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ABSTRACT
The research work titled “Impact of creativity and innovation on organization performance” is aimed at giving critically examination and understanding of creativity and innovation on organization performance. The objective of the study includes: To determine if the impact of creativity and innovation is effective to organization performance. ; To evaluate the impact of creativity and innovation on organisational performance. ; To determine the effect of service innovation, product innovation, process Innovation and market innovation on organization profitability and productivity; to evaluate the impact of creativity and innovation on organizational performance. However to achieve these objectives information and data acquisition was used for Unity Bank for Africa (UBA) in Ilorin metropolis.
The instrument for data collection is a well-structured questionnaire to curtail respondent from derailing from the instructions; secondary data for the study were obtained from the internet and related journals. This Study Examines Creativity and Innovation on Organization Performance and the variables used for the independent construct (creativity and innovation) are service innovation, product innovation, process Innovation and market innovation and while for the dependent constructs are profitability and productivity. Two hypotheses were postulated and the results derived shows that Creativity and Innovation has significant impact on Organisational Performance.
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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND   TO THE STUDY
Creativity has always been at the heart of human endeavor. Allied to innovation, which creates unexpected value, it is now recognized as central to organizational performance. Some hold that the capacity to harness intellectual and social capital and to convert that into novel and appropriate things has become the critical organizational requirement of the age. The shift to knowledge economies has been abrupt and there is a flurry of interest in creativity and innovation in the workplace. Creativity and Innovation is considered, quite simply, an imperative for organizational survival. It may even be the key to some of the biggest challenges facing the world, such as global warming and sustainable development.
Competing in the twenty-first-century economy will require constant adaptation to shifting market demands. Failing to fulfill the varied requirements of potential customers may lead to their loss to more agile competitors. The creative person, according to a humanistic perspective, has the consciousness and the abilities to address crisis in transformative ways (O’Hara, 2017).
Creativity is the mental and social process fuelled by conscious or unconscious insight of generating ideas, concepts, and associations. Creativity is the ability to make or otherwise bring into existences something new, whether a new solution to a problem, a new method or device, or a new artistic object or form. This characteristic has been valued because of its importance in promoting individual well-being, in both personal and professional achievements (Wechsler & Nakano, 2018), and in the important contributions that it can bring to humanity (Krentzman, 2013; Pfeiffer & Wechsler, 2013).
Innovation is defined as adding something new to an existing product or process. The product or process has already been created from scratch and has worked reasonably well. Innovation is the successful exploitation of new ideas: it is a profitable outcome of the creative process, which involves generating and applying in a specific context products, services, procedures, and processes that are desirable and viable. Naturally, people who create and people who innovate can have different attributes and perspectives.
As a concept, innovation has been defined as the development of the product or practice of new and useful ideas to benefit individuals, teams, organizations or a broader range of society (Bledow, Frese, Anderson, Erez, & Farr 2009).
The state of Flow describes these moments of intense concentration and high involvement in which creative people forget schedules or environments when they are pursuing a highly motivating task (McCoach & Flake, 2018).
1.2 STATEMENT OF THE PROBLEM 	
Creativity and Innovation plays significant roles in fostering organizational performance.  Both Creativity and Innovation has been argued to be the catalyst of growth and it can provide the growth regardless of the conditions of the larger economy. The organizational structure put in place in some organization are not helping their strategy to achieve organizational objectives.
The problems that my study intends to solve in an organization are itemized below.

1. Inadequate service innovation may have unfavourable consequences on 	profitability.
1. Poor product innovation may reduce the profitability.
2. Process innovation may decrease the productivity.
3. Absence of Market innovation may affect the productivity.
1.3 OBJECTIVES OF THE STUDY  
The main objective of this study is to find out how creativity and innovation helps to promote organizational performance. The objectives include;
1. To investigate the relationship between service Innovation and profitability.
2. To examine the positive relationship between product innovation and profitability.
3. To ascertain the extent to which process innovation have affect productivity.
4. To determine the relationship between market innovation and productivity.
1.4 RESEARCH QUESTIONS
This research intends to find answers to the following questions.
1. Is there relationship between service innovation and profitability? 
2. Does product innovation have positive relationship with profitability?
3. To what extent process innovation affects productivity?
4. Is there relationship between market innovation and productivity?
1.5 RESEARCH HYPOTHESES
In view of the research question that this study seeks to answer, the following hypothesis will be tested.
Ho: There is no significant relationship between service innovation and profitability.
Ho: There is no positive relationship between product innovation and profitability.
Ho: there is no positive relationship between process innovation and productivity.
Ho: There is no significant relationship between market innovation and productivity.
1.6 SIGNIFICANCE OF THE STUDY 
  The research will be valuable reference material for students, organizations and other interested persons who may want to undertake similar study. Recommendations made by the study would enable individual, organisation to have more insights on how creativity and innovation is an effective tools for any organization success. Finally, it would enable organizations to appreciate the effect of creativity and innovation and on organizational performance.


1.7 SCOPE OF THE STUDY
This research study is on effect of creativity and innovation on organizational performance using Unity Bank For Africa (Uba) In Ilorin Metropolis as case study.  
1.8 DEFINITION OF TERM	.  
Creativity: Creativity is the act of turning new and imaginary idea into reality.
Innovation: Innovation is the process of translating an idea or invention into a good or service that create value or for which customers will pay. 
Service innovation: Service innovation means changing the way you serve your customers to create greater value for them and deliver more revenue for your organization.  
Product innovation: product innovation is the creation and subsequent introduction of a good or service that is either new, or an improved version of previous goods or services.
Process innovation: Process innovation is the application or introduction of a new technology or method for doing something that helps an organization remain competitive and meet customer demands.
Market innovation: market innovation is the implementation of a new marketing method involving significant changes in product design or packaging, product placement, product promotion or pricing.
Profitability: Profitability is the ability of a business to earn a profit. Also profitability is the ability of a company to use its resources to generate revenues in excess of its expenses.
Productivity: Productivity is a measure of the efficiency of a person, machine, factory system, etc in converting inputs into useful output.	


CHAPTER TWO 
LITERATURE REVIEW
2.0 	INTRODUCTION
This chapter presents the existing literature on the topic of creativity and innovation on organizational performance. It first presents the concept on which the study is anchored before proceeding to the theories, empirical and Gaps in literature. 
2.1     CONCEPTUAL REVIEW 
2.2 Concept of Creativity and innovation
Creativity can be understood as being a multidimensional construct, involving cognitive variables, personality characteristics, family, educational aspects, and both social and cultural elements. These dimensions interact with each mother according to individual thinking and creative styles and are therefore expressed and found in many different ways (Sternberg, 2010; Wechsler, 2008). Therefore, the creative phenomenon has been studied under the most different approaches, sometimes emphasizing the person, or the process or products, the environment, or even the interaction between two or more of these variables, thus implying that creativity has multiple ways to be identified (Alencar & Fleith, 2008; Nakano & Wechsler, 2012).
          In contrast with innovation, which is considered an organizational function or capability, creativity “can only be found in the head of individuals” (Anderson, 2014). Haner (2005) added, “Individual persons initiate, contribute to and evaluate all parts of creativity and innovation processes. Their individual efforts and achievements are the basis for creativity and innovation”. Individual creativity is a component of organizational creativity, often referred to as “invention” Montour and Purser (2019), however, criticized the individualistic focus on creativity. They did not diminish the role of the individual, but put it in context: “A contextual approach to creativity will almost by necessity be interdisciplinary, historical, ecological, systemic, and aware of cultural and gender differences, while at the same time continuing to address personality issues”. 
The terms innovation and creativity have often been confused and used interchangeably (Turnipseed, 2013). The two most consistent distinctions between innovation and creativity are: 
(1) innovation is an organizational function, whereas creativity is an individual component (Amabile, 2014); 
 (2) Creativity is a necessary, but not sufficient component of innovation (Basadur & Gelade, 2006; Basset-Jones, 2005).   Amabile (2014) stated, “Individual creativity and organizational innovation are closely interlocked systems. Individual creativity is the most crucial element of organizational innovation, but it is not, by itself, Innovation is a function of individual efforts and institutional systems to facilitate creativity”.  Basadur and Hausdorf (2009) stated that, “Both improved and new methods and goods and services result from creativity”. Creativity is a necessary precondition for successful innovation”. Simple relationship between creativity and innovation: creativity generates ideas, and innovation implements them offered the relationship as a simple formula: “Organizational innovation = individual creativity + implementation”. Ervisor - rated employee job performance.
2.2.1 Differences between Creativity and Innovation
Key Differences between Creativity and Innovation
The following are the major differences between Creativity and Innovation:
· The quality of thinking new ideas and putting them into reality is creativity. The act of executing the creative ideas into practice is innovation.
· Creativity is an imaginative process as opposed to innovation is a productive process.
· Creativity can never be measured, but Innovation can be measured.
· Creativity is related to the generation of ideas which are new and unique. Conversely,
· Innovation is related to introduce something better into the market.
· Creativity does not require money. On the other hand, innovation requires money.

2.2.2 Types of innovation
· Incremental Innovation
Incremental Innovation is the most common form of innovation. It utilizes your existing technology and increases value to the customer (features, design changes, etc.) within your existing market.  Almost all companies engage in incremental innovation in one form or another.
· Disruptive Innovation
Disruptive innovation, also known as stealth innovation, involves applying new technology or processes to your company’s current market.   It is stealthy in nature since newer tech will often be inferior to existing market technology.   This newer technology is often more expensive, has fewer features, is harder to use, and is not as aesthetically pleasing.   It is only after a few iterations that the newer tech surpasses the old and disrupts all existing companies.  By then, it might be too late for the established companies to quickly compete with the newer technology.
· Architectural Innovation
Architectural innovation is simply taking the lessons, skills and overall technology and applying them within a different market.   This innovation is amazing at increasing new customers as long as the new market is receptive.   Most of the time, the risk involved in architectural innovation is low due to the reliance and reintroduction of proven technology. Though most of the time it requires tweaking to match the requirements of the new market.
· Radical innovation
Radical innovation is what we think of mostly when considering innovation.   It gives birth to new industries (or swallows existing ones) and involves creating revolutionary technology.   The airplane, for example, was not the first mode of transportation, but it is revolutionary as it allowed commercialized air travel to develop and prosper.
The four different types of innovation mentioned here – Incremental, Disruptive, Architectural and Radical – help illustrate the various ways that companies can innovate.  There are more ways to innovate than these four.   The important thing is to find the type(s) that suit your company and turn those into success. 
2.2.3 Importance of creativity and innovation
Innovation and creativity have become critical skills for achieving success in business, and the need for creative problem solving has arisen as more and more management problems require creative insights in order to find suitable solutions.
Without creativity there is no innovation.
Creativity is the ability to produce new and at times unique ideas, and innovation is the implementation of that creativity, whether that is a new idea, solution, process, or product. Creativity is the driving force behind innovation and looking at things from a different perspective.
Creativity involves breaking down and restructuring our knowledge about a subject in order to gain new insights.
Business creativity is what keeps businesses alive and thriving. It is a thinking skill that all workers possess, but few are given the means and opportunity to use.
Creativity and innovation within well-run businesses is a sure path to success. Stimulating creativity and creative problem solving will:
· lead to improvements in the process of solving problems
· propel innovation forward
· increase the productivity of the business
· give that competitive edge that every business is striving to achieve
· Creativity 
Creativity is important because it is a key ingredient of innovative process, and without it innovation is nearly impossible. Creativity is needed to go “out of the box” and find new ideas that later can be turned to innovative solution.    
· Innovation 
Innovation is important since it helps to build and implement new solution to all kind of problems which may not be solved with traditional means, and when existing solution do not help to achieve result desired.
2.3	 Concept of organization performance
For decades, the term ‘organisational performance’ has been defined from a wide range of perspectives; some scholars distinguish it as multi-dimensional, proposing that each organisation has particular criteria for organisational performance, and the criteria applicable in one organisation may not be appropriate in others. The organisational performance factors identified in specific cases are associated with individual local cases and purposes. Hence, it is essential for the fundamental components of organisational performance to be appropriately characterised. Nonetheless, scholars have developed a definition of organisational performance and criteria pertinent across organisations and meaningfully located within a general theoretical arrangement (Chan 2009; Hornaday and Wheatley 2011). 
hard et.al (2009) organizational performances encompasses three specific areas of firm outcome;
a) Financial performance (profit, return on assets, return on investment, e.t.c)
b) Product market performance (sales, market share e.t.c)
c) Share holder return ( total share holder return, economic value added e.t.c)
Specialist in many field are concerned with organization performance which including 
· Strategic planning 
· Operations 
· Finance 
· Legal and
· Organizational development
In many years, many fields have attempted to manage organization performance using the balanced scorecard methodology where performance is tracked and measured in multiple dimensions such as:
·  Financial performance (e.g. shareholder return)
· Customer service
· Social responsibility( e.g. corporate citizenship, communality outreach)
· Employee stewardship  
· Performance measurement system
2.4 Concept of Service Innovation
The Finnish research agency TEKES defines service innovation as "a new or significantly improved service concept that is taken into practice. It can be for example a new customer interaction channel, a distribution system or a technological concept or a combination of them. A service innovation always includes replicable elements that can be identified and systematically reproduced in other cases or environments. The replicable element can be the service outcome or the service process as such or a part of them. A service innovation benefits both the service producer and customers and it improves its developer’s competitive edge. A service innovation is a service product or service process that is based on some technology or systematic method. 

2.4.1 Dimension of service innovation
Dimensions of service innovation by Agarwal and Selen (2011), takes quite a different direction to much standard innovation theorizing.
1. The Service Concept: This refers to a service concept that is new to its particular market a new service in effect, or in terminology, a “new value proposition”. Many service innovations involve fairly intangible characteristics of the service, and others involve new ways of organizing solutions to problems (be these new or familiar ones). 2. The Client Interface: This refers to innovation in the interface between the service provider and its customers. Clients are often highly involved in service production, and changes in the way in which they play their roles and are related to suppliers can be major innovations for many services. 
3. The Service Delivery System:  It often relates to the linkage between the service provider and its client, since delivery does involve an interaction across this interface. However, there are also internal organizational arrangements that relate to the ways in which service workers perform their job so as to deliver the critical services. Much innovation concerns the electronic delivery of services, but we can also think of, for instance, transport and packaging innovations (e.g. pizza delivery). An emerging concept of SDP is the idea of taking a "factory" approach to Service Innovation. A "service factory" approach is a standardized and industrialized environment for more effective service innovation, development and operations for the IP era.
4. Technological Options: It resembles most familiar process innovation in manufacturing sectors. New information technology is especially important to services, since it allows for greater efficiency and effectiveness in the information-processing elements that are, as we have seen, prevalent to a great extent in services sectors. 

2.4.2 Service innovation approaches 
It became clear that there are no generally accepted definitions available yet. This is not strange, scholars employed at least three approaches to describe, analyze and explain innovation in service (Flikkema, Jansen, &, Van der Sluis, 2007; Flikkema et al., 2008; Den Hertog et al., 2008; Chamberlin et al., 2010 ) all taking another point of reference 
1. Assimilation approach, focusing on technological change, innovation in services is seen as fundamentally similar to innovation in manufacturing, that is, as the production and the use of technologically advanced artefacts (Tether, 2005 in Flikkema, 2008), and it should therefore be studied using methods and constructs of manufacturing. 
2. Approaches emphasize the relevance of non-technological aspects of innovation. In this respect, that what matters most from a global economic point of view is the impact on manufacturing productivity, of the use of innovative services rather than innovation in the production and development of those services (Chamerlin, Doutriaux, & Hector, 2010). The question is which approach is right, however is there a wrong or right? 
3. The assimilation approach seems relevant since services make intensive use of technology. The distinguishing factor however, is the fact that service firms use these techniques in a more creative way. On the other hand, the demarcation approach is making sense as well since the technique use is indeed substantially different at least to some extent. Based on these two reasoning’s it is most relevant to follow the synthesis approach.
2.4.3 Characteristics of service innovation 
Some characteristics of services e.g. intangible, heterogeneous, not reproducible, simultaneous consumption and production, no transfer of ownership, inseparable. 
Within service studies, there are quite some elements that need to be specified or need further refinement. Although the definitions on service are still under construction, it is clear that service innovation contains unique characteristics, presented in this part of the report. 
· Service innovation can be viewed as an internally oriented and externally oriented interaction process. Service innovation can be viewed as an internal interaction process, i.e., a collective process in which both employees and managers participate on informal and formal levels. Service firms treat their innovation activities as differentiated unsystematic patterns and most of the times, in contrast to the manufacturing industry; little attention is paid to formalized or systematic structures. 

2.10	Theoretical Review
2.10.1 Dynamics Theory
Agha and Alrubaiee (2012) argue that in a highly competitiveness market, core Competence has emerged as a central concept for competitive strategy. They define core competence as the knowledge set that distinguishes a firm and provides a competitive advantage over others. 
Core competences are more robust and difficult to imitate because they relate to the management of linkages within the organizations value chain and to linkages into the supply and distribution chains (Zheng & McLean, 2010). Resources and capabilities are the building blocks upon which an organization create and execute value-adding strategy so that an organization can earn reasonable returns and achieve strategic competitiveness. Resources are inputs to a firm in the production process (Dosi, 2006). These can be human, financial, technological, physical or organizational. The more unique, valuable and firm specialized the resources are, the more possibly the firm would have core competency. Resources should be used to build on the strengths and remove the firm’s weaknesses. Capabilities refer to organizational skills at integrating its team of resources so that they can be used more efficiently and effectively (Management Study Guide, 2014). In order for an organization to remain competitive, it is important it leverages on its dynamic capabilities. Therefore dynamic capabilities are important in the development of firm competitiveness. 
CHAPTER THREE
METHODOLOGY
3.0 INTRODUCTION
This research work is carried out on effect of creativity and innovation on organizational performance. First section of the chapter deals with the methodology adopted in conducting the study. The chapter is organized as follows; research design, research philosophy, research strategy, research method, research approach, population and sampling, research instrument, data collection procedure, etc of research area.
3.1 Research Design
The research design is the procedural outline or basic plan, which guides data collection and analysis phases of the research project. It specifies the type of information to be collected, the sources of data collection procedure. According to the above definition, one of the primary goals of research design is to maximize the accuracy of the information granted. The design adopted for this study is the descriptive design. This is chosen because the study involves in-depth look at behavioral patterns of people involved. The design is often believed to be relevant to studies that are in the field of social sciences which deals mainly on human behaviour and it is expected to be effective for this study.
3.4 Research Method
The instrument that will be adopted for this study is a researcher self-designed questionnaire distributed among the respondents selected for the study. The questionnaire will contain many questions with alternative answer to the questions.
The questionnaire will be divided into (2) parts A and B. section A comprises of questions relating to the biographical data of the respondent which will include their age, sex, marital status, educational qualification and working experience, while Section B comprises of questions relating work-life balance on the employee performance in the UBA and involves questions relating to their personal attitude to their job.

3.5 Population of the Study
The study target top staffs, middle staffs, and lower staffs of UBA Bank in Ilorin metropolis.
The population of a study is a number of all items or subjects that possess the characteristics of the phenomenon being studied. In relation to this study, United Bank of African, Ilorin is chosen as the case study, the banks has One hundred and twenty one (121) staffs which comprise of customer Care workers, Cashier staffs, senior staffs, Junior staff, Security and the managers. One hundred and twenty-one (121) staffs we would be administered since the population is small.
3.6 Sample Size Determination
This study will make use of probability and sampling techniques to select participant for the study or respondents. Convenience sampling techniques is used so as to make the researcher get adequate information at her disposal conveniently. Simple random sampling is used because it is not bias and has no irregularity. 
The sample size will be determined by using Yaro Yamane formula, which is analyzed below.
 Where n = sample size
N = population size (100)
e = the error of sampling (5%)
Sample Size
There are two major types of sampling techniques which are probability sampling and non-probability sampling. We are using probability sampling technique in which we use convenience sampling. The reason of choosing this technique is that every individual working at banks sector and they all know their effect on creativity and innovation so that we can find out the results on the behalf of the available population sample. The sample size of this research since is using convenience sampling so the size is 97 questionnaires.
3.7 Method of Data Analysis
To make correct analysis of the data we use SPSS software in which we make analysis in two parts:
1. Descriptive Analysis: It is the technique in which we use to generate result in descriptive statistics. It shows maximum, minimum and mean value of data.
2. Correlation: The Pearson’s correlation is used to find out the relation between at least two variables. The values for correlations are:
1. 0.00 = No correlation
2. 1.00 = perfect/positive correlation
Other factors such as group size will be determined if the correlation is significant. Generally, correlation above 0.80 is considered pretty high.
3.8 HISTORICAL BACKGRAD OF THE STUDY
The British and French Bank Limited (BFB) commenced business in Nigeria in 1948. BFB was a subsidiary of Banque nationale pour le commerce et l'industrie (BNCI) in Paris, which transformed its London branch into BFB as a separate subsidiary. Banque Nationale de Credit and two British investment firms, S.G. Warburg and Company and Robert Benson and Company, held shares in BFB.  
Following Nigeria's independence from Britain, UBA was incorporated on 23rd, February 1961 to take over the business of BFB.  
In 1970, UBA listed its shares on the Nigerian Stock Exchange and became the first Nigerian Bank to undertake an Initial Public Offering (IPO).  Today's UBA emerged from the merger of the dynamic and fast-growing Standard Trust Bank, incorporated in 1990, and UBA, one of the biggest and oldest banks in Nigeria. The merger was consummated on August 1, 2005, and was one of the largest mergers completed on the Nigerian Stock Exchange (NSE).  
Following the merger, UBA further expanded its brand through acquiring Continental Trust Bank that same year. In 2006, UBA acquired Trade Bank, which was under liquidation by the Central Bank of Nigeria at the time.  UBA had another successful combined public offering rights issue in 2007 and made further acquisitions of three liquidated banks: City Express Bank, Metropolitan Bank, and African Express Bank. UBA also acquired Afrinvest UK, rebranding it UBA Capital, UK. The quest to build a strong domestic and African brand intensified in 2008 when UBA made further acquisitions of two liquidated banks: Gulf Bank and Liberty Bank.


















CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1	INTRODUCTION
The purpose of this chapter was to analyze the data collected through the use of questionnaires, with the view of finding answer to the research questions raised in the research proposal. This chapter also serves as the core of this research, based on the fact that the data collected will provide answers to the stated hypotheses and research questions.
4.2	PRESENTATION OF DATA  
The administration of the questionnaire was a different task to undertake. There was no quick response to the questionnaire as expected. It took a long time before the questionnaire were filled and returned. According to the population size computed in the chapter three of this project, a total number of nine seven (97) copies of the questionnaire were administered to the respondents, all copies were properly filled and returned, while the information given by the respondents were quantified numerically and converted into percentages.
 4.3	DATA ANALYSIS AND INTERPRETATION
	The questionnaire was divided into two parts;
· Part A: This contain respondents Demographic data
· Part B: This form the focus of respondent’s assessment for evaluation.
	4.3.1	ANALYSIS OF DEMOGRAPHIC DATA
	TABLE 4.3.1.1                                              SEX DISTRIBUTION




	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	62
	63.9
	63.9
	63.9

	
	Female
	35
	36.1
	36.1
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
Table 4.3.1.1 shows that there are 62 male respondents which translated to 63.9% and 35 female respondents representing 36.1%. These indicate that male staffs dominate unity bank for Africa (UBA) in Ilorin metropolis.

	TABLE 4.3.1.2                                        AGE DISTRIBUTION

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18-25
	40
	41.2
	41.2
	41.2

	
	26-35
	20
	20.6
	20.6
	61.9

	
	36-45
	17
	17.5
	17.5
	79.4

	
	46 AND ABOVE
	20
	20.6
	20.6
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
Table 4.3.1.2 shows that the number of respondents who are within the age bracket of 18-25 years constituted 41.2%, those within the age bracket of 26-35 are 20.6%, ages 36-45 amounted to 17.5%, 46above amounted to 20.6%. From the above analysis, it shows that majority of the respondents are between 18-25.
	TABLE 4.3.1.3	                                    MARITAL STATUS

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Single
	35
	36.1
	36.1
	36.1

	
	Married
	56
	57.7
	57.7
	93.8

	
	Divorced
	3
	3.1
	3.1
	96.9

	
	Widow/widower
	3
	3.1
	3.1
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
Table 4.3.1.3 shows that 36.1% of the sample respondents are single, 57.7% are married, and 3.1% are divorced while 3.1% are widow.
	TABLE 4.3.1.4                                     WORKING EXPERIENCE

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0-5
	45
	46.4
	46.4
	46.4

	
	6-10
	22
	22.7
	22.7
	69.1

	
	11-15
	11
	11.3
	11.3
	80.4

	
	16-20
	6
	6.2
	6.2
	86.6

	
	21 and Above
	13
	13.4
	13.4
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
In the table 4.3.1.4 above, the number of respondents who worked under 0-5 years constituted 46.4%, those within the range of 6-10 years constituted 22.7%, 11-15 constitute 11.3%, 16-20 constitute 6.2% while 21 and above years constituted 13.4%. The highest percentage was recorded within the person that worked
	TABLE 4.3.1.5	                                       QUALITIFICATION

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSCE
	10
	10.3
	10.3
	10.3

	
	OND
	26
	26.8
	26.8
	37.1

	
	HND/BSC
	32
	33.0
	33.0
	70.1

	
	MSC
	19
	19.6
	19.6
	89.7

	
	Others
	10
	10.3
	10.3
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
Table 4.3.1.5 shows that 10.3% of the sample respondents are SSCE Holder, 26.8% are ND Holder, 33.0% are HND/BSC Holder, Holder 19.6%  are MBA/MSC Holder, while 10.3% are Other.






4.3.2 TEST OF QUESTIONNAIRE
4.3.2.1 SERVICE INNOVATION
	TABLE 4.3.2.1.1            The success of this organization is built on service innovation

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	21
	21.6
	21.6
	21.6

	
	Agree
	43
	44.3
	44.3
	66.0

	
	Undecided
	10
	10.3
	10.3
	76.3

	
	Disagree
	8
	8.2
	8.2
	84.5

	
	Strongly Disagree
	15
	15.5
	15.5
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.1.1 shows that 21.6% strongly agreed and 44.3% agreed the success of this organization is built on service innovation. 10.3% were unable to decide while 8.2% disagree and 15.5% strongly disagreed that the success of this organization is built on service innovation.

	TABLE 4.3.2.1.2 The organization as well developed established  ways of service innovation implementation

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	31
	32.0
	32.0
	32.0

	
	Agree
	43
	44.3
	44.3
	76.3

	
	Undecided
	9
	9.3
	9.3
	85.6

	
	Disagree
	7
	7.2
	7.2
	92.8

	
	Strongly Disagree
	7
	7.2
	7.2
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.1.2 shows that 32.0% strongly agreed and 44.3% agreed that the organization as well developed established ways of service innovation implementation. 9.3% were unable to decide while 7.2% disagree and 7.2% strongly disagreed that the organization as well developed established ways of service innovation implementation.

	TABLE 4.3.2.1.3               Management enhance and supports service innovation

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	21
	21.6
	21.6
	21.6

	
	Agree
	41
	42.3
	42.3
	63.9

	
	Undecided
	12
	12.4
	12.4
	76.3

	
	Disagree
	11
	11.3
	11.3
	87.6

	
	Strongly Disagree
	12
	12.4
	12.4
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.1.3 shows that 21.6% strongly agreed and 42.3% agreed that management enhance and support service innovation. 12.4% were unable to decide while 11.3% disagree and 12.4% strongly disagreed that management enhance and supports service innovation.

4.3.2.2 PRODUCT INNOVATION
	TABLE 4.3.2.2.1              The organization often increment  on product only

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	33
	34.0
	34.0
	34.0

	
	Agree
	46
	47.4
	47.4
	81.4

	
	Undecided
	7
	7.2
	7.2
	88.7

	
	Disagree
	6
	6.2
	6.2
	94.8

	
	Strongly Disagree
	5
	5.2
	5.2
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.2.1 shows that 34.0% strongly agreed and 47.4% agreed that the organization often increment on product only. 7.2% were unable to decide while 6.2% disagree and 5.2% strongly disagreed that the organization often increment on product only.

	TABLE 4.3.2.2.2  Product innovation as been the key success to the organization productivity

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	10
	10.3
	10.3
	10.3

	
	Agree
	21
	21.6
	21.6
	32.0

	
	Undecided
	20
	20.6
	20.6
	52.6

	
	Disagree
	35
	36.1
	36.1
	88.7

	
	Strongly Disagree
	11
	11.3
	11.3
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.2.2 shows that 10.3% strongly agreed and 21.6% agreed that product innovation as been the key success to the organization productivity. 20.6% were unable to decide while 36.1% disagree and 11.3% strongly disagreed that product innovation as been the key success to the organization productivity.

	TABLE 4.3.2.2.3       The organization focus on customer  feedback when innovating on product

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	31
	32.0
	32.0
	32.0

	
	Agree
	43
	44.3
	44.3
	76.3

	
	Undecided
	7
	7.2
	7.2
	83.5

	
	Disagree
	6
	6.2
	6.2
	89.7

	
	Strongly Disagree
	10
	10.3
	10.3
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.2.3 shows that 32.0% strongly agreed and 44.3% agreed that the organization focus on customer feedback when innovating on product. 7.2% were unable to decide while 6.2% disagree and 10.3% strongly disagreed that the organizations focus on customer feedback when innovating on product.

4.3.2.3 PROCESS INNOVATION
	TABLE 4.3.2.3.1   Technology enhance and improve the efficiency of the organization

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	36
	37.1
	37.1
	37.1

	
	Agree
	43
	44.3
	44.3
	81.4

	
	Undecided
	7
	7.2
	7.2
	88.7

	
	Disagree
	4
	4.1
	4.1
	92.8

	
	Strongly disagree
	7
	7.2
	7.2
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.3.1 shows that 37.1% strongly agreed and 44.3% agreed that technology enhance and improve the efficiency of the organization. 7.2% were unable to decide while 4.1% disagree and 7.2% strongly disagreed that technology enhance and improve the efficiency of the organization.

	TABLE 4.3.2.3.2 The performance of the organization is on new technology only

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	12
	12.4
	12.4
	12.4

	
	Agree
	31
	32.0
	32.0
	44.3

	
	Undecided
	30
	30.9
	30.9
	75.3

	
	Disagree
	16
	16.5
	16.5
	91.8

	
	Strongly Disagree
	8
	8.2
	8.2
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.3.2 shows that 12.4% strongly agreed and 32.0% agreed that the performance of the organization is on new technology only. 30.9% were unable to decide while 16.5% disagree and 8.2% strongly disagreed that the performance of the organization is on new technology only.

	TABLE 4.3.2.3.3   Technology has helped to enhance novelty in this organization  

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	31
	32.0
	32.0
	32.0

	
	Agree
	42
	43.3
	43.3
	75.3

	
	Undecided
	10
	10.3
	10.3
	85.6

	
	Disagree
	7
	7.2
	7.2
	92.8

	
	Strongly Disagree
	7
	7.2
	7.2
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.3.3 shows that 32.0% strongly agreed and 43.3% agreed that technology has helped to enhance novelty in this organization. 10.3% were unable to decide while 7.2% disagree and 7.2% strongly disagreed that technology has helped to enhance novelty in this organization.

4.3.2.4 MARKET INNOVATION
	TABLE 4.3.2.4.1  The organization ensure actualization of customer need  by introducing new thing

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	21
	21.6
	21.6
	21.6

	
	Agree
	30
	30.9
	30.9
	52.6

	
	Undecided
	30
	30.9
	30.9
	83.5

	
	Disagree
	9
	9.3
	9.3
	92.8

	
	Strongly Disagree
	7
	7.2
	7.2
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.4.1 shows that 21.6% strongly agreed and 30.9% agreed that the organization ensure actualization of customer need by introducing new thing. 30.9% were unable to decide while 9.3% disagree and 7.2% strongly disagreed that the organizations ensure actualization of customer need by introducing new thing.

	TABLE 4.3.2.4.2   Assessment  of market demand improve the productivity of this organization 

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	30
	30.9
	30.9
	30.9

	
	Agree
	21
	21.6
	21.6
	52.6

	
	Undecided
	28
	28.9
	28.9
	81.4

	
	Disagree
	12
	12.4
	12.4
	93.8

	
	Strongly Disagree
	6
	6.2
	6.2
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.4.2 shows that 30.9% strongly agreed and 21.6% agreed that assessment of market demand improve the productivity of this organization. 28.9% were unable to decide while 12.4% disagree and 6.2% strongly disagreed that assessment of market demand improves the productivity of this organization.

	TABLE 4.3.2.4.3  All novel ideas generated in this organization are implemented on market actualization  

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	15
	15.5
	15.5
	15.5

	
	Agree
	12
	12.4
	12.4
	27.8

	
	Undecided
	35
	36.1
	36.1
	63.9

	
	Disagree
	24
	24.7
	24.7
	88.7

	
	Strongly Disagree
	11
	11.3
	11.3
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.4.3 shows that 15.5% strongly agreed and 12.4% agreed that all novel ideas generated in this organization are implemented on market actualization. 36.1% were unable to decide while 24.7% disagree and 11.3% strongly disagreed that all novel ideas generated in this organization are implemented on market actualization.


 4.3.2.5 PROFITABILITY
	TABLE 4.3.2.5.1                        The organization focuses on profit making only

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	12
	12.4
	12.4
	12.4

	
	Agree
	21
	21.6
	21.6
	34.0

	
	Undecided
	29
	29.9
	29.9
	63.9

	
	Disagree
	23
	23.7
	23.7
	87.6

	
	Strongly Disagree
	12
	12.4
	12.4
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.5.1 shows that 12.4% strongly agreed and 21.6% agreed that the organization focuses on profit making only. 29.9% were unable to decide while 23.7% disagree and 12.4% strongly disagreed that the organization focuses on profit making only.

	TABLE 4.3.2.5.2  Profit making aid the goal of this organization

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	36
	37.1
	37.1
	37.1

	
	Agree
	43
	44.3
	44.3
	81.4

	
	Undecided
	6
	6.2
	6.2
	87.6

	
	Disagree
	6
	6.2
	6.2
	93.8

	
	Strongly Disagree
	6
	6.2
	6.2
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.5.2 shows that 37.1% strongly agreed and 44.3% agreed that profit making aid the goal of this organization. 6.2% were unable to decide while 6.2% disagree and 6.2% strongly disagreed that profit making aid the goal of this organization.

	TABLE 4.3.2.5.3                  The employee meet up with the goal of this organization 

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	21
	21.6
	21.6
	21.6

	
	Agree
	43
	44.3
	44.3
	66.0

	
	Undecided
	10
	10.3
	10.3
	76.3

	
	Disagree
	10
	10.3
	10.3
	86.6

	
	Strongly Disagree
	13
	13.4
	13.4
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.5.3 shows that 21.6% strongly agreed and 44.3% agreed that the employee meet up with the goal of this organization. 10.3% were unable to decide while 10.3% disagree and 13.4% strongly disagreed that the employees meet up with the goal of this organization.

4.3.2.6 PRODUCTIVITY
	TABLE 4.3.2.6.1       Employees are trained in this enterprise and this increase their productivity

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	36
	37.1
	37.1
	37.1

	
	Agree
	43
	44.3
	44.3
	81.4

	
	Undecided
	10
	10.3
	10.3
	91.8

	
	Disagree
	5
	5.2
	5.2
	96.9

	
	Strongly Disagree
	3
	3.1
	3.1
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.6.1 shows that 37.1% strongly agreed and 44.3% agreed that employees are trained in this enterprise and this increase their productivity. 10.3% were unable to decide while 5.2% disagree and 3.1% strongly disagreed that employees are trained in this enterprise and this increase their productivity.

	TABLE 4.3.2.6.2        Customer turn-up increases the productivity of this organization

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	25
	25.8
	25.8
	25.8

	
	Agree
	39
	40.2
	40.2
	66.0

	
	Undecided
	12
	12.4
	12.4
	78.4

	
	Disagree
	9
	9.3
	9.3
	87.6

	
	Strongly Disagree
	12
	12.4
	12.4
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.6.2 shows that 25.8% strongly agreed and 40.2% agreed that customer turn-up increases the productivity of this organization. 12.4% were unable to decide while 9.3% disagree and 12.4% strongly disagreed that customer turn-up increases the productivity of this organization.

	TABLE 4.3.2.6.3   Employees interaction in this enterprise increase their productivity

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	31
	32.0
	32.0
	32.0

	
	Agree
	40
	41.2
	41.2
	73.2

	
	Undecided
	12
	12.4
	12.4
	85.6

	
	Disagree
	7
	7.2
	7.2
	92.8

	
	Strongly Disagree
	7
	7.2
	7.2
	100.0

	
	Total
	97
	100.0
	100.0
	


Source: Researcher’s Field Work 2025
TABLE 4.3.2.6.3 shows that 32.0% strongly agreed and 41.2% agreed that employee’s interaction in this enterprise increase their productivity. 12.4% were unable to decide while 7.2% disagree and 7.2% strongly disagreed that the business implement contractual agreement to increases the business trust.



4.4 TEST OF HYPOTHESES
Re-statement of hypotheses

· There is no significant relationship between service innovation and profitability.
· There is no positive relationship between product innovation and profitability.
· There is no positive relationship between process innovation and productivity.
· There is no significant relationship between market innovation and productivity.

4.4.1	HYPOTHESIS 1: There is no significant relationship between service innovation and profitability.
	Correlations

	
	
	SERVICE INNOVATION
	PROFITABILITY

	SERVICE INNOVATION
	Pearson Correlation
	1
	.983**

	
	Sig. (2-tailed)
	
	.000

	
	N
	97
	97

	PROFITABILITY
	Pearson Correlation
	.983**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	97
	97

	**. Correlation is significant at the 0.01 level (2-tailed).
	


The table shows the Pearson correlation for service innovation and profitability to be 0.983 (98.3%) This implies that there is a weak relationship between service innovation and profitability. The above correlation table shows that at a 0.01 level of significance, r = 0.0001 (2-tailed test). 0.0001 is less than 0.01 which is the set level of significance. This implies that there is significant relationship between service innovation and profitability. Therefore we reject the null hypotheses and embrace the alternate.


	4.4.2	HYPOTHESIS 2: There is no positive relationship between product innovation and profitability
Correlations

	                             
	
	PRODUCT INNOVATION
	PROFITABILITY

	PRODUCT INNOVATION
	Pearson Correlation
	1
	.976**

	
	Sig. (2-tailed)
	
	.000

	
	N
	97
	97

	PROFITABILITY
	Pearson Correlation
	.976**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	97
	97

	**. Correlation is significant at the 0.01 level (2-tailed).
	


The table shows the Pearson correlation for product innovation and profitability to be 0.976 (97.6%) This implies that there is a weak relationship between product innovation and profitability. The above correlation table shows that at a 0.01 level of significance, r = 0.0001 (2-tailed test). 0.0001 is less than 0.01 which is the set level of significance. This implies that there is significant relationship between product innovation and profitability. Therefore we reject the null hypotheses and embrace the alternate.









4.4.3	HYPOTHESIS 3: There is no positive relationship between process innovation and productivity.
	Correlations

	
	
	PROCESS INNOVATION
	PRODUCTIVITY

	PROCESS INNOVATION
	Pearson Correlation
	1
	.987**

	
	Sig. (2-tailed)
	
	.000

	
	N
	97
	97

	PRODUCTIVITY
	Pearson Correlation
	.987**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	97
	97

	**. Correlation is significant at the 0.01 level (2-tailed).
	


The table shows the Pearson correlation for process innovation and profitability to be 0.987 (98.7%) This implies that there is a weak relationship between process innovation and profitability. The above correlation table shows that at a 0.01 level of significance, r = 0.0001 (2-tailed test). 0.0001 is less than 0.01 which is the set level of significance. This implies that there is significant relationship between process innovation and profitability. Therefore we reject the null hypotheses and embrace the alternate.

4.4.4	HYPOTHESIS 4: There is no significant relationship between market innovation and productivity.
	Correlations

	
	
	MARKET INNOVATION
	PRODUCTIVITY

	MARKET INNOVATION
	Pearson Correlation
	1
	.949**

	
	Sig. (2-tailed)
	
	.000

	
	N
	97
	97

	PRODUCTIVITY
	Pearson Correlation
	.949**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	97
	97

	**. Correlation is significant at the 0.01 level (2-tailed).
	


The table shows the Pearson correlation for market innovation and profitability to be 0.949 (94.9%) This implies that there is a weak relationship between market innovation and profitability. The above correlation table shows that at a 0.01 level of significance, r = 0.0001 (2-tailed test). 0.0001 is less than 0.01 which is the set level of significance. This implies that there is significant relationship between market innovation and profitability. Therefore we reject the null hypotheses and embrace the alternate.

4.5 Discussion of Results
This study examines the Impact of creativity and innovation on organization performance (A case study of unity bank for Africa (UBA) in Ilorin metropolis), and the variables used for the independent variable are service innovation, product innovation, process innovation and market innovation while for the dependent constructs, profitability and productivity was used. Four hypotheses were postulated for the research work and the results derived show that creativity and innovation has significant impact on organization performance of unity bank for Africa (UBA) in Ilorin metropolis.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	INTRODUCTION
This chapter of this research work gives an overview or summary of the whole research work from the first chapter to the last chapter. This chapter also examines the theoretical and empirical findings as discovered by the researcher, the conclusion of the research work and recommendations by the researcher.
The purpose of this study is to examine the Impact of creativity and innovation on organization performance (A case study of unity bank for Africa (UBA) in Ilorin metropolis).  Four hypotheses were put forward in the course of the research which was tested using correlation analysis.
5.2	SUMMARY
This research work started with the chapter one with the introductory part discussing the background of the study. This was followed by a clear definition of the statement of research problem that the researcher has observed. Objectives were drawn out to address the overriding objective- to examine the Impact of creativity and innovation on organization performance. The research objectives form the basis for the research questions and hypotheses. This was done through the Operationalization of the two construct (creativity and innovation and organizational performance) 
Under creativity and innovation variables are service innovation, product innovation, process innovation and market innovation while for organizational performance variables are, profitability and productivity.
The aforementioned variables were emphasized in the literature review section to provide a clearer understanding as regards the measurability and relations to their respective constructs. The works of scholars were reviewed to provide more depth to the understanding of the chosen topic. The literature review section examined conceptual frameworks of the constructs and their variables; theoretical framework and empirical framework as well as the gap in literature. 
5.4     CONCLUSION
This study has investigated the Impact of creativity and innovation on organization performance (A case study of unity bank for Africa (UBA) in Ilorin metropolis).  The results of this study revealed that there is strong relationship between creativity and innovation and organizational performance. On the basis of the findings of this study, it can be concluded that creativity and innovation has both positive and negative effect on Organizational performance. The study found that creativity and innovation and organizational performance, in which they are allowed to have sense of belonging, carry out higher responsibility with little supervision, and followers are helped to achieve their visions and needs enhance organizational Performance. It is concluded that creativity and innovation is the best for the management to be adopted in order for them to wax stronger in a global competitive environment.
5.5	RECOMMENDATIONS
[bookmark: _GoBack]This study shows that creativity and innovation is quite essential in organizations related to organizational performance. In this study it has been examined how Organization grows towards success and how it achieves its goals and targets. The role of the creativity and innovation in relation to success was discussed. This study also explains the different creativity and innovation techniques and their effect on business. These ideas can be used for the future research especially for the institution based upon studying. The study can also help in improving the performance of organization to accomplish their goal
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