representing 42.9% of the population are self employed, while 73 respondents representing 33.6% of the total population belong to other categories.
SECTION B
	Table 6: Value creation have effect on organizational performance

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	44
	20.3
	20.3
	20.3

	
	Agree
	100
	46.1
	46.1
	66.4

	
	Strongly Disagree
	66
	30.4
	30.4
	96.8

	
	Undecided
	7
	3.2
	3.2
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 6 above shows that 44 respondents representing 20.3% of the population strongly agreed with the statement, 100 respondents representing 46.1% of the population agreed with the statement, 66 respondents representing 30.4% of the total population strongly disagreed, while 7 respondents representing 3.2% of the population are undecided.
	Table 7: Value creation competence have impact on sellers’ ability to manage strategic accounts

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	43
	19.8
	19.8
	19.8

	
	Agree
	123
	56.7
	56.7
	76.5

	
	Strongly Disagree
	44
	20.3
	20.3
	96.8

	
	Undecided
	7
	3.2
	3.2
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 7 above shows that 43 respondents representing 19.8% of the population strongly agreed with the statement, 123 respondents representing 56.7% of the population agreed with the statement, 44 respondents representing 20.3% of the total population strongly disagreed, while 7 respondents representing 3.2% of the population are undecided.





	Table 8: Customers value creation competence have effect on the perception of the selling firm

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	65
	30.0
	30.0
	30.0

	
	Agree
	79
	36.4
	36.4
	66.4

	
	Strongly Disagree
	66
	30.4
	30.4
	96.8

	
	Undecided
	7
	3.2
	3.2
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 8 above shows that 65 respondents representing 30.0% of the population strongly agreed with the statement, 79 respondents representing 36.4% of the population agreed with the statement, 66 respondents representing 30.4% of the total population strongly disagreed, while 7 respondents representing 3.2% of the population are undecided.
	Table 9: There are significant relationships between value creation and employee’s retention

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	44
	20.3
	20.3
	20.3

	
	Agree
	95
	43.8
	43.8
	64.1

	
	Strongly Disagree
	29
	13.4
	13.4
	77.4

	
	Undecided
	49
	22.6
	22.6
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 9 above shows that 44 respondents representing 20.3% of the population strongly agreed with the statement, 95 respondents representing 43.8% of the population agreed with the statement, 29 respondents representing 13.4% of the total population strongly disagreed, while 49 respondents representing 22.6% of the population are undecided.
	Table 10: Value creation is a customer perception

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	44
	20.3
	20.3
	20.3

	
	Agree
	95
	43.8
	43.8
	64.1

	
	Strongly Disagree
	43
	19.8
	19.8
	83.9

	
	Undecided
	35
	16.1
	16.1
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 10 above shows that 44 respondents representing 20.3% of the population strongly agreed with the statement, 95 respondents representing 43.8% of the population agreed with the statement, 43 respondents representing 19.8% of the total population strongly disagreed, while 35 respondents representing 16.1% of the population are undecided.







	Table 11: Value creation is a boundary spanning relational activity

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	51
	23.5
	23.5
	23.5

	
	Agree
	102
	47.0
	47.0
	70.5

	
	Strongly Disagree
	29
	13.4
	13.4
	83.9

	
	Undecided
	35
	16.1
	16.1
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 11 above shows that 51 respondents representing 23.5% of the population strongly agreed with the statement, 102 respondents representing 47.0% of the population agreed with the statement, 29 respondents representing 13.4% of the total population strongly disagreed, while 35 respondents representing 16.1% of the population are undecided.
	Table 12: Value co-created by supplier and customer

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	50
	23.0
	23.0
	23.0

	
	Agree
	87
	40.1
	40.1
	63.1

	
	Strongly Disagree
	80
	36.9
	36.9
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 12 above shows that 50 respondents representing 23.0% of the population strongly agreed with the statement, 87 respondents representing 40.1% of the population agreed with the statement, 80 respondents representing 36.9% of the total population strongly disagreed.
	Table 13: Nigeria tertiary institution gives all its employees bonuses and incentives based on employee performance

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	52
	24.0
	24.0
	24.0

	
	Agree
	129
	59.4
	59.4
	83.4

	
	Strongly Disagree
	36
	16.6
	16.6
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 13 above shows that 52 respondents representing 24.0% of the population strongly agreed with the statement, 129 respondents representing 59.4% of the population agreed with the statement, 36 respondents representing 16.6% of the total population strongly disagreed.
	Table 14: Nigeria tertiary institution have an “open door policy” which enables employees and managers to communicate smoothly.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	65
	30.0
	30.0
	30.0

	
	Agree
	109
	50.2
	50.2
	80.2

	
	Strongly Disagree
	43
	19.8
	19.8
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 14 above shows that 65 respondents representing 30.0% of the population strongly agreed with the statement, 109 respondents representing 50.2% of the population agreed with the statement, 43 respondents representing 19.8% of the total population strongly disagreed.
	Table 15: Succession planning is strictly considered for top level

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	67
	30.9
	30.9
	30.9

	
	Agree
	114
	52.5
	52.5
	83.4

	
	Strongly Disagree
	36
	16.6
	16.6
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 15 above shows that 67 respondents representing 30.9% of the population strongly agreed with the statement, 114 respondents representing 52.5% of the population agreed with the statement, 36 respondents representing 16.6% of the total population strongly disagreed.
	Table 16: Job rotation is well implemented across all departments in Nigeria tertiary institution

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	123
	56.7
	56.7
	56.7

	
	Agree
	44
	20.3
	20.3
	77.0

	
	Strongly Disagree
	35
	16.1
	16.1
	93.1

	
	Disagree
	15
	6.9
	6.9
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 16 above shows that 123 respondents representing 56.7% of the population strongly agreed with the statement, 44 respondents representing 20.3% of the population agreed with the statement, 35 respondents representing 16.1% of the total population strongly disagreed, while 15 respondents representing 6.9% disagreed with the statement.
	Table 17: The succession plan at Nigeria tertiary institution encourages promotion from within strictly based on merit

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	44
	20.3
	20.3
	20.3

	
	Agree
	116
	53.5
	53.5
	73.7

	
	Strongly Disagree
	50
	23.0
	23.0
	96.8

	
	Disagree
	7
	3.2
	3.2
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 17 above shows that 44 respondents representing 20.3% of the population strongly agreed with the statement, 116 respondents representing 53.5% of the population agreed with the statement, 50 respondents representing 23.0% of the total population strongly disagreed, while 7 respondents representing 3.2% disagreed with the statement.
	Table 18: Succession planning is strictly considered for top level

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	92
	42.4
	42.4
	42.4

	
	Agree
	66
	30.4
	30.4
	72.8

	
	Strongly Disagree
	36
	16.6
	16.6
	89.4

	
	Disagree
	23
	10.6
	10.6
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 18 above shows that 92 respondents representing 42.4.7% of the population strongly agreed with the statement, 66 respondents representing 30.4% of the population agreed with the statement, 36 respondents representing 16.6% of the total population strongly disagreed, while 23 respondents representing 10.6% disagreed with the statement.
	Table 19: Nigeria tertiary institution always rewards talented employees

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	59
	27.2
	27.2
	27.2

	
	Agree
	115
	53.0
	53.0
	80.2

	
	Strongly Disagree
	28
	12.9
	12.9
	93.1

	
	Disagree
	15
	6.9
	6.9
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 19 above shows that 59 respondents representing 27.2% of the population strongly agreed with the statement, 115 respondents representing 53.0% of the population agreed with the statement, 28 respondents representing 12.9% of the total population strongly disagreed, while 15 respondents representing 6.9% disagreed with the statement.






	Table 20: Nigeria tertiary institution ensures that employee career paths are well defined and are readily available from the Human Resource Department

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	115
	53.0
	53.0
	53.0

	
	Agree
	65
	30.0
	30.0
	82.9

	
	Strongly Disagree
	30
	13.8
	13.8
	96.8

	
	Disagree
	7
	3.2
	3.2
	100.0

	
	Total
	217
	100.0
	100.0
	


Source: Field Survey, 2025
	Table 20 above shows that 115 respondents representing 53.0% of the population strongly agreed with the statement, 65 respondents representing 30.0% of the population agreed with the statement, 30 respondents representing 13.8% of the total population strongly disagreed, while 7 respondents representing 3.2% disagreed with the statement.
4.3	TESTING OF HYPOTHESES
Hypothesis One
Ho1: Value creation competence will positively affect firm performance. 
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.587a
	.237
	-.017
	.07727
	2.859

	a. Predictors: (Constant), value creation

	b. Dependent Variable: Firm performance

	ANOVAb

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	.006
	1
	.006
	19.933
	.000a

	
	Residual
	.018
	3
	.006
	
	

	
	Total
	.023
	4
	
	
	

	a. Predictors: (Constant), value creation

	b. Dependent Variable: firm performance



	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.664
	.147
	
	11.349
	.001

	
	value creation
	.932
	.044
	.487
	.966
	.000

	a. Dependent Variable: firm performance

	Residuals Statisticsa

	
	Minimum
	Maximum
	Mean
	Std. Deviation
	N

	Predicted Value
	1.7392
	1.8284
	1.8020
	.03731
	5

	Residual
	-.09603
	.08663
	.00000
	.06692
	5

	Std. Predicted Value
	-1.682
	.708
	.000
	1.000
	5

	Std. Residual
	-1.243
	1.121
	.000
	.866
	5

	a. Dependent Variable: firm performance


The table above shows the effect of value creation competence on firm performance. The correlation value is given as 0.255 which depicts a weak correlation while the regression value which is R2 is given as 0.065. This means that there us 25.5% correlation between the two variables and a 6.5% effect of value creation competence on firm performance. The significance value which is 0.000 and lower than 0.05 indicates that the estimates that we have is statistical significant. With that, we can reject the null hypothesis and conclude that value creation competence has effect on firm performance.
Hypothesis Two
Ho2: Value creation competence will positively impact the sellers’ ability to manage strategic accounts. 
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.717a
	.531
	.453
	.07711
	2.562

	a. Predictors: (Constant), value creation

	b. Dependent Variable: seller’s ability






	ANOVAb

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	.000
	1
	.000
	22.065
	.003a

	
	Residual
	.012
	2
	.006
	
	

	
	Total
	.012
	3
	
	
	

	a. Predictors: (Constant), value creation

	b. Dependent Variable: seller’s ability



	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.924
	.913
	
	2.107
	.170

	
	value creation
	.929
	.508
	-.177
	-.254
	.003

	a. Dependent Variable: seller’s ability

	Residuals Statisticsa

	
	Minimum
	Maximum
	Mean
	Std. Deviation
	N

	Predicted Value
	1.6780
	1.7051
	1.6925
	.01131
	4

	Residual
	-.05605
	.08911
	.00000
	.06296
	4

	Std. Predicted Value
	-1.283
	1.112
	.000
	1.000
	4

	Std. Residual
	-.727
	1.156
	.000
	.816
	4

	a. Dependent Variable: seller’s ability


The table that we have gives the result of the impact of Value creation competence on the sellers’ ability to manage strategic accounts.. The correlation shows that there is a 27.4% relationship between the two variables while the impact of role overload on employee job satisfaction is 7.5% the significance value us 0.000 which is lower than 0.05. With this, we can say that we have statistical significance and that the null hypothesis will have to be rejected and therefore we conclude that Value creation competence will positively impact the sellers’ ability to manage strategic accounts..
Hypothesis Three
Ho3: Customers value creation competence will have a positive effect on the perception of the relationship between the selling firm

	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.587a
	.237
	-.017
	.07727
	2.859

	a. Predictors: (Constant), value creation

	b. Dependent Variable: perception of selling firm





	ANOVAb

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	.006
	1
	.006
	19.933
	.000a

	
	Residual
	.018
	3
	.006
	
	

	
	Total
	.023
	4
	
	
	

	a. Predictors: (Constant), value creation

	b. Dependent Variable: perception of selling firm

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.664
	.147
	
	11.349
	.001

	
	Value creation
	.932
	.044
	.487
	.966
	.000

	a. Dependent Variable: perception of selling firm

	Residuals Statisticsa

	
	Minimum
	Maximum
	Mean
	Std. Deviation
	N

	Predicted Value
	1.7392
	1.8284
	1.8020
	.03731
	5

	Residual
	-.09603
	.08663
	.00000
	.06692
	5

	Std. Predicted Value
	-1.682
	.708
	.000
	1.000
	5

	Std. Residual
	-1.243
	1.121
	.000
	.866
	5

	a. Dependent Variable: perception of selling firm


The above shows a result of the effect of Customers value creation competence on the perception of the relationship between the selling firm. The correlation value between the two variables is 0.105 while the regression value of the impact of long working hours on employee morale is given as 0.01. These values are low however that is the result we have and for these indices to go higher, then the organization should try as much as possible to improve in what they do.
4.4 Discussion of the Findings 
Results showed that supervisors regularly commended individual employee for an outstanding performance (M = 4.35), compared to the other work colleagues, most of the employees interviewed felt that they have always performed above the average (M = 4.02), the quality of work performance is always high (M = 3.99) and that most of the employees always surpassed the set work targets (M =3.96). These findings go hand in hand with the research findings by Dixon and Sagas, (2007).
The above regression equation reveals that, holding Work Life Balance(work life priorities, job stress and employees assistance program) to a constant, the level of employee performance would be 0.343, a unit increase in Work Life Balance would enhance employee performance by a coefficient of 0.421, a unit increase in job stress would decrease employee performance by a coefficient of -0.536, and that a unit increase in employee assistance programs would enhance employee performance by a coefficient of 0.423 all the variables were significant at (p<0.05).
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary of Findings
This study examined the effect of value creation on organizational performance, using Kwara State Polytechnic, Ilorin as the case study. The primary contribution to the literature is the consistent estimation of the relationship between value creation and Innovative Performance. In terms of the fitness of the study 2 model, the coefficient of multiple determinations R indicates that about 74.4% of the variations in Innovative Performance are explained by the influence of Value Creation in the model.
5.2	Conclusion
This chapter aimed to elaborate on value and value creation in firms based on a theoretical and empirical examination of these terms in corporate governance setting. Theoretical and empirical evidence indicates that value is defined in numerous ways in this context and it is unlikely if not impossible to find one definition for value that fits all. This has practical consequences for firms’ value creation by boards of directors when there are many diverging interpretations of value by firms, actors and individuals, and it puts pressure on research to find models and tools that can inform the practice. This also has an impact on how value creation takes place and who might be involved in the process of value creation and entitled to receive the value created. A shift in mindset from value in exchange to value in use and context is motivated in order to get closer to the understanding that value cannot be measured exclusively by monetary measures. However, value in use as a concept has its own challenges and the question of measuring value is inevitably and closely connected to who might be the expected beneficiary of the value. The literature review in this study reveals support for the aspects of value and value creation raised by the directors in our interview study. While monetary value creation in firms, referred to in the literature as financial and/or firm performance, is underpinned by board characteristics in a number of articles in the review (Darmadi, 2013; Deschênes et al., 2014; Deschênes et al., 2015; Garegnani et al., 2015; Liu and Michelle, 2010), our directors did not pay as much attention to the structural aspects of the board of directors. Interestingly, research has been delivering inconclusive results regarding the connection between the structural aspects of board – the usual suspects (Finkelstein and Mooney, 2003) – and firm performance (Dalton et al., 1998; Huse, 1998, 2005). On the other hand the directors’ perspectives regarding how to create financial value find support in the literature regarding organizational coherence, people and processes (Clark and Urwin, 2008) and strategy development (Crow and Lockhart, 2016), as well as leadership (Koufopoulos et al., 2008).
5.3	Recommendations
Taking into consideration the findings and conclusions of this paper, a few of the following recommendations are made: 
i. Effective value creation system should be emplaced in an organization. 
ii. In addition, the rules, regulations and procedures guiding daily the creation of value in an organization should be clearly specified to employees of an organization. 
iii. Furthermore, effective motivational scheme should be established in order to facilitate a creative workforce. 
iv. Lastly, employees should be granted fair autonomy in order to enhance a productive workplace climate. 
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QUESTIONNAIRE
SECTION A
1. Sex: Male (     )   Female (     )
1. Marital:	Married (     )  Single (     ) 
1. Age: 16-20 years (     ) 21-30 years(     ) 31-40 years (     )
1. Educational Qualification:	GCE/SSCE (     ) OND/NCE (     ) HND/Bsc (     ) 
1. Occupation:	Civil servant (     ) Self employed (     ) Others (     ) 
SECTION B
1. Value creation have effect on organizational performance: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
1. Value creation competence have impact on sellers’ ability to manage strategic accounts: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
1. Customers value creation competence have effect on the perception of the selling firm: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
1. There are significant relationships between value creation and employee’s retention: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
1. Value creation is a customer perception: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
1. Value creation is a boundary spanning relational activity: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
1. Value co-created by supplier and customer: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
1. Nigeria tertiary institution gives all its employees bonuses and incentives based on employee performance: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
1. Nigeria tertiary institution have an “open door policy” which enables employees and managers to communicate smoothly: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
1. Succession planning is strictly considered for top level management at Nigeria tertiary institution: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
1. Job rotation is well implemented across all departments in Nigeria tertiary institution: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
1. The succession plan at Nigeria tertiary institution encourages promotion from within strictly based on merit: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
1. Succession planning is strictly considered for top level management at Nigeria tertiary institution: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
1. Nigeria tertiary institution always rewards talented employees: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
1. Nigeria tertiary institution ensures that employee career paths are well defined and are readily available from the Human Resource Department: Strongly agree (    ) Agree (    ) Undecided (    ) Disagree (    ) Strongly disagree (    )
