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Introduction 

 
It is a truism that Management Sciences Educators are uniquely positioned to produce 

business leaders that influence the course of history and development through corporate 

decisions. To this end, management education remains a critical and surer means to breed 

agents of change for accelerating the attainment of the sustainable development goals (SDGs) 

with the attendant benefits of enhancing quality of life. This recognition informs the setting 

up of the United Nations’ Principles of Responsible Management Education (PRME) 

initiative; with the “… capacity to take the case for universal values and business into 

classrooms on every continent.” In 2015, the PRME Global Forum for Responsible 

Management Education participants particularly called for stakeholders in global 

development to support management (sciences) educators in their crucial role of developing 

future leaders that help in achieving the Sustainable Development Goals (SDGs). Alluding to 

this, the then UN Secretary-General Ban Ki-moon, affirmed that the role of “educators, 

researchers, and thought leaders, is essential” in accomplishing the SDGs.  

 

Despite these recognitions, integrating sustainability with management education in Nigeria 

as in most developing countries seem not to have been well aligned with the PRME with 

obvious implications. 

 

The Academy of Management Nigeria, as a flagship of management education in the region 

of sub-Sahara Africa is poised to correct this anomaly by using this conference to interrogate 

the nexus between sustainability and management education not just in Nigeria but in other 

developing countries with a view to developing actionable blueprint for potential integration 

of sustainability orientation into management sciences educational programmes. Arguably, 

this will help in producing a crop of globally relevant graduates of responsible management 

sciences that would fast track the attainment of the SDGs. 

 

Accordingly, this conference invited experts in responsible management education, scholars, 

regulatory agencies, business leaders, researchers and policymakers to deliberate and network 

in order to produce an evidence-based solution and guide for integrating sustainability 

orthodoxy into management sciences science education. This book of proceedings is the 

compilation of all the papers presented at the conference.  

 

 

Professor B. C. Onuoha  
Editor-in-Chief 

The Academy of Management Nigeria  

November 2020. 
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ABSTRACT  

The study examined the effect of Corporate Sustainability Reporting on Financial 

Performance of brewery firms quoted on the Nigeria Stock Exchange (NSE). The objective 

was to determine the effect of Corporate Sustainability Reporting measured by the variables 

in the Global Reporting Initiative (GRI) Standards on Return on Equity, Tobin’s Q and Asset 

Growth of brewery firms quoted on the NSE. Ex-post facto research design was adopted. The 

population of the study comprised the entire five brewery firms quoted on the NSE as at 

December 2018. The study sampled the entire five firms. Secondary data obtained from the 

selected firms’ annual reports were used. Descriptive statistics and regression analysis were 

employed in data analysis. Findings revealed that Corporate Sustainability Reporting has 

significant effect on Return on Equity and Tobin’s Q of brewery firms quoted on the Nigerian 

Stock Exchange but has no significant effect on asset growth of the brewery firms.  The 

researchers recommended that the Financial Reporting Council of Nigeria should consider 

making sustainability reporting compulsory for all Nigerian quoted firms as this will help in 

assessing the corporate governance quality as well as strategic management of firms to 

sustainable future thereby achieving the benefits relating to sustainability reporting.  

 

Keywords: Corporate Sustainability Reporting, Corporate Financial Performance, Global 

Reporting Initiative (GRI), Quoted Brewery Firms. 

 

 

INTRODUCTION  

Sustainability reporting is a means through which a company provides information on its 

efficiency in non-financial issues relating to social, environmental and economic 

effectiveness. Companies use sustainability to measure the quality of their organizations‘ 

corporate governance and strategic management towards sustaining the future. In Nigeria, the 

practice of sustainability reporting is not compulsory because the Financial Reporting 

Council (FRC) of Nigeria is yet to issue/enforce a guideline on how firms should measure 

mailto:ae.agbata@unizik.edu.ng
mailto:agumaria223@gmail.com
mailto:facoauto2002@yahoo.com
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and disclose their sustainability performance. Consequently, most of the Nigerian firms are 

yet to actualize the benefits associated with sustainability reporting. The need for making 

sustainability reporting a priority for corporate business organizations is as a result of 

sustainability challenges faced by firms in terms of financial, governance, social and 

environmental emergency which have never been seen before. Furthermore the globalization 

of world economies and the need to satisfy the demands of the global and domestic investors, 

customers and other stakeholders have made corporate sustainability reporting very important 

for corporate businesses. Currently, companies are increasingly faced with the challenge of 

expanding and enlarging their financial reporting to comprise making profits as well as social 

efforts made towards improving the environment. 

  

Objectives of the Study 

The main objective of the study is to determine the effect of corporate sustainability reporting 

on financial performance of brewery firms quoted on the Nigerian Stock Exchange. The 

study specifically addressed the following objectives: 

I. Determine the effect of Corporate Sustainability Reporting on Return on Equity of 

brewery firms quoted on the Nigerian Stock Exchange 

II. Ascertain the effect of Corporate Sustainability Reporting on Tobin‘s Q of brewery 

firms quoted on the Nigerian Stock Exchange 

III. Find  out the effect of Corporate Sustainability Reporting on Asset Growth of 

brewery firms quoted on the Nigerian Stock Exchange 

 

Research Hypotheses 

 The following null hypotheses were formulated to guide the study: 

1. Corporate Sustainability Reporting has no significant effect on Return on Equity of 

brewery firms quoted on the Nigerian Stock Exchange 

2. Corporate Sustainability Reporting has no significant effect on Tobin‘s Q of brewery 

firms quoted on the Nigerian Stock Exchange 

3. Corporate Sustainability Reporting has no significant effect on Asset Growth of 

brewery firms quoted on the Nigerian Stock Exchange 

 

REVIEW OF RELATED LITERATURE 

 

Conceptual Review 

Corporate Sustainability Reporting (CSR) 

Corporate sustainability as defined by the World Business Council for Sustainability 

Development (2002) is the commitment of business to contribute to sustainable economic 

development, and to work with employees, their families, the local community and society at 

large to improve their quality of life. Sustainability Reporting is therefore defined according 

to Global Reporting Initiative - GRI (2011) as the practice of measuring, disclosing and being 

accountable to internal and external stakeholders for organizational performance towards the 

goal of sustainability. Aggarwal (2013) stated that sustainability reports are published by 

firms to provide a description of their triple bottom line performance and to show the 

commitment of firms towards its diverse stakeholders. Sustainability reporting is the practice 

of being accountable to the company‘s stakeholders (both internal and external) by measuring 

and disclosing the performance of the organization in relation to the sustainable development 

goal (Muhammadu, 2014). Sustainability reporting also known as Triple Bottom Line 

accounting is made up of three P‘s viz: Profit, People and Planet. It measures and reports on 

the financial, social and environmental performance of the business entity over a period of 

time (Nnamani, Onyekwelu and Ugwu, 2017). Several initiatives are established to encourage 
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sustainability development globally. One of the initiatives is the United Nations Global 

Compact (UNGC) on Global Reporting Initiative (GRI) which was established in 2000 to 

provide guideline for sustainability reporting. Nigeria adopted this United Nations Global 

Compact (UNGC) which encourages companies to voluntarily hold ten principles covering 

areas of labour, human-rights, environment and anti corruption in its strategy, culture and 

operations. Firms participate in the ten principles by reporting through what is known as 

―communication progress‖ on annual basis. 

 

Theoretical Framework 

This study was based on Stakeholder‘s theory propounded by Richard Edward Freeman in 

1984. The theory posits that stakeholders expect companies to be socially and 

environmentally responsible because there is a market premium in improved social and 

environmental performance. The theory insists that the success of companies depend on the 

companies moving beyond maximizing the shareholders wealth to taking action which satisfy 

the interests of other stakeholder such as customers, government, employees, trade unions, 

suppliers, host communities, the media, regulatory authorities and so on. Firms function in 

social environment which is made of various stakeholders and if they fail to operate in line 

with the expectations of the stakeholders or in a way that is considered legitimate by them 

this might pose a threat to the survival of the companies.   

 

Corporate Sustainability Reporting and Corporate Financial Performance 

The study by Kapoor and Sandhu (2010) found a significant impact of sustainability on 

Return on Sales (ROS), Return on Assets (ROA) and Return on Equity (ROE) but 

insignificant impact on growth. Bartlett (2012) stated that a positive relationship may exist 

between corporate sustainability reporting and firm value because firms that reports on 

sustainability initiatives at a high quality may attract more investors and increased market 

value. Equally, Ameer and Othman (2012) found out that firms that emphasizes on 

sustainability practices have higher financial performance measured by Profit before Tax 

(PBT), Return on Assets (ROA) and cash flow from operating activities when compared with 

firm without sustainability practices. Ghosh (2012) found out that companies which are large 

in size, have less leverage, are business group affiliated, have higher R&D and advertisement 

expenses, and are operating in environmentally sensitive industries are likely to be superior in 

sustainability. Such superior sustainability performance leads to superior financial 

performance, captured through multiple measures of ROA, ROE and Tobin‘s Q. Siew, 

Balatbat and Carmichael (2013) found no strong correlation between financial performance 

and Environmental, Social and Governance (ESG) scores. While construction companies 

issuing non-financial reports largely outperform those which do not in a number of selected 

financial ratios, the correlation between financial performance and extent of non-financial 

practices as measured by ESG scores of construction companies is not strong. Pan, Sha, 

Zhang and Ke (2014) discovered that sustainability had significant effects on ROA, ROE & 

EPS and had no significant impact on the growth rate of net assets. Similarly, Ching, Gerab 

and Toste (2017) found no association between accounting and market based variables and 

the reporting quality, and although the quality of disclosure is improving throughout the years 

studied, the scores are still very low. 

 

Global Reporting Initiative (GRI) and Sustainability Reporting 

The Global Reporting Initiative (GRI) standards are the first global standards for 

sustainability reporting. They feature a modular, interrelated structure and represent the 

global best practice for reporting on a range of Economic, Environmental and Social impacts. 

Sustainability reporting is an organization‘s practice of reporting publicly on its economic, 
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environmental and social inputs. GRI standards represent global best practice in sustainability 

reporting. They are designed to be used as a set by organizations that want to report about 

their impacts and how they contribute towards sustainability development. The GRI standards 

are also a trusted reference for policy makers and regulators worldwide. They encourage and 

enable credible non-financial reporting by companies under their jurisdiction.                

   

Empirical Review 

Nnamani and Onyekwelu (2017) studied the effect of sustainability accounting and reporting 

on financial performance of firms in Nigeria Brewery sector. The study adopted ex post facto 

research design. Secondary data were used which were obtained from the Nigerian brewery 

industry. Three listed and major brewery firms in Nigeria were sampled due to their 

domination of the brewery sector over years which ensure availability of data. The study 

covered a period of 5 years from 2010-2014. Data were analyzed using Ordinary Linear 

Regression (OLR). The paper revealed that Total equity to Total Assets (TETA) ratio has no 

significant effect on Return on Assets (ROA) of firms on the brewery sector. Furthermore, 

Total Personal Cost to Turnover (TPCT) ratio has no positive relationship with ROA of firms 

in the brewery sector. Based on the findings the study recommended that firms in Nigeria 

should invest reasonable amount of their earnings on sustainability activities while specific 

accounting templates be articulated by professional accounting regulating bodies to guide 

firms‘ reporting on sustainability activities. The financial reporting council of Nigeria and 

others alike should make sustainability reporting compulsory while adequate sanctions are 

spelt out and enforced on defaulting organizations to serve as deterrent.  

 

The relationship between corporate sustainability reporting and profitability and shareholders 

fund in Nigerian Banks was carried out by Nwobu (2015). The objective of the study was to 

empirically assess the relationship between sustainability reports, profitability and 

shareholders fund. Content analysis methodology was employed. Data were extracted from 

the annual reports of banks. The population comprised 15 business organizations in the 

banking sector of NSE. Eight banks were selected to represent the same size and the study 

covered 4 years from 2010-2013. Results of the study showed that sustainability has received 

substantial attention over the past four years in the Nigerian banking sector. The study found 

a small positive correlation of 0.28 between sustainability reporting index and Profit After 

Tax (PAT). It also found a small positive correlation of 0.18 between sustainability reporting 

index and shareholders fund.  

 

Sustainability reporting among Nigeria Food and Beverage firms was studied by Muhammad 

(2014).  The study aimed at assessing sustainability reporting among food and beverage firms 

in Nigeria. A sample of 6 firms was randomly selected from the companies quoted on the 

NSE which represents 50% sample. Secondary data was used which were obtained from the 

annual reports and accounts of the sampled companies for cross sectional analysis. 

Sustainability reporting of firms was measured using content analysis and regression analysis 

was used to determine the predictors of the disclosure. Results of the analysis revealed that 

firms exhibited some level of sustainability reporting though not significant because it only 

comprised approximately 2% of the annual reports total disclosures. Disclosures are 

determined by the size of firms and it tends to vary inversely with the size of the firms.  

 

Kusuma and Koesrindartoto (2014) studied sustainability practices and financial 

performance: an empirical evidence from Indonesia. The purpose of the study was to find the 

correlation between sustainability practices and financial performance in Indonesia 

companies. Environmental, Social and Governance indicators were used to measure the level 
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of sustainability practices while financial ratios were used to measure financial performance. 

Findings showed that majority of the companies have good level in sustainability disclosure. 

Findings also showed that only small number of companies have poor level in sustainability. 

The study recommended that government should design the guideline for sustainability 

disclosure such as Financial Service Council (FSC) and ACSI-Austrian Council of Super 

Investors. 

 

Corporate sustainability and corporate financial performance: The Indian Context was carried 

out by Ghosh (2013). The study examined the company specific characteristics that drive 

companies in India to superior sustainability performance and reporting as proxied by their 

presence in a new sustainability index introduced in India in 2008, such as ESG, S&P India 

Index. The study was conceptualized in India and the sample comprised top 200 National 

Stock Exchange companies as at 31
st
 March 2012 by market capitalization. Results showed 

that the companies which are large in size, have less leverage, are business group affiliated, 

have higher R&D and advertisement expenses, and are operating in environmentally sensitive 

industries are likely to be superior in sustainability.  

 

Aggarwal (2013) studied sustainability reporting and its impact on corporate financial 

performance: A literature review. The paper examined the impact of sustainability reporting 

on corporate financial performance through review of extant literature. The study considered 

various researches conducted over the last decade for examining the relationship. It was 

found that the results were inconsistent, mixed and often contradictory ranging from positive 

to negative to statistically insignificant relationship, depending on the choice of measure of 

sustainability reporting, measure of financial performance, sample composition, time-period 

and control variables. The paper observed that most of the studies suggested positive 

relationship. The researcher recommended that companies should adopt sustainability 

reporting as early as possible to avoid regulatory actions in future. Firms should also get their 

sustainability reports to be externally assured from credible assurance providers like KPMG, 

EY etc to establish their image as a credible reporter in the perception of stakeholders. 

 

The effect of corporate sustainability reporting on firm valuation was carried out by Bartlett 

(2012). The study used data from the Roberts Environmental Center at Claremont Mckenna 

College. Sustainability Pacific Scoring Index (SPSI) scores from 2008 and 2009 were 

analyzed for 10 various industries, from the metal sector to pharmaceutical industry. The 

financial data for 62 companies being analyzed were obtained from the Wharton Research 

Data Services (WRDS) COMPUSTAT database. The data spanned across 5 years, from 2006 

to 2010. Findings showed that book value and net income are both statistically significant at 

the 1% level in every regression. 

 

Asaolu, Agboola, Ayoola and Salawu (2011) researched on sustainability reporting in the 

Nigerian Oil and Gas Sector. The purpose was to assess the current level of sustainability 

reporting in line with international best practices. Six major oil and gas multinationals 

operating in Nigeria were sampled. Data were sourced through content analysis of annual 

reports (global and local), stand alone sustainability reporting and other triple-line reporting 

publications. Findings showed that all surveyed multinational fared well under the 

organizational profiles, strategy, reports and governance criterion with the exception of 

governance. In the environmental performance indicators criterion, all surveyed companies 

reported environmental performance indicators in general terms in their global reports but 

their local affiliates did not make any reports on their environmental performance. Based on 

the findings, the paper recommended a mandatory localized sustainability reporting 
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framework in line with international best practices practiced in countries like France, 

Germany and South Africa for companies operating in the Oil and Gas Sector of the economy 

in view of the criticality of the sector to the economic well being of the Nigerian state since 

multinationals operating in the Nigerian oil and gas sector have not been adhering to 

international practices on the  issue of sustainability reporting. 

 

Gap in the Literature 

Studies on corporate sustainability reporting have gained wider coverage by researchers both 

in Nigeria and Diaspora. Some of these studies in Nigeria were focused on a good number of 

sectors and they differ clearly from this study. However, to the best of our knowledge, these 

studies did not use any of the variables in GRI standards to proxy corporate sustainability 

reporting. This is very important as accounting is quantitative and non financial data cannot 

to be used to measure or compare financial data. Furthermore, to the best of the researchers‘ 

knowledge, most of the studies used only profitability performance as a 

determinant/measurement of firm performance and failed to use other financial performance 

measures which are growth and market value. These other two determinants need not be 

excluded in assessing financial performance as the objective of a firm is to maximize 

shareholders wealth and investors are satisfied through superior financial performance 

represented by these quantitative measures of firm performance involving profitability, 

market value and growth. 

 

METHODOLOGY  

The study employed ex-post facto research design. It covered a period of 5 years from 2014-

2018. 2019 was not included because as at the time of the study, some of the companies have 

not uploaded their audited annual reports due to the lockdown associated with COVID 19 

pandemic. Population of the study comprised all the five brewery firms quoted on the 

Nigerian Stock Exchange (NSE) as at December 2018. Complete census was used, hence the 

entire population formed the sample size of the study. Descriptive statistics and multiple 

regression analysis were the techniques employed in data analysis. The study adopted 

multiple measures of financial performance involving profitability, market value and growth. 

These financial performance determinants are quantitative measurements and represent the 

best interest of the investors as they (investors) are satisfied through superior financial 

performance involving profitability performance, market value performance and growth 

performance. Three proxies respectively selected from these financial performance 

measurements are ROE, Tobin‘s Q and Asset Growth. In measuring corporate sustainability 

reporting, the study adopted six variables of Global Reporting Initiatives (GRI) standard on 

sustainability reporting representing Economic Performance, Environmental issues and 

Social issues. Under Economic Performance – GRI 201, Direct Economic Value Generated 

and Distributed (DEVGD) Disclosure 201-1 and Financial Assistance Received from 

Government (FARG) Disclosure 201- 4 were selected. Under Environmental - GRI 300, 

Environmental Protection Expenditure (EPE) found under Effluents and Waste GRI 306 but 

clearly specified under Glossary Standard and Environmental Compliance (EC) GRI 307 

measured using Disclosure 307-1 Non-Compliance with Environmental Laws and 

Regulations (NCELR) were selected. Under Social – GRI 400: Employment – GRI 401 

measured using Disclosure 401-2 Benefits provided to Full Time Employees (BFTE) and 

Social Economic Compliance (SEC) - GRI 419 measured using Disclosure 419-1 Non-

Compliance with Laws and Regulations in the Social and Economic Area were selected. 
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Model Specification 

The researchers developed one main model for examining the effect of corporate 

sustainability reporting on corporate financial performance of brewery firms quoted on the 

NSE as shown below: 

Y = α0 + β1X + β2X +…….. BnX + ε……………………………………equation (1) 

Where: 

Y = Dependent Variable 

α = Intercept 

β = Explanatory Variable 

βX = Independent Variable 

ε = Error term 

 

The above main model is further represented in the following econometric models: 

ROE = α+β1NL_DEVG+β2NL_DEVD+β3NL_FARG+β4EPE+β5NCELR+β6NL_BFTE 

+β7NCLR+ε…………equation (2) 

Tobin‘s Q = α+β1NL_DEVG+β2NL_DEVD+β3NL_FARG+β4EPE+β5NCELR+β6NL_BFTE 

+β7NCLR+ε…………equation (3) 

Asset Growth = 

α+β1NL_DEVG+β2NL_DEVD+β3NL_FARG+β4EPE+β5NCELR+β6NL_BFTE 

+β7NCLR+ε…………equation (4) 

 

Where: 

ROE= Return on Equity 

NL_DEVG = Logarithmic transformation of direct economic value generated 

NL_DEVD = Logarithmic transformation of direct economic value distributed 

NL_FARG = Logarithmic transformation of financial assistance received from government 

EPE = Environmental Protection Expenditure 

NCELR = Non-Compliance with Environmental Laws and Regulations 

NL_BFTE = Logarithmic transformation of Benefits provided to Full Time Employees 

NCLR = Non-Compliance with Laws and Regulations in the social and economic area. 

 

Measurements of Variables 

Table 1  Variables Measurements 

 VARIABLE ACRONY

M 

MEASUREMENT 

INDEPENDENT 

VARIABLE: 

  

1) Economic 

Performance GRI 201 

  

a) Direct Economic 

Value  Generated and 

Distributed (DEVGD) 

separated into: 

NL_DEVG

D 

DEVG + DEVG 

i) Direct Economic Value 

Generated. (i.e. Revenue) 

Disclosure 201- 1  

NL_DEVG Revenue is calculated as the logarithmic 

transformation of net sales plus revenues from 

financial investments and sale of assets. Net sales 

can be calculated as gross sales from products and 

services minus returns, discounts and allowances 
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ii) Direct Economic 

Value Distributed. 

Disclosure 201- 1 

NL_DEVD Direct Economic Value Distributed is calculated 

as the logarithmic transformation of operating 

costs, employee wages & benefits, payments to 

providers of capital, payments to government by 

country, and community investments. Note: 

Employee wages & benefits is calculated as total 

payroll (including employees salaries and 

amounts paid to government institutions on behalf 

of employees) plus total benefits (excluding 

training, costs of protection equipment or other 

costs items directly related to the employee's job 

function) 

 

b) Financial Assistance 

Received from 

Government 

NL_FARG Financial Assistance Received from Government 

is measured as the logarithmic transformation of 

tax relief & tax credits, subsidies, awards, royalty 

holidays, financial assistance from Export Credit 

Agencies (ECAs), financial incentives, other 

financial benefits received or receivable from any 

government for any operation, investment grants, 

research and development grants, and other 

relevant types of grants. 

2) Environmental GRI 

300 

  

a)Environmental 

Protection Expenditure 

EPE Environmental Protection Expenditure is 

calculated as expenditures on disposal, treatment, 

sanitation, and clean up. It also includes 

expenditure to prevent, reduce, control, and 

document environmental aspects, impacts and 

hazards. 

 

b)Environmental 

Compliance GRI 307: 

EC  

Non-Compliance with 

Environmental Laws and 

Regulations in the social 

and economic area.  

Disclosure 307- 1  

NCELR Non-Compliance with environmental laws and 

regulations is measured as: (a) Total monetary 

value of significant fines for non-compliance with 

environmental laws and /or regulations, and (b) 

Total number of non-monetary sanctions. NOTE: 

NCELR is represented with disclosure score 

 

3) SOCIAL GRI 400:   

a) Employment GRI 401:    

Benefits provided to Full 

Time Employees. 

Disclosure 401- 2 

NL_BFTE BFTE is measured as the logarithmic 

transformation of Life insurance, health care, 

disability & invalidity coverage, parental leave 

(parental leave is the leave granted to men & 

women employee on the grounds of the birth of a 

child), retirement provisions, stock ownership. 

b) Socio Economic 

Compliance GRI 419:  

SEC  
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Non-Compliance with 

Laws and Regulations in 

the social and economic 

area. Disclosure 419 – 2 

NCLR Non compliance with laws and regulations in the 

social and economic area is measured as (a) Total 

monetary value of significant fines in the social 

and economic area, and (b) Total number of non-

monetary sanctions. NOTE: NCLR is represented 

with disclosure score. 

DEPENDENT 

VARIABLE 

  

Return on Equity ROE Percentage of net income to total equity OR  

Profit after tax and preference dividends X 100% 

               Ordinary Shares + reserves  

Tobin‘s Q  Total Assets + Market Capitalization – Net worth 

                        Total Assets 

Asset Growth  Current year Assets – Previous year Assets 

            Previous year Assets 

Researchers‘ Compilation (2020) 

 

DATA PRESENTATION AND ANALYSIS 

 

Descriptive Statistics  

Univariate Properties of Data 

The univariate properties of the data, i.e., mean, median, minimum, maximum, standard 

deviation, skewness and kurtosis are presented below:  

Table 2: Summary Statistics of Independent Variables 

 DEVD DEVG EPE FARG BFTE NCELR NCLR 

 Mean  1.75E+10  8.53E+10  1.240000  1.02E+08  2.93E+09  0.240000  0.360000 

 Median  5.02E+09  2.33E+10  1.000000  0.000000  3.56E+08  0.000000  0.000000 

 Maximum  7.03E+10  3.14E+11  3.000000  1.01E+09  1.61E+10  1.000000  1.000000 

 Minimum  0.000000  3.00E+09  0.000000  0.000000  0.000000  0.000000  0.000000 

 Std. Dev.  2.38E+10  1.07E+11  1.090871  2.59E+08  4.98E+09  0.435890  0.489898 

 Skewness  1.312544  1.035049  0.690930  2.659825  1.575923  1.217562  0.583333 

 Kurtosis  3.170185  2.664037  2.200610  8.908537  3.850193  2.482456  1.340278 

        

 Jarque-Bera  7.208387  4.581436  2.654752  65.84322  11.10100  6.455913  4.287280 

 Probability  0.027209  0.101194  0.265172  0.000000  0.003886  0.039638  0.117227 

        

 Sum  4.37E+11  2.13E+12  31.00000  2.56E+09  7.31E+10  6.000000  9.000000 

 Sum Sq. 

Dev. 

 1.36E+22  2.73E+23  28.56000  1.61E+18  5.96E+20  4.560000  5.760000 

        

 Observations  25  25  25  25  25  25  25 

Source: E-Views Ver. 9.0 

 

Table 2 presents the descriptive statistics of the independent variables of the study with key 

sustainability variables being DEVD, DEVG and EPE. The mean direct economic value 

distributed is approximately 17.5 billion naira which means that the average amount of direct 

economic value distributed within the sampled Breweries is N17,500,000,000 Billion. The 

minimum amount is 0.00 and the maximum amount of direct economic value distributed 

within the sampled Breweries is N70,300,000,000. The mean direct economic value 

generated is approximately 85.3 billion naira which means that the average amount of direct 
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economic value generated within the sampled Breweries is N85,300,000,000 Billion. The 

minimum amount is 3 billion naira and the maximum amount of economic value generated 

within the sampled Breweries is N314,000,000,000 Billion. Also from the table, the mean 

environmental protection expenditure disclosure score is approximately 1.24 with a 

maximum of 3 and a minimum of 0(zero). This entails that Breweries on the average observe 

environmental protection practices. 

 

Multivariate Properties of Data 

Table 3: Correlation Matrix of Independent Variables 

 DEVD DEVG EPE FARG NCELR NCLR BFTE 

DEVD  1.00000

0 

 0.89472

7 

-

0.113178 

-

0.196139 

-

0.127898 

-

0.099374 

 0.93981

6 

DEVG  0.89472

7 

 1.00000

0 

-

0.051578 

-

0.165028 

-

0.324647 

-

0.274345 

 0.84968

2 

EPE -

0.113178 

-

0.051578 

 1.00000

0 

 0.39932

1 

-

0.651946 

-

0.636209 

-

0.196376 

FARG -

0.196139 

-

0.165028 

 0.39932

1 

 1.00000

0 

-

0.109380 

-

0.198127 

-

0.197539 

NCEL

R 

-

0.127898 

-

0.324647 

-

0.651946 

-

0.109380 

 1.00000

0 

 0.74926

9 

-

0.077887 

NCLR -

0.099374 

-

0.274345 

-

0.636209 

-

0.198127 

 0.74926

9 

 1.00000

0 

-

0.031406 

BFTE  0.93981

6 

 0.84968

2 

-

0.196376 

-

0.197539 

-

0.077887 

-

0.031406 

 1.00000

0 

Source: E-Views Ver. 9.0 

Table 3 presents the correlation matrix of the independent variables of the study. There is a 

positive relationship between DEVD, DEVG and BFTE. However, a negative association 

exists between EPE, FARG, NCELR and NCLR.  

 

TEST OF HYPOTHESES 

Test of Hypothesis one 

H1 Corporate Sustainability Reporting has no significant effect on Return on Equity of 

brewery firms quoted on the Nigerian Stock Exchange 

 

Table 4a-d: Multiple Regression 

Variables Entered/Removed
a
 

Model Variables Entered Variables Removed Method 

1 NL_DEVG, NL_FARG, EPE , 

NL_DEVD, NCLR, NCELR, 

NL_BFTE
b
 

. Enter 

a. Dependent Variable: ROE 

b. All requested variables entered. 

Table 4b 

Model Summary 

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

Estimate 

1 .749
a
 .561 .380 .06553881 

a. Predictors: (Constant), NL_DEVG, NL_FARG, EPE , NL_DEVD, NCLR, NCELR, 

NL_BFTE 
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Table 4c 

ANOVA
a
 

Model Sum of 

Squares 

df Mean Square F Sig. 

1 Regression .093 7 .013 3.098 .027
b
 

Residual .073 17 .004   

Total .166 24    

a. Dependent Variable: ROE 

b. Predictors: (Constant), NL_DEVG, NL_FARG, EPE , NL_DEVD, NCLR, NCELR, 

NL_BFTE 

 

Table 4d 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) -.555 .238  -2.334 .032 

NCLR .018 .046 .107 .395 .698 

NCELR .042 .053 .220 .790 .441 

EPE .035 .019 .453 1.858 .081 

NL_FARG -.010 .004 -.466 -2.540 .021 

NL_BFTE -.027 .010 -.980 -2.579 .019 

NL_DEVD .027 .008 1.228 3.476 .003 

NL_DEVG .052 .024 .495 2.188 .043 

a. Dependent Variable: ROE 

Source: SPSS Ver. 23 

 

Multiple regression was conducted to test if corporate sustainability reporting has significant 

effect on return on equity of brewery firms quoted on the Nigerian Stock Exchange. The 

results of the multiple regression indicated that the predictor explained 56.1% of the variance 

(R
2
=.561, F (3.098) = 3.10, p = 0.027; i.e. <.05). An individual study of the variables in 

hypothesis one revealed from table 4d that the coefficient of NCLR, NCELR, EPE, 

NL_DEVD and NL_DEVG is positive while NL_FARG and NL_BFTE is negative. NCLR 

and NCELR are not statistically significant at 5% and 10% significance level (p = 0.698, 

0.441 >.05). However, EPE is significant at 10% significance level (p = 0.081>.05). The 

table also revealed that NL_FARG, NL_BFTE, NL_DEVD and NL_DEVG are statistically 

significant at 5% and 10% significance level (p = 0.021, 0.019, 0.003, 0.043 <.05). 

Summarily, the ANOVA table revealed that p = 0.027; i.e. <.05. Hence, the null hypothesis is 

rejected and the alternate accepted; thus, ‗Corporate sustainability reporting has a significant 

effect on return on equity of brewery firms quoted on the Nigerian Stock Exchange.‘ 

 

Test of Hypothesis two 

H2 Corporate Sustainability Reporting has no significant effect on Tobin‘s Q of brewery 

firms quoted on the Nigerian Stock Exchange. 
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Table 5a-d: Multiple Regression 

Variables Entered/Removed
a
 

Model Variables Entered Variables Removed Method 

1 NL_DEVG, NL_FARG, 

EPE , NL_DEVD, 

NCLR, NCELR, 

NL_BFTE
b
 

. Enter 

a. Dependent Variable: Tobin's Q 

b. All requested variables entered. 

 

Table 5b 

Model Summary 

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

Estimate 

1 .762
a
 .580 .407 .19548023 

a. Predictors: (Constant), NL_DEVG, NL_FARG, EPE , NL_DEVD, NCLR, NCELR, 

NL_BFTE 

 

Table 5c 

ANOVA
a
 

Model Sum of 

Squares 

Df Mean Square F Sig. 

1 Regression .898 7 .128 3.356 .020
b
 

Residual .650 17 .038   

Total 1.547 24    

a. Dependent Variable: Tobin's Q 

b. Predictors: (Constant), NL_DEVG, NL_FARG, EPE , NL_DEVD, NCLR, NCELR, 

NL_BFTE 

 

Table 5d 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) -1.443 .709  -2.036 .058 

NCLR .005 .138 .010 .038 .970 

NCELR .231 .158 .397 1.459 .163 

EPE .207 .055 .889 3.730 .002 

NL_FARG -.024 .012 -.362 -2.019 .059 

NL_BFTE -.052 .031 -.624 -1.680 .111 

NL_DEVD .053 .023 .782 2.264 .037 

NL_DEVG .132 .071 .412 1.863 .080 

a. Dependent Variable: Tobin's Q 

Source: SPSS Ver. 23 

 

The results of the multiple regression indicated that the predictor explained 58.0% of the 

variance (R
2
=.580, F (3.356) = 3.36, p = 0.020; i.e. <.05). An individual study of the 

variables in hypothesis two revealed from table 5d that the coefficient of NCLR, NCELR, 

EPE, NL_DEVD, NL_DEVG and NL_BFTE is positive while NL_FARG and NL_BFTE is 
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negative. NCLR and NCELR are not statistically significant at 5% and 10% significance 

level (p = 0.970, 0.163 and 0.111 >.05). However, NL_FARG and NL_DEVG are significant 

at 10% significance level (p = 0.059, 0.80 >.05). The table also revealed that NL_DEVD and 

EPE are statistically significant at 5% significance level (p = 0.037, 0.002 <.05). Summarily, 

the ANOVA table revealed that p = 0.020; i.e. <.05. Hence, the null hypothesis is rejected 

and the alternate accepted; thus, ‗Corporate sustainability reporting has a significant effect on 

Tobin‘s Q of brewery firms quoted on the Nigerian Stock Exchange.‘ 

 

Test of Hypothesis three 

H3 Corporate sustainability reporting has no significant effect on asset growth of brewery 

firms quoted on the Nigerian Stock Exchange. 

 

Table 6a-d: Multiple Regression 

Variables Entered/Removed
a
 

Model Variables Entered Variables Removed Method 

1 NL_DEVG, NL_FARG, 

EPE , NL_DEVD, 

NCLR, NCELR, 

NL_BFTE
b
 

. Enter 

a. Dependent Variable: Asset growth 

b. All requested variables entered. 

 

Table 6b 

Model Summary 

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

Estimate 

1 .632
a
 .399 .152 1.89624722 

a. Predictors: (Constant), NL_DEVG, NL_FARG, EPE , NL_DEVD, NCLR, NCELR, 

NL_BFTE 

 

Table 6c 

ANOVA
a
 

Model Sum of 

Squares 

Df Mean Square F Sig. 

1 Regression 40.667 7 5.810 1.616 .198
b
 

Residual 61.128 17 3.596   

Total 101.794 24    

a. Dependent Variable: Asset growth 

b. Predictors: (Constant), NL_DEVG, NL_FARG, EPE , NL_DEVD, NCLR, NCELR, 

NL_BFTE 

 

Table 6d 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 12.556 6.877  1.826 .086 

NCLR -1.738 1.337 -.413 -1.300 .211 

NCELR .024 1.537 .005 .015 .988 
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EPE -.282 .538 -.149 -.524 .607 

NL_FARG -.052 .118 -.096 -.445 .662 

NL_BFTE .756 .300 1.119 2.520 .022 

NL_DEVD -.546 .227 -.993 -2.405 .028 

NL_DEVG -1.178 .688 -.453 -1.713 .105 

a. Dependent Variable: Asset growth 

Source: SPSS Ver. 23 

 

The results of the multiple regression indicated that the predictor explained only 39.9% of the 

variance (R
2
=.0.399, F (1.616) = 1.62, p = 0.198; i.e. >.05). An individual study of the 

variables in hypothesis three revealed from table 6d that the coefficient of NCELR and 

NL_BFTE is positive while NCLR, EPE, NL_FARG, NL_DEVD and NL_DEVG is 

negative. The table also revealed that only NL_BFTE and NL_DEVD are statistically 

significant at 5% significance level (p = 0.022, 0.028 <.05). The ANOVA table revealed 

summarily that p = 0.198; i.e. >.05. Hence, the null hypothesis is accepted; thus, ‗Corporate 

sustainability reporting has no significant effect on asset growth of brewery firms quoted on 

the Nigerian Stock Exchange.‘ 

 

SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS 

Summary of Findings  

The results of the analysis revealed the following: 

1. Corporate sustainability reporting has a significant effect on return on equity of 

brewery firms quoted on the Nigerian Stock Exchange at 5% level of significance. 

2. Corporate sustainability reporting has a significant effect on Tobin‘s Q of brewery 

firms quoted on the Nigerian Stock Exchange at 5% level of significance. 

3. Corporate sustainability reporting has no significant effect on asset growth of brewery 

firms quoted on the Nigerian Stock Exchange at 5% level of significance. 

 

Conclusion and Recommendation 

The researchers concluded that Corporate Sustainability Reporting has significant effect on 

return on equity and Tobin‘s Q of brewery firms quoted on the Nigerian Stock Exchange. 

However its effect on asset growth of the brewery firms is not significant. The study based on 

the findings recommended that Nigeria through the Financial Reporting Council (FRC) 

should consider joining global business communities that are practicing sustainability 

reporting by making the practice of sustainability reporting compulsory for all Nigerian 

quoted firms as this will help in assessing the corporate governance quality as well as 

strategic management of firms to sustainable future thereby achieving the benefits relating to 

sustainability reporting. 

 

Contribution to Knowledge  

The study enriched the accounting literature on Corporate Sustainability Reporting (CSR). To 

the best of the researchers‘ knowledge, it is the first study in Nigeria on Corporate 

Sustainability Reporting that narrowed CSR to be represented by the variables in the GRI 

standards. It also used multidimensional models of profitability, growth and market value 

performances for measuring corporate financial performance which have not been used in 

Corporate Sustainability Reporting studies in Nigeria.      
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APPENDIX 1 

List of sampled companies  

1. Nigerian Breweries Plc 

2. Guinness Nigeria Plc 

3. International Breweries Plc 

4. Champion Breweries Nigeria Plc 

5. Golden Guinea Breweries Plc  
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Abstract 
This study is designed to examine the challenges associated with the use of non-computer based 

application in modern accounting auditing practice in Rivers State Local Government Councils 

as considered helpful in the avoidance of financial fraud in the system. The study adopted 

conventional content description method based on which relevant secondary information were 

used descriptively to explain the challenges of non-computer base application in modern 

accounting auditing practice with preference to its effects and the relevance of computer-base 

account auditing practice on the development of local government areas in Rivers State. The 

results of this study showed that the personnel officers or managers of the Local Government 

Councils in Rivers State are not computer literate enough to understand the usefulness of 

computer application to modern  auditing practice; and could not understand the need for 

computer training in accounting jobs, based on their selfish intention to promote  financial 

fraud in the system. It was advisable that the state government should make it mandatory for the 

management of every local government councils be computer literate, such that can encourage 

compulsory computer training for accounting officers, council accountants and internal 

auditors in the system. 

 

Keywords: Computer Application, Accounting Auditing and Challenges. 

 

 

INTRODUCTION  

In the developed countries of the world, auditing practice is based on modern computer 

technology rather than the old traditional manual method of pen and paper auditing practice 

(Demagi, 2015). In line with this reality, the practice of using modern computer technology in 

auditing practice in Nigeria especially in Rivers State Local Government Councils has been 

extremely uncommon in this contemporary age. It is therefore relevant to understand that the 

application of computer in modern auditing is a bundle of values noted in the protection of 

financial records against financial fraud. 

mailto:komenegoodnews@gmail.com
mailto:feegalo2018@gmail.com
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This is not out of context in the understanding of the fact that the background of this study seeks 

to address the defects of traditional method of auditing in Rivers State Local Government 

Councils where the application of computer to auditing practice has been grossly neglected 

(Okon, 2014). The accounting intents for financial security in the Local Government system was 

therefore require the use of computer application as a sustainable device of reliable financial 

records for auditors. Such security of financial records on ―Undeletable Magnetic Disks Or 

Diskettes‖ containing financial accounts records as account balance sheets record, control 

account ledger records, and accounting records among others, helps to protect against financial 

fraud that are committed with the use of paper and pen.  

 

Undoubtedly, the use of computer accounting packages such as EXCEL, DAC-ASY, LOTUS, 

SSPS or SAP to ascertain the accuracy, consistency, and integrity of financial reports produced 

by the accounting officers has not aid auditing practice and its efficiency in the local government 

councils because of the absence of computer application in the system.  To be more exact, the 

use of computer for auditing in Local Government Councils in Rivers State does not only help to 

ensure constant checking of the amount of money spent as connected to the budget but the 

computer is also use to report such financial misdirection attempt, that hinged on the role of 

auditors to detect and prevent errors and fraudulence practices with the use of computer based 

auditing application.  This is connected with the application of computer accounting packages 

that perform automated auditing. 

 

Computer is therefore defined as an automated electronic device use for computation of figures, 

storage and retrieval of data and information (Eze 2016). In the same vein, modern auditing is 

defined as a contemporary practice of financial fraud detection with the use of computer 

application to financial accounting records (Uguru, 2018). This definition attempt to drive home 

the view that an auditor is a financial detector who uses relevant financial records and 

appropriate detecting techniques to trace error or fraud from the financial records provided. 

 

The relevance of computer application to auditing practice in the local government councils in 

Rivers State has not only been important, but that the management of the local government 

system had not make the use of computer base auditing a compulsory practice in the 

system(Okon, 2014). This tends to have largely created rooms for fraudulence financial practices 

of manipulating accounting records with pen and papers rather than creating work instruments 

that is capable of ensuring reliable security against fraudulence manipulation of financial 

records. Such reliable security device as the use of undeletable diskettes and other highly coded 

computer security filing devices are needed against manipulation of accounting records.  The 

possible results of the failure to adopt modern reliable computer based auditing techniques may 

frustrate the financial security intents of reliable accounting practices in Local government 

council system. Undoubtedly the situation may lead to more financial risk and security threats 

associated with financial records and the development of local government councils in Rivers 

state. 

 

Following the loath of the local government management to adopt computer based auditing 

method and the poor state of manual auditing practice in the system, it becomes imperatives for 

this study to address the challenges of modern accounting auditing practice with the use of 

computer application in all the local government councils in Rivers State. 

 

STATEMENT OF THE PROBLEM 

The seeming endless issue of financial fraud in the local government councils in Nigeria 

especially Rivers State has extensively generated to unhealthy shortage of fund meant for 
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sustainable development in the local government areas. This was traced to inefficient auditing 

practice resulting from lack of adequate computer knowledge among accounting staff, absence of 

computers in the local government, unwillingness of the system managers to buy computers and 

train accounting staff on how to use them as well as the strong desire of the management and 

accounting staff to commit financial fraud monthly.   Indeed, the use of network computer base 

auditing in the local government councils for the avoidance of financial fraud was a taboo or 

highly prohibited by the personnel managers of the system.  

 

Evidence of these irregularities tends to confirm the findings in Okeye and Okafor(2016) who 

states that the use of paper and pen in auditing and accounting works in the  local government 

councils had been planned for fraudulence purposes. In line with this premeditated fraudulence 

intention, Uguru (2018) adds that socio-economic health development in the local government 

areas has been frustrated because of uncontrolled level of financial fraud in the system.   

 

Based on the observed effects and the absence of computer-base auditing practice in the local 

government councils, this study seeks to examine the challenges of non-computer base 

application in modern accounting auditing practice with preference to its effects and the 

relevance of computer-base account auditing on the development of local government councils in 

Rivers State.  

 

PURPOSE OF THE STUDY 

The main purpose of this study is to examine the challenges of non-computer base application in 

modern accounting auditing practice with preference to its effects and the relevance of computer-

base account auditing practice on the development of local government areas in Rivers State. In 

order to achieve this purpose, the following specific objectives are considered useful:  

1. To identify the relevance of computer application to accounting auditing in local government      

         councils in Rivers State.   

2. To identify the usefulness of accounting auditing techniques in local government councils in 

Rivers State. 

3. To expose the challenges of accounting auditing in local government councils in Rivers 

State.   

4. To identify the effects of the challenges on the development of local government areas in 

Rivers State.  

 

CONCEPT OF COMPUTER BASED AUDITING 
The home driven need that opts for the use of computer based auditing is associated with the 

computer ability to keep highly secured financial information that cannot be easily deleted at 

will. The essence of this security value placed computer based auditing as Confident Based 

Auditing Practice (CBAP), that functions on highly configured or coded security measurement 

drivers for the certainty of the financial records provided.   In this context, it will be obvious to 

understand that the word, ‗Computer Based Auditing‘ is referring to the type of auditing practice 

that is carried out with the use of computer application to determine the correctness of financial 

records or information presented before an auditor. Indeed, it is an auditing practice that deals 

with the preparation of financial data, storage and its security on the computer system for test of 

certainty with analytical computer packages. Therefore, it is not out of context to describe 

modern auditing as ―Computer driven audit practice‖. 

 

On this note, Hanga (2012) defined computer as an electronic storage device for information that 

are subject to retrieval and reference. In line with this, Demagi (2016) defined auditing as a 

financial accounting practice that deals with investigation of errors and frauds on financial 
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documents of an individual or organization.   On a large scale, this study attempts to project the 

reality that computer based accounting auditing is a financial accounting practice that deals with 

the use of computer as an electronic device for preparation of financial information for workers‘ 

salary and allowances, as well as an investigative mechanism of justifying such financial record 

against possible money related fraud in the local government councils in Rivers State.  

 

Similarly, this add meaning to the view of Popoola (2012) who states that computer drive 

accounting practice is an electronic detective mechanism, scientifically automated to help 

auditors find out financial misleading on salary vouchers. The view of Uguru (2018), tends to 

drive home the position of  Popoola (2012) concerning the usefulness of computer base auditing 

in the study of  Rivers state Local Government Councils. 

 

Conceptually, it is believed that the use of computer in accounting practice has not only aid to 

promote auditing efficiency, but it has also promoted high level of awareness against fraudulence 

financial practices that encourage inefficient financial management, which local government 

councils in Rivers State are observed to practice. 

 

RELEVANCE OF COMPUTER APPLICATION TO ACCOUNTING AUDITING IN 

LOCAL GOVERNMENT COUNCILS 

The relevance of computer application to accounting auditing is traced to financial or personnel 

auditing based on its accuracy, speed and more importantly its automated features. In line with 

this, the computer ability to store information for a long time, production of elegant report of 

accounting data, production of technical accounting reports, security of files and data, reliability 

and confidentiality of records are maintained with proper application of computer to ease 

auditing practice. 

 

In addition, computer based auditing has not only help to update accounting auditing, but it also 

help to eliminate all sorts of financial misconducts or vices when financial auditing is based on 

the application of computer.  In this vein, computer will continue to show manipulated financial 

errors on individual workers‘ salary and report financial misdirection attempt as formally 

programmed. This will inform and request the appropriate authority to check, verified, confirm 

and grant such attempt for proper and judicious modification if need be or adopt punitive 

measures on the accounting officers involved. 

 

Similarly, the use of computer application to accounting auditing becomes more relevance 

because of its ability to minimize financial fraud on computerize vouchers. This aids the 

workers‘ salary preparation. Thus, the local government council will be able to know what to 

spend for workers‘ salary, when to spend it and the department that will have the greater 

percentage at ease. The usefulness of computer based auditing by this study; attempt to point out 

reasons why local government councils should adopt it and the relevant techniques to be adopted 

for the purpose of avoiding financial fraud.  

 

RELEVANCE OF ACCOUNTING AUDITING TECHNIQUES IN LOCAL 

GOVERNMENT COUNCILS 
Since it is obvious that modern accounting auditing is carried out in a computer driven 

organization, accounting auditors who operate in the organization make use of computer aided 

auditing techniques that are suitable to their auditing needs. As for local government councils in 

Rivers State, modern auditing techniques are not commonly adopted and the local government 

councils stand to lose the advantages of such modern auditing techniques as: 
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1. The use of Test Pack Techniques: 

Test pack auditing device is basically used to test program operations and programs controls. 

This deal with accounting documents stored on media – usually magnetic disks, or diskettes. 

This program reads files on the storage media and extracts information such as accounting 

account financial report, control accounts, balance sheets ledger account, and other related 

financial accounts from the relevant files stored before carrying out audit work, based on the 

contents of the files. It is therefore, appropriate to understand that reliable accounting auditing 

can be obtained with use of test packs in the Local Government council Accounting system. 

 

2. The use of Computer Aided Programs Techniques: 

The program is used for the auditing function of randomly selecting relevant records on data 

items for audit tests stored in the computer system. It is also use for auditing of files and for 

provisions of solution to exceptional data items for examination.  Such data takes care of wage 

payments over one hundred, two hundred or three hundred thousand naira can be exceptionally 

selected or chosen for auditing. Indeed, computer aided program can be used to carry out the 

function of comparing two or more files on the accounting system to examine the difference 

before printing it. This aid to compare slips of two workers on the same salary scale; it is also use 

for the preparation of exceptional reports such as overdue debts. 

 

3. The use of Embedded Computer Facilities Techniques:  

This is basically an additional coding in computer accounting program designed to perform audit 

function easily. In this light, auditors re-perform a particular validation checks on input to ensure 

proper auditing check of the input data or work. By doing this, such computer facility enable the 

auditor to perform analytical reviews on relevant accounting data while the data is still stored on 

the computer storage medium, which can later be printed for financial decisions. On this note, it 

is relevant to understand that the use of embedded computer facilities techniques in a local 

government council helps the management to obtain reliable information, which its absence will 

be counterproductive to the local Government Council financial accounting progress. 

  

4       The Use of Computer Software Data Techniques: 

This deals with the use of computer software that is inserted into the computer operating system 

to monitor relevant accounting data or files used in the accounting department of the 

organization. This is an audit check on the general controls in the database. To be more exact, 

Rivers State Local Government Councils may experience financial fraud for failure to apply 

computer in the local government council accounting system. The delay may be connected to the 

Local government council management fraudulent intention. For this and similar reasons, 

Demagi (2016), confirms that local government councils in Nigeria has not been audited for 

gross mismanagement of fund by the political leaders. 

 

Having noticed the relevant advantages of computer base auditing for local government councils 

in Rivers state, Bongu (2008) opines that computer based auditing  is capable of providing 

sustainably reliable potentials that aid to protect financial information records and data 

associated with accounting management practice in an organization. The position of computer as 

a sustainable driver of the accounting auditing system is considered capable of providing 

dependable accounting security records and information that aid efficient auditing. 

 

CHALLENGES OF ACCOUNTING AUDITING IN RIVERS STATE LOCAL 

GOVERNMENT COUNCILS 

The drive to ensure effective accounting auditing practice in local government councils is faced    

with numerous contests among which are: 
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1.  Poor Knowledge of Computer among Accounting Staff. 

In the Rivers State local government councils, the staff in the accounting unit of the local 

government cannot use computer in the performance of their jobs as practiced in other modern 

organizations. This adds meaning to the fact that staffs in the accounting unit are not computer 

trained employees. Without doubt, the poor knowledge of computer among accounting staff in 

the system seems to make accounting auditing a difficult task.  

 

The absence of computer knowledge among accounting staff does not only force auditors in the 

local government to adopt the traditional accounting method of auditing, but it also aid to 

promote financial fraud with the use of the traditional method. Hence, computer application in 

modern accounting auditing stands to wipe out the constraints posed by the traditional approach 

of pen and paper.  Uguru (2018) confirms that auditing practice has gone beyond pen and paper. 

This implies that auditors ought to have sound knowledge of computer in order to carry out 

effective and efficient modern audit practice. For this reason, Popoola (2012) relates that in this 

contemporary age, modern auditors are more concern with use of computer for their audit 

practices. Okeye and Okafor (2016) confirm that our society today is made up of professional 

auditors who have the prerequisite knowledge of computer to detect financial fraud.  Indeed, 

poor knowledge of computer among staff in the accounting unit add meaning to the existing 

challenges. One of such challenges is deduced from the fact that ―Today, due to computerization 

of financial records, financial frauds, and the availability of computer as an assisted auditing 

tools, professional auditors and their job tasks are made to be open to vast computer knowledge 

than the use of merely pen and paper (Adeoye, 2017)‖. 

 

2.    Management unwillingness to Train Accounting Staff  

One of the biggest challenges of accounting auditing in the local government council in Rivers 

state is traced to the unwillingness of the management to train accounting staff in the accounting 

unit on how to use computer in the performance of their jobs. This has limited the number of 

experts, internal auditors in the local government councils. Accounting staff in the accounting 

unit can be made competent with the use of computer training to attend to modern auditors when 

need be.   Without doubt, the unwillingness of the council personnel managers to train internal 

auditors and accounting staff seems to promote pen and paper fraudulence techniques by 

encouraging financial fraud in the local government councils. For this reason, Uguru (2018) adds 

that the management of public enterprise has willingly refused to train accounting staff to acquire 

the relevant computer knowledge that will enable them stop manual manipulation of financial 

records. 

 

The use of computer knowledge by modern auditors and accountants has made auditing 

profession an intelligent type in tracing fraud.  Laudon and Laudon (2010) confirm also that in 

our society today, computer oriented auditors and accountants are professional fraud detectors. 

Hence, the unwillingness of the local government council‘s management to provide computer 

training to staff was an uphill task in the accounting department. 

 

3     Lack of Computer in the Local Government Councils  

In Rivers state local government council, computers are not made available for workers in the 

system. Also, computer experts are not employed to train accountants in the system. Thus, it 

becomes difficult for modern auditors to work effectively in the system where accounting staff 

are not computer literate. This situation stand to set the organization backward by making the 

system opens to financial abuse. Adeoye (2011), adds that public organizations that are not 

computer oriented in their accounting and auditing practices are destined to engage in 

fraudulence financial practices. Hence, auditors cannot easily detect some manipulated financial 
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records that are sophisticatedly coded or written on undeletable device. This attempt to explain 

that audits who use this electronic device tends to be more reliable than auditors who practice on 

paper with pen. Information on highly coded electronic device storage cannot be easily altered. 

This stands to relates that accounting staff, auditor or accountants in the Local government are 

expected to be trained as modern internal auditors and accountants who will be computer 

oriented. The driven rhetoric question in the issue is that ―How can account staff copes if, they 

are not computer literate in this computer age? And how can they be modern auditors and 

accountants when there is no training and available computer for them to use for the job. In 

response, Uguru (2014) asserts that the complete absent of computer usage in accounting 

department is an evidence of untrained traditional accounting officers and poor accounting 

practices in the organization. 

 

On the other hand, it is also questionable to know how the management of a local government 

can attend to modern auditors for efficient result when they have no knowledge of computers 

neither do they have available computers in the office. The work of a modern auditor in such 

system will therefore, become unproductive. To this end, the financial position of the Local 

government councils is exposed to a great deal of financial hazards. 

 

4 Lack of Computer Knowledge among the System Managers  

The system managers such as Head of personnel management, head of local government 

administration and head of finance and supply appears to lack the prerequisite knowledge of 

computer. It is also observed that they do not only lack sound knowledge of computer but they 

are educationally backward in the administration of the accounting system. This implies that very 

many of them does not know or have the educational skill and knowledge to manage the Local 

government councils‘ irregularities.  In the same vein, the lack of sound knowledge of computer 

application in the performance of accounting jobs among personnel officers has done a great deal 

of harm than good to the system. This is calls for a critical question, asking whether the 

management of Rivers state Local government councils is actually computer oriented to improve 

the modern accounting auditing practice in the system.  In a bid to answer this question, Abiola 

(2013) relates that in modern accounting and financial management system obtain it operational 

efficiency from the use of computer application. This add meaning to the view that lack of 

computer knowledge among management personnel in Rivers state Local government councils 

has no positive contribution to modern changes in sustainable auditing practice. For this reason, 

lack of computer knowledge among management personnel in the system constitutes negative 

impact on effective development of auditing practice in the Local government councils.      

    

This was not out of context in the view of Adeoye (2011), who relates that in modern accounting 

and financial practice, effective and efficient auditing depends on direct involvement in 

computer practice. 

 

EFFECTS OF THE CHALLENGES ON THE DEVELOPMENT OF LOCAL 

GOVERNMENT COUNCILS 

Having noticed that the challenges of computer application in modern accounting auditing may 

generate some negative results and the local government councils will be open to its resultant 

negative effects that will hinder the economic development of the Local Government Council, 

critics may ask, ―What are the effects of poor knowledge of computer in modern accounting on 

auditing development in Local Government Council in Rivers State? In an effort to answer this 

question, Laudon and Laudon (2010) states that wasteful financial management practices has 

taken place in government organizations where a non-modern auditor that lacks competent 

computer knowledge operates.   
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On a large scale, this has hindered the socio-economic development of the organization. Uguru 

(2014) adds that reliable payment of workers‘ salaries and contractors‘ debts using computer 

application depends upon the technical ability of modern auditors and not the use of paper and 

pen auditors whose influence tend to promote financial fraud easily in the system. 

 

The view of Laudon and Uguru‘ implies that auditors without computer knowledge function 

ineffectively for the development of an organization. This shows that the Local government 

councils agricultural sector, market sector and the transport sector among others will be 

financially and economically affected following the trend of fraud caused using the traditional 

pen and paper method. Also, pen and paper method create fertile grounds for easy manipulation 

of financial figures that frustrate the development of the Local councils by auditors and 

accounting officers. The education sector, agricultural sector, market sector and the transport 

sector will be frustrated financially for failure to apply computer in all related financial auditing.  

In view of this, Popoola (2012) states that modern auditors are concerned about the 

developments of financial information that leads to feasible organizations‘ development. 

However, the reverse is the case in many local government councils in Rivers State where no 

feasible developments is found.  

 

Poor quality auditing that lacks computer application also hinders community or rural 

development in the local government area. This means that when the level of financial fraud in 

the accounting unit keep increasing unknowingly with the use of mere pen and paper, the 

development of other projects will be affected. Hence, money meant for community 

development for the provision of safe drinking water, electricity, scholarships, building of 

classrooms, and other educational facilities will secretly vanish through fraudulence accounting 

practices.   

 

On the other hand, when computer base auditing are ignore, more financial abuse may occur in a 

gross neglect of computer application to modern accounting auditing.  Agricultural development 

in the Local Government Councils in Rivers State will also be frustrated when the Local 

Government Council money is dumped through accounting practice. In this vein, the agricultural 

sector will lack financial backing for effective development because of shortage of fund.  In 

confirmation, Eggen and Kauchak (2001) affirm that lack of computer knowledge among local 

government auditors and accounting staff has cause a great deal of financial fraud in the public 

service sector, where sustainable development is prohibit. 

 

Similarly, the market sector of the local government council lacks effective development because 

of the increasing level of fraudulence financial practices.  The increasing level of ghost workers‘ 

names and contractors on the accounting has caused great exploitation of the local fund that 

leads poor infrastructural development of the market.  To a large extent, financial fraud 

associated with poor infrastructural development of the market constitutes financial threats on 

the development of the local government council. This also becomes more apparent when 

workers working in the local government market are audited of their financial functions.  For this 

reason, Eze (2016) opined that for effective socio-economic development to take place in local 

government councils, efficient financial management process must be carried out on modern 

auditing practice as detective financial control mechanism. 

 

METHODOLOGY  

This study adopted conventional content description method with which relevant secondary 

information obtained was used descriptively to explain the challenges and effects of non-

computer-based accounting audit on the development of the local government councils. Critical 
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observations of the study were descriptively analyzed. The descriptive content result summarized 

in the critical observations of the study was used as the basis upon which the recommendations 

of the study were deduced.   

 

CRITICAL OBSERVATIONS OF THE STUDY 

The observations deduce from the study shows that the management and accounting staff of the 

local government councils in Rivers State are not computer oriented. Also, the managers of the 

system are not willing to train accounting officers and internal auditors for selfish oriented 

reasons of carrying out their selfish fraudulence financial practices. It is also observed that the 

management of the local government councils were not guiding against financial fraud with the 

use of computer-based auditing application. The resultant impacts of the increasing level of 

fraudulence financial practices in the local government councils has on large scale, frustrates 

agricultural sector development, marketing sector development, educational sector development, 

transportation sector development; and the development of rural areas in all the Local 

Government areas of  Rivers State. 

 

CONCLUSION 

This study is concern with computer application in modern accounting auditing with a close look 

at the challenges posed by the manual accounting auditing on the development of the Local 

Government Councils in Rivers State.  The increasing state of poor knowledge of computer 

among accounting staff and the personnel managers of the system has been traced to the 

promotion of financial frauds in the local government councils. Similarly, the system managers‘ 

loath to train accounting staff, the unwillingness to frustrate fraudulence financial intentions, and 

the promotion of non computer based knowledge among internal auditors has extensively caused 

serious challenges on the socio-economic development of the Local Government Councils in 

Rivers State. Consequently, the silent approach of the local government management concerning 

the use of modern computer-based accounting auditing associated with their fraudulence 

financial intentions resulted in the conclusion that: ―The absence of computer-based auditing has 

not only hindered or frustrate community development, market sector development, agricultural 

sector development, educational sector development, and transportation sector development; but 

resulted in dysfunctional management activities that leads to insignificantly, unnoticeable 

inconsequentially ―Wasteful Financial Management Practices‖ in the Local Government 

Councils. 

 

RECOMMENDATIONS 
Based on the critical observations of the study the following recommendations are deduced. 

1. The management of the Local Government councils in Rivers State should endeavor to 

make available enough computers in the local government councils by ensuring effective 

and efficient training of accounting staff in the Local Government Councils to stop or 

reduce unwanted financial fraud with the use of modern computer accounting knowledge. 

This will help to reduce wasteful financial management practices in the local government 

councils.  

2. Also, the knowledge of computer-based accounting application among the personnel 

managers in the Local Government Councils should be effectively developed and improved 

efficiently to ensure sustainable financial management practices in the Local Government 

Councils. This will help to improve the financial security of the local government councils 

fund with the use of computer related network-based record keeping, and information 

management techniques for efficient financial management purposes.   

3 Indeed, the state government should make it mandatory for the management of local 

government councils in Rivers State to adopt the use of computer application in auditing 
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practice by making computer application, ―an inevitable financial fraud control 

mechanism‖ that will serve as a sustainable financial management panacea to the socio-

economic development of the Local Government Councils.  This will help the management 

to update and upgrade the job performance of accounting staff to the extent that can help 

avoid the challenges of accounting auditing in local government councils.    

4 The government should focus on the development of local government areas in Rivers 

State by adopting more proactive financial security measures of using modern computer 

application techniques to correction the fraudulence practices of manual accounting audit 

approach.   
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ABSTRACT 

The study on eliminating performance gaps through corporate governance for sustainable 

management was conducted in selected manufacturing companies in Cross River State. The 

study examined transparency in financial disclosure and accountability in managerial 

ownership as measures for sustainable management in a dynamic business environment. Two 

research questions and hypotheses were respectively formulated and agency theory was 

developed to guide the study. Survey research design was adopted and with a population of 

240, a sample size of 152 staff determined with the use of Taro Yamane sampling formula. 
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Stratified sampling method and Bowley’s proportional allocation formular was adopted with 

the aim of preventing bias in representation. A 21-item structured questionnaire facilitated 

the collection of data and a pilot study was carried out to determine potential weakness in the 

research instrument. The instrument was developed, validated and tested for reliability using 

test-retest method. Data were analyzed using simple percentage and histogram to show 

Normality while regression analysis was used to test the hypotheses using SPSS. Finding 

showed that corporate governance implementation requires transparent financial disclosure 

to eliminate performance gaps and improve internal efficiency of the organizations. Priority 

on transparent financial information is addressed by corporate governance and this prevents 

fraud or irregularities in accounting for improved financial disclosures. The implication of 

the finding was that lack of accountability and transparent financial disclosures create 

performance gaps. The study concluded that performance gaps are eliminated by corporate 

governance principles which aid in realization of stakeholders’ expectation. The study 

recommended among others that management of the studied organizations should 

continuously eliminate performance gaps through compliance with International Financial 

Standards for good practices in corporate governance. Manager’s activities should be 

continuously monitored by board of directors in order to eliminate performance gaps.  

 

Keyword: Corporate governance, financial disclosure, managerial ownership, sustainability 

management.  

 

 

Introduction 

Over the years, the incessant corporate practice has made corporate governance a standard for 

establishing ethical standards to preserve the business environment for investors (Fung, 

2014). This has made the development of corporate governance to be linked to protection of 

interest of shareholders which has gradually gain recognition as approach for impacting 

internal efficiency of organizations (Jizi, Salama, Dixon & Startling, 2014; Tadesse, 2004). 

As a priority in business organization, transparency and accountability have become 

yardsticks for good performance. Today‘s investment in stock market across the globe is 

encouraged by effective corporate governance where information is provided when needed 

by investors for decision making (Al-Nimer, 2019). However, the development of corporate 

governance in Nigeria has enhanced accountability and framework for financial reporting 

where audited accounting details are made public for interested stakeholders (Elewechi & 

Okike, 2007). Corporate governance is now the strengthening factor for long term 

performance of corporations which has attracted significant debate on the importance of 

governance (Arif & Syed, 2015; Ibrahim et al., 2010). Based on this, many academic 

investigations have affirmed that corporate performance is driven by governance system of 

organizations and governance practice is linked to agency issue of Limited Liability 

Companies where dichotomy between management and ownership has to be harnessed for 

sustainable growth of the organizations (Dabor, Isiawe, Ajagbe & Oke, 2015; Ajagbe & 

Ismail, 2014; Cheng, 2008). The need for sustainability management is critical in ensuring an 

organization is able to meet its current needs void of compromise in order to meet expected 

objectives of environmental quality, economic performance and social responsiveness. These 

activities are driven corporate sustainability management which prevent the organizations 

from extinction and while remaining competitive in performance through corporate 

governance principles for realization of stakeholders‘ expectation. This study is therefore a 

resource to identify how performance gap can be eliminated through corporate governance in 

selected manufacturing companies in Calabar, Cross River State. 
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Statement of the problem 

The insufficient application of corporate governance principles has been the root cause of 

crises faced in organizations. Despite the momentum in compliance the issues on it are still 

on a rise with negative implications on the growth of organization. However, having 

improved corporate performance in organization is without ease due to performance gaps in 

corporate financial disclosure and managerial ownership which are bedeviled with issues of 

transparency and accountability as tools for corporate governance in organization. These, 

indicates governance responsibility by board and management requires ethical practice and 

standard that could create enabling environment for investors which must be driven by 

corporate governance principles. Therefore, this study examined how performance gaps can 

be eliminated though corporate government for sustainable management in selected 

manufacturing companies in Calabar, Cross River State.  

 

Objectives of the study 

The broad objective of the study is to examine performance gaps through corporate 

governance for sustainable management in selected manufacturing companies in Calabar, 

Cross River State. The specific objectives include: 

i. Assess how transparency in corporate financial disclosure eliminates gaps in 

performance for sustainable management in Niger Mills Company Limited and 

Lafarge Africa Plc, Calabar, Cross Rivers State.  

ii. Examine how accountability in managerial ownership structure eliminates gaps in 

performance for sustainable management in Niger Mills Company Limited and 

Lafarge Africa Plc, Calabar, Cross Rivers State.  

 

Concept of Corporate governance  

Corporate governance implies the act of managing and controlling the system for sharing 

rights and responsibilities of different stakeholders in an organization where detailed 

procedures and rules applicable for decision are made known to members (Akdogan & 

Boyacioglu, 2014). Similarly, Arif & Syed (2015) conceptualize it as principles for directing 

and controlling the management of organizations. Maier (2005) defines it as a set relationship 

which involves shareholders, its board and management aimed at ensuring accountability for 

efficiency of the organization. It entails the process and structure for managing and protecting 

shareholders interest which requires transparency, responsibility, accountability and fairness 

(Mohan & Chandramohan, 2018). This implies that competitive performance of an 

organization is guided for business excellence. In the words of Al-ahdal et al. (2020) it‘s a 

system that enhances investors, managers and shareholders relationship while providing 

resources for competitive users. This indicates that corporate governance enhances 

formulation of objectives for achievement of organizational goals. Though the concern for 

corporate governance aimed to bring investors interest and managers into focus, it ensures 

that firms are managed for the achievement of investors objectives which is profit 

maximization (Tanko & Kolawole, 2010). Kolk and Pinkse (2010) note that the need for 

corporate governance is to increase confidence of shareholders based on their return on 

investment. This is to say that effective direction and controlling of corporation is driven by 

corporate governance which defines the rules and procedures of participants such as 

shareholders, managers, board and stakeholders who are part of decision making of the 

corporation (Fung, 2014). It sets objectives to be achieved and how to achieve the objectives 

through monitoring of performance. Hence, corporate governance offers the board and 

management the freedom to drive organizational performance based on transparency and 

accountability, However, Boeva, Zhivkova and Stoychev (2017) also add that it is a 

management control of organization through procedures and processes carried out by board 



Proceedings of the 14th Annual International Conference 

 30 

of directors in relationship with managers, shareholders and external parties i.e regulatory 

authorities, auditors, and corporate participants. This affirmed that in corporate governance, 

the rights and responsibilities of members are determined by the corporate governance 

structure   

 

Theoretical framework 

This study adopts agency theory developed by M. C. Jensen and W. H. Meckling in 1976 to 

guide the study. The study stresses the necessity to reduce agency issues through managerial 

ownership in organizations (Din & Attiya, 2011). The theory theorizes agency problems such 

as monitoring expenditure, residual loss, and bonding expenditure which are costs being 

incurred.        

 

This theory centers on the relationship existing between the principal who is the owner or 

shareholders and the agent who is the manager. The justification of this theory is that it 

enables agency problem to be reduced through the use of management mechanism where 

information asymmetries and conflict of interest is resolved through monitoring mechanism 

within the company. It enhances owner‘s confidence where organizational assets are properly 

managed aimed at eliminating agency fee or conflict of interests. It reduces organizational 

conflict through increasing disclosure of financial information. Thereby reducing gap that 

may exist between shareholders and management and this optimizes the value of stock in the 

market    

 

Conceptual framework  
The conceptual framework of this study was based on abstract ideas that has been 

experimented, observed and analyzed by the researcher Mbogo, et al. (2012). Therefore, it 

addresses gap in performance by harnessing transparency in information disclosure and 

accountability in managerial ownership. Therefore, the Figure 1 shows the framework for 

eliminating performance gap in selected manufacturing Companies in Calabar, Cross River 

State  

 

Figure 1: Corporate governance practice for sustainability  

 

 

 

 

 

 

 

 

 

 

 

 

Source: Author, 2020 

 

Transparent corporate governance implementation is a source of financial performance 

improvement which enhanced the internal efficiency of organizations (Goel, 2018; Tadesse, 

2004). Corporate disclosure relates to the act of communicating information to external 

parties by the management with the aim of allowing investors to know how sustainable the 

organization‘s performance and governance are toward expected benefits (Haely & Palepu, 
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2001). This is because stronger corporate governance enhances voluntary disclosure in 

organizations. A study by Al-Nimer (2019) identified that voluntary disclosure in an 

organization is influenced by independence of the board, audit committee appointment and 

shareholding of directors. This implies that the level of ownership is increased by voluntary 

disclosure and is associated with increase in stock liquidity.   

 

Financial reporting is a form of corporate disclosure where financial statement is disclosed in 

compliance with International Financial Standard as good practice of corporate governance. 

There is need for financial reporting to be in conformity with specific rules and format to 

allow stakeholders have appropriate understanding of information. A strategic issue in 

corporate disclosures arise as a result of financial crises which points to the importance of 

corporate governance as a system for sustainable organization (Raithatha & Bapat, 2014). 

The need for organizations to increase disclosure is aimed at reducing conflict between 

managers who are agents and shareholders. Hence, performance gap in an organization is 

eliminated when the organization increases disclosures which reduce gaps between internal 

and external members of the organization. This in a way promotes stock value in the capital 

market, enhances liquidity and minimizes cost of capital (McKinnon, 2009; Apostolos, 2009; 

Lobo, 2001).        

 

It must be noted that disclosure of financial information is on the basis of agency costs which 

aid shareholders to monitor manager‘s activities (Jensen & Meckling, 1976). Therefore, 

adequate disclosure becomes pertinent in ensuring that appropriate information in the annual 

report is presented to help impact the performance of the organization (Raithatha, Bapat, 

2014).Some of the determinant factors of effective financial disclosure for sustainable 

performance in an organization consists of the following: 

i. Board size is an influencing factor that aid in monitoring managers activities. For 

instance, various studies have supported that better supervision is achieved as a result 

of  large board size while board size that is small is ineffective in monitoring. 

Hence, the quality of financial disclosure and reporting is achieved with large board 

size.  

ii. Board independence of director is adjudged to improve the quality of financial 

disclosure and reporting. This in a way influences control of the manager for effective 

disclosure because manager‘s behaviour is effectively monitored (Raithatha & Bapat, 

2014)). For instance, effective monitoring, quality financial disclosure and 

withholding information is  reduced when there is at least fifty percentage of 

external director in the board.           

iii. Board activeness entails the monitoring role of the board which is determined by the 

number of meetings within a financial year. For instance, monitoring function is 

effective or affected by the number of meetings and it is a proxy for monitoring 

managers‘ activities for sustainable performance of organization (Garcia-Lara et al., 

2009). Hence,  frequent board meetings improve efficient performance of the 

organization, and financial  disclosure is impacted by the activities of directors  

 

However, fraud in accounting and stock market which has over the years placed priority on 

reliability and transparency of financial information is addressed by corporate governance. 

This is because accounting irregularities and financial scandals which are scams have 

prompted regulatory authorities to develop initiative for improved financial disclosures, and 

also to mitigate conflict and ensure absolute auditors independence towards protecting the 

interest of investors‘ thereby increasing capital market confidence (Leuz, 2003; Lang & 

Lundholm, 2000). Therefore, weak corporate governance militates against shareholders 
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interest and further hinders adequate corporate performance system from improved financial 

performance and valuation. 

 

Strategic importance of financial disclosure to stakeholders is noted to be a tool for 

organizational stability. Holder-Webb, Cohen, Nath and Wood (2008) stress that by 

improving financial stability and avoiding financial scandal makes an organization to be civic 

minded and socially responsible in disclosing information in relation to corporate governance 

to overcome doubtful managerial practice. This is because information disclosure is a public 

good and very useful for investors on the market security of the organization (Prescott, 2008). 

Therefore, disclosure is beneficial when transparent financial information is voluntarily 

disclosed in order not to put market stability at risk. Hence, disclosure remains sustainable 

approach that is essential for desired stability of market returns.      

 

Corporate managerial ownership  

In any corporate organization, the rights and responsibilities of members are determined by 

the corporate governance structure. This has made corporate governance a tool for 

harmonizing gap between management and shareholders as firm ownership structure 

increasingly influence governance though different types of owners exist in organization 

(Connelly, Hoskisson, Tihanyi & Certo, 2010). A study by Mandaci and Gumus (2010) note 

that ownership structure that is overly diffused make shareholders not motivated in close 

monitoring of management decision. This is because lower benefits that is accrued cannot be 

compared to the cost of monitoring the activities of managers and this adversely affects 

performance. On the other hand, concentrated ownership structure allows shareholders to 

control managers‘ activities which prevent inefficiency and improve performance in the 

organization (Shleifer & Vishny, 1986). However, this results to shareholders having priority 

for their interest which could lead to agency problem between them and the managers, and 

they must accept agency cost as measure to minimize the agency problem.  

 

Studies have revealed that managerial ownership helps in preventing conflicts of interest 

between owners and managers and equally increases the firm value. However, managers‘ 

interest is aligned when there have significant ownership more than outside shareholders, and 

their interest is entrenched when there is large ownership by shareholders and this reduces the 

firm value (Mandaci & Gumus (2010); Demsetz, 1983). Mueller and Spitz (2002) reveal that 

one of the challenges with suppliers of finance to organization is majorly how to get their 

returns on investment. For instance, investing fund in low-level project by managers (agents) 

instead of distributing the funds to shareholders (owners) who have significant investment 

opportunities in the environment may affect the confidence of shareholders. This constitutes 

strategic performance gap and bridge of trust in management which requires managerial 

discretion for effective control or accountability in the system. This agency conflict is 

therefore addressed by corporate governance framework for sustainable management of the 

organization. 

 

Managerial ownership is an element of corporate governance which requires monitoring by 

board for quality earnings (Khafid & Arief, 2017). The need to monitor financial disclosure is 

based on the notion that managerial ownership could cause the possibility for managers to 

manipulate financial statement. This act of manipulation is seamlessly possible with 

managers with low ownership stock which thereby manipulate accounting information or 

numbers (Niu, 2006). Similarly, monitoring is ineffective by board members with lower stock 

ownership and this cause issues in monitoring managers activities. Therefore, the need for 
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independent board in monitoring the management becomes a success factor for effective 

governance in organization.  

 

Sustainability management  

Sustainability as a concept is built on the assumption of fostering organization‘s longevity 

with increasing expectation of corporate responsibility which requires transparency in 

workplace. Finding by Haanaes (2016) shows that sixty-two percent of executives adopted 

sustainability as important competitive tool in workplace which helps to establish long term 

value consideration about social, ecological and economic environment that organizations 

operates. Therefore, sustainability has made organizations to have strong commitment to goal 

achievement as they become transparent in addressing issues.   

 

El-Haggar and Samaha, (2019) conceptualize sustainability management as systematic 

approach which provides guidelines for evaluating, managing, and improving sustainability 

through optimization resources used in achieving organizational success. This justifies that 

sustainable management is a practice adopted by organizations as business goal to support 

business long term viability. Therefore, sustainability management has made many 

organizations to focus on corporate governance principles to drive sustainable business 

efforts. For instance, environmental regulation compliance, sustainable initiative and policies, 

establishing sustainable performance goals, proposing sustainable leadership, building 

awareness on sustainability etc are enablers of sustainable management. Krechovska and 

Prochazkova (2014) stress that sustainability management is linked to value creation to 

shareholders through minimization of negative and maximization of positive effect of the 

social, environmental and economic issues. This has made increasing attention to be given to 

sustainability where issues address through corporate social responsibility. 

 

El-Haggar and Samaha, (2019) emphasizes the importance of integrating sustainability into 

organization which requires setting clear performance and target and undertaking a learning 

process to achieve sustainable outcome in organizations. Hence, sustainability management is 

effective based on top management involvement which promotes strategic relevance in 

communication and reputation in corporate social responsibility. However, a study by 

Kiesnere and Baumgartner (2019) stress the critical factors that drives internal and external 

corporate sustainability to be: cost reduction, innovation, legal compliance, risk management, 

quality management, competitive advantage, corporate reputation, economic performance, 

and social and environmental responsibility of organization.  

 

Methodology 

This study adopts survey research design to obtain relevant information and with a population 

of 240 which covers all management staff, Board of Directors and major shareholders of 

Niger Mills Company Limited and Lafarge Africa Plc Calabar, Cross River State. The sample 

size was determined using Taro Yamane formular. Stratified sampling method and Bowley‘s 

proportional allocation formular was adopted with the aim of preventing bias in 

representation. Four Point Scale was used in developing the questionnaire for data collection 

because the respondents are experienced and versatile in knowledge on the topic under 

investigation. Although a total of 152 copies of questionnaire were distributed, 145 were 

retrieved and this shows the response rate of 95 percent. Regression analysis was used to 

ascertain the validity of the constructs. Descriptive statistic was used in summarizing data and 

hypotheses were tested using regression analysis and were done with the use of SPSS version 

23 
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Data analysis  

Distribution of respondents 

The researcher distributed a total of 152 copies of questionnaire to management staff, board 

of directors, and major shareholders of Niger mills and Lafarge Africa Plc in Cross River 

State. The response rate of return was 95 percent (that is 145 questionnaires were completed 

and retrieved by the researchers) as seen in Table 1. 

 

Table 1: Distribution and return of questionnaire 

S/N Option Frequency Percentage 

1 Number of questionnaire 

retrieved 

145 95 

2 Number of questionnaire not 

retrieved 

7 5 

 Total  152 100 

 Source: Field Survey, July 2020 

 

Data cleaning and preliminary analysis 
The following preliminary data analyse were performed before the data was used for the 

analysis, this was done by the researcher to ascertain that the data is free from all forms of 

multivariate assumptions.  

 

Missing Data   

The data set had some missing values in it but since this did not amount to 50% of the total 

data, the missing values were replaced with the values gotten from the series mean test that 

was carried out in SPSS. 

 

Test for Normality  

Test of normality for the variables was statistically and graphically done, skewness and 

kurtosis values were generated for all the variables in the study as seen in table 2. A rule of 

thumb for normal data is that skewness and kurtosis should not exceed + or – 2.58 (Hair et al, 

2010). All the variables were normally distributed as shown by the table. 

 

Table 2: Normality Test Result 

Variables Observation Skewness Kurtosis 

Transparency 145 -.676 -.655 

Accountability 145 -.437 -.779 

 Source: Spss. 
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Figure 1: Histogram showing Normality of Data  

 

Furthermore, the histogram was used to graphically illustrate the normal distribution of the 

data (see Figure 1). 

 

Test for Linearity 

The Pearson Product Moment Correlation was used to test the relationship among variable of 

the study as shown by Table 3  

Table 3:  Correlations among variables 

 Transparency Accountability 

Transparency Pearson Correlation 1 .123 

Sig. (2-tailed)  .142 

N 145 145 

Accountability Pearson Correlation .123 1 

Sig. (2-tailed) .142  

N 145 145 

Source: SPSS 

 

The result in the table correlation result, July 2020 shows that there is a linear relationship 

among variables of the study. Figure 2 shows the graph illustrating the relationship between 

the variables of the study. 
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Figure 2: Normal probability plot showing linearity 

 

Test of Hypotheses: 

Hypothesis 1:  

H01: Transparency in corporate financial disclosure does not significantly eliminate gap in 

 board performance for sustainable management in selected public organization in 

Cross  Rivers State. 

 

TABLE 4:  Model summary of transparency in corporate financial disclosure and how it 

eliminates gaps in performance for sustainable management in selected public organization in 

Cross Rivers State  

Model  R R Square 

Adjusted R 

 Square Std. Error of the Estimate 

1 .828
a
 .685 .683 .727 

a. Predictors: (Constant), Transparency 

Source: Regression result, July 2020 

 

TABLE 5: Analysis of variance (ANOVA) transparency in corporate financial disclosure 

and how it eliminates gaps in performance for sustainable management in selected public 

organization in Cross Rivers State 

Model Sum of Squares df 

Mean 

Square F Sig. 

1 Regression 164.513 1 164.513 311.476 .000
b
 

Residual 75.529 143 .528   

Total 240.041 144    

a. Dependent Variable: Sustainable 

b. Predictors: (Constant), Transparency 

Source: Analysis of Variance Result, July 2020    
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TABLE 6: Coefficients of transparency in corporate financial disclosure and how it 

eliminates gaps in performance for sustainable management in selected public 

organization in Cross Rivers State 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -.705 .179  -3.946 .000 

Accountability .987 .056 .828 17.649 .000 

a. Dependent Variable: Sustainable 

Source: SPSS output, 2020 

 

Tables 4 show the effect of transparency in corporate financial disclosure and how it 

eliminates gaps in performance for sustainable management in selected public organization in 

Cross River State. The table which is the model summary reveals that the relationship 

between both variables is 82.8 percent (as seen in the R column). The R
2
 value (0.658) 

indicates that 65.8% of the dependent variable (sustainable management) can be explained by 

the independent variable (accountability). This is very significant. The value of the adjusted 

R-square of .683 indicates goodness of fit of the data to the model.  

 

The F-test (311.476, p<0.05) of the relationship in Table 5 indicates that the overall 

prediction of the independent variable to the dependent variable is statistically significant, 

therefore, the regression model provides sufficient evidence to conclude that transparency in 

corporate financial disclosure does eliminate gaps in performance for sustainable 

management. The ―sig‖ column in the table reveals that transparency in corporate financial 

disclosure does have a significant effect on sustainable management. This is as a result of the 

fact that ―sig‖ = 0.000, p>0.05. 

 

Table 6. above shows the coefficient table which provides more information as to how 

transparency in corporate financial disclosure does eliminate gaps in performance for 

sustainable management in selected public organization in Cross Rivers State. The ―sig‖ 

column in the table reveals that the ―P‖ value is less than 0.05 which means that the 

independent variable is statistically significant. The result shows that there is significant 

effect of transparency in corporate financial disclosure on sustainable management (Beta = 

0.828, P<0.05). Therefore the null hypothesis was rejected. 

 

Hypothesis 2:  

Ho2: Accountability in managerial ownership does not significantly eliminate gap in board 

 performance for sustainable management in selected public organization in Cross River 

 State. 

TABLE 7: Model summary of accountability in managerial ownership and how it eliminates 

gaps in performance for sustainable management in selected public organizations in Cross River 

State 

Model R R Square 

Adjusted R 

Square Std. Error of the Estimate 

1 .789
a
 .637 .634 .781 

a. Predictors: (Constant), Accountability 

Source: SPSS output, 2020 
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TABLE 8: Analysis of variance (ANOVA) of accountability in managerial ownership and how 

it eliminates gaps in performance for sustainable management in selected public organization in 

Cross River State 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 152.824 1 152.824 250.568 .000
b
 

Residual 87.217 143 .610   

Total 240.041 144    

a. Dependent Variable: Sustainable 

b. Predictors: (Constant), Accountability 

Source: SPSS output, 2020 

 
 
TABLE 9: Coefficients of accountability in managerial ownership and how it 

eliminates gaps in performance for sustainable management in selected public 

organizations in Cross River State 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) .372 .134  2.739 .007 

Accountability .932 .059 .798 15.829 .000 

a. Dependent Variable: Sustainable 

Source: SPSS output, 2020 

 

Table 7 shows the effect of accountability in managerial ownership and how it eliminates 

gaps in performance for sustainable management in selected public organizations in Cross 

River State. The table which is the model summary reveals that the relationship between both 

variables is 78.9 percent (as seen in the R column). The R
2
 value (0.637) indicates that 63.7% 

of the dependent variable (sustainable management) can be explained by the independent 

variable (accountability). This is very insignificant. The value of the adjusted R-square of 

.634 indicates goodness of fit of the data to the model.   

 

The F-test (250.568, p<0.05) of the relationship in Table 8 indicates that the overall 

prediction of the independent variable to the dependent variable is statistically significant, 

therefore, the regression model provides sufficient evidence to conclude that accountability in 

managerial ownership eliminates gaps in performance for sustainable management. The ―sig‖ 

column in the table reveals that accountability in corporate managerial ownership has a 

significant effect on sustainable management. This is as a result of the fact that ―sig‖ = 0.000, 

p<0.05. 

 

Table 9 shows the coefficient table which provides more information as to how 

accountability in managerial ownership structure eliminates gaps in performance for 

sustainable management in selected public organizations in Cross River State. The ―sig‖ 

column in the table reveals that the ―P‖ value is less than 0.05 which means that the 

independent variable is statistically significant. The result shows that there is a significant 

effect of accountability in corporate managerial ownership on sustainable management (Beta 

= -0.798, P<0.05). Therefore, the null hypothesis was rejected. 
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Discussion of Findings 

The result of the first hypothesis reveals that transparency in corporate financial disclosure 

has significant effect on sustainable management (Beta = 0.828, P<0.05). This is in consensus 

with the finding of Goel (2018) that transparent corporate governance implementation is a 

source of financial performance improvement which enhanced the internal efficiency of 

organizations. Responses from respondents indicate 80(55.7%) and 45(31%) respondents 

which constitute a total of 125(86%) responses strongly agreed and agreed respectively that 

corporate governance implementation requires transparent financial disclosure for improved 

internal efficiency of the organization. This is a fact because compliance with International 

Financial Standard is a good practice of corporate governance in financial reporting. 

Therefore, determinant factors such as board size, board independence, board activeness have 

enhanced effective financial disclosure for sustainable performance in the organization. 

Priority on transparent financial information is addressed by corporate governance and this 

prevents fraud or irregularities in accounting for improved financial disclosures. The 

organizations are able to ensure that strategic financial disclosure to stakeholders is aimed at 

promoting organizational and financial stability and also aid to overcome doubtful 

managerial practice   

 

From the test of hypothesis two it is seen that there is a significant effect of accountability in 

corporate managerial ownership on sustainable management (Beta = -0.798, P<0.05). This is 

in agreement with Connelly et al. (2010) that in any corporate organizations, the rights and 

responsibilities of members are determined by the corporate governance structure. Responses 

from respondents reveal that 75(52%) and 40(28%) respondents which constitute a total of 

115 (80%) responses strongly agreed and agreed respectively that corporate governance 

structure is used in determining the rights and responsibilities of managers, board and 

shareholders for accountability. This is a fact because managerial ownership influences board 

of directors to monitor the activities of managers for quality earnings and to prevent possible 

manipulation of financial statement. In the studied organizations corporate accountability is 

carried by executive ownership, board ownership, block-holders etc who are stakeholders in 

promoting governance system of the organization. Hence, effective accountability in financial 

reporting offers motivation for performance and ensures that managers are monitored in their 

actions. Also, it helps to prevent conflicts of interest between owners and managers which 

equally increase the firm value 

 

Conclusion and Recommendations 

Effective elimination of performance gap through corporate governance for sustainable 

management is driven by the need for transparency in financial disclosure of and 

accountability in managerial ownership structure of the studied organizations. These justifies 

that sustainability management enables the organization to meet their current needs void of 

compromise in order to meet expected objectives of environmental quality, economic 

performance and social responsiveness. Hence, performance gaps are eliminated by corporate 

governance principles which aid in realization of stakeholders‘ expectation. The following 

recommendations were adduced from the study:  

 

Management of the studied organization should continuously eliminate performance gap 

through compliance with International Financial Reporting Standard(IFRS) for good practice 

in corporate governance. Transparent financial information disclosure should be 

organizational priority in addressing corporate governance issues in order to promote 

financial and organizational stability against uncertain managerial practice. Management 

decision on board size, board independence, board activeness should be the basis for effective 
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financial disclosure for sustainable performance in the organization. To achieve these would 

require improved internal efficiency of the organizations to implement corporate governance 

system based transparent financial disclosure. 

 

Corporate governance structure should be used to determine the rights and responsibilities of 

managers, board and shareholders for effective accountability. Manager‘ activities should be 

continuously monitored by board of directors to eliminate performance gaps that is unethical 

to the growth of the organization. Managerial ownership through executives‘ ownership, 

board ownership, block-holders should be responsible for corporate accountability in order to 

promote governance system of the organization. To achieve these would require effective 

accountability in financial reporting and motivation for performance by stakeholders in the 

organization in order to prevent conflicts of interest between owners and managers. 
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Abstract 

This study investigated the effect of corporate governance characteristics on sustainability 

reporting with a focus on listed foods and beverage firms in Nigeria. The independent 

variables are board size, board composition, foreign directorship, and female directorship 

while the dependent variable is the sustainability reporting index. The study adopted the ex-

post facto design. Panel data were sourced from 12 out of the 14 listed firms in the industry 

from 2009 to 2018. Data were collected from the annual report of the sampled firms through 

content analysis based on the Global reporting index (GRI) 2013 criteria. Four hypotheses 

formulated for the study were tested using multiple regression techniques. The findings 

revealed that board size, board composition and foreign directorship have positive and 

significant effect on sustainability reporting of listed foods and beverage firms in Nigeria. 

Also, female directorship had a positive but insignificant effect on sustainability reporting. 

The study recommended inter alia that management of listed foods and beverage firms should 

be retaining a good number of board sizes, board composition and foreign directors in order 

to enhance their sustainability reporting. It also recommended that the number of female 

directors on the board of listed foods and beverage firms should be reduced to boost 

sustainability reporting in Nigeria 

 

Keywords: Corporate governance, sustainability reporting, food and beverage firms, board 

composition and board composition. 

 

 

1. Introduction 
Sustainability reporting by firms is an accountability mechanism that shows a firm‘s 

commitment to reporting true and fair information on sustainability performance to meet the 

information needs of stakeholders such as providers of capital, communities, 

mailto:felixighosewe@yahoo.com
mailto:benmekus91@gmail.com
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environmentalists, regulatory bodies, etc. Nwobu (2017) opined that the need for 

sustainability reporting is increasing for the purpose of attaining the information needs of 

various stakeholders. The origin of sustainability is incomplete without acknowledging the 

role of environmental reporting in creating awareness for corporate sustainability reporting. 

Sustainability reporting has continued to gain more ground in recent times than 

environmental reporting because it gives more detailed and robust information about a firms 

sustainability performance in areas of economic, environmental and social activities while 

environmental reporting focuses on environmental performance in areas such as climate 

change, waste, water usage, environmental protection costs, environmental liabilities and 

greenhouse gas emissions (Beck, Campbell & Shrives, 2010). This, therefore, implies that 

environmental reporting is a subset of sustainability reporting. 

 

Despite the importance of sustainability reporting in providing information to a variety of 

stakeholders, the decision whether a firm engages in sustainability reporting or not, can be 

influenced by a variety of factors such as firm characteristics, existing laws of the country, or 

the corporate governance mechanisms put in place by the firms concerned. For example, 

Muttakin and Nana (2015) stated that corporate governance characteristics such as board size, 

board composition, foreign directorship and female directorship of a firm usually act as a 

process through which firms respond to the rights and requests of stakeholders and this may 

be a major determinant of corporate sustainability reporting practices.  

 

Presently in Nigeria, sustainability reporting remains voluntary in line with global best 

practices which encourages voluntary disclosure even though some countries like Finland and 

Sweden have made it compulsory. Labaran (2012) noted that as a result of this voluntary 

nature, there are major differences in terms of quality and quantity of sustainability 

information reported by entities within the same country and in different countries. These 

differences are due to the lack of a uniform standard regulating sustainability reporting 

practices on a global scale (Buhr, 2016). Therefore, based on this position, this study adopted 

the Global Reporting Initiative (GRI) 2013 guideline as a benchmark because it supports the 

triple bottom line indicators relating to the organization‘s economic, social, and 

environmental performance. 

 

Presently, studies on corporate governance characteristics and sustainability reporting 

practices have been conducted by many researchers but very limited in the context of Nigeria. 

In Nigeria, Chia (2019) investigated the effect of sustainability reporting on financial 

performance using return on assets, return on equity and net profit margin as measures of 

financial performance in listed petroleum firms in Nigeria for eight years without considering 

corporate governance characteristics. Furthermore, Nwobu (2017) investigated determinants 

of corporate sustainability reporting in Nigeria by examining variation in sustainability 

reporting across selected companies from 2010 to 2014 which is five years. This current 

study used board size, board composition, foreign directorship, and female directorship as 

corporate governance characteristics in association with sustainability reporting in listed food 

and beverages sector using data covering 10 years (2009-2018). This period was chosen 

because it saw the increasing awareness on issues of sustainability reporting requiring firms 

to engage in sustainability reporting even though on a  voluntary basis. The choice of listed 

foods and beverages manufacturing firms was that by their mode of operations they are more 

prone to pollute the environment which calls for sustainability reporting. Therefore, these 

differences of gaps in period and sectors covered, presented gaps to be filled by this study. 
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The main objective of this study therefore, is to examine the effect of corporate governance 

characteristics on sustainability reporting: Empirical evidence from listed food and beverage 

firms in Nigeria. To achieve the objective of the study, the hypotheses below were formulated 

in null form: 

1. Board size has no significant effect on sustainability reporting of listed food and 

beverage firms in Nigeria. 

2. Board composition has no significant effect on sustainability reporting of listed food 

and beverage firms in Nigeria. 

3. Foreign directorship has no significant effect on sustainability reporting of listed food 

and beverage firms in Nigeria. 

4. Female directorship has no significant effect on sustainability reporting of listed food 

and beverage firms in Nigeria. 

 

2.0    Literature review 

2.1  Concept of Sustainability Reporting and Corporate Governance 
World Commission on Environment and Development (1987) defined sustainable 

development ―as meeting the immediate needs of the present generation without 

compromising the ability of future generations to meet their own needs‖. Also, Aras and 

Crowther (2008) maintained that sustainable development is often misinterpreted as focusing 

solely on environmental issues but in reality, it is a much broader concept as sustainable 

development policies that encompasses three general policy areas: economic, environmental, 

and social issues. They saw sustainable development as a development that attempts to bridge 

the gap between economic growth and environmental protection while taking into account 

other social issues traditionally associated with development. It emphasized the means for 

supporting economic growth while supporting biodiversity by relieving poverty without using 

up natural resources in the short term at the expense of long-term development goals. 

 

Furthermore, the Dow Jones sustainability index in KPMG (2008) looked at sustainability 

reporting as a business approach that creates long term shareholder value by embracing 

opportunities and managing risks emanating from economic, environmental, and social 

activities. This makes corporate sustainability leaders achieve long term shareholder value by 

gearing their strategies and management to harness the market‘s potential for sustainability 

products and services while at the same time successfully reducing and avoiding 

sustainability costs and risks. 

 

Similarly, the Parliament of Australia (2010) noted that sustainability reporting involves 

companies and organizations demonstrating their corporate responsibility through measuring 

and publicly reporting on their economic, social, and environmental performance and their 

impacts.  GRI (2011) defined sustainability reporting as the practice of measuring, disclosing, 

and being accountable to internal and external stakeholders for organizational performance 

towards the goals of sustainable development. Based on these definitions by various 

researchers and bodies, it is clear that sustainability reporting is a veritable tool for managing 

the long term objectives of a firm by putting into consideration economic, environmental and 

social issues.    

 

The concept of corporate governance as a regulated practice emerged in Nigeria in November 

2003 when the Nigerian code of corporate governance was instituted for listed firms. The 

code which is binding on all firms was an effort at instilling the basics of corporate 

governance as practiced globally. The objective was to ensure the effectiveness of the board 

in maintaining a sound quality of reporting including sustainability reporting. Sanda, Mikailu 
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and Garba (2005) define corporate governance as to how all parties (stakeholders) interested 

in the well-being of a firm attempt to ensure that managers and insiders take necessary 

measures or adopt mechanisms that safeguard the interests of all stakeholders. Such measures 

are necessitated by the separation of ownership from management. 

 

2.2  Theoretical Framework 

Many different theories have been used to explain why firms might voluntarily report 

sustainability information to outside parties. Gray, Kouhy and Lavers (1995) stated that the 

theories that seem to have been most successful in explaining the content and the level of 

sustainability information disclosures are the legitimacy theory and the stake-holders‘ theory. 

Hooghiemstra (2000) in his study stated that legitimacy and stakeholder theories are used in 

explaining sustainability disclosure to guard corporations‘ reputation and identity. However, 

Guthrie and Parker (1990) stated that legitimacy theory is one of the most adopted theories 

for explaining corporate sustainability reports. Perrow (1970) as in Omar (2014) defined 

legitimacy as a generalized perception or assumption that the actions of an entity are 

desirable, proper, or appropriate within some socially constructed system of norms, values, 

beliefs, and definitions for harmonious co-existence.   

 

In contrast to agency theory, the legitimacy theory provides a more comprehensive viewpoint 

on corporate social disclosure as it recognizes that organizations are bound by the social 

contract in which they agree to perform various socially desirable actions in return for 

approval of their objectives, which guarantees their continued existence and their successful 

operations (Deegan, 2002). Legitimacy theory suggests a relationship between corporate 

sustainability disclosure and community concerns so that management must react to 

community expectations and changes. Therefore, this study is anchored on the legitimacy 

theory because management must react to economic, environmental, and social issues 

concerning the environment in which they operate to gain acceptance of the society for the 

survival of their firms. 

 

2.3  Review of Empirical Literature   

Board size may influence the level of voluntary sustainability disclosure because the level of 

disclosure is a strategic decision usually made by the board of directors. As a top-level 

management body, the boards of directors formulate policies and strategies to be followed by 

managers and it has been argued that a greater number of directors on the board may reduce 

the likelihood of information asymmetry (Chen & Jaggi, 2000). 

 

Previous studies have been conducted examining the relationship between board size and 

sustainability reporting of firms, for example, Buniamin, Lutz and Schweinfest (2008) 

analyzed the way corporate governance characteristics such as board size influenced the level 

of sustainability reporting using a regression model. The study was based on the content 

analysis of 243 Malaysian companies‘ stock listed in 2005. The study showed that board size 

had a positive and significant influence on the level of sustainability reporting. Lakesman 

(2008) investigated corporate governance characteristics and voluntary sustainability 

reporting of corporate annual reports of Malaysian listed firms using board size as an 

independent variable. A sample of 96 firms was drawn and the data were analysed using 

simple regression analysis. Findings revealed a positive association between board size and 

the level of corporate sustainability reporting. The study concluded that a large board offers 

diverse knowledge and expertise that acts to mitigate agency–principle conflicts and bring 

different perspectives into the organization for better management to enhance sustainability 

reporting. 
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In another dimension, Shamil, Shaikh, Ho, and Krishnan (2008), examined the relationship 

between sustainability reporting and board size of Romanian listed entities at Bucharest Stock 

Exchange and data was extracted from a sample of 64 companies using 2010 annual reports. 

The data collected were statistically analysed using a simple regression technique. The 

findings showed that board size was a factor that explained the level of sustainability 

reporting within Romanian listed companies because large companies had large boards and 

such companies want to increase their sustainability reporting. 

 

Also, Zeeshan, Rehana, Ali, Ahmad and Salmann (2018) examined how corporate 

governance affects sustainability reporting in Pakistan using an explanatory sequential 

mixed-methods approach. The data regarding corporate governance and sustainability 

disclosure were collected from the top 100 sampled firms listed on the Pakistan Stock 

Exchange (PSE) for the period ranging from 2012 to 2015 which was analysed using multiple 

regression techniques.  Overall, the results indicated that corporate governance elements 

enhance sustainability reporting. The study concluded that a large board size was better able 

to check and control management decisions regarding sustainability issues (including 

economic, environmental, or social disclosures). 

 

From the empirical studies reviewed, it is clear that value-creating activities are more likely 

to increase with the increase in the number of directors on the board. This is because the 

collective experience and expertise of the board will increase and therefore, the need for 

information disclosure such as sustainability reporting will be higher to meet the needs of 

different stakeholder.  

 

A board is generally composed of inside and outside members although inside members are 

selected from among the executive officers of a firm since they either belong to the 

management group or are the family members that own the firm. Outside directors are 

members whose only affiliation with the firm is their directorship. They act as scrutinizers 

and play an important role to ensure that the company is appropriately managed (Said, 

Zainuddin & Haron, 2009). In Hong Kong, Jizi, Salama, Dixon and Stratling, (2014) 

examined the association between independent directors and corporate sustainability 

reporting, using a sample of 88 listed manufacturing firms for the period 1996-2000 which 

was analysed using ordinary least square regression and they found a positive relationship 

between a board with a higher proportion of independent directors and comprehensive 

sustainability reporting. These findings are consistent with agency theory tenets which states 

that a higher proportion of independent directors enhance voluntary financial reporting such 

as sustainability reporting (Barako, Hancock & Izan 2006)).  

 

Similarly, Cuadrado-Ballesteros, Rodríguez-Ariza and García-Sánchez (2015) investigated 

board composition, regulatory regime, and voluntary sustainability reporting of listed firms in 

Singapore. Data were extracted from 166 sampled firms over the period 2000-2013 which 

was analysed using multiple regression techniques. Findings showed that boards with a larger 

proportion of independent directors are positive and significantly associated with higher 

levels of voluntary sustainability reporting in Singapore. On the contrary, in Hong Kong, 

Haniffa and Cooke (2005) conducted a study of corporate sustainability reporting practices 

and board effectiveness using a sample of 122 pollution prone manufacturing firms for the 

period 1999-2003. The variable of board independence was examined and data obtained were 

analysed using ordinary least square regression. They found a negative relationship between 

the proportion of outside non-executive directors and the extent of sustainability reporting. 



Proceedings of the 14th Annual International Conference 

 48 

In reviewing foreign directorship, sustainability reporting has been observed to be more 

abundant in developed countries than developing countries. This makes foreign directors 

from advanced countries to have more technical experience in sustainability reporting 

practices which are likely to be replicated in Nigeria. Several previous studies have 

investigated the extent to which a board‘s demographic diversity traits such as age and 

ethnicity have on sustainability reporting. For example, Petersen (2000) examined 

demographic diversity proxied by foreign directorship and they found a positive relationship 

between foreign directors‘ composition and the level of sustainability reporting. 

 

Similarly, Oba and Fodio (2012) examined board characteristics and sustainability reporting 

in Nigeria using a board characteristic of foreign directorship measured by the proportion of 

foreign directors to board size. The data obtained from a sample of twenty-one (21) randomly 

selected manufacturing firms over the period 2005-2009 was analysed using logistic 

regression analysis. It found that all the investigated board mechanisms including the 

proportion of foreign directors to board size have a significant positive impact on 

sustainability reporting. 

 

Based on the literature reviewed, it is believed that the presence of foreign directors in the 

board of Nigerian listed manufacturing firms enhances sustainability reporting, particularly as 

sustainability reports are more predominant in western countries, where most of these 

directors come from to work as foreign experts in Nigerian manufacturing firms.     

 

Considering female directorship, board diversity enhances board independence because as 

individuals of different ethnicities, genders and cultural backgrounds, members may ask 

questions that would not have ordinarily been asked by a board of directors with the same 

traditional backgrounds. Carter, Simkins and Simpson (2003) opined that board diversity in 

an organization enhances management‘s effectiveness and is an important mechanism for 

corporate governance. Post, Rahman and Rubow (2011), noted that board diversity plays an 

important role in better decision-making through the involvement of directors with diverse 

knowledge, perception, and ideas. Over the years, gender has become a widely recognized 

feature of board diversity. The role of gender in the boardroom is a significant aspect of 

corporate governance as women are different, both ethically and socially from men.  . 

 

Terjesen, Sealy and Singh (2009) in their study of women directors on corporate boards 

found that companies with women on the board are more socially responsible. 

 

Also, Bear and Rahman (2010) examined the impact of board diversity and gender 

composition on corporate social responsibility and firm reputation using a sample of 89 

manufacturing firms. Multiple regression techniques were used for analyzing the study and 

findings proved that the proportion of women on a board is positively related to sustainability 

reporting. Fernandez-Feijoo, Romero and Ruiz-Blanco (2014) examined the effect of women 

on the board and sustainability reporting. The study used data collected from 22 countries and 

adopted multiple regression analysis. Findings revealed that women on boards were 

responsible for a higher quantity and quality of sustainability reporting. The reviewed 

literature showed that women on the board of firms usually have a great influence on 

increasing the level of sustainability reporting because women are more inclined to meet 

social responsibility needs. 
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3.0             Methodology 

This study made use of ex-post-facto research design. This design was adopted because it 

helps to explain the relationship between the dependent and independent variables and also 

the researcher is not able to manipulate the variables because they have occurred and are 

verifiable. The study made use of panel data that were collected from twelve (12) out of the 

fourteen (14) listed foods and beverages manufacturing firms in the Nigerian Stock Exchange 

(NSE) between 2009 - 2018. In determining the sample size, a set of criteria were drawn: the 

firm must be listed all through the period between 2009 – 2018, financial statements must be 

available all through the time scope and the accounting year of the firm must end on 31st 

December. 

 

A dichotomous procedure of content analysis technique of gathering data from financial 

statements was used in codifying qualitative information into categories in order to derive 

quantitative values. Any of the sampled firms selected could score a maximum of forty-one 

(41) points and a minimum of 0. The formula for calculating the reporting score using the 

forty-one (41) disclosure index items benchmark (GRI 2013 criteria) as adopted from a 

previous study (Uwigbe, 2011) is shown below.  

 

RS = 41 

           ∑ri 

           i=1 

Where: 

Rs = Reporting score ri = a score of (1) if the item was reported and (0) if not reported. 

i = 1, 2, 3, ….41. All the reported scores are then summed up and divided by 41 to arrive at a 

value for the dependent variable (Rsi). 

 

To find the effect of corporate governance characteristics of board size, board composition, 

foreign directorship, and female directorship as independent variables on sustainability 

reporting as the dependent variable a multiple regression analysis was adopted through the 

use of STATA (Version 11) software.  

 

The functional relationship was given as follows.  

Sri =f(bsz, bco, fod, fdr)…………………………………………………………....(1) 

With the aid of this equation, the study arrived at a model which is presented as follows in a 

testable form: 

Srii,t = β0 + β1bszi,t + β2bcoi,t + β3fodi,t +β4fdri,t +Uit,.................................................(2) 

Where, β0 is the intercept while β1-4 is the coefficient of the independent variables. 

 

Table 1. 

Variables Definition and Measurement 

Variables Definitions Measurements  Sources/References 

 Dependent 

variables  

  

Sri Sustainability 

reporting Index. 

Unweighted disclosure approach 

where a firm is scored ―1‖ for an item 

disclosed in the annual report and ―0‖ 

if not disclosed. All the reported 

scores are them summed up and 

divided by 41 (forty one) 

Uwigbe (2011) 
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Independent 

variables 

Bsz Board Size Total number of board members in 

the firm at year end. 

Buniami, Lutz, & 

Schweinfest (2008) 

Bco Board 

Composition 

Number of Non executive Directors 

/Total number of board members in 

the firm at year end. 

Ho and Wong 

(2001) 

Fod Foreign 

Directorship 

Number of Foreign Directors/Total 

number of board members in the firm 

at year end. 

Oba and Fodio 

(2012) 

Fdr Female 

Directorship 

Number of female Directors /Total 

number of board members in the firm 

at year end. 

Michelle and Ho, 

(2017). 

Researcher’s Compilation 2020 

 

The following diagnostic tests were conducted to enrich the analysis of data 

i. Multicolinearity test, Variance Inflation Factor (VIF) and Tolerance values were 

conducted to ensure that some or all of the explanatory variables in a multiple regression 

analysis were not highly inter-correlated to cause multicolinearity problems in the data 

 

4. Results and Discussion 

Table 2 shows the summary statistics of the variables in terms of the mean, standard 

deviation, minimum and maximum values. 

 

Table 2 . Descriptive statistics of variables           
Variables  Obs Mean Std Deviation Minimum Maximum 

Sri 120 0.4506 0.0892 0.12 0.54 

Bsz 120 12.6833 2.0415 8 17 

Bco 120 0.5836 0.1515 0.23 0.88 

Fod 120 0.1936 0.1462 0 0.5 

Fdr 120 0.1950 0.0785 0.08 0.43 

Source STATA 11 Outputs 2020 based on study data appendix A 

 

Sri has a mean of 0.4506 with a standard deviation of 0.0892, a minimum of 0.12, and a 

maximum of 0.54 suggesting that there was a wide dispersion in sustainability reporting of 

listed food and beverage firms in Nigeria. Board size (Bsz) has a mean of 12.6833 with a 

standard deviation of 2.0415, minimum and maximum values of 8 and 17 respectively. This 

also suggested a wide dispersion in board sizes of listed food and beverage firms in Nigeria 

because some of the firms had small board sizes compared to others. Furthermore, board 

composition had a mean value of 0.5836 and standard deviation value of 0.1515 indicating a 

very wide dispersion and this may be due to the fact Nigerian listed food and beverage firms 

in Nigeria do not have a standard fixed number of board members since it varies from firm to 

firm. . Also, there is a wide dispersion of the board size of the listed firms sampled in the 

study. This however lends credence to this outcome since board composition is derived from 

it.  

 

Similarly, foreign directorship‘ composition had a mean and standard deviation value of 

0.1936 and 0.1462 respectively, thus implying that on the average there were no much 

differences in foreign directorship‘ composition among listed food and beverages firms in 

Nigeria because there is no wide dispersion in its values of standard deviation. The maximum 
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foreign directorship composition was 0.50 of board sizes, indicating that there was an equal 

number of foreign directors and Nigerian directors on the board of the firm. 

 

Considering female directorship composition, there was a mean value of 0.195 with a 

standard deviation of 0.0785 indicating that there was a wide dispersion between female 

directorship on the board of various listed food and beverage firms in Nigeria.   

 

The correlation between the dependent and independent variables is presented in table 3 and 

it shows that there is a positive correlation between the dependent variable (Sri) and all the 

independent variables (board size, board composition, foreign directorship, and female 

directorship).  

 

Table 3 Correlation Matrix of Dependent and Independent variables 
Variables Sri Bsz Bco Fod  Fdr VIF 

Sri 1.000      

Bsz 0.2693 1.000    1.15 

Bco 0.1648 -0.1147 1.000   1.09 

Fod 0.2947 0.2609 0.073 1.000  1.06 

Fdr 0.093 0.2238 0.0202 0.0684 1.000 1.03 

Source: STATA 11 Outputs 2020 based on study data appendix A 

 

This implied that as these independent variables increase, the level of sustainability reporting 

of listed foods and beverages manufacturing firms in Nigeria also increased. Hussain, Islam 

and Andrew (2006) suggested that multicollinearity may be a problem when the correlation 

between independent variables is 0.9 and above whereas Emory (1982) considered more than 

0.80 to be problematic. Therefore, it is evident from the above table that the magnitude of the 

correlation amongst the explanatory variables generally indicated no severe multicollinearity 

problems in the study because the highest correlation coefficient is 0.294 between 

sustainability reporting index and foreign directorship. To determine the presence of 

collinearity problem, a Variance Inflation Factor (VIF) test was carried out and the results 

provided evidence of the absence of collinearity because the results of the VIF test ranged 

from a minimum of 1.03 to a maximum of 1.15 and a mean of 1.08.  VIF of 5.00 can still be 

proof of the absence of collinearity (Neter, Kutner, Nachtsheim & Wasserman 1996). 

 

The multiple regression results of Sustainability reporting index (Sri) as the dependent 

variable and the independent variables of board size (Bsz), board composition, foreign 

directorship (Fod) and female directorship (Fdr) are presented in table 4 below. 

 

Table 4 Regression Results 
Ind. Variables Coefficients OLS Standard Error OLS T Statistics OLS P-Values  

Constants 0,2341 0.0602 3.89 0,000 

Bsz 0.0098 0.0040 2.46 0.015 

Bco 0.1023 0.0510 2.00 0.047 

Fod 0.1349 0.0543 2.48 0.015 

Fdr 0.0277 0.0998 0.28 0.781 

No of Obs 120 120 120 120 

R-Squared 0.1570    

Adjusted R-Squared 0.1277    

F-Statistic 5.36    

P-Value 0.0000    

Source: STATA 11 Outputs2020 based on study data appendix A 
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From the p-value of 0.005 which was statistically significant, the validity of the model under 

each of the estimations was evident. The R-squared of 15.7% showed that the change in 

sustainability reporting was accounted for by the explanatory variables. This implied that the 

independent variables can explain 12.77% of the changes in the dependent variable under the 

multiple regressions. Furthermore, the F-statistics of 5.36 and p-value of 0.000 confirmed the 

fitness of the model.  

 

From table 4 above, board size had a positive coefficient of 0.0098 with a p-value of 0.015 at 

a 5% level of significance. The implication of this is that, as board size increased the level of 

sustainability reporting also increased. Based on this finding, the study rejected the null 

hypothesis which stated that there is no significant effect of board size on sustainability 

reporting of listed food and beverage firms in Nigeria, because the probability value of 0.000 

is less than 5% level of significance (0.015<5%). This finding supported the studies 

conducted by Buniamin et al (2008); Lakesman (2008); Zeeshan, Rehana, Ali, Ahmad and 

Salmann (2018) who documented that there is a positive and significant effect of board size 

on sustainability reporting.  

 

Furthermore, the board composition has a positive coefficient of 0.1023 and a p-value of 

0.047 at a 5% level of significance. This implied that board composition is significant and 

positively related to sustainability reporting of listed foods and beverages firms in Nigeria 

because the probability value of 0.047 was less than a 5% level of significance (0.047<5%). 

Based on this finding the study rejected the null hypothesis which stated that there is no 

significant effect of board composition on sustainability reporting of listed foods and 

beverage firms in Nigeria. This finding confirmed those of Jizi, Salama, Dixon & Stratling, 

(2014), Cuadrado-Ballesteros, Rodríguez-Ariza, García-Sánchez (2015) who found that there 

was a positive and significant effect of board composition on sustainability reporting. 

Furthermore, the findings of this study is opposed to that of Haniffa and Cooke (2005) who 

found a negative effect of board composition on sustainability reporting.  

 

Also considering foreign directorship composition, the multiple regressions estimated a 

positive and significant effect of foreign directorship composition on sustainability reporting 

of listed foods and beverages firms with a positive coefficient and p-values of 0.1349 and 

0.015 respectively. The implication of this is that, as the foreign directorship composition 

increases, the level of sustainability reporting also increased. Based on this finding, the study 

rejected the null hypothesis which stated that there is no significant effect of foreign 

directorship on sustainability reporting of listed foods and beverages firms in Nigeria because 

the probability value of 0.000 is less than 5% level of significance (0.000<5%). This finding 

is consistent with those of Oba and Fodio, (2012) who found a positive and significant effect 

of foreign directorship composition on sustainability reporting.  

 

In addition, the multiple regression results showed a positive coefficient of 0.0277 and a p-

value of 0.781 for female directorship and this implied that as the number of female directors 

on the board of listed foods and beverage firms increased the level of sustainability reporting 

also increased but at insignificant level. Based on this finding, the study accepts the null 

hypothesis which stated that there is no significant effect of female directorship on 

sustainability reporting of listed foods and beverage firms in Nigeria because a probability 

value of 0.781 was more than a 5% level of significance (0.781>5%). The finding opposes 

those of Bear and Rahman (2010) who found a positive and significant relationship between 

female directorship and sustainability reporting. 
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5 Conclusion and Recommendations 
This study examined the effect of corporate governance mechanisms on sustainability 

reporting of listed foods and beverage firms in Nigeria over the period 2009-2018. The study 

had a sample of twelve listed firms out of the fourteen foods and beverage firms operating in 

Nigeria. The findings have a clear policy implication on sustainability reporting in Nigeria 

based on the results of the descriptive statistics, correlation matrix and the multiple regression 

of the study. From the results of the study, it was concluded that the level of sustainability 

reporting in Nigeria listed foods and beverage firms based on the GRI 2013 benchmark is 

very low. The study also concluded that all the corporate governance characteristics 

examined by the study except female directorship were statistically significant at a 5% 

confidence level. Female directorship composition had a positive and insignificant effect on 

the sustainability reporting of listed food and beverage firms in Nigeria. Based on the above 

findings, the study recommended that listed foods and beverages firms in Nigeria should be 

increasing their board sizes, board composition and foreign directorship in order to enhance 

sustainability reporting while the appointment of female directors into the boards of Nigerian 

listed food and beverages firms should be reduced to boost sustainability reporting.   
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Appendix A 

PANEL DATA OF SAMPLED FIRMS OVER THE PERIOD 2009-2018(10 YEARS) 
Firms Years Id Sri Bsz bco Fod fdr 

DGFLOUR 2009 1 0.39 15 0.54 0.38 0.15 

  2010 1 0.39 13 0.54 0.38 0.15 

  2011 1 0.39 13 0.54 0.38 0.15 

  2012 1 0.39 15 0.54 0.38 0.15 

  2013 1 0.39 14 0.57 0.36 0.14 

  2014 1 0.41 13 0.54 0.38 0.15 

  2015 1 0.41 14 0.64 0.5 0.21 

  2016 1 0.41 14 0.64 0.5 0.21 

  2017 1 0.41 13 0.5 0.44 0.13 

  2018 1 0.41 16 0.5 0.44 0.13 

DGSUGAR 2009 2 0.36 11 0.45 0.18 0.18 

  2010 2 0.39 11 0.82 0.18 0.27 

  2011 2 0.39 10 0.71 0.29 0.29 

  2012 2 0.44 15 0.71 0.29 0.29 

  2013 2 0.46 17 0.88 0.25 0.13 

  2014 2 0.49 14 0.71 0.29 0.14 

  2015 2 0.49 14 0.88 0.25 0.13 

  2016 2 0.49 12 0.83 0.17 0.08 

  2017 2 0.49 15 0.82 0.18 0.09 

  2018 2 0.49 15 0.5 0.2 0.1 

7UP 2009 3 0.46 12 0.6 0.4 0.3 

  2010 3 0.46 13 0.6 0.4 0.3 

  2011 3 0.46 12 0.6 0.4 0.2 

  2012 3 0.46 10 0.6 0.4 0.1 

  2013 3 0.49 10 0.78 0.44 0.22 

  2014 3 0.49 9 0.78 0.44 0.22 

  2015 3 0.49 11 0.78 0.44 0.33 

  2016 3 0.51 10 0.7 0.4 0.2 

  2017 3 0.51 10 0.7 0.4 0.2 

  2018 3 0.51 10 0.7 0.4 0.2 

NNFM 2009 4 0.46 14 0.67 0.17 0.08 

  2010 4 0.46 15 0.67 0.25 0.17 

  2011 4 0.46 13 0.75 0.25 0.17 

  2012 4 0.46 12 0.75 0.25 0.17 

  2013 4 0.46 15 0.75 0.25 0.25 

  2014 4 0.46 11 0.82 0.27 0.27 

  2015 4 0.49 13 0.82 0.27 0.27 

  2016 4 0.49 12 0.75 0.25 0.17 

  2017 4 0.49 13 0.75 0.25 0.17 

  2018 4 0.49 12 0.75 0.25 0.25 

FMN 2009 5 0.46 13 0.75 0.08 0.25 

  2010 5 0.46 14 0.75 0.08 0.25 

  2011 5 0.46 14 0.75 0.08 0.25 

  2012 5 0.46 13 0.69 0.08 0.23 

  2013 5 0.46 15 0.73 0.07 0.13 

  2014 5 0.49 15 0.73 0.07 0.13 

  2015 5 0.49 14 0.79 0.07 0.21 

  2016 5 0.49 15 0.73 0.07 0.2 

  2017 5 0.49 14 0.73 0.07 0.14 
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  2018 5 0.49 14 0.73 0.07 0.14 

UNIDIS 2009 6 0.12 10 0.56 0 0.11 

  2010 6 0.12 10 0.56 0 0.11 

  2011 6 0.12 10 0.56 0 0.11 

  2012 6 0.44 8 0.63 0 0.13 

  2013 6 0.44 9 0.5 0 0.13 

  2014 6 0.49 9 0.5 0 0.13 

  2015 6 0.49 8 0.5 0 0.13 

  2016 6 0.49 10 0.5 0 0.13 

  2017 6 0.49 11 0.5 0 0.25 

  2018 6 0.49 13 0.5 0 0.13 

NESTLE 2009 7 0.48 12 0.75 0.25 0.25 

  2010 7 0.48 11 0.75 0.25 0.25 

  2011 7 0.48 13 0.8 0.2 0.2 

  2012 7 0.48 12 0.78 0.11 0.33 

  2013 7 0.48 15 0.56 0.11 0.33 

  2014 7 0.5 14 0.56 0.11 0.33 

  2015 7 0.5 15 0.56 0.11 0.33 

  2016 7 0.5 15 0.56 0.11 0.33 

  2017 7 0.5 15 0.6 0.1 0.1 

  2018 7 0.5 14 0.8 0.25 0.13 

UNILEV 2009 8 0.46 13 0.42 0.17 0.17 

  2010 8 0.46 14 0.33 0.25 0.17 

  2011 8 0.46 13 0.4 0.3 0.2 

  2012 8 0.46 14 0.42 0.25 0.17 

  2013 8 0.46 14 0.33 0.25 0.17 

  2014 8 0.49 15 0.42 0.25 0.17 

  2015 8 0.54 13 0.63 0.38 0.25 

  2016 8 0.54 15 0.5 0.38 0.38 

  2017 8 0.54 14 0.4 0.33 0.33 

  2018 8 0.54 14 0.5 0.3 0.3 

PZ 2009 9 0.46 15 0.25 0.25 0.17 

  2010 9 0.46 14 0.25 0.33 0.17 

  2011 9 0.46 15 0.29 0.29 0.14 

  2012 9 0.49 15 0.23 0.31 0.15 

  2013 9 0.51 14 0.23 0.31 0.15 

  2014 9 0.51 15 0.31 0.31 0.15 

  2015 9 0.51 15 0.31 0.31 0.15 

  2016 9 0.51 14 0.33 0.33 0.25 

  2017 9 0.51 14 0.5 0.33 0.25 

  2018 9 0.51 14 0.54 0.31 0.23 

UAC 2009 10 0.46 14 0.63 0.25 0.25 

  2010 10 0.46 15 0.38 0.13 0.25 

  2011 10 0.46 15 0.44 0.11 0.22 

  2012 10 0.46 13 0.44 0.11 0.22 

  2013 10 0.46 14 0.57 0.14 0.43 

  2014 10 0.5 15 0.43 0 0.43 

  2015 10 0.5 13 0.5 0 0.38 

  2016 10 0.5 12 0.5 0 0.25 

  2017 10 0.5 15 0.56 0 0.22 

  2018 10 0.5 14 0.56 0 0.22 

CADBRY 2009 11 0.54 10 0.6 0.1 0.1 

  2010 11 0.54 10 0.6 0.1 0.1 
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  2011 11 0.54 10 0.6 0.1 0.1 

  2012 11 0.54 10 0.6 0.1 0.1 

  2013 11 0.54 10 0.6 0.1 0.1 

  2014 11 0.54 11 0.55 0.09 0.09 

  2015 11 0.54 11 0.64 0.09 0.09 

  2016 11 0.54 11 0.64 0.18 0.09 

  2017 11 0.54 11 0.64 0.18 0.18 

  2018 11 0.54 11 0.64 0.18 0.09 

UTC 2009 12 0.26 9 0.43 0 0.14 

  2010 12 0.26 9 0.43 0 0.14 

  2011 12 0.26 9 0.5 0 0.17 

  2012 12 0.26 10 0.5 0 0.17 

  2013 12 0.26 12 0.5 0 0.17 

  2014 12 0.26 12 0.5 0 0.33 

  2015 12 0.26 12 0.38 0 0.25 

  2016 12 0.26 12 0.5 0 0.25 

  2017 12 0.26 12 0.5 0 0.25 

  2018 12 0.26 10 0.5 0 0.13 

Source: compiled by Annual Report and Accounts of sampled firms 

 

Population and Sample size* of Listed Food and Beverages Firms 

1. Dangote Flour* 

2. Dangote Sugar Refnery* 

3. 7UP Bottling Company* 

4. Nothern Nigeria Flour Mills* 

5. Flour Mills of Nigeria*  

6. National Salt Co. of Nigeria 

7. PS Mandrites Plc 

8. Union Dicon Salt* 

9. Nestle* 

10. Unilever* 

11. PZ* 

12. UAC* 

13. Cadbury* 

14. UTC* 

 

 

Appendix B 

Dangote Sugar Refinery Plc. Sustainability Disclosure Index 
 Sustainability Indicators     Years      

A Economic Sustainability Indicators 09 10 11 12 13 14 15 16 17 18 

1 Revenue  1 1 1 1 1 1 1 1 1 1 

2 Operating costs  1 1 1 1 1 1 1 1 1 1 

3 Employee wages and benefits  1 1 1 1 1 1 1 1 1 1 

4 Payments to Providers of Capital  1 1 1 1 1 1 1 1 1 1 

5 Payments to Government  1 1 1 1 1 1 1 1 1 1 

6 Community Investments  1 1 1 1 1 1 1 1 1 1 

7 Risks and Opportunity posed by 

climate change  

          

8 Financial Implications of the risk and 

opportunity posed by climate change  

          

9 Costs of actions taken to manage           
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risks or opportunities posed by 

climate change  

10 Value of Defined Benefit Plan 

obligations  

     1 1 1 1 1 

11 Mode of Settling the Defined Benefit 

Plan Obligations (Liability)  

     1 1 1 1  

12 Percentage of Salary contributed by 

the employer and employee  

          

13 Financial Assistance received from 

government  

          

14 Spending on local suppliers at 

significant locations of operations  

   1 1 1 1 1 1 1 

B Environmental Sustainability 

Indicator 

          

15 Renewable and non-renewable 

materials used  

1 1 1 1 1 1 1 1 1 1 

16 Recycled materials used to 

manufacture the organization's 

product and services  

          

17 Fuel/electricity/heating/cooling/steam 

consumption  

   1 1 1 1 1 1 1 

18 Electricity/heating/cooling/steam 

sold  

          

19 Reduction in energy consumption 

due to conservation  

 1 1 1 1 1 1 1 1 1 

20 Water withdrawn for operations  1 1 1 1 1 1 1 1 1 1 

21 Water recycled and reused            

22 Gross direct Greenhouse gas 

Emissions  

          

23 Organic Pollutants            

24 Water discharge and quality of water 

discharged  

          

25 Waste and method of disposal  1 1 1 1 1 1 1 1 1 1 

26 Number and volume of spills            

27 Environmental protection 

expenditures  

    1 1 1 1 1 1 

28 Assessment of suppliers on the basis 

of environmental risks  

          

29 Assessment of clients on the basis of 

environmental risks 

          

C  Social Sustainability Indicators           

30 Benefits to full-time employees  1 1 1 1 1 1 1 1 1 1 

31 Injury/injury rate/occupational 

diseases rate  

1 1 1 1 1 1 1 1 1 1 

32 Health and Safety employee training  1 1 1 1 1 1 1 1 1 1 

33 Representation of men and women in 

governance bodies  

          

34 Equal remuneration of men and 

women  

1 1 1 1 1 1 1 1 1 1 

35 Child labour            

36 Local community development 

programmes  

1 1 1 1 1 1 1 1 1 1 

37 Stakeholder engagement plans            
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38 Anti-corruption policies and 

procedures  

          

39 Political financial and other kinds of 

contributions made by the 

organization  

          

40 Suppliers and clients subject to 

assessments for impacts on society  

          

41 Potential negative impacts on society 

identified in the supply chain  

          

 Total (X) 15 16 16 18 19 20 20 20 20 19 

 X/41 0.36 0.39 0.39 0.44 0.46 0.49 0.49 0.49 0.49 0.46 

Source: Compiled by researcher using Global Reporting Initiative (GRI) 2013 

 

 

Dangote Flour  Plc. Sustainability Disclosure Index 
 Sustainability Indicators     Years      

A Economic Sustainability Indicators 09 10 11 12 13 14 15 16 17 18 

1 Revenue  1 1 1 1 1 1 1 1 1 1 

2 Operating costs  1 1 1 1 1 1 1 1 1 1 

3 Employee wages and benefits  1 1 1 1 1 1 1 1 1 1 

4 Payments to Providers of Capital  1 1 1 1 1 1 1 1 1 1 

5 Payments to Government  1 1 1 1 1 1 1 1 1 1 

6 Community Investments  1 1 1 1 1 1 1 1 1 1 

7 Risks and Opportunity posed by 

climate change  

     1 1 1 1 1 

8 Financial Implications of the risk and 

opportunity posed by climate change  

          

9 Costs of actions taken to manage risks 

or opportunities posed by climate 

change  

          

10 Value of Defined Benefit Plan 

obligations  

1 1 1  1 1 1 1 1 1 

11 Mode of Settling the Defined Benefit 

Plan Obligations (Liability)  

1 1 1 1 1 1 1 1 1 1 

12 Percentage of Salary contributed by 

the employer and employee  

1 1 1 1 1 1 1 1 1 1 

13 Financial Assistance received from 

government  

          

14 Spending on local suppliers at 

significant locations of operations  

          

B Environmental Sustainability 

Indicator 

          

15 Renewable and non-renewable 

materials used  

1 1 1 1 1 1 1 1 1 1 

16 Recycled materials used to 

manufacture the organization's product 

and services  

1 1 1 1 1 1 1 1 1 1 

17 Fuel/electricity/heating/cooling/steam 

consumption  

          

18 Electricity/heating/cooling/steam sold            

19 Reduction in energy consumption due 

to conservation  

          

20 Water withdrawn for operations  1 1 1 1 1 1 1 1 1 1 



The Academy of Management Nigeria 

 61 

21 Water recycled and reused  1 1 1  1 1 1 1 1 1 

22 Gross direct Greenhouse gas 

Emissions  

          

23 Organic Pollutants            

24 Water discharge and quality of water 

discharged  

          

25 Waste and method of disposal            

26 Number and volume of spills            

27 Environmental protection expenditures            

28 Assessment of suppliers on the basis 

of environmental risks  

          

29 Assessment of clients on the basis of 

environmental risks 

          

C  Social Sustainability Indicators           

30 Benefits to full-time employees            

31 Injury/injury rate/occupational 

diseases rate  

          

32 Health and Safety employee training  1 1 1 1 1 1 1 1 1 1 

33 Representation of men and women in 

governance bodies  

          

34 Equal remuneration of men and 

women  

1 1 1 1 1 1 1 1 1 1 

35 Child labour            

36 Local community development 

programmes  

          

37 Stakeholder engagement plans  1 1 1 1 1 1 1 1 1 1 

38 Anti-corruption policies and 

procedures  

          

39 Political financial and other kinds of 

contributions made by the 

organization  

          

40 Suppliers and clients subject to 

assessments for impacts on society  

          

41 Potential negative impacts on society 

identified in the supply chain  

          

 Total (X) 16 16 16 14 16 17 17 17 17 17 

 X/41 0.39 0.39 0.39 0.39 0.39 0.41 0.41 0.41 0.41 0.41 

Source: Compiled by researcher using Global Reporting Initiative (GRI) 2013 

 

7UP Plc. Sustainability Disclosure Index 
 Sustainability Indicators     Years      

A Economic Sustainability Indicators 09 10 11 12 13 14 15 16 17 18 

1 Revenue  1 1 1 1 1 1 1 1 1 1 

2 Operating costs  1 1 1 1 1 1 1 1 1 1 

3 Employee wages and benefits  1 1 1 1 1 1 1 1 1 1 

4 Payments to Providers of Capital  1 1 1 1 1 1 1 1 1 1 

5 Payments to Government  1 1 1 1 1 1 1 1 1 1 

6 Community Investments  1 1 1 1 1 1 1 1 1 1 

7 Risks and Opportunity posed by 

climate change  

          

8 Financial Implications of the risk and 

opportunity posed by climate change  

          

9 Costs of actions taken to manage risks           
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or opportunities posed by climate 

change  

10 Value of Defined Benefit Plan 

obligations  

1 1 1 1 1 1 1 1 1 1 

11 Mode of Settling the Defined Benefit 

Plan Obligations (Liability)  

1 1 1 1 1 1 1 1 1 1 

12 Percentage of Salary contributed by the 

employer and employee  

1 1 1 1 1 1 1 1 1 1 

13 Financial Assistance received from 

government  

          

14 Spending on local suppliers at 

significant locations of operations  

1 1 1 1 1 1 1 1 1 1 

B Environmental Sustainability 

Indicator 

          

15 Renewable and non-renewable 

materials used  

          

16 Recycled materials used to 

manufacture the organization's product 

and services  

          

17 Fuel/electricity/heating/cooling/steam 

consumption  

1 1 1 1 1 1 1 1 1 1 

18 Electricity/heating/cooling/steam sold            

19 Reduction in energy consumption due 

to conservation  

          

20 Water withdrawn for operations            

21 Water recycled and reused            

22 Gross direct Greenhouse gas Emissions       1 1 1 1 1 

23 Organic Pollutants            

24 Water discharge and quality of water 

discharged  

     1 1 1 1 1 

25 Waste and method of disposal            

26 Number and volume of spills            

27 Environmental protection expenditures  1 1 1 1 1 1 1 1 1 1 

28 Assessment of suppliers on the basis of 

environmental risks  

          

29 Assessment of clients on the basis of 

environmental risks 

1 1 1 1 1 1 1 1 1 1 

C  Social Sustainability Indicators           

30 Benefits to full-time employees  1 1 1 1 1 1 1 1 1 1 

31 Injury/injury rate/occupational diseases 

rate  

1 1 1 1 1 1 1 1 1 1 

32 Health and Safety employee training  1 1 1 1 1 1 1 1 1 1 

33 Representation of men and women in 

governance bodies  

1 1 1 1 1 1 1 1 1 1 

34 Equal remuneration of men and women  1 1 1 1 1 1 1 1 1 1 

35 Child labour            

36 Local community development 

programmes  

1 1 1 1 1 1 1 1 1 1 

37 Stakeholder engagement plans            

38 Anti-corruption policies and 

procedures  

          

39 Political financial and other kinds of 

contributions made by the organization  
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40 Suppliers and clients subject to 

assessments for impacts on society  

    1 1 1 1 1 1 

41 Potential negative impacts on society 

identified in the supply chain  

         1 

 Total (X) 19 19 19 19 20 20 20 21 21 21 

 X/41 0.46 0.46 0.46 0.46 0.49 0.49 0.49 0.51 0.51 0.51 

Source: Compiled by researcher using Global Reporting Initiative (GRI) 2013 

 

Northern Nigerian Flour Mills Plc. Sustainability Disclosure Index 
 Sustainability Indicators     Years      

A Economic Sustainability Indicators 09 10 11 12 13 14 15 16 17 18 

1 Revenue  1 1 1 1 1 1 1 1 1 1 

2 Operating costs  1 1 1 1 1 1 1 1 1 1 

3 Employee wages and benefits  1 1 1 1 1 1 1 1 1 1 

4 Payments to Providers of Capital  1 1 1 1 1 1 1 1 1 1 

5 Payments to Government  1 1 1 1 1 1 1 1 1 1 

6 Community Investments  1 1 1 1 1 1 1 1 1 1 

7 Risks and Opportunity posed by 

climate change  

          

8 Financial Implications of the risk and 

opportunity posed by climate change  

          

9 Costs of actions taken to manage risks 

or opportunities posed by climate 

change  

          

10 Value of Defined Benefit Plan 

obligations  

1 1 1 1 1 1 1 1 1 1 

11 Mode of Settling the Defined Benefit 

Plan Obligations (Liability)  

1 1 1 1 1 1 1 1 1 1 

12 Percentage of Salary contributed by the 

employer and employee  

1 1 1 1 1 1 1 1 1 1 

13 Financial Assistance received from 

government  

          

14 Spending on local suppliers at 

significant locations of operations  

1 1 1 1 1 1 1 1 1 1 

B Environmental Sustainability 

Indicator 

          

15 Renewable and non-renewable 

materials used  

          

16 Recycled materials used to manufacture 

the organization's product and services  

          

17 Fuel/electricity/heating/cooling/steam 

consumption  

1 1 1 1 1 1 1 1 1 1 

18 Electricity/heating/cooling/steam sold            

19 Reduction in energy consumption due 

to conservation  

          

20 Water withdrawn for operations            

21 Water recycled and reused            

22 Gross direct Greenhouse gas Emissions            

23 Organic Pollutants            

24 Water discharge and quality of water 

discharged  

     1 1 1 1 1 

25 Waste and method of disposal            

26 Number and volume of spills            
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27 Environmental protection expenditures  1 1 1 1 1 1 1 1 1 1 

28 Assessment of suppliers on the basis of 

environmental risks  

          

29 Assessment of clients on the basis of 

environmental risks 

1 1 1 1 1 1 1 1 1 1 

C  Social Sustainability Indicators           

30 Benefits to full-time employees  1 1 1 1 1 1 1 1 1 1 

31 Injury/injury rate/occupational diseases 

rate  

1 1 1 1 1 1 1 1 1 1 

32 Health and Safety employee training  1 1 1 1 1 1 1 1 1 1 

33 Representation of men and women in 

governance bodies  

1 1 1 1 1 1 1 1 1 1 

34 Equal remuneration of men and women  1 1 1 1 1 1 1 1 1 1 

35 Child labour            

36 Local community development 

programmes  

1 1 1 1 1 1 1 1 1 1 

37 Stakeholder engagement plans            

38 Anti-corruption policies and procedures            

39 Political financial and other kinds of 

contributions made by the organization  

          

40 Suppliers and clients subject to 

assessments for impacts on society  

          

41 Potential negative impacts on society 

identified in the supply chain  

      1 1 1 1 

 Total (X) 19 19 19 19 19 20 21 21 21 21 

 X/41 0.46 0.46 0.46 0.46 0.46 0.49 0.49 0.49 0.49 0.49 

Source: Compiled by researcher using Global Reporting Initiative (GRI) 2013 

 

Flour Mills Nigeria Plc. Sustainability Disclosure Index 
 Sustainability Indicators     Years      

A Economic Sustainability Indicators 09 10 11 12 13 14 15 16 17 18 

1 Revenue  1 1 1 1 1 1 1 1 1 1 

2 Operating costs  1 1 1 1 1 1 1 1 1 1 

3 Employee wages and benefits  1 1 1 1 1 1 1 1 1 1 

4 Payments to Providers of Capital  1 1 1 1 1 1 1 1 1 1 

5 Payments to Government  1 1 1 1 1 1 1 1 1 1 

6 Community Investments  1 1 1 1 1 1 1 1 1 1 

7 Risks and Opportunity posed by 

climate change  

          

8 Financial Implications of the risk and 

opportunity posed by climate change  

          

9 Costs of actions taken to manage risks 

or opportunities posed by climate 

change  

          

10 Value of Defined Benefit Plan 

obligations  

1 1 1 1 1 1 1 1 1 1 

11 Mode of Settling the Defined Benefit 

Plan Obligations (Liability)  

1 1 1 1 1 1 1 1 1 1 

12 Percentage of Salary contributed by the 

employer and employee  

1 1 1 1 1 1 1 1 1 1 

13 Financial Assistance received from 

government  

          

14 Spending on local suppliers at 1 1 1 1 1 1 1 1 1 1 
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significant locations of operations  

B Environmental Sustainability 

Indicator 

          

15 Renewable and non-renewable 

materials used  

          

16 Recycled materials used to 

manufacture the organization's product 

and services  

          

17 Fuel/electricity/heating/cooling/steam 

consumption  

1 1 1 1 1 1 1 1 1 1 

18 Electricity/heating/cooling/steam sold            

19 Reduction in energy consumption due 

to conservation  

          

20 Water withdrawn for operations            

21 Water recycled and reused            

22 Gross direct Greenhouse gas Emissions            

23 Organic Pollutants            

24 Water discharge and quality of water 

discharged  

     1 1 1 1 1 

25 Waste and method of disposal            

26 Number and volume of spills            

27 Environmental protection expenditures  1 1 1 1 1 1 1 1 1 1 

28 Assessment of suppliers on the basis of 

environmental risks  

          

29 Assessment of clients on the basis of 

environmental risks 

1 1 1 1 1 1 1 1 1 1 

C  Social Sustainability Indicators           

30 Benefits to full-time employees  1 1 1 1 1 1 1 1 1 1 

31 Injury/injury rate/occupational diseases 

rate  

1 1 1 1 1 1 1 1 1 1 

32 Health and Safety employee training  1 1 1 1 1 1 1 1 1 1 

33 Representation of men and women in 

governance bodies  

1 1 1 1 1 1 1 1 1 1 

34 Equal remuneration of men and women  1 1 1 1 1 1 1 1 1 1 

35 Child labour            

36 Local community development 

programmes  

1 1 1 1 1 1 1 1 1 1 

37 Stakeholder engagement plans            

38 Anti-corruption policies and 

procedures  

          

39 Political financial and other kinds of 

contributions made by the organization  

          

40 Suppliers and clients subject to 

assessments for impacts on society  

          

41 Potential negative impacts on society 

identified in the supply chain  

          

 Total (X) 19 19 19 19 19 20 20 20 20 20 

 X/41 0.46 0.46 0.46 0.46 0.46 0.49 0.49 0.49 0.49 0.49 

Source: Compiled by researcher using Global Reporting Initiative (GRI) 2013 
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Union Dicon Salt Plc. Sustainability Disclosure Index 
 Sustainability Indicators     Years      

A Economic Sustainability Indicators 09 10 11 12 13 14 15 16 17 18 

1 Revenue  1 1 1 1 1 1 1 1 1 1 

2 Operating costs  1 1 1 1 1 1 1 1 1 1 

3 Employee wages and benefits  1 1 1 1 1 1 1 1 1 1 

4 Payments to Providers of Capital  1 1 1 1 1 1 1 1 1 1 

5 Payments to Government  1 1 1 1 1 1 1 1 1 1 

6 Community Investments  1 1 1 1 1 1 1 1 1 1 

7 Risks and Opportunity posed by 

climate change  

          

8 Financial Implications of the risk and 

opportunity posed by climate change  

          

9 Costs of actions taken to manage 

risks or opportunities posed by 

climate change  

          

10 Value of Defined Benefit Plan 

obligations  

   1 1 1 1 1 1 1 

11 Mode of Settling the Defined Benefit 

Plan Obligations (Liability)  

   1 1 1 1 1 1 1 

12 Percentage of Salary contributed by 

the employer and employee  

   1 1 1 1 1 1 1 

13 Financial Assistance received from 

government  

          

14 Spending on local suppliers at 

significant locations of operations  

1 1 1 1 1 1 1 1 1 1 

B Environmental Sustainability 

Indicator 

          

15 Renewable and non-renewable 

materials used  

          

16 Recycled materials used to 

manufacture the organization's 

product and services  

          

17 Fuel/electricity/heating/cooling/steam 

consumption  

1 1 1 1 1 1 1 1 1 1 

18 Electricity/heating/cooling/steam 

sold  

          

19 Reduction in energy consumption 

due to conservation  

          

20 Water withdrawn for operations            

21 Water recycled and reused            

22 Gross direct Greenhouse gas 

Emissions  

          

23 Organic Pollutants            

24 Water discharge and quality of water 

discharged  

     1 1 1 1 1 

25 Waste and method of disposal            

26 Number and volume of spills            

27 Environmental protection 

expenditures  

1 1 1 1 1 1 1 1 1 1 

28 Assessment of suppliers on the basis 

of environmental risks  

          

29 Assessment of clients on the basis of           
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environmental risks 

C  Social Sustainability Indicators           

30 Benefits to full-time employees  1 1 1 1 1 1 1 1 1 1 

31 Injury/injury rate/occupational 

diseases rate  

1 1 1 1 1 1 1 1 1 1 

32 Health and Safety employee training  1 1 1 1 1 1 1 1 1 1 

33 Representation of men and women in 

governance bodies  

1 1 1 1 1 1 1 1 1 1 

34 Equal remuneration of men and 

women  

1 1 1 1 1 1 1 1 1 1 

35 Child labour            

36 Local community development 

programmes  

1 1 1 1 1 1 1 1 1 1 

37 Stakeholder engagement plans            

38 Anti-corruption policies and 

procedures  

          

39 Political financial and other kinds of 

contributions made by the 

organization  

          

40 Suppliers and clients subject to 

assessments for impacts on society  

          

41 Potential negative impacts on society 

identified in the supply chain  

     1 1 1 1 1 

 Total (X) 15 15 15 18 18 20 20 20 20 20 

 X/41 0.12 0.12 0.12 0.44 0.44 0.49 0.49 0.49 0.49 0.49 

Source: Compiled by researcher using Global Reporting Initiative (GRI) 2013 

 

Nestle Plc. Sustainability Disclosure Index 
 Sustainability Indicators     Years      

A Economic Sustainability Indicators 09 10 11 12 13 14 15 16 17 18 

1 Revenue  1 1 1 1 1 1 1 1 1 1 

2 Operating costs  1 1 1 1 1 1 1 1 1 1 

3 Employee wages and benefits  1 1 1 1 1 1 1 1 1 1 

4 Payments to Providers of Capital  1 1 1 1 1 1 1 1 1 1 

5 Payments to Government  1 1 1 1 1 1 1 1 1 1 

6 Community Investments  1 1 1 1 1 1 1 1 1 1 

7 Risks and Opportunity posed by 

climate change  

          

8 Financial Implications of the risk and 

opportunity posed by climate change  

          

9 Costs of actions taken to manage risks 

or opportunities posed by climate 

change  

          

10 Value of Defined Benefit Plan 

obligations  

1 1 1 1 1 1 1 1 1 1 

11 Mode of Settling the Defined Benefit 

Plan Obligations (Liability)  

1 1 1 1 1 1 1 1 1 1 

12 Percentage of Salary contributed by 

the employer and employee  

1 1 1 1 1 1 1 1 1 1 

13 Financial Assistance received from 

government  

          

14 Spending on local suppliers at 

significant locations of operations  

1 1 1 1 1 1 1 1 1 1 
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B Environmental Sustainability 

Indicator 

          

15 Renewable and non-renewable 

materials used  

          

16 Recycled materials used to 

manufacture the organization's 

product and services  

          

17 Fuel/electricity/heating/cooling/steam 

consumption  

1 1 1 1 1 1 1 1 1 1 

18 Electricity/heating/cooling/steam sold            

19 Reduction in energy consumption due 

to conservation  

          

20 Water withdrawn for operations            

21 Water recycled and reused            

22 Gross direct Greenhouse gas 

Emissions  

          

23 Organic Pollutants            

24 Water discharge and quality of water 

discharged  

     1 1 1 1 1 

25 Waste and method of disposal            

26 Number and volume of spills            

27 Environmental protection 

expenditures  

1 1 1 1 1 1 1 1 1 1 

28 Assessment of suppliers on the basis 

of environmental risks  

          

29 Assessment of clients on the basis of 

environmental risks 

1 1 1 1 1 1 1 1 1 1 

C  Social Sustainability Indicators           

30 Benefits to full-time employees  1 1 1 1 1 1 1 1 1 1 

31 Injury/injury rate/occupational 

diseases rate  

1 1 1 1 1 1 1 1 1 1 

32 Health and Safety employee training  1 1 1 1 1 1 1 1 1 1 

33 Representation of men and women in 

governance bodies  

1 1 1 1 1 1 1 1 1 1 

34 Equal remuneration of men and 

women  

1 1 1 1 1 1 1 1 1 1 

35 Child labour            

36 Local community development 

programmes  

1 1 1 1 1 1 1 1 1 1 

37 Stakeholder engagement plans            

38 Anti-corruption policies and 

procedures  

          

39 Political financial and other kinds of 

contributions made by the 

organization  

          

40 Suppliers and clients subject to 

assessments for impacts on society  

          

41 Potential negative impacts on society 

identified in the supply chain  

          

 Total (X) 20 20 20 20 20 21 21 21 21 21 

 X/41 0.48 

 

0.48 

 

0.48 

 

0.48 

 

0.48 

 

0.5 0.5 0.5 0.5 0.5 

Source: Compiled by researcher using Global Reporting Initiative (GRI) 2013 
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Unilever Plc. Sustainability Disclosure Index 
 Sustainability Indicators     Years      

A Economic Sustainability Indicators 09 10 11 12 13 14 15 16 17 18 

1 Revenue  1 1 1 1 1 1 1 1 1 1 

2 Operating costs  1 1 1 1 1 1 1 1 1 1 

3 Employee wages and benefits  1 1 1 1 1 1 1 1 1 1 

4 Payments to Providers of Capital  1 1 1 1 1 1 1 1 1 1 

5 Payments to Government  1 1 1 1 1 1 1 1 1 1 

6 Community Investments  1 1 1 1 1 1 1 1 1 1 

7 Risks and Opportunity posed by 

climate change  

          

8 Financial Implications of the risk and 

opportunity posed by climate change  

          

9 Costs of actions taken to manage 

risks or opportunities posed by 

climate change  

          

10 Value of Defined Benefit Plan 

obligations  

1 1 1 1 1 1 1 1 1 1 

11 Mode of Settling the Defined Benefit 

Plan Obligations (Liability)  

1 1 1 1 1 1 1 1 1 1 

12 Percentage of Salary contributed by 

the employer and employee  

1 1 1 1 1 1 1 1 1 1 

13 Financial Assistance received from 

government  

          

14 Spending on local suppliers at 

significant locations of operations  

1 1 1 1 1 1 1 1 1 1 

B Environmental Sustainability 

Indicator 

          

15 Renewable and non-renewable 

materials used  

          

16 Recycled materials used to 

manufacture the organization's 

product and services  

      1 1 1 1 

17 Fuel/electricity/heating/cooling/steam 

consumption  

1 1 1 1 1 1 1 1 1 1 

18 Electricity/heating/cooling/steam 

sold  

          

19 Reduction in energy consumption 

due to conservation  

          

20 Water withdrawn for operations            

21 Water recycled and reused            

22 Gross direct Greenhouse gas 

Emissions  

          

23 Organic Pollutants            

24 Water discharge and quality of water 

discharged  

     1 1 1 1 1 

25 Waste and method of disposal            

26 Number and volume of spills            

27 Environmental protection 

expenditures  

1 1 1 1 1 1 1 1 1 1 

28 Assessment of suppliers on the basis 

of environmental risks  

          

29 Assessment of clients on the basis of 1 1 1 1 1 1 1 1 1 1 
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environmental risks 

C  Social Sustainability Indicators           

30 Benefits to full-time employees  1 1 1 1 1 1 1 1 1 1 

31 Injury/injury rate/occupational 

diseases rate  

1 1 1 1 1 1 1 1 1 1 

32 Health and Safety employee training  1 1 1 1 1 1 1 1 1 1 

33 Representation of men and women in 

governance bodies  

1 1 1 1 1 1 1 1 1 1 

34 Equal remuneration of men and 

women  

1 1 1 1 1 1 1 1 1 1 

35 Child labour            

36 Local community development 

programmes  

1 1 1 1 1 1 1 1 1 1 

37 Stakeholder engagement plans            

38 Anti-corruption policies and 

procedures  

          

39 Political financial and other kinds of 

contributions made by the 

organization  

          

40 Suppliers and clients subject to 

assessments for impacts on society  

          

41 Potential negative impacts on society 

identified in the supply chain  

       1 1 1 

 Total (X) 19 19 19 19 19 20 21 22 22 22 

 X/41 0.46 0.46 0.46 0.46 0.46 0.49 0.51 0.54 0.54 0.54 

Source: Compiled by researcher using Global Reporting Initiative (GRI) 2013 

 

PZ Plc. Sustainability Disclosure Index 
 Sustainability Indicators     Years      

A Economic Sustainability Indicators 09 10 11 12 13 14 15 16 17 18 

1 Revenue  1 1 1 1 1 1 1 1 1 1 

2 Operating costs  1 1 1 1 1 1 1 1 1 1 

3 Employee wages and benefits  1 1 1 1 1 1 1 1 1 1 

4 Payments to Providers of Capital  1 1 1 1 1 1 1 1 1 1 

5 Payments to Government  1 1 1 1 1 1 1 1 1 1 

6 Community Investments  1 1 1 1 1 1 1 1 1 1 

7 Risks and Opportunity posed by 

climate change  

          

8 Financial Implications of the risk and 

opportunity posed by climate change  

          

9 Costs of actions taken to manage 

risks or opportunities posed by 

climate change  

          

10 Value of Defined Benefit Plan 

obligations  

1 1 1 1 1 1 1 1 1 1 

11 Mode of Settling the Defined Benefit 

Plan Obligations (Liability)  

1 1 1 1 1 1 1 1 1 1 

12 Percentage of Salary contributed by 

the employer and employee  

1 1 1 1 1 1 1 1 1 1 

13 Financial Assistance received from 

government  

          

14 Spending on local suppliers at 

significant locations of operations  

1 1 1 1 1 1 1 1 1 1 
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B Environmental Sustainability 

Indicator 

          

15 Renewable and non-renewable 

materials used  

     1 1 1 1 1 

16 Recycled materials used to 

manufacture the organization's 

product and services  

          

17 Fuel/electricity/heating/cooling/steam 

consumption  

1 1 1 1 1 1 1 1 1 1 

18 Electricity/heating/cooling/steam 

sold  

          

19 Reduction in energy consumption 

due to conservation  

          

20 Water withdrawn for operations            

21 Water recycled and reused            

22 Gross direct Greenhouse gas 

Emissions  

          

23 Organic Pollutants            

24 Water discharge and quality of water 

discharged  

     1 1 1 1 1 

25 Waste and method of disposal         1 1 1 

26 Number and volume of spills            

27 Environmental protection 

expenditures  

1 1 1 1 1 1 1 1 1 1 

28 Assessment of suppliers on the basis 

of environmental risks  

          

29 Assessment of clients on the basis of 

environmental risks 

1 1 1 1 1 1 1 1 1 1 

C  Social Sustainability Indicators           

30 Benefits to full-time employees  1 1 1 1 1 1 1 1 1 1 

31 Injury/injury rate/occupational 

diseases rate  

1 1 1 1 1 1 1 1 1 1 

32 Health and Safety employee training  1 1 1 1 1 1 1 1 1 1 

33 Representation of men and women in 

governance bodies  

1 1 1 1 1 1 1 1 1 1 

34 Equal remuneration of men and 

women  

1 1 1 1 1 1 1 1 1 1 

35 Child labour            

36 Local community development 

programmes  

1 1 1 1 1 1 1 1 1 1 

37 Stakeholder engagement plans            

38 Anti-corruption policies and 

procedures  

          

39 Political financial and other kinds of 

contributions made by the 

organization  

          

40 Suppliers and clients subject to 

assessments for impacts on society  

          

41 Potential negative impacts on society 

identified in the supply chain  

          

 Total (X) 19 19 19 20 20 21 21 21 21 21 

 X/41 0.46 0.46 0.46 0.49 0.49 0.51 0.51 0.51 0.51 0.51 

Source: Compiled by researcher using Global Reporting Initiative (GRI) 2013 
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UAC Plc. Sustainability Disclosure Index 
 Sustainability Indicators     Years      

A Economic Sustainability Indicators 09 10 11 12 13 14 15 16 17 18 

1 Revenue  1 1 1 1 1 1 1 1 1 1 

2 Operating costs  1 1 1 1 1 1 1 1 1 1 

3 Employee wages and benefits  1 1 1 1 1 1 1 1 1 1 

4 Payments to Providers of Capital  1 1 1 1 1 1 1 1 1 1 

5 Payments to Government  1 1 1 1 1 1 1 1 1 1 

6 Community Investments  1 1 1 1 1 1 1 1 1 1 

7 Risks and Opportunity posed by 

climate change  

          

8 Financial Implications of the risk and 

opportunity posed by climate change  

          

9 Costs of actions taken to manage risks 

or opportunities posed by climate 

change  

          

10 Value of Defined Benefit Plan 

obligations  

1 1 1 1 1 1 1 1 1 1 

11 Mode of Settling the Defined Benefit 

Plan Obligations (Liability)  

1 1 1 1 1 1 1 1 1 1 

12 Percentage of Salary contributed by the 

employer and employee  

1 1 1 1 1 1 1 1 1 1 

13 Financial Assistance received from 

government  

          

14 Spending on local suppliers at 

significant locations of operations  

1 1 1 1 1 1 1 1 1 1 

B Environmental Sustainability 

Indicator 

          

15 Renewable and non-renewable 

materials used  

          

16 Recycled materials used to manufacture 

the organization's product and services  

          

17 Fuel/electricity/heating/cooling/steam 

consumption  

1 1 1 1 1 1 1 1 1 1 

18 Electricity/heating/cooling/steam sold            

19 Reduction in energy consumption due 

to conservation  

          

20 Water withdrawn for operations            

21 Water recycled and reused            

22 Gross direct Greenhouse gas Emissions            

23 Organic Pollutants            

24 Water discharge and quality of water 

discharged  

     1 1 1 1 1 

25 Waste and method of disposal            

26 Number and volume of spills            

27 Environmental protection expenditures  1 1 1 1 1 1 1 1 1 1 

28 Assessment of suppliers on the basis of 

environmental risks  

          

29 Assessment of clients on the basis of 

environmental risks 

1 1 1 1 1 1 1 1 1 1 

C  Social Sustainability Indicators           

30 Benefits to full-time employees  1 1 1 1 1 1 1 1 1 1 

31 Injury/injury rate/occupational diseases 1 1 1 1 1 1 1 1 1 1 
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rate  

32 Health and Safety employee training  1 1 1 1 1 1 1 1 1 1 

33 Representation of men and women in 

governance bodies  

1 1 1 1 1 1 1 1 1 1 

34 Equal remuneration of men and women  1 1 1 1 1 1 1 1 1 1 

35 Child labour            

36 Local community development 

programmes  

1 1 1 1 1 1 1 1 1 1 

37 Stakeholder engagement plans            

38 Anti-corruption policies and procedures            

39 Political financial and other kinds of 

contributions made by the organization  

          

40 Suppliers and clients subject to 

assessments for impacts on society  

          

41 Potential negative impacts on society 

identified in the supply chain  

   1 1 1 1 1 1 1 

 Total (X) 19 19 19 20 20 21 21 21 21 21 

 X/41 0.46 0.46 0.46 0.49 0.49 0.5 0.5 0.5 0.5 0.5 

Source: Compiled by researcher using Global Reporting Initiative (GRI) 2013 

 

Cadbury Plc. Sustainability Disclosure Index 
 Sustainability Indicators     Years      

A Economic Sustainability Indicators 09 10 11 12 13 14 15 16 17 18 

1 Revenue  1 1 1 1 1 1 1 1 1 1 

2 Operating costs  1 1 1 1 1 1 1 1 1 1 

3 Employee wages and benefits  1 1 1 1 1 1 1 1 1 1 

4 Payments to Providers of Capital  1 1 1 1 1 1 1 1 1 1 

5 Payments to Government  1 1 1 1 1 1 1 1 1 1 

6 Community Investments  1 1 1 1 1 1 1 1 1 1 

7 Risks and Opportunity posed by 

climate change  

          

8 Financial Implications of the risk and 

opportunity posed by climate change  

          

9 Costs of actions taken to manage 

risks or opportunities posed by 

climate change  

          

10 Value of Defined Benefit Plan 

obligations  

1 1 1 1 1 1 1 1 1 1 

11 Mode of Settling the Defined Benefit 

Plan Obligations (Liability)  

1 1 1 1 1 1 1 1 1 1 

12 Percentage of Salary contributed by 

the employer and employee  

1 1 1 1 1 1 1 1 1 1 

13 Financial Assistance received from 

government  

          

14 Spending on local suppliers at 

significant locations of operations  

1 1 1 1 1 1 1 1 1 1 

B Environmental Sustainability 

Indicator 

          

15 Renewable and non-renewable 

materials used  

1 1 1 1 1 1 1 1 1 1 

16 Recycled materials used to 

manufacture the organization's 

product and services  

1 1 1 1 1 1 1 1 1 1 
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17 Fuel/electricity/heating/cooling/steam 

consumption  

1 1 1 1 1 1 1 1 1 1 

18 Electricity/heating/cooling/steam 

sold  

          

19 Reduction in energy consumption 

due to conservation  

          

20 Water withdrawn for operations  1 1 1 1 1 1 1 1 1 1 

21 Water recycled and reused            

22 Gross direct Greenhouse gas 

Emissions  

          

23 Organic Pollutants            

24 Water discharge and quality of water 

discharged  

          

25 Waste and method of disposal  1 1 1 1 1 1 1 1 1 1 

26 Number and volume of spills            

27 Environmental protection 

expenditures  

          

28 Assessment of suppliers on the basis 

of environmental risks  

          

29 Assessment of clients on the basis of 

environmental risks 

          

C  Social Sustainability Indicators           

30 Benefits to full-time employees  1 1 1 1 1 1 1 1 1 1 

31 Injury/injury rate/occupational 

diseases rate  

1 1 1 1 1 1 1 1 1 1 

32 Health and Safety employee training  1 1 1 1 1 1 1 1 1 1 

33 Representation of men and women in 

governance bodies  

1 1 1 1 1 1 1 1 1 1 

34 Equal remuneration of men and 

women  

1 1 1 1 1 1 1 1 1 1 

35 Child labour  1 1 1 1 1 1 1 1 1 1 

36 Local community development 

programmes  

1 1 1 1 1 1 1 1 1 1 

37 Stakeholder engagement plans            

38 Anti-corruption policies and 

procedures  

          

39 Political financial and other kinds of 

contributions made by the 

organization  

          

40 Suppliers and clients subject to 

assessments for impacts on society  

          

41 Potential negative impacts on society 

identified in the supply chain  

          

 Total (X) 22 22 22 22 22 22 22 22 22 22 

 X/41 0.54 0.54 0.54 0.54 0.54 0.54 0.54 0.54 0.54 0.54 

Source: Compiled by researcher using Global Reporting Initiative (GRI) 2013 
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UTC Plc. Sustainability Disclosure Index 
 Sustainability Indicators     Years      

A Economic Sustainability Indicators 09 10 11 12 13 14 15 16 17 18 

1 Revenue  1 1 1 1 1 1 1 1 1 1 

2 Operating costs  1 1 1 1 1 1 1 1 1 1 

3 Employee wages and benefits  1 1 1 1 1 1 1 1 1 1 

4 Payments to Providers of Capital  1 1 1 1 1 1 1 1 1 1 

5 Payments to Government  1 1 1 1 1 1 1 1 1 1 

6 Community Investments  1 1 1 1 1 1 1 1 1 1 

7 Risks and Opportunity posed by 

climate change  

          

8 Financial Implications of the risk and 

opportunity posed by climate change  

          

9 Costs of actions taken to manage risks 

or opportunities posed by climate 

change  

          

10 Value of Defined Benefit Plan 

obligations  

          

11 Mode of Settling the Defined Benefit 

Plan Obligations (Liability)  

          

12 Percentage of Salary contributed by the 

employer and employee  

          

13 Financial Assistance received from 

government  

          

14 Spending on local suppliers at 

significant locations of operations  

          

B Environmental Sustainability 

Indicator 

          

15 Renewable and non-renewable 

materials used  

          

16 Recycled materials used to manufacture 

the organization's product and services  

          

17 Fuel/electricity/heating/cooling/steam 

consumption  

          

18 Electricity/heating/cooling/steam sold            

19 Reduction in energy consumption due 

to conservation  

          

20 Water withdrawn for operations            

21 Water recycled and reused            

22 Gross direct Greenhouse gas Emissions            

23 Organic Pollutants            

24 Water discharge and quality of water 

discharged  

          

25 Waste and method of disposal            

26 Number and volume of spills            

27 Environmental protection expenditures            

28 Assessment of suppliers on the basis of 

environmental risks  

          

29 Assessment of clients on the basis of 

environmental risks 

          

C  Social Sustainability Indicators           

30 Benefits to full-time employees  1 1 1 1 1 1 1 1 1 1 



Proceedings of the 14th Annual International Conference 

 76 

31 Injury/injury rate/occupational diseases 

rate  

1 1 1 1 1 1 1 1 1 1 

32 Health and Safety employee training  1 1 1 1 1 1 1 1 1 1 

33 Representation of men and women in 

governance bodies  

1 1 1 1 1 1  1 1 1 

34 Equal remuneration of men and women            

35 Child labour            

36 Local community development 

programmes  

1 1 1 1 1 1 1 1 1 1 

37 Stakeholder engagement plans       1 1 1 1 1 

38 Anti-corruption policies and procedures            

39 Political financial and other kinds of 

contributions made by the organization  

          

40 Suppliers and clients subject to 

assessments for impacts on society  

          

41 Potential negative impacts on society 

identified in the supply chain  

          

 Total (X) 11 11 11 11 11 12 11 12 12 12 

 X/41 0.26 0.26 0.26 0.26 0.26 0.29 0.26 0.29 0.29 0.29 

Source: Compiled by researcher using Global Reporting Initiative (GRI) 2013 

 

 

 

 

      2.  (/v# option or -set maxvar-) 5000 maximum variables
      1.  (/m# option or -set memory-) 50.00 MB allocated to data
Notes:

                       STATA
         Licensed to:  STATAForAll
       Serial number:  71606281563
Single-user Stata license expires 31 Dec 9999:

                                      979-696-4601 (fax)
                                      979-696-4600        stata@stata.com
                                      800-STATA-PC        http://www.stata.com
     Special Edition                  College Station, Texas 77845 USA
                                      4905 Lakeway Drive
  Statistics/Data Analysis            StataCorp
___/   /   /___/   /   /___/   11.0   Copyright 1984-2009
 /__    /   ____/   /   ____/
  ___  ____  ____  ____  ____ (R)

                delta:  1 year
        time variable:  years, 2009 to 2018
       panel variable:  id (strongly balanced)
. xtset id years, yearly

. *(8 variables, 120 observations pasted into data editor)

. edit
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         fdr         120    .1950833    .0785905        .08        .43
         fod         120    .1936667    .1462238          0         .5
         bco         120    .5836667    .1515185        .23        .88
         bsz         120    12.68333    2.041516          8         17
         sri         120    .4505833    .0891538        .12        .54
                                                                      
    Variable         Obs        Mean    Std. Dev.       Min        Max

. sum sri bsz bco fod fdr

. 

                 0.3086   0.0140   0.8264   0.4578
         fdr     0.0937   0.2238*  0.0202   0.0684   1.0000 
              
                 0.0011   0.0040   0.4269
         fod     0.2947*  0.2609*  0.0732   1.0000 
              
                 0.0721   0.2124
         bco     0.1648  -0.1147   1.0000 
              
                 0.0029
         bsz     0.2693*  1.0000 
              
              
         sri     1.0000 
                                                           
                    sri      bsz      bco      fod      fdr

. pwcorr sri bsz bco fod fdr, sig star (5)

                                                                              
       _cons     .2341107   .0601877     3.89   0.000     .1148904     .353331
         fdr     .0277721   .0997661     0.28   0.781    -.1698453    .2253894
         fod     .1349274   .0543907     2.48   0.015     .0271898    .2426649
         bco     .1023663   .0510625     2.00   0.047     .0012212    .2035113
         bsz     .0098693   .0040075     2.46   0.015     .0019312    .0178074
                                                                              
         sri        Coef.   Std. Err.      t    P>|t|     [95% Conf. Interval]
                                                                              

       Total    .945859282   119  .007948397           Root MSE      =  .08327
                                                       Adj R-squared =  0.1277
    Residual    .797337294   115  .006933368           R-squared     =  0.1570
       Model    .148521989     4  .037130497           Prob > F      =  0.0005
                                                       F(  4,   115) =    5.36
      Source         SS       df       MS              Number of obs =     120

. reg sri bsz bco fod fdr

    Mean VIF        1.08
                                    
         bco        1.03    0.973332
         fdr        1.06    0.947745
         fod        1.09    0.921110
         bsz        1.15    0.870446
                                    
    Variable         VIF       1/VIF  

. vif
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Abstract  

This study examines the effect of sales credit risk management on bank performance (a study 

of selected DMBs) from 2009-2018, The study adopted the secondary method of acquiring 

data which was sourced from financial statements of the banks. Simple Regression Analysis 

was employed in the analysis of the data collected with the use of electronic views. The 

results revealed that there exists a positive and significant relationship between loan 

advances and return on asset while a negative and significant relationship between loan loss 

provision, non-performing; loan and return on asset. Consequently, it is recommended that 

company Banks should ensure that they deploy a well-established credit risk management 

framework. Banks practice prudent risk management and safeguarding the assets of the 

banks and protect the investors’ interests. 

 

Keywords: credit risk management, bank performance, Nigeria. 

 

 

INTRODUCTION 

Banks are germane to economic development through the financial services they provide. 

Their intermediation role can be said to be a catalyst for economic growth. The efficient and 

effective performance of the banking industry over time is an index of financial stability in 

any nation. The extent to which a bank extends credit to the public for productive activities 

accelerates the pace of a nation‘s economic growth and its long-term sustainability. 

 

The credit function of banks enhances the ability of investors to exploit desired profitable 

ventures. Credit creation is the main income generating activity of banks (Kargi, 2011). 

However, it exposes the banks to credit risk. The Basel Committee on Banking Supervision 

(2001) defined credit risk as the possibility of losing the outstanding loan partially or totally, 

due to credit events (default risk). Credit risk is an internal determinant of bank performance. 

The higher the exposure of a bank to credit risk, the higher the tendency of the banks to 

experience financial crisis and vice-versa. 

mailto:yerimaazores@gmail.com
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Credit risk is a major concern for lenders worldwide as it is the most critical of all risks faced 

by a banking institution. The magnitude and the level of loss caused by credit risk compared 

to others are severe to cause bank failures (Seifollahi, 2011). Credit risk arises from the 

potential that an obligor is either unwilling to perform on an obligation or its ability to 

perform such obligation is impaired resulting in economic loss to the bank. In addition to 

direct accounting loss, credit risk should be viewed in the context of economic exposures. 

This encompasses opportunity costs, transaction costs and expenses associated with a non-

performing asset over and above the accounting loss 

 

But unarguably, financial institutions have faced difficulties over the years for a multitude of 

reasons, the major cause of serious banking problems continues to be directly related to lax 

credit standards for borrowers and counter parties, poor portfolio risk management, or a lack 

of attention to changes in economic or other circumstances that can lead to a deterioration in 

the credit standing of a bank‘s counter parties. This experience is common in both G-10 and 

non G-10 countries. Credit risk is one of great concern to most authorities and banking 

regulators. This is because credit risk is those risks that can easily and most likely prompts 

bank failure. Therefore, credit risk management needs to be a robust process that enables 

Financial Institutions to proactively manage facility portfolios in order to minimize losses and 

earn an acceptable level of return for shareholders Dandago (2006). 

 

Credit risk management is a structured approach to managing uncertainties through risk 

assessment, developing strategies to manage it, and mitigation of risk using managerial 

resources (Nnanna, 2004). The strategies include transferring to another party, avoiding the 

risk, reducing the consequences of a particular risk. The objective of risk management is to 

reduce the effects of different kinds of risks. 

 

Risk management is the human activity which integrates recognition of risk, risk assessment, 

developing strategies to manage it, and mitigation of risk using managerial resources, but 

credit risk is the risk of loss due to debtor‘s non–payment of a loan or other line of credit 

(either the principal or interest or both) (Campbell, 2007). A commercial bank is an 

institution that provides financial services, including issuing money in various forms, 

receiving deposits of money, lending money and processing transactions and the creating of 

credit (Campbell, 2007). 

 

The important of credit risk management to banks cannot be overemphasis and it also for 

man integral part of the loan process. Credit risk management maximizes bank risk, adjusted 

risk rate of return by maintaining credit risk exposure with view to shielding the bank from 

the adverse effects of credit risk. It is expedient to then ask; what is the relationship between 

Credit risk management and bank performance (ROA) in Nigeria. 

 

RESEARCH OBJECTIVE 

This study is set to achieve the following objectives: 

1. To examine the influence of Non-Performing Loan (NPL) on Return on asset (ROA) 

2. To find out the extent to which loan advance (LA) affect Return on asset (ROA) 

3. To establish the relationship between loan loss provision (LLP) and Return on asset 

(ROA) 

 

HYPOTHESES 

For the purpose of this study the following hypotheses will be tested: 
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H01:  non-performing loan does not have any significant influence on return on asset 

H02:  loan advance does not have any impact influence on return on asset 

H03:  There is no significant relationship between loan loss provision and return on asset 

 

LITERATURE REVIEW 

Commercial banks are in the business of mobilizing deposits, lending money, investing funds 

and holding bonds and other securities. Performance of a commercial bank depends on 

balancing its striving for profit at the same time ensuring its liquidity with the least risk (Felix 

and Claudine, 2008). 

 

Credit risk emanates from a bank‘s dealing with individuals, corporate, financial institutions 

or a sovereign. The bank is exposed to credit risk through its trading, lending and investing 

activities and in cases where it acts as an intermediary on behalf of customers or other third 

parties or it issues guarantees (Drigă, 2012). According to Basel Committee on Banking 

Supervision, credit risk is defined as the potential that a bank borrower or counterparty will 

fail to meet its obligations in accordance with agreed terms (Safakli, 2007). Credit risk arises 

from uncertainty in counterparty‘s ability or willingness to meet its pre-committed 

contractual obligations (Njanike, 2009). It arises from non-performance by a borrower. 

 

 This can affect the lender holding the loan contract, as well as other lenders to the creditor. 

Therefore, the financial condition of the borrower as well as the current value of any 

underlying collateral is of considerable interest to its bank (Santomero and Mellon, 1996). 

Collateral is a form of security to a lender in case the borrower fails to repay a loan. It plays 

an important role in the financial sector, as it is a means of covering potential losses (Rufai, 

2013). 

 

Credit risk is the risk of loss caused by a debtor defaulting on a loan or line of credit. In a 

bank‘s portfolio, losses stem from outright default due to inability or unwillingness by 

customer or counter party to meet commitments in relation to lending, trading, settlement and 

other financial transactions. Alternatively, losses may result from reduction in portfolio value 

due to actual or perceived deterioration in credit quality. The real risk from credit is the 

deviation of portfolio performance from its expected value (Rani, 2012). 

 

Commercial banks and other financial institutions form opinions about a company‘s credit 

risk by comparing current and future debt-service requirements to estimate of the company‘s 

current and expected future cash flows (Hamadi and Abdelmoula, 2010). Counterparty may 

default because of bankruptcy or temporary financial problems. Risk plays an important role 

in debt contracting. 

 

At loan inception, the lender estimates the expected credit risk that the borrower presents 

over the life of the loan. Absent provisions to control increases in credit risk, the lender prices 

the expected outcome in the interest rate of the loan. Both lender and borrower suffer when 

the expected credit risk of the borrower is high; the lender with increased risk over the life of 

the loan, and the borrower with a high interest rate. This suggests that both contracting parties 

benefit when provisions are included in the debt contract to control increases in credit risk 

(Demerjian and Ross, 2007). Credit risk management which refers to identification, analysis 

and assessment, monitoring and control of credit has direct implications on the amount of 

loans and advances extended to customers as well as on the level of non-performing loans 

(kithinji, 2010).  
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The main source of credit risk include, limited institutional capacity, inappropriate credit 

policies, volatile interest rates, poor management, inappropriate laws, low capital and 

liquidity levels, direct lending, massive licensing of banks, poor loan underwriting, laxity in 

credit assessment, poor lending practices, government interference and inadequate 

supervision by the central bank. An increase in bank credit risk gradually leads to liquidity 

and solvency problems. Credit risk may increase if the bank lends to borrowers it does not 

have adequate knowledge about(Funso et al., 2012).  

 

Whenever a bank lends and for some reason finds that repayments and interest payments are 

not taking place, there is double impact on the bank‘s finances. One, bank will have to stop 

accruing interest on the doubtful loans and therefore there is an immediate income loss to the 

bank. Secondly, the bank will have to make provisions for then on-performing loans and this 

has to be made from the net interest income which the bank is currently earning, which 

implies that profit will be reduced. Increases in credit risk will raise the marginal cost of debt 

and equity, which in turn increases the cost of funds for the bank (Basel, 2000). The amount 

of credit risk exposure in this regard is represented by the carrying amounts of the loans and 

advances on the balance sheet (Drigă, 2012). This risk is determined by factor extraneous to 

the bank such as general unemployment levels, changing socio-economic conditions, debtors‘ 

attitudes and political issues. 

 

While it is expected that banks would bear some bad loans and losses in their lending 

activities, one of the key objectives of the bank is to minimize such losses. Credit 

performance evaluates the risks associated with the bank‘s asset portfolio i.e. the quality of 

loans issued by the bank (Kithinji, 2010). Credit risk also includes the risk of a decline in the 

market value of investments that may arise from deterioration in the credit quality of 

counterparty. This is known as credit transition risk (Harvey and Merkowsky, 2008). 

 

Sujewaa (2015) also examined the Impact of Credit Risk Management on the Performance of 

Commercial  Banks in Sri Lanka  The aim of this study was to identify the impact of credit 

risk management on the performance of the  money deposit banks in Sri Lanka. Primary and 

secondary data were collected during the course of the research hence, a regression model 

was used to establish the relationship between amounts of loan as well as non-performing 

loans and profitability during the period of study by using E-views software. The results from 

the analysis verify the objective of the study that better credit risk management results in 

better bank performances. The researcher therefore recommended that the banks should 

ensure that they deploy a well-established credit risk management framework. 

 

Uwalomwa, Uwuigbe & Oyewo (2015) researched on credit management and bank 

performance of listed banks in Nigeria covering the period from 2007-2011. The objectives 

of this work were to determine the relationship between non-performing loans and the 

performance of banks in Nigeria, examine the relationship between secured and unsecured 

loan and performance of banks in Nigeria and to determine  the relationship between bad debt 

and performance of banks in Nigeria., the study adopted the use of both descriptive statistics 

and econometric analysis using the Panel linear regression methodology consisting of 

periodic and cross sectional data in the estimation of the regression equation. It was found 

that that ratio of non-performing loans and bad debt do have a significant negative effect on 

the performance of banks in Nigeria. Hence, the study concludes that banks management 

should establish sound lending policies, adequate credit administration procedure and an 

effective and efficient machinery to monitor lending function with established guidelines. 

 

http://lanka.primary/


Proceedings of the 14th Annual International Conference 

 82 

Adeusi, Akeke, Adebisi & Oladunjoye (2014) researched on risk management and financial 

performance of Banks in Nigeria. The objective of the study was to examine the effect of 

risks management on the financial performance of Nigerian banks. Secondary data was used 

i.e data was gotten from annual reports and financial statements of Banks. A panel data 

estimation technique was used to analyse data hence, result showed a significant relationship 

between bank performance and risk management. It was therefore recommended that banks 

practice prudent risk management and safeguarding the assets of the banks and protect the 

investors‘ interests. 

 

METHODOLOGY 

The research was conducted by confirming and testing the relationship between variables is 

done by testing hypotheses using a well-structured equation. The data used in this study were 

obtained from annual report of UBA, ACCESS BANK, ZENITH, ECO BANK and GTB at a 

period from 2009 to 2018. Simple regression analysis was utilized in the study to analyze the 

relationship between credit risk management and bank performance. Materials explored were 

from published and unpublished works, reports, journals, reviews and magazine; as well as 

financial statements of the company. The model is specified below 

ROA=            ………. Equation 1 

ROA=           ………...Equation 2 

ROA=            ………. Equation 3 

Where; ROA= return on asset,  

NPL= Non – performing loan 

LA= Loan advance 

LLP= Loan loss provision 

LLR= Loan loss reserves 

  = Error Term  

 

RESULT ANALYSIS AND FINIDNGS  

Hypotheses 

For the purpose of this study, three (3) Hypotheses were generated from the review of 

relevant literature. They are: 

H01:  non-performing loan does not have any significant influence on return on asset 

ROA=            ………. Equation 1 

 

Regression Result for Hypothesis One  

Dependent Variable: ROA   

Method: Panel Least Squares   

Variable Coefficient Std. Error t-Statistic Prob.   

NPLR -0.043725 0.066263 -2.659869 0.0129 

C 0.105238 0.040305 2.611028 0.0125 

R-squared 0.434188     Mean dependent var 0.023162 

Adjusted R-squared 0.413220     S.D. dependent var 0.014028 

F-statistic 8.011556     Durbin-Watson stat 1.446171 

Prob(F-statistic) 0.012852    

Source: Author’s Computation (2020) Using Eview 9 

 

This hypothesis looks at the relationship between non-performing loan and return on asset. 

The result for the goodness of fit test as presented in table shows a coefficient of 

determination of R2 = 0.434 (43.4%); this shows that 43.4% of the total variation in the 

dependent variable (return on asset) is explained by the independent variables (non-
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performing loan). The p-value of the F statistics is 0.0129which is significant at 5% 

explaining that the null hypothesis should be rejected. Consequently, the F-test results as 

depicted in table indicates clearly that the fairness and non-biasness of the model. It shows 

simultaneously that the independent variable is significantly associated with the dependent 

variable. Therefore, the model shows that non-performing loan have significant influence on 

return on asset. 

 

H02:  loan advance does not have any impact influence on return on asset 

ROA=           ………...Equation 2 

 

Regression Result Hypothesis Two  

Dependent Variable: ROA   

Method: Panel Least Squares   

Variable Coefficient Std. Error t-Statistic Prob.   

LA 0.017016 0.007868 2.162786 0.0363 

C 0.080708 0.038453 2.098906 0.0419 

R-squared 0.394699     Mean dependent var 0.023162 

Adjusted R-squared 0.363816     S.D. dependent var 0.014028 

F-statistic 7.912430     Durbin-Watson stat 1.812705 

Prob(F-statistic) 0.036285    

Source: Author’s Computation (2020) Using Eview 9 

 

This hypothesis looks at the relationship between loan advance and return on asset. The result 

for the goodness of fit test as presented in table shows a coefficient of determination of R2 = 

0.395 (39.5%); this shows that 39.5% of the total variation in the dependent variable (return 

on asset) is explained by the independent variable (loan advance). The p-value of the F 

statistics is 0.0363which is significant at 5% explaining that the null hypothesis should be 

rejected. Consequently, the F-test results as depicted in table indicates clearly that the fairness 

and non-biasness of the model. It shows simultaneously that the independent variable is 

significantly associated with the dependent variable. Therefore, the model shows that loan 

advance have impact influence on return on asset 

 

H03:  There is no significant relationship between loan loss provision and return on asset 

ROA=            ………. Equation 3 

 

Regression Result for Hypothesis Three  

Dependent Variable: ROA   

Method: Panel Least Squares   

Variable Coefficient Std. Error t-Statistic Prob.   

LLP -0.103909 0.149487 -2.695106 0.0008 

C 0.083489 0.045423 1.838030 0.0731 

R-squared 0.334937     Mean dependent var 0.023162 

Adjusted R-squared 0.304093     S.D. dependent var 0.014028 

F-statistic 7.021695     Durbin-Watson stat 1.582235 

Prob(F-statistic) 0.000833    

Source: Author’s Computation (2020) Using Eview 9 

 

This hypothesis looks at the relationship between loan loss provision and return on asset. The 

result for the goodness of fit test as presented in table shows a coefficient of determination of 
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R2 = 0.335 (33.5%); this shows that 33.5% of the total variation in the dependent variable 

(return on asset) is explained by the independent variable (loan loss provision). The p-value 

of the F statistics is 0.0008which is significant at 5% explaining that the null hypothesis 

should be rejected. Consequently, the F-test results as depicted in table indicates clearly that 

the fairness and non-biasness of the model. It shows simultaneously that the independent 

variable is significantly associated with the dependent variable. Therefore, the model shows 

that there is significant relationship between loan loss provision and return on asset 

 

CONCLUSION AND RECOMMENDATION  

This study aimed at analyzing the effect of credit risk management on bank performance, for 

the period from 2009 to 2018. The study reviewed various literature as well as empirical 

studies on credit risk management. The simple linear regression is used to find out whether 

there is a relationship between the variables measured (i.e. Non- performing loan, loan 

advance , loan loss provision and return on asset (ROA)) and also to find out if the 

relationship is significant or not. The study expressed a result that Non- performing loan, loan 

advance , loan loss provision significantly influenced return on asset (ROA). This result is 

consistent with the findings of Uwalomwa, Uwuigbe & Oyewo (2015)  whose finding 

revealed that ratio of non-performing loans and bad debt do have a significant negative effect 

on the performance of banks in Nigeria 

 

Based on the research findings, the following recommendations are made:  

Banks should ensure that they deploy a well-established credit risk management framework. 

Banks practice prudent risk management and safeguarding the assets of the banks and protect 

the investors‘ interests Assessment and the continuous monitoring of counterparty and 

portfolio to know when loan is becoming non-performing 

 

Loans to individuals should be accordingly secured e.g autos for car loans and private or 

income producing real estate should be secured by a mortgage over the relevant property. 

Borrowers should be adequately informed of the procedures involved in getting a loan and 

the penalties given for defaulters. 
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Abstract 

This study examined effect of monetary incentives on employees’ performance, a study of 

7Up Bottling Company Plc, Aba, Abia State, Nigeria. 150 questionnaire were distributed to 

staff of 7Up Bottling Company Plc, Aba, Abia State, Nigeria. Descriptive survey approach 

was adopted and analyzed using regressions and correlations with the help of SPSS version 

22.0.the study concluded that organizational Commitment can be achieved through, 

organizational trust and motivation. When employees possess organizational trust, they 

believe organizational actions will benefit them and 987generally have confidence in the 

words and actions of other people the findings of the study included :i) Incentives do  have a 

significant impact on employee commitment to work. ii) There is a significant impact of 

incentives on employee motivation. The study recommended that; i) Organization should 

ensure that their employees are well remunerated in line with an economic environment like 

ours. 

 

Keywords: Incentive, Employee Profitability, Effectiveness, productivity 

 

 

INTRODUCTION 

1.1 Background to the Study 

The success and the survival of any organization is determined by the way the employees are 

remunerated and rewarded (Lawler, 2003). The reward system and motivating incentives will 

determine the level of employees‘ commitment and their attitude to work. As noted by Dixit 

and Bhati (2012) poor incentives packages have been a major factor affecting employees‘ 

commitment and productivity. However, for any organization for achieve it object in any 

competitive society, employers of labour must have a thorough understanding of what drives 

the employees to perform efficiently and reward them accordingly (Mueller, 2011). Besides, 

employees must be motivated through adequate incentives plans and reward systems and this 

will invariably encourage them to be proactive and have right attitude to work, thereby 

promote organizational productivity (Armstrong, 2007). However, in a highly dynamic 

organization, incentives strategies are deployed by employers of labour to ensure that the best 

brains are retained in the best interest of the organization (Nelson, 2003). Consequently, 

mailto:agbomelletus@yahoo.com
mailto:agbomelletus@gmail.com
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productivity can only be enhanced if the employees are well motivated through adequate 

incentive packages that are proportional to their performance (Diener and Biswas, 2002, 

Stolovich et al., 2004, Michele and Rob, 2008, Mark 2011). Meanwhile, to avoid wrong 

perception and controversy by the employees, reward system must be clearly communicated 

to employees with job measurement which will drive the much needed motivational drive in 

the employees (Hartman, 2011). 

 

Good remuneration and incentives have been found over the years to be one of the policies 

the organization can adopt to increase their employees performance and thereby increase the 

organizations productivity. Also, with the present global economic trend, most employers of 

labour have realized the fact that for their organizations to compete favourably, the 

performance of their employees goes a long way in determining the success of the 

organization. On the other hand, performance of employees in any organization is vital, not 

only for the growth of the organization, but also for the growth of individual employees 

(Meyer and Peng 2006). An organization must know who are its outstanding employees, 

those who need additional training and those not contributing to the efficiency and welfare of 

the company or organization. Also, performance on the job can be assessed at all levels of 

employment such as: Personnel decision relating to promotion, job rotation, job enrichments 

etc (Aidis, 2005).  

 

And, in some ways, such assessments are based on objective and systematic criteria, which 

include factors relevant to the person‗s ability to perform on the job. Hence, the overall 

purpose of performance evaluation is to provide an accurate measure of how well a person is 

performing the task or job assigned to him or her. Based on this information, decisions will 

be made affecting the future of the individual employee. Therefore, a careful evaluation of an 

employee‗s performance can uncover weak-nesses or deficiencies in a specific job skill, 

knowledge, or areas where motivation is lacking. Once identified, the deficiencies may be 

remedied through additional training or the provision of the needed rewards (Babbie, 2004). 

 

Employees are the bedrock of every business. To be successful as a business requires the 

commitment and sacrifice of employees. Employees are particularly important participant in 

the formulation of the image that customers get in relation to the service outcome. Because of 

the importance of this interaction with the customer, employees have to communicate 

effectively the quality standards of their organization to new starters (Usman, 2010). To 

successfully market or sell the company‘s services or products, the company must first and 

foremost target employees. Employees are therefore the first customers of every organization. 

Once the company is able to identify employees‘ needs, then they will be motivated to work 

effectively to achieve the goals of the organization (Usman, 2010). 

 

Horge, (2004) concluded that  companies create customer loyalty through spending of money 

but often ignore employee motivational factors .Motivation levels affects both characteristics 

of employees, working environment as well as customer satisfaction. If organizations play 

role in motivation employs they are 100 percent able to achieve the targets easily. Motivation 

effects performance of the employee in the organization, motivational drive will give a 

person with less skill an edge to deliver more than the skilled person. Motivational drive 

enable worker accomplishment and push for extra miles delivery at work.  

 

Very few organization supports that employee are the main assets of the organization. They 

are not satisfied that motivation of employee will yield full fulfilment of the task. The main 

focus of the study achieving goals, task completion and increase through motivational level 
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of the employees and other factor in relationship of the employees‘ motivation can be 

examined. Globalization and the advancement of the technology create more innovation for 

achieving the targets. Top management create relationship between the employees and the 

organization demands to creating rules and regulation. They need to satisfy through 

motivation process as well as different rewards. 

 

Furthermore, the success of any business or organisation as a matter of fact depends largely 

on the motivation of the employees. Motivation is the key to creating an enabling 

environment where optimal performance is possible. (Chapman, 2004). Every employee or 

worker has his or her own set of motivations and personal incentives that ginger him or her to 

work hard or not as the case may be. Some are motivated by recognition whilst others are 

motivated by cash incentives. Whatever, the form of employee motivation, the key to 

promoting that motivation as an employer, is understanding and incentives (Coy, 2000). 

 

Cornick and Tifflin (2007), stated that Motivation can be either extrinsic or intrinsic. 

Extrinsic motivations are those that are external to the task of the job, such as pay, work 

condition, fringe benefits, security, and promotion, contract of service, the work environment 

and conditions of work. While Intrinsic motivation on the other hand are those rewards that 

can be termed psychological motivations and examples are opportunity to use one‗s ability, a 

sense of challenge and achievement, receiving appreciation, positive recognition, and being 

treated in a caring and considerate manner. So many people have carried out researches in 

this area, some of which are Oloko (2003), Kayode (2003), Nwachukwu (2004), Egwurudi 

(2008). All these issues call for research efforts, so as to bring to focus how an appropriate 

reward package can jeer up or influence employees to develop positive attitude towards their 

job and thereby increase their productivity, for that reason this study will look at the 

assessment of the  

 

1.2 Statement of the Problem 

Incentives propel and influence employee‘s attitudes in work place and as well stimulate 

understanding between the employer and the employee which will consequently cumulating 

into unprecedented performance for both the employees and the organization (Barbara et al., 

2003; Heneman, 1992). Employee satisfaction and performance are largely influence by 

incentives packages or reward system put in place by the organization (Osibanjo et al., 2012). 

Therefore, this study is poised towards examining the effect of incentive strategies on 

employee‘s productivity, a study of First City Monument Bank PLC, Owerri Imo State.  

 

The performance of organizations and employee motivation has been the focus of intensive 

research effort in recent times. How well an organization motivates its employees (Intrinsic 

or Extrinsic) in order to achieve their mission and vision is of paramount concern. Employers 

in both private and public organizations are becoming increasingly aware that motivations 

increases productivity. From the foregoing, and looking at today‗s economic trend, it is 

evident that the pace of change in our business environment presents fresh challenges daily. 

Despite these, no research work has targeted to investigate the influence of extrinsic and 

intrinsic motivation on employees performance in Nigeria.  

 

Furthermore, some people are of the view that such extrinsic factors like money, praise, and 

quality of supervision and company‘s policy can motivate people to work, while others are of 

the view that such extrinsic factors, like advancement, quality of the job done by person, 

recognition and growth only may not motivate employees to productivity.  
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Unfortunately, motivating people is far from an exact science in most businesses or 

organizations. Most organizations are still living in yesteryears of organizational 

management. A preliminary survey conducted by the researcher revealed that the following 

factors cause dissatisfaction among employees and hence their underperformance; these 

factors were long working hours, unreasonable work load, feeling underpaid and inadequate 

appreciation. 

 

Related studies on this study was on influence of monetary incentives and its removal on 

performance (Bergum and Lehr‗s, 2004). Of these studies in Nigeria, very few assessed the 

influence of Extrinsic and intrinsic motivation on employee‘s performance on manufacturing 

sub-sector of the economy. Moreover, scanty studies have been done on motivation in Africa 

(eg. Centres and Bugental, 2007), Daniel and Caryl (1998 in Kenya, Akerele (2001) did not 

cover indeed, the areas that the objectives of this work covers. To this effect, this study 

attempts to empirically focus on the assessment of the effect of the effect of incentive 

strategies on employee‘s Performance of 7 Up Bottling Company. 

 

1.3   Objective of the Study 

The broad objective of this study is to examine the effect of monetary incentives on 

employees‘ performance, a study of 7 Up Bottling Company . Other specific objectives are 

to; 

i. examine the effect of incentive packages on employee productivity 

ii. ascertain the impact of monetary incentives on employee profitability 

 

1.4    Research Questions 

Based on the objectives of the study, the following research questions were answered in this 

study 

i. What are the effects of incentive packages on organizational productivity? 

ii. What are the impacts of monetary incentives on employee profitability? 

 

1.5 Research Hypotheses 

H01: Incentives packages do not have significant effect on organizational productivity. 

H02: There is no significant impact of monetary incentives on employee profitability 

  

REVIEW OF RELATED LITERATURE 

2.1Conceptual Framework 

2.1.1 Concept of an Incentives  

Incentives have been defined and used in different areas. In the context of the health care 

industry, incentives are defined as ―An available means apply with intention to influence the 

willingness of physicians and nurses to exert and maintain an effort toward attaining 

organizational goals‖ (Mathauer and Imhoff, 2006).  

 

Based on the World Health Report 2000, the definition of incentive in the health care industry 

is generally about ―all the rewards and punishments that providers face as a consequence of 

the organizations in which they work, the institutions under which they operate and the 

specific interventions they provide‖ (Adam & Hicks, 2000). This defining primary places on 

individual, in the context of service provider, within a specific organization and 

acknowledges the importance of the wider institutional context as well as the particular work 

implemented by the individual or group will determine the incentives used and its outcome. 

In this sense, incentives are considered as factors within health care work environments that 
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enable, encourage and motivate staff to stick with their careers, in their profession and within 

their national boundary 

 

2.1.2. Types of Incentives  

There are different types of incentives. Buchan, Thompson and O‘May (2000) expressed that 

incentive can be positive, negative (as in disincentives), financial or non-financial, tangible or 

intangible. Some authors separate incentives into three types:  

1. Monetary incentive,  

2. Non-monetary tangible incentive (coupons or vouchers for foods, vocation trip or 

others), and  

3. Non-monetary intangible (employee recognition, praise or appreciation on job 

accomplishment, positive evaluation and feedback, etc.) (Condly, Clark & Stolovitch, 

2003).  

 

Although there are significantly different types of incentives that could be utilized, a useful 

distinction between financial (monetary) and non-financial (non-monetary) incentive is 

commonly used. Financial incentives involve granting of financial reward such as bonuses, 

commission, pay increases or other benefits (De Cenzo et al, 1996; Buchan, Thompson & 

O‘May, 2000). Whereas, non-financial incentives do not involve any payments or benefits 

and it mostly relates to psychological and emotional fulfillment (Assaf, 1999; Bunchan, 

Thompson & O‘May, 2000). For instance, encouraging employees to participate in decision-

making, providing more autonomy in their job, and improving their working environment, 

and so on. 

 

The below table will briefly describe the different aspects of both financial and nonfinancial 

incentives. 

1 Financial 

Incentives 

Pay (Salary or others)  

• Pensions, bonuses, insurance (accident, health, or life insurance, etc.)  

• Allowances (accommodation, clothing, childcare, travel, etc.)  

• Fellowships  

• Tuition fee reimbursement  

• Subsidized meals, clothing, housing  

• Subsidized transport 

• Childcare subsidy • Other direct and indirect financial benefits 

2 Non-Financial 

Incentives 

• Holiday/vacation  

• Safe and clear workplaces  

• Job, stability, security/job autonomy  

• Flexibility in working time and job sharing  

• Planned career beaks  

•Occupational health/counseling service  

• Direction, supervision  

• Support for career advancement  

• Access to or support for capacity development such as training or 

education, etc.  

• Coaching and mentoring structures  

• Social activities, recreational facilities  

• Equal opportunities policy  

• Others 

Source: Buchan, Thompson and O’May (2000) 
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2.1.3 Overview of Financial Incentive  

Financial incentives are developed separately according to different types of people and 

organizations. In the context of public and private organizations as well as in the literature of 

human resource management there is a long tradition of expressing the existence of financial 

incentives as remuneration (Lawler, 1971; Lathan, 2007). Financial incentives are developed 

to satisfy basic human needs, encouraging and pushing people to do their best work 

performance, the recruitment of their capabilities and enhance their competencies level. 

Financial incentives are also designed as a means of payment to increase productivity and 

improve employee work performance. Therefore, the more employees produce the more they 

can get. Whereas, a decrease in quality or quantity of work might deprive employees from 

earning part or all of their incentive (Jadallah, 2007). Financial incentives are designed to 

give the employee some control over their income as the employee‘s income will be based on 

their performance, to create a greater sense of responsibility of the job on the part of the 

employee, and to stimulate the employee to work harder than what he/she usually does 

(Yavuz, 2004; Lawzi, 2005) 

 

2.1.4 Non-Financial Incentives  

Although financial incentives are the key to improving employees‘ motivation, job 

satisfaction and better performance, there are a number of non-financial incentives that may 

represent more effective means of improving quality of work performance as well as 

motivational level (Franco, Bennett, Kanfer and Stubblebine, 2004). A simple definition has 

been given by Mathauer and Imhofff (2006) non-financial incentives as any means of 

incentives that do not involve directly with money, transfers of monetary values or 

equivalents. 

 

2.1.5 The Effects of Incentives in the Organization  

Incentives are generally developed to generate employee motivation, satisfaction, and greater 

performance. The link between the three variables has been widely discussed and debated 

among the researchers, scholars and practitioners (Lawler, 1971; Latham, 2007). They argue 

that the effectiveness of incentives for reaching higher behavioral outcomes of employees is 

based on the degree to which those incentives are perceived to fulfill or satisfy their needs.  

 

2.1.5.1 The Positives Effects of Incentives 

 Incentives have many positive effects within the organization. First, they have been used as a 

guideline to show employees what the organization wants to achieve and what they value and 

prioritize as important toward their jobs. Second, incentives can be used as an effective tool 

to attract the desired, competent people into the organization, because people that value this 

form of attraction will be drawn to work 14 there rather than people that are only seeking 

steady benefit. A third reason is the general belief that incentives can be used to motivate 

employees to work harder, to make an extra effort in order to achieve the organizational goal 

(Merchant and Van der Stede, 2007). Even when individuals have acquired a strong capacity, 

skills and knowledge, these do not always transform into enhanced quality of work 

performance. According to Kamoche (1997) ―the problem lies not in the lack of skills, but the 

lack of strong incentives to use these skills optimally‖. 

 

2.1.5 The Negative Effects of Incentives  

Despite all these arguments supporting the positive effects of incentives on employee 

motivation, there are some views regarding the possibility of failure or some negative effects 

concerning the implementation of employee incentives. According to Angaria (1999), some 

negative effects of employee incentives especially financial incentives still exist. According 
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to his study, financial incentives could push the employees to work hard, often affecting the 

employees‘ physical or psychological condition in the long run and affecting their social and 

humanitarian issues such as the individual age and other circumstances. He also argues that, 

in some circumstances, incentives can be used as a control tool to manage the employees 

within the organization.  

 

2.1.6 Incentives in Public Organizations 

Various studies on the effect of employee incentives on work performance and productivity 

have been a prominent point of interest particularly in human resource management in the 

private sector. However, research within the public sector has been largely ignored. This may 

be due to the fact that the goal of the public sector differs from those in the private sector 

(Benh, 1995; Reilly, 2003). Meanwhile, contemporary researchers in the public sector believe 

that while employees in private organizations are motivated to enhance their work qualities 

and increase productivity, public organizations should also seek and follow this strategy to 

upgrade their existing work performance and maximize social welfare of the people in 

general (Wright, 2000).  

 

In reviewing the public service motivation, incentives are described as a kind of motivation 

factor that induce public servants to perform meaningful public service. Work motivation in 

the public organization is an ethic that is oriented toward public service and with a sense of 

duty (Staats, 1988). According to research conducted by Morgan and Baser (2007) in the 

public sector, incentives are used not only as an essential tool in an attempt to build and 

enhance human capacities, but also serve as a core part of the ongoing process and much 

needed particularly in the period of civil service reform efforts that take place in many less 

developed countries. 

 

2.1.7 Motivation  

Greenberg and Baron (2003) defined motivation as: ―The set of processes that arouse, direct, 

and maintain human behavior towards attaining some goal‖. According to Greenberg and 

Baron, definition of motivation could be divided into three main parts. The first part looks at 

arousal that deals with the drive, or energy behind individual(s) action. People turn to be 

guided by their interest in making a good impression on others, doing interesting work and 

being successful in what they do. The second part referring to the choice people make and the 

direction their behavior takes. The last part deals with maintaining behavior clearly defining 

how long people have to persist at attempting to meet their goals. 

 

Halepota (2005) defines motivation as ―a person‘s active participation and commitment to 

achieve the prescribed results‖. Halepota further presents that the concept of motivation is 

abstract because different strategies produce different results at different times and there is no 

single strategy that can produce guaranteed favorable results all the times.‖ Basing on the 

conceptual definitions above, employee motivation is seen as the inner drive or push that 

leads to a certain human action or inaction in a given time period given specific prevailing 

conditions. It is a force that considers an individual inner drive in the pursuit of pushing 

people to do something in return. 

 

2.1.8 Types of Motivation 

Booth (2004) indicated that, motivation is the force that compels us to action. It drives us to 

work hard and pushes us to succeed. Booth (2004) added that, motivation influences our 

behaviour and our ability to accomplish goals. Curvin (2004) opined that, motivation is 

directly proportional to productivity. He added that, unless employees are highly disciplined 
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they won‘t be productive if they were not motivated. Curvin (2004) continued that, there are 

many different forms of motivation and each one influences behaviour in its own unique way. 

He explained further that, no single type of motivation works for everyone and that, people‘s 

personalities vary and so accordingly does the type of motivation, that is most effective at 

inspiring their conduct. 

 

i. Extrinsic Motivation  

It is related to tangible rewards such as salary and fringe benefits, security, promotion, 

contract of service, the work environment and conditions of service. These are what need to 

be done to or for people to motivate them. They are often determined at the organizational 

level and may be largely outside the control of the individual managers. Extrinsic motivators 

can have an immediate and powerful effect but will not necessary last long (Mullins, 2005; 

Armstrong, 2003).  

 

Bernard and Stoner (2005) proposes the following are incentives for employees: Salary, 

Wages and Conditions of Service: To use salaries as an effective motivating tool, personnel 

managers must consider four major components of salary structures. These are the job rate, 

which relates to the importance the organization attaches to each job; payment, which 

encourages employees or groups by rewarding them according to their performance; personal 

or special allowances, associated with factors such as scarcity of particular skills or certain 

categories of information professionals or librarians, or with long service; and fringe benefits 

such as holidays with pay, pensions, and so on. It is also important to ensure that the 

prevailing pay in other library or information establishments is taken into consideration in 

determining the pay structure of their organization.   

 

Akintoye (2000) asserts that money remains the most significant motivational strategy. As far 

back as 1911, Frederick Taylor and his scientific management associate described money as 

the most important factor in motivating the industrial employees to achieve greater 

productivity. Taylor advocated the establishment of incentive wage systems as a means of 

stimulating employees to higher performance, commitment, and eventually satisfaction. 

Money possesses significant motivating power in as much as it symbolizes intangible goals 

like security, power, prestige, and a feeling of accomplishment and success.   

 

Sinclair, (2005) demonstrates the motivational power of money through the process of job 

choice. He explains that money has the power to attract, retain, and motivate individuals 

towards higher performance. For instance, if an information professional has another job 

offer which has identical characteristics with his current job, but greater financial reward, 

there is the probability that, that worker would be motivated to accept the new job offer. 

Banjoko adding to it stated that managers use money to reward or punish employees. This he 

said is done through the process of rewarding employees for higher performance by instilling 

fear of loss of job. The desire to be promoted, and earn enhanced pay also motivate 

employees. No matter how automated an organization may be increased performance 

depends largely on the level of motivation and the efficiency of the workforce.  

 

One way managers can also stimulate motivation is to give relevant information on the 

consequences of their actions on others (Olajide, 2000). To the researcher there is no 

organization in which people do not usually feel there should be improvement in the way 

departments communicate, cooperate and collaborate with one another. Information 

anavailabity brings to bear a powerful pressure where two or more people running together 

will run fast than when running alone without being aware of the pace of your competitors. 
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This implies that by making information flow subordinates compete with one another. More 

often firms use hedonic goods or services as non cash rewards; items that are associated with 

pleasure experience rather than more instrumental of functional items (Dhar and 

Wertenbroch, 2000) when considering whether to exert additional effort in pursuit of a bonus 

award such as this, the employee must predict what the item offered is worth to them. The 

hedonic nature of incentives triggers an effective reaction to the incentive that becomes a 

more salient attribute than the cash value of the incentive. This fact leads people to use their 

feelings as information when determining the value of the incentive (Hsee, 1996; 

Loewenstein, Weber, Hsee, and Welch 2001; Schwarz and Clore, 1988).Because these 

feelings are difficult to monetize, cognitive and motivational forces allow for the perceived 

value of the awards to be inflated.  

 

For instance, studies have revealed that motivated reasoning has found out that people tend to 

imagine best case scenarios when imagining the consumption utility of a hedonic reward 

(Kunda, 1990) this means that thoughts about a trip to Busua beach will be about lying on the 

beach rather than possibly negative thoughts of the trip. Even though the thought of a cash 

bonus may emotionally charge as well, the economic value of money is more easily 

calculated. This makes cash award less prone to the biases which inflate the perceived utility 

of a hedonic non-monetary reward. When an item is evaluated on its effective value, it is 

predicted utility is also more ambiguous than that of cash. Cognitive dissonance reductions 

suggests that if an employee is working hard to achieve the awards  , then he or she will 

attempt to convince themselves that the award is worth a great deal to them bringing beliefs 

in line with their actions (Bem, 1967; Festinger, 1958; Quattrone, 1985).  

 

ii. Intrinsic Motivation  

This is related to psychological rewards such as the opportunity to use one‟s ability. A sense 

of challenge and achievement, receiving appreciation, positive recognition and being treated 

in a caring and considerate manner. Psychological rewards are those that can usually be 

determined by the actions and behaviour of the individual managers (Mullins, 2005). Intrinsic 

motivators are concerned with the quality of work life, and are likely to have deeper and long 

term effect because they are inherent in individuals and are not imposed from outside 

(Armstrong, 2006).  

 

The following are some of the types of motivation:  

 

Other Types of Employee Motivations  

Other types of employee motivations in an organization according to (Armstrong, 2006) 

includes: 

i. Achievement  
This is the motivation of a person to attain goals (Bouma, 2003). The longing for 

achievement is inherent in every man, but not all persons look to achievement as their 

motivation. They are motivated by a goal. In order to attain that goal, they are willing to go as 

far as possible (Bouma, 2003). The complexity of the goal is determined by a person's 

perception. To us, the terms "simple" and "complex" are purely relative. What one person 

thinks is an easy goal to accomplish may seem to be impossible to another person. However, 

if your motivation is achievement, you will find that your goals will grow increasingly 

complex as time goes by (Bouma, 2003).  

ii. Socialization  
Carr (2005) indicates that, some people consider socialization to be their main motivation for 

actions. This is especially evident in the situation of peer pressure. Some people are willing to 
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do anything to be treated as an equal within a group structure. The idea of being accepted 

among a group of people is their motivation for doing certain things (Carr, 2005).  

iii. Incentive Motivation  
This motivation involves rewards (Carsely, 2000). People who believe that they will receive 

rewards for doing something are motivated to do everything they can to reach a certain goal 

(Carsely, 2000). While achievement motivation is focused on the goal itself, incentive 

motivation is driven by the fact that the goal will give people benefits. Incentive motivation is 

used in companies through bonuses and other types of compensation for additional work 

(Carsely, 2000). 

iv. Leadership Opportunities  
Riel (2010) indicated that, if organizations cannot offer raises to top-performing employees, 

they can still give them compensation in the form of leadership opportunities. He added that, 

promoting best employees to positions of higher authority can inspire them to continue their 

excellent work. Riel (2010) stated again that, this could help retain great employees by 

presenting them with new challenges. Those who get bored in their current positions might 

soon look elsewhere for more dynamic work opportunities (Riel, 2010). 

v. Recognition  
Babbie (2004) highlights that, recognition of a job well-done is a great way to inspire 

employees. Recognition costs managers nothing and, to employees that feel under-

appreciated, can mean everything. Babbie (2004) added that, praise doesn't need to be lavish 

or excessive, but one should keep track of employee achievement and publicly recognize it.  

vi. Properly assigned tasks  
Babbie (2004) comments that, if the human resources department did a poor job in assigning 

the right person to the right place then employees may lose motivation. He added that, after 

all someone who is over qualified for a job or who feels that he deserves better than his 

current position will not be motivated to work. 

vii. Employee Appraisals  
Smith (2010) on his part indicated that, employee appraisal is very important, it anchors the 

reward the employee gets to his good performance and so it motivates him or her to do his or 

her best. Smith (2010) added that, appraisal should be done according to the employee's 

needs and not according to the company policy.  

viii. Meeting Employees Expectations  
Baker (2005) states that, if the employee did something good and expected something in 

return and then got less than what he expected he may lose motivation. Baker (2005) added 

that, organizations should make sure to assess the expectations of their employees in order to 

satisfy them. Ivy (2001) on her part summarized that, appreciation or recognition for a job 

well done, being in the know about company matters, an understanding attitude from the 

management, job security, good wages, interesting work, career advancement opportunities, 

loyalty from management, good working conditions and tactful discipline were factors that 

motivated employees in organizations. 

 

2.2 Theoretical Framework  

2.2.1 Maslow‘s Hierarchy of Needs Theory  

Maslow (1943) classified human needs into five categories arranged in a hierarchy of 

importance. These include physiological, security, belongings, esteem and self-actualization 

needs. According to Maslow, individuals are motivated by unsatisfied needs. As each of these 

needs is significantly satisfied, it drives and forces the next need to emerge. According to 

Maslow (1943) a person is motivated first and foremost to satisfy physiological needs. As 

long as the employees remain unsatisfied, they turn to be motivated only to fulfill them. 

When physiological needs are satisfied they cease to act as primary motivational factors and 
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the individual moves ―up‖ the hierarchy and seek to satisfy security needs. This process 

continues until finally self-actualization needs are satisfied. Maslow (1943) also provided that 

the rationale is quite simple because employees who are too hungry or too ill to work will 

hardly be able to make much a contribution to productivity hence difficulties in meeting 

organizational goals. 

 

2.2.2 Herzberg’s Two- Factor Theory of Motivation  

Herzberg (1959) proposed a two-factor theory or the motivator-hygiene theory. According to 

Herzberg, there are some job factors that result in satisfaction while there are other job factors 

that prevent dissatisfaction. According to Herzberg, the opposite of ―Satisfaction‖ is ―No 

satisfaction‖ and the opposite of ―Dissatisfaction‖ is ―No Dissatisfaction‖. Herzberg 

classified these job factors into two categories: 

Hygiene Factors: Hygiene factors are those job factors which are essential for existence of 

motivation at workplace. These do not lead to positive satisfaction for long-term. But if these 

factors are absent if these factors are non-existent at workplace, then they lead to 

dissatisfaction. In other words, hygiene factors are those factors which when 

adequate/reasonable in a job, pacify the employees and do not make them dissatisfied 

(Herzberg, 1959). These factors are extrinsic to work. Hygiene factors are also called as 

dissatisfiers or maintenance factors as they are required to avoid dissatisfaction (ibid). These 

factors describe the job environment/scenario. The hygiene factors symbolized the 

physiological needs which the individuals wanted and expected to be fulfilled. These hygiene 

factors include:  

Motivational factors: According to Herzberg (1959), the hygiene factors could not be 

regarded as motivators. The motivational factors yield positive satisfaction and are inherent 

to work (Hertzberg, 1959). These factors motivate the employees for a superior performance. 

Motivational factors are called satisfiers and are involved in performing the job (ibid). The 

motivators symbolized the psychological needs that were perceived as an additional benefit. 

According to Hertzberg (1959) these factors include: 

i. Recognition - The employees should be praised and recognized for their accomplishments 

by the managers.  

ii. Sense of achievement - The employees must have a sense of achievement. This depends 

on the job. There must be a fruit of some sort in the job.  

iii. Growth and promotional opportunities - There must be growth and advancement 

opportunities in an organization to motivate the employees to perform well.  

i. Responsibility - The employees must hold themselves responsible for the work. The 

managers should give them ownership of the work. They should minimize control but 

retain accountability.  

ii. Meaningfulness of the work - The work itself should be meaningful, interesting and 

challenging for the employee to perform and to get motivated. 

 

2.2.3 McGregor’s Theory X and Theory Y  

McGregor (1960) proposed two theories in trying to view employee motivation. McGregor 

distinguished two alternative basic assumptions about people and their work. He called the 

two assumptions Theory X and Theory Y and according to him these two assumptions take 

opposite views of people‘s commitment to work in organizations. 

According to McGregor (1960), Theory X assumes that, an average person dislike to work 

and attempts to avoid it, he has no ambitions, wants, no responsibility and would rather 

follow than leading others. He is self-centered and therefore does not care about 

organizational goals, he resists changes and he is gullible and not particularly intelligent. 
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Drawing from Maslow (1943) needs theory, McGregor (1960) argues that unsatisfied needs 

no longer motivates. Firms rely on money and benefits to satisfy employees‘ lower needs and 

when the needs are satisfied the motivation towards work is lost. Hence, the only way that 

employees can attempt to satisfy their higher needs in their work is by seeking compensation 

on which predictably financial rewards may be good to focus on (ibid). Theory Y assumes 

that work can be as natural as play that people will be moved to meet their work goals if they 

are committed to them and that rewards should be in place to address their higher order 

needs. 

 

Managers should therefore provide a room that gives employees commitment to their jobs 

and hence scope for personal development. Thus, we can say that Theory X presents a 

pessimistic view of employees‘ nature and behavior at work, while Theory Y presents an 

optimistic view of the employees‘ nature and behavior at work (ibid). If correlate it with 

Maslow‘s theory (1943), we can say that Theory X is based on the assumption that the 

employees emphasize on the physiological needs and the safety needs; while Theory X is 

based on the assumption that the social needs, esteem needs and the self-actualization needs 

dominate the employees. 

 

2.3 Empirical Framework 

Oluseyi and Ayo, (2009) conducted a study on employee motivation. The study investigated 

influence of work motivation, leadership effectiveness and time management on employees‘ 

performance in some selected industries in Ibadan, Oyo State Nigeria. 300 participants were 

selected through stratified random sampling from the population of staff of the organizations. 

The study employed exposit facto design; data were collected through Work Motivation 

Behavior Profile (= 0.89), Leadership Behavior Rating scale (= 0.88) and Time management 

Behavior Inventory = 0.90) adapted from Employees‘ Behavior Assessment Battery. Three 

research questions were answered at 0.05 level of significance. The data were analyzed using 

multiple regression statistical method and correlation matrix. The findings revealed that the 

three independent variables (work motivation, leadership effectiveness and time 

management) accounts for 27.2% variance in employees‘ performance (R2 adjusted = 0.272). 

Each of the independent variables contributed to employees‘ performance. In terms of 

magnitude of the contribution, leadership effectiveness was the most potent contributor to 

employees‘ performance (b = 0.521, t = 7.11, P < 0.05), followed by work motivation (b = 

0.289, t = 5.42, P < 0.05) while time management was the least contributor to employees‘ 

performance (b = 0.190, t = 2.43, P < 0.05). Based on the findings of this study, it was 

recommended that employers, human resource managers and other leaders in organizations 

are encouraged to show greater interest in the welfare of employees to make them more 

valuable contributors to the success of the organization. 

 

Opu, (2008) did a study on motivation and work performance in Uganda. This study was 

undertaken in Kitgum District Local Government and its focus was geared towards 

establishing reasons why employees were not performing satisfactorily, what motivational 

measures were in place and what could be done to ensure there was improvement. The study 

was both qualitative and quantitative and an exploratory approach was used. In order to 

respond to the research questions purposive sampling was done and 40 respondents were 

selected from the pool of employees. The study also used three motivational theories to 

explain how people can be best motivated as well as an insight of the human resource 

management paradigm. A detailed analysis was made based on the responses from the 

questionnaires from both the upper and middle cadres. In a situation where the findings were 

correct they concluded that the hygiene factors such as working conditions, work relations, 
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physical environment, supervision and job security, as argued by Herzberg (1959) should be 

able to form the baseline that can then stimulate the motivators such as achievement, 

recognition, responsibility ,advancement and training, to motivate the employees to perform 

well. In that light the motivation in Kitgum District Local Government was seen to be good 

and therefore the resultant good performance. 

 

Leo (2011) examined the impacts of motivation on work‘s performance and productivity in 

kaduna state: a study of jaba and jema‘a local government areas. Descriptive research design 

was used in the study. However, the  objectives of the research was to identify the factors that 

informed staff  poor performance and productivity ,to understand the factors that sustain staff 

performance and productivity and also to examine  the reasons behind the rate of  labour 

turnover ,absenteeism and non challant attitudes of the staff in these local government 

councils. The research hypothesized that, there is no significant relationship between the level 

of motivation and high level of staff performance and productivity in these local government 

councils. That, motivation incentives provided does not commensurate with the staff high 

performance in these local government councils, job satisfaction do not reduces the problem 

of high labour absenteeism and turnover in the local government councils. Data for the 

research were generated both from primary and secondary sources, and  was analyzed 

quantitively and qualitatively ,with more focus on quantitative technique using inferential 

statistical tool of Chi –square, was used to  test the hypotheses. The research findings 

revealed that managements of these local Government councils had failed in meeting the staff 

welfare. Employees performance and productivity depends on the kind of motivational 

incentives provided to them; and that staff absenteeism and turnover is as results of lack of 

job satisfaction by majority of staff. The research concluded that the solutions is for the 

management of the local  government councils  and the State government to keep abreast 

with the dominant needs and the changing expectations of these staff and equally be in 

constant survey of motivational incentives  in relation to staff performance and productivity . 

The research recommended that state government should upwardly review the staff salary 

and other monetary allowances, staff promotion should be taking seriously.  

 

Thirunavukkarasu (2009) examined Job Satisfaction and Employee Motivation: An Empirical 

Study of Sri Lankan Organizations. The study was conducted among the Sri Lankan 

organizations located in Colombo City with the samples of 500 from 125 public and 125 

private sector organizations. The study found that satisfaction and motivation are 

significantly correlated and economic factors are powerful than the other in satisfying 

employees. Some suggestions are also given, in the paper, to increase the level of satisfaction 

and motivation. Satisfaction is considered as most important attitude in motivating people in 

the Organizations. Hence today‘s organizations are taking much interest in satisfying 

employees through various strategies. Congenial working environment and pleasurable work 

situation will leads to the inspiration of the people which will help to the achievement of 

individual and organizational goals.  

 

Chukwuma and Obiefuna (2014) examined the effect of motivation on employee 

productivity in Manufacturing Companies in Nnewi. Descriptive and inferential statistics 

were used in the analysis of the data. Necessary literatures were reviewed. During the 

analysis of the data it was discovered that the goal of motivation is to cause people to put 

fourth their best efforts with enthusiasm and effectiveness in order to achieve and hopefully 

surpass organizational objective. It is evidence that employees of manufacturing firms in 

Nnewi are poorly motivated; hence low productivity. Findings from the research on 

productivity of manufacturing firm‘s staff are reported. Two sets of questionnaire were 
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employed in the study. One set was administered on management staff and the other on 

junior staff. The study reveals that salaries paid to junior staff in the company were very 

below the stipulations of Nigerian National Joint Industry Council. It further shows that the 

junior staff is rarely promoted and the junior staff prefers financial incentives than non-

financial incentives. The study recommended that increase in salary via promotion; overtime 

allowance and holiday with pay should be used as motivational tools.  

 

2.4 Gap in Literature 

From the above literatures, it is evident that much studies have not been done to establish the 

relationship between monetary incentives and employees performance. Hence, there is no 

clear consensus on the impact of monetary incentives on employees performance. Therefore, 

this study intends to fill the gap. 

 

METHODOLOGY 

3.1 Research Design  

This study adopted a descriptive survey research design which is a blue print and scheme that 

allowed the researcher to provide solution to the problem of how to get data for the study, 

what to study and who to study. It comprises of using well-structured questionnaire 

administered to the respondents in order to gather some vital, accurate and up to date 

information needed for the research work.  

 

3.2 Sources of Data 

Research instrument generally, are devices for collecting data for the study. In the course of 

this study, the research instrument for this study includes: 

3.2.1 Primary Source: This refers to the data collected by the researcher through the use of 

questionnaire and personal interviews. For this research, questionnaire and personal interview 

were used to get first hand information from the management and staff of the company. 

3.2.2 Secondary Source: This refers to existing statistical materials which are not 

originated/generated by the researcher himself, but which are obtained from someone else‘s 

record or publications, example, books, journals, publications in government offices 

 

3.3 Population of the Study 

The target population of this study comprised of the junior and senior staff of 7 up Bottling 

Company. As at the period of this study, the total staff strength of this organization is made 

up of 680. Specifically, the population of this study comprised the following: 

 

3.4 Method of Sample Selection 

The sampling technique used in this study is probability sampling where the respondents are 

selected according to number of staff present at the selected Company. 

 

3.5 Sample Size Determination 

The sample size of 150 respondents was obtained using the Taro Yamane formula to 

determine a workable sample for this study: 

n = 
 

   (    ) 
 

Where: 

n = sample size 

N = population size 

e = level of significance (or limit of tolerance error) i.e 0.05 

1= unity (is constant) 
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Therefore: 

n =  
   

      (    )(    )
 

n =  
   

      (      )
 

n = 150 

 

3.6 Sampling Techniques 

Simple random techniques was adopted in the study. 

 

3.7 Reliability of the Research Instrument  

To establish the reliability of the instrument the researcher carried out a trial testing using 

some respondents randomly selected from the left over manufacturing companies which were 

not part of the sampled of the study. The instrument (questionnaire) was administered to 

these respondents to fill and the questionnaire retrieve and analyze. Thus, test retest method 

was adopted in this study. 

 

3.8 Methods of Data Analyses 

Objectives I, II, III, and IV was analyzed with descriptive statistics while hypothesis one and 

two was analyzed with the aid of simple regression using Statistical Packages for Social 

Sciences. Version 23.  

 

3.9 Data presentation  

In this study, a total of 150 set of questionnaire were given out to respondents on the effect of 

monetary incentives on employees‘ performance, a study of 7up bottling company Aba, Abia 

State. The researcher adopted the simple random sampling technique. Using this technique, 

132 were correctly filled and returned. 

 

Table 3.9.1 Distribution of questionnaire and response rate 

 

Total copies of 

questionnaire  

Respondents  Percentage (%) 

Number returned  132 88 

Number not returned  18 12 

Total  150 100 

Source: Field survey, 2020 

Table 3.10.1 shows the number of questionnaire that was distributed by the researcher as 150 

and the number returned were 132 which makes up 88% of the total number while the 

remaining 18 copies which makes up 12% were not returned. The workable sample size took 

at 132 instead of 150 

 

Test of hypotheses 

Hypothesis One 

H0: Incentives packages do not have significant effect on organizational productivity 

 

Data analysis for hypothesis one 

Model Summary 

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

1 .910
a
 .829 .826 .39442 

a. Predictors: (Constant), Employee Productivity 
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ANOVA 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 

Regression 84.368 2 42.184 271.166 .000
b
 

Residual 17.423 112 .156   

Total 101.791 114    

 

 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

 

(Constant) .018 .155  .115 .909 

Employee Productivity .869 .102 .775 8.538 .000 

 .     

 

R-Square                              = 0.829 

Adjusted R-Square              = 0.826 

F-Statistics (df1=1 & df2=130) = 271.166(p=0.000) 

T Statistics                              = 8.538 

 

The coefficient of determination R-square of 0.829 implies that 82.9% of the sample 

variation in the dependent variable is explained or caused by the explanatory variable while 

17.1% is unexplained. The remaining 17.1% could be caused by other factors or variables not 

built into the model. The high value of R-square is an indication of a very good relationship 

between the dependent variable. The value of the adjusted R
2
 is 0.826 this shows that the 

regression line which captures 82.6 percent of the total variation in the dependent variable is 

caused by variation in the explanatory variable specified in the model with 17.6 percent 

accounting for the stochastic error term. The F-statistics was also used to test the overall 

significant of the mode. The high and positive F-value of 271.166 is an indication that the 

model is statistically significant at 5 percent level of significance at degree of freedom df1 = 1 

and df2 = 13. 

 

Hypothesis Two 

Ho: There is no significant impact of monetary incentives on employee profitability 

 

Data analysis for hypothesis two 

Model Summary 

Mode

l 

R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .893
a
 .797 .791 .15280 

a. Predictors: (Constant), Employee Profitability 

 

ANOVA
a
 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 
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1 

Regression 10.156 3 3.385 145.004 .000
b
 

Residual 2.592 111 .023   

Total 12.748 114    

 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

 

(Constant) 2.095 .091  23.136 .000 

      

      

Employee Profitability 090 .030 .231 2.977 .004 

a. Dependent Variable: Employee Profitability 

 

R-Square                              = 0.797 

Adjusted R-Square              = 0.791 

F-Statistics (df1=1 & df2=130) = 145.004(p=0.000) 

T Statistics                              = 2.977 

 

The coefficient of determination R-square of 0.797 implies that 82.9% of the sample 

variation in the dependent variable is explained or caused by the explanatory variable while 

20.3% is unexplained. The remaining 20.3% could be caused by other factors or variables not 

built into the model. The high value of R-square is an indication of a very good relationship 

between the dependent variable. The value of the adjusted R
2
 is 0.791 this shows that the 

regression line which captures 79.1 percent of the total variation in the dependent variable is 

caused by variation in the explanatory variable specified in the model with 20.9 percent 

accounting for the stochastic error term. The F-statistics was also used to test the overall 

significant of the mode. The high and positive F-value of 145.004 is an indication that the 

model is statistically significant at 5 percent level of significance at degree of freedom df1 = 1 

and df2 = 130.  

 

Findings  

  The findings of the study are summarized as follows:  

i. Incentives packages do have a significant effect on organizational productivity. 

ii. There is a significant impact of monetary incentives on employee profitability 

iii. Incentives do  have a significant impact on employee commitment to work 

iv. There is a significant impact of incentives on employee motivation 

 

3.11 Conclusion  

Organizational Commitment can be achieved through, organizational trust and motivation.  

.Mistrust results when information is withheld, resources are allocated inconsistently, and 

employees have limited support from management. Motivation is a basic psychological 

process. Along with perception ,personality, attitudes, and learning, motivation is a very 

important element of behavior. Nevertheless, motivation is not the only explanation of 

behavior. It interacts with and acts in conjunction with other cognitive processes .Based on 

the research results, one can conclude that as it has been said by various researchers, that 
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monetary incentives alone are not sufficient to motivate employees. Also that a maximum of 

both monetary andnon-monetaryincentiveshouldbeappliedandlikethesayinggoes―variety is 

the spice of life― Monetary and non-monetary incentives vary in their roles, effectiveness 

and appropriateness. 

 

3.12 Recommendations    

On the basis of the findings, the following recommendations were made: 

i. Organizations should not be stereotype in the style or method of incentive put in place 

ii. Organization should ensure that their employees are well remunerated in line with an 

economic environment like ours. 

iii. Employersoflaborshouldemployvarioustypesofincentivesfromtimetotimeandfrom 

employee to employee. This could vary from earning commission to holiday 

package. 
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 Abstract 
The study seeks to determine the effect of the poverty on insurance market in Nigeria. 

Secondary data were obtained mainly from online sources and were supported with primary 

data of the author’s personal observations. The study shows that poverty although affects the 

size of insurance market in Nigeria as poor people are dominantly motivated by basic human 

needs of food, shelter etc. it is however not the only factor affecting insurance market as 

evidence from the study reveals further that only few of those who can afford insurance 

policy are actually buying it. The study recommends that insurance should consolidate on 

developing micro insurance product, build public confidence and create public awareness of 

the benefits associated with insurance policy to grow the market. 

 

Keywords: Insurance, Risk, Welfare, Market 

 

 

Introduction 
Insurance is a component of social security device that helps individuals and businesses to 

mitigate risks. It simply promises to bear the burden of the business and life's risk in financial 

terms. The insurance indemnifies other parties by bringing them to their position prior to 

occurrence of the risk. It is a contract between two or more parties where the risk of one party 

is transferred to another subject to the payment of consideration generally called 'premium'. 

 

There is no doubt that life and businesses are full of risks. Risks are dangers and perils that 

threaten the existence of life and business. They are risks because they are not certain to 

occur, - they may occur and they may not and when they occur, the extent of the damage or 

severity or the amount cannot be accurately predetermined. The consequences of risks on life 

and business can be so severe. The suffering for the spouse and children from unexpected 

death can be unbearable. Likewise, business exposure to a risk may lead to total close down 

of operations of the business, lost of job and pain inflicted on the dependents. Risk is a 

probability that the unexpected and undesirable will occur. Insurance is one of the major 

devices to manage risk. Insurance keeps business and life going after major insured risk has 

been suffered by the insured through the financial reinstatement by the insurance. With the 

role of insurance on person‘s life and business, the market for insurance in Nigeria does not 

seem to reflect this importance. 

 

Generally, the size of market is usually influenced by two major determinants. The first 

determinant is the population size. Nigeria population is reasonably large to constitute a good 

market for the insurance industry in the country. The second major determinant is the 

standard of living of the people. Every member of a society is a potential buyer and member 

of the market for any product in the society. But income of the people constitutes a major 
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constraint. Considering the second determinant, evidence from available study indicated that 

the living standard in Nigeria is low. For instance, statistics shows that more than 40% of the 

population of Nigeria lives below poverty line. The National Bureau of Statistics (NBS) 

reported that 40.1% of the total population of Nigeria lives below N 137,430 ($381.75) per 

year which is poverty line and are therefore considered as poor. The motivation of these poor 

Nigerians may be limited to their basic human needs of food, clothes, shelter etc and they 

may therefore consider insurance as a luxury. This study therefore seeks to evaluate the effect 

of poverty on insurance market in Nigeria. 

 

Research Questions  

The questions the study seeks to provide answers for include the followings: 

i. Does poverty affect insurance market in Nigeria? 

ii. What are the other factors that affect the insurance market in Nigeria? 

 

Objectives of the Study 

Despite the role of insurance in Nigeria, the market for insurance remains relatively small. 

The main objective of the study is to find the effect of income distribution on insurance 

market in Nigeria. The specific objectives are stated as follows: 

 to determine the effect of poverty on insurance market in Nigeria; 

 to determine other factors that affects insurance in Nigeria. 

 

Conceptual Framework 

The section of study reviews certain concepts that are relevant to the study. The review is 

presented as follow. 

 

Insurance 

The concept of insurance is used for a contract between two or more parties where one party 

accept to indemnify the other party in case certain risk occur provided the other pays a 

specified amount of premium which serves as a consideration for the contract. Uncertainty is 

traded for certainty in insurance contract. A risk of a large loss with uncertainty is transferred 

to the insurance for a small loss with certainty by the insured. The premium paid at the 

beginning of the contract is the small loss while the financial value of the expected risk is the 

large loss which may not occur 

 

Hopkin (2010) defined insurance as ―well established mechanism for transferring the 

financial consequence of loses arising from hazard risks‖. The party that is exposed to the 

risks transfers the financial consequences of the risk to the insurance and the insurance will 

reinstate the party if the risk occurs by bringing the party to their financial position before the 

occurence of the risk. 

 

Also Ivanovna, Vladimirovna and Turgaeva (2018), referred to Ozhegor and Tu, showed that 

insurance accepts to reimburse losses from occurrence of risk of defined cases. Insurance will 

only pay for the risk that are covered by the contract and not all risks are covered by the 

insurance. Insurance provides cover for only pure risk against speculative risk. In other 

words, insurance usually cover is limited to those  risks that have no chance of making gain. 

 

Risk Management  

Risk is the chances that an unexpected will occur. Hopkin (2010) citing from the oxford 

English Dictionary  defined risk as a chance or possibility of danger. Hence risk is used for 

negative consequence 
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Risk management is the process of elimination or at worst minimizing the effects of risk to 

the bearest minimum. Hopkin (2010) noted that one of the importance of risk management is 

increasing in operations efficiency of business. 

 

Theoretical Framework 

Abraham Maslow‘s Hierarchy of Needs Theory has been adopted by this study for the 

theoretical framework. Hierarchy of needs theory of motivation was developed by a famous 

Psychologist Abraham Maslow (Aruma and Hanachor, 2017). Maslow introduced the theory 

based on his personal judgement. (Kaur, 2013). According to the theory, people will not 

function well in an environment where their needs are not met. Maslow grouped human 

needs into five types of needs and that they are activated in sequence. That means unless the 

lower level needs are sufficiency met the next level of needs will not be activated to drive 

action. 

 

The five Hierarchy of needs are Physiological Needs, Safety Needs, Social Needs, Esteem 

Needs and Self Actualization Needs. The theory is presented diagrammatically with figure 1 

below 

 

Figure 1 Maslow‘s Hierarchy of need 

 
Source: McLeod, 2018 

 

The five Hierarchy of  Needs are explained below 

 

Physiological Needs: These needs are referred to as human basic needs (Aruma and 

Hanachor, 2017). Specifically, food, water, shelter, sleep etc were included among the basic 

needs that consist of the physiological needs. The lives of the people depends on the basic 

human needs. .In others words the survival of the people is a function of meeting the basic 

human need and without those needs met they cannot survive. Similarly Todaro and Smith 

(2009) identified those basic human needs of food, shelter, heakth as life-Sustaining needs 

 

Safety Needs (Security Needs): These human needs deals with needs for protection and 

security from undesirable events or situation such as social disorder or other dangers. 

Self-
Actualisation 

Needs 

Esteem Needs 

Love and Belonging Needs  (Social 
Needs) 

Safety Needs (Security Needs) 

Physiological Needs 
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Dangers such as flood disasters, fire disasters, earthquake, accident, lost of source of living 

are examples of needs to be protected against 

 

Love and Belonging Needs or Social Needs. Once the first two hierarchy of needs of 

physiological need and safety needs have been reasonable satisfied, social needs become 

prominently active in driving human behavior. Among these needs are needs for love, 

acceptance, friendship etc. 

 

Esteem Needs: These needs specifically include but not limited to needs for dignity, 

achievement, mastery, independence, status and prestige (McLeod, 2018). 

 

Self-Actualization Needs: These are human needs for realizing personal potential, seeking 

personal growth etc. 

 

The Hierarchy of Needs were presented in pyramid as shown figure 1 with five different 

levels of human needs. McLeod (2018) emphasized that the needs down in the Hierarchy 

must be satisfied before individuals can attend to needs higher up. 

 

Since the theory holds that until the needs down the hierarchy are reasonable satisfied, higher 

hierarchy needs do not likely to drive human behavior, it will not be wrong, based on the 

theory, to say an individual who is struggling for food and other basic needs of life may not 

be looking for security of which class insurance belongs.  

 

Poverty Level and Insurance Market in Nigeria 

Available records show that large number of individuals and family live below poverty level 

in Nigeria, for instance National Bureau of Statistics (NBS) was cited in Akwagyiram (2020) 

that the number of people in Nigeria excluding Bornu State that lived below its poverty line 

of N137,430 (ֆ381.75) per year is not The percentage of the poor is put at 40.1% between 

September 2018 and October 2019. Similarly the World Bank put poverty rate in Nigeria in 

2018 as 39.1% of the country population. The international poverty line of ֆ1.90 in 2018 was 

used. This means that about 39.1% of the Nigerians in 2018 earn less that ֆ1.90 per day and 

are poor based on the World Bank statistics. 

 

In addition to the evidence from the secondary data on number of poor in Nigeria, Also 

primary data obtained from most private primary and secondary schools in Nigeria, show that 

the monthly wages are between N15,000 to N 20,000 for graduates and about N10,000 or 

even less for lower qualifications such as NCE, OND GCE etc. Some of them have a spouse 

and children. The annual income of such families ranges between (N15,000x12) N180,000 to 

(N12,000x12) N240,000 per annum for graduates and (N10,000x12) N120,000 per annum for 

non-graduates. In many cases these families consist of two or more members. This large 

numbers of Nigerian earned far below the estimated N137,430 per annum for poverty line in 

Nigeria at average of 2 members in a family. 

 

Similarly, the wage rate from non-formal sector shows that independent carpenters, 

bricklayers etc earn N3,000 to N4,000 per full day work while the apprentice and labourer are 

paid between (N1,500 and N2,000). Their annual income assuming they work 300 days a 

year. The total amount per annum for labour is between (N1500x300) N450,000 and 

(N2,000x300) N600,000. This category of people usually have more wives and children who 

depends on this amount. This makes every member of the families lives below poverty line. 

This group of people are not likely to be able to afford the luxury of insurance premium in the 
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name of securing the future of the members of their family incase of risk of death, disability 

etc. The desire of providing for themselves with the basic human needs of feeding, clothing, 

shelter etc is likely to be dominant with this group of people. This level of income cannot 

meet the basic needs for the members of their families satisfactorily. Hence, insurance is no 

go area for this group of people. 

 

Insurance Market in Nigeria 
Insurance market in Nigeria has been influenced by three factors which include (i) the 

population size, (ii) disposable income, and, (iii) consumer confidence. BMI (2020) observed 

that the recent improvement in the insurance (non-life insurance in particular) in Nigeria was 

enhanced by the growing population, rising disposable income and improving consumer 

confidence. Idris (2020) found that only 1.9% of the Nigerian adult population of about 99.6 

million have insurance coverage while about 40% of the same group have access to financial 

sector services.  

 

Similarly, Hougaard et al (2018) found that less than 2% of adult population in Nigeria have 

insurance coverage. This shows that insurance attractiveness is very low in Nigeria. 

 

Other Factors Affecting Insurance Market in Nigeria 
Conventionally, only products that are at the maturity stage in their life cycle are known to be 

growing with the growth in population as there is no more new potential buyers. Insurance on 

the contrary is noted to be growing with the growth in population despite the fact that only 

about 40.1% of the Nigeria are said to be living below poverty line. For instance BMI (2020) 

indicated that even those in the middle class who are able to afford insurance avoid it. 

 

Factors identified as affecting the rate of insurance growth in Nigeria are listed to include 

negative public perception, poor regulation, poor pricing of insurance products, poor service 

delivery, delay in claim settlement etc (The Revealer). 

 

Osinuga Damilola provided further explanation on public perception that the insurers have 

poor attitude towards payment of claims, hence the Nigerians attitude to insurance is 

negative. Osinuga (2016)midentified the key barrier to the retail market is the same lack of 

trust. There is no doubt that confidence building in insurance will help to expand the market 

size and enhance the economic growth. 

 

Conclusions and Recommendations 

There is no doubt that insurance market in Nigeria has been inflicted with slow rate of 

growth. The study has shown that the rate of poverty in Nigeria is high and poor people limit 

themselves to seek for how to meet their basic survival needs and may not be able to afford 

the luxury of insurance. The study also revealed that the insurance buyers are far fewer than 

the proportion of the population that can afford it. The evidence from the study shows that 

over 50% (i. e. 59.9%) of the adult population are living above poverty line while only less 

than two percent of the adults have insurance coverage as at 2018 ( Hougaard et al, 2018). 

The study concludes that while poverty plays a significance role in the size of insurance 

market in Nigeria, public perception play more dominant role as people in the middle class 

also avoid insurance market. 

 

The recommendations of the study are: micro insurance should be encouraged among the 

poor with premium that is poor friendly; insurance should deliberately maintains an attractive 

public attitude such as swift response to claim with regular reporting of their performance; 
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and, massive effort should be expended on creation of awareness of insurance benedicts. 
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ABSTRACT 

Sustainability in the field of management has long standing benefits which includes 

competitiveness, responsibility and trust. Additionally, this multifaceted and diverse concept 

has been related not only to improving the image of organizations but also to increasing their 

value. Consequently, corporate governance has emerged as a topic connected to the 

establishment of agreements and the implementation of improvements in three dimensions: 

environmental, social and economic. Hence, this literature explores the benefits, challenges 

and opportunities of sustainability and corporate governance to reveal the need of 

incorporating these issues into organizational management. Additionally, different models of 

sustainable governance together with their elements and similarities are described. Overall, 

collaboration is seen as key in all the models and I recommend that it is necessary to broaden 

theoretical development to enable the implementation of corporate governance best practices 

which will ensure sustainability.  

 

Keywords: Sustainability, Corporate Governance, Models of Sustainable Governance, 

Opportunities  

 

 

INTRODUCTION 

Corporate governance framework has been questioned in the wake of recent global financial 

crises. This is because an effective corporate governance system would have helped to 

mitigate, even to prevent the worst aspects of the crisis. In the light of the seriousness of the 

economic implication of the financial crises, a growing number of supranational 

organizations and national initiatives have reviewed their recommendations and codes for 

good corporate governance with the aim of increasing the effective application and 

monitoring of corporate governance mechanisms. The board of directors is one of the most 

significant governance issues under review by many initiatives on corporate governance, 

since the most recent financial crisis has revealed serious weaknesses in terms of how they 

accomplish their duties and responsibilities.  

 

Corporate governance is the central framework in which companies build trust with their 

stakeholders, the government, and the wider community. It is more than just the principles 

that safeguard a company‘s interests, but a way to create long-term value. Corporate 

governance in itself is not a direct value driver or an outcome, but can facilitate or hinder the 

creation or protection of value. Forward-looking organizations are able to focus on growth 

and value creation through the development of strong corporate governance practices. Basic 

compliance principles are no longer enough to close the growing trust gap. Rebuilding this 



Proceedings of the 14th Annual International Conference 

 112 

trust comes in a variety of ways. It begins by going beyond the balance sheet, reporting 

intangible value and investing in human capital.  

 

Sustainable corporate governance focuses on tackling environmental issues in supply chains, 

diversity in the workforce, as well as improving the local and global community. As we are in 

a time of disruption and new megatrends that shape and change industries, we must 

constantly seek dynamic, real-time, and transparent practices. Businesses must tell the whole 

story, including financial and non-financial values, detailing the organization‘s plans, 

objectives and the purposes behind them. We need to move beyond just sustainable business 

performance: we need to achieve inclusive growth. If we want to catalyze change, we need to 

be measuring the factors that reflect the creation of value; not just what regulators want to 

see. Investors and shareholders need comparable verified outcome metrics to evaluate which 

companies are positioned well for real long-term success.  

 

OVERVIEW OF CORPORATE GOVERNANCE AND SUSTAINABILITY 

ACCOUNTING 

The development of corporate governance can be divided into three eras. The first is called 

managerial capitalism (1932-1976), which suggests that in accordance with agency theory, 

professional management be separate from the property owners. This model was criticized 

when owners realized that managers only improved their own financial wellbeing, which 

highlighted the need for improved mechanisms to address these conflicts of governance. In 

1976, Jensen & Meckling participated in the second era, known as capitalist shareholder 

value, which seeks to align the interests of senior management with those of shareholders 

through stock-based compensation. Finally, there is the emergence of stakeholders that 

consider the organization not only an entity of profit but also an instrument that serves 

another purpose. In 1984, Freeman spoke of customers and suppliers (Mostovicz, Kakabadse, 

& Kakabadse, 2011). In this era, shareholders own shares whereas stakeholders do not. It is 

believed that in the future, these two parties will merge, creating a virtuous circle of new 

capitalism (Bonnafous-Boucher, 2005). A stakeholder is defined as ―any group or individual 

who can affect or be affected by the achievement of the objectives of the organizations‖ 

(Freeman, 1984).  

 

Corporate governance has been defined as a system by which companies are directed and 

controlled. It concerns the organization of relations among management, shareholders and 

stakeholders in the context of corporate transparency. Optimally, corporate governance exists 

to protects the rights of stakeholders (Cuneyt-Arslantas & Afacan-Findikli, 2013). In 

addition, this system has been described as ―a framework for coordinating relationships 

between shareholders, the board of directors, managers and other stakeholders‖ (Organization 

for Economic Co-operation and Development, 2004). As a major international corporate 

governance guideline, it encourages corporations to pursue transparency, fairness, ethics, 

responsibility, and honesty in all the dealings between investors and other stakeholders (Lai 

& Chen, 2014). The ―OECD Principles of Corporate Governance‖ represented a minimum 

standard for a company‘s rules of incorporation in order to provide guidance to stock 

exchanges, investors, companies and other parties.  

 

According to OECD, 2004; good corporate governance framework will provide proper 

incentives for the board and management to pursue objectives that are in the interests of the 

company and its shareholders and facilitate effective monitoring. Sustainable governance in 

particular is a practice commonly used to anticipate and manage potential risks to legitimacy 

and corporate reputation (Blowfield & Dolan, 2010). Corporate governance has benefits in 
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terms of attraction of capital and its retention, for corporations it could well mean enhanced 

market capitalization. An international survey showed that investors are willing to pay more 

for corporations with more effective governance structures and practices with lower share 

premiums for Asian, Latin American and other emerging economies; a comparatively higher 

premium for those located in Europe where there are still pressures for better disclosure of 

information to shareholders; specially in the United Kingdom and United States capital 

markets where information disclosure to shareholders is enhanced either through strict 

securities laws or codes of best practices (McKinsey & Co., 2005).  

 

The development of sustainability as a concept can be divided into three periods. The first 

period is the ―Pre-Stockholm‖ (1972) period. The Pre-Stockholm Period was when religious 

beliefs and traditions in general played an important role. The second period (1972-1987) 

commenced following the Stockholm Conference that was sponsored by the United Nations 

(UN) in 1972 and lasted until the World Commission on Environment and Development 

(WCED) in 1987, which marked the most important step in the configuration of the concept 

of sustainable development (Mebratu, 1998). The third period may be called the ―Post-

WCED‖ (1987) period and includes the UN Conference on Environment and Development in 

Rio de Janeiro, Brazil, in 1992, where the issue of ecological change was added to the agenda 

of world leaders (Dauvergne, 2012).  

 

The Brundtland Commission (or WCED) report, ―Our Common Future, defines sustainability 

as ―development that meets the needs of the present without compromising the ability of 

future generations to meet their own needs‖ (WCED, 1987). The Rio conference held in 

Brazil in 1992 was regarded at the time as the greatest implementation of sustainability at the 

global level. The implementation occurred through a series of international compromises that 

clearly identified time frames and material resources and was embodied in five documents: 

the Rio Declaration on the Environment; Agenda 21; the United Nations Framework 

Convention on Climate Change; the Convention on Biological Diversity; and the Declaration 

of Principles on the Management, Conservation and Sustainable Development of All Types 

of Forests (Pierri, 2005). According to the International Energy Agency (IEA), less than 15% 

of global energy needs were met by renewable resources in 2011, twenty years after Rio.  

 

Nations and companies that have incorporated the issue of sustainability into national 

strategies and business plans, respectively, are rare, and the likelihood of reaching a global 

turning point is small (Lenssen, Wassenhove, Pickard, Lenssen & Fernando Fernando 2012). 

On the contrary, numerous corporations often seek to maximize their profits beyond what is 

considered socially acceptable, abusing their dominant position or developing anticompetitive 

tactics that reduce their value to society (Santos, 2012). This situation makes clear the 

importance of an organizational strategy that is compatible with the environment because 

improved performance in this regard is linked to healthy finances, competitiveness and 

innovation (Cronin, Smith, Gleim, Ramirez, & Dawn, 2010).  

 

Universities are required to introduce new elements in business administration programs in 

order to prepare future managers to act in a more conscious and flexible way, which is 

dialogically guided by competitiveness and sustainability, creating a relationship between 

individuals, organizations and society (Palma, Oliveira, & Viacava, 2011). For instance, a 

training about ethics as it relates to sustainability provides a structure for understanding the 

moral basis for decisions about which technique or strategy to employ by future professionals 

(Biedenweg, Monroe, & Oxarart, 2013). Finally, universities could learn from the 

experiences of corporate sustainability reporting efforts, to better align their systems with 
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sustainability (Lozano, 2011). Because sustainability is commonly associated with 

environmental issues (such as energy conservation, the reversal of climate change and the 

protection of biodiversity), it is important to emphasize that the concept of sustainability also 

includes the impact of corporations on economic and social issues (Ha-Brookshire, & Norum, 

2011). In fact, the concept of sustainability coexists with social responsibility; organizations 

integrate these principles into their strategies voluntarily, creating values and fostering 

behavior that exceeds the laws and regulations of the host country (Vargas-Hernández, 2012). 

 

Corporate Sustainability and Governance 

According to (Klettner Clarke and Boersma, 2014), the benefits of harmonizing sustainability 

and governance include increased organizational value, enhanced corporate social 

responsibility (Sharma, and Khanna, 2014) the dissemination of results in these areas 

(Janggu, Darus, Zain, Yussri, & Sawani, 2014), as well as a collaboration with both suppliers 

(Gimenez & Sierra, 2013) and other stakeholders (Li, Zhao, Shi & Li 2014). Gimenez & 

Sierra (2013) noted that one of the main challenges faced by companies is the management of 

sustainability throughout the supply chain. To extend sustainability to providers, 

organizations have developed different governance mechanisms. Janggu et al. (2014) 

examined the impact of corporate governance on the sustainability of 100 publicly listed 

companies in Malaysia in 2010 from the perspective of agency theory. The results indicate 

that the size and professionalism of the board and the appointment of its members have a 

significant impact on sustainability disclosure. Therefore, it is crucial to consider the 

performance and reporting of sustainability in the design and composition of the governing 

board. Similarly, Klettner, et al, (2014), posited that leadership structures are designed to 

involve both the governing board and the general manager in the development of 

sustainability strategies for the purpose of obtaining financial rewards (Li, Zhao, Shi & Li 

2014). concluded that collaboration between internal company governance and company 

stakeholders is essential to the achievement of sustainable governance throughout the supply 

chain from the perspective of external governance. Hence from the foregoing, it is safe to say 

that sustainability is key to maintaining or increasing the value of the organization.  

 

Models of Sustainable Governance  

The upward trend in outsourcing has led to a loss of control of production and distribution 

processes, and in extreme cases, the pressure to reduce expenses has motivated producers to 

lie about good practices to avoid costs. This leads not only to lower quality and innovation 

but also to the loss of both stakeholder confidence and the opportunity to create long-term 

value (Lim & Phillips, 2016; Maloni & Brown, 2006; Vurro, Russo & Perrini 2009). 

Empirical studies show that models of collaborative governance are key to improving social 

responsibility and sustainable development (Tencati & Zsolnai, 2008). Therefore, a 

comprehensive analysis of the various features and actions encompassed by such models is 

warranted. According to Vurro, Russo and Perrini. (2009), models of governance in 

sustainable supply chains can be categorized into four types of collaboration based on the 

density of the supply chain and the centrality of the focal company. The former aspect refers 

to the number of connections between nodes in the supply chain network. The supply chain is 

characterized by two complementary strategies, ―vendor management for risk and 

performance and management of the supply chain of sustainable products‖. The former 

strategy is characterized by the company‘s fear of reputational damage if sustainability 

problems increase. Therefore, social and environmental dimensions are used in addition to 

economic factors to evaluate suppliers. The latter strategy is based on life cycle standards at 

the supply chain level for the environmental and social performance of products (Seuring & 

Müller, 2008). This strategy represents an opportunity to apply economic capital to improve 
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the processes of both the company and the chained to develop knowledge and an 

organizational culture of sustainability (Dyllick & Muff, 2016). Therefore, sustainability 

accounting mechanisms of supply chain governance are practices, initiatives and processes 

used by the focal company to manage relationships with (1) internal company functions and 

departments and (2) members of the supply chain and stakeholders as a means to successfully 

implement a focus on sustainability.  

 

A greater number of connections leads to increased oversight of the focal company by its 

partners along the value chain (Neville & Menguc, 2006), which in turn encourages 

compliance with stakeholder expectations, knowledge transfers and the interconnection of 

standards and practices regarding sustainability (Roberts, 2003). The second element 

concerns the relative position of the actor among others in the chain, with greater centrality 

corresponding to a more important role (Rowley, 1997). As the centrality of a company 

within the chain increases, its access to and influence over the other members of the chain 

increase correspondingly (Freeman, 1984). Therefore, a more central company will have 

more knowledge about the other actors up and down the chain, increasing its influence and 

control over those actors. Centrality also allows companies to compete for the leading 

position in the chain, which can lead to greater cooperation and exchanges of knowledge 

(Bonacich, Light & Wong, 1972).  

 

The model proposed by Li, Zhao, Shi & Li (2014) constitutes a scheme in which the 

mechanisms of governance have a significant influence on the performance of sustainability-

level supply chains. According to this model, seven competitive attributes are proposed 

according to the theory of sustainable development, which under the sustainable governance 

approach can be translated into seven factors involved in decision making. These factors can 

then be used to assess the efficiency and legitimacy of governance mechanisms from internal 

and external perspectives based on economic institutional theory and organizational 

sociology. Introduced by Barnard in 1948, the internal perspective of governance is based on 

organizational equilibrium theory which view the organization as a system that consciously 

coordinates the strengths and activities of human beings. Organizational equilibrium requires 

balance not only among the internal elements of the organization but also among 

environmental factors. The failure to achieve such balance can cause inefficiency (when 

incentives are greater than sacrifices) or organizational unsustainability (when sacrifices are 

greater than incentives) (Li et al., 2014). The external perspective of governance focuses on 

customer satisfaction, and different products which is in line with Maslow‘s (1943) hierarchy 

of needs, that considers physiological need (the customer requires only the general function 

of the product); safety need (a concern with the physical effects of the product); love need (a 

concern about whether the product will improve the customer‘s social image); esteem need 

(consideration of the symbolism of the product); and self-actualization (the consumer has 

preferences among different brands). 

 

Furthermore, there are two mechanisms in the model presented by Li et al. (2014). The first is 

efficiency, which can be separated into two elements: the commercial relationship and 

solidarity. The commercial relationship involves the provision of technical support by the 

focal company to stakeholders. Compliance with organizational objectives is required, in 

addition to the exchange of clear, precise and truthful information to harmonize the internal 

and external contexts and enable the formation of a purposeful alliance that benefits both 

parties. The second element, solidarity, contemplates the convenience of sharing both risks 

and benefits, which can lead to the formation of a narrower relationship maintained outside 

the contemplative stance of uncertainty, with a priority on one‘s own interests. The second 
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mechanism, legitimacy, is based on institutional theory and organizational sociology. The 

purpose of this mechanism is to ensure that an organization‘s structural design satisfies the 

requirements of the institutional environment (Meyer & Rowan, 1977). This mechanism 

integrates the characteristics of consumer demand, governmental regulatory capacity and the 

outreach capacity of non-governmental organizations (NGOs). Thus, regulations, legal 

control, information dissemination, and responsible consumption must be taken into account 

in sustainability decisions.  

 

Institutional economic theory states that the goal of decision makers is profit maximization 

(Lombardi, Trequattrini, Cuozzo & Cano-Rubio 2019). Therefore, the underlying mechanism 

is efficiency of which governance is used to manage various risks. One such risk is 

reputational damage caused by pollution generated by company suppliers and the costs of 

such pollution. Factors that determine governance type are supply chain density, the 

complexity of transactions, the centrality of the focal company and supplier capabilities. 

Governance type translates into various activities that contribute to sustainability, such as 

technical support, exchange of information, and risk and benefit sharing, among others (Li et 

al., 2014). Yet another model proposed by Formentini & Taticchi, (2015) emphasizes that in 

sustainability governance, certain environmental and social issues may call for sustainability 

management practices that do not contribute to the achievement of corporate objectives 

Overall, the literature identifies two relevant characteristics of governance mechanisms: 

collaboration and formalization. Regarding collaboration, companies can implement 

sustainability strategies either in a non-collaborative style, through the application of market 

power, or in a collaborative style. Non-collaborative implementation is a common practice in 

supply chain management. In the context of sustainable supply chain management, there is 

evidence that the focus of governance represents a powerful tool to promote sustainability 

initiatives. This suggests a need to balance the traditional power-based focus with new forms 

of collaborative governance. The second factor is formalization, which refers to the extent to 

which decision making is regulated by norms and procedures. A common typology of 

governance mechanisms distinguishes between formal and informal systems of coordination. 

Formal mechanisms are adopted in dynamic and unstable circumstances, whereas informal 

mechanisms are appropriate in relationships characterized by trust (Formentini & Taticchi, 

2015).  

 

Elements of Sustainability Accounting Governance Mechanisms  

By consulting the models of sustainability accounting governance, it is possible to identify 

elements in addition to equilibrium that can contribute to the achievement of objectives in 

environmental, social and economic dimensions. In the model presented by Formentini & 

Taticchi, (2015), the first mechanism is called non-collaboration. Contractual power is 

emphasized in this model, which involves the implementation of sales and commercialization 

contracts that specify business relations, product type and characteristics, and the timing and 

conditions of delivery. This mechanism seeks to ensure responsibility and compliance. 

Therefore, the company can establish specific parameters about price, quality, and other 

aspects to facilitate harmony and coherence among the parties. This mechanism may involve 

the imposition of certain parameters based on the power of the focal company. The second 

mechanism, collaboration, emphasizes socialization and includes informal meetings and 

experience sharing in a framework of cordiality. In this mechanism, information is shared to 

improve coordination among commercial partners, and mutual compromise and cordiality are 

encouraged. The third mechanism is formality. In this case, incentive systems play a 

fundamental role in encouraging commercial partners to contribute to organizational goals 

and to fully comply with demands related to quality, quantity, and delivery time, among other 
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parameters. Therefore, the configuration of operative processes enables collective functioning 

despite the existence of inconsistencies among the topics. Furthermore, because all 

relationships are affected by undesirable situations, conflicts are converted into opportunities 

to overcome obstacles through agreements. The fourth mechanism is informality. In this case, 

a direct relationship is necessary to identify the ideal person to develop company relations 

with commercial partners, as well as the appropriate means of communication and, most 

importantly, the mode of implementation. It is in this context that the topic of trust emerges 

as a factor in decision making based on the parties‘ mutual interest in maintaining the 

relationship in the long term.  

 

Opportunities for Sustainability and Corporate Governance  

Opportunities exist for a greater understanding of both concepts (Aras & Crowther, 2008), 

the creation of new mechanisms that contribute to their legitimacy (Michelon & Parbonetti, 

2012) and general improvements in sustainability (De Marchi, Di Maria, & Ponte, 2013). 

However, representatives of transnational corporations have failed to facilitate interaction 

with stakeholders (Geibler, 2013), which warrants consideration, particularly by identifying 

factors in the successful certification of sustainability.  

 

Michelon & Parbonetti (2012) discussed good governance and the disclosure of corporate 

sustainability data to stakeholders—which can be viewed as two complementary mechanisms 

of legitimacy—and examined the influence of the composition, leadership and structure of 

the board of directors on the sustainability disclosure of 57 US and European organizations 

listed on the Dow Jones Sustainability Index (DJSI). The results indicate that to explain the 

effect of board composition on sustainability disclosure, one must go beyond the narrow and 

traditional distinction between directors that possess privileged information and independent 

directors. Therefore, one should investigate the characteristics of each director because there 

is a positive relationship between the proportion of so-called ―community influential‖ board 

members and sustainability disclosure, particularly with respect to environmental and 

strategic information. Corporate governance emerges as a guide for this purpose, given the 

heterogeneity of the requirements of sustainability and corporate governance. Regulation 

should be a priority in both sustainability and corporate governance.  

 

The idea of governance as an instrument of sustainability is presented by Barkemeyer, Lutz, 

& Lee (2015), who note that the increasing participation of multinational companies in global 

governance has been praised for its potential to increase the effectiveness of governance and 

criticized for its lack of democratic legitimacy. These authors research the effectiveness of 

one transnational governance system, namely, corporate sustainability reporting in 

accordance with the Global Reporting Initiative (GRI). The authors find that the GRI has 

been successful in terms of output effectiveness by promoting the dissemination of 

sustainability reporting. However, the outcome effectiveness of the GRI is limited because 

the reporting shows fairly uniform content across countries and sectors that does not reflect 

materiality considerations.  

 

The Challenges of Sustainability and Corporate Governance 

Several challenges in this area require attention, including the proper alignment of and 

collaboration with stakeholders (Lacy & Hayward, 2011); the need for a model that combines 

profit maximization and stakeholder interests (Gnan, Hinna, Monteduro, & Scarozza, 2013); 

and the lack of knowledge about the above-mentioned topics (Formentini & Taticchi, 2015). 

In addition, the integration of sustainability into business processes is essential (Krechovska 

& Prochazkova, 2014), along with demonstrations of the effectiveness of sustainability 
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committees in response to government pressure (Ortiz-de-Mandojana, Aguilera-Caracuel, & 

Morales-Raya, 2014). Employers‘ opinions on sustainability are important. Therefore, Lacy 

& Hayward (2011) collaborated with the Global Compact of the United Nations to interview 

more than 800 chief executive officers (CEOs), most of whom recognized the magnitude of 

the challenge they face in aligning the elements of sustainability with their main businesses. 

In this regard, there is consensus that companies can play an important role in building a 

more sustainable economy if doing so is consistent with business objectives.  

 

The challenges of sustainability and governance are described by Krechovska & Prochazkova 

(2013), who begin by emphasizing that corporate sustainability is the ability to positively 

influence economic, social and environmental development through corporate governance 

practices and the position of the company in the market. The results indicate that although 

companies are aware that sustainability is an important factor in corporate performance over 

the long term, sustainability has not been integrated into individual business processes 

(particularly in small and medium enterprises). Instead, companies focus mainly on financial 

results. Ortiz-de-Mandojana, Aguilera-Caracuel, & Morales-Raya (2014) indicate that 

corporate governance practices across the world have converged. According to them, reasons 

for this convergence include similarities in codes of conduct, regulations, corporate 

globalization, and the activities of investors. To verify whether managerial effectiveness in 

improving environmental sustainability depends on the national institutional context, 

Morales-Raya et al (2019) posited that the relationship between a high percentage of 

independent directors and environmental sustainability is weaker in contexts where 

environmental regulation is stricter. The same result was found for the relationship between 

the independence of the CEO and board members and environmental sustainability. Finally, 

no evidence was found that the effectiveness of an environmental committee in promoting 

environmental sustainability depends on national institutional pressures. Formentini & 

Taticchi (2015) observe that the role of governance in sustainable supply chain management 

receives more attention from academics and professionals. To fill this literary gap, they 

propose an empirical analysis of seven case studies using contingency theory, the prospect of 

strategic alignment and the theory of organizational resources. Their findings include the 

identification of three sustainability profiles (leaders, professionals and traditionalists) and a 

classification of governance mechanisms based on the level of collaboration and 

formalization.  

 

CONCLUSION 

As we are in a time of disruption and new megatrends that shape and change industries, we 

must constantly seek dynamic, real-time, and transparent practices. Businesses must tell the 

whole story, including financial and non-financial values, detailing the organization‘s plans, 

objectives and the purposes behind them. We need to move beyond just sustainable business 

performance: we need to achieve inclusive growth. If we want to catalyze change, we need to 

be measuring the factors that reflect the creation of value; not just what regulators want to 

see. Investors and shareholders need comparable verified outcome metrics to evaluate which 

companies are positioned well for real long-term success.  From the foregoing, it is safe to 

say that sustainability is key and factors such as good corporate governance should be given 

opportunity to strive in order to maintain and increase the value of the organization. 
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Abstract 

The contributions of family business to the global economy in growth and development 

cannot be overemphasized mostly as touching employment and improved standard of living. 

However, maximum family groups in Nigeria can't continue to exist financial realities of 

excessive competitions, negative infrastructures, hash financial rules, and many others. 

Because of managerial deficiency which can be corrected using entrepreneurship education? 

Regardless of teaching entrepreneurship education in our diverse academic institutions, 

there is nonetheless a gross failure of the circle of relatives’ industrial organization all 

through the duration and breadth of Nigeria which query the effectiveness of 

entrepreneurship teaching techniques applied. This study seeks to validate empirically whilst 

analyzing the impact of sustainable entrepreneurship education (SEE) model in project base 

entrepreneurship education (PBEE), case study base entrepreneurship education (CSBEE) 

and simulation base entrepreneurship education (SBEE) on family business management in 

South-South, Nigeria. The study adopted quantitative research design using a survey method. 

A total of 257 respondents were surveyed through questionnaire administration. Three 

research questions were posed and three hypotheses tested. Data analysis was done using 

descriptive statistics of mean and standard deviation while inferential statistics of Multiple 

Regression was used to test the stated hypothesis on SPSS version 25.0 to correlate data on 

the independent and dependent variables of the study. The findings from the Multiple 

Regression analysis result reveal a significant relationship between project base 

entrepreneurship education (PBEE), case study base entrepreneurship education (CSBEE), 

simulation base entrepreneurship education (SBEE) and organization of family business in 

South-South, Nigeria. The study concludes that sustainable entrepreneurship training (SEE) 

model on own family enterprise control in South-South, Nigeria is to a high quantity. The 

study looked at, consequently, recommends that: The federal ministry of schooling should 

enshrine the Sustainable Entrepreneurship education (SEE) version of task-based totally 

entrepreneurship schooling, case take a look at base entrepreneurship schooling and 
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simulation base entrepreneurship education (PBEE, CSBEE, SBEE) into the educational 

curriculum for mastering entrepreneurship in South-South, Nigeria.  

 

 

Introduction  

Entrepreneurship as a wheel for monetary development, boom and sustainability are operated 

at character, company and circle of relative‘s level in Nigeria. Families across the globe 

engage enterprise sports of divers natures in keeping legacy and becoming economically 

viable which involuntarily exposes participants unto entrepreneurship. This becomes 

determined by way of Churchill and Hatten (1987) referred to in Murray-Nseula, (2011) 

(2015) that one of the first-class techniques for powerful entrepreneurship is the 

establishment of the own family commercial enterprise. Circle of relatives personal business 

has their place in history as they've existed for a totally long term subsequently they appear 

because of the oldest form of enterprise, (Ezimma & Ifeanyi, 2017; De Alwis, 2010). At 

some point of records, families and enterprise have usually co-existed to a massive extent in 

particular because maximum agencies started with the underlying motivation to earn a 

residing and support the family, (Bamidele, Emerole, Lawal & Timothy, 2017). Whilst the 

companies provide economic support to households, the family provides human and different 

sources to the enterprise which described an intertwined relationship. 

 

Nowadays, the scope of own family-owned businesses has multiplied to encompass some of 

the world biggest agencies with massive monetary impact. In every society, Nigeria to be 

particular, family-owned agencies shape the bedrock of advancing development as such 

performed an important role in employment, earnings generation and wealth accumulation. In 

Nigeria, figures of own family organizations could not be effortlessly decided, because of the 

paucity of facts (Esuh, Mohd& Adebayo, 2011)but, agencies like Lagra and associates Ltd., 

Cento worldwide Co Nig Ltd., Chene Networks., a couple of-axxexx services constrained., 

Seabuwd restrained., Mcsea commercial enterprise strategies., Gifford Gettel prescribed 

drugs Ltd., Gifford Gettel prescription drugs Ltd., Lawza-leviticus construct 

restrained,Dangote organization of businesses, etc. with large economic impact are owned via 

the families. notwithstanding their place as the oldest kind of business and major 

contributions to the global economy, their survival rate seems to be appalling as most 

effective a handful of them continue to exist more than one generation,(Ogundele, 2012) and 

their survival rate past the founder‘s generation is extremely low particularly in Nigeria, 

(Burns, 2014).  

 

it is anticipated that much less than one-0.33 of own family organizations in Nigeria survived 

into the second one technology and best thirteen in step with cent survived thru the third 

technology (Ogundele, 2012), which well-known shows a defective entrepreneurship 

schooling curriculum and teaching strategies in our instructional system making sustainable 

entrepreneurship schooling the way to go. The importance of sustainable entrepreneurship 

education (SEE) can't be overemphasized in Nigeria following its role in financial 

development typically as it applies to the agency of the own family enterprise. 

Entrepreneurship education entails teaching and learning of the wished abilities and know-

how that equip one to become self-reliant via being a powerful and successful initiator, 

manager, innovator and threat-bearer of commercial enterprise undertakings, (Ngozi & 

Joshua, 2015). This form of schooling places emphases on children development and also the 

desire and more than one abilities of people, (Josephine & Doris, 2019). As a panacea for 

managing the own family enterprise, Oosterbeek, Van and Ijsselstein (2010) maintain that 
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entrepreneurship schooling seeks to lower the inherent chance attached with entrepreneurship 

whilst guiding the agency through its beginning segment to its adulthood stage efficaciously. 

 

Sustainable entrepreneurial education is based to connect and adopt proficiencies, attributes 

and values required to understandability investment possibilities structure in addition to 

embarking on new enterprise ventures, (Brown, 2000). Following this concern Igbo (2009) 

shows that such training ought to produce self-reliance, activity creators and not activity 

seekers, besides it equips the person for creative hassle solving and innovation. This needs 

curriculum content enrichment with effective teaching version such as project based 

entrepreneurship education (PBEE), case study base entrepreneurship education (CBEE) and 

simulation base entrepreneurship education (SBEE) into entrepreneurship teaching scheme in 

the primary, secondary and tertiary institutions in Nigeria, South-South in particular. These 

methods of teaching has proven successful with teaching other subjects in the Nigerian 

schools hence it will bridge the gap between knowledge and application in entrepreneurship. 

 

Task-primarily based getting to know is an actual studying version or approach in which 

students plan, implement, and evaluate initiatives which have actual-international 

applications beyond the classroom (Westwood, 2008). This technique of mastering, in 

keeping with Thomas, Michealson and Mergendoller(2002) engages college students in 

gaining information and abilities via an extended inquiry system structured around complex, 

real questions and thoroughly designed products and responsibilities, making it first-rate in 

shape for coaching entrepreneurship. Case examine base teaching also has been an effective 

method of coaching that is appropriate for entrepreneurship schooling. This method as 

mentioned by way of Herreid, Schiller, Herreid and Wright(2011) is a quite adaptable fashion 

of teaching that entails problem-primarily based getting to know and promotes the 

improvement of analytical abilities which facilitate interdisciplinary gaining knowledge of 

and may be used to highlight connections between unique educational topics and actual-

global societal issues and programs (Bonney, 2013), which increases scholar motivation to 

take part in-class activities in selling mastering and increases overall performance on exams 

(Murray-Nseula, 2011).  

 

In the end, in our context is a simulation-based technique of entrepreneurship schooling. This 

technique in line with Prensky (2001) is a Computer-based totally studying technique that 

engages players in realistic sports designed to boom expertise, enhance abilities, and permit 

nice gaining knowledge of outcomes. Susi, Johannesson and Backlund (2007) assert that 

simulation-based total method of mastering makes a speciality of problem-solving tasks and 

contain the imperfect nature of interactions with the real international. This method of 

teaching is designed to sell studying, on the whole with the aid of leveraging a story or story 

centre around entrepreneurship. Adopting this model (SEE; PBEE, CBEE, SBEE) in 

coaching entrepreneurship schooling will create efficiency inside the organisation of circle of 

relatives‘ commercial enterprise in South-South, Nigeria. Sustainable entrepreneurship 

schooling, consequently, entails a consistent adaption of task-based total entrepreneurship 

training (PBEE), case observe base entrepreneurship training (CBEE) and simulation-based 

entrepreneurship training (SBEE) as a version in coaching entrepreneurship topics in our 

numerous faculties to affect functional commercial enterprise control at the family degree and 

past. 

 

Sustainable entrepreneurship education has acquired academic info in addressing numerous 

societal task levels from youngsters‘ restiveness to societal underdevelopment. but, the 

current body of studies gives restricted proof in providing dynamic teaching version that first-
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rate address entrepreneurship hole in dealing with the circle of relatives industrial enterprise 

in South-South, Nigeria which precipitated hobby and created a need for this study. 

 

Statement of the Problem 

The need to reputation on sustainable entrepreneurship education in Nigeria is due to the truth 

that many promising own family organizations crumble at the loss of life/go out of their 

founders specifically because of faulty entrepreneurship instructional model invoke 

(Ogundele, 2012). Generally, family businesses are hooked up by using way of individuals 

within the family who had a vision and the need to blaze the entrepreneurial path. In Nigeria, 

lots of those family businesses started out with trading activities and later metamorphosed 

into the collection and execution of settlement jobs, this is facilitated via the entrepreneur‘s 

particular talents, (Adeleke, Ogundele & Oyenuga, 2008). 

 

Being underneath an easy management shape, which mixes ownership and management in 

one or few men and women, family businesses in Nigeria had witnessed diverse challenges 

which had driven such a lot of from current examples of such are: the Doyin institution of 

companies by using past due to chief Samuel Adedoyin, the Odutola Brothers, chain of 

groups by using M.K.O Abiola that spanned telecommunications, banking, media, aviation, 

farming and shipping which might be an incomplete smash (Arogundade, 2011) and many 

others both famous and unpopular. 

 

Other than loss of succession planning as a critical venture in the own family business circle, 

elements like a fusion of personal and business lives, terrible managerial competency, own 

family conflicts and many others. Also contribute to the failure of the family commercial 

enterprise in the South-South, Nigeria. Distinguished among them are bad entrepreneurship 

academic heritage and lack of appropriate entrepreneurship instructional model in coaching 

entrepreneurship topics at all levels of schooling in Nigeria. The techniques adopted in 

teaching/studying of entrepreneurship schooling in our institutions are not effective enough to 

power family businesses into prosperity as the traditional teaching technique is still 

maintained in opposition to dynamic educational fashions which encompass project-primarily 

based mastering, case have a look at based totally studying and simulation-based learning. 

Adopting this version in coaching entrepreneurship training is a certain bet on agencies of the 

own family enterprise in South-South, Nigeria. 

 

A terrific variety of researches performed on the circle of relatives business had recognized 

various challenges like lack of succession making plans, family conflicts, managerial 

incompetency, cultural troubles and so forth as bedevilling the growth and sustainability of 

the family enterprise in Nigeria without focusing educational models for correcting them 

which is a concern to this study. This research therefore examine sustainable 

entrepreneurship education in the model of project based entrepreneurship education (PBEE), 

case study base entrepreneurship education (CBEE) and simulation base entrepreneurship 

education (SBEE) in managing family business in South-South, Nigeria. 
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Conceptual Framework 

The conceptual framework of this study is shown in figure 1.1 below: 

 

 

 

 

 

  

 

  

 

  

 

 

 

 

 

 

 

 

 

 

 

 

Source: Researcher’s Own Conceptualization 

 

Purpose of the Study 

The purpose of the study is to investigate the impact of sustainable entrepreneurship 

education (SEE) Model on family business management in South-South, Nigeria. 

Specifically, the study sought to: 

1. Determine the impact of project base entrepreneurship education (PBEE) on 

organization of family business in South-South, Nigeria. 

2. Examine the impact of case study base entrepreneurship education (CSBEE) on 

organization of family business in South-South, Nigeria. 

3. Investigate the impact of simulation base entrepreneurship education (SBEE) on 

organization of family business in South-South, Nigeria. 

 

Research Question 

This study seeks to answer the following research questions: 

1. To what extent can project base entrepreneurship education (PBEE) impact on 

organization of family business in South-South, Nigeria? 

2. To what extent can case study base entrepreneurship education (CSBEE) impact on 

organization of family business in South-South, Nigeria? 

3. To what extent can simulation base entrepreneurship education (SBEE) impact on 

organization of family business in South-South, Nigeria? 

 

Hypotheses 

The following hypotheses guide the present study: 

Ho1: There is no significant relationship between project base entrepreneurship education 

(PBEE) and organization of family business in South-South, Nigeria. 

Organization of Family 
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Ho2: There is no significant relationship between case study base entrepreneurship education 

(CSBEE) and organization of family business in South-South, Nigeria. 

Ho3: There is no significant relationship between simulation base entrepreneurship education 

(SBEE) and organization of family business in South-South, Nigeria. 

 

Review of Related Literature 

Concept of Sustainable Entrepreneurship Education 

Sustainable entrepreneurship schooling entails coaching and studying of the wanted 

competencies and know-how that equip one to come to be self-reliant through being a 

powerful and a fulfillment initiator, manager, innovator, and hazard-bearer of industrial 

business enterprise assignment, (Ngozi &  Joshua, 2015). Josephine and Doris (2019) keep 

that entrepreneurship training locations emphases on youngsters improvement and moreover 

the choice and multiple skills of human beings. This seeks to lower the inherent risk related 

to entrepreneurship while guiding the agency thru its beginning section to its adulthood stage 

correctly, (Matlay, 2008; Oosterbeek, Van Praag & Ijsselstein (2010). Entrepreneurship 

education that is sustainable is structured to attach and adopt proficiencies, attributes and 

values required to recognize potential funding opportunities, shape and embark on new 

business ventures and manage an existing industrial business enterprise successfully, (Brown, 

2000).  

 

Entrepreneurship schooling is concerned within the motivation and mentorship on approaches 

to become self-reliant in questioning, growing and running a challenge, (Rasheed & Rasheed, 

2003). This is crucial in that it offers the kind of training and schooling that empower sand 

encourages the employment experience of creativity and development of competencies for 

college kids as a way to be given obligations and risks. Paul (2005) found the subsequent as 

targets of Entrepreneurship education: 1. the providing of instructional method that is 

practical and permits with the essential talents to be self-reliant and self-hired. 2. Provision 

for the teenagers or graduates vital training that permits them to be imaginative and ingenious 

in recognizing investment possibilities. 3. Serving as a promoter of financial development 

and development. 4. Offers graduate efficient and ok schooling in risk management. 5. 

Impacting positively at the fee of poverty. 6. Growing employment possibilities. 7.  Discount 

of rural-city glide; by using presenting graduates with adequate training and guidance so that 

it will help them in setting up vocations in small and medium sized businesses, etc. 

 

Dimension of Sustainable Entrepreneurship Education 

studies on sustainable entrepreneurship education followed numerous dimensions that 

explained entrepreneurship training in one-of-a-kind settings. In this study, project base 

entrepreneurship education (PBEE), case study base entrepreneurship education (CSBEE) 

and simulation base entrepreneurship education (SBEE) are adopted as dimensions of 

sustainable entrepreneurship education (SEE) to explain knowledge acquisition techniques in 

effective family business management. 

 

Project Base Entrepreneurship Education (PBEE) 

Project-based learning is a tutorial technique concentrated at the learner? in this gaining 

knowledge of approach, students plan, put in force, and examine initiatives which have real-

international packages past the classroom, (clean, 1997) which make it more appropriate in 

teaching entrepreneurship as well as other subjects. Blumenfeld et al., (1991) study that as a 

complete technique to lecture room teaching and mastering it is designed to have interaction 

students inside the research of complex, actual problems and punctiliously designed 

merchandise and duties. Using mission-primarily based mastering of entrepreneurship inside 
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the lecture room is feasible after supplying the facts this is wanted for the undertaking. This 

engages students in gaining know-how and talents via a prolonged inquiry manner 

established around complicated, actual questions and punctiliously designed products and 

tasks, (Thomas, Michealson & Mergendoller, 2002). This could therefore decorate the high-

quality of entrepreneurship learning and ends in better-level cognitive improvement through 

pupil engagement with complicated and novel troubles. Inside this teaching technique 

students are uncovered to a huge range of abilities and abilities which includes collaboration, 

challenge making plans, selection making, and time management through project-based 

studying (blank, 1997) which increases the motivation of college students.  

 

Case Study Base Entrepreneurship Education (CSBEE) 

Case study teaching method is a highly adaptable style of teaching that involves problem-

based learning and promotes the development of analytical skills, (Herreid, Schiller, Herreid 

& Wright, 2011) which is effective in learning entrepreneurship. By presenting content in the 

format of a narrative accompanied by questions and activities that promote group discussion 

and solving of complex problems, case studies facilitate the development of the higher levels 

of Bloom‘s taxonomy of cognitive learning; moving beyond recall of knowledge to analysis, 

evaluation, and application, (Anderson & Krathwohl, 2000). Similarly, Bonney (2013) asserts 

that case studies facilitate interdisciplinary learning and can be used to highlight connections 

between specific academic topics and real-world societal issues and applications. Since case 

study teaching method has been reported to increase student motivation to participate in class 

activities, which promotes learning and increases performance on assessments, (Yadav, et al. 

2007; Pintrich& Schunk, 2002) it will be an effective technique in learning entrepreneurship 

education for the management of family business.  

 

Simulation Base Entrepreneurship Education (SBEE) 

Simulation learning is a computer-based learning that engages players in sensible sports 

designed to boom information, improve abilities, and enable wonderful learning results 

(Prensky, 2001). even as simulations are not always ‗‗video games‘‘ per se, the main focus is 

the usage of a digital game-based totally mastering surroundings to guide effective effects. 

Simulations in entrepreneurship education are available in some of the paperwork depending 

on their reason for life, and the most popular appear like position-gambling simulations and 

laptop simulations, (Joe & Ikenna, 2018). Deviating from a natural computer movement 

game, simulation mediated via era, and experiential learning occurs in which students create 

and run ‗‗real‘‘ ventures inside the schoolroom. The consciousness on trouble-solving 

obligations and comprise the imperfect nature of interactions with the actual world (Susi, 

Johannesson, & Backlund, 2007), and in particular useful concept in approaching 

entrepreneurial opportunities. 

 

Concept of Family Business Management 

Family businesses in Nigeria, as in different elements of the world, are available genuinely all 

sizes (small, medium and large) and exist in really all sectors of the economy.  Evidently, 

they're extra within the small bracket; tailoring outfit, barbing, carpentry, retailing outfit, 

petrol and fuel stations, etc. As its name implies, the circle of relatives business is an 

enterprise this is owned by using their own family, (Ezimma & Ifeanyi, 2017). Cabrera-

Suarez (2005), opines that own family business is a type in which the family has influence or 

manage over both the ownership and management operations while Allouche and Amann 

(2008) defined family enterprise as an enterprise wherein one or several households 

significantly have an effect on its development thru possession of its capital, placing the 

emphasis on own family ties in regards to the procedure of selecting organization directors, 
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whether they may be own family individuals or workers recruited externally, and expressing 

a preference to transmit the business to the subsequent generation at the same time as 

expertise the significance of the business for the pursuits and objectives of the family. 

 

Organization of Family Business 

Most family-owned businesses in south-south, Nigeria go through premature death no sooner 

than the loss of life of authentic founders. This is not a long way from negative management 

and shortage of succession plans which needs effective control. In a circle of relatives 

business, the circle of relatives and the enterprise are so entangled that feelings are 

unavoidable. Consequently, the own family has a preference for the usage of the circle of 

relatives or non-circle of relatives members in control. Consequently, a few family companies 

hire out of doors board individuals for control, (Sharma, Chrisman & Chua, 1997). For the 

circle of relatives businesses that are not large enough to attract outside board contributors, 

family councils review or advisory councils are encouraged for its management. Proponents 

argue that out of doors board members convey fresh views and new directions monitor the 

progress of the circle of relatives business and act as arbitrators which assist inside the 

succession procedure by providing help for the newly elected leader (Sharma, Chrisman & 

Chua, 1997).within the most circle of relatives enterprise, the proprietor (founder) plays the 

function of the leader govt officer among different predominant roles. In different instances, 

the roles are breaking up among circle of relatives members, who may not necessarily own 

applicable qualifications. As such own family affairs slip into enterprise management and 

choice-making, thereby clouding business decisions with sentiments and personal pursuits, 

(Emeka, 2018) requiring entrepreneurship training for proper control. 

 

Sustainable Entrepreneurship Education (SEE) and Family Business Management 

Entrepreneurial activity is now not pretty much coming across new thoughts and possibilities 

(Shane & Venkataraman, 2000), but also intentional making plans, advanced via the 

cognitive processing of inner and external factors (Del Giudice et al., 2014) won via training. 

Entrepreneur schooling is a cognitive process that precedes the effective involvement of the 

character in own family commercial enterprise control (Liñán and Chen, 2009), and mainly, 

entrepreneurial schooling is intently connected to the commercial enterprise global (Moriano 

et al., 2012) and has ended up a hastily evolving studies zone within the advertising. 

Currently, in literature, there appear extraordinary theoretical tactics which clarify why some 

individuals are greater inclined toward entrepreneurial profession when: the first analyzes 

persona trends (Zhao & Seibert, 2006; Rauch &Frese, 2007; Leutner et al., 2014; DeNisi, 

2015), and the second one specializes in environmental and behavioural factors, (Peterson, 

1980; Aldrich, 1990; Baum et al., 2001). Given these concerns be it at the circle of relatives 

level (own family commercial enterprise) or on the overall scene, entrepreneurial schooling 

plays a crucial function. 

 

Family businesses are stodgy, conservative and hobbled of their efforts at entrepreneurship. 

because of their lengthy-time period focus and advanced sources, many family corporations 

clearly have a bonus in their entrepreneurial hobbies on the start-up, growth and 

entrepreneurship phases with the utility of educational talents pertains to entrepreneurship. 

Strachan and Shanker (2003) examine that circle of relatives business tends to be too 

conservative to be entrepreneurial that they're hampered by using a lack of sources and by a 

circle of relatives emotional sentiments that induce conservatism and get inside the manner of 

the potential to innovate and renew a commercial enterprise which is avoidable with an 

effective entrepreneurship instructional machine in the region. Entrepreneurship schooling is 
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powerful in handling an own family commercial enterprise at both ―growth phase‖ and 

―Innovation/Renewal segment‖.  

 

At the growth phase, the family business is stated to be too worried about their own family 

subjects involving fees and needs which undermined growth however with entrepreneurship 

training households can invest their treasured asset for increase and growth. At Innovation 

and Renewal households are said to be conservative, averse to chance-taking which can 

hamper their innovation efforts. however, with entrepreneurship training, many own family 

companies excel, even in uncertain, excessive-tech environments. Innovation is specifically 

traumatic of human expertise, initiative and motivation, and frequently teamwork as well. 

family corporations were shown to make investments more in schooling their human beings 

and, as a result, revel in less turnover and less erosion of understanding and capital, (Miller & 

Le Breton-Miller, 2005). 

 

Theoretical Framework 

Stewardship theory 

The stewardship theory explains how the founding households view the firms as an extension 

of themselves and consequently sees the coolest fitness and continuity of the company as 

related to their personal nicely-being. Stewardship principle posits that many managers aspire 

to higher purposes at their jobs that they are now not actually self-serving economic people 

but regularly act with altruism for the benefit of the organization (circle of relatives 

enterprise) and its stakeholders, (Davis, Schoorman, & Donaldson, 1997; Donaldson & 

Davis, 1991; Fox & Hamilton, 1994). The ideals that stewards (managers) are intrinsically 

influenced via better-degree needs to act for the collective right of their companies (family 

enterprise). They identify with the employer and embody its targets via being dedicated to 

creating it prevail, even at a personal sacrifice, (Davis, Schoorman, Mayer, & Tan, 2000). 

those attitudes are successful among a circle of relatives companies in which leaders are both 

family contributors or employed managers who are emotionally connected to the circle of 

relatives. Such intrinsic motivation can be more advantageous through well-planned 

entrepreneurship schooling scheme that adopts motivating approach that's proposed by way 

of this study 

 

With an effective entrepreneurship education model family business management can commit 

deeply to the mission of the business, treasure its employees and stakeholders, and feel 

motivated to do their best for the owning family and the organizational collective, (Miller & 

Le Breton-Miller, 2005). This attitude in turn can engender far-sighted contributions that feed 

distinctive capabilities and produce superior financial returns. At the heart of stewardship, the 

theory is the assumption that the principal-steward relationship is based on a choice 

facilitated by education realized through the effective learning process. This theory suggests a 

positive impact on performance because both parties are working toward the same goal 

(Davis et al., 1997; Eddleston & Kellermanns, 2007). Hence an effective educational process 

should be put in place to enhance performance. 

 

Empirical Review 

The review of related empirical studies showed that no research study is directly related to 

the present study. However, some were found relevant. 

 

Juha and Anne (2009) carried out a study titled, College students‘ perceptions of family 

entrepreneurship: a study on the circle of relatives‘ enterprise instructional schooling in 

Finland. The goal of this look at becomes to investigate college students‘ attitudes towards 
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their own family entrepreneurship. The study adopted a descriptive studies layout. Facts 

turned into amassed from 211 respondents with the use of the questionnaire. Content material 

evaluation changed into used in data analyses. The result reveals that Entrepreneurship 

motivates college students, but proudly owning a family enterprise turned into perceived as 

unattractive. The end result of this examine exposes a weak point within the entrepreneurship 

schooling approach in Finland which leads to a perception of unattractiveness of family 

business. The present study therefore proposes a working entrepreneurship education model 

which can correct the wrong impression about family business in Finland if adopted. 

 

Gökhan (2011) investigated the effects of project-based learning on students‘ academic 

achievement and attitudes towards English lesson in Turkey. The study adopts descriptive 

studies design. The use of studies surveys the questionnaire modified into used for statistics 

collection from 60 respondents. The mathematics endorse and standard deviations had been 

used for information analyses on the equal time as unbiased samples t-test have become used 

for the take a look at of importance between companies. Effects show that mission-based 

totally learning becoming more powerful in the nice improvement of the students‘ 

educational achievement tiers. The test with the resource of Gokhan famous indicates the 

efficacy of project-primarily based totally getting to know in coaching the English language 

in Turkey. The present study proposes the adoption of project base learning in teaching 

entrepreneurship education in Nigeria which relates the former. With a positive result in 

English language, project base learning technique will impact entrepreneurship education 

positively. 

 

Marwa and Kalsom (2020) examined the moderating effect of entrepreneurship education 

on the relationship between entrepreneurial self-efficacy, family support, friends support and 

entrepreneurial intention of final year female tourism undergraduate students in Egypt. The 

study adopts the descriptive design. The questionnaire turned into used for collecting 

statistics from 543 respondents. records analysis became accomplished the usage of partial 

least squares (SmartPLS) version three.2.eight. effects indicated that entrepreneurial self-

efficacy and circle of relatives help are determinant of girls‘ entrepreneurial aim, even as 

buddies help changed into discovered to have a tremendous however bad effect on girl 

college students‘ entrepreneurial purpose. regarding the moderating effect of (EE) 

consequences observed that entrepreneurship training performs a good-sized moderating role, 

by means of strengthening the entrepreneurial self-efficacy, pals‘ help and growth ladies‘ 

entrepreneurial aim, at the same time as EE determined to have no tremendous impact 

between family guide and female (EI). The study by Marwa and Kalsom found same result 

with the present study given the contribution of education on family business. 

 

Gap in Literature 

Sustainable entrepreneurship education had received enormous academic attentions in the 

academic space across the globe. Researchers had examined this concept in relation to 

business performance, profitability, survival etc. and in different contexts. Amongst such are 

the study by (Marwa & Kalsom, 2020;Juha & Anne, 2009;Martin, 2015) and many others. 

However, sustainable entrepreneurship education (SEE) has not been examined in teaching 

techniques of project base entrepreneurship education (PBEE), case study base 

entrepreneurship education (CSBEE) and simulation base entrepreneurship education (SBEE) 

in family business management in South-South, Nigeria which constitutes content, variable 

and geographical gap sought to be filled by this research. This research is titled, Sustainable 

Entrepreneurship Education (SEE): A Panacea for Managing Family Business in South-

South, Nigeria. 
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Methodology 

This study adopted the descriptive survey design. This kind of survey is that which the 

researcher collects data from a large sample drawn from a given population and describes 

certain features of the sample as they are, at the time of the study, (Mcnabb, 2002).The 

population of the study consists of 80 identified family businesses in South-South, Nigeria 

(Rivers State 18, Edo State 15, Delta State 15, Bayelsa State 10, Akwa Ibom State 12 and 

Cross River State 10).The sample size consisted of 65 firms as determined byKrejcie and 

Mongan (1970) table. A total of 260 subjects made of entrepreneurs and employees in the 

frame of four (4) respondents from each business organization were surveyed through 

questionnaire administration. The questionnaire was divided into three sections involving 

questions relating to respondents‘ profile, questions relating to sustainable entrepreneurship 

education (SEE) and questions relating to family business management. The instrument for 

data collection contains 15 questions for the independent variable titled ―Sustainable 

Entrepreneurship Education of the Family Business Questionnaire‖ (SEEFBQ) and 5 

questions for the dependent variables titled ―Effective Family Business Management 

Questionnaire‖ (EFBMQ). The (SEEFBQ) has a four point Likert scale ranging from (Very 

High Extent (VHE) = 4, High Extent (HE) = 3, Low Extent (LE) = 2 and Very Low Extent 

(VLE) = 1 making it a total of 10 points divide by 4 = 2.5) was used as a benchmark for 

decision. Responses below 2.5 were considered not significant, while 2.5 and above were 

deemed significant. The questions were pre-tested for comprehension, relevance of 

completeness and validity through 20 entrepreneurs and employees of family business across 

the six states of South-South geopolitical zones in Nigeria and five scholars in marketing 

department of IAUE Rivers State. The pilot survey participants were asked to identify 

inadequate content of the questionnaire and their response formed the bases for improving 

upon the final copies. An impressive response rate of 98% representing 257 usable copies of 

questionnaire was obtained and formed the bases for analysis. Cronbach alpha was calculated 

to confirm the reliability of the study construct. The reliability coefficient obtained was 0.82 

which exceeded the rule of thumb cut-off mark of 0.86 as suggested by Hatcher (1994) cited 

in Amadi and Wali (2017). The data generated were analyzed using mean and standard 

deviation scores to answer the three (3) research questions. To determine the extent of 

relationship that exists between the independent and dependent variables (test of hypotheses) 

at the 0.05 level of significance, the researcher used Multiple Regression on SPSS (Statistical 

Package for Social Sciences) version 25.0. 

 

Result of Findings 

Research Question 1 
To what extent can Project Base Entrepreneurship Education (PBEE) impact on organization 

of family business in South-South, Nigeria? 

 

Table1: Computation of Mean Responses of Project Base Entrepreneurship Education 

(PBEE) on Organization of Family Business in South-South, Nigeria. 

Items 
N Mean 

Std. 

Deviation 

Std. Error 

Mean 

PROJECT BASED ENTREPRENEURSHIP 

EDUCATION (PBEE) AND ORGANISATION OF 

FAMILY BUSINESS 

257 3.7214 .29825 .01860 

    

Using extended inquiry process structured around 

complex, authentic questions and carefully designed 

products or tasks enhances understanding of 

entrepreneurship. 

257 3.86 .452 .028 
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Instructional model that focuses higher-level cognitive 

development through engaging complex and novel 

problems is appropriate in learning entrepreneurship. 

257 3.85 .387 .024 

    

Exposing students to a wide range of skills and 

competencies such as collaboration, project planning, 

decision making, and time management is an effective 

measure in addressing gap in entrepreneurship education. 

257 3.86 .475 .030 

    

An instructional process that allows learners to assume 

responsibility for their own learning while treating 

teachers as guides or facilitators is adequate for learning 

entrepreneurship. 

257 3.35 .778 .049 

    

A model or strategy in which students plan, implement, 

and evaluate entrepreneurial contents relating it to real-

world applications beyond the classroom is result-driven. 

257 3.68 .572 .036 

    

Source: SPSS output (Base on questionnaires’ data 2020) 

 

Analysis in table 1 showed that all questionnaire items on project base entrepreneurship 

education (PBEE) and organization of family business have mean score above the criterion 

mean of 2.50 indicating an acceptance that project base entrepreneurship education (PBEE) 

can impact on organization of family business in South-South, Nigeria. In summary, with a 

grand mean of 3.72, the respondents agreed to a high extent that project base 

entrepreneurship education (PBEE) can impact on organization of family business in South-

South, Nigeria.  

 

Research Question 2 

To what extent can Case Study Base Entrepreneurship Education (CSBEE) impact on 

organization of family business in South-South, Nigeria? 

 

Table 2: Computation of Mean Responses of Case Study Base Entrepreneurship 

Education (PBEE) on Organization of Family Business in South-South, 

Nigeria. 

Items 

N Mean 

Std. 

Deviation 

Std. 

Error 

Mean 

CASE STUDY BASE ENTREPRENEURSHIP 

EDUCATION (CBEE) AND ORGANISATION OF 

FAMILY BUSINESS 

257 3.7743 .24961 .01557 

    

Using a highly adaptable style of teaching that promotes 

development of analytical skills will reposition 

entrepreneurship in south-south, Nigeria. 

257 3.86 .452 .028 

    

Presenting entrepreneurship content in the format of 

narratives accompanied by questions and activities that 

promote group discussion will advance entrepreneurship 

education. 

257 3.85 .387 .024 

    

Instructional model that facilitates interdisciplinary content 

within entrepreneurship and highlight connections between 

specific topics and real-world applications is effective in 

teaching entrepreneurship. 

257 3.70 .557 .035 

    

Using an interesting and provocative situation that fosters 257 3.77 .528 .033 
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empathy can best relate entrepreneurship contents in the 

learning process. 

    

Presenting entrepreneurship stories that represent real, 

complex and contextualized situations which involve 

conflicts with no obvious solution will build student 

capacity in entrepreneurship. 

257 3.68 .572 .036 

    

Source:SPSS output (Base on questionnaires’ data 2020) 

Analysis in table 2 showed that all questionnaire items on case study base entrepreneurship 

education (CSBEE) and organization of family business have mean score above the criterion 

mean of 2.50 indicating an acceptance that case study base entrepreneurship education 

(CSBEE) can impact on organization of family business in South-South, Nigeria. In 

summary, with a grand mean of 3.77, the respondents agreed to a high extent that case study 

base entrepreneurship education (CSBEE) can impact on organization of family business in 

South-South, Nigeria.  

 

Research Question 3 

To what extent can Simulation Base Entrepreneurship Education (SBEE) impact on 

organization of family business in South-South, Nigeria? 

 

Table 3: Computation of Mean Responses of Case Study Base Entrepreneurship 

Education (PBEE) on Organization of Family Business in South-South, 

Nigeria. 

Items 

N Mean 

Std. 

Deviation 

Std. 

Error 

Mean 

SIMULATION BASE ENTREPRENEURSHIP 

EDUCATION (SBEE) AND ORGANISATION OF 

FAMILY BUSINESS 

257 3.6981 .29586 .01846 

    

Using serious games with in-class role play in learning 

entrepreneurship is problem-solving that incorporate the 

imperfect nature of interactions with the real world. 

257 3.86 .452 .028 

    

Serious games mediated by technology give students more 

time to prepare and put forward their ideas in 

understanding entrepreneurship. 

257 3.85 .387 .024 

    

Teaching model that offers flexibility to distance learners 

is effective in learning entrepreneurship. 

257 3.72 .473 .030 

    

Using computer-based learning in entrepreneurship 

engages students in realistic activities by improving skills 

and enables positive learning outcomes. 

257 3.37 .780 .049 

    

Simulations are designed to promote learning, primarily by 

leveraging a narrative or story centered in an 

entrepreneurial setting. 

257 3.68 .572 .036 

    

Source:SPSS output (Base on questionnaires’ data 2020) 

 

Analysis in table 3 showed that all questionnaire items on simulation base entrepreneurship 

education (SBEE) and organization of family business have mean score above the criterion 

mean of 2.50 indicating an acceptance that simulation base entrepreneurship education 

(SBEE) can impact on organization of family business in South-South, Nigeria. In summary, 

with a grand mean of 3.69, the respondents agreed to a high extent that simulation base 
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entrepreneurship education (SBEE) can impact on organization of family business in South-

South, Nigeria.  

 

Test of Hypotheses 

The dimensions of sustainable entrepreneurship education (SEE): project base 

entrepreneurship education (PBEE),case study base entrepreneurship education (CSBEE) and 

simulation base entrepreneurship education (SBEE) were all correlated against the dependent 

measure of organization of family business which is successfully exporting. The aim was to 

ascertain if there is any significant relationship between these dimensions of sustainable 

entrepreneurship education and organization of family business which is used to measure 

family business management. The correlation values with their related significant values are 

shown in tables below.  

 

Table 4: Regression Model Summary 

Model Summary
b
 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .920
a
 .846 .844 .10463 1.900 

a. Predictors: (Constant), SBEE, CSBEE, PBEE 

b. b. Dependent Variable: ORGAN_FAB 

 

The above model summary in table 4 produced a correlation coefficient; ‗R‘ of 0.920
a
which 

shows that there is a very strong significant relationship between project base 

entrepreneurship education (PBEE), case study base entrepreneurship education (CSBEE) 

and simulation base entrepreneurship education (SBEE) on organization of family business. 

Our R
2 

stood at 0.846which implies that about 85% variations in the dependent variable 

(organization of family business) is attributed to changes in the independent variables 

((project base entrepreneurship education, case study base entrepreneurship education and 

simulation base entrepreneurship education). The standard error is 0.10463, thus, measure of 

variation of the observation made from the (actual values of Ƴ) around the computed value of 

Ƴ on the regression line, is close to 0 and far from 1. The Durbin-Watson d = 1.900, which is 

between the two critical values of 1.5 < d < 2.5 and therefore we can assume that there is no 

first order linear auto-correlation in the data. Hence the model is of absolute good fit. 

 

Table 5: Multiple Regression Analysis on the Dimensions of Sustainable 

Entrepreneurship Education 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 25.078 .104  .244 .807 

PBEE .339 .042 .382 8.013 .000 

CSBEE .403 .035 .379 11.529 .000 

SBEE .247 .038 .276 6.445 .000 

a. Dependent Variable: ORGAN_FAB 

Source: SPSS Output Data 2020. 
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Explanation of Terms 

The formula for multiple regression:   = ao + bx1 + bx2+ bx3+ bx4 + e……..1 

Where:  =  index of outcome variable 

 a = constant term for the independent variables 

b =  index of predictor variable 

x =  coefficients  

e = error level 

ORGAN_FAB = Organisation of Family Business (family business management) 

PBEE = Project Base Entrepreneurship Education 

CSBEE = Case Study Base Entrepreneurship Education 

SBEE = Simulation Base Entrepreneurship Education 

 = ao + bx1 + bx2+ bx3+ bx4 + e……..1 

Thus the model is adopted:ORGAN_FAB=B0+b1(PBEE)1+( CSBEE)2 + (SBEE)3 +0.05 

 

Interpretation  

H01: The regression result in table 5 shows a model constant (a) value of 25.078 and 

PBEE(bx1) value of 0.339, indicating that, for every one-unit increase of PBEE value, 

the dependent variable (ORGAN_FAB) value will rise by 0.34%. T-value for 

PBEE(bx1) produced 8.013, is significant at P value (.000), which is less than the 

chosen alpha of α (0.05). Hence, hypothesis one is rejected meaning there is a strong 

significant linear relationship between project base entrepreneurship education 

(PBEE) and organization of family business in south-south, Nigeria which reveals an 

importance of project base entrepreneurship education in family business 

management. 

H02: In addition, the above coefficient table showsa model constant (a) value of 25.078 and 

CSBEE(bx2) value of 0.403, indicating that, for every one-unit increase of CSBEE 

value, the dependent variable (ORGAN_FAB) value will rise by 0.40%. T-value for 

CSBEE(bx2) produced 11.529 is significant at P value (.000), which is less than the 

chosen alpha of α (0.05). Hence, hypothesis two is rejected meaning there is a strong 

significant linear relationship between case studies base entrepreneurship education 

(CSBEE) and organization of family business in south-south, Nigeria. Thisexposes an 

importance of case study base entrepreneurship education in family business 

management. 

H03: Finally, simulation base entrepreneurship education has proven to be an indispensable 

element in family business management. The coefficient result in table 5 shows a 

model constant (a) value of 25.078 and SBEE(bx3) value of 0.247, indicating that, for 

every one-unit increase of SBEE value, the dependent variable (ORGAN_FAB) value 

will rise by 0.25%. T-value for SBEE(bx3)produced 6.445is significant at P value 

(.000), which is less than the chosen alpha of α (0.05). Hence, hypothesis three is 

rejected meaning there is a strong significant linear relationship between simulation 

base entrepreneurship education (SBEE) and organization of family business in south-

south, Nigeria which magnifies the role of simulation base entrepreneurship education 

in family business management. 

 

Discussion of Findings 

Discussion of this study is done in line with our findings. The researcher‘s intention was to 

determine the relationship between sustainable entrepreneurship education (SEE) and family 

business management in South-South, Nigeria. Additionally, the researcher‘sintention was to 

ascertain if sustainable entrepreneurship education (SEE) in project base entrepreneurship 

education (PBEE),case study base entrepreneurship education (CSBEE)and simulation base 
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entrepreneurship education (SBEE) correlate with organization of family business in South-

South, Nigeria. 

 

Analysis of primary data collected from 257 respondents representing 65 family businesses in 

South-South, Nigeria reveal that sustainable entrepreneurship education (SEE) is significantly 

associated with family business management. Practically, the sustainable entrepreneurship 

education dimensions such as: project base entrepreneurship education (PBEE),case study 

base entrepreneurship education (CSBEE)and simulation base entrepreneurship education 

(SBEE) will all have a significant impact on family business management in South-South, 

Nigeria. 

 

These findings aid Marwa and Kalsom (2020) who found that entrepreneurship education 

plays a huge moderating characteristic, thru strengthening the entrepreneurial self-efficacy, 

buddies‘ support and growth girls‘ entrepreneurial aim. This in step with Ngozi and Joshua, 

(2015) involves education and reading of the wished talents and knowledge that equip one to 

end up self-reliant via being an effective and a success initiator, supervisor, innovator, and 

chance-bearer of an industrial company mission. Similarly, Matlay (2008) continues that 

entrepreneurship education seeks to decrease the inherent danger linked with 

entrepreneurship on equal time as guiding the business enterprise through its starting segment 

to its maturity degree correctly. 

 

In discussing the efficacy of teaching techniques relates to own family enterprise 

management, Gökhan (2011) determined that task-based gaining knowledge of changed into 

more powerful inside the effective improvement of the students‘ instructional achievement 

tiers. regarding the case have a look at mastering technique, Kevin (2015) reveals that case 

studies are appreciably greater power than other methods of content transport at growing 

performance on exam questions associated with chemical bonds, osmosis and diffusion, 

mitosis and meiosis, and DNA structure and replication. This was customary by Jordi, Omar, 

Javier, Ana, Yirsa, Tomeu and Álvaro (2015) who reveal that students made large studying 

thru the writing of case studies, which has benefited their consequences within the final 

examination, course grades, and route‘s pleasure. This suggests that sustainable 

entrepreneurship education (SEE) model can promote learning of entrepreneurship that will 

impact family business management in South-South, Nigeria. 

 

Conclusion 

The mean results of our findings reveal that sustainable entrepreneurship education in project 

base entrepreneurship education (PBEE),case study base entrepreneurship education 

(CSBEE)and simulation base entrepreneurship education (SBEE) can impact on organization 

of family business in South-South, Nigeria also the Multiple Regression analysis result 

reveals a significant relationship between project base entrepreneurship education 

(PBEE),case study base entrepreneurship education (CSBEE), simulation base 

entrepreneurship education (SBEE) and organization of family business in South-South, 

Nigeria. The study concludes that a significant relationship exists between sustainable 

entrepreneurship education and family business management in South-South, Nigeria.  

 

Recommendation  

Based on our findings and conclusion, it was therefore recommended that: 

1. The federal ministry of education should enshrine the Sustainable Entrepreneurship 

Education (SEE) model of project base entrepreneurship education, case study base 

entrepreneurship education and simulation base entrepreneurship education (PBEE, 
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CSBEE, SBEE) into the educational curriculum for learning entrepreneurship in 

South-South, Nigeria. 

2. Family business entrepreneurs should undergo entrepreneurship education that adopts 

project base entrepreneurship education, case study base entrepreneurship education 

and simulation base entrepreneurship education model for effective management. 

3. Teachers should be trained on the use ofSustainable Entrepreneurship Education 

(SEE) model in teaching entrepreneurship at all educational levels in South-South, 

Nigeria. 
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APPENDIX 

INDEPENDENT VARIABLE:  SUSTAINABLE ENTREPRENEURSHIP EDUCATION 

PROJECT BASED ENTREPRENEURSHIP EDUCATION (PBEE)  

No. ITEMS VHE HE LE VLE 

1. Using extended inquiry process structured around complex, 

authentic questions and carefully designed products or tasks 

enhances understanding of entrepreneurship. 

    

2. Instructional model that focuses higher-level cognitive 

development through engaging complex and novel problems 

is appropriate in learning entrepreneurship. 

    

3. Exposing students to a wide range of skills and competencies 

such as collaboration, project planning, decision making, and 

time management is an effective measure in addressing gap 

in entrepreneurship education.  

    

4. An instructional process that allows learners to assume 

responsibility for their own learning while treating teachers 

as guides or facilitators is adequate for learning 

entrepreneurship. 

    

5. A model or strategy in which students plan, implement, and 

evaluate entrepreneurial contents relating it to real-world 

applications beyond the classroom is result-driven. 

    

CASE STUDY BASE ENTREPRENEURSHIP EDUCATION (CBEE) 

6. Using a highly adaptable style of teaching that promotes 

development of analytical skills will reposition 

entrepreneurship in south-south, Nigeria. 

    

7. Presenting entrepreneurship content in the format of 

narratives accompanied by questions and activities that 

promote group discussion will advance entrepreneurship 

education. 

    

8. Instructional model that facilitates interdisciplinary content 

within entrepreneurship and highlight connections between 

specific topics and real-world applications is effective in 

teaching entrepreneurship. 

    

9. Using an interesting and provocative situation that fosters 

empathy can best relate entrepreneurship contents in the 

learning process.  

    

10. Presenting entrepreneurship stories that represent real, 

complex and contextualized situations which involve 

conflicts with no obvious solution will build student capacity 

in entrepreneurship. 
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SIMULATION BASE ENTREPRENEURSHIP EDUCATION (SBEE)  

11. Using serious games with in-class role playin learning 

entrepreneurship is problem-solving that incorporate the 

imperfect nature of interactions with the real world. 

    

12. Serious games mediated bytechnology give students more 

time to prepare and put forward their ideas in understanding 

entrepreneurship. 

    

13. Teaching model that offers flexibility to distance learners is 

effective in learning entrepreneurship. 

    

14. Using computer-based learning in entrepreneurship engages 

students in realistic activities by improving skills and enables 

positive learning outcomes. 

    

15. Simulations are designed to promote learning, primarily by 

leveraging a narrative or story centered in an entrepreneurial 

setting. 

    

 

DEPENDENT VARIABLE:  FAMILY BUSINESS MANAGEMENT 

ORGANISATION OF FAMILY BUSINESS 

No. ITEMS VHE HE LE VLE 

1. Most family businesses in South-South, Nigeria lack good 

planning because of poor education. 

    

2. The problem with succession in the family business can be 

best addressed through a comprehensive educational model. 

    

3. Many family business does not  keep abreast with economic 

realities hence need education for correction. 

    

4. With proper entrepreneurship education fund management at 

of family business will be maximized. 

    

5. Reckless spending is usually found within the family 

business owing lack of quality entrepreneurial education.  
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Abstract  

The Study focuses on family business and sustainability of small and medium Scale  

enterprises  in Enugu  State, Nigeria. Specifically the study aimed to pursue the following 

objectives: to determine the effect of succession planning on sustainability of small and 

medium scale enterprise in Enugu State, Nigeria and ascertain the nature of the relationship 

strategic planning and Sustainability of small and medium scale enterprise in Enugu State, 

Nigeria . The study has a population size of (28) small and medium scale enterprises in 

Enugu State. Instruments used for data collection were primary questionnaires and interview. 

The total number of 28 copies of the questionnaire were distributed while 25 copies were 

returned & used while 3 copies were not properly filled. Survey research design was adopted 

for the study. Two hypotheses were tested using Pearson product moment correlation 

coefficient and simple linear regression tool. The findings indicated that Succession planning 

significantly affected sustainability of small and medium scale enterprise in Enugu State, 

Nigeria (r = 0.958; F = 257.230; t = 16.038; p< 0.05). There was a positive relationship 

between strategic planning and sustainability (r =. 920, P<.05). . The study concluded that 

family business control about 85% of nation‘s wealth. The study recommends that every 

owner of small and medium scale enterprises should organize a proper succession plan, that 

will help the next in command to know, all secretes concerning the business, in order to 

sustain it for future generation 

 

Keywords: Family Business, Sustainability,  Small & Medium Scale Enterprises, and Enugu 

State  

 

 

Introduction 

All over the globe, families are looking for recipes to well prepare their next generations as 

potential successors for operational or board roles with businesses and family organizations 

.Family businesses are the predominant form of business organisation today (Koopman & 

Sebel, 2009). The families can provide them with tools and experiences that help shape their 

talents and develop their skills while facilitating employability within and outside the family 

business. It is important to motivate the next generation to have the desire to contribute, to 

add value and to see the multiple options they have to make their dreams and aspirations 

mailto:don_okojomboagu@yahoo.com
mailto:humblerejoice@yahoo.com
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become true. These activities can be formal or informal, individual or group exercises and 

help the next generation develop a secure base to assess the value they add to the family 

business. 

 

Nowadays family businesses are regarded as a major engine house attract sustainability.  

Family businesses deliver an important infrastructure for wealth creation and economic 

activity (Poutziouris, Steier,  & Smyrnios,2004). Family businesses are playing a vitally 

important role in the economic development throughout the world.  FBs have low survival 

rates,  due to the various encountered challenges, such as increased market competition and 

business life cycle maturity, limited capital to satisfy business and family needs, weak 

leadership in succeeding generations, resistance to change, a lack of entrepreneurship, 

disputes between family successors and desperate family needs and goals  

 

Family involvement may reduce agency conflicts between managers and shareholders 

(Anderson & Reeb, 2003) and favor long-term strategies (James, 1999). The interest of 

family owners in maintaining firm control  over generations, as well as reputation, altruism 

and longer relationships that usually characterize family owners,  may also reduce agency 

conflicts with creditors and suppliers. Furthermore, family businesses develop a strong  

culture and specific values, such as group, internal, centralized and long-term orientation 

(Zahra, Hayton, & Salvato, 2004), which become an important strategic resource 

 

Family business capacities to fuel economic development and growth have always been 

anticipated when owners are credited with nurturing cross-generational entrepreneurial talent, 

a sense of loyalty to business success, long-term strategic commitment and corporate 

independence (Poutziouris, 2001; Tatoglu, Kula, & Glaister, 2008). It is through strategic 

planning that an organization can predict changes in the environment and act pro-actively. 

(Adeleke, Ogundele and Oyenuga, 2008) 

 

Statement of Problem 

The emerging generation is highly qualified and ready to accept the challenges facing family 

businesses (such as internationalisation, innovation and digitisation), and yet, at the same 

time, they continue to maintain a desire to retain the core family values of the business with a 

view to respecting the legacy of previous generations. Keeping family values alive, as well as 

growing the company in a rapidly changing economic and business environment, are the 

main challenges facing the current generation. The leading family companies, together with 

the introduction of the Nigeria Company Law, have played an important role in promoting 

the sustainability of family businesses. 

 

There are a number of obstacles for family firms to grow and survive in the long term. These 

demands include normal business challenges such as being part of a business lifecycle, 

intensifying competition, and new technologies. Another aspect is risk aversion due to high 

levels of ownership concentration and intentions to maintain family control which influences 

decisions to take on growth opportunities. However, as families expand and their lifestyle 

needs increase, it becomes difficult for the family business to grow fast enough to satisfy 

these needs. 

 

Objectives of the study 

The main objective of the study focuses on family business and sustainability of small and 

medium Scale enterprises in Enugu State, Nigeria. The study has the following specific 

objectives. 
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i. To determine the effect of succession planning on sustainability of small and medium 

scale enterprise in Enugu State, Nigeria 

ii. To ascertain the nature of the relationship strategic planning and Sustainability of 

small and medium scale enterprise in Enugu State, Nigeria 

 

Research Questions 

For this study to accomplish the desired objectives, these research questions were formulated 

i. What is the effect of succession planning on sustainability of small and medium scale 

enterprise in Enugu State, Nigeria? 

ii. What is the nature of the relationship strategic planning and Sustainability of small 

and medium scale enterprise in Enugu State, Nigeria? 

 

Research Hypotheses 

The following hypotheses were formulated for this study 

i. Succession planning affect sustainability of small and medium scale enterprise in 

Enugu State, Nigeria 

ii. There is a relationship strategic planning and Sustainability of small and medium 

scale enterprise in Enugu State, Nigeria 

 

REVIEW OF RELATED LITERATURE 

Conceptual Framework 

 

Family Business 
A family business is defined as a company where the voting majority is in the hands of the 

controlling family; including the founder(s) who plan to pass the business on to their 

successors (Gulzar, & Wang 2010) "A family business refers to a company where the voting 

majority is in the hands of the cont--rolling family; including the founder(s) who intend to 

pass the business on to their descendants"( Abouzaid 2007). 

 

Succession Planning 

Succession planning is one of the most critical issues a family business faces as this is the key 

to the survival of the family business from generation to generation (Filser Krau & Märk 

2013). Holland and Holland 1995 indicated that this transfer of family business ownership, 

and management is a complex and challenging process which arises from the different 

personal, business, and financial objectives to be achieved. Filser Krau & Märk (2013) 

showed that family business founders‘ reluctance to plan for succession is due to the 

founders‘ strong sense of attachment to the business, fear of retirement and death, and a lack 

of other interests. 

 

Succession planning also ensures smooth handover of power, creation, sharing and retention 

of knowledge if experts leave the organisation. Succession planning is a key strategic tool for 

business survival and competitive advantage in the knowledge economy, which should be 

given due care by organisations. When succession planning policies are in place, employees‘ 

needs are balanced and suitable replacements are easily identified to fill in senior positions 

(Nel, Werner, Haasbroek, Poisat, Sono & Schultz, 2008). 

 

Strategic Planning 

Strategic planning is the process of developing a business strategy for creating internal and  

external operations to establish profitable growth . Previous studies (Astrachan, &; Kolenko  

1994; Carlock, & Ward 2001); have reported the important contribution of strategic planning 
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to the success and long-term survival of family businesses. Strategic planning both 

establishes the business‘s scope and long-term goals and adopts resources and competencies 

in changing environments to achieve the required scope and goals (Johnson, Scholes, & 

Wittington 2005). .Eddleston, Kellermanns,.; Floyd, Crittenden, & Crittenden 2013) argue 

that family businesses in different generational management stages will have different needs 

with respect to both strategic planning and succession planning. Strategic planning in family 

business helps in extending the business lifespan, and is different from strategic planning for 

non-family owned firms because it considers family issues and goals (Ward, 1988). Ward 

also explained the factors in strategic planning for family businesses; it starts with family 

commitment and goals to continue the business into the future. Therefore, the sub-criteria for 

strategic planning are family commitment on continuity, family issues and goals. Strategic 

planning is a key factor in ensuring the family business‘ long-term objectives and future goals 

(PWC, 2016) 

 

Family businesses and Sustainability 

Family businesses are a vital source of economic expansion and growth. Worldwide, these 

firms are the biggest form of business recognizing 40-60% of gross national products and 35 

to 70% of employment creation (Gersick, Davis, Hampton,  & Lansberg 1997). Family 

businesses create the most widespread form and oldest business organization, signifying more 

than 70% of overall business and play a pivotal role in the economic expansion of an 

environment (Yukl, 2010) Family business capabilities to fuel economic expansion and 

growth have always been predicted when owners are recognized with  nurturing  cross- 

generational  entrepreneurial    talent, a sense of  faithfulness  to business success, long-term 

strategic commitment and corporate independence [Danes, Lee, Stafford, & Heck 

2008].  Previous research has revealed that family businesses play a major role in enhancing 

employment and GDP growth in emerging and developed economies. According to 

Kokkranikal  (1993), successful family businesses improve community development, 

generate new employments, and offer a better quality of life for the citizens. 

 

Theoretical Review   

The Three-circle Model of Family Businesses  

The three circle family business system model was proposed and developed by Tagiuri and 

Davis in 1982. The idea was to create a tool such as a framework, for helping family 

businesses to analyze their existing business model at the succession time and to co-design a 

new one that the successor could execute to survive or grow. This framework clarifies, in 

simple graphic terms, the three interdependent and overlapping groups that comprise the 

family business system: family, business and ownership. As a result of this overlap, there are 

seven interest groups present, each with its own legitimate perspectives, goals and dynamics. 

The long-term success of family business systems depends on the functioning and mutual 

support of each of these groups.  The challenge for business families is that family, 

ownership and business roles involve different and sometimes conflicting values, goals, and 

actions. For example, family members put a high priority on emotional capital; the family 

success that unites them through consecutive generations. Executives in the business are 

concerned about strategy and social capital; the reputation of their firm in the marketplace. 

Owners are interested in financial capital; performance in terms of wealth creation. A three-

circle family model is often used to show the three principal roles in a family-owned or -

controlled organization: Family, Ownership and Management. This model shows how the 

roles may overlap. Everyone in the family (in all generations) obviously belongs to the 

Family circle, but some family members will never own shares in the family business, or ever 

work there. A family member is concerned with social capital (reputation within the 
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community), dividends, and family unity. The Ownership circle may include family 

members, investors and/or employee-owners. An owner is concerned with financial capital 

(business performance and dividends). 

 

Empirical Review 

Ezimma  and  Ifeanyi (2017) did a study on succession planning and sustainability of selected 

family owned businesses in Anambra State, Nigeria.  The broad objective of the study was to 

examine the place of succession planning in the sustainability of selected Family Owned 

Businesses (FOB‘s) in Anambra State. Survey research design was adopted for the study. The 

population of the study consisted of 275 FOB‘s comprising of 50 incorporated FOB‘s and 

225 unincorporated FOB. Complete enumeration was adopted. Data was collected through 

the use of questionnaire and analysed using Pearson‘s Product Moment Correlation Co-

efficient to test for relationship and t-test to examine the mean difference. Findings revealed 

that mentorship has a high positive significant relationship with sustainability (r = .858 p < 

.05) and that there is no statistical difference between the perceptions of selected incorporated 

FOB‘s and unincorporated FOB‘s on succession  planning in Anambra State (t = -218 p > 

.05).The study concluded that mentorship is very germane in the quest to perpetuate the 

existence of family businesses and therefore recommended that FOB‘s should see mentorship  

as a process that is gradual and not rushed towards the end; the owner/managers of FOB‘s 

should ensure that  they first of all ensure that they make the people who will take over to be 

genuinely interested in the business  and that owner/founders should see succession as a 

process of sustaining their businesses for long rather than a  process of relinquishing power 

and control 

 

Md., Ramón and, Ascensión (2017) did a study on Impact of Family Business on Economic 

Development: A Study of Spain‘s Family-owned Supermarkets .The secondary data has been 

used throughout this research paper to meet this objective. For this reason, we systematically 

examine previous research on these topics of family business. The findings show that there is 

a significant contribution of family-owned supermarkets to the economic development of 

Spain. Additionally, we identify future research areas that provide scholars opportunities to 

push theoretical boundaries and offer further insights into the family business. 

 

Mohammed, Fauzia and Christopher (2018) carried out a study on determinants Linked to 

Family Business Sustainability in the UAE: An AHP Approach. A well-researched 

methodology was used for the synthesis of priorities and the measurement of consistencies. 

The analytic hierarchy process (AHP) model was developed with seven criteria and 15 sub-

criteria gleaned from prior research. Data were collected using an interview-based survey 

conducted on twelve medium and large sized family firms in the UAE. The data collected 

were interpreted and a priority vector was assigned. The findings show that large family 

businesses in the UAE are aware of transition failure and have long-term planning for their 

future generations in place; however, they need to give more importance to family values and 

family capital. On the other hand, medium sized family businesses are less aware of transition 

failure and have limited long-term planning; they are more concerned with short-term returns. 

Therefore, they need to create and give more importance to succession planning, strategic 

planning and corporate governance to ensure their business longevity. The study highlights 

multi-generation family business sustainability, and identifies the major determinants that the 

family members and business leaders need to consider for their business continuity and 

survival. The model can be utilized by academics in family business sustainability studies 
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Nkam, Sena and Ndamsa, (2017) did a study on  Factors Affecting the Sustainability of 

Family Businesses in Cameroon: An Empirical Study in Northwest and Southwest Regions 

of Cameroon. This study was carried out in the Northwest and Southwest Regions of 

Cameroon to identify those factors that influence the sustainability of this type of businesses 

so as to propose measures to both the State and Family Business owners that can be put in 

place to remedy the situation. Given that this was an exploratory research, a survey-based 

approach was used through the purposive sampling technique, where some thirty family 

businesses were studied using questionnaires and interviews. Both quantitative and 

qualitative research methods were used and the data were analyzed with the aid of SPSS 17 

and Stata 14 software programs. Descriptive statistics was used to summarize the sampled 

opinions of the respondents. The results show that most of the family business initiators do 

not consider the sustainability of the businesses after they die and hence do not prepare for 

succession. Results from this study will enlighten stakeholders concerned with family 

businesses on the extent of sustainability and its configuration across business size as well as 

its determinants. 

 

Owolabi, and Makinde (2012) examined the effects of Strategic Planning on Corporate 

Performance using Babcock University as the case study. It further probed into how this has 

impacted on the management efficiency and effectiveness as strategic planning is essential in 

corporate organisations. Primary and secondary data were used for the study. The study made 

use of questionnaire to elicit information from employees of Babcock University. Data 

collected were analysed using descriptive and inferential statistics. The hypotheses were 

tested using the using the Pearson‘s Product Moment Correlation Coefficient to establish the 

significance of relationship between the various variables used in measuring performance. 

The results of the hypotheses revealed that there is a significant positive correlation between 

strategic planning and corporate performance. The study therefore, concluded that strategic 

planning is beneficial to organisations in achieving set goals and recommends that 

universities and other corporate organisations alike, should engage in strategic planning in 

order to enhance corporate performance 

 

Methodology  

The study adopted survey research design and convenience sampling method was carried out 

using twenty eight (28) small and medium scale enterprises in Enugu metropolis. The study 

was carried out primarily through the survey research design and structured oral interview. 

Secondary data were sourced from books, Journals and internet. The population and sample 

size consist of 28 owners and directors of small and medium scale enterprises in Enugu 

metropolis. The instrument used for data collection was questionnaire structured in 5-point 

Likert scale and validated with the content validity of face to face approach. The reliability 

test was done using test-retest method. The result gave a reliability coefficient of 0.77, 

indicating a high degree of consistency. Twenty eight copies of the questionnaire were 

distributed and twenty five copies were in order and was used while three copies were not 

properly filled. The two hypotheses formulated were tested at 0.05 level of significance. 

Simple linear regression was used to test hypotheses one while hypothesis two was tested 

using Pearson product moment correlation coefficient. A computer aided Microsoft special 

package for social science (SPSS) was used to aid analyses 

 

DATA ANALYSIS AND DISCUSSION 

The data obtained from the field were presented and analysed with descriptive statistics to 

provide answers to the research questions while the corresponding hypotheses were tried out 

with Simple linear regression and Pearson‘s Correlation at 0.05 alpha level 
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Table 1. Succession planning on sustainability of small and medium scale enterprise in 

Enugu State, Nigeria 

s/no Questionnaire items  

Agree 

 

Strongly 

Agree 

Disagree 

 

Strongly  

Disagree 

Undecided Total 

1 

 

Strategic planning in 

family business helps 

in extending the 

business lifespan, 

10 10 2 2 1 25 

2 Succession planning 

is a key strategic tool 

for business survival 

and competitive 

advantage in the 

knowledge economy 

16 3 3 3 - 25 

3 Sustainability of 

small and medium 

scale enterprise can 

be achieve through 

proper handover  

19 4 1 1 - 25 

4 Succession planning 

policies encourage  

sustainability of small 

enterprise 

20 2 1 1        1 25 

 Total 65 14 7 7        2 100 

Source: Fieldwork, 2020 

 

Table 1a. Model Summary
b
 

Mode

l 

R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .958
a
 .918 .914 .41662 .989 

a. Predictors: (Constant), Succession Planning 

b. Dependent Variable: Sustainability 

Table1b. ANOVA
a
 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 

Regression 44.648 1 44.648 257.230 .000
b
 

Residual 3.992 23 .174   

Total 48.640 24    

a. Dependent Variable: Sustainability 

b. Predictors: (Constant), Succession Planning 

Table1c. Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) .225 .145  1.557 .100 



Proceedings of the 14th Annual International Conference  

 148 

Succession 

Planning 
.987 .062 .958 16.038 .000 

a. Dependent Variable: Sustainability 

 

R  = 0.958 

R
2
  = 0. 918 

F = 257.230 

T          = 16.038 

DW = 0. 989 

 

Interpretation: 

The regression sum of squares (44.648) is greater than the residual sum of squares (3.992), 

which indicates that more of the variation in the dependent variable is not explained by the 

model.  The significance value of the F statistics (0.000) is less than 0.05, which means that 

the variation explained by the model is not due to chance. 

 

R, the correlation coefficient which has a value of 0.958, indicates that there is  positive 

relationship between succession planning and  sustainability.  R square, the coefficient of 

determination, shows that 91.8% of the variation in Sustainability is explained by the model. 

  

With the linear regression model, the error of estimate is low, with a value of about .41662.  

The Durbin Watson statistics of 0.989, which is not more than 2, indicates there is no 

autocorrelation. The succession planning coefficient of 0. 958 indicates a positive 

significance between succession planning and sustainability, which is statistically significant 

(with t = 16.038).  Therefore, the null hypothesis should be rejected and the alternative 

hypothesis accordingly accepted. Thus Succession planning significantly affect sustainability 

of small and medium scale enterprise in Enugu State, Nigeria 

 

Table 2.There is a relationship strategic planning and Sustainability of small and 

medium scale enterprise in Enugu State, Nigeria 

s/no Questionnaire items  

Agree 

 

Strongly 

Agree 

Disagree 

 

Strongly  

Disagree 

Undecided Total 

1 

 

Strategic planning 

boost sustainability 

15 5 2 2 1 25 

2 Strategic planning 

ensure success and 

long-term survival of 

family businesses 

20 3 1 1 - 25 

3 Strategic planning in 

family business helps 

in extending the 

business lifespan 

17 3 2 2 1 25 

4 Strategic planning is a 

key factor in ensuring 

the family business‘ 

long-term objectives 

and future goals 

19 1 3 1         1 25 

 Total 71 12 8 6         3 100 

Source: Fieldwork, 2020 
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Table 2a. Descriptive Statistics 

 Mean Std. 

Deviation 

N 

Strategic 

planning 
1.6800 1.14455 25 

Sustainability 2.1200 1.42361 25 

Table 2b Correlations 

 Strategic planning Sustainabil

ity 

Strategic 

planning 

Pearson Correlation 1 .920
**

 

Sig. (2-tailed)  .000 

N 25 25 

Sustainability 

Pearson Correlation .920
**

 1 

Sig. (2-tailed) .000  

N 25 25 

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

 

Table (2a) shows the descriptive statistics of the strategic planning via, sustainability with a 

mean response of 1.6800 and std. deviation of 1.14455 for strategic planning and a mean 

response of 2.1200 and std. deviation of 1.42361 for sustainability and number of respondents 

(25). By careful observation of standard deviation values, there is not much difference in 

terms of the standard deviation scores. This implies that there is about the same variability of 

data points between the dependent and independent variables. 

 

Table (2b) is the Pearson correlation coefficient for strategic planning and sustainability. The 

correlation coefficient shows 0.920. This value indicates that correlation is significant at 0.05 

level (2tailed) and implies that there is a significant positive relationship between strategic 

planning and sustainability (r = .920).  The computed correlations coefficient is greater than 

the table value of r = .195 with 23 degrees of freedom   (df. = n-2) at alpha level for a two-

tailed test (r = .920, p< .05). However, since the computed r = .920, is greater than the table 

value of .195 we reject the null hypothesis and conclude that there is a positive relationship 

between strategic planning and sustainability (r =. 920, P<.05). 

 

Summary of Findings  

The findings at the end of this study include the following 

1. Succession planning significantly affect sustainability of small and medium scale 

enterprise in Enugu State, Nigeria (r = 0.958; F = 257.230; t = 16.038; p< 0.05) 

2. There is a positive relationship between strategic planning and sustainability (r =. 920, 

P<.05). 

 

Conclusion 

The study concluded that family business carry the weight of economic wealth creation in all 

economies. As per prudent estimates, the proportions of all worldwide business enterprises 

that are owned or managed by families are in range of 65 to 80% . Moreover, family 

businesses dominate many developing economies as well as figure prominently in certain 

developed economies.  Family-owned companies are characterized as organizations in which 

the shareholders belong to the same family and participate substantially in the management, 
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direction, and operation of the company. It is widely recognized that each family has its own 

unique unwritten rules, values, histories, and communication methods. As the family 

structure shrinks or expands, the company changes, particularly with the advent of the second 

and third generations. Changes instigated by new generations can improve or harm the 

business 

 

Recommendations 

Based on the findings of this study and the conclusions drawn there- from, the following 

recommendations were made 

i. Every owner of small and medium scale enterprises should organize a proper 

succession plan, that will help the next in command to know, all the secretes 

concerning the business, in order to sustain it for  the future generation 

ii. All small and medium scale enterprises should adopt strategic planning that will 

expand the business scope and long-term goals for the present and future generation, 

at this time of turbulent business environment. 
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Description: By adapting the theory of planned behaviour (TPB), the purpose of this study is 

to investigate the drivers of Business and Science students‘ intentions to engage in 

sustainability-oriented entrepreneurship, and to explore the mediating role of education for 

sustainable entrepreneurship in the relationships. 

 

EXTENDED ABSTRACT 

 

Introduction and Research Questions 

Sustainable entrepreneurship (SE) has become a popular topic in the broader field of 

entrepreneurship (Munoz, Janssen, Nicolpopoulou & Hockerts, 2018), and has gained 

increasing attention of governments, firms, academia, policy-makers and international bodies. 

According to Cohen and Winn (2007), SE is an understanding of how opportunities to bring 

into existence future goods and services are discovered, created, and exploited, by whom, and 

with what economic, psychological, social and environmental consequences. Despite growing 

research on SE, with over 80 original research articles (Munoz & Cohen, 2018), the vast 

majority of the published papers are theoretical, conceptual or qualitative and most of them 

are based on a small selection of cases (Munoz et al., 2018). Young adults have been seen as 

more entrepreneurial and environmentally conscious and also more socially aware than 

previous generations (Hewlett et al. in Vuorio et al., 2018). Nigerian youths are very 

enterprising (Agu & Nwachukwu, 2020), and ever ready to engage in micro ventures 

(SMEDAN, 2013; Okwah, 2015; Ekwujuru, 2015). Whether this enterprising nature is true 

for specific entrepreneurship types such as sustainable entrepreneurship is yet under-explored 

in the context of Nigeria.  

Sustainable entrepreneurial intention is a mental state that shows conviction and commitment 

by a person to set up in the future a new business venture that combines economic, social and 

environmental values (Agu, Okuu, Esi-Ubani & Agu, 2020). Beyond the traditional drivers of 

entrepreneurial intent, education has been identified as a driver of sustainable actions (Vuorio 

et al., 2018; Wagner et al., 2019; Walmsler, 2020). Therefore, the following questions 

motivated this study: 

1. To what extent do the TPB constructs – attitude, subjective and perceived behavioural 

control (PBC) influence Business and Science students‘ intentions to engage in 

sustainability-oriented micro ventures? 

mailto:godswill.agu@abiastateuniversity.edu.ng
file:///C:/Users/Dr.%20Agu/Documents/SUS%20ENT%20VUORIO.htm%23ref032
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2. Does education for sustainable entrepreneurship (ESE) significantly mediate the 

influence of the attitude, subjective norms and PBC on sustainable entrepreneurial 

intention (SEI)? 

3. When controlled for, do gender and discipline differences influence students‘ 

entrepreneurial intention? 

 

Brief Literature on Key Terms 

The TPB model was proposed by Ajzen (1985). In the model, there are three conceptually 

independent predictors of intention toward entrepreneurship - attitudes toward 

entrepreneurship, subjective norms, and perceived behavior control (Ajzen, 1991).  

Attitude toward sustainable entrepreneurial intention refers to the degree to which the 

individual holds an overall positive or negative personal valuation about being a 

sustainability-oriented entrepreneur (Agu et al., 2020).  

Subjective norms refer to the perception of what a person‘s ―reference group‖ such as family, 

friends or significant others would think about performing entrepreneurial behaviour or 

whether they approve or disapprove of the entrepreneurial decision (Ozaralli & Rivenburgh, 

2016). 

PBC is an individual‘s belief and confidence in his/her capability in performing as an 

entrepreneur and realizing control and success in entrepreneurial activity (Ajzen, 2002). 

See Figure 1 for the structural model. 

 

Method and Data   

The present study is an online (via WhatsApp) survey of Business Administration and 

Science (Health, Biological, and Physical Sciences) students of Abia State University, Uturu, 

Nigeria who completed training on entrepreneurship. Participants (200 level students) were 

administered a likert-structured (five options) questionnaire of 17 items, and 435 copies were 

returned and found valid for the study. Established scales were adopted from previous studies 

(Agu et al., 2020; Alam et al., 2019; Misoska et al., 2016; Ozaralli & Rivenburgh, 2016). The 

Ringle et al.‘s (2015) Smart PLS 3.2.6 is used to assess the developed model after assessing 

the convergent (average variance explained, AVE), discriminant (Fornell–Larcker criterion), 

and reliability (Cronbach‘s alpha). The study instrument met all the criteria as outlined by 

(Hair et al., 2019). 

 

Summary of Findings 

Bearing the purpose of the study in mind, results affirmed the study models which proposed 

that attitude towards sustainable entrepreneurship, subjective norms and education for 

sustainable entrepreneurship drive students‘ intentions towards sustainability-oriented 

entrepreneurship. PBC, however is negative and non-significantly related to intention. 

Besides, education for sustainable entrepreneurship significantly mediates between attitude, 

subjective norms, and sustainable entrepreneurial intention but not between PBC and 

intention. Results are consistent with previous studies (Majid et al., 2017;  Tiwari et al., 

2017; Maresch et al., 2016), but deviates from others regarding PBC and subjective norms 

(Alam et al., 2019; Misoska et al., 2016).   Keeping all other things equal, Science students 

showed higher intention to engage in sustainable entrepreneurship than Business students, 

while female students showed lower degree of sustainable entrepreneurial intention than their 

male counterparts. These affirm previous results (Vuorio et al., 2018; Maresch et al., 2016). 

See Table 1 for breakdown of results. 

 

 

 

https://link.springer.com/article/10.1186/s13731-017-0066-z#ref-CR1
https://journal-jger.springeropen.com/articles/10.1186/s40497-016-0047-x#ref-CR2
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Statement of Key Contributions 

The present study contributes to theory and also has implications for policy making. 

The result of this study is among the few to show that in the context of sustainable 

entrepreneurship, subjective norms can significantly and positively drive intention. The study 

also contributes to literature by adapting the TPB model in the context of Nigeria and 

sustainability-oriented entrepreneurship. Very few studies have explored this, and none in the 

context of Nigeria is known to the author. The study provides further evidence to show that 

education for sustainable entrepreneurship drives intention positively and significantly. 

Extant literature provides polarized results (see Ozaralli & Rivenburgh, 2016). By revealing 

that PBC has negative association with SEI, and that Business and female students are less 

sustainable entrepreneurship focused, the present study provides direction for policy makers – 

government and higher education institutions. Business Administration and female students 

should be stimulated towards thinking sustainably in their entrepreneurial plans. Adjusting 

their entrepreneurship curricula to reflect more sustainability contents, and by providing 

supports that help to remove the fear of failure, intention would be stimulated. This will aid in 

the actualization of the sustainable development goals (SDGs). 

 

Limitations and Areas for Further Studies 

Focusing on few faculties of a single university limits generalization. Future and ongoing 

studies may adopt or adapt the proposed model to other higher education institutions in the 

country. 
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Figure 1: Structural Model of the Study.  

 

Table 1: Summary of hypotheses and control variables results 

Hypothesized Relationship Path Coefficients SE t-Values Results 

ATT  SEI 0.435 0.433 3.862**  Supported 

SNs  SEI 0.705 0.720 7.947** Supported 

PBC SEI -0.120 -0.123 1.307ns Not Supported 

ESE SEI 0.877 0.878 119.830** Supported 

Discipline   SEI -0.262 -0.262 13.872**  Supported 

Gender            SEI -0.209 -0.209 9.008** Support 

ATT         ESE      SEI 0.435 0.433 3.863** Supported 

SNS           ESE       SEI 0.705 0.720 7.947 Supported 

 PBC         ESE      SEI -0.120 -0.123 1.307ns Not Supported 
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ABSTRACT 

Sustainable economic development does not occur without entrepreneurship and 

entrepreneurship is the practice of starting new organizations or revitalizing mature 

organizations. This study therefore aims to find out the relationship between creativity and 

innovation on entrepreneurial development activities in Nigeria. These key variables 

creativity and innovation are very critical to any successful entrepreneurship endeavour. 

Simple random sampling technique was used to select a total of 550 entrepreneurs from 

Lagos State that constituted our sample size. Lagos state was chosen because it is the 

commercial and business centre of Nigeria and also is home to a significant percentage of 

small and medium scale enterprises in the country. The primary data consists of a number of 

items in well- structured questionnaire that was administered to and completed by the 

respondents. Regression analysis was used to analyze the data. The results showed that there 

is significant relationship between innovation and entrepreneurship development in Nigeria. 

Similarly, study also reveals a significant relationship between creativity and 

entrepreneurship in Nigeria. The study therefore recommended that government should 

create a friendly or an enabling environment for entrepreneurship and consumer goods to 

boost the Nigeria economy. This the study believe can be achieved through creativity and 

innovation in entrepreneurship 

        

 

1.0 INTRODUCTION 

Entrepreneurial development is increasingly becoming an interesting area for scholars and 

practioners alike. This interest is due to its inherent capacity to generate employment and 

create wealth to support the growth and development of an economy. The experiences of 

developed economies in relation to the roles played by entrepreneurship buttresses the fact 

that the importance of entrepreneurship cannot be overemphasized especially among the 

Developing Countries.  

 

Entrepreneurship can be described as value creation, opportunity creation and wealth creation 

activities. Studies have reported that entrepreneurship is direct6ly related to stimulation of 

economic growth; employment generation; and empowerment of the disadvantaged segment 

of the population, which include women and the poor (Oluremi & Gbenga, 2011).  

 

Nigeria as a country has numerous business and investment potentials due to the abundant, 

vibrant and dynamic human and natural resources it possesses. Tapping these resources 

mailto:bagbi@chrislanduniversity.edu.ng
mailto:abdulrahimajao@yahoo.com
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require the ability to identify potentially useful and economically viable fields of endeavors. 

Thus, entrepreneurship activities and innovative ingenuity in Nigeria have developed 

enterprises in areas such as Agricultural/agro-allied activities, solid minerals, transport, 

(cargo and passengers), power generation, entertainment, information and telecom business, 

hospitality and tourism business, oil and gas business, banking and allied financial services, 

engineering and fabrication work just to mention a few (Agbeze, 2012).  

 

Notwithstanding Nigerians innovative and creative minds, the country is still considered as 

one of the poorest countries in the world and has one of the highest rates of youth 

unemployment in sub-Sahara Africa, Chukwubuikem (2008).  

 

Although entrepreneurship development leveraging on creativity and innovation is 

considered a robust approach to dealing with unemployment, hunger, poverty and sustainable 

economic growth, it has nonetheless suffered from neglect in form of incentives and enabling 

environment for it to thrive. The study will therefore attempt to investigate the connection 

between entrepreneurship and employment generation in Nigeria; assessing the level of 

unemployment in Nigeria and how far entrepreneurship has thrived, and also examines the 

major problems of entrepreneurship and thus proposing some plausible strategies that can 

promote effective entrepreneurship that will help quell unemployment and thus generate 

employment for the Nigerian youths especially. 

 

1.1 STATEMENT OF THE PROBLEM 

Over the past decades, internal and external pressures have resulted in low capacity 

production, massive unemployment, poverty, collapsed infrastructural facilities, poor 

governance structure, massive corruption, insecurity of life and property, political instability 

and poor macroeconomic management. Rent economy prevailing in the country as a result of 

crude oil mining has destroyed and distorted work attitude of majority of Nigerians who 

prefers to avoid investments that require special expertise and innovation. In addition, the 

school curriculum is largely not geared towards equipping students with skills required for 

self-employment. Consequently, thousands of graduates from tertiary institutions are roaming 

the streets in search of jobs that are non -existent. Although government is attempting to 

encourage entrepreneurship Iyayi (2012), revealed that the growth rate of entrepreneurship in 

Nigeria has been very slow, failure and even death has been quite common.  This scenario 

contrast sharply with the tremendous entrepreneurial success recorded in Europe, Asia and 

America. Agbati (2011) and posited that the most fundamental and logical cause of the slow 

growth of entrepreneurial activities in Nigeria is lack of corporate innovation. Other factors 

that offered the slow rate of innovation and creativeness in Nigeria include lack of 

confidence, fear of failure and anxiety, environment and bad management, over - reliance on 

self-ability and lack of planning as regards technological and innovativeness and creativity. 

Against this background, the primary objective of this study is to examine the role of 

creativity and innovation as an imperative for entrepreneurial development in Nigeria. 

 

1.2 OBJECTIVES OF THE STUDY 

The study is aimed at the following specific objectives.  

a. To investigate how innovations could be used to bring about entrepreneurship 

development in Nigeria.  

b. To ascertain the extent of the relationship between creativity and innovation.  

c. To ascertain the extent of the relationship between innovation and competitive 

advantage. 
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1.3 RESEARCH QUESTIONS 

1. How can innovation be used to bring about entrepreneurship development in Nigeria?  

2.   What is the extent of the relationship between creativity and innovation in Nigeria? 

3. What is the extent of relationship between innovation and competitive advantage? 

 

1.4 RESEARCH HYPOTHESES 

The hypotheses formulated for the study are: 

Ho:     There is no significant relationship between innovative and entrepreneurship  

development in Nigeria.  

H1:      There is significant relationship between innovative and entrepreneurship   

development in Nigeria 

Ho:      There is no significant relationship between creativity and innovation in  

             Nigeria.  

H1: There is   significant relationship between creativity and innovation in  

Nigeria.  

 

2.0  LITERATURE REVIEW 

  

2.1 INTRODUCTION 

Innovation results from the desire for change in an enterprise. It is defined as the subtle 

difference between an ―invention‖ and ―innovation.‖ Traditionally, innovation recognizes 

development as generalized economic growth. In contrast, inclusive innovation views 

development as active inclusion of people excluded from the mainstream development. The 

difference refers to the inclusion involving some aspect of innovation for/by the marginalized 

groups (Foster and Heeks, 2013).  

 

Ebiringa (2012), believes that innovation can be described as the implementation or 

transformation of  a  new  idea  into  a product,  service  or  an  improvement  in Organization 

or  process.  It is a continuous renewal involving the entire enterprise and it is an essential 

part of business strategy.    

 

The success of an entrepreneur depends on his/her innovative ability. Innovation in 

entrepreneurship takes many forms such as a new financial services, new distribution, new 

product and new management procedures.  For effective innovation to take place, the 

entrepreneur must ensure that his/her research and development unit is well equipped and 

able to carry out the innovative activities which include basic and applied research.   

 

Literature review indicates that, in Nigeria and in other emerging countries, the subject of 

innovation reveals that there is a dearth of literature in the developing countries and this 

creates a major gap in knowledge that has to be filled (2012; Dapice, 2015; Cappa et al., 

2016). The focus of the study is to present the impact of innovation on the business 

enterprises‟ success in Nigeria. The research started from the idea that, at a global level, the 

action to find a small survival of business enterprises is as important as creating innovation 

activities. These measures aimed to design a permissive, favorable regulation environment, 

both legislatively and fiscally, and were meant to provide financial assistance for the 

enterprises‟ support and development. They also aimed to improve competitiveness and to 

stimulate the development of the entrepreneurial culture. These enterprises are nowadays 

active contributors to the Nigerian economic development as a whole. 

 

 



The Academy of Management Nigeria 

 159 

2.2 CONCEPTUAL CLARIFICATION  

2.2.1 Concept of Creativity 
Creativity is the essential first step in innovation which is vital for long-term organizational 

success. Creativity is the ability to visualize, Creativity and Innovation as  a  Strategy  for  

Enhancing  Entrepreneurship  Development  in Nigeria: A Study of Some Selected Small and 

Medium Scale  Enterprises in  Jos Metropolis - Silas Gontur; Makrop Davireng and Paul 

Dung Gadi foresee,  generate  and  implement  new ideas (Rao, 2012).  

 

One aspect of great importance for the existence and perpetuation of the rise or decline of 

Small and medium sized enterprises (SMEs) in the economy of any country is to their 

contribution to creating new value. The rhythms alerts or slower, sooner or later, all countries 

will realize that initiating, developing, supporting even these organizations are not only 

unavoidable, but will lead to detect the only alternative economically efficient creation of 

new jobs, maintaining permanent organizational flexibility, stimulation of innovation and 

creativity (Oncioiu, 2013). 

 

2.2.2   Concepts of Entrepreneurship Development 

Entrepreneurship is based on propulsive risk bearing actions (Olokesusi 2012). Olokesusi has 

associated the resultant effect to personal discretional approach to different circumstances 

and situations. In this line, Adeyemi (2013), highlighted that at the beginning of industrial 

Revolution era in the 18th century the prevailing view of enterprises was based on 

―Newtonian‖ known as ―mechanic view‖ where employees were regarded as machine parts 

and whichever was faulty was removed and replaced. Later, by the end of First World War, 

the biologic view evolved.  

 

Lemo, (2013) examined the origin and performance of indigenous entrepreneurs. He 

identified two broad categories of factors that affected entrepreneurs. These were the 

environmental factors and the personal level factors. His conclusion was that the problems 

that were confronting the indigenous entrepreneurs in Nigeria could only be partly explained 

by the economic factors. 

 

Nigeria is not left out as part of the changing world economy, which yearns for a more 

articulate policy on the small and medium enterprises (SMEs). Most world economies are 

characterized by a large number of Micro/cottage, Small and Medium Scale Enterprises 

(MSMEs) mainly in the informal sector. In many economies, they account for a large 

segment of productive population. Nigeria falls within this latter category of economies. The 

MSMEs in Nigeria account for over 95% of non-oil productive activities outside agriculture, 

which positions them as potentially strong agents of economic growth and sustainable 

development Osemeke(2012). The federal government of Nigeria in her effort to ensure that 

her citizens are self-employed established the National Directorate of Employment in 1986. It 

is the belief of government that this agency will reduce unemployment, which is a bane of 

our society. The agency‘s operations include re-activation of public works, promotion of 

direct labour, self-employment, organisation of artisans into cooperative and encouragement 

of culture of maintenance and repairs (Onifade, 2011). 

 

 

 

2.2.3   The Process of Creative Entrepreneurship  
Entrepreneurial creativity can be viewed  as  a  process  occurring  in  an individual who has 

been shaped, in part, by  a  range  of  social factors,  Perry, Smith  and  Onugu,  (2011).  
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Distinction can be made between conscious and unconscious process  of  creativity. 

Attempting  to  measure  its  conscious elements is challenging but assessing its unconscious  

contribution  is particularly intricate  given  the  many  intangible dimensions  involved.  

According to Amadasun (2010), The creative  process has  been  visualized  as  involving  a 

number of stages it  includes  awareness of  interest,  preparation,  incubation illumination 

(insight) and verification. 

 

2.2.4    The Concept of Innovation 

Innovation is the process that renews something that exist or not, the birth of something new. 

According to entrepreneur perspective, innovation means creativity. The successful use of an 

idea that adds value to the customer and commercial return for the creator‖ Cris Beswick 

(2010). In Pakistan there are many entrepreneurs which create innovative products. Recently 

COMSATS institute of information technology has taken a new step to support mobile 

innovation in Pakistan. Called Best Mobile Innovation in Pakistan (BMIP) Contest 2010 is 

open for any ―Made in Pakistan‖ innovation related to mobile industries and technologies. 

(As the official press release June 8 2010).This developed research was in several countries 

and later crossed with theories of innovation resulting in new terms like ―milieu innovateurs 

 

2.2.5   Relationship between Creativity and Innovation   

 Creativity and innovation are considered to be overlapping constructs between two stages of 

the creative process.  Both are necessary for successful enterprise (Martins &Terblenche,  

2011).  Craft (2005) sees creativity as the ability to see possibilities that others haven‘t 

noticed.  Technological  innovation  refers  to  the implementation  or  transformation  of  a 

new idea into a new product  or service or  an  improvement  in  organization  or  process  

(Heye 2013).  Creativity  and innovation  are  considered  to  be inseparable  from  

entrepreneurship, which is in turn manifested in the act of starting  up  and  running  an  

enterprise.  

 

Petorious,  Millard  and  Kruger  (20015) maintained that creativity is clearly part and  parcel  

of  the entrepreneurial  skills required to successfully start  a venture. Entrepreneurs  and  

their  start-ups  are considered  to  be  important  agents  of innovation. (Bosma and Harding, 

2011). Entrepreneurs could be argued to be by their nature, the essence of creativity and 

innovation. Entrepreneurs implement ideas to  introduce  innovative  products  of services,  or  

to  deliver  products  or services  in  a  new,  more  efficient,  and innovative way.  Innovation  

in  new product  development  could  include upgrading  an  existing  product  or developing  

a  totally  new  concept  to create  an  original  and  innovative products  (Larsen  &  Lewis,  

2013).  

 

Innovation is not only measured by  the Creativity  and  Innovation  as  a  Strategy  for  

Enhancing  Entrepreneurship  Development  in Nigeria: A Study of Some Selected Small and 

Medium  Scale Enterprises in  Jos Metrop - Silas Gontur; Makrop Davireng and Paul Dung 

Gadi new products or services offered by an enterprise  but  also  by  new  or  more efficient 

ways of  developing, producing or delivering products or services.   

 

2.2.6 Connection between Creativity and Entrepreneurship   

Creativity and entrepreneurship, like innovation have been recognized as important 

contributed to a nation‘s economic growth.  Creativity  plays  an important role in the fuzzy 

front end of a firm‘s  innovation  process  and  also  in corporate  venturing  processes 

(Mathews, 2011)  Early  creativity  research concentrated  on  scientific interpretations, the 

impact of technology and artistic creation and any connection with  entrepreneurship  was  
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confined  to the  application  of  any  product  of  a creative cost. Brown &Clow, J.E (2010) 

identified creativity persistent risk taking, self-confident, goal oriented, and action oriented 

responsible self-demanding independent inquisitive and enthusiastic.  Other relevant factors 

include using one‘s initiative and being flexible.  Although, there may be differences between 

the meanings of being creative and being entrepreneurial, there are certainly a number of 

overlaps. These characters compare favourably with those identified by Fillis and  Rentschler  

(2010).  Note  that entrepreneurship  is  viewed  as  a  major contributor  to  economic  

growth  and employment  creation  while understanding how creativity impacts on the  

process  is  also  crucial  (Baumol, 2014) such  entrepreneurship  research reactivity  and  

Innovation  as  a  Strategy  for  Enhancing  Entrepreneurship  Development  in Nigeria: A 

Study of Some Selected Small and Medium Scale  Enterprises in  Jos Metropolis - Silas 

Gontur; MakropDavireng and Paul Dung Gadi concentrates  on  new  creation  but  has 

tended to ignore the impact of the social environment.  This  imbalance  can  be addressed by 

examining the contribution of  creativity on entrepreneurial growth, while  also  examining  

creativity throughout  the  lifetime of  the business (Floride&  Ash,  2012) noted that 

entrepreneurial activity not only requires both  a  supportive  and  productive business  

climate  also  needs  an environment  where  creativity  and innovation can flourish.  

 

Entrepreneurial management can influence creativity by providing a work environment in 

which creative individuals and groups function. Tagger (2012) provided the componential 

theory of individual creativity.  The dimensions  of  agreeableness, extroversion  

conscientiveness,  general cognitive  ability  and  openness  to experience  impact  on  

individual behaviors  influence  individual  and group level of creativity. 

 

2.2.7    Challenges affecting entrepreneurial development in Nigeria 

Entrepreneurial development takes place within a framework of forces that constitute the 

system environment, which are either external or internal. A critical issue in the 

entrepreneurial development and growth is firms' ability to adapt to its strategies to a rapidly 

changing system environment, to which the entrepreneurs' role is critical to the success or 

failure of such an enterprise (Amadasun, 2010).  

 

Onugu (2012) postulates that entrepreneurship has played and continues to play significant 

roles in the growth, development and industrialization of many economies the world over. In 

the case of Nigeria, Small and Medium Enterprises have performed below expectation due to 

a combination of problems which ranges from attitude and habits of entrepreneurs themselves 

through environmental related factors, instability of governments and frequent government 

policy changes.  

 

Onugu states the top ten problem multiple taxes and levies, Lack of knowledge in the Basic 

Sciences and Technology, unfair competition, Inadequate access to market information and 

non - availability of raw materials locally. 

 

2.2.8    Relationship between innovation and entrepreneurship  

Innovation is a new dream/idea/device/method; or the act of introducing new ideas/devices 

/methods/service/product. Innovations can be new products/business models/customer 

relationship/any form of new dream/idea. Innovation, however, does not have to mean the 

creation of something totally new.  Improvements and Iterations upon an existing 

idea/product/service are also innovations. Take the iPod, for example. While far from the first 

personal music player, the iPod introduced an unprecedented customer relationship and 

business model, shaking up the electronics industry.  
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Innovation creates change; it disrupts the status quo, but it does not automatically translate to 

entrepreneurship or new business. In addition, innovation occurs in plenty of other contexts 

beyond business. Non-profit organizations, academic and Governments also generate ground 

breaking dreams/ideas, often sparking Economic and social change. According to 

Livingstone (2010: 3) in Hindle (2009), Innovation is not just the idea – innovation is only 

achieved when the idea has been transferred into an outcome which has value. Innovation = 

Invention + Implementation Source: Hindle, Kevin (3-6 February 2010)  

 

2.2.9 THEREOTICAL FRAMEWORK 

In the study of factors that influence entrepreneurship growth and development, several 

theories have been developed from different authors. However, for this study emphasis will 

be laid on four of such theories, namely resource-based entrepreneurship theory, 

anthropological entrepreneurship theory, the neo-classic theory of entrepreneurship as well as 

Innovative Theory of Entrepreneurship.  

 

According to Alvarez and Busenitz (2012), the Resource-based theory of entrepreneurship 

argues that access to resources by a would-be entrepreneur is an important factor that 

influence new venture development. The theory highlights the significance of financial, 

social and human resources towards enhancing the entrepreneurial ability to detect and act 

upon discovered opportunities. Financial, social and human capital represents three classes of 

theories under the resource based entrepreneurship theories (Davidson and Honing, 2013). 

 

According to Anietie (2012) the anthropological entrepreneurship theory says that for 

someone to successfully initiate a venture the social and cultural contexts should be examined 

or considered. This means that cultural heritage of the society influence the way such people 

carry out their business.  

 

2.2.10 The Neo-Classic Theory of Entrepreneurship:  

This is one of the famous theories of entrepreneurship advanced by Marshal in 1948; the 

theory stipulates that there is no exploitation on the business platform. The theory is of the 

view that the effort an entrepreneur put in a particular business will determine the profit 

margin that will be returned on the business. On the other hand the theory also views the level 

of knowledge as well as the business information acquired by an entrepreneur as an important 

factor that will determine the level of profit and success accrue to an entrepreneur, in the 

course of carrying out business activities. 

 

2.2.11 Innovative Theory of Entrepreneurship  

Schumpeter (2011) notes that creativity as well as innovation is the key factor in any 

entrepreneur s effectiveness and efficiency. However, Schumpeter viewed innovation along 

with knowledge as the main catalysts of successful entrepreneurship. He believed that 

creativity is necessary if an entrepreneur is determining break even in a stiff competitive 

market.  

 

2.12 EMPIRICAL REVIEW 
Anietie (2012) investigated the issues and challenges to the growth of entrepreneurship in the 

Niger Delta region of Nigeria. Based on the findings, Anietie concludes that entrepreneurship 

in the Niger Delta region is at its lowest ebb. In other words, a number of practicing and the 

―would be‖ entrepreneurs are faced with great difficulties in their entrepreneurial pursuit. 

These difficulties are occasioned by poor state of infrastructure, difficulty in accessing 
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finance, socio-cultural factors such as superstitious believes and ignorance. Anietie then 

recommends that a rural- development programme such as Entrepreneurial Skills 

Development (ESD) and institutions such as Small Business Development Centers (SBDC) 

should be established to educate villagers/Niger Deltans on the need for and advantages of 

innovations in their economically productive activities such as entrepreneurship while 

government is advised to shift its efforts and policies toward addressing these impediments 

especially the inadequate and deteriorated state of infrastructural facilities which are at the 

cradle of any meaningful advancement in entrepreneurship. 

 

Duru (2011) examines Entrepreneurship opportunities and challenges in Nigeria. The paper 

sees entrepreneurship as the process of creating something new with value by devoting the 

necessary time and effort, with the accompanying financial and social risks, and receiving in 

return monetary rewards and personal satisfaction and independence. Duru finds out that 

there is increasing interest on Entrepreneurship by consumers, business people and 

government officials which is manifested in increasing research on the subject and the 

realization that it quickens the process of industrialization, employment creation and poverty 

reduction. The analytical tool adopted for this paper is descriptive method, which cantered on 

looking at the different theories of entrepreneurship and drawing inferences from them. The 

paper identified three main ingredients that can facilitate entrepreneurship opportunities in 

Nigeria. It include: Creating a Vision, Leveraging Your Strength, and Figuring out What the 

Market‘s Needs. Duru concludes that entrepreneurship is essential for rapid and sustained 

economic growth and development. 

 

It creates the required Man power and skills necessary for accelerated growth, reduce 

unemployment and poverty. It is therefore strategic and wise for Nigeria to assign a 

significant and increasing role to entrepreneurship in their effort to revamp the economy.  

 

Duru recommends that for entrepreneurs to be effective in creating wealth and employment 

opportunities. The government needs to create an investor-friendly environment 

encompassing stable macro- economic policies. Government need to address urgently the 

dilapidated infrastructural facilities in the country starting with the power sector, roads and 

railways, provide adequate security and give every citizen the sense of belonging. The 

educational sector needs to be revamped with emphasis on science and technology. There is 

need to change the mind set of young people to embrace self-employment rather than waiting 

for non-existing government job. Lastly, there is the need to ensure that those with innovative 

ideas are provided with the financial support to translate such ideas into reality. 

 

3.0        Methodology  

This study adopted the survey design. This research design was permissible for employing a 

coherent research instrument for gathering information and generating data that were drawn 

on the study. The design focused on the collection and data analysis from the study 

population which enabled the researcher to look into the causal association connecting the 

identified variables. This method also gave the respondents the opportunity to express their 

opinions on the variables under investigation (Essien, 2014; Gado, 2015; Kanu, 2015; 

Omenka, 2013). 

 

The population of the study consists of the small and mediums enterprises (SMEs) that 

operate their businesses in Lagos State and also registered with Small and Medium 

Enterprises Development Agency of Nigeria (SMEDAN). The study population of the work 

is 6,750 and the study area covered the SMEs operating in Lagos State for the reason that 
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most of the registered SMEs in Nigeria are located in Lagos and also given that the State is 

regarded to as the economic nerve centre of Nigeria (Apulu, Latham &Moreton, 2011).  

 

The sample size for this study was established with the use of the Taro Yamane (1967) 

statistical formula. This formula relates the population size to the level of significance as 

illustrated below: 

 n =       N    

          1+ (e
2
) N 

Where 

n = Sample Size Desired 

N = Overall Population 

e = Tolerated/assumed error limit 0.05 on the basis of 95% confidence level 

Therefore, 

n =  6750   

     1 + (0.05
2
) 6750 

 =  6750  

      16 

= 423 * 0.30 = 127  

= 423 + 127 

= 550  

(plus 30% of calculated sample size to allow for non-response and wrongly filled 

questionnaire (Oginni&Adesanya, 2013). 

 

The study adopted a multi-stage sampling technique; the first stage employed the stratified 

sampling method. This involved grouping the SMEs according to their location. The five 

divisions of Lagos which are Epe, Ikeja, Badagary, Lagos Island, and Ikorodu were selected 

for this study purposively since many SMEs operate in this area (Olabisi, Olagbemi&Atere, 

2011). The second stage involved the use of proportional sampling technique, and lastly the 

third stage involved the use of simple random sampling method to pick the respondents from 

each division as used by previous researchers (Aikala, 2012; Akingbogun, 2008; Olanrewaju, 

2009). For the purpose of arriving at the proportional sample size for each of the divisions, 

the formula below was adopted. 

H=      y(n) 

    N 

Where; 

H= is the proportionate sample size 

y= represent the total number of element in each stratum 

N= represent the total population size for the study 

n= represent sample size derived for the study.  

Therefore; 

H=  5(550) 

 6,750 

H= 2,750 

 6,750 

H= 0.4 

 

3.1 METHOD OF DATA COLLECTION 

The required data for this study were taken from primary source. The primary data were 

generated from representative sample which are the owners/managers of the registered SMEs 

in Lagos State.  
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3.2 RESEARCH INSTRUMENT 

The instrument was administered by the Researcher and assisted by a research assistant that 

was guided on the procedure to follow during the course of the field. The training helped to 

ensure a trouble-free administration and collection of the questionnaires. 

 

3.3     VALIDITY OF INSTRUMENT 

Validity of a research instrument involves the extent to which a research instrument measures 

what it is designed to measure. If the instrument is correctly designed and administered, it 

measures what it sets out to measure. In testing the validity of the instrument used, it was 

discovered to be highly subjective as personal experiences and beliefs of the experts 

inevitably come into play. Based on the corrections and modifications, some items that were 

not good enough were replaced.  

 

3.4       RELIABILITY OF INSTRUMENT 

Reliability of instrument has to do with the stability of an instrument and it refers to the 

degree to which the instrument consistently measures what it intends to measure. It is the 

extent to which empirical measures that represented theoretical concept are accurate and 

stable when used for the study of the concept in several studies. The test-retest method was 

what I adopted. The test-retest method measurements on the same elements at different times 

using the same method of administering the questionnaire. 

 

3.5      METHOD OF DATA ANALYSIS 
For the purpose of carrying out data analysis, this study adopted two stages of analysis: the 

descriptive and inferential analysis. The descriptive analysis which was the first stage was 

carried out using percentage denotations and frequencies as well as other descriptive items to 

show variations in responses and opinions. The second stage which is the inferential analysis 

carried out using the regression analysis in SPSS to assess the effect of the independent 

variable (external business environment) on the dependent variable (SMEs performance) in 

order to generate estimates such as mean and standard deviations. 

 

The three objectives used for the analysis were all derived from the objectives of the study. 

The research questions were tested by Pearson Product-Moment Correlation Coefficient 

using SPSS. 

 

Table 1: Descriptive statistics of innovation and entrepreneurship development 

 Mean (x) Standard deviation No of Entrepreneurs 

Innovation 1.4 0.5 550 

Entrepreneurship 1.82 0.75 550 

Source: Field Survey, 2020 

 

Table 1: Shows the descriptive statistics of innovation and entrepreneurship development, 

with a mean response of 1.4 and standard deviation of 0.5 for innovation and a mean response 

of 1.82 and standard deviation of 0.75 for entrepreneurship and number of respondents (550). 

By careful observation of standard deviation values, there is not much difference in terms of 

the standard deviation scores. This implies that about the same variable of data points 

between the dependent and independent variables. 
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Table 2: Correlation of the relationship between innovation and entrepreneurship 

 Innovation Entrepreneurship 

Innovation Pearson Correlation 1 1.07(**) 

Sig (2- tailed  000 

Competitive Pearson correlation 1.07(**) 1 

Sig (2 tailed) 000  

N 550 550 

Source: Field Survey, 2020 

 

Table 2: Is the Pearson correlation coefficient for innovation and entrepreneurship 

development. The correlation coefficient shows 1.07 the value indicates that there is a 

positive relationship between innovation and entrepreneurship (r = 1.07). Therefore, the null 

hypothesis is rejected, the alternative hypothesis is accepted which shows that there is 

significant relation between innovation and entrepreneurship development in Nigeria. 

 

Table 3: Descriptive Statistics of Creativity and Innovation 

Variable Mean Standard deviation No of Entrepreneur 

Creativity 0.6 1.3 550 

Innovation 0.10 1.02 550 

Source: Field Survey, 2020 

 

Table 3: Shows the descriptive statistics of the creativity and innovation with mean response 

of 0.6 and standard deviation of 1.3 for creativity value, there is a mean response of 1.02 and 

standard deviation of 0.10 for innovation and number of respondents (550). From the 

observation of standard deviation values, there is not much difference in terms of the standard 

deviation scores. This implies that there is about the same variability of data points between 

the dependent and independent variables. 

 

Table 4: Descriptive Statistics of the Relationship between Innovation and Competitive 

Advantage. 

Variable Mean Standard Deviation No. of Entrepreneurs 

Innovation 12.9 5.72 550 

Competitive advantage 13.86 6.6 550 

Source: Field Survey, 2020 

 

Table 4: Shows the descriptive statistics of the innovation and competitive advantage with a 

mean response of 12.9 and standard deviation of 5.72 for innovation and a mean response of 

13.86 and standard deviation of 6.6 for competitive advantage. From the calculation of the 

mean response and standard deviation for the two variables, there is not much difference in 

terms of the standard deviation scores. 

 

Table 5: Correlations of the Relationship between Innovation and Competitive 

Advantage. 

 Innovation Competitive advantage 

Innovation Pearson correlation 7.1 7.26 

Sig (2- tailed)   

N 550 550 

Competitive advantage: Pearson correlation 7.26 7.1 

Sig (2- tailed)   
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N 550 550 

Source: Field Survey, 2020 

 

Table 5: shows correlation coefficient of 7.26, the value indicates that there is the positive 

relationship between innovation and competitive advantage. The null hypothesis is rejected 

while alternative is not rejected which indicates that there is a significant relationship 

between innovation and competitive advantage. 

 

4.1      Discussion of Findings  

Based on the result of analyses carried out, the following findings were made, Table 1, 2, &, 

3 revealed that there is significant positive relationship between innovation and 

entrepreneurship development. The findings are in agreement with Sanusi (2007). He 

examined the relationship between creativity/innovation in entrepreneurial development in 

Nigeria. Who considered Agro-Allied Companies quoted suggested a positive significant 

relationship between creativity/innovation in entrepreneurial developments in Nigeria. 

Similarly, Dabson (2005) in her study on promoting sustainable entrepreneurship in emerging 

market observed that innovation is the key factor for success. She further suggested that a 

high degree of integration is required among variable units of an enterprise for innovation to 

be successful.  

 

Table 4: Items: 1 and 3, table 4 and 5, showed that there is significant correlation or relativity 

between creativity and innovation. The finding totally agreed with the view of Iyayi, 

Akinmayowa & Enaini (2012) and Ezenwakweh & Ikon, (2014). This confirms the central 

role of creativity and innovation to the entrepreneurial process (Barringer & Ireland, 2006). 

Table 7: Items: 1 and 3 revealed a positive relationship between innovation and competitive 

advantage. Also from the descriptive statistics and Pearson Correlation Coefficient, it 

indicates a positive relationship between innovation and competitive advantage.  

 

The finding is in line with theoretical studies of Wang, Lin and Chi (2011). It also agreed 

with the empirical studies of Ezenwakwelu, (2014) and Salege and Vera (2012) which points 

out that innovation is positively linked to productivity, quality market share and 

competitiveness. The finding of Suliyento (2006) and Pardi, Iman & Zaina (2014) also agreed 

that there is a significant positive effect of innovation on competitive advantage. 

 

Entrepreneurship is an employment strategy that can lead to economic self-sufficiency for 

people. It makes people to create and manage businesses in which they function as the 

employer or boss rather than merely being and employee. In this perspective technology is 

not a neutral tool, but something that at the same time supports and constraints human action, 

thinking and even deepest values. Each technological innovation brings with it a wave of new 

start-ups and new entrepreneurs, but probably the way entrepreneurship is deployed changes 

in any major technological revolution. Innovation is seen to be instrumental in increasing the 

country‘s competitiveness and wealth, and SMEs are at the core of the economic growth of 

several industrial countries. Therefore, the results show that there are some policy 

implications from this study. There is urgent need for enterprise-oriented technology transfer 

units to link the science and technology system with the production system. This then calls 

for constant re-tooling and re-engineering of the country‘s SMEs, development agencies to be 

able to design and implement an effective mechanism to strengthen information flow 

relationships from the national innovation system of the country to the SMEs.  
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5.1 CONCLUSION 

This research has provided an insight into innovation and entrepreneurial development, 

creativity and competitive advantage. The research has demonstrated a positive relationship 

between entrepreneurial development and innovation, creativity and innovation and 

innovation and competitive advantage. Innovation is seen to be instrumental in increasing the 

country‘s competitiveness and wealth creation. Small and Medium Scales Enterprises are at 

the core of the economic growth of several industrial countries.  

 

These small and medium scale firms rarely engage in research and development. For SMEs 

to grow and contribute meaningfully to the economic development of Nigeria, innovation is 

the key factor. It propels growth and prosperity. This can only be achieved through providing 

new ways of maximizing their current level of productivity. 

 

5.2 RECOMMENDATIONS  

The following recommendations were proffered.  

i.  Government, individuals and private organizations should invest in education as 

innovation and entrepreneurship require an intelligent and creative workforce. 

ii.  Government should create a friendly or an enabling environment for entrepreneurship 

and consumer goods to boost the economy through the creation of new small 

businesses. 

iii.  Competitive advantage cannot work in isolation of innovation; it should be 

complemented and assisted by various organizations. 

iv.  Government should focus on research and development for the benefit of innovation 

and entrepreneurship. 
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ABSTRACT 

The study focused on entrepreneurial family background and new enterprise creation in 

Ebonyi state with the broad objective of analyzing the effects of entrepreneurial family 

background on new enterprise creation. The adopted research design was the survey with 

statistical tool of analysis being the multiple regression. The results of the hypotheses tested 

were positive indicating that entrepreneurial knowledge, perceived desirability and 

entrepreneurial skill acquired from entrepreneurial family background significantly affected 

the new enterprise creation of micro business owners in Abakaliki, Ebonyi State. The 

implications of the results were of the effect that families that dissuaded their children from 

showing interest and having passion for micro businesses are latently creating 

unemployment. Consequently, it is concluded that micro business owners and operators 

should arouse and create passion for the youths in enterprise ownership.   

  

 

1.1        INTRODUCTION 

Entrepreneurship has been hailed as an avenue for upward social mobility and a driver of 

innovation, job creation and growth (Lindquist, Sol, Praag and Vladasel, 2016). In other 

words, entrepreneurship is the lifeblood of any nations‘ economic growth, innovation and 

competitiveness. Many studies revealed the significance of entrepreneurship for the economic 

prosperity of nations (Kogut, Short and Wall, 2010) and the benefits of which is not limited 

to the salary scale of the entrepreneur but extends to the per capita income growth and 

poverty reduction of a nation (Goetz, Fleming and Rupasingha, 2012). However, it is 

pertinent to note that entrepreneurs are inseparably linked to their family and rely on their 

support in pursuing the entrepreneurial endeavours (Rogoff and Heck, 2003). 

 

The family provides the entrepreneur with diverse set of resources (Dyer and Handler, 1994), 

such as financial and human resources (Zhang, Wong and Soh, 2003); information and 

credible values (Renzulli, Aldrich and Moody, 2004); and source of role model (Pruett, 

Shinnar, Toney, Liopis and Fox, 2009). Hence, family entrepreneurial background exerts 

great influence on entrepreneurs‘ decision making on venture creation especially in the early 

stages of the lifecycle of a business venture (Klyver, 2007). 
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An individual from entrepreneurial family background may experience low barriers to 

entrepreneurial entry, since those with such backgrounds are able to capitalize on their social 

ties and social capital (Greve and Saleff, 2003). Family capital which refers to the family 

members‘ total resources has three components: human, social and financial (Danes, Stafford, 

Haynes and Amarapurkar, 2009). Family social capital which is described as non-financial 

resources and support family members offer to the entrepreneur affect the decision to start a 

business positively (Cheng, Chan and Mahmood, 2009) 

 

Nicolaou et.al (2008) observe that entrepreneurial family members might provide 

encouragement by reinforcing entrepreneurship related interests, preference and 

competencies. They can provide opportunities for business ownership and pass on the 

business-related knowledge, skills, support and resources required to pursue these 

opportunities. In the same vein, Klyver (2007) opines that family members are most heavily 

involved in the early stages of the entrepreneurial lifecycle; when the decision to start a 

business is yet to be made. Drennan, Kennedy and Renfrow (2005) sum it up by asserting that 

people whose parents or close family members are self-employed are more likely than others 

to pursue an entrepreneurial career. 

 

Indeed, a new business is said to be established when a person invests his or her money, time, 

energy, ideas and every other thing to establish a business that offers products and services to 

the society. A new business can be established to create a new product, new service or to 

offer an already existing product or service.  

 

In Ebonyi State, the people are predominantly farmers and micro business operators with 

very few small-scale businesses. Such small-scale businesses are technically not family 

businesses, though family members are expected to be integrated into the business from 

which they start up their own or continue and expand the family business. For instance, 

Mayor Electronics, Cino Pharmacy, Eugeneco Motors are few of good examples showing the 

role of entrepreneurial family background on new enterprise creation in Ebonyi State.  

Despite, the fact that entrepreneurship is hailed as panacea for youth unemployment and 

wealth creation (Lindquist, et.al, 2016), Nigeria and indeed Ebonyi State still battles with 

high rate of unemployment. Preference for a paid job over self-employment among the 

youths seems to be the major factor responsible for increase in youth unemployment. The 

role of entrepreneurial family background on new enterprise creation seems to be 

downplayed in spite of the overwhelming impact of family on entrepreneurial outcome (Carr 

and Sequeira, 2007). The study therefore examines the extent entrepreneurial family 

background could offer the needed building block for new enterprise creation in Ebonyi 

State. 

 

1.2       Contextual Analysis 

The preponderance of the businesses in Ebonyi State are micro scale and are run by family 

members. However, almost all the micro businesses do not profitably survive beyond the 

founder. Many a business people do not encourage their children to have interest in the 

business as to learn and acquire the necessary knowledge, skill, experience and clientele 

characteristics. A micro business owner struggles to train his children up to the university 

level; hoping they will become Chief Executive Officers in well established organizations 

whether public or private. As such he drives his children out from the business to go and 

study their books even during holidays with the trite consequences of the children milling 

around after graduation, waiting for job opportunities that the parents would have created.  As 

Senge (1992) put it ―today‘s problems come from yesterday‘s solutions‖. In the 1980s, 



The Academy of Management Nigeria 

 173 

graduates upon graduation were offered a well-paid job with good working conditions. 

Industries had job openings and absorbed those who were qualified. Today the narratives 

have changed yet most families are not yet atoned with the current realities.  

We have had situations where a micro business owner dies; with the wife as a school teacher, 

the four children are graduates but unemployed and were not part of their father‘s business. 

Their initial action was to close the business for at least a month with the attendant 

consequences of possibly having expired products, allowing customers to take their wares 

elsewhere. Despite being unemployed none of them could successfully takeover the business 

bequeathed to them.  

 

1. 3 Objectives of the Study 

The broad objective of the study was to examine the role of entrepreneurial family 

background on new enterprise creation. Specifically, the study was set to: 

1. Examine the extent entrepreneurial knowledge gained from entrepreneurial family 

background relates to new enterprise creation. 

2. Ascertain the extent perceived desirability based on entrepreneurial family 

background creates the possibility of new enterprise creation. 

3. Determine the extent to which entrepreneurial skill acquired from entrepreneurial 

family background impacts on new enterprise creation. 

 

1.4 Statement of Hypotheses 

The following hypotheses were stated for this study: 

Ho1: There is no significant relationship between entrepreneurial knowledge gained from 

entrepreneurial family background and new enterprise creation. 

Ho2: There is no significant correlation between perceived desirability based on 

entrepreneurial family background and possibility of new enterprise creation. 

Ho3: Entrepreneurial skill acquired from entrepreneurial family background does not have any 

significant impact on new enterprise creation. 

 

  

2.1   Review of Related Literature 

Several empirical studies had been done in the field of entrepreneurial family background and 

have been reviewed by the present study. The review started with conceptual and ended 

theoretical framework. 

 

2.2      Conceptual Review 

Entrepreneurship is always misconstrued by many practitioners and scholars alike. To many , 

anything anybody does for a living is entrepreneurship. However, the major defining issues 

of entrepreneurship is value addition and wealth creation through identifying and creating 

viable business opportunities. As a result, Rwigema and Venter, (2004) alluded that 

entrepreneurship is the process of conceptualizing, organizing, launching and through 

innovation, nurture a business opportunity into a potentially high growth venture in a 

complex, unstable environment. To Hisrich, Peters and Shephard (2005) entrepreneurship is 

the capacity of an individual to form and manage an enterprise which usually involves 

considerable risks and rewards. Entrepreneurship entails having the capacity and willingness 

to develop, organize and manage a business along with its attendant risks in order to make 

both financial and non-financial profit. 

 

Reynold et.al (2001) refer entrepreneurship to any attempt at creating new business or 

venture such as self-employment, a new business organization or the expansion of existing 
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business by an individual, group of individuals or established businesses. This definition is 

supported by Onuoha (2007) when he defines entrepreneurship as the practice of starting new 

organization or revitalizing mature organization, particularly new business, generally in 

response to identified opportunities. It shows that entrepreneurship does not reflect only in 

setting up of new business but also includes expansion or revitalization of an existing 

business. 

 

It can be deduced from the above definitions that entrepreneurship is the process of creating 

something new with a value or revitalizing an already existing business, particularly 

responding to the opportunities available or creating new opportunities for value addition and 

wealth creation. Entrepreneurship involves time, efforts and assumption of risks with 

expectation of reward. 

 

2.3    Entrepreneurial Family Background and Intention for New Enterprise Creation 

Family background has been attributed to be one of the key factors that motivate a person to 

enter into a business, existing or new (Sushil, 2015). It is believed that if a person is exposed 

to a family with entrepreneurial background where innovative thoughts have been 

successfully transformed into great business empire, children from such families tend to view 

it as a tradition which they need to take further. This belief inspires many of them to create a 

separate venture for themselves where they will not only inherit their tradition of business 

success but also have opportunities to prove their worth. Also, Carter and Ljunggren (2011) 

agree that family business has a role to play in enhancing the development of 

entrepreneurship among family members. Family business serves as a breeding ground for 

would be entrepreneurs in that it provides the children with effective and efficient role 

modeling (Pruett et.al, 2009). 

 

In the words of Aldrich and Cliff (2003), family business experiences have powerful and 

lasting impacts on the social interactions and psychological development of the family in 

business. Hence, people who come from entrepreneurial family background are likely to be 

aware of these impacts (Fairlie and Robb, 2015). As a result, people from entrepreneurial 

family background may incorporate their experiences such that their attitudes and intentions 

can be either positive or negatively shaped towards entrepreneurial action (Carr and Sequeira, 

2007). This emphasizes that entrepreneurial family background is the principal factor that 

nurtures the attitude towards entrepreneurship. 

 

There are at least three reasons entrepreneurial family background is important in 

entrepreneurial outcomes. First, the family constitutes a very specific type of entrepreneurial 

team when engaging in entrepreneurial activities (Ruef, 2010; Sushil , 2015). Secondly, the 

family provides the entrepreneur with a diverse set of resources which have the potential to 

impact the entrepreneur. Finally, scholars have argued that significant entrepreneurial 

potential can be found within the family (Nordqvist and Melin, 2010). The importance of 

family as entrepreneurial team is also evidenced by the fact that a substantial share of all 

companies are founded and run by families (Villalonga and Amit, 2009). 

 

Research has shown that parents‘ entrepreneurial background can initiate entrepreneurial 

intentions in their children (Altinay, Madanoglu, Daniel and Lashley, 2012). Simply put by 

Anderson and Hammarstedt (2011), having a parent who is an entrepreneur increases the 

probability that a person will become an entrepreneur by a factor of 1.3 to 3.0. In the same 

way, Lindquist et.al (2015) view parental role modeling to be the main driver of the 

intergenerational association in entrepreneurship. Researchers have suggested that 
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entrepreneurial intention can be an inherited genetic disposition through the transmission of 

certain genes from entrepreneurial parents to their offspring (Nicolaou and Shane, 2010).  

 

Peterman and Kennedy (2003) point out that the intention to start a new business is indirectly 

influenced by prior exposure to entrepreneurship. This view is taken to be that entrepreneurial 

family background has implications on the perceptions of venture desirability and feasibility. 

Its influence on the perceptions thereafter manifests in either low or high entrepreneurial 

intentions. The recent work of Chaudhary (2017) confirms that self-employed family 

background will have a positive relationship with entrepreneurial intent. Brennan, Morris and 

Schindehutte, (2003) assert that individuals who perceived their family business and the 

entrepreneurs in their families as successful may express a greater preference for an 

entrepreneurial career than those who have never had the experience of the effect of family 

business. In support of the assertion, Drennan et.al (2005) report that those who found a 

positive view of their family business experience perceived starting a business as both 

desirable and feasible. 

 

The family has been recognized as the primary establishment that augments entrepreneurship 

consciousness by exercising greater power over the desirability and feasibility for the process 

of creation of a new company. As found by numerous researchers, prevailing family 

occupation as a specified social class exerts a profound influence on the career option of an 

individual. A person belonging to an entrepreneurial family is highly predictable to choose an 

entrepreneurial career than one hailing from non-entrepreneurial background (Sushil, 2015). 

 

2.4          Empirical Review 

Exploring intergenerational influence on entrepreneurial intention: the mediating role of 

perceived desirability and perceived feasibility was studied by Saeed, Muffatto and Yousafzai 

(2014). The questionnaire was instrument of data collection and was analyzed using multiple 

regression. The findings recorded that children of self-employed parents are twice as likely as 

other children to become self-employed themselves, as family background exerts a significant 

influence on the values, attitudes and behaviour one adopts. 

 

The work of Shittu and Dosunmu (2014) was designed to empirically assess the impact of 

family background on the entrepreneurial intention among fresh graduates in Nigeria. A 

sample of 250 Corps members serving in Bayelsa State was used. The study adopted the use 

of Ordinary Least Square (OLS) method of estimation. The results revealed that perceived 

venture feasibility and desirability among fresh graduates in Nigeria is negatively related to 

their entrepreneurial intention. Secondly, the impact of the positive experience associated 

with family background on perceived venture feasibility and desirability, entrepreneurial 

intention, as well as perceived entrepreneurial self-efficacy among fresh graduates is 

statistically significant and stronger than the corresponding impacts of the broadness of 

family background. 

 

Ranwala (2016) carried out a study on family background, entrepreneurship specific 

education and entrepreneurial knowledge in venture creation. The study was conducted as a 

cross sectional survey and used entrepreneurship graduates of university of Kelaniya as the 

sample. Data were collected by means of a structured questionnaire from 65 graduates and 

was analyzed using regression techniques. The result of the study established that there is an 

impact from family background and entrepreneurship specific education on entrepreneurial 

knowledge in venture creation and entrepreneurship specific education mediates the 

relationship between family background and entrepreneurial knowledge in venture creation. 
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The role of prior family business background on entrepreneurial intention was carried out by 

Akinbode, Olokundun, Moses and Adeniji (2018). The primary focus of the study was to 

assess the role of prior family business background on entrepreneurial intention through the 

mediating effect of entrepreneurial self-efficacy, desirability, feasibility and attitudes towards 

business start-ups. A survey of 450 university students was used to collect data for the study. 

Structural equation modeling was used to validate the proposed model while multiple 

regression was used to test the hypotheses raised in the study. The results revealed significant 

effects of prior family business background on entrepreneurial intention through the 

mediation variables of entrepreneurial self-efficacy, desirability, feasibility and attitudes 

towards business start-ups. 

 

Nguyen (2018) studied the impact of demographic factors, prior exposure to self-employment 

and family background on entrepreneurial intention of Vietnames business students. Data was 

collected from 372 undergraduate and post-graduate business students from three universities 

in Ho Chi Minh City. The hypotheses were analyzed using independent sample T-test and 

one-way ANOVA. The findings showed higher entrepreneurial intention in male students. 

Students whose parents are self-employed scored higher entrepreneurial intention, though the 

difference was not statistically significant. 

 

2.5 Theoretical Framework 

Entrepreneurial event model (EEM) was propounded by Shapero and Sokol (1982). The 

model posits that intention formulation is a function of the interactions among some factors 

which influence individuals‘ perception. This means that a person‘s intent to start a business 

is predicated on his/her perception of desirability, perception of feasibility and the propensity 

to act. The perception of desirability denotes the attractiveness for an individual to start up 

his/her own business. This perception of desirability is fashioned through culture, family, 

peers, colleagues and role models (Akinbode, Maxwell, Chinonye and Adeniji; 2018). Role 

models or successful business people could increase the attractiveness of entrepreneurship if 

the individuals inspire others through knowledge and sharing of their positive experiences 

(Wilson, Marlino and Kickul, 2004). 

 

The perception of feasibility explains the extent to which individuals perceive that they are 

capable to start their own business (Krueger, Reilly and Carsrud, 2000). Perceived feasibility 

is shaped by an individual‘s evaluation of his/her skill and capability to start up a business 

(Krueger, 1993). Godsey and Sebora (2010) establish a positive relationship between 

perceived feasibility and entrepreneurial self-efficacy. Entrepreneurial self-efficacy is defined 

by an individual‘s evaluation of his/her ability as well as how to effectively use available 

resources in order to start a business (Godsey and Sabora, 2010). The idea of self-efficacy is 

that people usually avoid tasks or behaviours they perceived to be out of their skill or 

capability. 

 

The theory of entrepreneurial event model assumes that two prerequisite should be met 

before starting a new business. Firstly, an individual must perceive the idea of starting a 

business as credible, that is, he or she finds the idea as both attractive and achievable. 

Secondly, starting a business is initiated by some type of displacing event which can take the 

form of neutral, negative or positive experiences. Neutral events may take the form of 

graduating from university. Negative events may include losing of one‘s job or getting a 

divorce. Whereas, positive events may include receiving an inheritance or venture capital 

from a stakeholder (Krueger et.al, 2000). The displacement experienced will bring about a 



The Academy of Management Nigeria 

 177 

change in behaviour and if the individual views the idea of starting a business as credible, he 

or she will act upon this feeling. This is known as the entrepreneurial event, where perceived 

feasibility, perceived desirability and propensity to act influence the intention and in turn the 

behaviour of an individual to start a business (Shapero and Sokol, 1982).  

 

Finally, it is the outcome of perceived desirability and perceived feasibility that propels a 

person to act in the face of opportunities (Krueger et.al, 2000). This model is used because of 

its originality and relevance to the study. The use of this model in the study was based on its 

originality and relevance. The model explains the influence of social and cultural 

environment on entrepreneurial intention which is akin to the case understudy.  

 

3.1     Methodology 

 The survey research design capturing the net effect(s) of entrepreneurial knowledge, 

perceived desirability and entrepreneurial skill acquired from entrepreneurial family 

background was adopted. The population of the study consisted of micro business owners in 

Abakaliki metropolis in Ebonyi State, which was 590,355 (SMEDAN, 2019). With the 

Krejcie and Morgan (1970) sample size determination table, the sample size was 384 micro 

business operators in Abakaliki metropolis. Data for this study consisted of primary data 

which was sourced directly from the respondents via structured questionnaire. Test-retest 

reliability approach was conducted to ascertain the internal reliability of the instrument which 

the results yielded Cronbach‘s alpha of 0.82, suggesting that the instrument was reliable.  The 

study employed multiple regression models.   

 

3.2         Model Specification                                                                                        
Mathematically, the relationship is expressed as: 

NEC  =  β0 + β1EK + β2PD + β3ES + µ                                                         1                                          

Where: 

NEC  = New enterprise creation 

EK  = Entrepreneurial Knowledge 

PD  = Perceived Desirability  

ES  = Entrepreneurial Skill 

β0  = The regression intercept (constant term) 

β1- β3  = Coefficients of the explanatory variables 

µ = Residual or Disturbance term, which represents the composite effect of exogenous 

variables outside the model which were not explicitly identified in the model. 

 

4.1    Results 
This part dealt with the presentation, analysis and interpretation of primary data generated in 

the course of this study. This data, however, were generated through structured questionnaire 

administered on the respondents. The analysis and interpretation of this data were presented 

in tables for clarity purposes. 

 

4.2      Response Rate 

Table 1: Questionnaire Administration and Response Rate 

 Questionnaire                             Number              Percentage %  

Questionnaire administered               384                     100 

Questionnaire returned                      370                       96 

Questionnaire not returned                 14                          4                     

Source: Field Survey, 2020 
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Table 1 showed that three hundred and eighty-four (384) copies of structured questionnaire 

was administered, out of which, fourteen (14) copies were not returned, whereas three 

hundred and seventy (370) copies were successful filled and returned, hence used for the 

analysis. 

 

4.3 Descriptive Statistics 

Descriptive statistics were employed on the constructs in order to explore and ascertain their 

asymptotic characteristics before estimation.  

 

Table 2: Descriptive of Statistics 

 NEC EK PD ES 

Mean 2017.3863 031.7721 188.2261 651.4401 

Std. Dev. 192.2254 229.7630 301.6612 011.5523 

Sum of Sq. 620112.00 544091.00 992310.00 227364.00 

Variance 449420.221 603273.441 553210.110 189653.811 

Maximum St. 2248.00 5133.00 6102.00 5231.00 

Minimum St. 560.00 622.00 514.00 726.00 

Eigenvalue 6.332 4.110 3.289 1.442 

Skewness -677 388 441 901 

Kurtosis 2.110 2.331 3.551 2.666 

Observations 370 370 370 370 

Source:  Extracted from SPSS 0.20 

 

Table 2 showed detailed results of the studied constructs on their asymptotic characteristics 

of the descriptive statistic. From Table 2, it showed the mean value of new enterprise 

creation, entrepreneurial knowledge, perceived desirability and entrepreneurial skills as 

2017.3863, 031.772, 188.226 and 651.4401. The mean values of the constructs were gotten 

by dividing the sum total value with the number of observations. These values represent the 

measure of central tendency where the sum of the deviations of each value from the mean is 

measured. 

 

Also, table 2 presented the results of standard deviation of the construct variables in 

explaining the extent it measures the dispersion in the values. However, standard deviation 

measures in absolute terms the dispersion from the values. From table 2, the standard 

deviation of new enterprise creation, entrepreneurial knowledge, perceived desirability and 

entrepreneurial skills were 192.2254, 229.7630, 301.6612 and 011.5523. 

 

Table 2 further revealed the results of the sum of square which relatively measures the extent 

to which individual measurement are from the mean. Therefore, the results of the sum of 

square were 620112.00, 544091.00, 992310.00 and 227364.00, respectively for new 

enterprise creation, entrepreneurial knowledge, perceived desirability and entrepreneurial 

skill. The variance for the explanatory constructs among others was 449420.221, 603273.441, 

553210 and 189653.81 for new enterprise creation, entrepreneurial knowledge, perceived 

desirability and entrepreneurial skills. The variance measures the average degree to which 

each point differs from the mean—the average of all data points.  Also, the asymmetry 

distribution of the explanatory variables is measured by skewness, but the extent of its 

measurement especially on normal distribution is often zero.  
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Table 3: Correlation Results 

 NEC EK PD ES 

NEC  1.000 0.315  0.451  0.556 

EK  0.351 1.000 0.309  0.22 

PD  0.451 0.309  1.000  0.110 

ES  0.556  0.221 0.110  1.000 

Observations 370 370  370    370 

Source: Extracted from SPSS 0.20: Correlation is significant at 0.05 level. 

 

From table 3, it showed the correlation results of the construct variables and the extent of 

their relationships to the new enterprise creation of micro business owners in Ebonyi State.  

From table 3, it is worthwhile to note that all the predictor variables have positive correlation 

with the new enterprise creation. The implication of the positive correlation among the stated 

variables is that a unit increase on the extent to which these micro business owners in Ebonyi 

State continue to implement and engender entrepreneurial knowledge gained from 

entrepreneurial family background, perceived desirability based on entrepreneurial family 

background and entrepreneurial skill acquired from entrepreneurial family background would 

result to positive and significant increase on new enterprise creation of micro business 

owners in Ebonyi State. These positive relationships further explain the going-concern of 

micro business owners as they continue to exert more efforts to acquire more entrepreneurial 

knowledge and skill, values, attitudes and mental capacity for creative thinking and 

innovative behaviour that can provoke new business ideas for new enterprise creation. The 

creation of new enterprise, therefore, is born-out of perceived desirability and doggedness of 

these micro business owners to consistently explore the environment for business 

opportunities in exhibiting no complacency in business. 

 

Table 4: Regression results 

Variable Coefficient Std. Error t-Statistic Prob. 

C 138.101 10.331 2.663 0.049 

EK 0.225 0.010 3.901 0.031 

PD 0.487 0.027 5.813 0.000 

ES 0.521 0.017 6.752 0.045 

R= 0.67 R
2
= 0.4489 F-St.=101.6112 D/W=2.7832  

Source:  computed with SPSS Verson20 

NEC = 138.101 + 0.225XEK + 0.487XPD + 0.521ES  

 

Table 4 showed all-inclusive regression results of the independent variables and their net 

effect(s) on the new enterprise creation. Aligning from table 4, it is pertinent to note that all 

the explanatory variables of XEK, XPD, and XES represent entrepreneurial knowledge, 

perceived desirability and entrepreneurial skill. However, the coefficient of the constant term 

was 138.101 and its corresponding t-probability of 0.049 was all indicative of its significance. 

The positive and significant of the coefficient of the constant term suggests that holding other 

variables constant, new enterprises creation of the micro business owners in Abakaliki, will 

increase significantly at 1%. The possible increase, though very weak, could be a result of 

extraneous factors outside the model.  Also, the R
2
 value of 0.4489 indicates that 45% total 

variations on new enterprise creation are explained by entrepreneurial knowledge gained 

from entrepreneurial family background, perceived desirability based on entrepreneurial 

family background and entrepreneurial skill acquired from entrepreneurial family 

background. The result also revealed that there was no presence of auto-correlation as 

revealed by Durbin Watson statistics of 2.7832. 
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Table 4, showed the result of entrepreneurial knowledge gained from entrepreneurial family 

background had a positive coefficient of 0.225 and it is statistically significant at 5% level of 

significance. The foregoing result suggests that as micro business owners continue to acquire 

more entrepreneurial knowledge, such knowledge acquired, will bring about a significant 

increase on new enterprise creation in Abakaliki metropolis by 23%. This positive coefficient 

of 0.223, though very weak, suggests why many micro business operators in Abakaliki are 

not doing well. To achieve operational ascendency in micro businesses, one must be armed 

with the prerequisite knowledge, mental capacity, abilities and the alike needed to effectively 

appropriate, mobilize and utilize resources in meeting the demands of the changing 

environment. 

 

In addition, the regression result in table 4, also revealed the coefficient of perceived 

desirability of micro business owners in Abakaliki metropolis of 0.487 and its corresponding 

standard error of 0.027 are all pointers to the fact that as micro business owners continue to 

foster their propensity in exploring new business opportunities as desired, such action, will 

bring about a significant increase on new enterprise creation by 49% significantly. This 

among other considerations captured the spirit of complacency which makes the micro 

business owners to continue to exploit other possible business opportunities in so far as 

going-concern business mentality existed. 

 

Finally, the result also revealed that entrepreneurial skill acquired from entrepreneurial family 

background has a positive coefficient of 0.521 and its also significant at 5% level of 

significance. This positive coefficient suggests a significant and positive coefficient between 

entrepreneurial skill and new enterprise creation of micro business owners in Abakaliki. The 

implication of the findings is that a unit increase at the level at which these micro business 

owners acquire more entrepreneurial skills, such acquisition, will transient to the 

establishment of new enterprise creation by 52% significantly. The result provided empirical 

reason to validate the quintessentiality of engendering entrepreneurial skill necessary for new 

enterprise creation. It is the skill acquired from entrepreneurial family background that 

explains the doggedness, never-relenting-venture spirit and innovative behaviour that trigger 

their venture spirit of new enterprise creation.  

 

4.3 Test of Hypotheses 

The results of data analysis and estimation via ordinary least Square in Table 4 were used to 

test the formulated hypotheses of the study. In testing the hypotheses, the decision rule was to 

accept the alternate hypothesis and reject null hypothesis, if the p-value is less than 0.05 or 

accept the null hypothesis and reject the alternate, if the p-value is greater than 0.05. 

 

4.3.1 Test of Hypothesis One 

H01: Entrepreneurial knowledge gained from entrepreneurial family background does not 

significantly affect the new enterprise creation of micro business owners in Abakaliki,  

Ebonyi  State 

Ha1: Entrepreneurial knowledge gained from entrepreneurial family background 

significantly affects new enterprise creation of micro business owners in Abakaliki, 

Ebonyi State.  

 

Based on the result in Table 4 above, the computed p-value (0.03) is less than the α level of 

0.05 (0.03<0.05), the study rejected the null hypothesis and accepted the alternate hypothesis 

that entrepreneurial knowledge gained from entrepreneurial family background significantly 

affects the new enterprise creation of micro business owners in Abakaliki, Ebonyi State. 
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4.3.2 Test of Hypothesis Two 

H02:     Perceived desirability based on entrepreneurial family background does not 

significantly  affect new enterprise creation of micro business owners in Abakaliki, 

Ebonyi State. 

Ha2:    Perceived desirability based on entrepreneurial family background significantly 

affects  new enterprise creation of micro business owners in Abakaliki, Ebonyi State. 

 

From Table 4, the flagged p-value (0.000) is less than the α level of 0.05 (0.000<0.05), 

therefore the study rejected the null hypothesis and accepted the alternate hypothesis that 

perceived desirability based on entrepreneurial family background significantly affects new 

enterprise creation of micro business owners in Abakaliki, Ebonyi State 

 

4.3.3 Test of Hypothesis Three 

H03:  Entrepreneurial skill acquired from entrepreneurial family background does 

not  significantly affect new enterprise creation on micro business owners in 

Abakaliki, Ebonyi State. 

Ha3:  Entrepreneurial skill acquired from entrepreneurial family background significantly 

affects new enterprise creation on micro business owners in Abakaliki, Ebonyi State. 

 

The regression result in table 4 showed the coefficient of entrepreneurial skill acquired from 

entrepreneurial family background of 0.521 and its corresponding p-value of 0.45 which was 

lesser than α level of 0.05 (0.045<0.05). Therefore, the study provided a strong reason to 

reject the null and accepted the alternate hypothesis that entrepreneurial skill acquired from 

entrepreneurial family background significantly affects new enterprise creation on micro 

business owners in Abakaliki, Ebonyi State. 

 

4.4 Discussion of the Results 

The study had made salient findings on the effect of entrepreneurial family background on 

new enterprise creation among micro business owners in Abakaliki, metropolis, Ebonyi State. 

The result in Table 4 showed that entrepreneurial knowledge gained from family background 

fosters new business creation as shown by its coefficient of 0.225 and its corresponding 

probability of 0.031. This result though is below average suggested that most micro business 

operators in Abakaliki venture into such businesses without the prerequisite knowledge that 

can enhance their operational mentality on the business. The possibility of such venturing 

with little or no entrepreneurial knowledge is largely attributed to the mentality of this is our 

family line of business, as a result, failed to understand that the business environment 

changes over-time and therefore provided a logical reason to learn entrepreneurial knowledge 

to be proactive in operations management. The need for entrepreneurial knowledge gained 

from family background had been asserted by several authors including Nguyen (2018), 

Ranwala (2016), Sushil (2015), Carter and Ljunggren (2011) among others 

 

The study further revealed the coefficient of perceived desirability based on entrepreneurial 

family background of 0.487 and its corresponding p-value of 0.000 with standard error of 

0.027 showed that perceived desirability of micro business owners have significant effect on 

new enterprise creation in Abakaliki. The foregoing result suggests that the perceived desire 

of the micro business owners would always stir their venture-spirit to see new business 

opportunities where others could not see. This result is in tandem with the previous results of 

Akinbode et al (2018) Chaudhary (2017) and Saeed et al (2014) That is why perceived 

desirability based on entrepreneurial family significantly affects new enterprise creation in 

Abakaliki. Finally, the result in table 4 revealed the coefficient of entrepreneurial skill of 
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0.521 and the corresponding standard error of 0.07 which was smaller than half of the 

coefficient and it shows that entrepreneurial skill has significant effect on new enterprise 

creation among micro business owners in Abakaliki agreeing with the earlier result of Susshil 

(2015) The result further establishes the indispensability of institutionalizing entrepreneurial 

skills needed for operational dexterity that result to new enterprise creation. 

 

5.0 Conclusion and Recommendations 

From the avalanche of literature, empirical reviews and the findings, the study logically 

concluded that entrepreneurial family background has significant positive effect on new 

enterprise creation of micro business owners in Abakaliki metropolis, Ebonyi State. The 

implication of the significant positive-effect of the construct variables of entrepreneurial 

knowledge, perceived desirability and entrepreneurial skill is that any increase on any of 

them, will bring about a significant increment on new enterprise creation. The study also 

provided empirical evidence that new enterprise creation derives largely on the 

entrepreneurial knowledge, perceived desirability and entrepreneurial skills acquired on 

entrepreneurial family background. From the findings, the study made the following 

recommendations: 

1 Micro business owners and others who may wish to venture into micro businesses of 

their choice should basically acquire entrepreneurial knowledge that would equip 

them with the necessary mental capacity and innovative behaviour for new enterprise 

creation. Basically, parents should encourage and create passion for business in their 

children. 

2 The micro business operators in Ebonyi State should always see the need to have a 

business plan for their businesses. With a good business plan, the business owners 

will know the feasibility and viability of the business in advance. It is also a guiding 

document for the would-be successors.  

3 Entrepreneurial skill acquisition is vital and as such micro business owners should 

allow their children to acquire the necessary entrepreneurial skills by giving them 

access to the operations of the business. 
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Abstract 

Individually owned e-businesses in developing countries like Nigeria have been observed to 

hit the exit stage in their business cycle too early. This spurred the researchers to conduct a 

survey to assess the contribution of business ethics to survival of individually owned e-

businesses in Nigeria, particularly in the face of the global COVID-19 pandemic crisis. From 

a survey of 384 e-business owners using a structured questionnaire administered 

electronically, the study found a negative and significant effect of the Business Ethics 

practices of e-businesses in Nigeria on their survival. The study therefore recommends that, 

in the face of global economic social crisis like the covid19 pandemic, businesses, especially 

individually owned e-businesses, should make concerted efforts to adopt and comply to the 

highest ethical standards in businesses in order to survive the trying times and beyond in 

business.  

 

Keywords: Individually Owned e-Businesses, Ethics, Survival, Electronic Survey, COVID-

19 

 
 

Introduction 

Small businesses and their importance has been emphasized in both practice and literature for 

their social and economic benefits. Micro, small and medium enterprises as a sector of a 

nation‘s economy account for a large portion of that nation‘s gross domestic product (GDP). 

They also create a lot of employment opportunities for the people of that nation through their 

business activities. Consequently, small businesses reduce the burden of unemployment on 

the government and contribute to the nation‘s growth, development, and wellbeing (Olofu & 

Onana, 2018).  

 

The 21
st
 century has ushered in technologies that have made electronic business (e-business) 

a viable option for many businesses and entrepreneurs (Wuyep & Onana, 2019). All a 

prospective or current businesses owner needs to take advantage of the e-business model is 

access to an internet enabled device and data. Even without a dedicated business website or 
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blog, e-business can still be conducted using third party platforms. In other words, the entry 

barriers to e-businesses in the contemporary 21
st
 century are minimal.  

 

According to a report by the small and medium enterprises development agency of Nigeria 

(SMEDAN) (2017), In Nigeria, there are several e-businesses that can hardly be counted or 

accounted for, even by the corporate affairs commission (CAC) or SMEDAN. This is 

because many e-businesses in Nigeria are not registered with the proper authorities. They 

usually take the form of item sales by individuals via popular social media platforms like 

Instagram, Whatsapp, Facebook, Linkedin and Telegram; anyone can pick up any internet 

enabled device and selling anything online to anyone without little to no restriction. These 

individual unregistered e-businesses are the kinds of e-businesses that this study focuses its 

thrust on. 

 

We believe that this model of business has made it easy for people to jump into 

entrepreneurship without major restrictions and with little to no capital. People are enabled to 

create employment opportunities for themselves and other people, relieving the burdens of 

unemployment and poverty with little to no government intervention.  

 

However, a report by OECD (2020) stated that the coronavirus (COVID-19) pandemic has 

created major disruptions in the economy and the life of businesses, whether or not they are 

able to continue their operations. These disruptions are creating a wide range of impacts on 

companies and many of them are struggling financially. The COVID-19 crisis has also 

exposed major vulnerabilities in company operations and supply chains linked to conditions 

of work and disaster preparedness (OECD, 2020). 

 

Furthermore, the OECD (2020) report posited that the ways that companies respond now to 

the range of responsible business conduct (RBC) issues in the COCID-19 crisis will have 

lasting repercussions for their balance sheets and productivity during the recovery period. 

Companies taking proactive steps to address the risks related to the COVID-19 crisis in a way 

that mitigates adverse impacts on workers and supply chains are likely to build more long-

term value and resilience, improving their viability in the short term and their prospects for 

recovery in the medium to long term.  

 

Consequently, this study posits that for smaller businesses like the individually owned e-

businesses in particular, the COVID-19 crisis should be a wake-up call towards adopting and 

implanting ethical businesses practices of the highest standards. We believe that business 

ethics can become a viable way to attract and retain customers for business sustainability and 

survival. Hence, the reason for this empirical inquiry into assessing the effectiveness of 

business ethics for survival of individually owned e-businesses in the face of the COVID-19 

global pandemic crisis.  

 

Statement of the Problem 

Despite the advantages of the e-business model, it has its issues. For instance, there are little 

to no quality assurance or consumer protection measures. This could be because these 

businesses are so small and hardly traceable. Since there is no policing structure or system for 

these individually owned e-businesses, customers and the general public can only hope that 

the businesses adopt and adhere to strong ethical codes of conduct so that their customers can 

feel safe, be satisfied and continue patronage.  
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However, the researchers have observed from a focus group discussion that many of these 

individually owned e-businesses do not last up to six months or a year before they fold up. 

Some of them hardly even have more than one sales batch. We believe this phenomenon to 

be as a result of unethical businesses activities engaged in by the business owners leading to 

mismanagement and the consequent business early business exit.  

 

This necessitated an empirical inquiry into the effect of business ethics on businesses 

survival. Similar studies in the past like Ebitu and Beredugo (2015) as well as Enofe, 

Ogbeide and Oghenero (2015) assessed the effects of business ethics on business 

performance and corporate growth respectively. The researchers have not observed any 

previous studies that assessed the contribution of business ethics to survival of e-businesses 

in developing economies like Nigeria. This is the gap the present study sought to fill.  

 

Research Question 

Arising from the problem of this study, the research sought to empirically answer the 

following questions: to what extent does business ethics affect the survival of individually 

owned e-businesses?  

 

Objective of the study 

This research effort sought to assess the effect of business ethics on survival of individually 

owned e-businesses in Nigeria. This is in order to help provide recommendation on whether 

and how individually owned e-businesses in Nigeria can survive using business ethics even 

amidst the COVID-19 pandemic global crisis.  

 

Research hypothesis 

This study sought to empirically test the following null hypothesis in line with the research 

problem, questions and objectives: 

Ho Business ethics have no significant effect on survival of individually owned e-

businesses in Nigeria 

 

Literature Review 

Business Ethics 

Business ethics is defined by Sexty (2011) as the rules, standards, codes, or principles that 

provides guidance for morally appropriate behaviour in managerial decision relating to the 

operation of the corporation and business‘s relationship with the society. To Heysel (2013) 

business ethics is a set of guidelines for business people to use to avoid making a wrong 

decision. Business ethics has evolved over the years, with growing concern to curtail the 

activities of managers in the management of the organization. Peters and Waterman, 1982, 

(as cited by Elias, 2005 in Enofe et al, 2015) show that nearly all highly performance firm 

have at the core a well-established set of shared values, particularly ethical values.  

 

Ethical code from organization to organization varies but its content or message remains the 

same all through as it is geared towards enhancing organizational performance. Ethical codes 

are aligned with the organisational culture, mission, vision and objective statement and the 

core values of the organisation in order to maximise corporate growth. Hosmer, 1994; and 

Jones, 1995 (as cited by Berrone, Surroca and Tribo, 2005 in Enofe et al, 2015) argue that 

ethics are good business investment because it generates positive externalities like trust and 

commitment with relevant stakeholders, which in turn assure long-term performance. 

According to Beer (2009) in Enofe et al. (2015), many of the Wall Street companies that 

collapsed during the economic crisis of 2008 result from their lack of focus on customer 
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service, lack of clear business strategies, and their propensity to over prioritize profits at the 

expense of commonly accepted ethical practices.  

 

Business Survival 

Survival refers to the ability to remain in business. It implies the ability of a business to 

continue to remain in operation despite various challenges it faces. Akindele, Oginni and 

Omoyele (2012) explain survival as the process of regularly managing the affairs of a 

business on a going concern basis and meeting the needs of all stakeholders. Most businesses 

function in a dynamic environment characterized by changing technology, competition, 

uncertainty, etc.,  that exert significant impact on their operations, and thus, these 

organizations are in a constant process of structuring and restructuring to stay relevant in their 

market (Adeoye, 2012). Such restructuring, according to Akindele, Oginni and Omoyele 

(2012) involve strategic planning and the development of a suitable system that would allow 

for effective utilization and maximization of resources for the ultimate aim of achieving the 

objectives of the organization. Ensuring survival is to prevent business failure, or where the 

business ceases operation or go into bankruptcy, which usually involves losses, as well as the 

inability of the business to meet financial commitment to creditors (Dun & Bradstreet, 1979, 

cited in Obasan, 2014). 

 

Empirical Review 

Research efforts on business ethics and organizational outcomes have been conducted in the 

past. Some of them include the work of Ogbonna and Ebimobowei (2012) who evaluated the 

effect of ethical accounting standards on the quality of financial reports of banks in Nigeria. 

They found out that ethical accounting standards affect the quality of financial reports of 

banks in Nigeria. Saeidi, Saeidi and Bidi (2012) concluded that ethic contributes in 

performance of the business. It does not only bring profitability but also increase the 

customer‘s loyalty, helps in retaining customer, creates goodwill for the company and utilize 

the resources at their maximum level. 

 

Ndabahaliye (2013) assessed the impacts of employees ethical conducts to organization 

performance in Tanzania particularly DAWASCO. The researcher collected primary data 

using a questionnaire as well as the survey monkey software, also employed semi-structured 

Interviews, and documentary analysis which were flexible as well as sensitive to the social 

context. Data were quantitatively analyzed using the Statistical Package for Software System 

(SPSS) version 16 computer software. The study revealed that there was a significant 

relationship between employees‘ ethical conducts and organization performance.  

 

Saeed, Shakeel and Lodhi (2013) in their study on the impacts of ethical behaviour on 

employee performance using SPSS regression, found that ethical guidance and ethical value 

have positive impact on employee‘s performance. Which directly impact positively on 

organization‘s growth. Also Onyeaghala-Obioma and Anele (2014) in their study of 

adherence to ethics and performance of business organizations, using Spearman Rank Order 

Correlation and t-Statistic, found that there is relationship between adherence to ethics and 

performance of business organizations. This relationship was found to be significant.  

 

Enofe et al, (2015) carried out a study they titled business ethics and corporate growth. The 

study was carried out to ascertain the impact of business ethical code of conduct on corporate 

growth in the wake of several corporate fraud, misstatement and misrepresentation. The study 

employed the survey research design using questionnaire responses from 80 respondents. The 

Pearson product moment correlation was used to test the analysed data at 50% significance 
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level. The study revealed that adoption of business ethical code of conduct and employee 

adherence to rules and regulations enhance corporate growth; while there is no significant 

relationship between corporate growth and corporate adherence to rules and regulations.  

 

Ebitu and Beredugo (2015) investigated the relevance of code of ethics on guiding the 

performance of service industry and examined also their compliance level on the established 

code of ethics. The study adopted the descriptive research design while data were collated 

from 176 respondents cutting across selected Banks and GSM firms in Calabar, Cross River 

State. Their hypotheses were tested using Chi-square (X
2
). Their results showed that effective 

performance of service industry was dependent on code of ethics and that the compliance 

level of established code of ethics for service industry was high.  

 

However, all these studies had different dependent variables ranging from firm performance 

to employee performance, corporate growth and the likes. The researcher could not find any 

studies that assessed the effect of business ethics on survival of individually owned e-

businesses in particular. The present study filled this research gap and significantly 

contributes to the body of literature with major implications for both theory and practice. The 

study shows the effectiveness of business ethics in the survival of individually owned e-

businesses in a time of global social and economic crisis such as the novel COVID-19 

pandemic situation.  

 

Theoretical Framework 

Stakeholder Theory of Business Ethics  

Freeman 1984 (as cited by Elias, 2005) advocated the stakeholder theory of business ethics 

which states that business entities are responsible to many stakeholders which includes 

consumers, investors, employees, shareholders, government and the general public. Business 

ethics help management to align with their different interest groups in a bid to maximise their 

welfare. Stakeholder theory of business ethics can also set the stage for effective 

measurement of business social and overall performance by distinguishing between 

stakeholder issues and social issues.  

 

Business ethical codes of conduct help to resolve these issues confronting businesses. 

Stakeholder theory of business ethics provides a structure and rationale for understanding and 

explaining why building ethics into planning and operations is a sound management strategy. 

It provides a framework for understanding why businesses with records of ethical 

management might be expected to outperform competitors lacking this focus on the medium 

or long term measure by conventional financial and market test of performance (Clarkson, 

1998).  

 

Methodology 

This study adopted the survey research design. The population of the study comprises owners 

and managers of individually owned e-businesses in Nigeria, a developing nation/economy. 

This value is unspecified or infinite so the researchers purposively selected a minimum 

sample size of 384 using the Cochran (1974) formula for attaining sample size from an 

infinite population at 5% significance level. A structured 5 point likert scale type 

questionnaire was used to collect primary data for the study.  

 

The researchers used a custom developed instrument of 10 five-point likert scale type 

questions regarding business ethics and survival of e-businesses. Content and construct 

validity was ensured by careful vetting of the research instrument by three professionals in 
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the research area. Furthermore, reliability and internal of the instrument was ascertained 

through a test administration of the instrument to 30 respondents outside the study‘s 

population to ensure readability and understandability of the instrument. More so, the 

instrument had a good reliability with Cronbach‘s alpha coefficient of 0.89 which is higher 

than 0.70 as recommended by Nunnaly (1978). 

 

The research instrument was coded into google docx questionnaire tool, directed to and 

administered electronically to individual owners of e-businesses operating on Instagram, 

Whatsapp, Facebook, Linkedin and Telegram social media platforms because they are the 

most widely used in the country. The linear regression technique was used to analyse the data 

and test the research hypothesis from which inference was drawn.  

 

Findings and Discussion 

The linear regression technique was used for analysis in the study with the following model:  

EBSi = β0 + β1BETi + μi 

Where: 

EBS = E-businesses survival 

BET = Business Ethics 

β0 = Constant/Intercepts 

β1, = Parameter of determination 

  = Stochastic Variable (Error term)  

i = Signifying that the data is cross sectional data for individual observations  

 

The research instrument was electronically self- administered, to ensure 100% valid return 

rate. The responses were analysed as follows: 

 

Table 1: Descriptive Statistics for the Variables  

Stats EBS BET 

Mean 4.13 4.11 

p50 4 4 

Min 1 1 

Max 5 5 

Sd 0.71 0.72 

N 384 384 

Source: Researchers’ Computation, 2020 

 

Table 1 above shows the descriptive Statistics for all the variables used in this study. The 

total number of observations for each of the variables is 384. The descriptive Statistics for E-

businesses survival (EBS) in North Central Nigeria shows the mean value is 4.13 and median 

of the responses is 4 implying that average of the responses on E-businesses survival were 

agreed. The minimum and maximum 1 and 5 respectively indicating that minimum response 

was strongly disagreed while the maximum response was strongly agreed. The standard 

deviation is 0.71. There is no indication of outliers in the data on EBS meaning there is no 

response in the data that would have dragged the mean value to an unrealistic figure deviant 

from the median.  

 

The table shows that the mean value for Work Life Balance (BET) 4.11 and the median (p50) 

value was 4 indicating that the average responses for Business Ethics was agreed. The 

minimum and maximum value were 1 and 5 respectively indicating that minimum response 

was strongly disagreed while the maximum response was strongly agreed. The standard 
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deviation was found to be 0.72 from the mean value. These values do not indicate presence of 

outliers.  

 

Test of Hypotheses and Interpretation of Results 

Table 2: Extract of Regression Results  

Independent 

Variable 

Dependent 

Variable 

Regression 

Coefficient  

Regression 

P-value 

F-

Statistics 

F-Stats 

P-Value 

R-

Square 

BET EBS -0.773 0.001 113.6 0.000 0.611 

Source: Researchers’ Computation, 2020  

 

The statistical decision rule of p-value states that the Null hypothesis (H0) should be rejected 

if P- value is less than alpha value (i.e. level of significance which is 0.05) and the alternative 

hypothesis (H1) is adopted, otherwise there is no sufficient evidence to reject and therefore 

the null hypothesis remains.  

 

Table 2 above shows that the regression model is fit to be used for the study as the F-stats is 

113.6 with a p-value of 0.000. The table further reveals the summary of the fitted model of 

R–square which is used to determine the percentage of variability in the dependent variable 

(e-businesses survival) that can be accounted for by a change in the independent variable 

(Business Ethics). The R–square value is 0.611 (61.1%). This implies that the variability 

changes in e-businesses survival in the study can be accounted for by Business Ethics at 

approximately 61.1%, while the other 38.9% can be accounted for by other variables not 

captured in the research regression model.  

 

The regression coefficient for Business Ethics and e-businesses survival in Nigeria is -0.773 

with a P-value of 0.001 which is less than alpha value (0.05) therefore the null hypothesis is 

rejected. This implies a negative and significant effect of the Business Ethics practices of e-

businesses in Nigeria on their survival. This indicates that continuation of the present 

Business Ethics practices of e-businesses in Nigeria would not lead to a significant increase 

in their business survival but a significant decline.  

 

This finding is consistent those of Ndabahaliye (2013), Onyeaghala-Obioma and Anele 

(2014) and Ebitu and Beredugo (2015) who found significant effect of business ethics on the 

organizational outcomes they tested. The study however does not agree with the outcome of 

the study by Enofe et al, (2015) who found that the relationship between business ethics and 

the tested organizational outcome was not significant from a correlation analysis at 50% 

significance level.  

 

Conclusions and Recommendations 

This study concludes in line with the above findings that, individually owned e-businesses in 

particular will continue to find it hard to survive if they do not adopt and adhere to business 

ethics practices. This study therefore recommends that, in the face of global economic social 

crisis like the covid19 pandemic, businesses, especially individually owned e-businesses, 

should make concerted efforts to adopt and comply to the highest ethical standards in 

businesses in order to survive the trying times and beyond in business.  

 

This is because the global economy is in a crunch; individual and corporate customers are in 

search of the best possible offer for products and services. Customers are tightening and 

reordering their scales of preference, as well as weighing their options rigorously in every 

purchase decision. This means that only serious minded businesses would have enough 
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customers to consistently break even and survive. Hence, the need for adoption and strict 

adherence to ethical business practices even in such times of global economic and social 

crisis.  
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Appendix A 

 
QUESTIONNAIRE 

 (Coded into goggle docx for electronic administration) 

 

c/o Department of Business Administration 

Faculty of Administration 

School of Postgraduate Studies 

Nasarawa State University, Keffi 

Dear respondent,  

REQUEST TO PARTAKE IN ONLINE SURVEY 

We are conducting a survey into the effects of business ethics on survival of individually owned e-

businesses in Nigeria. We need you to assist us by completing this questionnaire as accurately as 

possible. Your responses will be held highly confidentially and used strictly for only this academic 

purpose.  

Thank you. 

 

Best Regards, 

 

ANDAH, Ruth Angbazo, PhD
 

ONANA, Kingsley Iyimoga 

Key: Strongly Agree (5/SA), Agree (4/A), Undecided (3/U), Disagree (2/D), Strongly Disagree (1/SD) 

S/N Questions SA A U D SD 

5 4 3 2 1 

 BUSINESS ETHICS      

1 Individually owned e-businesses are mostly unregistered       

2 Individually owned e-businesses have little to no awareness of business 

ethics 

     

3 Individually owned e-businesses mostly have no guiding principles      

4 Individually owned e-businesses do not have codes of conduct      

5 There are little to no rules guiding individually owned e-businesses      

 E-BUSINESSES SURVIVAL      

6 Ethical business practices are required for attracting new customers      

7 Ethical business practices retain customers and allow continued sales      

8 Ethical business practices facilitate maximum customers satisfaction      

9 Ethical business practices can help to beat stiff competition       

10 Ethical business practices can help businesses survive any crisis      

- Thank you for your time - 
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Abstract 

Small family businesses operating anywhere in the world cannot afford to ignore family 

business practices that have gained global acceptance and expect to grow sustainably.  The 

study examined small family business best practices as panacea for sustainable growth using 

mixed research method.  Data were derived from 272 employees and 49 CEOs in 39 small 

family businesses across the 3 Senatorial Districts of Cross River State using interview.  The 

interview schedule measured the 6 major constructs of the investigation with 5 variables 

each.  The reliability of the instrument was established using Cronbach Alpha Coefficients 

which were ranged between 0.921 and 0.989 indicating very strong reliability.  The data 

gathered were analysed using exploratory factor analysis and standard multiple regression 

analysis.  The finding revealed that succession planning, involvement, professionalization, 

effective communication and conflict resolution are major constructs of small family business 

and significant contributors to sustainable growth of the business.  Businesses that have 

consistently implemented succession plans showed evidence of stable growth.  Also, 

businesses that had nonfamily managers had better corporate images implying better 

professional management.  Hence, it was suggested among others that operators of small 

family businesses should plan, implement and train people who will succeed them.  The 

successors should be required to take active part in the succession process so as to develop 

the interest to commit to leading the business to sustainable growth.  Owners of small family 

businesses should involve family and nonfamily members in the running of the business 

because each group of people make unique contributions to grow and sustain the business.  

Managers or Chief Executives of the businesses should ensure effective information sharing 

with the stakeholders and use communication to build trust and engagement among the 

stakeholders.   

 

Keywords: Small family business, best practices, sustainable growth 

 

 

1.0 Introduction 

The growing recognition of the potentials of family business to generate employment, reduce 

poverty and contribute to national GDP and economic development has been echoed in many 

researches (Onyeukwu & Jekelle, 2019; PwC, 2019; Akpan & Ukpai, 2017; Aldamiz-

Echevarria, Idigoras & Vicente-Molina, 2017; Sarbah & Xiao, 2015).  Unfortunately, the 

mortality rate of this type of business is high and higher as it transits generations (Nnabuife & 

mailto:Jimotiwa@unical.edu.ng1
mailto:m_morgan24@unical.edu.ng2
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Okoli 2017; Brenes, Madrigal & Requena, 2009).  Family business accounts for over 

60percent of existing business in Nigeria (PwC, 2019), and 85percent globally (FOBI, 2019).  

Years ago, Cross River State had thriving numbers of small scale family business in nearly all 

business areas; operated by the founders or family representatives who made all the strategic 

and operational decisions alone.  Although these businesses were established primarily to 

provide succour for family, they have the potential to grow into conglomerate like their 

counterparts in developed economies (PwC, 2019).   

 

Over the years, contrary to expectations, many of these businesses have folded as there were 

unable to survive beyond two generations.  Majority of the businesses were informal, 

unregistered and informally managed (Onuoha, 2013; 2012).  As such, there was no clear 

distinction between ownership, control and management, family-related crises were common 

and leadership approaches to business growth were unsustainable.  The practices were 

antitheses to global best practices.  Ineffective succession processes, communication and 

conflict are critical factors bedevilling the continuity of the small family business (PwC, 

2019; Cho, Limungaesowe & Vilardndiisoh, 2018).  The problem is aggravated by polygamy, 

which is widely practiced in the State.  At the exit of an owner who is polygamist, succession 

tussle usually ensues and wrecks havocs on the business (Nnabuife, Nwogwugwu & Okoli, 

2019; Cho, Limungaesowe & Vilardndiisoh, 2018).  Weak communication resulting from 

informality of the business creates a lot of misunderstanding and tension.  Succession 

planning is lacking or hurriedly done leaving the business with the inability to train the 

successors properly before handing over to them.  These unsustainable practices quickening 

the demise of small family business in the area call for intrusion to reverse the trajectory.  

Hence, this study examined global best practices of small family business and their 

contributions to sustainable growth.  

 

2.0 Theoretical framework  

Family business researches are commonly premised on family system, agency and 

stewardship theories.  The family system theory portrays the family and business as 

subsystems within the family business system framework.  The formalisation of the business 

and subsequent separation of management from ownership creates the third subsystem 

(Barrett, 2014).  Each subsystem is independent but operates interdependently on the other 

subsystems in a dynamic state of stability.  The transition of family business from near-static 

system (family-management) to dynamic system (outside management) makes possible the 

adoption of global best practices with potential to generate and sustain growth.  However, 

family system theory introduces agency problem into family business model (Efendy, 2018).  

Therefore, stewardship is a remedial theory that seeks to eliminate the agency problem by 

describing the manager as steward rather than an agent (Azoury & Sleiaty, 2013).  The 

steward‘s interest is in consonance with the family‘s since the business is held in trust for the 

family.  Steward collaborates with the principal in the interest of the business including the 

making of some decisions.  The family on their part have the responsibility to induce the right 

stewardship behaviours through effective reward system.   

 

3.0 Conceptual framework and literature review 

The concept of small family business describes informal small and medium-scale 

entrepreneurial businesses (SMEs) established and controlled by family members.  The 

concept is used to depict SMEs that are founded, managed and controlled by family and 

bequeathed to progenies in the family line (Dias & Eracides, 2018; Adedeyo, Olanipekun & 

Ojo, 2016; Alderson, 2015).  Whether incorporated, managed by family members or in proxy, 

proportion of family ownership and control is high with multiple generations involved in the 
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major strategic decisions, which are taken with regard to family values and policies (Gill & 

Kaur, 2015; Brenes, Madrigal & Requena, 2009).  The conceptual framework depicts small 

family businesses which are majority in the area but without professional management team.  

The absent of managerial expertise implies that the business is bereaved of group dynamics 

and cohesion necessary for business to survive inevitable changes in the environment.  The 

adoption of global best practices such as involvement of family/nonfamily members, 

professionalization of the business, succession planning/training, effective communication 

and conflict resolution will generate sustainable growth.  With these practices, the previous 

path to growth characterised by uncertainty (represented by the broken line) will be 

transformed to a more predictable and sustainable path to growth represented by the solid 

line. 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1:  Best practices framework for small family business 

Source: Authors‘ Conceptualisation 

 

3.1 Involvement of family/nonfamily members 

Family business like any dynamic system is opened to importation of new ideas, which 

happens when new members are recruited.  Herrero (2017) explained that involvement is not 

measured by number of shares held but by the levels of generation and the number of 

employees who are family and nonfamily members.  It is the extent of participation of 

generational, family and nonfamily members in the strategic decision making process of 

businesses that are family controlled.  As the business expands, recruitment becomes 

necessary.  While family businesses prefer recruitment within the family because of extant 

benefits, literature has many benefits of recruitment of nonfamily members (Sandu, 2019; 

Songini & Vola, 2015; Onuoha, 2013).  Family members particularly spouses and children 

are emotionally connected to the business and would exert extra time and efforts even 

without immediate benefits to ensure growth of the business (Adjei, Eriksson, Lindgren & 

Holm, 2019; Ayranci, 2010).  However, it is nonfamily members that often bring the needed 

expertise.  For any sustainable performance, there would be mix of family and nonfamily 

members who are properly engaged (Azoury & Sleiaty, 2013; Onuoha, 2013). 

 

The involvement of multi-generation will accelerate crossbreeding of ideas and 

diversification.  For instance, studies have shown that unlike the younger generation, the 

older generation are conservative, unwilling to diversify except survival is threatened 

(Campbell, Jeong & Griffin, 2019).  Similarly, firstborns are risk aversive, reluctant to 

diversify except pushed by siblings who are risk-takers (Odguwa & Egwakhe, 2020).  The 

convergent of views of family and nonfamily members will ensure balance opinions of the 

business and accelerate constructive conflicts.  Unlike nonfamily members, family members 

are difficult to persuade to get involved in family business, which was why Vozikis, Weaver, 
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Gibson and Dickson (2010) outlined three significant factors that moderate the willingness of 

family members to get involved in family business: (i) family cultural characteristics, which  

include parental wishes, family cultures, values, supports and strong cohesiveness;  (ii) 

individual characteristics including perceived business benefits, member‘s socialization, early 

involvement, acceptance of family system and work ethics; (iii) uncertainty in external 

environmental factors such as labour and capital market and alternative employment.  With 

rising rate of unemployment and high cost of capital today it is more pertinent that family 

cultural and individual characteristics be on the front banner in the career process of family 

members.  Key effect of getting family members involved is the flexibility to pull resources 

for developmental or expansion of business/product lines and the contribution of skills and 

knowledge, which can become a formidable source of human capital development.   

 

Gill and Kaur (2015) examined relationship between family involvement in business and 

financial performance of companies listed in S&P BSE 500 Index from 2006-2010 using a 

cross-sectional longitudinal analysis that employed two-way fixed effect panel model and 

two-stage least square regression.  The finding indicated that family involved businesses were 

associated with superior financial performance.  Songini and Vola (2015) in an exploratory 

research using longitudinal analysis of case study examined the role of involvement of 

professional nonfamily members and use of managerial mechanism in succession process in 

medium-size family business in Europe.  The finding indicated that strategic planning and 

management control systems were introduced to assist the firms cope with environmental 

complexities and agency conflicts.  Ayranci (2010) earlier found that family involvement has 

significant negative effect on managerial and financial institution in a study of family 

members‘ involvement in institutionalisation of family business in four large cities of Turkey 

using 46 organised industrial zones with participation of 379 family businesses.  This does 

not negate the benefits of involvement but indicated the unwillingness of the family to 

relinquish control of the business to the public.  Adjei, Eriksson, Lindgren and Holm (2019) 

demonstrated that family relationship matters for firm‘s performance with longitudinal 

research 2002-2012 using private firms employing up to 50 employees in Sweden.  The 

results indicated that children and spouses show positive relationship with performance 

whereas siblings of entrepreneur showed no significant relationship with performance. 

 

3.2 Professionalization of family business 

As family business grows and expands with more people getting on board, the need for 

professional advice and management become obvious.  There is no consensus on what 

constitutes professionalization in family business neither is there a template for how business 

should be professionalised.  Literature seems to lean on formalisation of business structures 

and processes (Onuoha, 2012; Stewart & Hitt, 2012); transition from family to inclusive of 

nonfamily management (Kislik, 2020); short-term planning and spontaneous decision making 

to long term strategic and systematic decision making process (Dekker, Lybaert, Steijvers & 

Depaire, 2013; Brenes, Madrigal & Requena, 2009); involvement of professional nonfamily 

members and the adoption of managerial mechanism in the administration of family business 

(Songini & Vola, 2015); implementation of mechanisms to separate ownership, control and 

management to allow for taking of rational and impartial decisions  Oliveira, Miranda & 

Mendes-Da-Silva, 2017).  Hall and Nordqvist (2008) disagreed with the notion of describing 

professionalization by the involvement of nonfamily professional member as this is not 

exclusive to nonfamily members.  Similarly, Dekker, Lybaert, Steijvers and Depaire (2013) 

advocated for multidimensional constructs such as implementing human resource control 

system and decentralisation of authority.  Sandu (2019:3) offered an all embracing 

description of professionalization of family business as ‗a multidimensional process of 
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transforming a young and informal family business into a modern formal and more complex 

organisation that is able to integrate the family, business and ownership subsystems to fulfil 

its continuity and renewal objectives‘.   

 

Professionalization and corporate governance seem to be used interchangeably in family 

business literature but the later is a narrow construct of the former.  Brenes, Madrigal and 

Requena (2009) described corporate governance as a formal control structure that delineates 

powers among business, ownership and management to enable them make rational and 

impersonal decisions.  By this definition, corporate governance is an aspect of 

professionalization of family business.  Attempts have been made on how and when small 

family businesses can be professionalised (Kislik, 2020; Sandu, 2019; Dekker, Lybaert, 

Steijvers & Depaire, 2013; Ramachandran & Bhatnagar, 2013).  There is consensus that 

professionalization can be introduced at any stage but not later than the third generation.  A 

new or existing partner who envisages the need may trigger the process of 

professionalization.  It could come in the form of recruitment of skilled personnel to advise, 

handle crises, clear misunderstanding, coordinate business processes or the setting of 

standards and ethics and ensuring compliance on continuous basis.  It also requires the setting 

up of necessary governance structure such as stockholders assembly, board of directors, 

family meeting, family and business councils to regulate and control performance of 

business.  

 

The need for professionalization as it applies to family business has been sufficiently stressed 

(Herrero, 2017; Oliveira, Miranda & Mendes-Da-Silva, 2017; Onuoha, 2012).  The major 

issue arising from the implementation in small family business is the cost of governance, 

which can be achieved with strong emphasis on flexibility (Beattice, 2018).  Brenes, 

Madrigal and Requena (2009) in a study of corporate governance and performance of 22 

family-owned companies in Latin America found that family and business councils were 

necessary from second generation to deal with growth, accountability and conflict related 

problems.  Tadu and Chiguvi (2019) examined impact of family business governance on 

sustainability and continuity of family business in Botswana with sample of 144 out of 243 

family owned businesses in Gaborone and Francistown.  The finding showed a weak positive 

relationship between governance and sustainability and continuity of family business in the 

area.  The finding indicated that family governance structure was not fully utilised in 

Botswana hence the need to emphasis governance structure for sustainability and continuity 

of the business.   

 

Oliveira, Miranda and Mendes-Da-Silva (2017) investigated the process of 

professionalization and governance of two family-owned companies in Brazil.  The 

longitudinal research was conducted between 2007 and 2014 using 17 semi-structured 

interviews.  Content analysis of the data suggested that professionalization and governance 

mechanisms were advanced during crisis, transition, conflicts and difficulties to overcome the 

problems of sustainability and continuity.  Thus, professionalization and governance 

mechanisms were adopted as survival strategies.  Onuoha (2012) examined the extent family 

business were managed professionally in 2000 selected family in other to adopt best 

management practices.  The finding indicated that majority of the business were not 

professionalised; there were unregistered and recruitment, training and wage policies were 

poor.  Osanwonyi and Tafamel (2010) examined options for sustaining small and medium 

scale family enterprises in Edo State, Nigeria.  The survey sampled 135 out of 270 

owners/managers of garri process and poultry and bakery business through structured 

questionnaire.  Analyses of the data identified poor managerial skills/knowledge, poor 
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records keeping, weak access to finance, and inconsistent policies as responsible for poor 

performance of the business. 

 

3.3 Effective communication 

Communication is central to every business activity.  A growing business needs to 

communicate well in order to organize and control its human and material resources 

effectively.  Communication in family business varies with stages of the business life cycle.  

Azoury and Sleiaty (2013) observed that small family startups have weak communication 

because they engage less in internal communication.  Consequently, many of the problems 

the business encounter at this stage are consequences of weak communication (Cho, 

Limungaesowe & Vilardndiisoh, 2018).  Castoro and Krawchuk (2020) affirmed that 

ineffective communication accounts for 60percent of the failure of family business to transit 

beyond first generation.  Leil and Zeher (2018) posited that where communication is 

effective, conflict is low.  The value of communication in family business is enormous yet it 

is least emphasised.  As the business strives for professionalization there should be a 

paradigm shift in the way small family businesses communicate.  Communication should be 

formal, open and engaging.  The business should develop the capacity to use communication 

to build trust, galvanise supports, resolve conflicts and drive performance.   

 

Barroso, Sanguino, Botero, Gonzalez-Lopez and Buenadicha (2019) established connection 

between communication in family business and performance when their study of exploring 

family business brands: Understanding predictors and effects revealed positive correlation 

between family business brand and revenue generation.  Similarly, Motwami (2016) observed 

that the way communication is integrated in family business has connection with performance 

objectives.  Grytsaieva and Strandberg (2016) examined communication in three small and 

medium scale family enterprises in Sweden in order to identify the incident of 

communication and information sharing.  The qualitative multi-case study revealed that 

effective communication creates awareness, belongingness and commitment among 

members.  However, trust-related and time-related issues were identified as barriers to 

effective communication.  Also, information about general future plans, product 

development, investment plan, succession plan, decisions that might affect job security are 

not shared with nonfamily members.  Obviously, family business is not known for open 

communication with nonfamily members but the necessary information required to create 

shared purpose, vision and synergy with nonfamily members must be effectively 

communicated.  Michael-Tsabari and Weiss (2015) investigated the impact of inefficient 

interpersonal communication on family peace during succession process.  The finding 

revealed that deficiency in communication stalls transition process and reduces firm 

harmony.   

 

3.4 Succession planning and training 

Literature is replete of the problem of succession in family business.  Succession has been 

identified as the process of transfer of control and ownership of business from one generation 

to another (Nnabuife & Okoli, 2017).  Succession generally is an important factor for 

continuity of the business as well as sustenance of family value (Cho, Limungaesowe & 

Vilardndiisoh, 2018).  Owners of family business cannot afford to leave succession to chance.  

Early and effective succession planning will help the business identify and equip the 

successor with skills and knowledge necessary for business success.  The process of 

succession varies with culture of the family (Obadan & Ohiorenoya, 2013).  While it is 

important that the successor posses some form of interest and knowledge of the trade, some 

families prefer male successor to female, firstborn to other siblings.  Age has been identified 



The Academy of Management Nigeria 

 201 

as significant for male-led family business while size and formality of the business structure 

are significant for female-led business.  Also, individual characteristics, nature of the 

business and environmental factors influence the choice between male and female successors 

(Harveston, Davis & Lyden, 1997).  The preference for firstborn male in African is cultural.  

The firstborn male is trained to take-over the headship of the family.  Aldamiz-Echevarria, 

Idigoras and Vicente-Molina (2017) examined gender issues related to succession in family 

business through qualitative research based on 60 in-depth interviews of CEOs and their 

successors.  The finding indicated gender was not considered an obstacle to succession 

though there were more male successors to female.   

 

Also, birth order only influences succession where the firstborn is male (Aldamiz-Echevarria, 

Idigoras & Vicente-Molina, 2017).  Educational background, experience and family 

requirements are now given considerations.  Training cannot be detached from succession 

process.  Mehrabani and Mohamad (2011) identified training, supports of management, 

positive vision, clear career path development, strong organisation‘s culture and financial 

condition as well as flat structure as factors that exert significant influence on implementation 

of effective succession plan in private banks in Iran.  Utami (2019) in a comparative survey 

of second and third generation family businesses in Indonesia concluded that personality, 

ownership, family and management system influence succession process in the third 

generation whereas in the second generation only personality system influences the process.  

Ghee, Ibrahim and Abdul-Halim (2015) surveyed 55 second and third generation firms in 

Malaysia.  The survey employed descriptive, correlation and regression analyses and found 

that relationships between family members, values and beliefs and successors‘ training 

significantly influence performance level of family business.  In Nigeria, the findings tend to 

support the fact that majority of small family business neither plan for succession nor 

consider the competence of next leaders (Nnabuife, & Okoli, 2017; Obadan & Ohiorenoya, 

2013).  

 

Ofobruku and Nwakoby (2015) in a study of influence of mentoring on performance of 367 

employees in family business in construction industry in Abuja, Nigeria through a mixed 

research method and Pearson Correlation Coefficient analysis found that mentoring career 

support had positive effect on employee performance.  Onyeukwu and Jekelle (2019) in a 

study of leadership succession and sustainability of 298 registered small family business in 

Onitsha and Nnewi, Southeast Nigeria using Pearson Product Moment Correlation 

Coefficient and paired sample t-test found that mentoring and human capital development has 

significant influence on sustainability of small family owned business.  Akpan and Ukpai 

(2017) in a survey of influence of succession planning on survival of 120 small business 

owners in Markudi, Nigeria found that training is significant for durability of small business 

but observed no significant difference in mean response between female and male business 

owners.  Nnabuife and Okoli (2017) examined the place of succession planning in the 

sustainability of 50 incorporated and 225 unincorporated family owned business in Anambra. 

The survey research employed the use of questionnaire for the collection of data, which were 

analysed by means of Pearson Product Moment Correlation Coefficient and t-test.  The 

findings showed that mentoring has significant relationship with sustainability and there was 

no significant difference between the perception of incorporation and incorporation on 

succession planning.  Mentorship was proposed as workable strategy for gradual transfer of 

power and control.  Brien and Hamburg (2014) examined sustainable strategies supporting 

small and medium scale enterprises.  The theoretical paper advocated for the SMEs to 

possess sustainable approach to development through purposeful training and collaboration to 

satisfy future and emerging needs. 
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3.5 Conflict resolution 

Conflict is one of the major problems family business must be prepared to deal with as long 

as the various stakeholders continue to share divergent views.  Conflict is a state of divergent 

views.  It is an expression of opinion that is mutually incompatible (Fahed-Sreih, 2018).  By 

its nature, family business poses a fertile habitat for both family and business conflicts.  

Leaders of family business are also family members therefore they are expected to perform 

multiple roles which often results in rivalry between siblings (Shonk, 2019).  Conflict is one 

phenomenon business do not desire to have (particularly destructive and dysfunctional 

conflicts), but studies have shown that constructive and functional conflicts are helpful to 

instil healthy debate for a better approach to solving business problem (Nose & Suchy, 2011; 

Stoilkoveka, 2011).  Literature have identified business strategies, process flow, structure, 

succession and agency areas that generate conflict in family business (Caputo Merzi, 

Pellegrinii & Rialti, 2018).  Therefore as business traverse these areas, care must be taken to 

deescalate destructive and dysfunctional conflicts and encourage manageable constructive 

conflicts.   

 

Studies have shown that businesses that have conflict resolution mechanisms installed resolve 

conflicts swiftly and thus escape the negative consequences of protracted conflicts (Dias & 

Eracides, 2018; Alderson, 2015). Caputo Merzi, Pellegrinii and Rialti (2018) using 

bibliometric analysis and systematic review of literature consisting of 271 entries from web 

of science, EBSCO and Scopus databases found that literature on conflicts in family business 

cluster in three segments: organisation, firm‘s growth and family control.  All three areas are 

connected with performance.  Thus, they established link between conflict and performance 

of family business.  Olayinka, Agbaeze and Eluka (2018) assessed the use of family‘s elders‘ 

forum in amicable conflict resolution in 531 family businesses.  The descriptive analysis 

confirmed the use of family elders‘ forum as useful platform for conflict resolution.  Other 

studies confirmed the used of mediation (Dias & Eracides, 2018); collaboration, 

accommodation and compromise as conflict resolution strategies with better results 

(Stoilkoveka, 2011).  Alderson (2015) advocated for effective governance to reduce conflict 

and use of family constitution to deal with issues of control, separation, compensation and 

structure.  Additionally, business firm will rid itself of conflicts if managers strive to be 

transparent, consult advisers and communicate effectively.     

 

4.0 Methodology 

The study sampled 39 small family businesses across the three Senatorial Districts of Cross 

River State, Nigeria using mixed research design.  Prior to the conduct of this research, 71 

businesses were listed and background checks conducted on their ownership, history, major 

developments and performance.  In the process, 32 businesses were screened out for failing 

the family business test (must be controlled by family or held in trust for a family and must 

have gone beyond the founder‘s stage).  The remaining 39 businesses were 11 hotels, 4 

cottage hospitals, 4 bakeries, 6 gasoline stations, 8 pharmaceuticals, 2 agro-processing firms, 

2publishing firms and 2 private schools.  They had in their payroll between 5 and 20 

employees who are family and nonfamily members.  Data were derived from employees and 

CEOs of the businesses through interview.  The interview schedule was scaled in 5-point 

likert-type suitable for scoring the interviewees as follows: strongly agree (5), agree (4), 

undecided (3), disagree (2), strongly disagree (1).  The scoring was done by the researchers 

after the interviewees had responded to the items.  The instrument was duly tested for 

reliability using Alpha Cronbach Coefficient.  The instrument measured 6 major constructs of 

the investigation with 5 variables each.  The internal consistency for each variable and inter-
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items were greater than 0.9 indicating very strong reliability.  The researchers examined the 

validity of the instrument qualitatively and were satisfied with the content and construct 

validity.  From the data gathered, 321 interviewees participated in the interview as follows: 

49 CEOs and 272 employees.  The data gathered were examined for redundancy using 

exploratory factor analysis, and hypothesis tested for significance using standard multiple 

regression analysis.    

 

Hypothesis 

H0: Small family business best practices have no significance influence on sustainable 

growth 

 

Regression model 

Y = α + β1x1 + β2x2 + β3x3 + β4x4 + β5x5 + Ɛ ………………………………….…equ. 1 

SGRT  =  α + INVMβ1 + PROFβ2 + SPLNβ3 + CNFLβ4 + EFCMβ5 ……………equ. 2 

Where   Y = Sustainable growth (SGRT) 

      α = Constant 

    β(i=5) = Involvement (INVM), Professionalization (PROF), Succession planning 

(SPLN), Conflict resolution (CNFL), Effective communication (EFCM) respectively 

    SGRT = Consistent profit growth overtime plus profit ploughed back   

 

5.0 Data presentation and analysis 

Table 1 presents the research data (See appendix).  It was computed from the responses 

obtained from the respondents, and analysed into 5-point likert-type scale category of 

strongly agreed, agreed, undecided, disagreed and strongly disagreed.  The six major 

variables of the study had 5 sub-variables each well coded for software analysis.  The total 

number of respondents was 321.  The analysis indicated the number of respondents that were 

scored each option of the respective sub-variables.  The mode shows the decision of majority 

of the responses.  Mode was used to avoid the controversy associated with the use of mean of 

ordinal data (Agresti, 2013).  The value of mode for most of the variables was 4 indicating 

agreement of the respondents with the items.   However, the values of mode staggered 

between and 4 for all the sub-variables of conflict construct and two of effective 

communication construct (openness of communication and internal communication).  This 

implies weak agreement of the respondents with the items.  

 

Table 2 presents Kaiser-Meyer-Olkin and Bartlett‘s tests together with Cronbach Alpha 

coefficient for reliability of the instrument. The KMO statistics for all the items and inter-

items were greater than 0.8 indicating the adequacy of the sample.  The values of Bartlett‘s 

test of sphericity for all the items were p<.001 indicating that the correlation matrix was not 

an identity matrix therefore suitable for factor analysis. The Cronbach Alpha Coefficients for 

each variable and all items were greater than 0.9 indicating reliability of the instrument.  

 

Table 3 shows pattern and structure matrix for principal component analysis with Oblimin 

two factors solution (see appendix).  Prior to use of principal component analysis, Kaiser-

Meyer-Olkin and Bartlett‘s tests were conducted and the suitability of the data for factor 

analysis confirmed also, the pattern of relationship existing between the variables was 

established through correlation matrix values ranged between 0.5 and 0.7.  This confirmed 

the presence of linear relations between the variables devoid of the problems of singularity 

and multicollinearity.  Two principal factors with total eigenvalues of 22.909 and 1.434 

respectively were extracted explaining 76.363% and 4.779% of variance.  The two factors 

were retained after the results of parallel analysis confirmed the two components with 
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eigenvalues above the corresponding criterion values for randomly generated data matrix of 

the 30 sub-variables by 321 respondents.  The retained components explained cumulative 

variance of 81.142%.  Oblimin rotation test was conducted to aid in the interpretation of the 

two components.  The rotated solution indicated a simple structure with both components 

showing numbers of strong loadings and all variables loading largely only one component.  

All the convergent correlations demonstrated values between .489 and .962 higher than the 

discriminant correlations for the respective construct.  This is an indicated of existence of a 

moderate and acceptable goodness of fit implying unidimensionality of the items loaded on 

the factors. 

 

 

Prior to the conduct of regression analysis, the dataset was examined for outlier, normality, 

multicollinearity and singularity.  The Kolmogorov-Smimov and Shapiro-Wilk statistics was 

significance (sig. .000 value <0.005), was violation of the normality assumption, which 

Pallant (2016) confirmed was common with large sample size (n>200).  Therefore, the 

normal probability plot of regression standardised residual and scattered plot were checked 

for outlier and normality.  The scores on the histograms did not fall on the extremes rather 

they were reasonably even slope; the distribution was within the normal limit of 3.3 and -3.3 

and probability plots showed straight lines suggesting normality of the distribution and 

absence of outlier.  The values of correlation between the independent variables were also 

checked against sustainable growth variable.  The values correlations were higher than 0.3 

but less than 0.7.  Also, the tolerance values of .228, .325, .188, .187 and .518 were higher 

than the limit of 0.1.  Conversely, the variance inflation factors of 4.383, 3.081, 5.322, 5.351 

and 1.929 were all less than the limit of 10, and confirmed the absence of the problems of 

multicollinearity and singularity.  Therefore the output of the standard multiple regression as 

presented on Table 4 was considered valid.  The model revealed R square value of .830 

indicating that 83 percent of the variance in sustainable growth of the sampled small family 

business was occasioned by the independent variables: involvement, professionalization, 

succession planning, conflict resolution and effective communication.  The value of analysis 

of variance (ANOVA) was statistically significant (sig. .000 p.<.05).  Thus, the hypothesis 

that small family business best practices have no significant influence on sustainable growth 

was rejected in favour of the alternative.  Consequently, the contribution of each of the 

independent variables to the overall model was examined.  The parameters indicated that 

succession planning contributed 39.7percent to sustainable growth of the firm, involvement 

29.2 percent, followed by effective communication 12 percent, professionalization 10.2 

percent and conflict resolution 9.7 percent.  These were all significant indicating that the 

constructs of global best practices of small family business were apt for the study. 

 

 

 

Table 2: Kaiser-Meyer-Olkin and Bartlett’s tests 

Variable KMO  

MSA 

Bartlett‘s test of sphericity Cronbach 

Alpha  Approx. chi square df P-value 

Involvement .851 1468.020 5 .000 .939 

Professionalization .812 2015.796 5 .000 .961 

Succession planning .849 1464.442 5 .000 .931 

Effective communication .869 2135.975 5 .000 .957 

Conflict resolution .869 1288.295 5 .000 .924 

Growth .886 1279.803 5 .000 .921 

All item .989 18448.359 30 .000 .989 
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6.0 Discussion of findings  

This study tests the hypothesis that small family business best practices have no significance 

influence on sustainable growth.  Data analysis confirmed involvement of family and 

nonfamily members, professionalization of the business, succession planning, effective 

communication and conflict resolution as major constructs of family business practices.  

Empirical evidence from family business literature supports their scope as global best 

practices (Cambell, Jeong & Griffin, 2019; Onyeukwu & Jekelle, 2019; Oliveira, Miranda & 

Mendes-Da-Silva, 2017; Grytsaiera & strandberg, 2016; Alderson, 2015). The multiple 

regression model indicated a substantial R-Square value of 0.830 implying that the variables 

jointly explain 83percent of the variance in sustainable growth of small family business.  The 

model was significance with p-value .000 < .05 leading to the rejection of the null hypothesis 

in favour of the alternative that small family business best practices have significance 

influence on sustainable growth.  Assessment of the contribution of each variable to the 

model revealed that all the variables were significant with p-value .000<.05, and succession 

Table 4: Regression analysis for influence of small family business best practices and 

sustainable growth 

Model Summary
b
 

      Change Statistics 

Mode

l 

R R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

R 

Square 

Chang

e 

F 

Change 

df1 df

2 

Sig. F 

Change 

Durbin

-

Watson 

1 .91

1a 

.830 .827 .462 .830 307.730 5 31

5 

.000 .342 

Coefficients
a
 

  Unstandardized 

Coefficients 

Standardized 

Coefficients 

 

 

 

 

Collinearity  

Statistics 

Mode

l 

 

B 

Std. 

Error 

Beta t Sig. 

Tolerance VIF 

1 (Constan

t) 
.412 .076  

5.43

0 
.000   

 INVM 
.256 .043 .292 

6.00

0 
.000 .228 

4.38

3 

 PROF 
.094 .037 .102 

2.50

9 
.001 .325 

3.08

1 

 SPLN 
.337 .045 .397 

7.40

4 
.000 .188 

5.32

2 

 CNFL 
.087 .048 .097 

1.80

5 
.002 .187 

5.35

1 

 EFCM 
.106 .029 .120 

3.72

8 
.000 .518 

1.92

9 

ANOVA
a
 

Mode

l 

 Sum of Square Df Mean of 

Square 

F Sig. 

1 Regression 328.789 5 65.758 307.730 .000
b
 

 Residual 67.311 315 .214   

 Total 396.100 320    

a. Dependent Variable: SGRT 

b. Predictors: (Constant): INVM, PROF, SPLN, CNFL, EFCM, 
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planning contributing 39.7percent followed by involvement 29.2 percent, effective 

communication 12 percent, professionalization 10.2 percent and conflict resolution 9.7 

percent. 

 

Accordingly, succession planning/training was significance for sustainable growth of small 

family business.  The finding shows that the successor has a role in developing the interest; 

training is significance in equipping the successor with competence and the business in the 

development and implementation of the plan.  Businesses that have consistently implemented 

succession plans showed evidence of stable growth.  This confirms the results of several 

studies that succession planning and training affect sustainability (Onyeukwu & Jekelle, 

2019; Fatunmbi, 2017); durability (Akpan & Ukpai, 2017); and performance of small family 

business (Ghee, Ibrahim & Abdul-Halim, 2015; Sharma & Dave, 2013).  It is not surprising 

that succession planning contributed most to the model.  The succession process is extremely 

important not only for growth but survival of the business.  The study also found that 

involvement of family and nonfamily members is significance for sustainable growth of small 

family business.  Involvement of family members in family business has for long been 

encouraged because of their emotional attachment to the business as shown in the finding of 

the study of Cambell, Jeong and Griffin (2019).  This emotional attachment is the inducement 

required for family members to make the difference in the performance of the family business 

as found in Ayranci (2010).  The study shows that the involvement of nonfamily members 

complements the former, and businesses that had nonfamily managers had better corporate 

images implying professional management.  The finding supports the work of Songini and 

Vola (2015) that nonfamily members‘ involvement brings major expertise and 

professionalization to the family business.   

 

Effective communication was third significant contributor to the model, contributing 

12percent variation to the growth model.  The finding corroborates the outcome of the 

research by Grytsaieva and Strandberg (2016) that effective communication is significant for 

the performance of small scale family business, and the finding of Michael-Tsabari (2015) 

that deficiency in communication stalls transition process and correlates very negatively with 

performance.  Notwithstanding, the study observed that communication is not effective in all 

aspects of small family business.  Openness of communication with employees particularly 

with nonfamily members was not that opened.  Also, internal communication was weak.  The 

finding agreed with Grytsaieva and Strandberg (2016) that certain aspects of small family 

business are shrouded with secrecy that might undermine performance.  The variable 

professionalization contributed 10.2 variant to the sustainable growth model.  The finding 

underscores the importance of professionalization of the business.  The finding aligns with 

the result of Sandu (2019) that professionalization of family business is necessary for 

continuity and renewal of the business.  Also, the finding is in agreement with Tedu and 

Chiguvi (2019) that a positive but weak relationship exists between corporate governance and 

sustainability and continuity of small family business for the reasons that the businesses were 

not fully professionalised.  The finding also corroborates the outcome of the work of Oliveira, 

Miranda and Mendes-Da-Silva (2017) professionalization and family business governance 

mechanisms are related to sustainability and continuity problems.  The finding supports those 

of Ramachandran and Bhatnagar (2013), Onuoha (2012) and Osanwonyi and Tafamel (2010) 

that non implementation of professionalization mechanisms accounted for poor performance 

of small family businesses.  Finally, the study found significance influence of conflict 

resolution mechanisms on sustainable growth of small family business.  Though the variable 

made the least contribution to the growth model because of absence of strong conflict 

resolution mechanisms, the contribution was however positive and significance.  The finding 
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aligns with the study of Olayinka, Agbaeze and Eluka (2018), Dias and Eracides (2018), 

Alderson (2015) and Osibanjo, Abiodun and Obamiro (2011) that the use of mediation, 

arbitration and elders‘ forum as conflict resolution mechanisms have significant correlation 

with survival of family business. 

 

7.0 Recommendations 

1. Owners of small family businesses should plan, implement and train people who will 

succeed them.  The successors should be required to take active part in the succession 

process so as to develop the interest to commit to leading the business to sustainable 

growth.  

2. Owners of small family businesses should involve family and nonfamily members in the 

running of the business because each group of people make unique contributions to grow 

and sustain the business. 

3. Managers or Chief Executives of the businesses should ensure effective information 

sharing with the stakeholders and use communication to build trust and engagement 

among the stakeholders.   

4. Owners of small family business should ensure the business utilises necessary professional 

and governance mechanisms such as formal registration of the business, separation of 

management from ownership, involve nonfamily professional members and set in place 

conflicts resolution mechanisms for continuity and growth of the business. 

5. The owners and managers of the business should proactively prevent when possible or 

resolve dysfunctional conflict and promote constructive conflicts capable of generating 

ideas that will promote and sustain growth. 

 

8.0 Conclusion 

Small family business cannot afford to ignore global best practices and expect to grow 

sustainably.  Planning for succession, involvement of family and nonfamily members, 

effective communication, professionalization of the business and conflict resolution have 

proven to be significant contributors to sustainable growth of the business.   

 

 

References 

Adedayo, S. O., Olanipekun, O. J. & Ojo, (2016).  Planning for succession and firm 

sustainability: Evidence from family owned business in Lagos and Ogun States, 

Nigeria.  European Journal of Business and Management, 7, 1-6. 

Adjei, E. K., Eriksson, R. H., Lindgren, U. & Holm, E. (2019). Familial relationships and 

firm performance: the impact of entrepreneurial family relationships. 

Entrepreneurship & Regional Development, 31(5-6), 357-377 

https://doi.org/10.1080/08985626.2018.151 

Agresti, A. (2013). Categorical data analysis (3
rd

 ed,).  New Jersey: John Wiley & Sons.  

Akpan, P. I. & Ukpai, A. K. (2017).  Succession planning survival of small scale busineses in 

Benue State.  International Journal of Scientific and Research Publications, 7(2), 

408-411.  

Aldamiz-Echevarria, C., Idigoras, I. & Vicente-Molina, M. (2017). Gender issues related to 

choosing the successor in family business. European Journal of family Business, 7, 

54-64 

https://doi.org/10.1080/08985626.2018.151


Proceedings of the 14th Annual International Conference  

 208 

Alderson, K. (2015).  Conflict management and resolution in family owned businesses: A 

practitioner focused review. Journal of Family Business Management, 5(2),140-156 

https://doi.org/10.1108/jfbm-08-2015-0030 

Ayranci, E. (2010).  Family involvement and institutionalization of family businesses: A 

research.  Business and Economic Horizons, 3(3), 88-104 

Azoury, A. & Sleiaty, F. (2013). Employee engagement in family and nonfamily firms.  

International Strategic Management Review, 1(1-2), 11-29. 

https//doi.org/10.1016/j.ism.2013.08.002 

Barret, M. (2014).  Theories to define and understand family firm.  In H. Hasan (Eds.)  Being 

practical with things:  A window into business research (pp. 168-170).  Wollongong 

Australia. https//eureka-conneotonfiles-wordpress.com/2014/…jan2014-vs.pdf 

Barroso, M. A., Sanguino, G. R., Botero, I. C., Gonzalez-Lopez, O. R. & Buenadicha, M. M. 

(2019).  Exploring family business brands: Understanding predictors and effects. 

Journal of Family Business Strategy, 10(1), 57-68. Doi:10.1016/j.jfbs.2019.01.005 

Beattice, P. M. (2018).  Small family-owned firms: The challenge of corporate governance.  

Grima, S. & Marano, P. (Ed.).  Governance and regulations contemporary issues.. 

Contemporary Studies in Economics and Financial analysis, 99, 1-18 

Brenes, E. R., Madrigal, K. & Requena, B. (2009). Corporate governance and family business 

performance.  Journal of Business Resources, 64(3), 280-285   

Brien E, O. & Hamburg, I. (2014).  Supporting sustainable strategies for small medium scale 

enterprises through training, cooperation and mentoring.  Higher Education 

Studies,4(2), 61-69. 

Campbell, R. J., Jeong, S. & Graffin, S. D. (2019).  Born to take risk? The effect of CEO 

birth order on strategic risk taking.  Academy of Management Journal, 62(4) 

http//doi.org/10.5465/amj.2017.0790 

Caputo, A., Marzi, G., Pellegrini, M.M.& Rialti, R. (2018). Conflict management in family 

businesses: A bibliometric analyses and systematic literature review.  International 

Journal of Conflict Management, 29(4), 519-542 https://doi.org/10.1108/ijcm-02-

2018-0027 

Castoro, A. & Krawchuk, F. (2020).  Tension in family business and how to work through 

them.  Harvard Business Review Accessed from https://hrbr.org 

Cho, N. M., Limungaesowe, S. & Vilardndiisoh, A. (2018).  Examining the effect of 

succession planning on sustainability of family business in Cameroon.  

International Journal of Business and Management Invention, 7(5), 52-62. 

Dekker, J., Lybaert, N., Steijvers, T. & Depaire, B. (2013). The effect of family business 

professionalization as multidimensional construct on firm performance.  Journal of 

Small Business Management, 53(2)  https://doi.org/10.111/jsbm.12082 

Dias, M. & Eracides, D.J. (2018).  Overcoming succession conflict in a limestone family 

business in Brazil.  International Journal of Business and Management Review, 

6(7), 58-73  

Efendy, K. I. (2018). The dynamic of family business conflict: the underlying factors, parties‘ 

conflict behaviour, and the role of nonfamily executives in Indonesia.  PhD thesis of 

School of Management, Queensland University of Technology Business School.  

https://doi.org/10.1108/jfbm-08-2015-0030
https://doi.org/10.1108/ijcm-02-2018-0027
https://doi.org/10.1108/ijcm-02-2018-0027
https://doi.org/10.111/jsbm.12082


The Academy of Management Nigeria 

 209 

Fahed-Sreih, J. (2018). Conflict in family businesses. (pp. 53-78).  In:  Conflict in family 

business. Labanon: Palgrave Macmillan. https://doi.org/10.1007/978-3-319-62852 

Fatunmbi, O. M. (2017). Executive competency and sustainability of family-owned 

enterprises in Lagos and Ogun States, Nigeria. Imperial Journal of Interdisciplinary 

Research, 3(2), 192-197 

FOBI (2019). Family firm facts: Global impact. Grand Valley State University. Accessed 

from https://gvsu.edu/fobi/family-firm-facts.html 

Ghee, W. Y., Ibrahim, M. D. & Abdul-Halim, H. (2015).  Family business succession 

planning:  Unleashing the key factors of family business performance.  Asian 

Academy of Management Journal, 20(2), 103-126. 

Gill, S. & Kaur, P. (2015). Family involvement in business and financial performance: A 

panel data analysis.  The Journal for Decision Makers, 40(4), 395-420. Doi: 

10.1177/0236090915605756  

Grytsaieva, T. & Strandberg, J. (2016).  Communication in family business: Relationship 

between family and nonfamily managers. A Master thesis of International Business 

School, Jonkoping University.  

Hall, A. & Nordqvist, M. (2008). Professional management in family business: Toward an 

extended understanding. Family Business Review, 21(1), 51-69 

Harveston, P. D., Davis, P. S. & Lyden, J. A. (1997). Succession planning in family business: 

The impact of the owner gender.  Family Business Review. 10(4), 373-396. 

Herrero, I. (2017). Family involvement and sustainable family business: Analysing their 

effects on diversification strategies.  Sustainability, 9(2099), 1-20.  https://doi.org/ 

10:3390/su9112099 

Kislik, L. (2020). How to make family business more professional.  Harvard Business 

Review.  Accessed from https://hbr.org 

Leil, G. & Zeher, A. (2018).  Intergenerational communication in family firm succession.  

Journal of Family Business Management, 8(1), 1-9 

Mehrabani, S. E. & Mohamad, N, A. (2011).  Identifying the important factors influencing 

the implementation of succession planning.  International Conference on 

Information and Finance IPEDR 21. Singapore: IACSIT Press 

Michael-Tsabari, N. & Weiss, D. (2015).  Communication traps: Applying game theory to 

succession in family firms. Family Business Review, 28(1), 26-40.  

https://doi.org/10.1177/0894486513497506 

Motwani, B. (2016).  Impact of factors of family business on performance: A PLS-SEM 

study.  Journal of Entrepreneur & Organisation Management, 5(2), 183-193. 

Nnabuife, E. K. & Okoli, I. E. (2017).  Succession planning and sustainability of selected 

family owned business in Anambra State, Nigeria.  European Journal of Business 

and Management, 9(34), 155-167. 

Nnabuife, E. K. N., Nwogwugwu, N. O. & Okoli, I. E. (2019). Polygamy and family owned 

business succession in Nigeria.  International Journal of Management Excellence, 

13(1), 1891-1897. 

Nose, L. & Suchy, D. (2011). Conflict in family firm: State of the art and perspective for 

future research.  Journal of family Business Management, 1(2), 130-153 

https://hbr.org/
https://doi.org/


Proceedings of the 14th Annual International Conference  

 210 

Obadan, J. A. & Ohiorenoya, J. O, (2013).  Succession planning in small business enterprises 

in Edo State. European Scientific Journal, 9(31), 64-76. 

Oduguwa, A. S. & Egwakhe, J. A. (2020). Birth-effect and performance of selected small and 

medium scale enterprises (SMEs) owners in Ogun State, Nigeria.  International 

Journal of Multidisciplinary and current Research, 8(March/April 2020), 245-252 

Ofobruku, S. A. & Nwkoby, N. P. (2015).  Effects of mentoring on employee performance in 

selected family business in Abuja, Nigeria.  Singaporean Journal of Business, 

Economics and Management Studies, 51(2681), 1-22. 

Olayinka, A.A, Agbaeze, E. K. Eluka, J.C. (2018). Family elders‘ forum and amicable 

conflict resolution of family business.  International Journal of Business Economics 

and Entrepreneurship Development in Africa, 10(4&5), 78-93 

Oliveira, J. L., Miranda, S.R. & Mendes-Da-Silva, W. (2017).  The process of 

professionalization and governance in long lived family-owned companies: 

Advances and challenges.  Revista spacious, 38(13), 4-16. 

Onuoha, B. C. (2012).  Professionalizing family businesses in South-East Region of Nigeria.  

International Business and Management, 5(1), 153-161. 

Onuoha, C. (2013). Challenges and problems of professionalizing family business in South-

East Nigeria.  American International Journal of Contemporary Research, 3(4), 

130-139    

Onyeukwu, P. & Jekelle, H. E. (2019). Leadership succession and sustainability of small 

family owned business in South-East Nigeria. Open Journal of Business and 

Management, 7(3), 1207-1224. 

Osanwony, I. O. & Tafamel, A. E. (2010).  Options for sustaining small and medium scale 

enterprises in Nigeria: Emphasis on Edo State.  African Research Review, 4(3b), 

192-211.     

Osinbanjo, A. O., Abiodun, A. J. & Obamiro, J. K. (2011). Succession planning and 

organisational survival: Empirical study of Nigeria Private Tertiary Institutions.  

Serbian Journal of Management, 6(2), 231-246. 

Pallant, J. (2016). SPSS survival manual (6
th

 ed.). New York: Open University Press. 

PwC (2019). Findings from Nigeria family business report 2018.  PwC Survey. Family 

Business Series. Accessed from https://www.pwc.com/ng 

Ramachandran, K. & Bhatnagar, N. (2013). Professionalization of family business, 

management, process and governance challenges.  Indian School of Business, 

WP3032864 Accessed from http://ssrn.com/abstract=3032864 

Sandu, P. (2019). A framework of family business professionalization.  International Journal 

of entrepreneurship, 23(1), 1-8 

Sarbah A. Xiao, W. (2015).  Good corporate governance: A must for family businesses.  

Open Journal of Business and Management, 3, 40-57 

http://dx.doi.org/10.4236/ojbm. 2015.31005 

Sharma, A. & Dave, S. (2013). Small scale family business succession and sustainability: A 

study in Chattisgarrh. SDMIMD Journal of Management, 4(2), 17-27 

Shonk, K. (2019). When family disputes require conflict resolution.  Harvard Law School 

daily blog. Program on negotiation. www.non.harvard.edu.org 

http://ssrn.com/abstract=3032864
http://dx.doi.org/10.4236/
http://www.non.harvard.edu.org/


The Academy of Management Nigeria 

 211 

Songini, L. Vola, P. (2015). The role of professionalization and managerialization in family 

business succession.  Management Control, 2015(1), 9-43. 

Stewart, A. & Hitt, M. A. (2012). Why can‘t a family business be more like nonfamily 

business?  Modes of professionalization in family firm.  Family Business Review, 

25(1), 58-86.  

Stoilkoveka, A. (2011). The challenges of family business. UTMS Journal of Economics, 

2(2), 181-187 

Tadu, R. & Chiguvi, D. (2019).  The impact of family governance on sustainability and 

continuity of family businesses in Botswana.  International Journal of Marketing 

Studies, 11(4), 113-118 doi:10.5539/ijms.v11n4p113 

Utami, C. W. (2019).  The difference pattern of succession between second generation and 

third generation family business in Indonesia: A review of the medium-size family 

business.  Review of Management and Entrepreneurship, 3(2), 133-153  

Vozikis, G., Weaver, M., Gibson, B. & Dickson, P. (2010).  The degree of family 

participation in a family business:  What prompts family members to get involve.  

AGSE, 967-980 

Walsh, M. (2014). Family businesses: an in depth look at communicative strategies used by 

firms to implement a shared value system within the work environment and 

projects, Communication Studies undergraduates publications, presentations and 

projects, 64  https://pilotscholars.up.edu/cst_stupudpub/64 

  

  

https://pilotscholars.up.edu/cst_stupudpub/64


Proceedings of the 14th Annual International Conference  

 212 

Sustainability Entrepreneurship and Economic Development in 

Nigeria 
 

 

Amadi, Lawrence Ph.D  

&  

Ihe, James Chima 

Department of Marketing, Faculty of Business Studies,  

Ignatius Ajuru University of Education, Nigeria. 

   amalaw2004@yahoo.com & chimaihe@yahoo.com 

 

 

Abstract 

This paper examined the relationship between sustainability entrepreneurship and economic 

development in Nigeria. The study adopted the correlational research design. A population of 

1,260 sustainable entrepreneurs was identified in the six states that make-up the south-south 

geopolitical zone while a sample size of 304 sustainable entrepreneurs was used for the 

study. Data were retrieved from 246 sustainable entrepreneurs in organic food and 

renewable industry in south-south geopolitical zone of Nigeria. A structured questionnaire 

was used to obtain data from the respondents. The data collected were analyzed using 

descriptive statistics while the hypotheses were tested using the Pearson Product Moment 

Correlation Coefficient. The analysis was done with the aid of SPSS version 22.0. The 

findings revealed that all the dimensions of sustainability entrepreneurship (organic food 

processing, renewable energy adoption and social entrepreneurship) have positive and 

significant relationship with economic development in Nigeria in terms of increase in per 

capita income, GDP growth and economic growth. Based on these findings, it was concluded 

that sustainability entrepreneurship significantly enhances economic development in Nigeria. 

The study therefore recommended  that small and medium enterprises in Nigeria especially 

those that are still engaging in unsustainable business practices should reconsider their 

approach to business and adopt sustainability entrepreneurship as it would enhance 

economic development in Nigeria. 

.  

Keywords: Sustainability entrepreneurship, organic food processing, renewable energy 

adoption, social entrepreneurship, economic development, per capita income, 

GDP growth and economic growth. 

 

 

Introduction 

The need to promote economic development in Nigeria cannot be overemphasized. Economic 

development is the process whereby a simple and low-income national economy is 

transformed into modern, industrial and prosperous economy (Myint, 2019). It involves a 

structural transformation which comes with industrial upgrading, technological innovation, 

increase in per capita income, higher life expectancy, increase in Gross Domestic Product 

(GDP), greater provision of basic amenities and infrastructural facilities, employment 

generation, reduced poverty level and institutional improvements (Youssef, Boubaker & 

Omir, 2019). Every responsible government makes economic development her major 

priority. It occupies a distinct place in their developmental agenda and constitutes a major 

campaign promise. In a democratic society like Nigeria, economic development is used as a 

key factor in measuring the performance of government. Consequently, governments in 
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developing countries including Nigeria are pursuing economic development from the angle of 

entrepreneurship since entrepreneurship is globally recognized as the cornerstone for 

achieving economic development. Lin (2017) argued that a country with high entrepreneurial 

spirit can achieve rapid economic development since entrepreneurship creates employment 

opportunities, reduce poverty level, increase per capita income, boost Gross Domestic 

Product (GDP) and achieve economic growth.  

 

In spite of the contribution of entrepreneurship to economic development, several 

environmental and social problems have emanated from the economic activities of these 

enterprises. As Gibbs (2009) stated, the economic activities of small and medium enterprises 

have contributed to the environmental challenges facing countries of the world; causing 

climate change, global warming, pollution, depletion of the ozone layer and contamination of 

the natural eco-system. Pursuing economic development in an unsustainable way is like 

solving one problem and creating another one. Therefore, Nigeria must be able to strike a 

balance between pursuit of economic development and environmental protection if it must 

achieve sustainable economic development. Berard and Saleilles (2016) stated that pursuing 

economic development simultaneously with environmental protection is crucial in achieving 

sustainable economic development in developing countries. Therefore, in order for Nigeria to 

achieve economic development in the most sustainable way, entrepreneurs must join their 

larger counterparts in integrating sustainability issues into their entrepreneurship practices by 

engaging in sustainability entrepreneurship. 

 

Sustainability entrepreneurship is a business approach that is built on the basic principles of 

entrepreneurship but extends to incorporate environmental and social concerns while creating 

superior value for customers (Ludeke-Freund, 2019). It involves doing business using more 

environmental friendly options and maximizing profit. Sustainability entrepreneurship 

requires entrepreneurs to source materials locally to reduce costs and carbon emission that 

emanate from transportation process and using natural methods of processing food including 

the use of renewable energy sources such as solar and wind instead of fossil fuel energy to 

reduce environmental pollution. Lin (2017) stated that sustainability entrepreneurship is 

about looking for new and improved ways of providing goods and services that will reduce 

detrimental impact on the environment and improve the social well-being of the society while 

generating profit for the entrepreneur.  

 

Integrating sustainability issues into entrepreneurship is advantageous in the sense that it 

enables entrepreneurs to response quickly to market changes and opportunities especially 

those emerging from increasing demand for sustainable products. It enables entrepreneurs to 

increase their market share by capturing customers who are interested in protecting the 

environment from further pollution arising from carbon footprint. When entrepreneurs are 

able to increase their market share due to their sustainability approach to business, their profit 

margin would increase and their business operations would expand to create more 

employment opportunities, increase per capita income, boost the Gross Domestic Product 

(GDP) of the country, stimulate economic growth and achieve economic development in 

Nigeria. It is against this backdrop that this paper examines the relationship between 

sustainability entrepreneurship and economic development in Nigeria. 

 

Statement of the Problem 

Nigeria as a nation is struggling to achieve sustainable economic development. Successive 

governments in Nigeria have established various economic policies and programmes aimed at 

achieving economic development. Some of these policies focused on promoting 
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entrepreneurship since entrepreneurship is recognized globally as an engine for economic 

development. While there has been a significant growth in micro, small and medium 

enterprises across the country, the economic activities of these enterprises have caused 

serious damage to the natural environment, creating a situation of imbalance between 

meeting needs and environmental protection. The economic activities of micro, small and 

medium enterprises (MSMEs) have contaminated the environment causing pollution and 

environmental degradation, climate change, global warming and depletion of the natural 

ecosystem. As the environmental problems continue to increase, it becomes imperative for 

micro, small and medium enterprises to integrate sustainability issues into their 

entrepreneurship practices in order to achieve sustainable economic development. It is argued 

that sustainability entrepreneurship can help to achieve rapid economic development in 

Nigeria even though there is no empirical justification for this claim within the Nigerian 

context. This absent of empirical evidence on the relationship between sustainability 

entrepreneurship and economic development in Nigeria was the major motivation behind this 

study. 

 

Aim and Objectives of the Study 

The aim of this study was to examine the relationship between sustainability entrepreneurship 

and economic development in Nigeria. In order to achieve this broad aim, the study mapped 

out the following specific objectives: 

1. To determine the relationship between organic food processing and economic 

development in Nigeria.  

2. To find out the relationship between renewable energy adoption and economic 

development in Nigeria.  

3. To ascertain the relationship between social entrepreneurship and economic 

development in Nigeria.  

 

The conceptual framework of this study is shown in figure 1 below: 

 

 

 

 

 

 

 

 

     

 

Fig 1: Conceptual framework of relationship between sustainability entrepreneurship and 

economic development 

Source: Authors‘ Conceptualization, 2020. 
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Research Questions 

Attempts were made to answer the following research questions: 

1. To what extent does organic food processing relate with economic development in 

Nigeria? 

2. To what extent does renewable energy adoption relate with economic development in 

Nigeria? 

3. To what extent does social entrepreneurship relate with economic development in 

Nigeria? 

 

Research Hypotheses 

The following hypotheses were formulated to guide this study: 

 Ho1: There is no significant relationship between organic food processing and economic 

development in Nigeria. 

 Ho2: There is no significant relationship between renewable energy adoption and economic 

development in Nigeria. 

Ho3: There is no significant relationship between social entrepreneurship and economic 

development in Nigeria. 

 

Review of Related Literature 

In this section, frantic efforts were made to undertake a review of related literature to this 

study. 

 

Concept of Sustainability Entrepreneurship 

Sustainability entrepreneurship is the creation of new enterprises from existing enterprises 

with the intention to integrate environmental and social concerns into the business philosophy 

(Berard & Saleilles, 2016). Crals and Vereeck (2014) stated that a sustainability enterprise 

whether micro, small or medium enterprise recognizes the effect of ecological disruption and 

social inequity on the human population and adopt a business approach that takes into 

consideration the environment and social concerns of the citizens while striving to satisfy 

needs and maximize profit. Gibbs (2009) noted that consumers are making a switch from 

using unsustainable products to sustainable products because of their increasing awareness of 

the environmental problems and the effect of social inequity on human population. This 

change in demand creates market opportunities for entrepreneurs with sustainable business 

initiative. The market opportunity comes in form of addressing the sustainability concerns of 

consumers by creating new products and services that minimize energy consumption and 

environmental degradation. The new way of doing things must not only protect the 

environment and improve the social conditions of the society but also gives value to the 

potential customers. Katsikit and Kyrgidou (2018) posited that an entrepreneur with 

sustainable business approach recognizes and understands consumers‘ increasing concern 

about the environmental and social inequity facing countries of the world and use more social 

and environmental friendly options to meet human economic needs and increase profitability. 

Koe, Omar and Majid (2014) stated that entrepreneurs need to address the sustainability 

concerns of consumers because it will bring a net value to a large number of consumers and 

gives their business a competitive advantage over their unsustainable business rivals. 

 

Dimensions of Sustainability Entrepreneurship 

Sustainability entrepreneurship practices take various dimensions. However, the dimensions 

of sustainability entrepreneurship considered in this study are organic food processing, 
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renewable energy adoption and social entrepreneurship. These dimensions of sustainability 

entrepreneurship are discussed below: 

 

Organic Food Processing   

Organic foods are natural foods which are grown and processed without the use of man-made 

petroleum-based fertilizers, herbicides, pesticides, and sewage sludge-based fertilizers, and 

bioengineered genes (Youssef, Boubaker & Omir, 2019). The United States Department of 

Agriculture (2018) defines organic foods as those foods which are produced using renewable 

resources and conservation of soil and water to improve environmental quality for the future 

generations.  Examples of organic foods are fruits and vegetables, mushrooms, grains, 

legumes, nuts and seeds, eggs, dairy milk, livestock feeds, meats and poultry. Organic meat, 

eggs, dairy product and poultry come directly from animals that are given no growth 

hormones or antibiotics. Ludeke-Freund (2019) stated that consuming organic foods has 

crucial health benefits as they help to increase the life expectancy of consumers. 

Entrepreneurs who produce organic foods use renewable resources to ensure soil and water 

conservation and improve environmental quality for the future generations. These 

entrepreneurs can be said to be producing food in a sustainable way. Koe, Omar and Majid 

(2014) observed that there is increased in the demand for organic food and noted that the 

growing demand for organic foods is due to the increasing consumers‘ awareness of the 

health and environmental challenges faced by human beings in recent years and the desire to 

improve health status and environmental quality. The increasing demand for organic foods 

provides a market opportunity to sustainable entrepreneurs who produce organic foods. 

Munoz and Cohen (2020) stated that sustainable entrepreneurs who grow and process organic 

foods would experience increase in sales growth and market share which would in turn reflect 

on their profit margin. Katsikit and Kyrgidou (2018) believe that sustainable entrepreneurs 

who produce organic food would gain a competitive advantage over their unsustainable 

business rivals because of the environmental and health benefits of their products.  

 

Renewable Energy adoption 

Renewable energy adoption involves producing and marketing products through the use of 

energy from sunlight, wind, geothermal, hydropower and ocean. The enterprises that adopt 

renewable energy are known as sustainable enterprises because their products use renewable 

energy sources (Koe, Omar & Majid, 2014). Entrepreneurs who produce products that use 

renewable energy sources are known as sustainable entrepreneurs because their products or 

business practices do not utilize dirty energy such as fossil fuel because of its pollutant 

nature, rather they rely on clean energy sources such as sunlight and wind to power their 

products or plants (Youssef, Boubaker & Omir, 2019). Examples of renewable energy 

products are solar generator, inverter, solar charger and lights, solar roofs vents, water 

conservation (Tuten, 2013). Renewable energy products help to minimize energy costs and 

reduce carbon footprint. Such products capitalize on the power of nature to reduce operating 

costs and protect the environment (Katsikit & Kyrgidou, 2018).    

 

The renewable energy industry in Nigeria is growing rapidly with huge potentials for all sizes 

of enterprises. Nigeria is a fertile ground for micro, small and medium enterprises to invest in 

renewable energy industry. Presently, Nigeria is faced with several environmental challenges 

including air pollution, climate change and global warming. Entrepreneurs are encouraged to 

invest in renewable energy sector to reduce the amount of air pollution and protect the 

environment from further degradation. The fact that renewable energy such as sunlight, wind, 

geothermal, hydropower and rain has been used for almost everything ranging from 

generating electricity to heat water has created massive business opportunities for sustainable 
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entrepreneurs (Berard & Saleilles, 2016). Munoz and Cohen (2020) stated that starting-up a 

renewable energy business can create a lucrative opportunity to partake in this fast growing 

sector while at the same time providing a better solution to reduce the dependence on fossil 

fuel which pollute the environment. With the increasing demand for solar water heating in the 

market, other renewable energy products especially solar street lighting, hydride plants and 

making of small scale wind energy are picking up (Munoz & Cohen, 2020). Even the bio-fuel 

industry which produce cleaner fuels such as bio-fuel and bio-diesel and generate huge 

revenue to large firms are ready to welcome entrepreneurs. However, in order to create 

renewable energy products and make it accessible to people, entrepreneurs need to develop 

innovative ideas and be willing to take risks so as to reap huge profit from the sale of the 

products (Spence, Gherib & Biwole, 2011). 

 

Social Entrepreneurship 

Social entrepreneurship is a set of activities that involve recognizing the social problems of a 

society and adopting the entrepreneurial principles and approaches to address these problems 

and achieve positive social change (Austin, Stevenson & Skillern, 2006). It is about finding 

the social problems of a society and creating social venture to achieve the desired social 

change (Dees, 2007). This change does not necessarily mean complete elimination of the 

problems; it could also require a gradual process to improve the existing situation. Social 

entrepreneurs focus on creating social capital and measure their performance based on profit 

and the positive changes they bring to the society (Dees, 2007). Examples of social 

enterprises are Child Rights Foundation, Women Empowerment Foundation etc. The idea of 

social entrepreneurship is based on the passion which an individual (entrepreneur) portrays to 

solve social problems. Kratki and Szabo (2018) stated that social entrepreneurs engage in 

economic activities with the aim of sharing their profit with the society. Christopoulos and 

Vogel in Kratki and Szabo (2018) identified three roles played by social enterprises which 

include economic, political and civic roles. According to them, the political role constitutes 

the contributions of the enterprises to the development of the community and this triggers 

economic actions on the community as a civic concept. Chandra (2017) considered social 

enterprises as change agents that use entrepreneurial approach to generate economic and 

social value for the society. Newbert (2014) posited that social entrepreneurs adopt the 

entrepreneurial business approach to solve social problems by engaging in trading and 

economic activities. By engaging in trading and economic activities, social entrepreneurs do 

not only generate capital to bring positive social change to the society, but also their 

economic and trading activities contribute to economic development of the country. 

 

Concept of Economic Development 

Economic development has been defined in different ways by academic scholars and 

researchers. For instance, Myint (2019) defined economic development as the process 

whereby a simple and low-income national economy is transformed into modern, industrial 

and prosperous economy. It reflects a positive change in a nation‘s economy i.e. how a poor 

and primitive economy is transformed into a wealthy, modern and prosperous economy. 

Ogbo and Nwachukwu (2012) simply defined economic development as the continuous 

process of improving the economic welfare of an economy. It involves a set of activities 

embarked upon to improve the economic situation of a country (Ogbo & Nwachukwu, 2012). 

Agu and Onah (2019) defined economic development as an upward change whereby the real 

per capita income of a country increase over a period of time. It is a structural transformation 

which comes with industrial upgrading, technological innovation, increase in per capita 

income, higher life expectancy, increase Gross Domestic Product (GDP), greater provision of 

basic amenities and infrastructural facilities, employment generation, lower poverty and 
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institutional improvements (Youssef, Boubaker & Omir, 2019). A country is said to have 

achieved economic development if it experiences a massive increase in its per capita income, 

Gross Domestic Products (GDP), employment generation, poverty reduction, economic 

growth, higher life expectancy and greater provision of basic amenities and infrastructural 

facilities (Oyelola, Ajiboshin, Raimi, Raheem & Igwe, 2013).  

 

Economic development is important to developing country like Nigeria. Nigeria is currently 

making efforts to achieve economic development. The Federal Government in Nigeria has 

established various economic policies and programmes aimed at achieving economic 

development. Some of these policies focused on promoting entrepreneurship since 

entrepreneurship is recognized globally as an engine for economic development due to its 

contributions to the Gross Domestic Product (GDP) of a country, economic growth, 

employment generation, poverty alleviation, real per capita income and industrialization 

(Nkiru & Okoye, 2017). While there has been a significant growth in micro, small and 

medium enterprises across the country, the economic activities of these enterprises have 

caused serious damage to the natural environment, which make the issue of sustainability 

entrepreneurship paramount. 

 

Measures of Economic Development 

Economic development can be measured using various economic indicators. Some of the 

common economic indicators used in measuring economic development include per capita 

income, Gross Domestic Products (GDP), employment generation, poverty reduction, 

economic growth, higher life expectancy, infrastructural facilities, balance of trade and 

payment, foreign exchange rate and the level of industrialization and technological break-

through. However, the economic indicators used in measuring economic development in this 

study are per capita income, Gross Domestic Product (GDP) and economic growth. 

 

Per Capita Income 
Per capita income can be defined as the average income that is earned per person in a 

particular area (country, region or city) in a specific year (Agu & Onah, 2019). Nkiru and 

Okoye (2017) defined per capita income as the amount of money earned per person in a city, 

region or country. Per capita income is calculated by dividing the total income in a given area 

by the total population of people living in the area. The average income of a nation can be 

measured using per capita income and compare to the income of different populations. For a 

country, per capita income is calculated by dividing the national income by the population of 

the country. Ogbo and Nwachukwu (2012) stated that per capita income is often used to 

measure economic development of a country. It is used to determine the standard of living of 

people in a country. Per capital income is easily calculated from a country‘s Gross Domestic 

Product (GDP) and current population estimates. The statistic produced is used to compare 

the wealth of different sovereign territories. This will enable a country to determine its level 

of economic development in terms of the human development index (Oyelola, et al, 2013). 

 

Gross Domestic Product (GDP) Growth 

Gross Domestic Product (GDP) refers to the total value of goods and services produced in a 

country at a given period of time usually one year (Myint, 2019). It is the market value of all 

the goods and services produced by all residents and institutional units within a country for a 

specific period of time (Agu & Onah, 2019). GDP growth is one of the most commonly used 

indicators for measuring economic development of a country. Oyelola, et al (2013) stated that 

GDP is considered as the most powerful economic and statistical indicator used in measuring 

economic development of a country. Nkiru and Okoye (2017) identified three ways of 
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determining the GDP of a nation which include: the production (output or value added) 

method, income approach, and speculated expenditure approach - all of which produce the 

same result. However, the most common method used in determining GDP is the production 

approach which sums up all the outputs of the various sectors to arrive at the total. The 

aggregate GDP of a country can also be broken down to show the contribution of each sector 

to the GDP of the economy. GDP growth can be attributed to the increase in the inputs 

available for production activities (Ogbo & Nwachukwu, 2012). 

 

Economic Growth 

Economic growth refers to the increase in the level of output of an economy (Agu & Onah, 

2019). Jones in Oyelola et al (2013) defined economic growth as an increase in the value of 

goods and services produced by an economy and it is measured in terms of increase in the 

real GDP. Gibbs (2009) stated that economic growth entails the potential increase in output 

(GDP) and inflation-adjusted market value of goods and services produced by an economy 

over a period of time. Myint (2019) stated that economic growth is determined in inflation-

adjusted terms by eliminating the distortion effect of inflation on the prices of goods and 

services produced by an economy. Economic growth rate of countries can be determined and 

compared using per capital income and GDP (Ogbo & Nwachukwu, 2012). Nkiru and Okoye 

(2017) described economic growth rate as the annual geometric increase in GDP between the 

present year and the previous year. This growth rate shows the trend in the average level of 

Gross Domestic Product (GDP) over the period, and neglects any GDP fluctuation around 

this trend. Economic growth of a country can be attributed to increase in labour productivity 

which boosts the Gross Domestic Product (GDP) and reduce inflation rate of a country 

(Oyelola, et al, 2013). Agu and Onah (2019) added that the production of new products and 

services also contribute to economic growth. 

 

Theoretical Framework 

This study adopted the ecological modernization theory which was developed by Joseph 

Huber, Martin Janicke and Udo E. Simionis in 1980. The ecological modernization theory 

states that the economy would benefit from moving towards the part of environmental 

protection. This theory is considered as a policy strategy, analytical approach as well as 

environmental discourse (Hajer, 1995). The ecological modernization theory believes that 

self-interest, economy and ecology can be combined favourably. It explains that natural 

resources such as soil, water and air are the sources of future economic growth and 

development and as such these natural endowments should be preserved for future 

generations while the present generation is striving to satisfy their needs.  

 

The theory emphasized that there should be efficient use of natural resources and energy 

through the implementation of business process that is environmentally friendly. This 

requires adopting process and product innovation, bringing in clean technology to replace 

hazardous and dirty technology usage in the production process. Radical innovations within 

the context of ecological modernization theory would not only minimize the amount of 

carbon emission and the rate of resource turnover but also change the structure of industrial 

metabolism (Glynn, Cadman & Maraseni, 2017). The ecological modernization theory is 

relevant in explaining the need for sustainability entrepreneurship in Nigeria. The natural 

environment in Nigeria has been degraded and polluted in the quest to achieve economic 

development. The economic activities of business firms have jeopardized the natural 

environment to the extent that it might not be absolutely viable for the future generations to 

meet their needs. To address this situation, the ecological modernization theory emphasized 
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the need to strike a balance between meeting needs and environmental protection through the 

practice of sustainability entrepreneurship.  

 

Empirical Review 

A number of related empirical studies have been conducted on sustainability entrepreneurship 

and economic development. For instance, Bell and Stellingwerf (2012) carried out a study on 

sustainable entrepreneurship in renewable energy industry. Their study focused on motivation 

behind the adoption of sustainable entrepreneurship and challenges of sustainable 

entrepreneurs in the renewable energy industry. The researchers adopted the case study 

research design and used a semi-structured interview to obtain data from five (5) 

entrepreneurs operating in the renewable energy industry. The five entrepreneurs who were 

mainly those that are newly start-up ventures from different nationalities (United States, 

Canada and Dutch) specialized in renewable energy solution and products such as solar 

technologies, urban wind and mobile solar technologies. The data collected from the 

entrepreneurs were analyzed using the cross-case analysis, and the findings showed that the 

increasing awareness of environmental and social problems and the need to foster 

environmental and social changes are the main motivations behind the adoption of 

sustainable entrepreneurship in United States, Canada and Dutch. The study also revealed 

that difficulty with finding the right funding and customers‘ unawareness of the 

environmental and social problems are the major challenges facing entrepreneurs of newly 

start-up ventures in the United States, Canada and Dutch. 

 

Youssef, Boubaker and Omir (2019) empirically examined entrepreneurship and 

sustainability with a particular emphasis on the need for innovative and institutional 

solutions. Their study adopted the descriptive survey research design where data were 

collected from entrepreneurs in the energy industry using a structured questionnaire. The data 

collected from the entrepreneurs in China were analyzed using percentage and frequency 

tables, mean, standard deviation and Analysis of Variance. The findings revealed that 

sustainability entrepreneurship is practiced in the energy industry in China due to the 

increasingly need to address the environmental and social problems facing the country. The 

study also revealed that entrepreneurs in the energy industry in China are now adopting 

innovative approach to business to incorporate environmental and social concerns into their 

business practices. 

 

Ogbo and Nwachukwu (2019) examined the role of entrepreneurship in economic 

development in Nigeria. Data were collected from one hundred (100) entrepreneurs in SMEs 

sector  from different states in Nigeria using questionnaire and personal interview. The data 

collected were analyzed using percentage and frequency analysis, the Chi-Square and the 

SPSS analysis. The result showed that small and medium enterprises facilitate economic 

growth and development. The study also revealed that SMEs have significantly contributed to 

industrialization in Nigeria and increase the per-capita income of the nation. 

 

Spence, Gherib and Biwole (2011) carried out a study on sustainable entrepreneurship 

practices in Canada, Tunisia and Cameroon. The researchers adopted the case study approach 

to analyze 44 cases in the three countries with a view to ascertain the level of sustainable 

entrepreneurship practices in these countries and their potential impact on institutional, 

cultural and economic sustainability. The result of the analysis showed that sustainable 

entrepreneurship is largely practiced in Canada than in Tunisia and Cameroon. The study also 

reported that the main rationales behind the adoption of sustainable entrepreneurship in all 

three countries are the entrepreneurs‘ individual values, socio-cultural specific cities and 
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institutional realities. The study equally revealed that external stimuli are needed in 

Cameroon and Tunisia to enable them reach the same level of environmental involvement as 

Canada. 

 

Berard and Saleilles (2016) empirically examined sustainability-driven entrepreneurship and 

high growth SMEs. Their study aimed at determining how sustainability-driven 

entrepreneurship can be transformed from little to high growth SMEs in France. The 

researchers adopted the case study approach to study French SMEs in the organic food 

industry. The researchers utilized a structured questionnaire and interview schedule to obtain 

data from organic vegetable distribution SMEs that have succeeded in evolving from little to 

high growth SMEs. After analyzing the data collected from BioDistr–an organic vegetable 

distribution firm based in France, the researchers discovered that high growth SMEs were 

successful because they were able to explore and exploit the market opportunities created in 

the organic food industry. The study also revealed that difficulties in coordinating new 

resources and striking a balance between structuring and creative feed are the two major 

challenges faced by high growth SMEs in the organic food industry in France. The study 

however concluded that sustainability-driven entrepreneurship can transform little SMEs into 

high growth firms. 

 

Koe, Omar and Majid (2014) carried out to determine the factors associated with propensity 

for sustainable entrepreneurship. The researchers adopted the descriptive survey research 

design and used a structured questionnaire to collect data from 259 owners and managers of 

SMEs. The data collected by the researchers were analyzed statistically using the mean and 

standard deviation while their hypotheses were tested using Pearson Product Moment 

Correlation. The findings of the study showed that owners and managers of SMEs have 

favourable attitudes toward sustainability approach to business. The study also revealed that 

among the factors associated with high level of propensity to become sustainable 

entrepreneurs, perceived feasibility recorded the strongest strength of association followed by 

sustainability attitudes, then social norm and finally perceived desire. 

 

From the literature reviewed, it was observed that most of the studies conducted on 

sustainable entrepreneurship were carried out in the developed countries such as United 

States, Canada, France and Dutch while empirical studies that examined the practice of 

sustainability entrepreneurship in developing country like Nigeria are absent or scanty. 

Secondly, it was observed that none of the empirical studies relate sustainability 

entrepreneurship to economic development rather they concentrated in determining the level 

of sustainable entrepreneurship practices in different countries using a case study approach. 

There is need to correlate sustainability entrepreneurship and economic development in 

Nigeria to determine the level of relationship that exists between the two variables. It is the 

view to determine this relationship and fill the gap in knowledge that motivated this study.  

 

Methodology 

This study adopted the correlational research design in which the researcher measures the 

relationship between sustainability entrepreneurship and economic development in Nigeria. 

The target population of this study consisted of all the small and medium enterprises (SMEs) 

that invest in sustainability business sector in Nigeria while the accessible population was 

limited to SMEs in the organic food and renewable energy industry in the south-south 

geopolitical zone of Nigeria. A population of 1,260 sustainable entrepreneurs was identified 

in the six states that make-up the south-south geopolitical zone while a sample size of 304 

sustainable entrepreneurs was used for the study. The sample size was determined using the 
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Krejcie and Morgan‘s sample size determination formula while the stratified random 

sampling technique was used to select the sample size from the population of the study. A 

structured questionnaire was used to elicit data from the respondents. A total copy of three 

hundred and four (304) questionnaire were administered to the respondents (sustainable 

entrepreneurs) in the organic food and renewable energy sectors. Out of 304 copies of 

questionnaire administered to the respondents, 246 copies were collected. The data collected 

were analyzed statistically while the Pearson Product Moment Correlation was used to test 

the formulated hypotheses. This was done with the aid of a computer software analytical tool 

known as SPSS. 

 

Results and Discussion 

The results of the statistical analysis performed in this study were presented in tabular form. 

The data collected on sustainability entrepreneurship (organic food processing, renewable 

energy adoption and social entrepreneurship) and economic development (increase in per 

capita income, GDP growth and economic growth) were correlated using the SPSS software 

analytical tool version 22.0. The results of the correlation analysis are presented in the tables 

below: 

 

    Table 1: Result of correlation analysis between organic food processing and economic 

development 

 Organic 

Food 

Processing  

Increase in 

per capita 

income 

GDP 

Growth 

Economic 

Growth 

Pearson 

(r) 

 

Organic 

food 

processing  

Correlation 

Coefficient 

Sig. (2 

tailed) 

N 

 

1.000 

. 

246 

       

     .764** 

.001 

246 

 

    .632** 

.001 

246 

 

     .787** 

.001 

246 

 Increase in 

per capita 

income 

Correlation 

Coefficient 

Sig. (2 

tailed) 

N 

  

    .764** 

.001 

246 

 

1.000 

. 

246 

 

    .611** 

.002 

246 

 

    .724** 

.003 

246 

 GDP 

Growth 

Correlation 

Coefficient 

Sig. (2 

tailed) 

N 

    

    .632** 

.001 

246 

 

    .611** 

.002 

246 

 

1.000 

. 

246 

 

     .572** 

.003 

246 

 Economic 

Growth 

Correlation 

Coefficient 

Sig. (2 

tailed) 

N 

   

     .787** 

.001 

246 

 

    .724** 

.003 

246 

   

     

.572** 

.003 

246 

 

1.000 

. 

246 

                                                **Correlation is significant at 0.01 levels (2 tailed) 

                                                  *Correlation is significant at 0.05 levels (2 tailed) 

          Source: SPSS-generated Output 

 

Table 1 presents the result of the correlation analysis performed between organic food 

processing and economic development (increase in per capita income, GDP growth and 

economic growth) in Nigeria. The result indicates that organic food processing has a 
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significant positive correlation with increase in per capita income (r = .764**); GDP growth 

(r = .632**); and economic growth (r =.787**). Consequently, the null hypothesis was 

rejected and the alternate hypothesis was accepted. This implies that there is positive and 

significant relationship between organic food processing and economic development 

(increase in per capita income, GDP growth and economic growth) in Nigeria. 

 

Table 2: Result of correlation analysis between renewable energy adoption and 

economic development 

 Renewable 

Energy 

Adoption 

Increase in 

per capita 

income 

GDP 

Growth 

Economic 

Growth 

Pearson 

(r) 

 

Renewable 

Energy 

Adoption 

Correlation 

Coefficient 

Sig. (2 

tailed) 

N 

 

1.000 

. 

246 

       

    .617** 

.002 

246 

 

    .774** 

.002 

246 

 

     .816** 

.002 

246 

 Increase in 

per capita 

income 

Correlation 

Coefficient 

Sig. (2 

tailed) 

N 

  

     .617** 

.002 

246 

 

1.000 

. 

246 

 

    .604** 

.002 

246 

 

    .712** 

.003 

246 

 GDP 

Growth 

Correlation 

Coefficient 

Sig. (2 

tailed) 

N 

    

     .774** 

.002 

246 

 

    .604** 

.002 

246 

 

1.000 

. 

246 

 

     683** 

.002 

246 

 Economic 

Growth 

Correlation 

Coefficient 

Sig. (2 

tailed) 

N 

   

     .816** 

.002 

246 

 

    .712** 

.003 

246 

   

     

.683** 

.002 

246 

 

1.000 

. 

246 

                                                **Correlation is significant at 0.01 levels (2 tailed) 

                                                  *Correlation is significant at 0.05 levels (2 tailed) 

          Source: SPSS-generated Output 

 

Table 2 contains the result of the correlation analysis between renewable energy adoption and 

economic development (increase in per capita income, GDP growth and economic growth) in 

Nigeria. The result shows that renewable energy adoption are positively and significantly 

correlated to increase in per capita income (r = .617**); GDP growth (r = .774**); and 

economic growth (r =.816**). Based on this result, the null hypothesis was rejected and the 

alternate hypothesis was accepted. This means that there is positive and significant 

relationship between renewable energy adoption and economic development (increase in per 

capita income, GDP growth and economic growth) in Nigeria. 
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  Table 3: Result of correlation analysis between social entrepreneurship and economic 

development 

 Social 

Entrepreneurship 

Increase 

in per 

capita 

income 

GDP 

Growth 

Economic 

Growth 

Pearson 

(r) 

 

Social 

Entrepreneurship 

Correlation 

Coefficient 

Sig. (2 

tailed) 

N 

 

1.000 

. 

246 

       

    

.743** 

.003 

246 

 

    

.442** 

.003 

246 

 

     .658** 

.003 

246 

 Increase in per 

capita income 

Correlation 

Coefficient 

Sig. (2 

tailed) 

N 

  

    .743** 

.003 

246 

 

1.000 

. 

246 

 

    

.413** 

.003 

246 

 

    .626** 

.003 

246 

 GDP Growth Correlation 

Coefficient 

Sig. (2 

tailed) 

N 

    

    .442** 

.003 

246 

 

    

.413** 

.003 

246 

 

1.000 

. 

246 

 

     581** 

.003 

246 

 Economic 

Growth 

Correlation 

Coefficient 

Sig. (2 

tailed) 

N 

   

     .658** 

.003 

246 

 

    

.626** 

.003 

246 

     

.581** 

.003 

246 

 

1.000 

. 

246 

                                                **Correlation is significant at 0.01 levels (2 tailed) 

                                                  *Correlation is significant at 0.05 levels (2 tailed) 

          Source: SPSS-generated Output 

 

Table 3 shows the result of the correlation analysis between social entrepreneurship and 

economic development (increase in per capita income, GDP growth and economic growth) in 

Nigeria. The result indicates that social entrepreneurship has a positive and significant 

correlation with increase in per capita income (r = .743**); GDP growth (r = .442**); and 

economic growth (r =.658**). As a result of this, we then rejected the null hypothesis and 

accepted the alternate hypothesis which states that there is positive and significant 

relationship between social entrepreneurship and economic development (increase in per 

capita income, GDP growth and economic growth) in Nigeria. 

 

Discussion of Findings 

It was reported in this study that organic food processing has a significant positive 

relationship with economic development in Nigeria in terms of increase in per capita income, 

GDP growth and economic growth. This finding was derived from the result of the analysis 

carried out in table 1. The result revealed that organic food processing has a significant 

positive correlation with increase in per capita income, GDP growth and economic growth. 

Consequently, the null hypothesis was rejected and the alternate hypothesis was accepted. 

This implies that there is positive and significant relationship between organic food 

processing and economic development (increase in per capita income, GDP growth and 

economic growth) in Nigeria. This finding is supported by Gibbs (2009) who reported that 

sustainable enterprises in the food industry contribute to the GDP of a country and facilitate 
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economic growth. Youssef, Boubaker and Omir (2019) also agreed with this finding when 

they stated that organic food enterprises significantly increase the per capita income of a 

country and contribute to economic growth. 

 

This study also found a significant relationship between renewable energy adoption and 

economic development in Nigeria in terms of increase in per capita income, GDP growth and 

economic growth. This finding emerged from the result of the analysis carried out in table 2. 

The result showed that renewable energy adoption is positively and significantly correlated to 

increase in per capita income, GDP growth and economic growth. Based on this result, the 

null hypothesis was rejected and the alternate hypothesis was accepted. This means that there 

is positive and significant relationship between renewable energy adoption and economic 

development (increase in per capita income, GDP growth and economic growth) in Nigeria. 

This finding is consistent with Austin, Stevenson and Skillern (2006) who reported that 

renewable energy adoption significantly contributes to economic growth in Nigeria. Spence, 

Gherib and Biwole (2011) also supported this finding when they reported that enterprises in 

the renewable energy industry contribute to the GDP of a country and increase the nation‘s 

per capita income. 

 

This study equally found a significant positive relationship between social entrepreneurship 

and economic development in Nigeria in terms of increase in per capita income, GDP growth 

and economic growth. This finding was deduced from the result of the analysis carried out in 

table 3. The result revealed that social entrepreneurship has a positive and significant 

correlation with increase in per capita income, GDP growth and economic growth. As a result 

of this, we then rejected the null hypothesis and accepted the alternate hypothesis which 

states that there is positive and significant relationship between social entrepreneurship and 

economic development in Nigeria in terms of increase in per capita income, GDP growth and 

economic growth. This finding is supported by Chandra (2017) who noted that social 

entrepreneurship contributes to  GDP growth and facilitates economic growth. Kratki and 

Szabo (2018) also agreed with this finding when they stated that social enterprises are vital 

instrument for boosting the GDP of a nation and increasing its per capita income.  

 

Conclusion 

From the analysis carried out, it is obvious that sustainability entrepreneurship facilitates 

economic development in Nigeria. The results of this study proved that all the dimensions of 

sustainability entrepreneurship (organic food processing, renewable energy adoption and 

social entrepreneurship) have positive and significant relationship with economic 

development of Nigeria in terms of increase in per capita income, GDP growth and economic 

growth. Based on these findings, it was concluded that sustainability entrepreneurship 

significantly enhance economic development in Nigeria. The implication of this is that if 

Nigerian entrepreneurs invest in the sustainability business sector and take advantage of the 

market opportunities available in this sector, it would not only address the environmental and 

social problems in Nigeria but would also facilitate economic growth and development.  

 

Recommendations 

The following recommendations are provided in this study: 

1. That, small and medium enterprises in Nigeria especially those that are still engaging in 

unsustainable business practices should reconsider their approach to business and adopt 

sustainability entrepreneurship as it would enhance economic development.  
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2. That, individuals who are intending to establish small and medium enterprises in Nigeria 

should invest in sustainable business sector as it would increase the per capita income of 

the country. 

3. That, entrepreneurs of small and medium enterprises in Nigeria should take advantage of 

the market opportunities available in the sustainability business sector and invest 

massively in the sustainable industry especially in the organic food and renewable energy 

industries as it would not only address the environmental and social problems in Nigeria 

but would also facilitate economic growth and boost the GDP of the country. 

4. That, individuals who intend to establish small or medium enterprises in Nigeria should 

invest in social entrepreneurship as it would enhance economic development of the 

country. 

5. Finally, it is recommended that government, stakeholders and customers should mount 

more pressure on SMEs to embrace sustainability business ventures as it would not only 

help in addressing the environmental and social problems facing Nigeria as a nation but 

would also enhance economic development.  

 

 

REFERENCES 

Agu, B. O. & Onah, C.E. (2019). Entrepreneurship and sustainable economic development in 

Nigeria. Advance Journal of Management, Accounting and Finance, 4 (7), 11-25 

 

Austin, J., Stevenson, H. & Skillern, H. (2006). Social and commercial entrepreneurship: 

Same, different or both. Journal of Entrepreneurship Theory and Practice, 30 (1), 1-

22. 

 

Berard, C. & Saleilles, S. (2016). Sustainability-driven entrepreneurship and high growth 

SMEs. How to combine David‘s‘ and Goliath‘s worlds? International Journal of 

Organizational Design and Engineering, 4 (3/4), 195-212. 

 

Chandra, Y. (2017). Social entrepreneurship as institutional change work: A corpus 

linguistics analysis. Journal of Social Entrepreneurship, 8 (1), 14-46. 

 

Crals, E. & Vereeck, L. (2014). Sustainable entrepreneurship in SMEs: Theory and practice. 

Retrieved from: https://citeseerx.ist.psu.edu/ 

 

Dees, J.G. (2007). Taking social entrepreneurship seriously. Society, 44 (3), 24-31. 

 

Gibbs, D. (2009). Sustainability entrepreneurs. ecopreneurs and the development of a 

sustainable economy. Greener Management International Journal, 5(5), 63-76. 

 

Glynn, P.J., Cadman, T. & Maraseni, T.N. (2017). Ecological modernization: Theory and the 

policy process. Monograph Chapter. Retrieved from: http//www.elgaroline.com.  

 

Katsikit, I. N. & Kyrgidou, L.P. (2018). The concept of sustainable entrepreneurship: A 

conceptual framework and empirical analysis. Proceedings of Academy of 

Management Annual Meeting, Athens University of Economics and Business, 

Greece. 

 

https://citeseerx.ist.psu.edu/


The Academy of Management Nigeria 

 227 

Johnson, M. & Schaltegger, S. (2019). Entrepreneurship for sustainable development: A 

review and multi-level casual mechanism framework. Entrepreneurship Theory and 

Practice, 7 (2), 253-268. 

 

Koe, W., Omar, R. & Majid, I.A. (2014). Factors associated with propensity for sustainable 

entrepreneurship. Journal of Social and Behavioural Sciences, 130 (2), 65-74 

 

Kratki, N. & Szabo, R. Z. (2018). Social value creation and impact measurement. Club of 

Economics in Miskolc’ TMP, 14 (1), 15-25. 

 

Lin, J.Y. (2017). Advances in the theory and practice of smart specialization. 

www.sciencedirect.com. 

 

Ludeke-Freund, F. (2020). Sustainable entrepreneurship, innovation and business models: 

Integrative framework and propositions for future research. Business Strategy and the 

Environment, 29 (2), 665-681. 

 

Munoz, P. & Cohen, B. (2020). Sustainable entrepreneurship research: Taking stock and 

looking ahead. Business Strategy and the Environment, 29 (2), 523-531. 

 

Myint, H. (2019). Economic development. International Relations. www.britannica.com 

 

Newbert, S. L. (2014). Building theory in social entrepreneurship. Journal of Social 

Entrepreneurship, 5 (3), 239-242. 

 

Nkiru, U. & Okoye, E.I. (2017). Entrepreneurship and sustainable economic development in 

Nigeria: The place of accounting skills. Proceedings of the 2017 International 

Conference on African Entrepreneurship and Innovation for Sustainable 

Development. 

 

Ogbo, A. & Nwachukwu, A. C. (2012). The role of entrepreneurship in economic 

development: The Nigerian perspective. European Journal of Business & 

Management, 4 (8), 71-83.  

 

Oyelola, O.T., Ajiboshin, I.O., Raimi, L., Raheem, S. & Igwe, C.N. (2013). Entrepreneurship 

for sustainable economic growth in Nigeria. Journal of Sustainable Development 

Studies, 2 (2), 197-215. 

Youssef, A. B., Boubaker, S. & Omir, A. (2019). Entrepreneurship and sustainability: The 

need for innovative and institutional solutions. Retrieved from; 

https://www.sciencedirect.com  

 

Spence, M., Gherib, J.B.B. & Biwole, V.O. (2011). Sustainable entrepreneurship: Is 

entrepreneurial will enough? A North-South comparison. Journal of Business Ethics, 

99 (3), 335-367.  

 

 

  



Proceedings of the 14th Annual International Conference  

 228 

INNOVATION TECHNIQUES AND COMPETITIVE 

ADVANTAGE IN PLASTICS MANUFACTURING FIRMS 

IN ANAMBRA STATE  
  

 

 MICHAEL O. MOJEKEH 

Department of Marketing, 

Chukwuemeka Odumegwu Ojukwu University, Nigeria 

E-mail: mmojekeh2010@yahoo.com 

 

& 

IJEOMA ORANYE 

Department of Marketing, 

Chukwuemeka Odumegwu Ojukwu University, Nigeria 

 

 

ABSTRACT 

This study examined innovation techniques and competitive advantage of selected plastics 

manufacturing firms in Anambra state. Specifically, the study examined the extent to which 

product, marketing, process and technological innovations influence the competitive 

advantage of plastics manufacturing firms in Anambra state. Relevant conceptual, theoretical 

and empirical literatures were reviewed. This study was anchored on Prospect Innovation 

Theory and Dynamic Capability Innovation Theory. The study adopted the quantitative 

research design. The total population for the study comprises 780 staff of 8 selected plastics 

manufacturing firms in Anambra state. A sample size of 240 was selected using simple 

random techniques. In determining the sample size, Taro Yamane formula was applied at 

0.05% level of significance. Structured questionnaire, with 5 Likert rating scale, was 

employed as the main instrument of data collection. Descriptive statistics and inferential 

statistics: Spearman Rank Correlation Coefficient and Z test were employed to test the 

hypotheses at 5% significance level. The evidence from the findings revealed that there is a 

significant relationship between product, marketing, process and technological innovations 

and the competitive advantage of plastics manufacturing firms. Changes in consumers’ 

tastes, perceptions and preferences necessitate product innovations.  The study recommends 

that management of the selected plastics manufacturing firms in Anambra state, need to 

continually modify existing products attributes and customer-focused marketing strategy, in 

terms of media techniques and pricing strategies. The management should consistently 

monitor, review and move in tandem with the global dynamic process and work-flow 

technological innovations for overall cost-efficiency and competitive advantage.  

 

 

Introduction 

It is presumed that firms, especially manufacturing firms, always sought ways to gain a 

competitive advantage over their competitors. Today, the advent of globalization – (the 

growing integration of economies and societies around the world), facilitated by growing 

sophisticated information, communication and transportation technology (ICTT) – (the 

internet, GSM, TV/Cable Network) has transformed the world into a global village and 

intensified the prevalence and desire for competitive advantage amongst firms . Innovation 

has been viewed by many authors as very crucial driving force for any resourceful 

organization. Arguably, innovation is the process of translating an idea or invention into a 
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good or service that creates value or for which customers will pay. An idea must be replicable 

at an economical cost and must satisfy a specific need, in order to be called an innovation. 

Zwingina and Opusunju (2017), stated that innovation is the acceptance of any idea or 

conduct related to a product, service, device, policy or programme that is new to the adopting 

organization. Innovation is often also, viewed as the application of better solutions that meet 

new requirements, unarticulated needs, or existing market needs. Such innovation takes place 

through the provision of more-effective products, processes, services, technologies or 

business models that are made available to markets, governments and society (Skillicorn, 

2016).  In business, innovation often results when ideas are applied by the company, in order 

to further satisfy the needs and expectations of the customers. Product innovation is broadly 

viewed, as an essential tool for competitive advantage and effective corporate performance, 

embedded in the organizational structure, processes, products, operations, and services within 

a firm (Gunday, Kandah & Ranch, 2011). Product innovation is one of the fundamental 

instruments of growth strategies to enter new markets, to increase the existing market share 

and to provide the company with a competitive edge, for the overall corporate performance 

and profitability. Invariably, the establishment of plastics manufacturing firms in Anambra 

state facilitates employment generation, encourage the use of local resources, meet the needs 

of service industries, potential for rapid industrialization, value added production, and 

contribute to gross domestic product. However, with the dynamism of the environment and 

changes in consumption pattern, the plastics manufacturing firms‘ innovation in products has 

been a challenge. Some firms do not invest much resources on the utilization of modern 

technologies, as this makes for the decline in the designing and development of new products. 

This might not be appropriate, for present and future circumstances, which could make the 

organizations to fade away with time. Arguably, when firms rely on their past success of 

established products, they may lose sight of market realities of changes in tastes and 

preferences of consumers, which are fundamental requirements for effective corporate 

performance, and may lead to failure. 

 

Innovation is the act of developing a new process and introducing it to the market. It is 

essentially an entrepreneurial act. Innovation means change; sometimes radical change, such 

as development of product and some incremental change, such as modification of existing 

product features or component.  In either case, management must develop process to 

encourage and guide the changes taking place, since innovation generally, stems from 

purposeful search for opportunities. Peter Drucker, the Management Guru, pointed out that 

opportunities for innovation exist, both within and outside a company or industry.  

Opportunities internal to a company include unexpected events, incongruities in processes or 

between expectation and result process needs and changes in the market place or industry 

structure, while opportunities external to a company, including demographic changes in 

perception and new knowledge. 

 

Product innovation in a firm, is associated with diverse problems that occur during or after 

innovation. Presumably, lack of marketing research amongst firms, leads to wrong production 

of needed products. Wrong application of product packaging, can impact negatively on the 

target market and overall corporate performance. Inability of the firm to analyze and ascertain 

the stages of product life cycle and inappropriate product presentation to the market, can 

culminate into negative competitive edge. Globalization is the growing integration of 

economies and societies around the world, facilitated by information, communication and 

transportation technology, has virtually, turned the world into a global village (Mojekeh, 

2014), with enormous pressure on firms to move in tandem with global practices, especially, 

plastics manufacturing firms. Invariably, plastics manufacturing firms are continuously 
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seeking out ways and means to innovate, modify and sustain their competitive advantage in 

marketplace and market space.  Several studies in the literature however, indicate that 

innovation has significant effect on the corporate competitive advantage (Tuan, Nhan, Giang 

Njogu and Ngoc, 2016; Ndesaulwa and Kikula, 2016; Verona & Ravasi, (2015).  

 

The existing studies covered innovation variables and corporate performance, customer 

satisfaction, sales, ignoring the effect of innovation on plastics manufacturing firms‘ 

competitive advantage in the market place, especially in Anambra state, hence, the need for 

this study. This study therefore, examined innovation techniques and competitive advantage 

in plastic manufacturing firms in Anambra state. Specifically, the objectives are poised to 

examine the relationship between product, marketing, process and technological innovations 

and competitive advantage of plastics manufacturing firms in Anambra state. 

 

Ho1: There is no relationship between product, marketing, process and technological 

innovations and competitive advantage of plastics manufacturing firms in Anambra 

state. 

 

Conceptual Framework 

Innovation 

Rosli and Sidek (2013) hinted that the early concept of innovation in economic development 

and entrepreneurship was popularized by Joseph Schumpeter, a German economist. Joseph 

Schumpeter is of the view that innovation comprises the elements of creativity, research and 

development (R&D), new processes new products or services and advance in technologies. 

Invariably, innovation is the creation of new wealth or the alteration and enhancement of 

existing resources to create new wealth. Thornhill (2006) and Kuratko & Hodgetts (2016) 

pointed out that innovation is a process of idea creation, a development of an invention and 

ultimately the introduction of a new product, process or service to the market. Innovation 

constitute indispensable component of corporate innovation strategies for several reasons, 

such as to apply more productive manufacturing processes, to perform better in the market, to 

seek positive reputation in customers‘ perception and as a result, to gain sustainable 

competitive advantage (Onwumere & Eleodinmuo, 2015). 

  

Product Innovation   

By product innovation we refer to a product which is new, at least in some respects, for the 

market into which it is introduced. Product innovations vary in their degree of newness. From 

one extreme, New-to-the-world products, which create entirely new markets (e.g., the first 

Airplane, GSM Handset, Plasma TV, ATM, Vending machine etc), to new product lines; 

additions to existing product lines (e.g. new designs, colours, sizes)  to modifications, 

improvements and revisions of existing products (internet compliant GSM phones/computers, 

with musicals, camera) and to cost-reduction packaging strategy and active ingredients. It can 

be argued that product innovation is a crucial tool for achieving corporate competitive 

advantage. Initially, the competitive advantage created by a product innovation manifests 

itself in the speed and magnitude of market acceptance. In the longer term, the sustainability 

of the competitive advantage is reflected by the market share, which the innovative product is 

able to maintain, against the products launched by competitors, such as market challengers 

and market followers, even market-nichers. Major product innovations often provide the 

basis for a new business or new firm. Evaluating the sustainability of a competitive advantage 

due to innovation at the business level, typically, requires a longer term view, as compared to 

analyzing a specific product innovation.  
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Kuratko and Hodgetts, (2016) asserted that product innovation is considered as a 

development and a new application, with the purpose of launching newness into the 

economic area. Also, Rainey, (2016) submitted that product innovation involves the 

conceptualization, commercialization, development, design, and validation of new product, 

which provides higher value or utility to all the stakeholders of that product. However, 

Gronhaug and Kaufinann, (2015), and Rajee, (2016) described product innovation as a source 

of competitive advantage to the innovator and at the same time can lead to a sustainable 

increase in firm‘s profits at difficult times. Kotler, (2004) referred to innovation as a new way 

of thinking, which in turn can lead to controlling costs, by creating more efficient ways to 

develop products, fostering creative ways to collaborate with outside resources, or improving 

business processes in a way to reduce spending, while also improving performance and 

outcomes.  

 

A product innovation includes significant improvements in active ingredients‘ specifications, 

incorporated products authentication software or other functional characteristics (e.g. 

increasing the percentage of active ingredients for enhanced product efficacy or even less). 

   

Marketing innovation 

Oslo Manual (OECD, 2005) defines a marketing innovation as the implementation of a new 

marketing method involving significant changes in product design or packaging, product 

placement, product promotion or pricing. A marketing innovation is the implementation of a 

new marketing method involving significant changes in integrated marketing 

communications, product design or packaging, product distribution channels, or appropriate 

pricing strategy reformations or price reduction on existing products and the development of 

new customer services. Marketing innovations are aimed at better addressing customer needs, 

opening up new markets, or market penetration strategy for existing markets (e.g. 

implementation of a significant change in the marketing growth strategies). 

 

Process Innovation 

A process innovation is a tool to improve organizational efficiency and effectiveness. A 

resourceful organization may adopt the trending technologies, buy new machineries, train 

their employees and reorganize their processes to make a 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. 

Process innovation happens when an organization solves an existing problem or performs an 

existing business process in a radically different way that generates something highly 

beneficial to those who perform the process, those who rely on the processor (Pratt, 2015). 

For example, the introduction of a completely new work-flow technology that increases 

productivity by 100% with remarkable resource cost-efficiency, could be considered a 

process innovation. Polder, Leeuwen, Mohnen & Raymond (2010),     

   

Competitive Advantage  
Competitive advantage is a multidimensional concept whose indicators can be departmental, 

such as pertaining to production, finance or marketing (Sohn et al., 2007), or consequential, 

such as, pertaining to growth and profit (Wolff and Pett, 2016). It can be measured with 

objective or subjective indicators (Dawes, 2015; Harris, 2001). In this study, subjective 

measures of competitive advantage adapted from Venkatraman (2011) were adopted because 

of the difficulty of gathering hard financial data from private companies, in the absence of 

any publicly available objective data which includes the firms in the sample (Priem et al., 
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2013). The competitive advantage indicators suggested by Venkatraman (2011) measures 

perceived competitive edge relative to those of the relevant competitors.    

 

Theoretical Framework 

Prospect Innovation Theory 

This study is anchored on the Prospect Innovation Theory, propounded by Daniel Kahneman 

and Amos  Tversky (1979), which states that managers in profitable companies are likely to 

be risk averse and therefore, are psychologically likely to reject potentially innovative ideas, 

particularly new product, service, and ideas, that offer an opportunity to increase income. 

However, potentially innovative ideas, which reduce loss, are more likely to be implemented. 

Thus, in an established firm, process efficiency and ideas, which reduce costs, are more 

attractive to the typical human than a product idea. Likewise, loss-making companies, such as 

new start-ups or companies facing economic difficulties, are more likely to embrace new 

product and service ideas, as they offer the opportunity to reduce loss. However, plastics 

manufacturing start-ups in Anambra state, with a young, not-yet-defined corporate culture, 

would seem more likely to innovate effectively, in line with prospects innovation theory, than 

established plastics manufacturing firms that are suddenly losing money and need to innovate 

themselves out of trouble, bearing in mind their high entry cum exit barriers, especially 

within this Covid-19 pandemic  

 

Dynamic Capability Innovation Theory 

This theory which was propounded by Schoonhoven (2012) in China, states that the firm‘s 

resources are an essential basis for innovation. That is, how competitive advantage within 

firm is achieved and how that advantage might be sustained over time. Within this 

perspective, firms are conceptualized as bundle of resources, which are heterogeneously 

distributed across the firm and where resources differences persist over time. Indeed, when 

firms have resources that are valuable, rare, difficult to imitate and non-substitutable, they 

can implement value-strategies that resist duplicate on by other firms and hence create a 

competitive advantage of product innovation or development.  The theory of dynamic 

capabilities is based on antecedent organizational and strategic routines, by which managers 

alter their resources base, to generate new value-creating strategies. Moreover, in the context 

of turbulent markets in hi-tech industries, the resource-based view has provided a dynamic 

concept that focuses on the capabilities a firm should possess, to approach uncertainty and 

maintain competitive advantage. Plastics manufacturing firms in Anambra state should 

therefore, have the dynamic capability of anticipating these continuous process improvement 

paradigm shifts by integrating, building and reconfiguring, internal and external 

competencies, to address their rapidly changing business environment and sophisticated 

plastics manufacturing technology. 

 

Theoretical Exposition   

Product Innovation and Plastics Manufacturing Firms’ Competitive Advantage 

The resource-based view (Barny, 2014) argues that organizational resources which are 

valuable, rare, inimitable, and non-substitutable are sources of competitive advantage. It has 

been argued by Barney, Wright and Ketchen (2001) that the major sources of competitive 

advantage are not the distinctive resources themselves, but the organizational capability, upon 

which the distinctive resources are made. Hence, when a firm's competitive advantage is 

eroded as a result of rivals‘ resource developments, the firm will have to develop 

organizational capabilities, in order to develop their resources and competitive advantage. 

However, literature on organizational capability development has approached organizational 

capability development by emphasizing either its content or process. Such a separation, 
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created two different views within the literature: a competence-based view (Sanchez & Heen, 

2013), which emphasizes the content of capability development, including the entrepreneurial 

aspect of organizational capability development, based on examining the impacts of external 

opportunities on capability development; and a capability-based view (Dosi, Nelson, & 

Winter, 2010), which addresses the process of capability development, focusing on the 

strategic aspects of organizational capability development by studying the impacts of past 

organizational capabilities (and path dependency) on capability development. 

 

With the advent of micro perspective, a new approach in strategic management (Pettigrew, 

2010), which goes actually beyond the discussed opposing views of competence based and 

capability based. Contrary to the traditional resource-based view, scholars of this field argue 

that instead of theorizing about the distinctiveness of resources, we should study the gradual 

emergence of this distinctiveness over time (Eisenhardt and Martin, 2010). Sminia (2009), 

has referred to such a movement in research, as replacing "how" questions with "how to" 

questions, in strategy process research. He explained that, in research involving a resource 

based view, instead of studying the characteristics of distinctive resources and capabilities 

and their relationships with performance, researcher should theorize about, how these 

characteristics are achieved over time. Judging from this perspective, competitive capability 

is built using an underlying mechanism, which is the engine of continuous change processes 

and is called a "generative mechanism" which Pettigrew (2010). Generative mechanisms are 

argued to include reciprocity between the firms‘ path dependencies and market changes 

(Sminia, 2009). 

 

This view therefore, may link competence-based and capability-based views, in 

conceptualizing capability development as the evolution of organizational past capabilities 

towards market requirements. This definition of capability development is referred to as 

strategic capability development. Succinctly, Kashan and Mohannak (2014) defined strategic 

capability development, as a renewal of an organization's existing capability in line with the 

capability required by the market, in order to create or regain competitive advantage. Hence, 

it is expected that by enhancing the understanding of strategic capability development, 

knowledge can be gained about how competitive advantage (as distinctive from resources) is 

made. However, we have not yet a clear empirical understanding of such a strategic 

capability development process. Due to the aforementioned role of generative mechanism, 

shedding light on the nature of co-evolutionary relationship between micro processes and 

development of strategic capability, could contribute to clarification of this process. In this 

regard, one of the critical micro processes in the context of capability development is product 

innovation (Eisenhardt & Martin, 2010). Ever since Schumpeter's (1942) classic work, the 

interrelationships between product innovation firms' maintaining or regaining competitive 

advantage, have been a crucial area of theory development and academic debate. On one 

hand, some scholars have emphasized the role of product innovation in strategic renewal ( 

Eisenhardt & Martin, 2010).  

 

On the other hand, there is a large number of firms who could not benefit from product 

innovation for protecting their competitive advantage, and some authors suggest that such 

failure in linking innovation to performance is due to lack of capability development in the 

process of product innovation (Slater et al., 2014;Verona & Ravasi, 2015). Micro perspective 

view (taking product innovation as a micro process at project level), can integrate such 

findings on the impact of product innovation on capability development and vice versa, by 

suggesting a reciprocity between product innovation and development of competitive 

capability. Danneels (2002) argued that product innovation co-evolves with capability 
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development and so, is a means for capability transformation. One of the major micro 

processes underlying such co-evolutionary relationship between product innovation and 

capability development is referred to as knowledge processes.  

 

Basically, there is a strong interrelationship between knowledge processes and capability 

development in firms, which has both conceptually (Kashan & Mohannak, 2014) and 

empirically (Cavusgil, Calantone, Zhao, Lupton & Beamish, 20l4) emphasized. Despite such 

an emphasis on the role of product innovation in making up the generative mechanism and 

capability development, researchers still argue for clarifications about how product 

innovation co-evolves with capability development. 

 

Improving the Market Acceptance of Innovations 

The Role of Product Characteristics Empirical studies on innovation success generally, 

conclude that the product itself is the major determinant of market acceptance. But what are 

the specific product characteristics that account for success or failure? Davidson (2016) 

emphasized superior product performance and distinctiveness in his study of new grocery 

products. Arguably, product uniqueness and superiority were the dimensions discriminating 

most strongly, between success and failure in a broad cross-section of new consumer 

products. Cooper and Kleinschmidt, (2014), most recent study, confirmed the role of the 

product advantage, as the most important success factor for new consumer goods. The six 

attributes can be easily memorized by the "ACCORD" acronym, which stands for: relative 

Advantage, Compatibility, Complexity, Observability/Communicability, perceived Risk, and 

Divisibility (trialability).  

 

Rogers (2013) cum Tornatzky and Klein's (2012) comprehensive review of empirical studies 

concluded that compatibility (+), relative advantage (+), and complexity (-), had the most 

consistent significant relationships to innovation acceptance. Compatibility and relative 

advantage were also, the characteristics with the strongest relationship to purchase intentions 

in a recent study of 19 durable consumer goods innovations (Holak and Lehmann, 2014). The 

ACCORD characteristics can be used ex ante, as part of a diagnostics and screening system, 

in order to improve the market acceptance of the innovation. 

 

Empirical Review  
A distinct literature concerns the relationship between Global Engagement and innovation by 

firms. Keller (2015), focuses on the role of international technology diffusion. That is, firms 

might be able to innovate and improve their productivities if they have access to imports of 

foreign technology or capital goods used for production.  

 

Another evidence provided by MacGarvie (2006) with French firm data, combined with data 

on patents, suggests that innovative firms (in terms of patent applications), that import inputs 

from abroad, tend to have significantly higher propensities to cite foreign technologies in 

their patent applications. The empirical findings regarding the relationship between the 

degree of innovativeness and market risk can be summarized: Some technological novelty 

enhances the chances of market success, but radical technological novelty reduces it; 

Uniqueness per se, is irrelevant for market success; and the greater the concept novelty, the 

higher the market risk. 

 

Criscuolo, Haskel & Slaughter, (2016) explore the determinants of firm innovation indicators, 

including product and process innovation, with firm data from the United Kingdom. They 

found that exporters and multinational corporations do tend to have higher propensities for 
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product and process innovation than other firms. We call this the Global Engagement 

hypothesis, and the firms‘ license payments for foreign technologies, foreign investment, and 

international trade policies are relevant variables for assessing its validity. This type of effect 

needs to be examined jointly with the effects of foreign competition on the innovation 

decisions of incumbent firms, as per the Market Structure hypotheses discussed below.  

 

The theoretical model proposed by Aghion et al. (2016) builds on the types of models 

pioneered by Reinganum (1985), in Indian, by allowing incumbent firms to innovate. Market 

competition through new entrants therefore, can have different effects on incumbents‘ 

decisions to innovate, depending on each firm‘s assessment of the expected difference 

between profits before and after innovation. Laggard firms that are far from the technological 

frontier, need to spend a lot of resources to move them towards that frontier, and therefore, 

could choose to reduce their expenditures in innovation to reduce costs. In contrast, firms 

close to the frontier need to spend relatively little to keep them ahead of potential new 

entrants, and thus could increase their innovation efforts in the face of rising competition. 

These contradictory effects on firms that differ in terms of their technological capabilities 

yield the so called inverted-U relationship between competition and innovation. We call these 

the Market Structure hypotheses, and we test them by examining the role of firm size and the 

regulatory environment that affects the costs and timing of firm entry.   

 

Previous studies reviewed in this study explored the determinants of firm innovation 

indicators, including product and process innovation, with firm data from developed 

economies and product innovation for exports in developing countries such as Ghana and 

South Africa. However, this study bridged a gap by examining product innovation as a tool 

for firm‘s survival in competitive market with particular reference to plastics manufacturing 

firms Nigeria, with emphasis on contemporary development in product and market 

innovations and competitive advantage of plastics manufacturing firms in Anambra state.  

 

Methodology 

This study adopted two research design due to the nature of issues under study and for 

answering research questions and testing of hypotheses. Exploratory research helps in 

identifying problems, generating hypotheses and gaining insight into the subject of 

innovation strategies.  The descriptive research design was adopted to obtain first hand data 

from the respondents so as to formulate rational, sound conclusion and recommendations for 

the study in innovation strategies in plastics manufacturing firms. The target population for 

the study comprises 780 management and marketing staff of 8 selected plastics 

manufacturing firms in Anambra state, particularly, Onitsha, Awka and Nnewi metropolis 

and conurbation. Viz: Millenium Plastic industry Ltd, Awka. Afro-Asia Automobile & 

Plastics Ltd, Nnewi. (Chikason Group); Ozalla Plastics Enterprises Ltd, Awka; Ezenwa 

Plastics Industries Nig. Ltd, Onitsha and Silas Polyplastic International Ltd, Onitsha. Taro 

Yameni formula was applied to determine the sample size at 0.05% level of significance for 

sample error. 

 

n = N/(1+Ne
2
) 

   = 2 

780/ {1+780(0.05)
2
} 

  = 780/{2.95} 

n = 264.41                                                                        

Thus, a sample size of 264 is used. 
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Data were collected through primary source with well-structured questionnaire. In selecting 

the respondents, simple random techniques was used to select the sample. The essential 

purpose of using simple random technique is to avoid subjective bias arising from a personal 

choice sampling units.  In this case each member of the population is given an equal chance 

of being selected. Content validity was used to adequately measure coverage of the study, 

while the reliability of instrument analysis tests were used to determine the extent to which 

the items of the questionnaire are related to each other, by computing their coefficient 

correlation and to determine the overall index of their repeatability or the internal consistency 

of the scale. Test-retest results were corrected using the Pearson product-moment correlation, 

to yield reliability co-efficient of 0.79 that make the instrument to be adjudged reliable for 

usage. 

 

Analysis of Data and Discussion of Findings 
A total of two hundred and sixty-four (264) copies of the questionnaire were administered, of 

which two hundred and fifty-two (252) copies were returned. Out of the number returned, 

two hundred and forty (240) were found to be useful, representing the response rate. The 

investigation centered on individual staff and management of selected plastics manufacturing 

firms in Anambra state. The researcher organized the data, converted it into tables, 

frequencies and percentages. Spearman Rank Correlation Coefficient and Z test were also 

employed to test the hypotheses at the 5% level of significance. PASW program was 

employed to analyze the data. The two hypotheses earlier formulated constituted the basis of 

arrangement of tables for analysis. The hypotheses were structured to focus on the 

operational variables used in designing the research questions.  From the outcome of the 

study, the most positively significant innovation strategy is perceived product innovation, 

followed by marketing innovation and process innovation, in the modern business world. The 

shows that plastics manufacturing firm‘s staff are mostly between 20 and 40 years old (75%), 

and male (66.4 %), female (33.6%), which confirms the position of other researchers.     Also, 

the table shows that product innovation stimulate patronage of the products by new and old 

buyers. The effect of this is to make the life of the products in the market very secured and 

generate more returns to the company. 

 

To further justify the results, the Spearman Rank Correlation Coefficient and Z test were used 

to measure the degree of relationship between product, marketing and process/technological 

innovation techniques and competitive advantage of plastics manufacturing firms in Anambra 

state. The results are shown in the Spearman Rank Correlation coefficient and Z test below. 

 

Analysis of Data 

The results of the hypotheses tests were interpreted accordingly; 

H01: There is no relationship between product innovation and the competitive advantage of 

plastics manufacturing firms in Anambra state. 

 

Table 1: Spearman Rank Correlation between Product Innovations and Competitive 

Advantage of plastics manufacturing firms in Anambra State 

 

                 Correlations 

   MC7 BD1 

Spearman's rho   MC7 Correlation Coefficient 1.000 .619 

  Sig. (1-tailed) . .000 

  N 141 140 

 BD1 Correlation Coefficient .619 1.000 
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  Sig. (1-tailed) .000 . 

  N 140 140 

  Source: PASW 18.0 for windows 

 

Table 1 above, reveals that there is a positive relationship between product innovation and the 

competitive advantage of firms. The table shows the Spearman‘s Rank Correlation coefficient 

for perceived product innovation and the competitive advantage of firms variables to be 0.619 

with p = 0.000, implying that perceived product innovation and the competitive advantage of 

firms are significantly related. In order to test the hypothesis, the Z (Z= r√n-1) test was used. 

In this study, the Z test result reveals that perceived product innovation positively affected the 

competitive advantage of firms at (Z= 0.6100√120-1= 8.638). 

 

Table 4.26: Test of Hypothesis 

Computed Rc Table R* at 0.05 Confidence Computed Z Coefficient 

0.610 0.000 8.638 +1.96 

                       Source: Field Survey, 2018 

 

Since the Z computed (i.e. 8.638) was greater than the critical value (1.96), we rejected the 

null hypothesis (Ho) and accepted the alternative hypothesis (Hi), that there is a significant 

relationship between product innovation and the competitive advantage of firms.  

H02: There is no relationship between marketing innovation and competitive advantage of 

plastics manufacturing firms in Anambra state.  

 

Table 2: Spearman Rank Correlation between Sales Volume and Profitability 

Correlations 

   MC7 BP1 

Spearman's rho MC7 Correlation Coefficient 1.000 .480 

  Sig. (1-tailed) . .002 

  N 240 140 

 BP1 Correlation Coefficient .480 1.000 

  Sig. (1-tailed) .002 . 

  N 240 140 

                                                     Source: PASW 18.0 for Windows 
 

Table 2 shows that there is a positive relationship between perceived sales volumes due to 

market innovation and competitive advantage of firms. The result of Spearman‘s Rank 

Correlation coefficient on Table 2 reveals sales volume of firms to be 0.480 with p = 0.002. 

This implies that sales volume due to market innovation is statistically significant and 

positively related to competitive advantage amongst firms. In order to test the hypothesis, the 

Z (Z= r√n-1) test was used. In this study, the Z test result revealed that market innovation 

positively affected the sales volume of firms (Z= 0.480 √120-1= 8.230. 

 

Table 4.28: Test of Hypothesis 

Computed Rc Table R* at 0.05 Computed Z Coefficient 

 Confidence   

0.480 0.002 8.230 +1.96 

                                                       Source:Field Survey, 2018    
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Since the Z computed (i.e. 8.230) is greater than the critical value (1.96), we reject the null 

hypothesis (Ho) and accept the alternative hypothesis (Hi) that market innovation increases 

sales volume of a firm in competitive market.  

 

Discussion of Findings 

Table 1 above, reveals that there is a positive relationship between product innovation and the 

competitive advantage of plastics manufacturing firms in Anambra state. In this study, the Z 

test result reveals that perceived product innovation positively affected the competitive 

advantage of firms at (Z= 0.6100√120-1= 8.638). The literature points out that the degree to 

which product innovation enhances the competitive advantage of firms leads to extensive 

product development, which the research investigated through the first hypothesis. This 

finding conforms with the view of McCarthy and Perreault (2015) which stated that, in the 

modern business world, product innovation stimulate patronage of the products by new and 

old buyers. The effect of this is to make the life of the products in the market very secured 

and generate more returns to the company.  

 

Table 2 shows that there is a significant relationship between marketing innovation and 

competitive advantage cum profitability of plastics manufacturing firms in Anambra state.  

This implies that increase in sales volume and profitability enhances the competitive 

advantage of firms. This falls in line with the work of Kotler, (2004), who opined that to 

develop successful new products; a company must understand its consumers, markets, and 

competitors and develop products that deliver superior value to customers. It must carry out 

strong new-product planning and set up a systematic, customer-driven new-product 

development process for finding and growing new products. This finding also, conforms with 

the view of McCarthy and Perreault (2015) which stated that in the modern business world, 

product innovation stimulate competitive advantage and profitability. The effect of this is 

more returns to the company. 

 

Hence, entrepreneurs in plastics manufacturing industry and management of selected plastics 

manufacturing firms in Anambra state should through consistent market/consumer survey, 

identify the needs and expectations of the existing and potential consumers, who are the live 

wires of any business; because without consumers, their businesses will cease to exist. 

   

Conclusion 

In the era of marketing, relationship marketing and societal marketing concepts, 

manufacturers, and producers determine first, the needs and wants of the consumers and the 

society, and try their best to inculcate these expectations into the company policies and 

programmes. As a result of the dynamic business environment today, firms apply different 

strategies in order to ensure continued operations. Many new product are constantly being 

introduced into the market, innovators are seriously on their job modifying and deleting old 

and unprofitable products. 

 

Product innovation, which is the creation and development of new ideas into a new or an 

existing product, embraces all the activities that will enable a company to determine what 

product to offer the market, to satisfy consumers and outwit competitors. The success or 

failure of any business, is a function of the ability of its product to stand firm, in the face of 

adverse competition from other products. Price reduction, intensive promotion and 

advertisement, product innovation and effective distribution channels, are all strategies used 

by management to capture a sizable share of the market, but product innovation is the most 

effective and most result oriented.  
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As the population of the nation increases, so also does firms and business ventures, in order 

to be in alignment with the population.  As a matter of fact, only those business units that 

ensure paramount consumer satisfactions and sovereignty in production, shall withstand that 

struggle for goodwill. If product innovation is not pursued, the company might be thrown out 

of the market. Top management should always take cognizance of what Williams (2012) 

posited, ―a company cannot successfully sell a poor product over the long run.‖ Often, it is 

easy to create a demand for initial sales. However, a company needs a good product to get 

repeat sales, and repeat sales are needed to stay in business. 

 

Recommendations           

The study recommends that resourceful management of the selected plastics manufacturing 

firms in Anambra state, need to continually modify existing products attributes and customer-

focused marketing strategy, in terms of media techniques, distribution and pricing strategies. 

                                                                                                                                                                                                              

The management should consistently monitor, review and move in tandem with the global 

dynamic process and work-flow technological innovations for overall cost-efficiency, 

competitive advantage and sustainable profitability. 
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Abstract 

Entrepreneurial activities are being used by developing countries to reduce poverty and 

unemployment rate, especially in Sub Sahara Africa. Assessing the critical success factor 

becomes sine qua non in order to gauge the contribution of entrepreneurial activities in 

Nigeria. The study examines venture, wealth and job creations through entrepreneurship 

development in Nigeria in order to reduce poverty and provide unemployment to Nigerian 

teeming youth. The study is premised on qualitative analysis where entrepreneurial 

knowledge, creativity, skills and intelligence is critically examined in order to determine the 

entrepreneur success in Sub Sahara Africa. By the same token, the study examines the 

specific objectives, classification and types of entrepreneurship in Nigeria. It is observed 

from the findings of the study that entrepreneurship development requires great talent, 

experience, connection, honesty, self-confidence, risk taking ability and persistence. It is 

therefore recommended that upcoming entrepreneurs should possess aforementioned success 

factors in order to create venture, wealth and reduce unemployment in Sub Sahara Africa. 

 

Keywords: Venture Creation, Wealth Creation, Job Creation, Success Factors, Entrepreneur 

 

 

1.1 Background to the Study 

Entrepreneurship development has gained global recognition as a vital tool for accelerated 

poverty eradication. This gives birth to concerted effort by government, organized private 

sector and individuals to pursue entrepreneurship development with vigor yet in most states 

and nations the anticipated results in the specific focused areas of venture creation, wealth 

creation, job creation and community improvement failed to be actualized due to non-

implementation of entrepreneurship development programme according to global best 

practice  using some models, tools and strategies that can fast track the realization of the 

overall entrepreneurship goals. This further created lacuna in employment, new 

ventures/enterprises, high level of poverty, infrastructural decay, lack of focused planning, 

maintenance and stunted socio-economic growth in our communities. 

 

It is also globally recognized today that entrepreneurship is the major factor of the socio-

economic advancement of the western world because it is innovating, strategic and imitating. 

However, the lack of much entrepreneurship activities are partly responsible for the snail 
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paced economic development of the third world countries because they practise what is 

referred to as Fabian and Drone types of entrepreneurship (Williamson & Bultrick, 1969). 

The role played by entrepreneurship in the development of western countries has made 

developing countries very much conscious of the importance of the programme for rapid 

economic development. Entrepreneurship according to global entrepreneurship monitor 

(2001) is a global multifaceted phenomenon with significant difference between countries but 

has positive relationship between technology and economic growth that contribute towards 

the wealth and social development of a nation under the given technological, industrial and 

political framework. According to Song (2001), the competitiveness of any economy depends 

on how efficiently all the resources in the process of production are utilized and how 

efficiently these are marketed; hence the entire chain of production and marketing has to be 

efficient. Many of the items produced by small-scale entrepreneurs are becoming redundant 

because of the change in consumers‘ choices, preferences and also due to a change in new 

technology. The entry of foreign products/services has given consumers a wide choice of hi-

tech and good quality products at competitive prices. This implies that the process of the 

production has to be cost efficient and meets quality needs of the consumers. This 

improvement can be achieved through the use of the latest technology; hence, the need for 

change in technology is more relevant for start-up entrepreneurs. 

 

Entrepreneurship according to Mainoma and Aruwa (2013), is the pursuit of opportunity 

through innovation, creativity and hard-work without regards for the resources currently 

controlled; Entrepreneurship as posited by May (2015), is the practice of starting new 

organizations or revitalizing mature organization particularly new businesses generally in 

response to identified opportunities. Entrepreneurship is simply doing an ordinary thing in an 

extra-ordinary way i.e making a difference (yakubu 2016). Ndagi (2015) opined that 

entrepreneurship is value re-orientation, change of societal mind set and economic belief by 

inculcating self-confidence, interest re-alignment and development of passion for the 

futuristic adventure through skills acquisition and competency. Furthermore, an entrepreneur 

is someone who have the ability, initiative, creativity and competencies to identify and 

evaluate opportunities to take advantage by committing resources, time and energy for the 

purpose of making profit as a moderate and calculated risk taker. 

 

Entrepreneurship is thus considered as the process of creating something new with value by 

devoting the necessary time and effort, assuming the accompanying financial, psychic, and 

social risks, and receiving the resulting rewards of monetary and personal satisfaction and 

independence that comes with it. Entrepreneurship development requires a selection process 

that attempts to identify those target groups that have some of the key prerequisites for 

entrepreneurial success and selection process deploys limited resources where they are most 

effective, to the overall benefit of the community. Entrepreneurship development should help 

aspiring entrepreneurs to recognize and design unique, innovative business opportunities, 

based on an analysis of local conditions and their own special skills. Entrepreneurship 

development often includes entrepreneurship orientation and awareness; development of the 

competencies (skills, experience and attitudes) necessary to recognize a market opportunity 

and organize the resources to meet it and Improvement of business performance for growth 

and competitiveness. 

 

Going from the foregoing, it becomes imperative to examine the critical success factors of 

entrepreneurship development in Sub Sahara Africa, using Nigeria as a case study. 

 

 



The Academy of Management Nigeria 

 245 

1.2 Problem Statement 

There are different entrepreneurship development models of which no single one is adopted 

in Sub Sahara Africa over a period of time. The success/failure rate of any of the models is 

not studied by scholars/researchers for a given period of time. The focus of this study 

therefore is to critically assess the success factors of entrepreneurship development in Sub 

Sahara Africa, using Nigeria as a case study. 

 

1.3 Objective of the Study 

The main objective of the study is to critically examine the different entrepreneurship 

development models in Sub Sahara Africa, and assess the success/failure factors of 

entrepreneurial activities using Nigeria as a case study. 

 

2.0 Literature Review 

2.1 Theoretical Framework 

The term entrepreneurship is derived from the French word entreprenre – to undertake. This 

suggests that, the concept of entrepreneurship is the process of undertaking activities 

concerned with identifying and exploiting business opportunities while assuming its 

associated risks. In a more specific term, ―Entrepreneur‖ is of French origin and was first 

noted in Savary‘s 1723 Universal Dictionary of Business as one who undertook a project on 

behalf of the owners; a manufacturer, or a master builder. Adam Smith (1723-1790), who is 

commonly accepted as the father of free enterprise economics, used the standard terms of the 

times, that of ―projectors and undertakers‖ to identify entrepreneurial individuals. Smith‘s 

undertaker was a ―mere capitalist‖ and while he was important as a decision maker in regard 

to the division of labor, he was ahead of his time in terms of identifying innovation, the use of 

capital and the division of labor (but not technology per se) and its dependency on the 

markets. Jean Baptiste Say (1767 – 1832), who is particularly well known for his ―law of 

markets‖ and ―theory of production‖ visualized three components of the production process: 

human industry, capital and national agents. He was the first in economic history to identify 

the value that is contributed to the system by the entrepreneur. Ludwig von Mises (1881-

1972) was the first in modern times to come out foursquare in placing the entrepreneurs in the 

same rank as, if not more important than, the three classical agents of economics – land, 

capital and labor. The Austrian economist Joseph Schumpeter (1883 –1950) believed that the 

action of entrepreneurs, working their innovations and technology on the market introduces 

change to what otherwise might be a system at rest or in equilibrium. Schumpeter saw five 

possible scenarios that would create a metamorphosis that causes disequilibrium: 1) 

Introduction of a new product or a new quality, neither of which the consumer is familiar 

with;2) Application of a new production method or process that relies on innovation, rather 

than invention;3) Opening up a new market;4) A new or innovative servicing of material or 

components and5) Establishing a new organization, either in structure or type. What sets 

Schumpeter apart from others is that his theory positions the entrepreneur as the prime 

mover. Entrepreneurship is about a kind of behaviour that includes initiative taking, 

reorganizing economic activities and the acceptance of its risks (Shapero, 1982). It is 

important to note that entrepreneurial activities are universal and can therefore be promoted 

even in societies that manifest low entrepreneurship activities.  

 

Entrepreneurship involves taking chances, but new businesses do not emerge by accident 

(Egelhoff, 2005). They are usually founded as a result of motivated prospective entrepreneur 

gaining access to resources and finding niches in opportunity structures. Hence, 

entrepreneurship could be seen as the process of identifying and exploiting unique business 

opportunities that stretch the creative capacities of both private and public organizations. Sue 
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and Dan (2000) argue that entrepreneurship is influenced by genetic power, family 

background and economic environment. Since economic environment could support or 

suppress entrepreneurship, governments world over undertake development of macro-

economic policies that focus mainly on providing access to resources and support services to 

individuals and organizations that display a flair for expanding their business horizons.  

 

Supporting entrepreneurs becomes a critical policy issue especially since those new 

businesses that do survive tend to expand employment and growth of the nation‘s economy. 

The important question to be asked is why too few young businesses grow in meaningful 

ways? Bruno et-al (1987) maintains that there are three categories of reason for high business 

failures: product/market problems, financial difficulties and managerial problems. This 

suggests that the responsibility for creating and growing new businesses does not rest entirely 

on government. Individuals and organizations are required to analyze key success factors in 

business environment and take personal responsibility for survival and growth of their own 

ventures. On its part, government is expected to provide adequate infrastructure and friendly 

policy guidelines.  

 

2.1.1 Objectives of Entrepreneurship Development Programmes 

The word entrepreneurship development programme was formed with three words: The first 

word entrepreneurship means the general tendency or desire among society to establish new 

businesses. The second word is development means a continuous process which is followed 

for entrepreneurs to get ahead through creativity and innovations. The third word is 

Programme is sequence of activities to accomplishment specific goals and targets. 

Entrepreneurship development programmes; therefore, means efforts individuals, groups, 

governments, etc. exhibited to encourage the development of entrepreneurs and prospective 

entrepreneurs to create new ventures.  The main objectives of entrepreneurship development 

programmes according to Theron. J. (2020);are to provide knowledge of business idea 

generation, development, growth and sustainability to those who require them to become 

successful entrepreneurs. The general objectives include the followings; 

 

1. To Promote First Generation entrepreneurs and Industrialists 

We know that the son of an entrepreneur has the tendency to become an entrepreneur, due to 

family traditions, as they are hearing and watching the intricacies of business, since birth, the 

habit of bearing loss is in their blood and investments management is developed, by way of 

inheritance. Meanwhile for individuals persons of such families where the business does not 

exist, the environment of business is lacking, who does not know anything about business, 

then entrepreneurial development programmes provide inspiration to enter into trade, 

industry, and business. 

 

2. To Create awareness of opportunities in raw materials and markets 

Different types of  raw materials, labour, techniques, technologies and markets are available 

all over our own country and other countries but due to lack of proper knowledge about them 

these remain underutilized. Therefore, entrepreneurship development programmes provides 

information to people about these opportunities for proper utilization. In the present age, it is 

easy to produce goods, but difficult to sell them. Entrepreneurship development 

programme provides information about the markets, to facilitate sales of the products. The 

strategies to overcome competitions and take appropriate decisions in different situations are 

thought and developed amongst entrepreneurs and prospective entrepreneurs.  
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3. To create new ventures and be self-employed 

Entrepreneurship development programme is to sensitize entrepreneurs and prospective 

entrepreneurs to create new ventures based on the available resources and other opportunities 

within the area. Individuals have two main sources of livelihood, either by gainfully 

employed to serve and earned wages or by creating self-owned venture, which are known as 

wage employment and self-employment, respectively. The entrepreneurship development 

programmes aim at sensitizing people for self-employment instead of wage-employment to 

enable them create new ventures and provide employment to unemployed on the streets. 

Governments introduced different schemes for self-employment but, they become useful only 

when people have sufficient knowledge about them which most a time is through 

entrepreneurship development programmes aimed at dissemination of detailed knowledge 

and information about self-employment. 

 

4. To Make a Successful Entrepreneur 

The success of an entrepreneur depends upon certain qualities and entrepreneurship 

development programmes develop such qualities in them, which will make them a successful 

entrepreneur. These qualities include self-confidence, farsightedness, maturity, dynamic 

approach, dedication, leadership, creativity, etc. 

 

5. To Provide Training to Operate Business 

Entrepreneurship development programme is to provide training for successful operation of 

any venture. Entrepreneurs are trained on how to establish, manage and grow business they 

establish business and industries at places where they have comparative and competitive 

advantages. Hence, their localization and development take place while other areas remain 

deprived of the industries and business is the reason, entrepreneurship development 

programmes aim to develop and spread all over the country. 

 

6. To Remove Doubts of entrepreneurs, suggest solutions and remedies of Problems 

Whenever individuals create new ventures they harbour many doubts and several problems 

arise with many shortcomings. Entrepreneurship development programmes assist to remove 

the doubts and suggest remedial measures for the identified problems and shortcomings. 

 

2.1.2 Specific Objectives of Entrepreneurship 

Venture creation, Wealth creation, Value creation, Job creation, Catalyst for economic 

development, growth and sustainability, Reduce high level of poverty, Community 

improvement, Reduction in rural – urban migration, Create smooth transition from traditional 

to a modern industrial economy. Others are profit maximization, customer satisfaction, 

enterprise growth and sustainability, self-satisfaction and self-actualization, independence 

and opportunity utilization. 

 

2.1.3 Classification of Entrepreneurship 

The classification of entrepreneurship into nine categories according to Schollhammer and 

kuriloff (1997) are as follows: 

 

Administrative Entrepreneurship: This is centered around administrative techniques and 

functions such as total quality management, job redesigning, new techniques of doing things,  

 

Participative management.  This increases overall organizational efficiency and more 

effective way that provides advantages and competitive edge for the entrepreneur. 
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Opportunistic Entrepreneurship: Environmental changes offer new opportunities but not all 

entrepreneurs have the ability of identifying and to utilize that opportunity on time. The 

ability to identifies, exploits and executes the opportunity within the shortest possible time is 

regarded as opportunistic entrepreneurship 

 

Acquisitive Entrepreneurship: This involves entrepreneurs learning from others competencies 

from the competitive environment to achieve competitors‘ technical capacities. 

 

Incubative Entrepreneurship: This involves generation and nursing new ideas and ventures 

within the organization which is executed in a productive manner that ensures benefit for the 

organization. It is easily achieved through by incubating new varieties of products and creates 

product differentiation in the market. 

 

Imitative Entrepreneurship: This is imitation of a good or service operating in the market 

under a franchise agreement. This is also a medium through which technology is spread all 

over the world by adopting existing technology with minor modification appropriate to the 

new local environment. 

 

Private Entrepreneurship: This is initiated under private sector where government gives 

various support services through private and public concerns that encourage private initiative 

in taking entrepreneurial ventures. 

 

Public Entrepreneurship: This is always carried out by the government through its various 

development agencies. It is a public sector initiative in venture ideas to fulfill the initial 

deficiency of private entrepreneurs. 

 

Individual Entrepreneurship: This is undertaken by an individual or a family with the 

personal initiative. 

 

Mass Entrepreneurship: This emerges in an economy where a favourable climate of 

motivation and encouragement exist for developing a wide range of entrepreneurship among 

general mass. 

 

2.1.4 Types of Entrepreneurs 

There are different types of entrepreneurs according to Schollhammer and kuriloff (1997), 

thus:   

Techno- preneurs (Technology freaks), Agro- preneurs (Agriculture driven), Mobile-preneurs 

(Freelancers), Ultrapreneur (ultra-high achieving philanthropists), Ecopreneur (driven by 

nature), Alphapreneur (money driven), Bosspreneur (control freaks), Dadpreneur (lifestyle 

orientated), Sociopreneur (want to change the world for the positive), Mumpreneur (family 

comes first), Execpreneur (corporate animals), Webpreneur (internet driven), Passionpreneur 

(driven by doing what they love), Safepreneur (risk averse), Edupreneur (Coaching freak). 

 

2.2 Empirical Review  

Entrepreneurial success according to Clifton and Badal (2014) is when entrepreneurs are able 

to use their innate ability, their dominant natural talents to pursue their goals and objectives to 

success. Therefore, entrepreneurs need to recognize their talents and create a consistent effort 

to nurture them to full fruition. Thy identified ten talents of successful entrepreneurs as 

follow: 
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1.  Business focus: Decisions are made based on the effect of profit, whether observed or 

anticipated. 

2.  Confidence: The entrepreneurs know themselves and have an understanding of others. 

3.  Creative thinker: The people in this study exhibited creativity in taking an existing 

product or idea and turning it into a better one. 

4.  Delegator: Successful entrepreneurs aren‘t afraid to let others assist. They realize that 

they cannot do everything themselves and are willing and able to allow a shift in style 

and control. 

5.  Determination: Every entrepreneur goes through difficult times. While some throw in 

the towel, subjects in this study persevered through difficulties. 

6.  Independent: Independence doesn‘t necessarily mean working alone, as these 

successful entrepreneurs have shown. They are able to do whatever is needed to be 

done to make the venture successful. 

7.  Knowledge-seeker: Those who succeed are always seeking relevant knowledge that 

will help their business. 

8.  Promoter: Nobody promotes the business better than its owner. This person is able to 

clearly convey what the business is about and convince others of its value. 

9.  Relationship-builder: Entrepreneurs realize that it‘s the people around them that can 

help them the most and build relationships with those who can benefit the business for 

its survival and growth. 

10.  Risk-Taker: Any new venture or growth involves risk. The successful entrepreneur 

has an instinctive knowledge of how to mitigate and manage high-risk situations. 

 

Entrepreneurial success according to Armstrong (2019) is the mystery of entrepreneurs mind 

because it has been proven scientifically that consciousness rather than hard-work is the most 

related factor to entrepreneurial success factor. According to the scholar, entrepreneurial 

success are in four facets, that is:  

Organization: Identification and noting of daily tasks to enable entrepreneurs focus 

throughout the day; 

Diligence (hard work): diligence in common language is called hard work. According to the 

scholar, hard work is 25%. this ought to be noticed as everybody says hard work is 

required for success; 

Prudence: It is ability to govern and discipline oneself by the use of reason. Ability to make 

the right decision; and  

Perfectionism: The entrepreneurs have to know how to double check the work regularly. He 

should crosscheck the checklist often to ensure success journey. 

 

Seven critical success factors that are key to entrepreneurial success according to Zwilling 

(2014) are: self-starter, united family, concentration, capacity, energy, stick-to-it initiative 

and self discipline. On the other of the coin, Pamela (2017) viewed seven key success 

as:being able to solve problems, low running costs, doing what you love, having a good 

network, willingness to learn, adaptability to technology and full-time commitment. Viewing 

it from different perspective, Sutevski (2011) viewed success factors from the following: 

willingness to take action, entrepreneurial knowledge, entrepreneurial creativity, 

entrepreneurial skills, entrepreneurial intelligence, patience, persistence, ability for 

teamwork, risk taking ability, self-confidence, experience, great talent, honesty, connections 

and luck. 

 

Entrepreneurs are unique group of people that assume risk, manage the business operations, 

reap the rewards of their success and bear the consequences of their failure (Henderson, 
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2002). Wickham (2006) depicts the growth-oriented entrepreneur as having high levels of 

innovation and specific growth oriented strategic objectives. Being a successful entrepreneur 

means the right attitude towards a business and determination to achieve success. Therefore,  

 

a successful entrepreneur has a strong inner drive that helps him or her to succeed. In today 

globalized and highly competitive world, successful entrepreneurs are seen as the driving  

 

force in the modern economy. Entrepreneurial success to a large extent depend on number of 

factors ranging from specific personal entrepreneurial competencies, environment of 

operations, factors of production, employees‘ attitude, government patronage/policies, etc. To 

generalized factors such as entrepreneurial intentions and propensity, entrepreneurial skills 

and opportunities, entrepreneurial studies, orientation and development, entrepreneurial spirit 

and mindset, understanding of entrepreneurial processes and entrepreneurial passion. 

 

3.0 Methodology and Discussion of Findings 

The method adopted in the study is strictly focused on qualitative analysis of success factor 

of an entrepreneur in Nigeria. The researchers focused on the key performance of 

entrepreneurs in Sub Sahara Africa, and that is the parameter used to determine the 

success/failure rate of entrepreneurs in Nigeria. Investigating the success/failure rate of 

entrepreneur in Nigeria from the theoretical view-lens, it is better to set a standard key 

performance index. 

 

There is need for key performance index (KPI) on entrepreneurship development in Sub 

Sahara Africa. The study revealed the essence of assessing the critical success factors of 

entrepreneurship development. The findings of the study is in tandem with the common 

practice in the developed economies. The western world often evaluate entrepreneurship 

development in respect of latest innovation and technological development. The Sub Sahara 

Africa should strive to emulate the western world by engaging in regular assessment of 

different entrepreneurship development models in order to determine the current innovation 

and technological development in the world of entrepreneurship. 

 

4.0  Conclusion and Recommendations 

The study concludes that the success/failure factor of entrepreneur depends on standard key 

performance index (KPIs). It is this parameter that determines the success/failure rate of any 

given entrepreneur. It therefore becomes imperative that entrepreneurship development must 

recognize a standard key performance index that could be used to gauge the growth rate of 

entrepreneur from time to time. 

 

Last but not the least, the study recommends that there should be entrepreneurship 

development plan (EDP) where entrepreneurs‘ development growth is measured. And the 

best way to measure their growth is by setting up a standard key performance index (KPIs) 

that will be in tandem with global best practices. 
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ABSTRACT 

The study on the impact Of performance appraisal on employee productivity, a study of 

Unical  Micro Finance bank was aimed at determining the impact of performance appraisal 

techniques such as Graphic rating scale (GRS), Paired Comparison method and Behavioural 

anchored rating scales (BARS) on the employee productivity of Unical  Micro Finance Bank. 

Based on the above the Goal Setting and justice theory formed the theoretical underpinning 

of the study. Furthermore, the survey research design was adopted in the study in order to 

enable the researcher to use a structured questionnaire to obtain data from 50 employees of 

Unical Micro Finance bank who constituted the  sample size of the study and were drawn 

using the convenience sampling technique. The data obtained from the respondents was 

analysed using Pearson product moment Correlation. The result of the analysis revealed that  

Graphic rating scale (GRS), Paired Comparison method and Behavioural anchored rating 

scales (BARS) all have an impact on the productivity of Unical Micro Finance Bank 

employees. Based on the above it was concluded that performance appraisal have an impact 

on employee productivity and as such, it was recommended that the management of 

University of Calabar Micro Finance Bank  should periodically appraise the performance of 

its employees using the above understudied techniques especially the peer review method and 

behavioural anchored rating scales (BARS) because the methods gives employees a sense of 

belonging to the organization and also reveals the behaviour displayed by employees in the 

discharge of their duty. 

 

Keyword: Performance appraisal, employee productivity, Graphic rating scale (GRS), Paired 

Comparison method and Behavioural anchored rating scales (BARS)  

 

 

1.0 Background to the Study 

In today‘s turbulent business environment, customers taste and preference are consistently 

changing, and as such every organization according to Adedayo (2017) needs to improve its 

productivity in order to meet up with the consistent changes experience in the environment. 

Based on the above, it becomes almost impossible for organisations to meet up with the 
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changing dynamics in the environment without first assessing the productivity of their 

employees. In a bid to access employee‘s productivity, KavussiShal, (1999) maintained that a 

functional performance appraisal system remains the major instrument that can be used to 

improve the quality of an organization‘s work force. Supporting the above view 

point  Adekoya, Oluseye and Kingsley (2014) maintained that Performance appraisal serves 

as a tool for enhancing productivity in modern organizations, because it measures  and 

evaluates the performance of  employees pointing out their potentialities and deficiencies so 

that they can improve over time. Therefore, performance appraisal according to James (2016) 

is the method by which the performance and productivity of each worker is measured in order 

to determine his or her contribution to the effort of the organization towards the achievement 

of the set goals and objectives. 

 

According to De Waal (2004) performance appraisal is the assessment of an individual‘s 

productivity in a systematic way, the productivity is being measured against such factors as 

job knowledge, quality and quantity of output, use of initiative, leadership abilities, 

cooperation, versatility, health etc. To Gabris and Ihrke (2000) Performance appraisal is a 

structured and formal interaction between a subordinate and supervisor, that usually takes the 

form of a periodic interview (annual or semi-annual), in which the work performance of the 

subordinate is examined and discussed, with a view to identifying weaknesses and strengths 

as well as opportunities for improvement and skills development. 

 

Employee productivity on the other hand is defined as the extent to which an organizational 

member contributes to achieving the goals of the organization (Greenberg, 1996). To Mathias 

and John (2003) employee productivity is a measure of the quantity and quality of work done, 

considering the cost of the resources used. Based on the above, the method used in the 

measurement and evaluation of employees performance differ from one organization to 

another, but the ultimate purpose of performance appraisal according to Eldman (2009) in an 

organisation is to estimate the job performance of each employee towards the achievement of 

organizational objectives  as well as improve the productivity of workers. In conclusion, this 

study on the impact of performance appraisal on employee productivity was necessitated 

owning to the fact that organization without a suitable and consistent performance appraisal 

according to Grote and Grote (2011) will experience failure and poor performance of its 

employees.  

 

1.1 Statement of the Problem  

The issue of employee productivity has according to Gerhart and Milkovich (2010) suffered 

from high level of neglect from the management of most organisations. Such neglect have 

according to Adedayo (2017) been responsible for the decline in the level of the productivity 

of most employees because employees according to Muhammad (2014) are the true asset for 

most organization and are important in achieving the goals and objectives of an organization 

if they are properly treated.Thus, The inability of most managers to pay proper attention to 

performance appraisal strategies even when recent studies such as the ones conducted by 

Anne, Poti and Isaac (2011), Mwema and Gachunga (2014), James (2016) as well as 

Benardine and David (2017)have all suggested that the periodic appraisal of the performance 

of employees by management remain capable of improving their productivity have 

necessitated this study on the impact of performance appraisal on the employee productivity 

in Uncial Micro Finance Bank.  

 

Thus this study on the impact of Performance appraisal on employee productivity was 

necessitated owing to the assertion of Esu (2009) and Aidah, (2013) who maintained that the 
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inability of most businesses to effectively and efficiently conduct appraisal of its employees 

renders an employee unproductive. 

 

1.2 Objectives of the Study 

The major objective of this study is to determine the impact of performance appraisal on 

employee productivity in Unical Micro Finance Bank, while the specific objective include: 

1. To access the impact of Graphic rating scale (GRS) on the productivity of employees 

in Unical Micro Finance Bank. 

2. To determine the impact of Paired Comparison method on the productivity of 

employees in Unical Micro Finance Bank. 

3. To determine the impact of Behavioural anchored rating scales (BARS) on the 

productivity of employees in Unical Micro Finance Bank. 

 

1.3 Significance of the Study 

The study remains significant in a number of ways. First, this study would add to the existing 

knowledge on performance appraisal and employee productivity in financial institutions. 

Secondly, it would reveal the various methods that are perceived to be more useful in 

accessing the performance of employees within financial institutions like banks. Thirdly, it 

would reveal to management of Unical Micro Finance Bank on the best performance 

appraisal methods to adopt in order to improve the productivity of their employees and finally 

it would reveal to management on the various challenges that affect the proper 

implementation of a performance appraisal technique within an organization. 

 

1.4 Scope of the Study 

The study on the impact of performance appraisal on employee productivity,  a study of 

Unical Micro Finance Bank is focused on determining how performance appraisal techniques 

such as Graphic rating scale (GRS), Paired Comparison method and Behavioural anchored 

rating scales (BARS) can impact on the productivity of employees in Unical microfinance 

bank. 

 

1.5 Historical Background 

Unical Microfinance Bank started operation on 5th November, 1993 as Atakpa Community 

Bank with registration certificate No. RC 234324.Atakpa Community Bank later went into 

voluntary liquidation and was bought over and relocated to the University of Calabar and 

renamed Unical Community Bank. The bank reopened for business on 3rd January, 1998 and 

secured final operating license from Central Bank of Nigeria (CBN) on 25th May, 1998.With 

the introduction of Microfinance banking by the Central Bank of Nigeria (CBN) which 

required all Community Banks to convert to Microfinance Banks, the bank successfully 

converted into Unical Microfinance Bank in December, 2007. The bank currently have 9 

members in top management with John Bikom Owan as the Managing Director/CEO, and 

they offer a wide range of financial services which ranges from current account, savings 

account, target account,Christmas target account, Small and Medium Scale lending,Group 

lending, Cooperative societies lending, Clean note policy, Educational target account, 

Capital/joint venture lending etc, and they have 7 branches across Cross River State with its 

head office in University of Calabar. 

 

2.0 Theoretical framework and Review of related literature 

2.1 Goal Setting Theory 

This theory was formulated by Edwin Locke in 1960s. The theory indicates that the major 

sources of motivation at the work place are the intentions to work towards the goals. Goals 
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play significant roles by informing employees their expectations at the work place. As a 

specific goal enhances performance within an organization, therefore goal setting theory 

supports the value of goals (Robbins, Judge & Campbell 2010). Acceptance of difficult and 

challenging goals results into enhanced performance in an organization as opposed to easy 

goals. Moreover, availability of feedback at the work place brings about better performance 

than non-availability of feedback. According to Pride, Hughes and Kapoor (2010), 

organizations when setting their goals should ensure that the goals are very specific and 

moderately difficult in order to employees to be committed to achieve these goals. Rewards 

should be tied in together with the goals so as to enhance productivity at the work place. 

Goals that are specific in nature yield high levels of outputs as opposed to goals that are 

general in nature. This is because specific goals act as internal stimulus of the processes 

within organizations. Summarily, Kopaneva and Sias (2015) maintained that goals are 

significant motivators at the work place by providing employees with realistic and tangible 

targets that can be achieved easily. 

 

The relevance of this theory to this study is that an organization that wishes to improve the 

productivity of its employees must first set goals that are specific and realistic in order to 

enable employees stay committed in the accomplishment of such goals. 

 

2.2 An Overview on the Concept of Performance Appraisal 

The term performance appraisal have been defined by various scholars, to Cook and 

Crossman(2004) Performance appraisal can be defined as the process of assessing and 

recording employee performance for the purpose of making judgments about employee that 

lead to decisions. To Gabris and  Ihrke, (2000), Performance appraisal is a structured and 

formal interaction between a subordinate and supervisor, that usually takes the form of a 

periodic interview (annual or semi-annual), in which the work performance of the 

subordinate is examined and discussed, with a view to identifying weaknesses and strengths 

as well as opportunities for improvement and skills development. To  Mani, (2002), Terry 

and Franklin, (2003) Performance appraisal is an analysis of an employee's recent successes 

and failures, personal strengths and weaknesses and suitability for promotion or further 

training and a periodic evaluation of an employee‘s performance measured against the job‘s 

stated or presumed requirements. To DeNisi and Pritchard (2006), Performance appraisal is a 

discrete, formal, organizationally sanctioned event, usually not occurring more frequently 

than once or twice a year, which has clearly stated performance dimensions and/or criteria 

that are used in the evaluat\ion process. Performance appraisal is an important factor in 

identifying employee‘s talent, capacities, and its result can make them aware of 

advancements, plans and goals.  

 

Based on the above definitions of performance appraisal, Cunneen, (2006) maintained that A 

person‗s skills and knowledge has to be appraised and coached so that his or her job 

productivity improves, leading to the achievement of organizational objectives.  

 

2.3 Objectives of Performance Appraisal 

According to Akinbowale (2013) the major objectives of performance appraisal is summarise

d into three broad headings which are: 

 

1. Individual Evaluation and Motivation : the major objectives of performance appraisal is to  

frequently serve as the basis for the regular evaluation of the performance of members of the 

organization in order to influence the motivation and future performance of their members 



Proceedings of the 14th Annual International Conference  

 256 

through the administration of various rewards, such as salary increases and promotions to the 

ratings generated by the appraisal system. 

 

2. Individual Development: In addition to serving as a basis for the administration of 

organizational reward and punishments, the information generated by an appraisal system can 

also be employed to facilitate the personal development of organizational members. Sound 

appraisal system can generate valid information regarding the areas of personal strength and 

weakness of individual employees.  

 

3. Organizational planning: an effective performance appraisal system also generates 

information that can be of significant value to the organization in planning its future human 

resources needs and policies. The members of an organization are the human capital of that 

organization. Consequently, a performance appraisal system generates information that 

permits the organization to assess the state of its human capital and plan its recruiting, 

staffing and development policies, in an informed, systematic and rational manner. 

 

2.4 Performance Appraisal Techniques 

The techniques used in performance appraisal are numerous, but for the purpose of this study, 

five key techniques would be considered below. 

 

1.Behaviourally Anchored Rating Scale (BARS) technique: Behaviourally Anchored Rating 

Scales (BARS) is a relatively new technique, which combines the graphic rating scale and 

critical incidents method. It consists of predetermined critical areas of job performance or sets 

of behavioral statements describing important job performance qualities as good or bad (for 

the qualities like inter-personal relationships, adaptability and reliability, job knowledge etc). 

These statements are developed from critical incidents. In this method, an employee‘s actual 

job behaviour is judged against the desired behaviour by recording and comparing the 

behaviour with BARS. Developing and practicing BARS requires expert knowledge. The 

specific purpose of the Behaviorally Anchored Rating Scale is to use behavioral procedures 

to design an instrument that can identify and measure the critical components that constitute 

effective performance in an occupation. The instrument has been used to identify 

performance competencies in such occupations as Nurses (Smith and Kendall, 1963), store 

managers (Campbell,2003), college professors and for identifying the professional and career 

development activities needed by teachers (Latham and Kenneth, 1999). The instrument 

allows researchers to capture performance in multi-dimensional, behaviour-specific terms. 

 

2. Graphic Rating Scales technique: this technique presents appraisers with a list of 

dimensions, which are aspects of performance that determine an employee's effectiveness. 

Examples of performance dimensions are cooperativeness, adaptability, maturity, and 

motivation. Each dimension is accompanied by a multi-point (3, 5, or 7) rating scale. The 

points along the scale are defined by numbers and/or descriptive words or phrases that 

indicate the level of performance. The midpoint of the scale is usually anchored by such 

words as ―average,‖ ―adequate,‖ ―satisfactory,‖ or ―meets standards.‖ (Kane and Lawler, 

2009). Many organizations use graphic rating scales because they are easy to use and cost 

little to develop. HR professionals can develop such forms quickly, and because the 

dimensions and anchors are written at a general level, a single form is applicable to all or 

most jobs within an organization. Graphic rating scales do present a number of problems, 

because the rating scale does not clearly indicate what a person must do to achieve a given 

rating, thus employees are left in the dark as to what is expected of them.  
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3. Paired Comparison method:  this method or technique is used by the management team in 

different organizations to check on the performance of individuals in an organization. It 

involves the actions of checking the work performed by one's equals (peers) in an 

organizational setting to ensure it meets specific criteria/standards. The standards are set by 

the management or are clearly stated in the organizational policy manual. To McGowan, 

Sampson and Lefebvre (2010) peer review entails one employee evaluating the tasks done by 

another employee of the same competence. Peer review is a form of self-regulation. Peer 

review enhances quality and standards within an organization. This also enhances 

organizational productivity. 

 

2.5   Concept of Employee Productivity 
Productivity is simply the effective and efficient use of all resources. Resources include time, 

people, knowledge, information, finance, equipment space, energy, materials. Productivity is 

the ratio of output to input. It is a measure of how efficient and effective a business or an 

economy uses inputs such as labour and capital to produce outputs such as goods and 

services. Productivity according to Gronroos and Ojasalo (2004) measures the relationship 

between output and inputs. To Calabrese (2012) productivity shows how much and how well 

we produce from the resources we used. In an organizational context, employee productivity 

is usually defined as the extent to which an organizational member contributes to achieving 

the goals of the organization. Mathias and John (2003) defined employee productivity as a 

measure of the quantity and quality of work done, considering the cost of the resources used. 

McNamara (2003) further stated that, results are usually the final and specific outputs desired 

from the employee. Results are often expressed as products or services for an internal or 

external customer. They may be in terms of financial accomplishments, customer satisfaction 

etc.. Employee productivity could include: quantity of output, quality of output, timelines of 

output, presence at work and cooperativeness (Bernardin, 2007). Employee productivity 

could be simply understood as the related activities expected of a worker and how well those 

activities were executed. 

 

In summary, Grossman, (1993) maintained that having a high rate of employee productivity 

amounts to a competitive advantage to an organization because high productivity apart from 

the benefit it gives to the organization also contributes to the general well-being of a society. 

 

2.6  Conceptual Model 

The impact of performance appraisal on employee productivity has been researched upon by 

various scholars such as Arvind (2009), Adaeze (2007) , based on the above , this conceptual 

model seek to determine how the under listed performance appraisal techniques impact on the 

productivity of Unical micro finance bank employees. 

 

Hence the conceptual model showing the various variables stated in the objectives of this 

study is shown in the diagram below. 
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Fig 2: Conceptual Model 

Source: Developed by the researcher 

 

From the conceptual model above, it is opined that the various performance appraisal 

techniques such as Graphic rating scale (GRS), Paired comparison Technique and 

Behavioural anchored rating scales (BARS) have the possibility of impacting on the 

productivity of employees. However, such assertion remains subjected to statistical 

verification and validation. 

 

2.7 An Overview on Performance Appraisal and Employee Productivity. 

The Competent appraisal of employee productivity in an organization cannot be 

overemphasised because it according to Kane and Lawler, (2009) serves to improve the 

overall productivity of both the employee and the organization. According to Mwema and 

Gachunga (2014) there are three main functional areas of performance appraisal systems and 

they are, the administrative, informative, and motivational. Performance appraisals affects the 

administrative functional area in that it serves the role of facilitating an orderly means of 

determining salary increases and other rewards, and of delegating authority and responsibility 

to the most capable individuals. The informative function is fulfilled when the appraisal 

system supplies data to managers and appraisers about individual employee strengths and 

weaknesses. Finally, the motivational role entails creating a learning experience that 

motivates workers to improve their performance. Based on the above, the effective use of 

performance appraisals helps employees and managers to improve their productivity and gain 

a better understanding of their faults and strengths in order to adjust behaviours accordingly. 

 

Supporting the above premise, a study by Odunayo, Salau, Fadugba, Oyinlola and James 

(2014) titled modelling the relationship between performance appraisal and organizational 

productivity in Nigerian public sector, revealed that employees agreed that if they got regular 

feedbacks about their performance on the jobs, it could secure competitive positioning for the 

organization. As this will help them to identify their strengths and weaknesses which could 

invariably produce opportunities to the organization they are working with and threat to their 

competitors. Another study conducted by Gichuhi, Abaja and Ochieng (2012) on the effect of 

performance appraisal on employee productivity; a case study of major supermarkets in 
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Nakuru Town in Kenya revealed that performance appraisal significantly influenced 

employee productivity. 

 

2.8 Empirical Review 

The concept of performance appraisal has been research upon by various authors in a bid to 

ascertain its impact on the overall productivity of employees. In line with the above, Mullins 

(2009) maintained that The underlying objective of performance appraisal in any 

organization is to improve the productivity of workers. Based on the above a study conducted 

by Solomon (2017) on Performance Appraisal and Employee Productivity in Plateau State 

Internal Revenue Service, Nigeria revealed that performance appraisal techniques like 

management by objectives and 360 degree feedback appraisal techniques enhanced employee 

productivity in PSIRS, and as such it was  recommended that, PSIRS should enforce 

management by objectives as well as the 360 degree feedback appraisal techniques in order to 

enable staff participate in organizational goal setting and understand areas of responsibility so 

as to further improve productivity.  

 

Another study conducted by Benardine and David (2017) on Performance appraisals 

practices and employee productivity in Kenya, a casestudy of Savannah cement Ltd revealed 

that performance appraisal practices had  an effect on employee productivity, and as such it 

was recommended that Savannah cement Ltd should endeavour to use subordinates more 

often as a source of evaluation so that managers can be able to get feedback from their juniors 

regarding their performance and adopt performance appraisal process that does not only 

emphasize on academic qualifications but rather ability to achieving targets. 

 

Furthermore,  a study conducted by Anne, Poti and Isaac(2011) on the effect of performance 

appraisal on employee productivity, a case study of supermarkets in Nakuru town, Kenya 

revealed that major supermarkets in Nakurutown have implemented performance appraisals 

to enhance employee productivity. The study also revealed that the frequent performance of 

appraisal on employee influences their productivity and it was recommended that 

performance appraisal techniques should involve discussions of strengths and weaknesses of 

the employee.  

 

2.9  Summary of Literature Review 
From the literature reviewed, various authors have come to the conclusion that performance 

appraisal remains a vital tool that is capable of improving the productivity of employees, but 

however they have failed to carefully examine the extent to which the various performance 

appraisal techniques impact on the productivity of employees within the financial sector. 

 

3.0  Research methodology 

3.1 Research Design  

A research design according to Twycross and Shields (2003) is a master plan that specifies 

the methods and procedures for collecting and analysing data, it is also a framework for the 

research plan of action, and as such the survey research design was adopted for this study 

because the survey research design enables the researcher to use specific survey instruments 

like structured questionnaires in the collection of primary data.  

 

3.2 Population of the Study   

The population of the study is the total number of elements the researcher intends to study, 

and for the purpose of this study 60 employees of Unical Micro Finance Bank, Calabar would 

constitute the population for this study. 
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3.3 Sampling Procedure and Sample Size Determination  

A sampling technique is a procedure adopted to systematically select the chosen sample in a 

specified way. Thus, this research work adopts the convenience non probability sampling 

technique because according to Etuk (2010) the convenience sampling technique enables the 

researcher to quickly and inexpensively select a sample that is convenient and appropriate for 

the study.  

 

Therefore, 50 employees of Unical Micro Finance Bank, Calabar would constitute the sample 

size for this study in order to enable employees from other Uncial Micro Finance bank 

branches to participate in the study. 

 

4.0 Test of hypotheses 

Decision rule: Accept the alternative hypothesis if the P - value is less than 0.05 and reject 

the null hypothesis if the P- value is greater than 0.05. If otherwise the reverse becomes the 

case. 

 

Hypothesis One 

 

H0: Graphic rating scale (GRS) does not have an impact on the productivity of employees in 

Unical Micro Finance Bank. 

 

H1: Graphic rating scales (GRS) have an impact on the productivity of employees in Unical 

Micro Finance Bank. 

 

Table 4.1: Pearson product moment Correlation showing the impact of Graphic rating 

scale (GRS) on the productivity of employees in Unical Micro Finance Bank 

 Employee 

productivity 

Graphic rating 

scale 

Employee productivity 

Pearson Correlation 1 .408
**

 

Sig. (2-tailed)  .003 

N 50 50 

Graphic rating scale 

Pearson Correlation .408
**

 1 

Sig. (2-tailed) .003  

N 50 50 

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

 

Interpretation of result 

The table 4.1 above shows the Pearson product correlation between graphic rating scale and 

employee productivity. The result reveals that graphic rating scale have an impact on the 

productivity of employees. This is because the R value of .41 shows a high correlation and a 

p - value of .003 is less than the .05 level of significance. Therefore we conclude by accepting 

the alternative hypothesis which states that Graphic rating scale (GRS) have an impact on the 

productivity of employees in Unical Micro Finance Bank and reject the null hypothesis.  

 

Hypothesis Two 

H0: Paired Comparison method does not have an impact on the productivity of employees in 

Unical Micro Finance Bank. 
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H1: Paired Comparison method have an impact on the productivity of     employees in Unical 

Micro Finance Bank. 

 

Table 4.2 Pearson product moment Correlation showing the impact of 

PairedComparison method on the productivity of employees in Unical Micro Finance 

Bank 

 Employee 

productivity 

Peer review method 

Employee productivity 

Pearson Correlation 1 .314
*
 

Sig. (2-tailed)  .026 

N 50 50 

Peer review method 

Pearson Correlation .314
*
 1 

Sig. (2-tailed) .026  

N 50 50 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Interpretation of result 

The table 4.2.2 above shows the Pearson product correlation between Paired Comparison 

method and employee productivity. The result reveals that Paired Comparison method have 

an impact on the productivity of employees. This is because the R value of .31 shows a 

correlation and a p - value of .03 is less than the .05 level of significance. Therefore we 

conclude by accepting the alternative hypothesis which states that Paired comparison method 

have an impact on the productivity of employees in Unical Micro Finance Bank and reject the 

null hypothesis. 

 

Hypothesis Three 

H0: Behavioural anchored rating scales (BARS) does not have an impact on the productivity 

of employees in Unical Micro Finance Bank 

 

H1: Behavioural anchored rating scales (BARS) have an impact on the productivity of 

employees in Unical Micro Finance Bank. 

 

Table 4.3: Pearson product moment Correlation showing the impact of Behavioural 

anchored rating scales (BARS) on the productivity of employees in Unical Micro 

Finance Bank 

 Employee 

productivity 

Behavioural 

anchored rating 

scale 

Employee productivity 

Pearson Correlation 1 .291
*
 

Sig. (2-tailed)  .040 

N 50 50 

Behavioural anchored rating 

scale 

Pearson Correlation .291
*
 1 

Sig. (2-tailed) .040  

N 50 50 

*. Correlation is significant at the 0.05 level (2-tailed).  
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Interpretation of result 

The table 4.3 above shows the Pearson product correlation between Behavioural anchored 

rating scales (BARS)and employee productivity. The result reveals that Behavioural 

anchored rating scales (BARS) have an impact on the productivity of employees. This is 

because the R value of .29 shows a correlation and a p - value of .04 is less than the .05 level 

of significance. Therefore we conclude by accepting the alternative hypothesis which states 

that Behavioural anchored rating scales (BARS) have an impact on the productivity of 

employees in Unical Micro Finance Bank and reject the null hypothesis. 

 

4.2  Discussion of Findings  

From the analysis conducted above, the impact of performance appraisal on employee 

productivity has been determined. The first hypothesis reveals thatGraphic rating scale (GRS) 

has an impact on the productivity of employees in Unical Micro Finance Bank. Supporting 

the above finding a study conducted by Mwema and Gachunga (2014) on the influence of 

performance appraisal on employee productivity in organizations: a case study of selected 

WHO offices in east Africa revealed that 79% of the respondents recommended the use of 

GRS appraisal technique in improving employee performance; and based on the above, the 

study established that use of GRS performance appraisal system is easy and less expensive to 

develop therefore HR professionals could develop such forms quickly. The study further 

found that most of the respondents indicated that through Graphic Rating Scale, employees in 

WHO are able to attain performance as expected and that Staff performance helps employees 

meet performance targets therefore affecting the employees‘ productivity to a great extent. 

 

The second hypothesis reveals that Pairedcomparison method has an impact on the 

productivity of employees in Unical Micro Finance Bank. This finding is supported by 

Aggarwal and Thakur (2011) who maintained that Peer review enhances quality and 

standards within an organization which in turn helps enhances employee‘s contribution 

towards the accomplishment of organizational goal. Further supporting the above finding  

Gyurcik (2000) maintained that appraising employees based on peer review encourages 

information sharing of employees as well as encourages their participation in management 

decision which to extent motivates them to function more efficiently.  

 

Conclusively, the last hypothesis reveals that Behavioural anchored rating scales (BARS) 

have an impact on the productivity of employees in Unical Micro Finance Bank. This finding 

is in line with the view of Kane and  Lawler (2009) who  maintained that the use of 

behavioural performance appraisal in an organization influences employee's relationship in 

the organization as it lead to increase in inter-personal relationships, fosters Integration and 

Team Work, enables the employees to adopt to changing environment which in turn  affects 

employees productivity to a very great extent. 

 

5.0 Conclusion 

From the findings of this study, it is concluded that performance appraisal remains one of the 

factors that significantly impacts on the productivity of employees. This is because through 

performance appraisal,  the management of an organization  identify staff training needs, help 

employees meet performance targets, offer poor performers are chance to improve, help 

employees on time management through planning and setting of deadlines, enable the 

managers to make informed decisions about promotions and assignments of task based on 

applicable facts, improve employee‘s synergies which in turn improve the overall 

contribution of employees towards the productivity of the organization.  
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Furthermore, performance appraisal techniques such as the graphic rating scale, Paired 

Comparison method and Behavioural anchored rating scales (BARS)all have an impact on 

the productivity of employees. These methods fostered Integration and team work, reliability 

of the employees who may work without much supervision, adaptation of employees to 

changing environment and also improve the individual contributions of employes towards the 

organization accomplishments.  

 

Hence, The study concluded that using performance appraisals systems in order to identify 

employees rewards and provide an opportunity to set individual development plan, encourage 

the individual work planning and achievement of targets and also helps management in 

making informed decisions that are capable of improving the productivity of the employee 

and that of the organization. 

 

5.1 Recommendations 

Based on the summary of findings and conclusions of the study, the following 

recommendations were proffered. 

1. The management of University of Calabaar Micro Finance Bank should adopt 

performance appraisal techniques that are capable of exposing the individual 

weakness and strength of employees in order to ascertain areas were employees needs 

to be further trained in order to improve their overall competence and productivity. 

2. The management of University of Calabaar Micro Finance Bank  should periodically 

appraise the performance of its employees using the above understudied techniques 

especially the peer review method because the methods gives employees a sense of 

belonging to the organization which to an extent remains capable of boosting their 

productivity. 

3. The management of University of Calabaar Micro Finance Bank should endeavour to 

adopt behavioural performance appraisal techniques in order to help identify 

behavioural patterns of employees towards the discharge of their duties. By so doing 

employee deviations can easily be identified and corrective measures taken 

accordingly. 
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ABSTRACT 

The study on storage mechanisms and the reduction of post-harvest loss for fresh cassava 

roots: a conceptual review was motivated by the massive post - harvest loss experienced by 

cassava farmers in Idomi, Yakurr Local Government Area of Cross River State. These losses 

have hindered the effective commercialization of the crop in the area. Based on the above, 

the study was aimed at examining the effect of storage mechanisms such as waxing, field 

clamps storage, storage in boxes lined with moist sawdust and storage in plastic film wraps / 

bags. These storage mechanisms were examined in order to determine their effect in reducing 

post - harvest loss for fresh cassava roots. In line with the above, exploratory research design 

was adopted in order to enable the researcher obtain empirical and qualitative information 

as regard the subject under investigation. Hence, it was revealed that the storage 

mechanisms such as waxing, field clamps, storage in boxes lined with moist sawdust and 

storage in plastic film wraps / bags all have a positive effect in the reduction of post - harvest 

loss for fresh cassava roots. Hence, it was concluded that storage mechanisms such as 

waxing, field clamps, storage in boxes lined with moist sawdust and storage in plastic film 

wraps / bags should be adopted and properly implemented in Idomi; because they help in the 

reduction of post - harvest loss for fresh cassava roots by extending the shelve life of the crop 

thereby promoting the marketing and commercialization of the crop.  

 

Keywords:  Storage mechanisms, waxing, field clamps, boxes lined/moist sawdust, plastic 

film wraps/bags storage, post - harvest loss 

 

1.  Introduction 

Cassava (Manihot esculenta Crantz) is a staple crop and remains a staple food for hundreds of 

millions of people in the tropics and subtropical belts as well as a feedstock for numerous 

industrial applications, including food, feed and starch (IFAD/FAO 2001). The crop according 

to Burrell (2003) belongs  to  the  Euphorbiaceae  family ,  and  reports  have  it  that the crop 

originated from South America and was domesticated between 5000 and 7000 years 

B.C.(Olsen & Schaal, 2001). The first import of cassava to Africa was by the Portuguese from 

Brazil in the eighteenth century, but now cassava is cultivated and consumed in many 

countries across Africa, Asia and   South    America (Nhassico, Muquingue, Cliff, Cumbana & 

Bradbury 2008; FAO 2013). Cassava as a staple crop in Africa, provides more than 10 percent 

of the daily dietary caloric intake to about 300 million people In 15 African countries like 
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Nigeria, Ghana, Congo, Uganda, ecetera (Mpoko, 1999), and as such; it is considered as the 

fourth most important source of dietary energy in the tropics after rice, sugar and maize; the 

second in Africa and the ninth worldwide (FAO, 2004). The above consideration of cassava as 

the fourth most energy rich food source remains attributed to its high ( > 70 %) carbohydrate 

content ( Falade & Akingbala, 2010).  

 

According to Onyenwoke and Simonyan (2014) cassava which is a perennial woody shrub 

with an edible root, that grows in tropical and subtropical areas of the world is cultivated 

throughout the year, and according to Lyer, Mattinson and Fellman, (2010), the cultivation 

and processing of Cassava provide household with food security, income and employment 

opportunities to over 500 million people in Africa, Asia and America. In line with the above, 

Lebot (2009) maintained that    cassava as a food crop is consumed by 800 million people 

worldwide because the crop is tolerant to low soil fertility, drought and most pest and diseases 

with no critical date of harvest. The above attributes have according to FAO (2009) made 

cassava a crop of primary importance because of its potential to increase farm incomes, reduce 

rural and urban poverty and help ensure food security of farmers living in fragile ecosystems 

and socially unstable environments. 

 

In Nigeria, cassava is produced by 24 states out of the 36 states that make up the federation 

(USAID, 2013), of which Cross river state according to Kingsley, Eucharia and Emmanuel 

(2014) remains one of the leading producers of the crop in the South - South region of the 

federation. According to FAO (2013) Nigeria currently produces about 54 million metric tons 

(MT) of cassava yearly making her the highest cassava producer in the world, producing a 

third more than Brazil and almost double the production capacity of Thailand and Indonesia. 

However, irrespective of the fact that Nigeria remains the world leading producer of cassava, 

the country according to Onyenwoke and Simonyan (2014) remains a dormant participant in 

cassava trade in the international market when compared to countries like Thailand and 

Vietnam that have become the major world exporters of cassava starch and chips. 

 

The above predicament is attributed to the fact that the production and storage methods for 

cassava in Nigeria remains subsistent and traditional in the sense that the small scale farmers 

according to Oyebanji, Oboh, and Omueti (2003) accounts for 80% of cassava production in 

the country, and these farmers use old varieties and traditional production and storage 

technologies which largely account for low yield. This exposes fresh cassava roots to rapid 

post-harvest deterioration which according to Lyer et al, (2010) restricts the storage potential 

of harvested cassava roots to two to three days; which in turn substantially reduces the eating 

quality, transportation range, and financial value of cassava; thereby leading to a high level of 

discounting during marketing and sometimes discourages farmers from participating in 

marketing activities in distant locations.(Adebayo et al, n.d; Westby, 2002; Lyer Mattinson & 

Fellman,  2010).  The above losses especially those emanating from post-harvest translate 

into low income and become a disincentive to investments and support for service provision 

in farming (World Bank, 2011). It also depletes the resource base used in production, and 

consequently influences the overall food available for consumption and export in a nation 

(Moomaw, Griffin, Kurczak & Lomax 2012).  

 

Hence, reducing the above loss after harvest, especially in developing countries were around 

310 billion US Dollars‘ worth of food is lost annually, can be a sustainable solution to 

increase food availability, reduce pressure on natural resources, eliminate hunger, and 

improve a nations ‘ living conditions without necessary increasing their production capacity 

(Barbara, 2019). Based on the above, authors such as Wheatley, Scott, Best and Wiersema 
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(1995), Lyer et al. (2010) and Van Oirschot , O'brien, Dufour, EL‐Sharkawya and  Mesa 

(2000) all agreed that it remains pertinent to tackle fresh cassava root losses emanating from 

physiological postharvest deterioration (PPD) because it  hinders the storage and marketing 

of  fresh roots and also shortens the shelf life of the root, leading to wastage, poor products 

yield, economic losses, reduction in market quality and poor commercialization. 

 

Each year, massive quantities of food are lost globally on its journey to consumers due to 

spoilage and infestations (FAO, 2011; Stuart, 2009). In 2018, more than 820 million people 

globally were not having enough to eat (SOFI/FAO, 2019); and this can be attributed to the 

fact that roughly, 1.3 billion tones (one - third) of food produced in the world for human 

consumption remains lost or wasted annually. Such losses especially in developing countries 

occur mainly at the early stages of the food value chain and can be traced back to financial, 

managerial and technical constraints in harvesting techniques as well as storage and cooling 

facilities (FAO, 2011). In line with the above, the obsolete storage technique of leaving 

cassava in the farm even after maturity (in-ground storage of the roots) remains the most 

predominant storage technique within the subsahara. The adoption of the above stated 

technique can be attributed to the fact that the crop when harvested is subject to rapid 

postharvest physiological deterioration (PPD), which reduces the shelf life and degrades its 

quality (Sánchez Dufour, Moreno, & Ceballos, 2006). This physiological deterioration is 

attributed to high moisture level (60 to 75 %, wet basis) (Salcedo et al. 2010), and high 

respiration rate of the crop ( ≈23 μL CO2/kg/h at 25 °C) (Aracena, 1993). 

 

However, the adoption of the above storage technique poses a great threat to the cassava 

industry, because first it lignifies the cassava root due to long storage and also degrades the 

nutritional composition of the roots (Westby, 2002); also, it exposes the root to insects attacks 

and microbial infestation which consequently amounts to qualitative and quantitative food 

losses that hinders the effective commercialization of the crop. The above reason to a large 

extent remains responsible for the dormant contribution of Nigeria cassava industry in the 

international market. 

 

This study will help in suggesting best storage mechanisms that are capable of reducing post-

harvest losses among cassava farmers. Secondly, it will assist to reemphasis the various 

industrial raw materials that can be derived from cassava in order to ease the 

commercialization of the crop and also contribute to food security of Nations. Finally, this 

study would help fill the literature gap on the reduction of post - harvest loss for fresh cassava 

roots in Idomi. 

 

Conclusively, to achieve the above, this study seek to literary review the extent to which 

storage mechanisms such as Waxing (which involves the use of paraffin wax in coating fresh 

cassava roots in order to extend its shelf life and ease marketability), field clamps ( which 

requires building a clamp which consists of a layer of straw laid on a dry floor covered by a 

heap of sand), Storage in boxes lined with moist sawdust or wood shavings (which involves 

putting alternative layers of sawdust and cassava roots into a wooden box or create, then 

using saw dust to form layer s within the box were the fresh cassava roots are to be stored.) 

and storage in plastic film wraps/bags (which requires the application of fungicide on fresh 

and harvested cassava roots and then staking them in an air tight plastic bag or a plastic film 

wrap) can help extend shelve life and reduce post-harvest loss in fresh cassava roots. 
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Objectives of the study 

1. To examine the effect of waxing in the reduction of post - harvest loss for fresh 

cassava roots. 

2. To examine the effect of Field Clamps in the reduction of post- harvest loss for fresh 

cassava roots.  

3. To examine the effect of storage in boxes lined with moist sawdust in the reduction of 

post - harvest loss for fresh cassava roots. 

4. To examine the effect of storage in Plastic Film Wraps / bags in the reduction of post 

- harvest loss for fresh cassava roots. 

 

2.  Literature review 

2.1  An overview on Fresh cassava root production and harvesting 

Cassava is a staple crop and a woody perennial shrub that can be cultivated throughout the 

year between latitude 30° N and 30° S, in different soil types except hydromorphic soil with 

excess water (Iyer et al. 2010). The crop is commonly propagated by stem cutting, The 

cuttings measuring 15–30 cm long with 4–6 nodes are used for planting.. However, longer 

cuttings have been found to produce higher yield because they produce greater number of 

roots and shoot and contain larger stored food reserves that the plant can utilize before it 

becomes self-sufficient). Cassava cuttings are planted in different positions in various 

countries. The stems may be planted upright in a vertical position, inclined at an angle of 30–

40 or horizontally at about 10 cm beneath the soil surface. When cassava stems are planted 

vertically, they sprout and acquire healthy foliage slightly more rapidly and produce deeper 

lying tubers than those inclined or horizontally planted. Cassava is usually planted when there 

is adequate moisture in the soil. This is important because young plants do not tolerate 

drought, unlike older plants. The crop is planted one cutting per hole/hill and sprouts within 

7–14 days. It can be planted manually or with newly developed mechanical planters. The 

standard spacing is between 80 and 100 cm apart on ridges, mounds or flat which are 100–

150 cm apart depending on cultivars and environmental conditions. The  stem grows to about 

5-m in height with each plant producing between 5 to 8 tubers with firm, homogenous fibrous 

flesh covered with rough and brownish outer layer of about 1-mm in thickness (Lyer et al. 

2010). Several tubers are produced at growth stage and contain 35% starch and weighs up to 

40 kg (El-Sharkawy, 2014). The first leaves appear by 10–13 days. After planting and the 

maximum leaf area is reached in 4–5 months. Flowering starts from the first 6 weeks and 

continues throughout the growth period of the crop. Tuber initiation starts from the 8th week 

after planting but depends on the variety and environmental conditions and most of the 

fibrous roots will develop into tubers from 6–9 months after planting thereby getting ready 

for harvest. 

 

Cassava has flexibility in harvesting time and seasons (Haggblade et al. 2012). However 

cassava tubers should be harvested when they have not become firm or woody .It should be 

harvested at 7–15 months after planting depending on the cultivar. The sweet types are 

harvested around 7 months while the bitter varieties are harvested at about 12–15 months 

after planting. It is typically recommended that mature cassava should be harvested before the 

dry season starts to reduce the loss of tubers during the dry season when the soil is hard and 

dry. Cassava is usually harvested in piece-meals over a period after maturity. This means 

harvesting as the need arises. The crop can be harvested manually or using mechanical 

harvesters. For manual harvesting, cassava is mostly harvested by hand. In this process, the 

stem of the plant is cut of usually by using machetes, and then the remaining lower part of the 

stem is lifted out of the ground by hand. A mechanical harvester can also be used because it 

grabs onto the stem and lift the roots from the ground (Amponsah, 2014). 
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2.2  Meaning of post-harvest loss (PHLs) 

Postharvest loss remains one of the problems facing the agricultural sector in both developing 

and developed countries of the world. Post- harvest loss simply means the degradation in 

both quantity and quality of a crop from harvest to consumption. Post-harvest loss according 

to De Lucia and Assennato (2006) is the measurable quantitative and qualitative food losses 

in any postharvest system. Kitinoja, Saran, Roy and Kader (2011) defined PHL as the 

measurable qualitative and quantitative food loss along the supply chain. According to Boxall 

(2001) post-harvest losses can generally be classified as loss of weight due to deterioration, 

loss of quality, loss of nutritional value, loss of viability, and finally commercial loss. Based 

on the above definitions, it becomes pertinent to note that the size of losses after harvest in 

the food supply chain varies greatly depending on the crop, geographical area and type of 

economy. According to Barbara (2019), in developing countries, a society tries to make the 

best use of produced food; however, a significant amount of products is usually lost in 

operations after harvest due to lack of knowledge, inadequate technology for harvesting, 

transport technology, processing, and/or poor infrastructure. Conversely, in developed 

countries, the loss of food in the middle stages of the supply chain is relatively low, due to the 

availability of advanced technologies and more efficient systems of handling and storage of 

crops.  

 

Despite these advantages, a large part of the food is lost at the end of the supply chain. In line 

with the above FAO (2011) maintained that in developing countries 40% of losses occur at 

post-harvest and processing levels while in industrialized countries more than 40% of losses 

happen at retail and consumer levels. Furthermore, Enoch, Stanslus, Susan, Kephas, Dietmar 

and Diego (2018) noted that post - harvest loss (PHL) comprises both food loss and food 

waste. Thus, food loss is simply the decrease in edible food mass throughout the part of the 

supply chain. Such losses are usually attributed to infrastructure and management limitations 

of a given food value chain. These types of losses usually takes place at the production, 

harvesting, primary handling, aggregation, storage, transport, processing, distribution, and 

consumption segments (FAO 2014). While food waste is the loss of edible food due to human 

action or inaction such as throwing away wilted produce, not consuming available food 

before its expiry date, or serving sizes beyond one‘s ability to consume. 

  

2.3  Types of post-harvest loss (PHLs) 

Thorough literature research revealed that post - harvest losses can be group into two main 

losses. These loses are quantitative loss and qualitative loss (Hodges, 2012; Kwami & 

Nitty, 2014; Victor, 2014). Based on the above, the types of post-harvest losses commonly 

experienced are diagrammatically represented below: 
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FIG 1: Description of post-harvest losses 

Source: Hodges (2012). 

 

From the diagram above, it remains obvious that qualitative and quantitative losses are the 2 

major types of post-harvest loss experienced by agricultural produce; and as such, they are 

described below: 

1. Qualitative loss: Qualitative food loss is when food loses its quality attributes resulting in 

the deterioration in quality leading to a loss of economic, social and nutritional value. The 

qualitative loss can occur due to incidence of insect pests, mites, rodents and birds, or 

from handling, physical changes or chemical changes in fat, carbohydrates and protein, 

and by contamination of mycotoxins, pesticide residues, insect fragments, or excreta of 

rodents and birds and their dead bodies. When this qualitative deterioration makes food 

unfit for human consumption and is rejected, this contributes to food loss (Aulakhet al, 

2013). In most cases, the quality deterioration goes along with a significant loss of 

nutritional value, which might affect the health and nutrition status of the whole 

community (FAO, 2014). In the FAO (2014) definitional framework of food loss working 

paper, qualitative food loss is simply defined as the decrease of quality attributes of food. 

2. Quantitative loss: Quantitative food loss refers to the decrease in edible food mass 

available for human consumption. In the FAO 2014 definitional framework of food loss 

working paper, quantitative food loss is simply defined as the decrease in mass of food. In 

physical terms, this is grain removed from the post-harvest supply chain and not 

consumed due to, among other causes, spillage, consumption by pests and also due to 

physical changes in temperature, moisture content and chemical changes. The quantity 

lost would have either deteriorated rendering it inedible or discarded for failure to meet 

regulated standards to eat as a food or to use as an animal feed. 

 

In summary, Quality losses include those that affect the nutrient/caloric composition, the 

acceptability, and the edibility of a given product. These losses are generally more common 

in developed countries (Kader, 2002) while Quantity losses refer to those that result in the 

loss of the amount of a product. Loss of quantity is more common in developing countries 

(Kitinoja & Gorny, 2010). This loss especially in cassava can be attributed to the fact that 

Cassava roots according to Fadeyibi (2012) continues to respire after harvest and as a result, 

they are susceptible to deterioration and shortened/limited shelf life which in turn accounts 

Post-harvest losses (PHLs) 

+ % weight loss 

Market opportunity lost Gone from 

the PH chain 
   Not fit for human consumption 

Lowered grade 

Health and nutrition 

Quantitative losses Qualitative losses 
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for the reduction in market quality and poor commercialization of the crop (Van Oirschot et 

al. 2000). Based on the above, the various types of post-harvest deterioration for cassava are 

considered next in the study.  

 

2.4  Post-harvest deterioration associated with cassava 
Deterioration is a major challenge limiting the storage and marketing of cassava. This is 

because as soon as the root is uprooted from the ground, it begins a process of postharvest 

physiological deterioration within the next 24 hours (Amarachi, Oluwafemi & Umezuruike 

2015). This deterioration which is often times characterized as a blue black discoloration of 

the root and the streaking of the xylem tissue limits the utilization of fresh cassava roots 

(Lyer et al. 2010). However, the early signs leading to this postharvest deterioration are not 

fully understood, but, Lyer et al. (2010) has attributed it to the increase in cellular respiration 

and the biochemical changes observed from 3 to 4 h after harvest. Therefore, according to 

Amarachi et al (2015) postharvest deterioration which generally causes spoilage and loss of 

harvested cassava root can be classified into physiological, microbial deterioration and 

mechanical damage. 

1. Physiological deterioration: The postharvest physiological deterioration (PPD) often 

known as primary deterioration has been assumed by Amarachi et al  (2015) to be 

triggered by the breaks and cuts created on the roots during harvest or processing leading 

to the colour change on the roots. Often, there are cuts and bruises when the roots are 

pulled out of the ground and such areas forms the onset of deterioration (Reilly, Góomez-

Váasquez, Buschmann, Tohme & Beeching 2004). This type of deterioration is not 

caused by microorganisms, but as a result of the mechanical damage and stress induced 

by water loss from wounds which therefore encourages the growth of microbes (Lyer et 

al. 2010). PPD is associated with colour change and the streaking of the xylem 

parenchyma tissue. This signs begin from the second day of harvest and has been likened 

to the normal biochemical and oxidative changes that occur as plants respond to wounds. 

Increased respiration of about 20 to 30 °C and low relative humidity between 65 to 80 % 

encourage deterioration (Sánchez et al. 2006). This implies that cassava root will still 

undergo deterioration and spoil even without any mechanical damage because of the 

aerobic respiration process which continues in the root even after harvest. In addition, 

oxidation is observed within 15 min from the part of the injured root leading to alteration 

in the genes and accumulation of the secondary metabolite (Reilly et al. 2004). Various 

techniques to reduce this postharvest deterioration have been investigated such as use of 

paraffin wax to coat each roots but this method could only extend and maintain quality of 

root for few weeks (Reilly et al. 2004). The exclusion of oxygen or submerging roots in 

water or storing in an anaerobic environment can inhibit the streaking of the xylem 

tissue. In addition, Van Oirschot et al. (2000) observed that pruning cassava plant 2 

weeks before harvesting is another technique that reduces the susceptibility of this 

physiological deteriorative response of the root. Similarly, Sánchez et al. (2006) in their 

study on the effect of the total carotenoids content in cassava root on the reduction and 

delay of postharvest deterioration concluded that roots kept at 10 °C and 80 % relative 

humidity can remain fresh till after 2 weeks. Also, total amount of carotenoids in the 

roots is proportional to the rate of postharvest physiological deterioration in the root, this 

means that higher carotenoid can reduce or delay the onsets of PPD and extend the shelf 

life of the root, thereby broadening the industrial uses of cassava (Chávez et al. 2007).  

2. Microbial deterioration: Physical damage such as wounds, cuts and bruises (especially 

during harvesting, handling operations and transportation) can serve as focal points for 

microorganisms and lead to the second stage of cassava root spoilage known as the 

microbial deterioration or the secondary deterioration (Falade & Akingbala 2010). 
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Microorganisms that cause rotting induce microbial deterioration, and according to 

Onyimonyi (2002) they include Aspergillusniger, Aspergillusflavus, 

Aspergillusfumigatus, Penicilliumcitrinum and Rhizopus spp. Under aerobic conditions, 

these organisms cause a dry rot, which results in discoloration and a slight increase in 

acidity of the cassava root. Also, fungi attack on cassava product like chips has an 

influence on colour change, off-flavour and taste attributes (Gnonlonfin, Hell, Fandohan 

& Siame 2008). Also, under anaerobic conditions, deterioration is initiated by the 

activities of bacteria such as the Bacillusspp; this results in a rapid development of acid 

in the root (Onyimonyi 2002). The microbial deterioration of cassava root is 

characterized by fermentation and softening of the root tissue; this commences 4–5 days 

shortly after the primary deterioration from the wounded point (Buschmann et al., 2000; 

Reilly et al. 2004). This highlights on the importance of optimum postharvest handling 

practices, in order to minimize mechanical damage of the cassava root.  

3. Mechanical damage: Mechanical damage occurs as a result of careless handling when 

harvesting, transportation from the field to the processing site and during processing and 

peeling of the root (Iyer et al. 2010). Unfortunately, the effects of the injuries on the root 

are overlooked, but it has been attributed as the major factor constituting the 

physiological deterioration of the root (Fadeyibi 2012). In most cases, damages occur 

during harvest with the use of farm tools and machineries or in pulling of the root from 

the ground. The damages on the root during transportation could be caused by the 

vibration or compression in the packaging materials used. However, mechanical damage 

can be avoided through careful handling of root after harvest. Therefore, to minimize the 

effect of mechanical damage, once the root is harvested with cuts, the fresh root with cuts 

are subjected to a curing process for about 4 days under storage temperature between 30–

40 °C and 90–100 % relative humidity (RH) (Fadeyibi 2012). The time for complete 

curing cannot be said certainly because it is determined by factors such as extent of 

wound, season, condition of the crop at harvest and the cultivars. The process has been 

seen as a means of reducing the onset of microorganism and disease as well as PPD and 

extending the shelf life of the fresh root. 

 

2.5  Ways of reducing post–harvest losses  

Oluwole (2008) noted that post - harvest loss can be reduced through the following ways:  

1. Harvesting: Harvesting should be carried out as carefully as possible to minimize 

mechanical injury such as scratches, cuts and wounds this should be carried out 

during the cool part of the day, which is early morning and late evening. Careful 

digging and movement of roots during harvesting significantly reduces post - harvest 

losses. 

2. Handling: Mechanical injury provides sites for pest attack and increases physiological 

losses. Therefore, avoid mechanical injury to the crop while handling. Crops should 

be handled gently to minimize bruising and breaking of the skin. Bruising renders the 

product unsalable to most people although it usually has minor effect upon the 

nutritional value. The brown skin peel of cassava root is an effective barrier to most of 

the opportunistic bacteria and fungi that cause rotting of the tissues. Breaking of the 

skin also stimulates physiological deterioration and dehydration. Thus, reducing the 

number of times the commodity is handled reduces the extent of mechanical damage 

and as such cassava after harvesting should be transferred promptly to a clean, cool, 

well-ventilated shed.  

3. Sorting and cleaning: Sort out damage crops from undamaged crops in order not to 

contaminate the undamaged cassava roots through exposure to microbial agents.  
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4. Transportation: Load and unload transport vehicles carefully. Use clean, well-

ventilated vehicle covered at the top for transportation. Transport crops during the 

cool part of the day by driving carefully over smooth roads to minimize damage to 

crop. 

5. Storage: Only crops with high initial quality can be stored successfully, it is therefore 

essential to ensure that only crops of the highest quality (mature, undamaged) are 

stored. Separate damaged crops from wholesome crops and dispose of the damaged 

crop quickly in order to avoid deteriorations emanating from microbial agents. 

Storage remains a key in the reduction of postharvest loss especially in cassava 

because it increase the shelf life of cassava from when it is harvested till when it 

is either processed or marketed. 

6. Establishment of marketing cooperatives: the establishment of marketing cooperatives 

especially in developing countries would help provide central accumulation points for 

harvested cassava products that would act as an acute selling point linking small 

cassava producers to large market. 

 

2.6  Conceptual model  

The conceptual model below proposes storage mechanisms that are capable of 

reducing the post- harvest loss for fresh cassava roots. 

 

 

 

 

 

 

 

 

 

 

 

FIG 2:  Conceptual model 

Source: Developed by the Researcher 

 

From the conceptual model above, it is opined that proposed storage mechanisms such as 

waxing, field Clamps, storage in boxes lined with moist sawdust and storage in plastic film 

wraps / bags remains capable of reducing the quantitative and qualitative loss in fresh cassava 

roots in Idomi, Yakurr Local Government Area of Cross River State, Nigeria. The suggestion 

of the above listed storage methods is a s a result of the fact that in Idomi, the traditional in 

ground method of storage were cassava roots are left in the farm even after maturity have 

remained the dormant practice and have to a large extent lignifies the cassava roots as well as 

exposes fresh cassava roots to theft, attack by rodents, insects and microbial infections which 

in turn increases the qualitative and quantitative loss of the crop. Based on the above, the 

proposed storage mechanisms used in the storage of fresh cassava roots are considered below 

in an exploratory manner. 

 

2.6.1  Waxing and the reduction of post-harvest loss 

Waxing remains one of the improved storage technique for the preservation of fresh cassava 

roots. It was developed by the Centro Internacional de Agricultura Tropical (CIAT) Palmira, 

Colombia, in conjunction with National Resources Institute (NRI), Chatham, UK (Fadeyibi 

2012). This method according to Atanda, Pessu, Agoda, Isong and Ikotun (2011) remains a 
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storage technique that can be used on a number of commodities like fruits, cucumbers 

cassava etc. because it retards the rate of moisture loss and maintains turgor and plumpness 

and may modify the internal atmosphere of the commodity. The wax primarily offers a 

cosmetic effect and imparts a gloss to the skin and gives the produce a more shiny appearance 

than the unwaxed commodity. Waxing of fresh cassava roots has been shown to reduce 

spoilage in fresh roots by up to 50%, within the first 14 days after harvest (Zidenga et al., 

2012). Waxed roots after harvesting can be transported more easily over longer periods of 

time, and hence, can be sold as a premium product in high-end markets such as urban areas 

and supermarkets, or for export (Wanda et al., 2014). Application of wax could be used to 

reduce spoilage even on an industrial scale (Simonyan, 2014).  A Preliminary experiments 

towards preserving fresh cassava roots by coating them in wax was carried out in India. The 

wax contained a fungicide and the roots were dipped in it to coat them Storage duration could 

be extended to about 10 days with weight losses amounting to 10% (Rickard & Coursey, 

1981). In Columbia an experiment was conducted in which fresh cassava roots were simply 

dipped in paraffin at a temperature of 90° - 95°C. Without any fungicide being used, the 

storage duration was extended from 2 to 3 days up to about 30 days by preventing 

discolouration in the vascular tissue of fresh cassava (Buckle et al., 1973). In summary, the 

use of wax has been reported to prolong shelf-life of cassava roots up to 2 months (Ravi et 

al., 1996; Aristizabal & Sánchez, 2007). But however Africa has not fully exploited the 

waxing technology as a shelf-life improving technology for root and tuber crops (Wanda et 

al., 2014). The above according to Fadeyibi (2012) can be attributed to the fact that this 

method is expensive to maintain and the equipment used for the purpose requires skilled 

personnel. 

 

2.6.2  Storage in field clamps and the reduction of post-harvest loss 

This method of storing fresh cassava roots is often times regarded as a traditional method 

because field clamp structures are similar to old European potato clamps. In this storage 

method, clamps are constructed by making a circular bed on the ground and laying straws or 

other materials such as dried grass or dry sugar cane leaves on the floor, and subsequently 

arranging the roots layer by layer on the compacted straws which usually is approximately 

1.5 metres in diameter and 15.0 centimetres in thickness. The pile of roots is then covered 

with similar straw, and the entire clamp which is done on a dry ground is then covered with 

soil to a thickness of 15 centimetres. The soil is then removed from around the circumference 

of the clamp, forming a drainage ditch and holes for ventilation. This storage method 

according to Booth (1975) is usually done in consideration to prevailing climatic conditions 

in a particular area and time. This is because in hot, dry conditions, it is necessary to ensure 

that the internal clamp temperature does not exceed 40°C since roots deteriorate rapidly at 

higher temperatures. To Booth (1975) the condition of the clamp can be altered during hot 

seasons by providing a thicker soil cover to reduce the internal temperature and the provision 

of ventilators so as to encourage air flow within the clamp. Ventilators may be constructed 

from locally available materials such as straw, hollow bamboo, drainpipes, or timber. In very 

wet conditions. Precautions need to be taken to prevent the roots from becoming wet within 

the clamp since wet roots deteriorate rapidly. Furthermore, frequent light rainfall tends to be 

advantageous after clamp formation because moistening of the soil lowers the internal 

temperature of the clamp. But however, during very wet conditions roots that were rained 

upon during harvesting and handling should not be stored even if they were subsequently sun 

dried because such condition result to rapid roots deteriorate. Based on the above, an 

experiment conducted by Tropical Products Institute (TPI) and the Centro Internacional de 

Agricultura Tropical (CIAT) in Columbia to ascertain the effectiveness of field clamp storage 

in storing 300 to 500kg of fresh cassava roots revealed that fresh cassava roots can be stored 
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up to a periods of up to 4 weeks using this method. According to Booth, (1975) the Losses 

experienced in weight and the formation of rot were low.  

 

Furthermore, Booth (n.d) re investigated the effectiveness of flied clamp storage in the 

storage of fresh cassava roots of which several clamp units were built at C.I.A.T. from 

November 1972 to June 1973. Each clamp was built, on well-drained ground, by first placing 

a circular bed of rice straw of 1.5 m diameter and of sufficient thickness so that, when later 

compacted, it was approximately 150 mm thick. Five hundred roots were heaped on this 

straw in a conical pile. These roots weighed approximately 300 kilos. Unselected roots were 

used, so that there was a large variation in root size and a substantial proportion of roots were 

mechanically damaged. The pile of roots was then covered with straw which compacted to a 

layer 150 mm thick. The whole clamp was then covered to a thickness of 100-150 mm with 

soil dug from around its circumference so as to form a drainage ditch. Storage clamps were 

opened and the roots examined after periods of one, two and three months. During cooler 

periods or during periods of frequent but light rainfall, the roots were successfully stored, 

with an acceptable level of loss, for two months. During such periods the temperature inside 

the clamps was between 300C and 35°C. This temperature was found to remain constant 

throughout the storage periods, whereas the temperature of the soil cover fluctuated with the 

day and night temperature variations. A large proportion of the stored roots were successfully 

cured, and there was visible evidence of wound healing after one month in storage. After two 

months storage, the bulk of the roots remained undeteriorated. However, a few of the stored 

roots, although remaining undiscoloured, had softened in the centre. After three months 

storage, the percentage of unmarketable roots had increased considerably as there was some 

central softening in otherwise undeteriorated roots.  

 

Conclusively, Booth (1975) maintained that Field clamp storage has showed that cassava 

roots can be successfully stored for a period of one to three months, depending on clamp 

design and prevailing ambient conditions. The above conclusion emanated from the fact that 

field clamps irrespective of size and cross sectional design do have the potential of extending 

the shelf life of fresh cassava roots. 

 

2.6.3  Storage in boxes lined with moist sawdust and the reduction of post-harvest loss 

In this storage method Cassava roots are packed in boxes containing adsorbent material such 

as sawdust (Rickard & Coursey, 1981). According to Osunde and Fadeyibi (2011) this 

method involves putting alternative layers of sawdust and cassava roots, starting and 

finishing with a layer of sawdust. As an alternative to sawdust, wood shavings or any other 

suitable packing material can be used. However, the packing material must be moist but not 

wet because physiological deterioration occurred if the material becomes too dry and 

microbial decay will be accelerated when it becomes too wet. Thus, the box according to 

Fadeyibi (2012) should always be monitored and water applied when necessary (Fadeyibi, 

2012). In Uganda this storage method was tested in combination with the lining of box with 

plastic (Nahdy & Odong, 1995). The study indicated that 75% of the roots remained healthy 

after four weeks in store, provided the roots were packed immediately on the day of harvest. 

With a delay of one day only 50% of the roots were rated as acceptable. This technique has 

been used for some export markets but the higher transport cost involved because of the box 

containers has precluded its use for domestic market (Osunde & Fadeyibi, 2011). 

 

In Ghana this method of storage was modified and the crates (boxes) were replaced by large 

baskets. The baskets were lined with fresh banana leaves which also served as a cover for the 

stored produce. Before storing the roots these were subjected to three days of curing. Storage 
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periods in Ghana using this method reached 2 months (injured and cured roots) and up to 6 

months (uninjured roots) (Osei-Opare, 1990).  

 

In Nigeria, Olaleye, Otunola, Oyebanji, &Adetunji (2013) investigated the effectiveness of 

trench and sawdust storage in maintaining moisture content of cassava root. They observed 

that the root stored at ambient temperature using both methods showed high level of water 

retention up to the sixth week of storage. This is a clear indication of the good keeping 

quality of freshly harvested roots (Karim, Fasasi, & Oyeyinka, 2009). However, the 

limitation of these techniques is that the high relative humidity in the storage environment 

could inhibit the growth of microorganisms (Olaleye et al. 2013).  

 

Conclusively, this storage method has proven to reduce post-harvest loss for fresh cassava 

roots for up to 6 weeks and as such it can be adopted where fresh cassava roots are sold over 

long distances because it allows sufficient storage ability and also reduces the risk of early 

deterioration. 

 

2.6.4  Storage in plastic film wraps / bags and the reduction of post-harvest loss 

This storage method according to Osunde and Fadeyibi (2011) was developed by the Centro 

Internacional de Agricultura Tropical (CIAT) and it involves harvesting and selecting high 

quality, relatively undamaged roots from cassava varieties. The roots are washed or cleaned 

and then dipped or sprayed with a fungicide, (thiabendazole) which is widely used as a post-

harvest treatment for banana and potato. The drained roots are then placed in polypropylene 

bags that are sealed. The respiration of the roots within the bag causes the relative humidity 

(RH) of the enclosed atmosphere to rise. The high RH in combination with a temporary 

holding of the bagged roots at high temperature causes root curing which promotes an 

extension of shelf life of the roots (CIAT, 1989). This storage method according to the Centro 

Internacional de Agricultura Tropical (CIAT, 1989) shows promise in the reduction of 

postharvest losses of fresh cassava roots.  

 

In line with the above Osunde and Fadeyibi, (2011) maintains that a number of studies have 

shown that cassava roots treated with an appropriate fungicide and kept in an airtight plastic 

bag or a plastic film wrap can be stored for two to three weeks. According to Best (1990), the 

adoption of this method in Columbia preserved the fresh cassava root for a storage duration 

of more than 14 days. 

 

In Tanzania, this method was tested in several villages in Coast region and two urban markets 

in Dares Salaam by TFNC and NRI, after which a flexible dissemination strategy was 

developed and applied to other villages. In a case study carried out at the same time, it was 

shown that successful adoption of the technology would improve the quality of cassava 

reaching the urban consumers and contributes to poverty alleviation by improving the income 

generating potential of fresh cassava marketing.  In Ghana , this method was adopted but no 

fungicide was applied rather fresh and healthy cassava roots were simply dipped in water and 

maintained at high humidity and put into polyethylene bags. The result revealed that the 

method extended the useful shelf-life of the fresh cassava roots for a period of 7 – 10 days. 

 

In conclusion, Studies according to Amarachi et al (2015) have proven that the storage of 

cassava root up to 2 weeks in plastic airtight films remains possible. Also, treating the root 

with fungicides like thiabendazole for few seconds before packaging in the polymeric film 

could extend the shelf life of the root. Hence, this method could favour commercial 

exportation of cassava root. 
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2.7  Empirical review 

The development of storage infrastructure has been opined by scholars as possible ways of 

reducing the rapid post- harvest loss associated with fresh cassava roots. In line with the 

above, a study conducted by Adebayo et al, (n.d) on extending the shelve life of fresh cassava 

roots for increased incomes and post - harvest loss reduction revealed that storage techniques 

such as storage in cool and humid conditions especially in polyethylene bags after spraying 

with fungicide as well as waxing of the fresh cassava roots with paraffin wax were capable of 

reducing the post- harvest loss of fresh cassava roots in Uganda. In line with the above 

finding, Amarachi et al (2015) maintain that waxing cassava roots through the use of paraffin 

wax also creates the possibility to market the crop and further increase the margin of holding 

stock of fresh root for a period of two weeks. 

 

Furthermore, a review conducted by Amarachi et al (2015) on post -harvest handling and 

storage of fresh cassava rot and products revealed that  the storage of fresh cassava roots 

through the use of field clamps has the capability of extending the shelve life of fresh roots 

for a period of 8 weeks. 

 

Olaleye et al. (2013) investigated the effectiveness of storages in boxes lined with saw dust 

and trenches in maintaining moisture content of cassava root. They observed that the root 

stored at ambient temperature using both methods showed high level of water retention up to 

the sixth week of storage, which according to Karim et al. (2009) is a clear indication of the 

good keeping quality of and postharvest of freshly harvested roots. However, the limitation of 

these techniques is that the high relative humidity in the storage environment could inhibit the 

growth of microorganisms (Olaleye et al. 2013) 

 

Conclusively,  a study conducted by Nahdy and Odong, (1995) on the Storage of Fresh 

Cassava Tuber in Plant based Storage Media, revealed that Storage in Boxes Lined with 

Moist Sawdust or Wood Shavings has the potential of keeping 75% of the roots healthy after 

four weeks in store, provided the roots were packed immediately on the day of harvest. 

Moreso, According to Best (1990) the adoption of this method in Columbia preserved the 

fresh cassava root for A storage duration of more than 14 days. 

 

2.8  Theoretical framework 

2.8.1 Theory of constraints (TOC)  
The theory of constraints (TOC) remains an overall management paradigm that views any 

manageable system as being limited in achieving more of its goals by a very small number of 

constraints. This theory was developed by Eliyahu M. Goldratt in 1984 in his book titled The 

Goal. The key assumption of this theory is that every process has a single constraint and that 

total process throughput can only be improved when the constraint is improved. A very 

important proposition to this is that spending time optimizing non-constraints will not provide 

significant benefits; only improvements to the constraint will enhance the accomplishment of 

the goal. Based on the above this theory according to Zeynep, Noyan and Özalp (2014) 

focuses on identifying the most important limiting factor or the weakest link in the chain (i.e. 

constraint) that stands in the way of an organization in its quest to achieve a set goal and then 

systematically improve that constraint until it is no longer the limiting factor. A constraint is 

anything that prevents the system from achieving its goal. These constraints can either be 

internal or external to an organization system. According to Cox, Mabin and Davies (2005), 

The theory of constraints considers focus to be the underlying power of the theory because 

the theory urges organizations to focus on a single goal and to remove the principal 
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impediment (the constraint) that hinders it from achieving more of that goal. In line with the 

above preposition, the five focusing steps of the theory of constraints are diagrammatically 

shown below:  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

FIG 3: Showing the five focusing steps of theory of constraint 

Source: Leansixsigma.community. 

  

The above five focusing steps of the theory of constraints are used in identifying and 

eliminating constraints in an organization. Based on the above the Five Focusing Steps are 

further described thus; the first step is to identify the constraint which happens to be the 

single part of the process that limits the rate at which the goal is achieved. The second step is 

to exploit the constraint by deciding how best the constraint can be tackled because the 

constraint is often times not considered as a problem but an opportunity which can be 

unscrambled through tactical planning. The third step is to subordinate all non-constraints in 

order to focus on the core constraint that impedes the achievement of the set goal. The fourth 

step entails elevating the constraint. This is common when the first three steps fail to resolved 

the constraint. This step may often time require extra resources in terms of more machines, 

more employee etc, to overcome the constraint. The last step is repeating the process, this is 

because once a particular constraint is been eliminated, the organization identifies another in 

order to ensure continuous improvement.  

 

Hence, the application of this theory to the study remains obvious because the major 

constraint that has been identified to have hindered the commercialization of fresh cassava 

root especially in developing countries like Nigeria has remain the rapid postharvest 

physiological deterioration (PPD) that has limited the shelf life of fresh cassava roots to 72 

hours after harvesting. Such deterioration substantially reduces the eating quality, 

transportation range, and financial value of cassava (Booth, 1976; Buschmann, Rodriguez, 

Tohme & Beeching 2000; Westby, 2002; Lyer et al., 2010).Once this constraints is remedied 

with adequate storage infrastructure it would to an extent reduce food loss and wastage within 

the country, and also increase the availability of cassava produce for exportation thereby 

improving the status of Nigeria within the international cassava    market. 
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3.  Conclusion 

Cassava remains an important food crop to a number of communities in Nigeria with Idomi 

inclusive as it serves as a primary carbohydrate source in their diets; while still contributing 

to food security and incomes for rural communities. Based on the above, the crop is currently 

undergoing a transition from a mere subsistent crop found on the field of peasants to a 

commercial crop grown in plantations. The unprecedented expansion of this crop is attributed 

to its discovery as a cheap source of edible carbohydrate that could be processed into 

different forms of human delicacies and animal feeds. Hence, Cassava is to African peasant 

farmers what rice is to Asian farmers or wheat and potatoes are to European farmers. 

However, irrespective of the importance attached to this crop and the large production 

capacity within the Nigerian terrain, the commercialization and marketing of this crop both at 

the regional and international markets remains hindered by the rapid post - harvest 

deterioration associated with the crop. Thus this rapid post-harvest deterioration of the crop 

which usually begins 2days after harvest exposes the crop to a high significant post - harvest 

loss if in adequate storage mechanisms or infrastructure are not available to extend the shelve 

life of harvested cassava roots.  

 

Hence, this study in conclusion opines that storage mechanisms such as waxing, field clamps, 

storage in boxes lined with moist sawdust and storage in plastic film wraps / bags when 

properly adopted in Idomi can help in the reduction of post - harvest loss for fresh cassava 

roots by extending the shelve life of the crop maximum 72 hours to a period of 2-8 weeks 

thereby promoting the marketing and commercialization of the crop. 

 

4.  Recommendations 

Based on the above findings and conclusion, the following recommendations are preferred 

1. The  storage techniques (waxing, field clamps, storage in boxes lined with moist 

sawdust and storage in plastic film wraps / bags) should be introduced to cassava 

farmers in Idomi in order to enable them increase the shelve life of harvested cassava 

roots and reduce the high post harvest loss associated with the crop. 

2. Agricultural extension workers should be deployed to Idomi community and other 

cassava producing community in Nigeria by the Ministry of Agriculture to help train 

cassava farmers on the use of the storage mechanisms (waxing, field clamps, storage 

in boxes lined with moist sawdust and storage in plastic film wraps / bags) as against 

the traditional in ground storage that is practiced in the area. 

3. Agricultural Marketing co-operative should be formed in order to educate farmers on 

value addition to harvested cassava roots through post - harvest handling, processing, 

storage and marketing. 

4. A collective supply chain should be formed by cassava farmers in order to encourage 

adequate commercialization of the crop to urban markets.  

5. Community mobilization through persuasive communication and the use of African 

traditional media such as town criers, storytelling etc, should be adopted in order to 

ease the diffusion of the storage techniques within the community. 

 

 

REFERENCES 

Amarachi D., Oluwafemi J. & Umezuruike, L. (2015). Postharvest handling and storage of 

fresh cassava root and products: A review. Food Bioprocess Technolology, (8), 729–

748. 



The Academy of Management Nigeria 

 281 

Amponsah, S. (2011). Performance evaluation of the TEK mechanical cassava harvester in 

three selected locations of Ghans, Doctoral dissertation. Kumasi: Agricultural 

Engineering Dept., Kwame Nkrumah University of Science and Technology. 

Atanda, S., Pessu, P., Agoda, S., Isong, I. & Ikotun, I. (2011). The concepts and problems of 

post–harvest food losses in perishable crops. African Journal of Food Science, 5(11), 

603-613. 

Barbara, S. (2019). Post-harvest losses of agricultural produce, Department of Plant 

Production Technology and Commodities Science, Faculty of  Agrobioengineering, 

University of Life Sciences in Lublin, Lublin , Poland 1 – 17. 

Booth, R. & Coursey, D. (1974). Storage of cassava roots and related postharvest problems. 

Proceedings of an International Workshop on Cassava processing and storage. 

Pattaya, Thailand. International Development Research Centre (IDRC)-031e: 43-49. 

Booth, R. (1974). Storage of fresh cassava Manihotesculenta; Post-harvest deterioration and 

its Control: Experimental Agriculture,12,103-111. 

Boxall, R. (2001).Post harvest losses to insects, a world overview. International 

Bioterioration and Biodegradation,48(4), 137-152. 

Burrell, M. (2003). Starch: The need for improved quality or quantity- an overview. Journal 

of Experimental Botany, 5(4), 451–456. 

Buschmann, H., Rodriguez, M, Tohme, J, & Beeching, J. (2000). Accumulation of  

hydroxycoumarins during post-harvest deterioration of tuberous roots of cassava 

(Manihotesculenta Crantz). Annals of Botany, 8(6), 1153–1160. 

Centro Internacional de Agricultura Tropical CIAT, (2004). Palmira, Colombia in 

conjunction with National Resources Institute (NRI), Chatham, UK 

Chávez, A., Sánchez, T., Ceballos, H., Rodriguez-Amaya, D. B., Nestel, P., Tohme, J., & 

Ishitani, M. (2007). Retention of carotenoids in cassava roots submitted to different  

processing methods. Journal of the Science of Food and Agriculture, 87, 388–393. 

Cox, J., Mabin, V & Davies, J. (2005). A case of personal productivity: Illustrating 

methodological developments in TOC. Journal of Human Systems Management, 2(4), 

39-65. 

Crentsil D., Gallat S. & Bancroft R., (1995). Low cost fresh cassava root storage project  

achievement to date: Proceeding of the Workshop on Postharvest Experience in 

Africa, Accra 4-8 July, 1995. Edited by FAO, Rome. 

De Lucia, M., & Assennato, D. (2006). Agricultural engineering in development: post harvest  

operations and management of food grains. FAO Agricultural Services Bulletin 

(FAO). 

El-Sharkawy, M. (2014). Global warming: Causes and impacts on agroecosystems 

productivity and food security with emphasis on cassava comparative advantage in 

the tropics/ subtropics. Photosynthetica, 52(2), 161-178 

Enoch, M., Stanslus, O., Susan, A., Kephas, N., Dietmar, S & Diego, N (2018).Post harvest 

losses and their determinants: A challenge to creating a sustainable cooking banana 

value chain in Uganda. Comprehensive Reviews in Food Science and Food Safety, 8, 

181–194. 

Fadeyibi, A. (2012). Storage methods and some uses of cassava in Nigeria. Continental 

Journal of Agricultural Science, 5, 12–18. 



Proceedings of the 14th Annual International Conference  

 282 

Falade, K., & Akingbala, J. (2010).Utilization of cassava for food. Food Reviews 

International, 27, 51–83. 

FAO & IFAD (2001). Global cassava development strategy and implementation plan. 

Proceedings of the Validation Forum on the Global Cassava Development Strategy, 

FAO, Rome, Italy. 

FAO (2013).Food losses and waste in the context of sustainable food systems; Food and  

Agriculture Organization of the United Nations: Rome, Italy. 

FAO.  (2009). How to feed the world in 2050; Food and Agriculture Organization of the 

United Nations: Rome, Italy.  

FAO.  (2011.). Global food losses and food waste-extent, causes and prevention. Food and 

Agriculture Organization of the United Nations: Rome, Italy. 

FAO. (2004). Global cassava market study: Business opportunities for the use of cassava. 

Proceedings of the Validation Forum on the Global Cassava Development Strategy, 

Vol. 6. FAO, Rome, Italy. 

Gnonlonfin, G., Hell, K., Fandohan, P., & Siame, A. (2008). Mycoflora and natural 

occurrence of aflatoxins and fumonisin  in cassava and yam chips from Benin, West 

Africa. International Journal of Food Microbiology, 12(2), 140–147. 

Haggblade, S., Djurfeldt, A., Nyirenda, D., Lodin, J., Brimer, L., Chiona, M., Chitundu, M., 

Chiwona-Karltun, L., Cuambe, C., &Dolislager, M. (2012). Cassava 

commercialization in Southeastern Africa. Journal of Agribusiness in Developing and 

Emerging Economies, 2, 4–40 

Hodges, R. (2012). Post harvest weight losses of cereal grains in Sub-saharan Africa. African  

Post harvest losses information system. Available at: http://www.erails.net/FARA/ 

aphlis/ (accessed February 20, 2020 ) 

Iyer, S., Mattinson, D, & Fellman, J. K. (2010). Study of the early events leading to cassava 

root post harvest deterioration. Tropical Plant Biology, 3, 151–165. 

Kader, A (2002). Post harvest technology of horticultural crops (3
rd

ed.) University of 

Califonia, Agricultural and Natural Resources, Oakland. 3311. 

Karim, O., Fasasi, O., & Oyeyinka, S. (2009). Gari yield and chemical composition of 

cassava roots stored using traditional methods. Pakistan Journal of Nutrition, 8, 

1830–1833. 

Kingsley, O.,  Eucharia, A & Emmanuel, E (2014). Analysis of determinants of Cassava 

production and profitability in Akpabuyo Local Government Area of Cross River. 

International Business Research,7(12), 128 -135.  

Kitinoja, L. & Gorny, J. (2010). Postharvest technology for small scale produce marketers: 

economic opportunities, quality and food safety. University of Califonia. Postharvest 

series. 21. 

Kitinoja, L., Saran, S., Roy, S. K., & Kader, A. A. (2011). Postharvest technology for 

developing countries: challenges and opportunities in research, outreach and 

advocacy. Journal of the Science of Food and Agriculture, 91(4), 597-603. 

Lebot V. (2009). Tropical Root and Tuber Crops; Cassava, Sweet Potato, Yams and Aroids, 

p 434. CABI Publications, New York. 



The Academy of Management Nigeria 

 283 

Lyer, S., Mattinson, D. & Fellman, J. ( 2010). Study of the early events leading to cassava 

root  postharvest deterioration. Tropical Plant Biology, 3(5), 151–165. 

Martin, G. E. (2019). Storage mechanisms and the reduction of post- harvest loss 

(Unpublished masters Seminar). University of Calabar, Calabar. 

Mpoko, B (1998). Cassava: Post-harvest operations. International Institute of Tropical  

Agriculture (IITA), Ibadan, Nigeria.1- 37. 

Nahdy , C. & Odong, E. (1995). Storage of fresh cassava tuber in plant based storage Media.  

In proceeding of the Workshop on Post-Harvest technology Experience in Africa. 

Accra, 4-8 July, 1994. Edited by FAO, Rome. 

Nhassico, D., Muquingue, H., Cliff, J., Cumbana, A., & Bradbury, J. (2008). Rising African  

cassava production, diseases due to high cyanide intake and control measures. Journal 

of the Science of Food and Agriculture, 88, 2043–2049. 

Olaleye, O., Otunola, E., Oyebanji, A., & Adetunji, C. (2013). Effectiveness of trench and 

moist sawdust as storage methods for maintenance of moisture contents and 

microorganisims of cassava roots by variety. Journal of Food Science, 2, 19–22. 

Olsen, K. M., & Schaal, B. A. (2001). Microsatellite variation in cassava and its wild 

relatives. Further evidence for a southern Amazonian origin of domestication. 

American Journal of Botany, 88, 131–142. 

Onyenwoke, C. & Simonyan, K. (2014). Cassava post-harvest processing and storage in 

Nigeria: A review, African Journal of Agricultural Research, 9(53), 3853 – 3863.‘ 

Onyimonyi, A. (2002). Nutritional evaluation of cassava (Manihottillisismapohl) peel and  

bambara (Voandzeia subterranean thouars) waste in pig diets. A Ph. D Dissertation  

Presented to the Department of Animal Science, University of Nigeria, Nsukka. 

Osunde, D & Fadeyibi, A. (2011). Storage methods and some uses of cassava in Nigeria, 

Continental Journal of Agricultural Science, 5(2), 12 – 18. 

Oyebanji, A., Oboh, G & Omueti, O. (2003). Cassava Processors Awareness of Occupational 

and Environmental Hazards Associated with Cassava Processing in South-Western 

Nigeria. African Journal of Food, Agriculture, Nutrition and Development 10 (2), 

2176–2186. 

Reilly, K., Góomez-Váasquez, R., Buschmann, H., Tohme, J., & Beeching, J. R. (2004). 

Oxidative stress responses during cassava post-harvest physiological deterioration. 

Plant Molecular Biology, 5(6), 625–641. 

Salcedo, A., Del Valle, A., Sanchez, B., Ocasio, V., Ortiz, A., Marquez, P., & Siritunga, D. 

(2010).  Comparative evaluation of physiological post-harvest root deterioration of 25 

cassava (Manihotesculenta) accessions: visual vs. hydroxycoumarins fluorescent 

accumulation analysis. African Journal of Agricultural Research, 5, 3138–3144. 

Sánchez, T., Chávez, A. L., Ceballos, H., Rodriguez-Amaya, D. B., Nestel, P., & Ishitani, M.  

(2006). Reduction or delay of postharvest physiological deterioration in cassava roots 

with higher carotenoid content. Journal of the Science of Food and Agriculture, 8(6), 

634–639. 

Sánchez, T., Dufour, D., Moreno, I  & Ceballos, H. (2010). Comparison of pasting and gel  

stabilities of waxy and normal starches from potato, maize, and rice with those of a 

novel waxy cassava starch under thermal, chemical, and mechanical stress. Journal 

of Agricultural and Food Chemistry, 5(8), 5093–5099. 



Proceedings of the 14th Annual International Conference  

 284 

Stuart, T. (2009).Waste uncovering the global food scandal. London: Penguin Books, ISBN: 

978-0-141-03634-2 

USAID, (2013). Postharvest loss challenges discussion paper, Washington, US Department 

of State. Extracted from www.state.gov/documents/organization/220958.pdf. 

VanOirschot, Q., O'brien, G., Dufour, D., EL‐Sharkawy, M & Mesa, E. (2000). The effect of 

pre‐harvest pruning of cassava upon root deterioration and quality characteristics. 

Journal of the Science of Food and Agriculture, 8(4), 1866-1873. 

Westby, A. (2002). Cassava utilization, storage and small-scale processing. In R. J. Hillocks, 

J. M. Tresh, & A. C. Bellotti (Eds.), Cassava: Biology, production and utilization. 

New York,  USA: CABI Publishing. 

Wheatley. C, Scott. J. G, Best. R. & Wiersema, S. (1995). Adding value to root and Tuber 

Crops. CIAT Publication No. 247, Colombia. 

World Bank, (2011).Missing food: the case of postharvest grain losses in subSaharan Africa. 

The World Bank, Washington, US, Report No: 60371-AFR. 116pp. 

Zeynep, T., Noyan, S & Özalp, V (2014.) Theory of constraints: A literature review, 

Conference Paper  in  Procedia. Journal of Social and Behavioral Sciences, 10, 931-

937. 

 

 

  

http://www.state.gov/documents/organization/220958.pdf


The Academy of Management Nigeria 

 285 

Family-Brand Identity and Firm Performance: A Study of Small Businesses within the 

Marketplace  

 

*
1
Wale-Oshinowo, B.A., 

2
Kuye, O.L., 

3
Adeleke, I.A., & 

4
Isaac M. I.  

1,2&4
Department of Business Administration, University of Lagos, Nigeria    

3
Department of Actuarial Science & Insurance, University of Lagos, Nigeria 

*
Corresponding Author’s Email: bamidele_oshinowo@yahoo.co.uk 

 

The marketing discipline generic approach to branding is premised on the fundamental 

ideology of branding being the projector of the core existence of any organisation. A business 

organisation is a complex entity that functions based on a varied set of activities with the sole 

aim of making sustainable profit that will ensure its continuity. However, the likelihood of 

the business generating profit is predicated on its ability to produce goods and services that 

meets specific needs within the society. Consequently, the process of customers being able to 

identify with an organisation either based on the perceived value in their product, name, 

history, symbols, values, is at the core of branding. Based on the foregoing, this paper 

presents the uniqueness embedded in a ‗family-brand‘ as a unique resource for promoting 

customer preference and sales growth in an organisation. The extant literature on family 

Business suggests that there are inherent intangible resources in family-oriented firms that 

promotes tangible outcomes such as trust, loyalty and long-term relationships with their 

major stakeholders. Therefore, this paper uses the resource-based theory of the firm, Bowen‘s 

family system theory and the concept of organisational identity to explore how family firms 

naturally achieves a position of competitive advantage through its family name, traditions and 

identity within the marketplace. This study employs the quantitative methodological 

approach, using a structured questionnaire to survey 100 businesses within the major markets 

in Lagos. Employee Loyalty, Customer Loyalty and Sales Growth were used to measure firm 

performance; while name, ownership; tradition, stability, trust, and loyalty were used to 

measure family-brand identity. The findings from the data analysis carried out using 

descriptive and inferential statistics showed a positive and significant relationship between 

family-brand identity and firm performance. The paper concludes with recommendations that 

laid strong emphasis on promoting family orientation in family businesses; while future 

research should consider using the qualitative methodological approach to tease out other 

intangible resources that may be embedded within family-brand identity.  

Keywords: Family-Brand; Family Identity; Intangible Resources; Firm Performance 
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Abstract 

Despite the nationwide entrepreneurship promotion, youth still experience low level of 

entrepreneurial intention and high unemployment rate in the Country. In order to increase 

the understanding of the factors underlying Entrepreneurial Intention (EI) formation, this 

study investigates the roles of attitude towards entrepreneurship (ATE) and Perceived 

behavioural control (PBC). The study looks at how ATE and PBC may mediate the 

relationship between Entrepreneurship Education (EE) and EI. Using a survey of 370 

university students and employing Structural Equation Modeling (SEM) with Partial Least 

Square (PLS) version 3, the results show that ATE and PBC facilitates the understanding of 

the relationship between EE and EI. EE therefore influence percseptions of ATE and control 

which ultimately leads to entrepreneurial intention. It is recommended that members of the 

society including friends and family should encourage the promotion of an entrepreneurially 

friendly culture that allows entrepreneurship education and exchange of ideas.  
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1.0 Introduction 

Cognisance of the enormous roles entrepreneurship plays in an economy; considerable 

attention is continuously been given to entrepreneurship, especially by various governments 

of countries. This can be observed from the growth and development of schools curricula and 

promotion of programmes devoted to entrepreneurship and new venture creation. For 

example, the Nigerian government in 2007/2008 restructured the educational sector by 

making entrepreneurship education a compulsory component of tertiary education. This 

implies that every student is expected to be trained in the area of entrepreneurship regardless 

of his/her course of study. Its inclusion into the curriculum is an essential step towards 

preparing students for economic opportunities (Herrington & Kelly, 2012), in this way, they 

can start their own business after graduation instead of looking for a paid job. 

 

Despite mounting entrepreneurship education in the curriculum of tertiary institutions for a 

decade, students‘ level of entrepreneurial intention is still low, unemployment rate is high and 

the rate of graduate job application for few advertised vacancies is extremely high. This is 

evidenced from the examination of the entrepreneurial climate of 10 African countries by 

Global Entrepreneurship Monitor (GEM) in 2012 and 2014. Nigeria was ranked the 8
th

 with 

44% intention level in 2012 (Herrington & Kelly, 2012) and 7
th

 with 45% intention level in 

2014 (Singer, Amoros & Arreola, 2014). This is comparatively low when looking at Uganda 

with 79%, Botswana with 72, Angola and Malawi with 70% each. Again, the federal 

government‘s Social Investment Programme (SIP) i.e the NPower recorded over 2.5 million 

applications. This implies that Nigerian graduates are still job seekers rather than job creators 

and therefore the level of unemployment keeps increasing.     

 

However, entrepreneurship is an approach aimed at reducing the rate of unemployment in an 

economy (Ahmad, 2015). In an effort to enhance the knowledge of the factors the leads to the 

formation of Entrepreneurial Intention, prior studies like (Weber, Graevenitz and Harhoff, 

2009; Kiiru, Iravo and Kamau, 2015) used two main theoretical frameworks to explain why 

some people are more entrepreneurial than others, and studied the influence of many 

determinants on EI. The framework includes the entrepreneurial event model (EEM) of 

Shapero and Sokol (1982) and the planned behavior theory (TPB) of Ajzen (1991). The 

emergence of these theoretically derived methods may be due to people‘s growing concern 

about the sometimes inconclusive empirical findings of the relationship between EI and its 

determinants, leading to many alternative models and extensions (Shook, Priem, Mcgee and 

Mcgee ,Year 2003). In line with the suggestion of Alain and Liñán (2015) who proposed the 

revision of the existing intention models, this paper  looks at the mediating role of Attitude 

towards Entrepreneurship and Perceived Behavioural Control on the relationship between 

Entrepreneurship Education and Entrepreneurial Intention.  

 

2.0 Literature Review and Hypothesis Development 

 

2.1 Entrepreneurship Education (EE) and Entrepreneurial Intention (EI) 

Having realized the significant contributions of entrepreneurship to an economy, considerable 

attention has been given to entrepreneurship education by both policy makers and 

researchers. Policy makers mainly focus on the impact of entrepreneurial education on 

graduates‘ career decisions, and how policy measures affect entrepreneurial education (see 

"Global University Entrepreneurship Student Survey" (Sieger, Fueglistaller, and Zellweger, 

2011; Kelley, Singer, and Herrington, 2012) year). Literature within the entrepreneurship 

field also confirms that EE programs are the right and effective tool for enhancing 

entrepreneurial intention. Previous narrative reviews of the literature on entrepreneurship 
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education (eg Kuratko, 2005; Pittaway & Cope, 2007) pointed out that there may be 

important positive connections between EE and various entrepreneurial-related human capital 

assets and entrepreneurial outcomes. 

 

Galloway and Brown (2015) reported that people who have taken college-level 

entrepreneurship courses are more willing to start a business than those who have not. 

Kolvereid and Moen (2007) added that individuals with entrepreneur training and education 

are more likely to start a business than individuals without any training. Others like, 

Alimardan et al. (2017) showed that entrepreneurship education is the most ranked factor that 

affects entrepreneurial intention of students. In the light of these findings, Nabi, Liñán, 

Fayolle, Krueger and Walmsley (2017) results suggest that the EE could have some strong 

positive effects on some students, although the effect depends on their background and initial 

perspectives on entrepreneurship. Meanwhile, Malebana (2016) found that the longer the 

exposure to entrepreneurship education, the higher the intention to go into entrepreneurship. 

Therefore, this study looked at the relationship between entrepreneurship education and 

entrepreneurial intention while appreciating the mediating role of attitude towards 

entrepreneurship and perceived behavioural control. Base on the above discussion, the first 

hypothesis is stated below; 

 

H01: Entrepreneurship Education does not have significant effect on Entrepreneurial 

Intention 

 

2.2 Mediating Role of Attitude towards Entrepreneurship 

The study argued that Attitude towards Entrepreneurship (ATE) may perform a mediating 

role in the relationship between entrepreneurship education and entrepreneurial intention 

Attitude towards Entrepreneurship deals with an individual‘s favorable and unfavorable 

evaluations of a behavior (Lars & Erlend, 1996). In the words of Mueller (2016), it is an 

individual‘s estimate of the degree of desirability or undesirability of a certain behavior. This 

implies that the degree of individual value attached to entrepreneurship as a career choice 

determines ones intention to go into it as established by (Karali, 2013; Zhang, Duysters, & 

Cloodt, 2014). Since, people's behaviors and attitudes are decisively affected and shaped by 

the groups (Cochran and Beeghley, 1991) in which they participate, Ekpe and Mat (2012) 

argued that lifetime learning process forms beliefs, values, and norms as a guidance of 

attitude and behaviour of individuals. In line with this argument, the second hypothesis is 

formulated below; 

 

H02: Attitude towards Entrepreneurship mediates the relationship between EE and EI 

 

2.3 Mediating Role of Perceived Behavioural Control 

The experience and knowledge of entrepreneurs are based on entrepreneurial learning, which 

has become a topic of great interest (McKeon et al., 2004). This study uses EE as a source of 

learning for potential entrepreneurs, which helps inspire and develop entrepreneurs‘ 

confidence. Entrepreneurship programs designed to do this disseminate the knowledge and 

skills of entrepreneurs to help potential entrepreneurs start businesses (eg Liñán, 2006; 

Boyles, 2012) or through entrepreneur mentorship (Rasmussen and Sorheim, 2006). Other 

entrepreneurial education research focuses on plans to increase confidence related to 

performing various entrepreneurial tasks (for example, Chen et al., 2001). Entrepreneurship 

courses not only promote the acquisition of entrepreneurial skills, but also aim to stimulate, 

motivate and positively influence entrepreneurial concepts; in other words, to stimulate the 
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People's Bank of China to start entrepreneurship. In line with this discussion, the second 

hypothesis is presented below; 

 

H03: Perceived Behavioural Control does not mediate the relationship between 

Entrepreneurship Education and Entrepreneurial Intention. 

 

2.4 Theory of Planned Behaviour (TPB) 

The theory of planned behavior was proposed by Icek Ajzen in 1991. TPB is an improved 

version of rational behavior theory after adding Perceptual Behavior Control (PBC). 

According to this theory, human behavior is guided by three beliefs: beliefs about the 

possible outcomes of the behavior and the evaluation of these results (behavior beliefs), 

which produce favorable or unfavorable attitudes to the behavior; beliefs about the normative 

expectations of others, and compliance with these Expected motivations (normative beliefs) 

can lead to perceived social pressure or subjective norms; beliefs about the existence of 

factors that may promote or hinder behavioral performance and the perceived power of these 

factors (control beliefs) cause perceived behavioral control (Ajzen and Fishbein, 1973). The 

combination of the three construct i.e. attitude toward the behavior, subjective norm, and 

perception of behavioral control are assumed to lead to the formation of a behavioral 

intention. 

 

As a general rule, the theory suggest that individuals with more favorable attitude and 

subjective norm, and the greater the perceived control, the stronger would be the person‘s 

intention to perform the entrepreneurial behavior (Ajzen, 1991). Specifically, one‘s 

Entrepreneurial intention is formed with the combination of positive attitude towards 

entrepreneurship, subjective norms and perceived behavioural control of entrepreneurial 

behavior. The assumption is that the more favourable the subjective norms, the greater the 

PBC and the more favourable the ATE and the stronger would be the entrepreneurial 

intention and vice versa. Going by the weak and insignificant role of SN in most of the 

previous studies, it is excluded from the study constructs. In line with these assumptions, the 

conceptual framework is formulated below; 

Conceptual Framework 

 

 

 

 

 

 

 

 

Methodology 

 

 

 

 

 

 

3.0 Methodology 

The survey research design used in this study is cross-sectional in nature. The reason why this 

type of research design is used is because the information about the variable only represents 

the change at one point in time. Use self-managed questionnaires to collect primary data from 

Attitude towards 

Entrepreneurship 

Entrepreneurship 

Education 

Perceived 

Behavioural 

Control 

Entrepreneurial  
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the study population. The population of the study included 9,945 final year students from 

A.B.U Zaria during the 2018/2019 session. College students will be engaged in actual 

entrepreneurial behavior, so they are very suitable for research (Krueger et al., 2000). The 

Krejcie and Morgan tables were used to obtain a sample size of 368, and 30% (110) was 

added to indicate that the questionnaire was incomplete/not returned. Of the 478 

questionnaires distributed, 381 were returned, 10 of which had missing values exceeding 

10%, and 1 of them did not participate, so all were deleted. However, 370 are valid and 

useful for analysis. By checking the missing data, 42 cases with missing values less than 10% 

were found, which were ignored according to the suggestions of (Hair, Balck, Babin, 

Anderson & Tatham, 2006). However, missing values are replaced with the best single 

replacement value using the mean value (Tabachnick & Fidell, 2001). 

 

3.1 Variable Measurement 

The questionnaire is adapted from (Liñán & Chen, 2009), all questions are closed-end, and 

the answers are based on a 5-point Likert scale, so: strongly agree, agree, unsure, disagree 

and strongly disagree. SN consists of 3 items including; ―my friends see entrepreneurship as a 

logical choice for me‖, ―My parents are positively oriented towards my future career as an 

entrepreneur‖. ATE consists of 5 items including ―the career as entrepreneur is attractive to 

me‖, ―among different options, I would rather be an entrepreneur‖. PBC consist of 6 items 

including; ―Start a firm and keep it working would be easy for me‖, ―I‘m prepared to start a 

viable firm‖. 

Finally, EI is measured by 6 items including ―I am ready to do anything to be an 

entrepreneur‖, ―I am determined to create a firm in the future‖. 

 

4.0 Assessment of PLS Path Model  

Prior to the main analysis, a pilot study was conducted on 30 respondents were validity, 

reliability, normality and multicollinearity assumptions were met (Hair, Hult, Ringle, 

Sarstedt, & Thiele, 2017). After successfully satisfying all assumptions, the data collected 

were further analysed using SmartPLS software for Partial Least Squares modelling as a 

statistical process designed to estimate the causal network between two or more constructs 

and is defined in terms of a theoretical framework (Vinzi, Trinchera, & Amato, 2010, p. 47). 

To validate and evaluate the model adopted for this study, Hair et al. (2017) recommended a 

two-stage assessment. They are measurement models (also known as external models) and 

structural models (also known as internal models).  

 

4.1 Measurement Model  

The measurement model was used to evaluate individual items reliability, internal 

consistency, discriminant validity, and the convergence validity of each construct (Henseler 

et al., 2009). Although, Hair, etc. (2017) proposed an indicator for the scale of development, 

an outer loading of 0.70, AVE of 0.50, Composite Reliability/Cronbach Alpha of 0.70 is 

reliable and acceptable. The validity and reliability result is presented in table 1;  

 

Table 1: Measurement Model 

Variables 

Indica

tors 

Outer 

Loadings 

Cronbach'

s Alpha 

Composite 

Reliability 

Average Variance 

Extracted (AVE) 

Attitude towards 

Entrepreneurship ATE1 0.90 0.92 0.93 0.79 

 

ATE2 0.87 

   

 

ATE3 0.88 

   

 

ATE4 0.91 
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ATE5 0.90 

   Entrepreneurship 

Education EE1_1 0.90 0.91 0.93 0.80 

 

EE2_1 0.89 

   

 

EE3_1 0.91 

   

 

EE4_1 0.90 

   

 

EE5_1 0.90 

   

 

EE6_1 0.89 

   Entrepreneurial 

Intention EI1_1 0.83 0.89 0.92 0.65 

 

EI2_1 0.83 

   

 

EI3_1 0.82 

   

 

EI4_1 0.83 

   

 

EI5_1 0.80 

   

 

EI6_1 0.73 

   Perceived 

Behavioural Control PBC1 0.85 0.87 0.90 0.61 

 

PBC2 0.85 

   

 

PBC3 0.87 

   

 

PBC4 0.82 

   

 

PBC5 0.63 

     PBC6 0.62       

 

From table 1 above, all of these constructs are reliable because their respective composite 

reliability and Cronbach‘s alpha values are above the threshold of 0.70. Again, all constructs 

have indicator reliability, convergence validity, because the AVE level of each structure is 

higher than 0.50.   

 

Furthermore, to ascertain the discriminant validity, Duarte and Amaro (2018) proposed the 

use of Heterotrait-Monotrait (HTMT) matrix as an alternative approach. Hamid, Sami, and 

Sidek (2017) added that the traditional Fornell-Larcker criterion and cross-loading are 

insufficient and insensitive in detecting the effectiveness of the identification compared to 

the HTMT criterion. Therefore, the discriminant validity is evaluated using the HTMT 

matrix.  

 

Table 2: Heterotrait-Monotrait (HTMT) matrix 

Indicators ATE EE EI PBC 

ATE 0.59 

   EE 0.30 0.70 

  EI 0.40 0.50 0.51 

 PBC 0.14 0.13 0.22 0.78 

 

As can be seen from Table 2 above, the HTMT statistics are given based on the correlation 

between their reflective construction items. Since, the HTMT value is lower than the 0.85 

threshold proposed by (Hair et al., 2017), the reflective latent structure of this study has 

discriminant validity.  
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4.2 Structural Model  

After all the requirements of the measurement model are met, the structural model is 

evaluated. The first part of structural model evaluation involves the examination of 

theoretical relationships. Specifically, standard bootstrap was adopted on 5,000 bootstrap 

samples in order to assess the importance of path coefficients for the relationships (Hair et 

al., 2017).  

 

Table 3: Structural Model 

   Relationship Beta Values Std Dev. T Statistics  P Values 

EE -> EI 0.41 0.05 7.89 0.00 

EE -> ATE -> EI 0.08 0.02 3.81 0.00 

EE -> PBC -> EI 0.02 0.01 2.00 0.04 

  

The bootstrapping result in the table 3 above shows that EE has significant and positive 

relationship with EI. On the mediation relationship, the two mediation relationships were 

positive and significant. This implies that EE is mediated by both ATE and PBC. In other 

words, ATE and PBC explain how EE is related to EI.  

 

4.3 Coefficient of Determination (R2), Effect size (ƒ2) and Predictive Relevance (Q2)  

The coefficient of determination or assessment of the R-square level was assessed in order to 

evaluate the amount of variance explained by the exogenous latent variables on the 

endogenous latent variables. According to Chin (2010), R2 values are 0.67, 0.33 and 0.19 are 

considered substantive, moderate, and weak, respectively. The ƒ2 values provide an 

overview of the potential effect of an exogenous variable on endogenous variable. The 

general criterion for evaluating ƒ2 values of either small, medium and large ƒ2 values is 

measured by 0.02, 0.15 and 0.35 respectively (Cohen, 1988). However, in this study, the 

predictive correlation (Q2) of external latent variables was examined using cross-validated 

redundancy criteria, reflecting endogenous latent variables, as shown in Table 4 below;  

 

Table 4: R-Square, F-Square and Q-Square 

 Indicators R Square R Square Adjusted     

EI 0.337 0.331     

Indicators F2 Effect Size     

ATE 0.089 Small 

  EE 0.226 Medium 

  PBC 0.026 Small 

  Indicators SSO SSE Q² (=1-SSE/SSO)   

EI 2310 1848.331 0.2   

 

As can be seen from table 4 above, Attitude towards Entrepreneurship, Entrepreneurship 

Education, perceived behavioural control, explain 34% (0.34) per cent variance in 

entrepreneurial intention. The R
2
 value explains by these exogenous variables on the target 

endogenous variable is moderate. On the effect size, ATE & PBC have small effect size, 

while EE has medium effect on EI. T. On the predictive relevance, since Q2 is greater than 

zero, it is assumed to have a predictive correlation, because the higher Q2  the higher the 

predicted correlation (Duarte-Roposo, 2010),.  

 

5.0 Conclusion  

In line with the findings of the study, it is concluded ATE and PBC significantly mediate the 

relationship between EE and EI. This implies that the relationship between EE and EI is best 
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understood through ATE and PBC. Therefore, EE would be the first step in the mental 

process influencing perceptions of ATE and behavioural control which ultimately affect 

intention to start a business. 

 

Theoretically, the study made a novel contribution by examining the mediating role of both 

ATE and PBC on the relationship between EE and EI. A similar study should investigate 

whether the last construct of the TPB model i.e Subjective norms could play a mediating role 

on the relationship between EE and EI. Practically, the study confirms the relative importance 

of EE, ATE and PBC as antecedents in the EI model going by the way people apprehend 

reality and transform it into perceptions towards entrepreneurship. Thus members of the 

society including family and friends should engage in the promotion of an entrepreneurially 

friendly environment that allows interaction and exchange of ideas between them, these will 

create a positive entrepreneurship attitude and improve students perception of entrepreneurial 

control and ultimately enhance individual entrepreneurial intention. 

 

5.1 Limitations and Suggestion for Future Studies  

Despite the theoretical, practical, as well as methodological contribution, as in many 

investigative studies, several limitations were highlighted. Based on such limitations, this 

research suggested the need for further studies taking the following into consideration. First, 

this study adopted a cross sectional research design i.e. data collected from some students in 

Nigeria at appoint in time.  Cross sectional design does not address issues of causality; 

hence, one should exercise caution when making generalisation. Therefore, future studies can 

address this limitation through longitudinal studies, which collect data at two or more points 

in time for comparison and comparison with the results of this study and can appropriately 

produce causal effect. Qualitative approach is needed in the future in order to facilitate 

theory development.  
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Abstract 

The role of entrepreneurial education in building a strong industrial structure within a 

country cannot be overemphasized. With this in mind, this study determined the nexus 

between entrepreneurial education and SMEs‟ development in Abia State of Nigeria. The 

study used a survey research design in which a correlational approach was further employed 

to achieve the study objective. The population of the study comprised of 2,342 SMEs 

operators in the State, while copies of the questionnaire were administered to 322 SMEs 

operators. Purposive sampling method was adopted for this study since it allowed for the 

administration of the questionnaire to the willing and handy respondents. Findings revealed 

that a perfect positive and strong relationship exists between entrepreneurial education and 

SMEs‟ growth in Abia State of Nigeria. Similarly, it was also revealed in the study that a 

perfect positive and strong relationship between entrepreneurial education and SMEs‟ 

competitiveness in Abia State of Nigeria. These findings therefore offer evidence to support 

the relevance of entrepreneurial education in SMEs development in the context of a 

developing country like Nigeria. The study recommended that entrepreneurial education 

should not be limited to students in tertiary institutions in Nigeria alone. It should also be 

incorporated into the curriculum of the basic education. Also, teachers at all educational 

levels in Nigeria should have a degree or certificate programme in entrepreneurial studies. to 

equip them better to train their students in entrepreneurial skills. 

 

Keywords: Entrepreneurship, Entrepreneurial education, SMEs, SMEs‘ development 

 

 

1.0 Introduction 

1.1 Background of the Study 

In today‘s Nigeria economic system where youth unemployment is on constant rise, starting 

and running a small and medium scale enterprise (SMEs) may be the only way out in the 

country. In spite of the important role that entrepreneurship plays in economic and industrial 

development of developing countries like Nigeria, it is still disappointing to see that 

entrepreneurial activities are still very much low in the country (Amawu & Ekienabor, 2019). 

Entrepreneurship can be a means of bridging the gap between unemployment and 

employment through the creation of new small and medium scale enterprises (SMEs).  
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SMEs are known to play a vital role in poverty reduction and in the expansion of the private 

sector through the creation of jobs for the unemployed youths in the society (Onphandala & 

Suruga, 2010). In Nigeria, SMEs contribute 48% of the country‘s GDP, account for 96% of 

businesses and 84% of employment in the country (Onyinyechukwu, 2020). ―The 

performance and growth of SMEs is a major driver and indices for the level of 

industrialization, modernization, urbanization, gainful and meaningful employment for all 

those who are able and willing to work, equitable distribution of income, the welfare, income 

per capita and quality of life enjoyed by the citizenry‖ (Aladejebi, 2018). It is however, 

worrisome that the level of entrepreneurial education among SMEs‘ owners in Nigeria is very 

low and this has generally affected the development of the SMEs sector in the country. For 

instance, Abia State has one of the largest concentrations of SMEs in Nigeria in the 

commercial city of Aba, but unfortunately, a greater number of the SMEs owners lack 

entrepreneurial education. 

 

Entrepreneurship education has continued to gain popularity among scholars because of its 

effectiveness in mitigating unemployment and sustaining SMEs‘ development. 

Entrepreneurship education is not a new phenomenon in the annals of Nigeria; it has always 

been an age-long tradition, a culture and a habit that has consistently been transferred from 

one generation to another within the diverse ethnic nationalities that make up Nigeria 

(Akhuemonkhan, Raimi & Sofoluwe, 2013). The fast growth of entrepreneurship education is 

an evidence that those who attended entrepreneurship courses have a higher attitude to 

venture into new businesses than those who did not (Galloway & Brown, 2002).  Also, 

formal entrepreneurial education has been found to affect the attitudes of university graduates 

towards taking entrepreneurship as a career option (Hansemark, 1998).  

 

Anietie (2014) reported that the European Commission in 2004 regarded education as an 

important means to create a more entrepreneurial mindset among young people and that 

promoting entrepreneurial skills and attitudes provides benefits to the society even beyond 

their application to new business ventures. Thus, the demand for entrepreneurial education is 

on the increase all over the world as it prepares youths to be responsible individuals, who 

become entrepreneurs or entrepreneurial thinkers by exposing them in real life experience 

where they will be required to think, take risks, manage circumstances and incidentally learn 

from the outcome (Olawolu & Kaegon, 2012).  

 

In an attempt to support SMEs‘ development in Nigeria and with the presence of the Covid-

19 pandemic that has ravaged world economies, both the federal and State governments have 

embarked on policies and programmes that support youth empowerment and self-reliance 

considering the dynamic increase in youth unemployment in the country (Adebayo, 2015) 

and the devastating effect of the pandemic on existing SMEs. This has fostered new business 

creation and the growth of Small and Medium Enterprises in many ways. This formed the 

motivation behind this study which looked at the nexus between entrepreneurship and SMEs‘ 

development in Abia State of Nigeria. 

 

1.2 Objective of the Study 

The main goal of the study was to determine the nexus between entrepreneurial education and 

SMEs‘ development in Abia State, Nigeria. The specific aims were to: 

i. examine the relationship between entrepreneurial education and SMEs‘ growth in 

Abia State, Nigeria; 

ii. ascertain the relationship between entrepreneurial education and SMEs‘ 

competitiveness in Abia State, Nigeria. 
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1.3 Research Hypotheses 

The following hypotheses in their null form guided the study 

HO1: There is no significant relationship between entrepreneurial education and SMEs‘ 

competitiveness in Abia State, Nigeria; 

HO2: There is no significant relationship between entrepreneurial education and SMEs‘ 

survival in Abia State, Nigeria. 

 

2.0 Literature Review 

2.1 Conceptual Review 

2.1.1 Concept of Entrepreneurship  

In today‘s world, any individual, industry or business leader with innovative and creative 

business abilities is described as an entrepreneur or someone who engages in 

entrepreneurship (Okala, 2008). While the entrepreneur is the person venturing into the 

business of organizing and managing, entrepreneurship is the service rendered by the 

entrepreneur (Akanwa & Agu, 2005). The term entrepreneurship has received many 

definitions from different scholars. Salabson, (2020) sees it as the process of self-

development and self-reliance that generates employments opportunities. Baba (2013) 

defined entrepreneurship as the process of creating something different with value by 

devoting the necessary time and effort, and social risk and receiving monetary and personal 

satisfaction. Also, entrepreneurship as the willingness and ability of an individual to seek for 

investment opportunities, to establish and run an enterprise successfully (Suleiman, 2006). 

Furthermore, Evans-Obinna (2016) viewed the term entrepreneurship as the ability to 

perceive and undertake business opportunities, taking advantage of scarce resources 

utilization. 

 

Some authors see entrepreneurship as a service rendered by anyone who starts a new 

business. For instance, Akanwa and Agu (2005) saw anyone who creates a business, 

establishes it and nurses it to growth and profitability, or takes over an existing business 

because the founder is dead or has sold it, or who inherited it and continues to build and 

innovate it, or a man who runs a franchise, as an entrepreneur. As a result, Akanwa and Agu 

(2005) identified the functions of entrepreneurship to include: identification of business 

opportunities, creation of employment opportunities, decision on the form of enterprise, 

mobilization and utilization of local raw materials, allocation and distribution of resources, 

selection of opportunities, coordination of other factors of production such as land, labour, 

and capital, planning and controlling organizational programmes and activities, risk bearing, 

marketing activities for customer satisfaction, and innovation to meet with needs of local 

market. 

 

The role of government in entrepreneurship development in Nigeria cannot be 

overemphasized. Afolabi (2015) opined that since the mid 1980s, there has been an increased 

commitment of government to entrepreneurship development, especially after the 

introduction of the structural adjustment program (SAP) in 1986. Added to this was the 

establishment of the National Directorate of Employment (NDE), National Open 

Apprenticeship scheme (NOAS) and the Small and Medium Enterprise Development 

Association of Nigeria (SMEDAN) (Thaddeus, 2012). Fundamentally, the Nigerian 

government promotes entrepreneurial culture through initiatives that build business 

confidence, positive attitude, pride in success, support and encouragement of need ideas, 

social responsibility, providing technological supports, encouraging inter-firm linkages and 

promotion of research and development. 
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2.1.2 Entrepreneurial Education 

Entrepreneurial education has continued to enjoy attention of scholars, institutions and the 

organized private sector. as a formidable way of achieving youth employment and industrial 

development. Enu, (2012) defined entrepreneurial education as all kinds of experiences that 

give students the ability and vision of how to access and transform opportunities of different 

kinds into successful businesses. Entrepreneurial education deals with those attitudes and 

skills that are necessary for an individual to respond to his environment in the process of 

conserving, starting and managing a business enterprise (Emeraton, 2008). This implies that 

entrepreneurial education prepares an individual to be properly equipped to acquire saleable 

skills which could be used to manage his own business or that of other persons (Oduwaiye, 

2009).  

 

Entrepreneurial education assists students to develop positive attitudes, innovation and skills 

for self-reliance rather than depending on the government for employment. Such an 

experience will in return produce graduates with self-confidence and capacities for 

independent ideas to discover new information leading to enterprise development 

(Olorundare & Kayode, 2014). Entrepreneurial education changes the orientation and attitude 

of the recipients and the process equips them with the skills and knowledge necessary for 

them to start and manage a business. It aims at developing the requisite entrepreneurial skills, 

attitudes, competencies, and disposition that will predispose the individual to be a driving 

force in managing a business (Agu, 2006). Additionally, entrepreneurial education can be 

said to focus on developing understanding and capacity for pursuit of entrepreneurial 

behaviours, skills and attitudes in widely different contexts. This type of education is open to 

all and not exclusively the domain of some self-acclaimed business gurus (Olorundare & 

Kayode, 2014). This is more so true in the sense that these behaviours can be practiced, 

developed and learned. It is therefore important to expose all students to entrepreneurship 

education (Akpomi, 2009). 

 

2.1.3 Small and Medium Scale Enterprises (SMEs) 

In trying to define the concept of SMEs, countries and businesses often use their own 

judgment, the asset value of the company, number of people employed, and annual turnover 

generated (Sharmilee & Muhammad, 2016). Also, according to Ward (2005) there is no 

universally accepted definition for SMEs since the definition depends on who is defining it 

and where it is being defined.  

 

In Nigeria, Obasan, Shobayo and Amaghionyeodiwe (2016) gave the definition of small and 

medium enterprise by the Small and Medium Industries and Equity Investment Scheme 

(SMIEIS) as an enterprise with a maximum asset base of less than N200 million excluding 

land and working capital, and with the number of staff employed not less than 10 (otherwise 

will be a cottage or micro-enterprise) and not more than 300 (SMIEIS 2002). Small and 

Medium-Scale Enterprises (SMEs) are generally privately owned organizations set-up for the 

purposes of producing goods or services for profit (Oladimeji & Muhammed, 2017). 

 

Even with the differences in the definition of SMEs, it is generally agreed that SMEs play a 

significant role in industrial and economic development (Obasan, Shobayo & 

Amaghionyeodiwe, 2016). Almost 10% of entire industrial production and 70% of 

manufacturing occupation are by SMEs (Osuagwu, 2001). SMEs similarly encourage 

business through the use of local resources. SMEs are commonly considered as crucial 

instrument which drives economic, industrial development and generate employment 

opportunities as well as rural development (Osuagwu, 2001). Finance is an essential 
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instrument which promotes the channels of a business as well as enhances its performance. 

No business can be successful or develop without adequate finance. There are different 

sources of finance to SMEs. The sources of finance could come from the Commercial Banks, 

and specialized banks like the micro-finance banks. Micro finance institutions such as 

cooperative societies and credit unions also finance SMEs. Some organizations also provide 

source of finance to SMEs through donation for expansion schemes (Carpenter, 2006). In 

spite of these various sources of finance, SMEs still lack sufficient financing. The finance 

sources highlighted are inadequate and not constantly accessible. Commercial banks do not 

assist SMEs because of the apparent hazard in giving loans (Carpenter, 2006). Just as small is 

attractive, so does it have its difficulties ranging from funding to marketing, raw materials, 

technology and infrastructural facilities (Obasan, Shobayo & Amaghionyeodiwe, 2016).  

 

Due to the risk and uncertainty surrounding small businesses, banks are hesitant to offer 

SMEs loans which there are no guarantee of recovering (Aigboje, 2006). Another challenge 

for SMEs is the market. Often, SMEs have no understanding of the market channels 

(Osuagwu, 2001). 

 

Additionally, SMEs face the challenge of inadequate infrastructural facilities. There are quite 

no decent roads, no pipe borne water in several parts of the country, and no sufficient power 

supply to enhance business survival. Yet, the small and medium enterprises have 

continuously been doing business in this distressed condition (Ajonbadi, 2001). Finally, many 

of the small businesses are labour intensive. Some use obsolete machineries and equipment. 

Some are old-fashioned that hinge majorly on the amount of people involved for increased 

production (Carpenter, 2006). 

 

2.1.4 The concept of SMEs Development  

Just as researchers have often noted the heterogeneity of entrepreneurship theories, they also 

assert that there is no single theory which can explain firm development. Due to this 

dilemma, a large number of theories have been developed to explain aspects of SMEs 

development. These theories can be distinguished according to the underlying assumptions 

they make about the SMEs development process (Dobbs & Hamilton, 2007).   

 

Davidsson et al. (2010) reported that enterprise development may be related to new markets, 

especially in the case of technology firms, with reference to diversification.  They are also of 

the opinion that enterprise development may occur alternatively as an integration of part of 

the value chain, a sort of vertical growth, or when a firm introduces itself within a market not 

related to the technology in which it works, which would be a non-

related diversification. Another type of enterprise development may be related to the 

combination of market-product by entrance into the market. 

Brush et al. (2009) defined SMEs development as geographical expansion, increase in the 

number of branches, inclusion of new markets and clients, increase in the number of products 

and services, fusions and acquisitions. According to these authors, enterprise development is 

above all a consequence of certain dynamics built by the entrepreneurs to construct and 

reconstruct constantly, based on the assessment made on their firms and on the market.  

 

SMEs development can be measured in various ways, and the most frequently suggested 

approaches include sales, employment, assets, market shares, physical outputs as well as 

profits (Wiklund, 1998). There is no consensus on the appropriate measures of SMEs 

development and as a result, researchers are free to choose one best indicator, create a 

multiple indicator index or use alternative measures separately. Due to this gap, most 
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researchers choose indicators with which it is easy to gather information rather than taking 

important variables into consideration (Wiklund, 1998). In addition to that, many of these 

researchers do not explain why they have chosen one given indicator as opposed to the others 

(Shepherd & Wiklund, 2009; Birley & Westhead, 1994). This tendency has partly contributed 

to the mixed results found in small firm development studies (Delmar & Wiklund, 2008).   

 

2.1.5 Entrepreneurial Education and SMEs Development  
The role of entrepreneurial education plays in providing the skills required to improve 

productivity, raise income levels and improve access to employment opportunities has been 

widely recognized (Bennell, 1999). Developments in the last three decades have made the 

role of entrepreneurial education more decisive; the globalization process, technological 

change, and increased competition due to trade liberalization necessitates requirements of 

higher skills and productivity among workers in both modern sector firms and SMEs.  

 

Skills development encompasses a broad range of core skills (entrepreneurial, 

communication, financial and leadership) so that individuals are equipped for productive 

activities and employment opportunities (wage employment, self-employment and income 

generation activities). The success of entrepreneurial education in any developing country can 

be considered a key indicator of the country‘s advancement in industrial development. Any 

country that evolved into a technological advanced one, entrepreneurial education must have 

played an active and vital role as skilled manpower would have been required, also to enable 

its sustainability and unity (Usman & Pascal, 2010).  

 

The provision of relevant and appropriate skills which is the focus of entrepreneurial 

education represents a significant element of the overall development pathway of the country. 

Skills development in all technical and industrial sectors takes on an increasingly important 

role in virtually all dialogue of SMEs development. With better funding, management and 

supervision, youths could be engaged to acquire all the necessary skills that will empower 

and transform Nigerian society industrially and as a united people. Okoro (1994) opined that 

if Nigerian youths are empowered with the right entrepreneurial skills, they may not need to 

look for white collar jobs because they possess the relevant skills to create and nurse their 

own businesses. Entrepreneurial education can provide training programmes directed at 

equipping the youths with specific occupational skills that are in great demand and develop in 

them right attitude to work, self-esteem and belief in the importance of the training they are 

receiving to themselves and to the society. Entrepreneurial institutions, if empowered, could 

establish evening or part-time courses for youths that have craft knowledge, in order to equip 

them with theoretical industrial knowledge. In addition, extension courses could be extended 

to youths in the rural areas to enable them become productive in their small scale businesses. 

This will stem the tide of rural-urban migration, disintegrative tendencies and encourages 

establishment of small and medium scale enterprises (SMEs). 

 

2.2 Theoretical Framework 

2.2.1 The Human Capital Theory 

This study was anchored on the Human Capital Theory. The Human Capital Theory is based 

on the works of Schultz (1971), Sakamota and Powers (1995) and Psacharopoulous and 

Woodhall (1997). The Theory is based on the assumption that formal education is highly 

instrumental and necessary to improve the production capacity of a population. The human 

capital theory emphasizes how education can increase the productivity and efficiency of 

workers by increasing the level of cognitive stock pf economically productive human 

capability which is a product of innate abilities and investment in human beings (Olaniyan & 
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Okemakinde, 2008). The human capital theory suggests that individuals with more or higher 

human capital achieve higher performance when executing tasks (Becker 1964). Specifically, 

human capital includes the unique insights, skills, cognitive characteristics and aptitudes of 

entrepreneurs (Ventakaraman 1997). It also includes achieved attributes, accumulated work 

and habits that may have a positive or negative effect on productivity (Becker 1964). 

 

The provision of formal education is seen as a productive investment in human capital, which 

the proponents of the Human capital theory have considered worthwhile than that of physical 

capital (Olaniyan & Okemakinde, 2008). On the basis of a systematic review on the SMEs 

development, Macpherson and Robin (2006) noted that the human capital is among the main 

emergent themes. The capitalization of the intellectual resources that are in a SME social 

network is necessary for the reinforcement of its human capital (Macpherson and Robin, 

2006). This human capital reinforcement is necessary for SMEs because the human capital is 

the foundation of the SME‘s ability of development. However, the development of the 

organizational human capital depends on the learning capacity. In this study, SMEs 

development is viewed as aspect of productivity. Since human capital can be seen as an input, 

this study explored human capital development in form entrepreneurial education and how it 

relates to SMEs development.  

 

2.3 Empirical Review 

This section reviewed some important literature that are related to the study and the need to 

reposition entrepreneurship education for SMEs‘ development. 

 

Akarue and Eyovwunu (2014) studied entrepreneurship education and small-scale business 

development among students of College of Education, Warri, Delta State, Nigeria. Data was 

obtained through self-administered questionnaire. Simple frequencies, mean, percentage, t-

test and correlation analysis were employed to analyse the data obtained in the study. The 

result of the study showed that the respondents believed that entrepreneurial education is a 

good policy and a possible solution to the problem of high level unemployment. Through 

self-employment and job creation, entrepreneurship can be a source of revenue to 

government; promote industrialization, innovation and technology in the country. The 

findings also revealed a significantly positive relationship between entrepreneurship 

education perception and age and programme. Perceived challenges to entrepreneurship 

education in the study were; poor funding, inadequacy of competent lecturers in the field of 

entrepreneurship, ineffective style of teaching that stresses theory instead of practical, 

amongst other. The study recommended for better funding of tertiary institutions to carry out 

entrepreneurship training and making entrepreneurship education compulsory at all level.  

 

Yusuf (2017) studied the influence of entrepreneurship education, technology and 

globalisation on performance of SMEs in Nigeria. Cross-sectional survey research design was 

adopted for the study. The instrument (questionnaire) consisted of forty items on a five-point 

Likert rating scale, which was administered on four hundred owners/managers of 

manufacturing SMEs sampled using cluster, proportionate and random sampling procedures 

from six selected states across all the geo-political zones of Nigeria. Mean and standard 

deviation were used to answer three research questions. Linear regression was used in the 

study to test the three null hypotheses at 0.05 level of significance. The results indicated that 

acquisition of entrepreneurship education skills; adoption and use of technology devices and 

platforms, as well as, globalisation enhance productivity and profitability of SMEs in Nigeria. 

He therefore, concluded that for manufacturing SMEs to operate competitively, profitably 

and significantly contribute to the economic recovery and growth of Nigeria, they need to 
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continuously acquire newer entrepreneurial skills; adopt and use innovative modern 

technologies; and have an internationalized profile. 

 

Gamede and Uleanya (2019) explored the impact of entrepreneurship education on business 

organizations. Quantitative research method was adopted for data collection. Self-designed 

questionnaire was administered to 450 Technical and Vocational and Training Education 

(TVET) lecturers, though only 371 were duly completed and analysed for the study. A major 

finding of the study showed that entrepreneurship education is yet to be up-help appropriately 

based on the provision of the adopted curriculum. Hence, the study recommended that 

curriculum planners consider revisiting the curriculum and ensuring that entrepreneurship 

education is introduced as a core module for students in all programmes and at all levels. 

Also, partnership between institutions of learning such as TVET colleges and business 

organizations should be promoted to enhance Work Integrated Learning (WIL). 

 

Adelekan, Eze and Eyanuku (2019) explored the effect of entrepreneurship education on 

small and medium enterprises (SMEs) growth with a view to assess whether entrepreneurial 

skill education, is capable of improving the growth of small and medium businesses. The 

study adopted the survey research design. Findings revealed that both entrepreneurial skill 

education (0.698, P-Value<0.05) and management skill education (0.810, P-Value<0.05) 

have individual positive significant effect on SMEs growth. The F-statistics (F-statistics= 

31.034 < 0.05) revealed that entrepreneurial skill education and management skill education 

have combined positive significant effect on SMEs growth. The adjusted coefficient of 

determination (Adjusted R2) of 0.689 implied that 68.9% variation in SMEs growth is 

accounted for by entrepreneurial and management skills education. The study concluded that 

entrepreneurial skill education and management skill education are important determinants of 

SMEs growth. It is therefore recommended that emphasis should be placed on entrepreneurial 

skill education and management skill education in order to reduce unemployment in Lagos 

state and in Nigeria in general. 

 

Aladejebi (2018) studied the effect of entrepreneurship education on entrepreneurial intention 

among tertiary institutions in Nigeria. The objective of the study was to show how 

entrepreneurship education affect entrepreneurial intentions of students among four tertiary 

institutions in Nigeria: a University, Polytechnic, College of education and a satellite campus 

of a University. Data was gathered from 381 students from the four institutions. SPSS was 

used to analyze the data gathered. Findings from his study revealed that the behavioural 

component of the students' attitude toward entrepreneurship education was positive. Many of 

the students enjoyed entrepreneurship education. He recommended that practical examples of 

entrepreneurship should be included more in classroom teaching as many of the students 

showed the intention of starting their own business when they graduate.    

 

Adebayo (2015) evaluated the impact of government entrepreneurial programmes on youth 

SMEs participation in Nigeria. A survey of 250 questionnaires was undertaking through an 

online platform across the beneficiaries of federal governmental SMEs financial intervention 

schemes - Youth Enterprise with Innovation in Nigeria (YouWiN). The data collected were 

analyzed utilizing correlation and multiple regression statistical tools. His findings revealed a 

significant positive correlation between availability of fund and new venture creation. The 

study concluded that government intervention programmes such as financial, infrastructural 

and capacity building are paramount to new venture creation among the youths. He 

recommended conscious youth entrepreneurial orientation and capacity development 

programmes through the outlets of Small and Medium Enterprise Development Agency of 
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Nigeria (SMEDAN). Furthermore, more financial intervention schemes such as grants and 

soft/special loans should be provided to young entrepreneurs as this will alleviate a major 

constraint to new venture creation which is poor access to finance.  

 

3.0 Methodology 

 

3.1 Research Design 

The survey research design adopted a correlational approach to investigate the nexus between 

entrepreneurial education and SMEs‘ development in Abia State of Nigeria. 

 

3.2 Population of the Study 

According to SMEDAN (2017), there are 2,342 SMEs in Abia State and thus, the population 

of this study comprised of 2,342 SMEs operators in Abia State. Using the Taro Yamane 

formula, a sample size of 342 was obtained from the population. Copies of the questionnaire 

were administered to the 342 SMEs operators in Abia State. Purposive sampling method was 

adopted for this study since it allowed for the administration of the questionnaire to the 

willing and handy respondents. Questionnaire administration was carried out with the help of 

five (5) research assistants. 

 

3.3 Source of Data Collection/Instrumentation 

Data for this study were obtained basically from the primary sources of data. Primary data are 

sourced through survey. For this study, it involved mainly the questionnaire. Copies of the 

questionnaire were used to elicit data from the respondents. For the purpose of this study, the 

Likert‘s scale of preference method was used in eliciting the opinions of individuals 

according to degrees or level. The scoring therefore was as follows; Strongly Agree (SA) 5 

points, Agree (A) 4 points, Neutral (N) 3 points, Disagree (D) 2 points, and Strongly 

Disagree (SD) 1 point. The scoring or rating scale was preferable because the attached figures 

made it easy for the researchers to pull together the positive and negative opinions for the 

statistical analysis. 

 

3.4 Validity and Reliability of the Instrument 

The questionnaire was validated by two research experts in measurement and evaluation and 

one in marketing. Errors detected in the valuation process were effected before it was put to 

use. The test re-test was conducted to establish the initial reliability of the instrument. A 

further reliability test was conducted in the study using the Cronbach‘s Alpha. The reliability 

of the instrument was upheld when the reliability coefficient (r) exceeded 0.7 according to 

Nunnally (1978).  

 

Table 3.1: Cronbach reliability Scores of the Variables 

S/N Items   Cronbach’s Alpha 

1.         Entrepreneurial Education  .738 

2.         SMEs Growth    .911 

3.         SMEs competitiveness  .782 

Source: SPSS Computation, 2020 

 

3.5 Method of Data Analysis 

Data were analyzed with pearson correlation model. All analyses were done electronically 

using the SPSS software version 20.0.  
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4.0 Results and Discussion 

4.1. Questionnaire Distribution and Return  

Table 4.1 Distribution and return of questionnaire 

                    Copies of                          Copies of                          Copies of      

                Questionnaire                  Questionnaire                 Questionnaire           

                 Administered                      Returned                      Not returned    

                        342                      322                           20                        

Source: Survey data, 2020 

 

In the study, a total number of three hundred and forty-two (342) copies of questionnaire 

were administered to SMEs operators in Abia State, Nigeria. From this number, three 

hundred and twenty-two (322) were returned, while twenty (20) were neither filled nor 

incorrectly filled. Analyses were based on the correctly filled copies of the questionnaire. 

 

4.2 Relationship between entrepreneurial education and SMEs’ growth in Abia State, 

Nigeria 

Table 4.2 Correlation coefficient showing the relationship between entrepreneurial 

education and SMEs’ growth in Abia State, Nigeria  

                                                             Correlations 

                                                                                  Entrepreneurial SMEs 

                                                                               Education                Growth 

Entrepreneurial  Pearson Correlation  1                            .902
**

 

Education  Sig. (2-tailed)                                                     .000 

                             N                              322                           322 

SMEs     Pearson Correlation  .902
** 

                      1 

Growth             Sig. (2-tailed)               .000    

                             N                                   322                       322 

Source: Survey data, 2020 
**. Correlation is significant at the 0.01 level (2-tailed). 

 

Bivariate correlation test assists in measuring the linear relationship between variables. The 

result of Pearson correlation analysis in Table 4.2 shows that entrepreneurial education has a 

positive and strong relationship with SMEs growth in Abia State of Nigeria (r = .902) with 

the P-value of 0.000 and highly significant at 1% probability level. This implies that SMEs 

growth and entrepreneurial education are closely related. This further shows that an increase 

in entrepreneurial education will lead to a corresponding increase in SMEs growth in Abia 

State of Nigeria. This assertion is at the 99% confidence level. 

 

4.3 Relationship between entrepreneurial education and SMEs’ competitiveness in Abia 

State, Nigeria 
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Table 4.3 Correlation coefficient showing the relationship between entrepreneurial 

education and SMEs’ competitiveness in Abia State, Nigeria  

                                                             Correlations 

                                                Entrepreneurial SMEs 

                                                                         Education  Competitiveness           

Entrepreneurial  Pearson Correlation              1                  .899
**        

        

Education                 Sig. (2-tailed)                                            .000                  

                              N                                        322                  322                 

SMEs   Pearson Correlation         .899
** 

             

Competitiveness  Sig. (2-tailed)                     .000                                        

                             N                                         322                  322                   

Source: Survey data, 2020 
**

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

 

Table 4.3 shows the correlation between entrepreneurial education and SMEs‘ 

competitiveness in Abia State, Nigeria. The value of pearson correlation between 

entrepreneurial education and SMEs‘ competitiveness in Abia State of Nigeria is 0.899 to 

which it can be said that these two variables have a strong and positive relationship and also 

highly statistically significant at 1% probability level. This means that entrepreneurial 

education and SMEs‘ competitiveness in Abia State of Nigeria have a strong, positive and 

direct relationship. Thus, a consistent rise in entrepreneurial education in Abia State of 

Nigeria can bring about a corresponding rise in SMEs development in the State. This 

assertion is at the 99% confidence level. 

 

3.4 Discussion of Findings 

This study analysed the nexus between entrepreneurial education and SMEs‘ development in 

Abia State of Nigeria. The first analysis showed a perfect positive and strong relationship 

between entrepreneurial education and SMEs‘ growth in Abia State of Nigeria. The finding is 

consistent with the result of previous scholars. For instance, Adelekan, Eze and Eyanuku 

(2019) found that entrepreneurial skill education and management skill education positively 

impacts on SMEs growth both individually and collectively. Other scholars like Oladimeji, 

Eze and Worimegbe, (2016) and Racheal and Muogbo, (2017) have all established the 

existence of positive relationship between entrepreneurial education and SMEs growth. 

Entrepreneurial education equips SMEs owners and employees with the right skills in 

organizing their operations for the achievement of their goals. For SMEs to develop and 

grow, their operators must have the right knowledge to make strategic decisions for the firm‘s 

growth.  

 

The second analysis similar to the first also revealed a perfect positive and strong relationship 

between entrepreneurial education and SMEs‘ competitiveness in Abia State of Nigeria. This 

finding is also in agreement with the findings of some other scholars. Governments across the 

world are increasingly recognising the positive impact that entrepreneurial education can 

have on employment levels, as well as the competitive advantages of small firms in the 

marketplace (Scase, 2000). A study by Orser (1997) found that those SMEs whose owners 

had good entrepreneurial educational background were more competitive than the majority of 

SMEs owned by entrepreneurs who did not prioritise entrepreneurial education. Sadalia, 

Muharam and Mulyana (2020) opined that low education level cause lack of business/product 

innovation undertaken by MSME entrepreneurs and thus, hampers financing/investment 

opportunities for business development and makes businesses fail in the achievement of 

competitive advantage. 
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Today‘s business environment is highly competitive and SMEs operators require the right 

skills to remain competitive. Managing an SMEs is highly demanding and people who lack 

the required knowledge end up seeing their business die off gradually. The task of making 

strategic decisions, marketing, general management, administration, financing, accounting, 

production, controlling and negotiating are what an educated business owner or employee can 

handle. To remain competitive means that the right managerial skills must be acquired and 

this can only be achieved through entrepreneurial education.   

 

5.0 Conclusion 

The study aimed at determining the nexus between entrepreneurial education and SMEs‘ 

development in Abia State of Nigeria. Findings of the study have revealed that education in 

entrepreneurship is highly correlated with SMEs‘ development in the State. This result 

therefore offers evidence to support the relevance of entrepreneurial education in SMEs 

development in the context of a developing country like Nigeria. 

 

6.0 Recommendations 

Based on the findings of this study, the following recommendations were made towards the 

improvement of entrepreneurial education in Abia State and Nigeria as a whole.  

1. Entrepreneurial education should not be limited to those students in tertiary institutions in 

Nigeria, rather it should also be incorporated into the curriculum of the basic education. 

Before now, pupils in basic education were doing handiwork, which was a form of 

entrepreneurship. Such practices should be reintroduced in our education school system so 

that children will start early to acquire the right entrepreneurial skills. 

2. Teachers at all educational levels in Nigeria should have a degree or certificate programme 

in entrepreneurial studies. What this means is the need to train and retrain teachers and 

lecturers lacking in entrepreneurial skills on regularly basis to equip them better to train the 

students in entrepreneurial skills. 

3. The NYSC programme can also incorporate a 6 months mandatory industrial training 

period for basically the management science graduates and the federal should provide such 

graduates with enough funds to start up their own businesses after the completion of their 

service year. 

4. Management science students should as part of their academic programme, and like their 

counterparts in the polytechnics be compulsorily mandated to go for industrial trainings 

especially with SMEs. This will help them acquire practical entrepreneurial skills that will 

assist them in establishing and running their own businesses after graduation.  
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Abstract  

This article explores the approaches for integrating sustainability management and 

accountability in Nigeria. Relevant content of literatures were used by reviewing relevant 

journals, write-ups and other contributions posted on books and internet. Therefore, in 

conducting the studies, conceptual analysis was employed as such this paper is considered as 

conceptual review, it aims at structuring the literature on sustainability management and 

accountability, to highlight its main contributions and gaps. It is followed by 

the delimitation of each sustainability approaches. Finally, a conceptual framework is 

proposed to address the integration of sustainability management and accountability in 

Nigeria. Sustainability is one of the most important challenges of our time. Projects play 

a pivotal role in the realization of more sustainable business practices and the concept of 

sustainability has also been linked to accountability. This article recommends, among others, 

the need for government to adopt a more practical approach to the promotion of 

accountability, a determined fight against corruption and unethical behaviour, proper 

management of resources, and commitment of more funds to the execution of capital projects 

that could positively affect the lives of the people for improved standard of living. The study 

identified a positive relationship between sustainable growths at the firm level. Also, the 

study identified numerous challenges facing sustainability management and accountability in 

Nigeria. 

 

Keywords: Integrating, Sustainability, Management, Accountability  

 

 

Introduction 

Nowadays, corporations feel the need to re-consider their policies on integrating sustainable 

development within project management. Labuschagne and Brent (2006) concentrate on 

assessing life cycle impact and present their Social Impact Indicator (SII) which is tested on 

South Africa. The findings suggest   low levels of information regarding social impact 

concluding that further research is still necessary to provide the   right   indicator   for 

measuring   project   life cycle   management.   From   a practical   perspective,   an 

interesting controversy is introduced   by   Riemer   and Meier (2009) who   aim   to   
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integrate sustainability within project management, from environmental, social and economic 

point of view.  The scholars argue that sustainable projects become one of the main 

objectives for large corporations and successful projects are  determined  by enhancement  of  

sustainability. 

 

Nowadays, corporations feel the need to re-consider their policies on integrating sustainable 

development  within project management. Labuschagne and Brent (2006) concentrate on 

assessing life cycle impact and present their Social Impact Indicator (SII) which is tested on 

South Africa. The findings suggest   low  levels of information regarding social impact 

concluding that further research is still necessary to provide  the   right   indicator   for  

measuring   project   life  cycle   management.   From   a  practical   perspective,   an 

interesting controversy is introduced   by   Riemer   and Meier (2009) who   aim   to  integrate 

sustainability within project management, from environmental, social and economic point of 

view.  The scholars argue that sustainable projects become one of the main objectives for 

large corporations and successful projects are  determined  by enhancement  of sustainability. 

Sustainable management has been created to be defined as the application 

of sustainable practices in the categories of businesses, agriculture, society, environment, and 

personal life by managing them in a way that will benefit current generations and future 

generations. Sustainable management of natural resources is necessary because it helps in 

judicious use of resources without overuse and compromising with the needs of future 

generation. This development mode was once proposed in the 1970s, and it has become an 

important topic drawing attention worldwide. The science fields connect the sustainable 

development science on which sustainable development mode depends with the global 

change. (Eccles, Ioannou, &Serafeim, 2018).Namely, the global change scientific research 

results are the basis for the sustainable development science that explores the scientific 

problems faced by humans for the sustainable development decisions from the application 

point of view. Sustainable development must solve the direct and indirect influences of 

natural hazard risks and environment pollution, namely it must accept the health and 

development risks caused by the hazard factors, and explore the sustainable development 

mode under the conditions of existing hazard resistance ability of human. (CIPD, 2012). 

 

According to Todaro and Smith (2019), sustainability refers to meeting the needs of the 

present generation without compromising the needs of future generations. In the United 

Nations, even though the essence of sustainability is mainly on environmental capital, it also 

include other types of capital such as manufactured capital (machines, factories, roads) and 

human capital (knowledge, experience, skills). A development is therefore, sustainable if the 

need of the present is met without jeopardizing the ability of the future generation to meet 

theirs. The overall capital stock of an economy belongs to all the generations and to destroy 

that indiscriminately penalizes both present and future generations. This implies that 

sustainable development should keep going on through preservation, improvement, 

innovation and investment in the capital stock of which education and human capital 

development is key. In order to reposition and achieve long term economic development, the 

Nigerian government created the Economic Recovery and Growth Plan (ERGP). A core 

strategy in this plan is improvement in human capital. Following the UN‗s Sustainable 

Development Goals (SDGs), government plans to invest in education to fill the skills gap in 

the economy by ensuring access to basic education for all, improve the quality of secondary 

and tertiary education, and encourage students to enroll in science and technology courses. 

However, the prevalence of school attacks in Nigeria reveals the dwindling capabilities of 

state actors to achieve sustainable development and national security (Okoro, 2019). 
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Development of any society is meant to enhance the living standard of citizens. However, 

where there are challenges of accountability, development is more likely to be a mirage. Past 

studies in Nigeria on the challenges of leadership and sustainable management identified 

corruption and lack of required skills on the part of public officials to perform in terms of 

proper policy formulation and implementation among others. (Ballinger, 2018).Corporate 

governance refers to the quality, transparency and dependability of the relationships between 

the shareholders, board of directors, management, and employees. It defines the authority and 

responsibility of each in delivering sustainable value to all the stakeholders in order to attract 

financial and human capital to the corporation and to ensure sustainability of value creation; 

the governance mechanisms should ensure to gain the trust of all stakeholders (Arguden 

2017). Corporate governance studies emphasize the fact that no single corporate governance 

model is valid for every country. However, the concepts of equality, transparency, 

accountability and responsibility appear to be the central concepts in all plausible 

international corporate governance approaches. Corporate governance affects sustainability 

development through access to external financing by firms, a lowering of the cost of capital 

and the associated higher firm valuation, better operational performance through better 

allocation of resources and better management, reduced risk of financial crises and better 

relationships with all stakeholders (Karayel, Sayli, & Gormus 2016). 

 

Concept of Sustainable Management 

The primary concept of sustainable management is to satisfy human needs and aspirations 

involve the actualization of human potentials. It also involves proper understanding and 

management of the environment and its resources for sustainable human well- being. 

Sustainable management is in accord with continual enhancement of the quality of human life 

both for now and the future (Anyaehie & Areji 2015). Stewardship of a business under this 

model is expected to take cognizance financial capital as well as manufactured, human, 

intellectual, natural, and social capitals as well as their interdependencies (Kaya & Turegun 

2014).  

 

According to the International Federation of Accountants (IFAC), sustainability is about 

promoting ethical responsibility and sound corporate governance practices. It also involves 

the provision of a safe working environment in which the health of employees is protected, 

and their opportunities for self-development are enhanced. Also included in the notion is 

promoting cultural diversity and equity in the work-place and minimizing adverse 

environmental impacts and providing opportunities for social and economic developments 

within the communities they operate. Thus sustainability is a strategy of the process of 

sustainable development (Kocmanová, Hrebicek, & Docekalová 2011).  

 

Sustainability meets the needs of the present without compromising the ability of future 

generations to meet their own needs.‖ The concept of needs goes beyond simply material 

needs and includes values, relationships, freedom to think, act, and participate, all amounting 

to sustainable living, morally, and spiritually. In 2012, the United Nations Conference 

on Sustainable Development met to discuss and develop a set of goals to work toward; they 

grew out of the Millennium Development Goals that claimed success in reducing global 

poverty while acknowledging, there was still much more to do. The Sustainable Development 

Goals (SDG) eventually came up with a list of 17 items (8) that included amongst other 

things: The end of poverty and hunger, better standards of education and healthcare, 

particularly as it pertains to water, quality and better sanitation, to achieve gender equality; 

sustainable economic growth while promoting jobs and stronger economies and sustainability 

to include health of the land, air, and sea (Carroll, 2018). 
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It acknowledged the concept of nature having certain rights, that people have stewardship of 

the world, and the importance of putting people at the forefront of solving these global issues. 

Thus, sustainable development recognizes that growth must be both inclusive and 

environmentally sound to reduce poverty and build shared prosperity for today‘s population 

and to continue to meet the needs of future generations. It is efficient with resources and 

carefully planned to deliver both immediate and long-term benefits for people, the planet, and 

prosperity. The three pillars of sustainable development–economic growth, environmental 

stewardship, and social inclusion carry across all sectors of development, from cities facing 

rapid urbanization to agriculture, infrastructure, energy development and use, water 

availability, and transportation (Blackledge & Knight, 2019). 

 

Many of these objectives may seem to conflict with each other in the short term. For 

example, industrial growth might conflict with preserving natural resources. Yet, in the long 

term, responsible use of natural resources now will help ensure that there are resources 

available for sustained industrial growth far into the future. Economic development is about 

providing incentives for businesses and other organizations to adhere to sustainability 

guidelines beyond their normal legislative requirements. The supply and demand market is 

consumerist in nature, and modern life requires a lot of resources every single day; economic 

development is about giving people what they want without compromising quality of life, 

especially in the developing world. Social development is about awareness legislation 

protection of the health of people from pollution and other harmful activities of business. It 

deals with encouraging people to participate in environmental sustainability and teaching 

them about the effects of environmental protection as well as warning of the dangers if we 

cannot achieve our goals. 

 

Environmental protection is the need to protect the environment, whether the concept of 4 Rs 

(reduce, recycle, recover, and reuse) are being achieved or not. Businesses that are able to 

keep their carbon emissions low is toward environmental development. Environmental 

protection is the third pillar and, to many, the primary concern of the future of humanity. It 

defines how to protect ecosystems, air quality, integrity, and sustainability of our resources 

and focuses on the elements that place stress on the environment. It also concerns how 

technology will drive our greener future; and that developing technology is key to this 

sustainability and protecting the environment of the future from potential damage that 

technological advances could potentially bring. The process of describing indicators helps 

diverse members of a community reach consensus on what sustainability means. Indicators 

help put sustainability in concrete terms that demonstrate a new way to measure progress. 

Concepts like a person‘s ecological footprint help people understand how their everyday 

actions relate to issues that seem beyond the reach of a single individual and explain 

sustainability. Monks, & Minow, (2018). 

 

Mismanagement of Public Funds: 

Studies have shown that corruption is endemic in Nigeria to the extent that government 

officials can no longer claim ignorance of its existence and devastating effect on the economy 

(Agbo, 2015; Awojobi, 2014). For instance, during the visit of the Nigerian President, 

General Muhamadu Buhari, to the United States in August 2015, he alleged that as much as 

US$150 billion had been stolen from public treasury in Nigeria by officials of the immediate 

past President, Dr. Goodluck Jonathan (Agbo, 2015). He went further to state that some 

unnamed ministers under his predecessor (Dr. Jonathan) stole about 1 million barrels of crude 

oil daily. However, despite all the flurry of arrests, interrogation, and arraignments, Nigerians 

https://journals.sagepub.com/doi/full/10.1177/2158244017742951
https://journals.sagepub.com/doi/full/10.1177/2158244017742951
https://journals.sagepub.com/doi/full/10.1177/2158244017742951
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are still skeptical about the seriousness and ability of the government in power to get a 

conviction in the court of law (Agbo, 2015).  

 

Development of any society is meant to enhance the living standard of citizens. However, 

where there are challenges, sustainable development is likely to be a tall order, and Nigeria is 

not an exception. Sustainable development is a major challenge in Nigeria based on the data 

presented above, which is due to lack of proper management of resources, corruption, and 

accountability of public officials arising from poor leadership. In this regard, it has been 

argued that ―Nigeria is a rich country with poor people. Poverty is evident on the streets and 

this is said to be a function of leadership failure to follow through with developmental goals, 

side-by-side with leadership‘s penchant for primitive accumulation‖ (Sanusi, 2012, cited 

in Iyoha et al., 2015). High Cost of governance and insufficient funds to execute capital 

projects: High cost of governance in Nigeria is seen as a hindrance to sustainable 

development. It has been observed that 70% of the country‘s revenues are expended on less 

than 20% of the population (20% are members of the National Assembly, the executive arm 

of government, and other public sector workers) (Olaopa, 2016; Sanusi, 2012, cited in Iyoha, 

Gberevbie, Iruonagbe, & Egharevba, 2015). Also, on a yearly basis, it has been observed that 

the recurrent expenditure of the national budget of the nation keeps increasing while that of 

the capital expenditure meant for capital infrastructural development keeps decreasing 

(Awojobi, 2014). 

 

Out of the total budget of NGN4.60 trillion or US$28.75 billion in 2010, only NGN1.80 

trillion or US$11.15 billion, that is, 39% was set aside for capital infrastructural development 

expenditure. Of the Federal Government budget of NGN4.92 trillion or US$30.75 billion in 

2013, only NGN1.50 trillion or US$9.38 billion, that is, 20.6% was set aside for the same 

purpose, and at the same time, over 79% of the national budget for the year was set aside for 

recurrent expenditure (Awojobi, 2014; Sanusi, 2012, cited in Iyoha et al., 2015). The amount 

set aside for recurrent expenditure in the nation‘s national budget is expended mainly on the 

maintenance of public officials, in particular, members of the legislative and executive at the 

national level. For instance, the House of Senate in Nigeria with 109 members has 54 

standing committees, and the House of Representatives with 360 members has 84 standing 

committees. On the contrary, the United States of America with 100 Senate members and 435 

House of Representative members have 21 committees each with four joint committees. Each 

member of the Nigerian National Assembly receives NGN121, 000 or US$756.25 for daily 

lunch excluding other allowances such as tea and sitting (Nzeshi & Ogbodo, 2012). 

 

Successful integration and effective management of sustainability at a company requires 

having committed leadership, clear direction, and strategic influence and none of this will 

happen without a robust governance structure. Sustainability governance helps a company 

implement sustainability strategy across the business, manage goal-setting and reporting 

processes, strengthen relations with external stakeholders, and ensure overall accountability, 

(Ballinger, 2018). How and where sustainability fits into the overall corporate structure can 

be very revealing of a company‘s direction and priorities. It is important to keep in mind that 

there is no cookie-cutter structure that can be applied; every company must tailor its approach 

for what makes most sense given its business model, structure, resources, and level of 

sustainability integration into the business. 

 

Considerations to keep in mind when building effective governance structures: 

Commitment begins at the top. Reporting to the CEO or other key C-suite leadership can help 

demonstrate that a company is serious about sustainability. Accountability must be 

https://journals.sagepub.com/doi/full/10.1177/2158244017742951
https://journals.sagepub.com/doi/full/10.1177/2158244017742951
https://journals.sagepub.com/doi/full/10.1177/2158244017742951
https://journals.sagepub.com/doi/full/10.1177/2158244017742951
https://journals.sagepub.com/doi/full/10.1177/2158244017742951
https://journals.sagepub.com/doi/full/10.1177/2158244017742951
https://journals.sagepub.com/doi/full/10.1177/2158244017742951
https://journals.sagepub.com/doi/full/10.1177/2158244017742951
https://journals.sagepub.com/doi/full/10.1177/2158244017742951
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established and communicated clearly. Accountability helps ensure that sustainability is 

integrated with other business goals. Including sustainability performance into the company‘s 

annual goals and employee performance review and compensation processes may be helpful 

mechanisms. Alignment between the structure and the business is imperative. Sustainability 

governance structures that align with and complement the existing business model and 

organizational structures can be more successful than creating redundant or competing 

structures. Flexibility to adapt and build up on the sustainability program across business 

units and regions can advance the sustainability agenda. Allowing for some adaptation can 

help ensure the sustainability program‘s relevance to a business unit‘s own strategies or 

region‘s local conditions. It also can generate employee engagement. Developing 

sustainability governance structures may take time, but it can help ensure successful 

management of issues at any company. The relationship between earnings quality and 

sustainability disclosure quantity and quality is an important research issue because earnings 

quality is viewed as an important firm attribute that benefits investors and could curtail 

unethical earnings management (Dichev et al. 2013) and recent anecdotal and empirical 

evidence suggests that corporations, regulators, and investors are paying more attention to 

sustainability performance information when assessing firms' financial performance and 

earnings quality (Kiron et al. 2016; Jain et al. 2016). A growing number of institutional and 

individual investors are considering ESG initiatives to be material to the company's financial 

success and more than 20% of funds invested, amounting to 8.7 trillion, were on ESG-related 

strategies in 2015 (KPMG 2016). 

 

Colbert and Kurucz (2007) identify the colloquial definition of sustainability as being to 

―keep the business going‖, whilst another frequently used term in this context refers to the 

―future proofing‖ of organizations. Boudreau and Ramstad (2005), refer to ―achieving 

success today without compromising the needs of the future‖. The Charter of the 

Sustainability Committee created by the Board of Directors at Ford focuses on sustainable 

growth, which it defines as ―the ability to meet the needs of present customers while taking 

into account the needs of future generations‖ (Ford, 2012).  

 

Sustainable growth encompasses a business model that creates value consistent with the long-

term preservation and enhancement of financial, environmental and social capital. According 

to the Chartered Institute of Personnel and Development (CIPD, 2012), the essence of 

sustainability in an organizational context is ―the principle of enhancing the societal, 

environmental and economic systems within which a business operates‖. This introduces the 

concept of a three-way focus for organizations striving for sustainability. This is reflected 

also by Colbert and Kurucz (2007), who state that sustainability ―implies a simultaneous 

focus on economic, social, and environmental performance‖. This notion may of course relate 

to the growth of so called ―Triple bottom line accounting‖, which will be explored later in 

this paper. Perhaps organizational sustainability is more related to organizational culture 

rather than specific policies and procedures? Eccles et al (2011) note that organizations are 

developing sustainability policies, but they highlight that these policies are aimed at 

developing an underlying ―culture of sustainability‖, through policies highlighting the 

importance of the environmental and social as well as financial performance. These policies 

seek to develop a culture of sustainability by articulating the values and beliefs that underpin 

the organization‘s objectives.  

 

The CIPD (2012) also emphasizes the importance of organizational culture in seeking to 

understand organizational sustainability, referring to ―the creation of meaningful values that 

shape strategic decision-making and building a culture that reinforces desirable behaviour‖. 
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Review of Enterprise and Management Studies Vol. 1, No.1, November 2013.  So is 

sustainability the latest manifestation of what was previously referred to as Corporate Social 

Responsibility (CSR). Is it part of CSR, or is CSR part of sustainability? Is this 

fundamentally a marketing or branding issue for organizations, or does this really indicates a 

step change in the way businesses operate? Are we really seeing a new form of capitalism? 

Blaga (2013) identifies the birth of the concept of CSR as resulting from Milton Friedman‘s 

tellingly titled article ―The social responsibility of business is to increase its profits‖ 

(Friedman, 1970). He defines CSR as an approach to enhancing corporate governance, which 

he notably claims ―leads towards sustainability‖.  

 

The European Commission on the other hand defines CSR as ―a concept whereby companies 

integrate social and environmental concerns in their business operations and in their 

interaction with their stakeholders on a voluntary basis‖ and goes on to say that organizations 

―are increasingly aware that responsible behaviour leads to sustainable business success‖ 

(Van de Ven, 2008). Perhaps usefully summarizing these definitions, Carroll (2008) claims 

that CSR ―includes the compulsory, economic, and legal, social and ethical responsibilities of 

organizations‖. In seeking to explain the development of the notion of CSR, Blaga (2013) 

highlights an increased focus on the need for organizations to demonstrate ―socially desirable 

behaviour‖, perhaps in response to an increased awareness amongst societies and 

communities of the potential for organizations to have a detrimental impact on the 

environment and their way of life. He notes that the 2004 survey by the Environmental 

Protection Agency (EPA) in the US, found that 93 per cent of those surveyed felt that 

organizations should be responsible for protecting the environment, and 72 per cent said that 

organizations should support social concerns. Blaga thus concludes therefore that CSR can be 

seen as a business strategy for achieving sustainable growth i.e. that organizations ―can do 

well by doing well‖ for communities. Van de Ven (2008) argues that organizations can and 

do seek to ―market‖ their CSR strategies. This may include both the strategy of reputation 

protection and improvement; and also the strategy of building a ―virtuous‖ corporate brand.  

 

This latter concept introduces the notion of a critique of an exclusively ―bottom line‖-focused 

approach to CSR. This builds on MacIntyre‘s (2018) notion of ―virtue ethics‖, which in 

seeking to condemn capitalism seeks to extend the concept of ethics to the organizational 

context both in terms of ―goods‖ and ―practices‖. Van de Ven (2008) argues that MacIntyre is 

claiming that ―good judgment emanates from good character‖, implying that this good 

―character‖, in an organizational context an ―ethical‖ approach to issues such as CSR, is 

dependent on the motives of the decision makers. Blackledge and Knight (2011) look at this 

from the other way around, i.e. from the point of view of the communities within which 

organizations are seeking to be ―corporately responsible‖. They note that a politics of self-

defense for local communities that aspire to protect their practices and sustain their way of 

life from corrosive effects of the capitalist economy‖. Beadle and Moore (2018) however 

point out challenge to the contention that management in organizations really do have the 

power to control ―social outcomes‖, that this is rather a myth in which ―the distinction 

between manipulative and non-manipulative action is obscured in the name of effectiveness.‖ 

 

A review of any news channel confirms the notion that there are demands from both 

governments and the public for organizations to change the way in which they conduct their 

affairs following the global economic crisis. The fact that many organizations seem to be so 

keen to be included on publicly available ―sustainability indices‖ indicates the desire to be 

seen to be adopting a sustainable practices, at least in public relations terms. The growth of 

financial instruments based on more long term performance may also be significant. Clearly 
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the sustainability of any organization depends on the economic and social conditions in the 

communities in which it operates. On the other hand, listed businesses still need to accept that 

many shareholders will continue to make investment decisions based on short term profit 

motives (Ballinger, 2018). 

 

If sustainability is about taking a more long term view, it is perhaps fitting that only time will 

tell in finding an answer. Further research into the impact of the recession on the 

sustainability practices of organizations would be of significant benefit. In particular a 

comparative study of the possible differences in this impact between organizations based in 

countries which have fared differently during the recession would be interesting. Bourns 

(2018) developed an integrated model of planned change at the group, organizational and 

societal levels incorporating Field Theory, Group Dynamics, a 3-Step Model and Action 

Research. Field Theory and Group Dynamics explain how social groupings are formed, 

motivated and maintained, while Action Research and the 3-Step Model are used to change 

the behaviour of social groups (Burnes, 2018). Together they provide a holistic framework 

for considering the potential for sustainability reporting and the sustainability reporting 

process, to facilitate change towards greater accountability for improved sustainability 

performance. Through the focus on corporate culture, relationships between organizational 

members, the nature and flow of communications, they allow insights into the potential for 

organizational change towards improved accountability and sustainability performance 

beyond that of considering sub-systems, design archetypes and interpretive schemes 

(Greenwood and Hinings, 2016, 2018; Laughlin, 2015). 

 

Lewin‘s Field Theory views the status quo as being the maintenance of the balance of 

opposing forces, with changes in behaviour occurring when forces in the environment or 

―field‖ occur. In Lewin (2018) he illustrates this through consideration of the forces for and 

against (i.e. the resistances to) change in the degree of discrimination between races. We 

would suggest that in applying this theory to the development of corporate sustainability 

reporting, change might occur through modification in the balance and strength of the general 

contextual factors (media pressure, stakeholders, social political and economic context) 

influencing reporting as discussed in Adams (2002). For example, increased government 

pressure or a perceived change in the balance between the costs and benefits of sustainability 

reporting might lead to an increase in reporting. We would also suggest that the process of 

preparing a report and the subsequent visibility of sustainability performance data and 

increased of sustainability values leads to changes in sustainability performance, (Ballinger, 

2018). 

 

In putting forward the concept of ―group dynamics‖, Lewin argued that changing the 

behaviour of individuals in isolation would not result in change due to group pressure to 

conform. Consequently, efforts to promote change should be focused upon the group, for 

example, by challenging group norms, roles, interactions and socialization processes (Schein, 

2016; Burnes, 2012). Sustainability reporting team includes individuals from different 

functions within the organisation. Their different perspectives are frequently challenged. For 

example, the public relations and environmental teams often have opposing views on report 

content and style (Adams, 2002). The team also faces these challenges from other 

organizational participants, such as the Board, the CEO, the CFO, functional and business 

department managers. Thus, the dynamics between members of the sustainability reporting 

team and between team members and other organizational participants, in theory, have the 

potential to lead to the unfreezing of individual views and hence to change. 
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The corporate sustainability vision might be likened to the initial ―cloudy form of a dream or 

wish‖; the more detailed ―objectives‖ and ―targets‖ to the clarification of goals, while the 

process of engaging internal and external stakeholders, setting targets, and monitoring 

outcomes might be likened to determining ―the path to the goal‖ and the ―strategy of action‖. 

The corporate sustainability report and the sustainability reporting process then might 

themselves be a catalyst for change towards improved sustainability performance. A ―failed‖ 

organizational change project might be one where a lack of communication between 

individuals in the sustainability reporting team, other organizational members and 

stakeholders external to the organisation means that improvements in sustainability 

performance are not identified or not implemented throughout the organisation. This 

assumption would seem to be supported by Ford and Ford‘s (2017) claim that: ―… intentional 

change is based in and driven by particular types of communication… in the absence of 

communication there is no intentional change and no intentional change process‖ (Ford and 

Ford, 2017). 

 

Enhancing Management Systems  

The concept of sustainable development needs to be incorporated into the policies and 

processes of a business if it is to follow sustainable development principles. This does not 

mean that new management methods need to be invented. Rather, it requires a new cultural 

orientation and extensive refinements to systems, practices and procedures. The two main 

areas of the management system that must be changed are those concerns. Developing an 

effective management framework for sustainable development requires addressing both 

decision-making and governance. The concept of sustainable development must be integrated 

both into business planning and into management information and control systems.  

 

Senior management must provide reports that measure performance against these strategies. 

Governance is increasingly important because of the growing accountability of the 

corporation and its senior management. Information and reporting systems must support this 

need. Decision-making at all levels must become more responsive to the issues arising from 

sustainable development. Seven steps are required for managing an enterprise according to 

sustainable development principles. These are set out below.  

 

Perform a stakeholder analysis.  

 A stakeholder analysis is required in order to identify all the parties that are directly or 

indirectly affected by the enterprise‘s operations. It sets out the issues, concerns and 

information needs of the stakeholders with respect to the organization‘s sustainable 

development activities. A company‘s existence is directly linked to the global environment as 

well as to the community in which it is based. In carrying out its activities, a company must 

maintain respect for human dignity, and strive towards a society where the global 

environment is protected.  

 

At the beginning of this century, company strategies were directed primarily towards earning 

the maximum return for shareholders and investors. Businesses were not expected to achieve 

any other social or environmental objectives. Exploitation of natural and human resources 

was the norm in many industries, as was a lack of regard for the wellbeing of the 

communities in which the enterprise operated. In short, corporations were accountable only to 

their owners. Today, business enterprises in developed countries operate in a more 

complicated, and more regulated, environment. Numerous laws and regulations govern their 

activities, and make their directors accountable to a broader range of stakeholders. 

Sustainable development extends the stakeholder group even further, by including future 
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generations and natural resources. Identifying the parties that have a vested interest in a 

business enterprise is a central component of the sustainable development concept, and leads 

to greater corporate accountability.  

 

Developing a meaningful approach to stakeholder analysis is a vital aspect of this 

management system, and one of the key differences between sustainable and conventional 

management practices. The stakeholder analysis begins by identifying the various groups 

affected by the business‘s activities. These include shareholders, creditors, regulators, 

employees, customers, suppliers, and the community in which the enterprise operates. It must 

also include people who are affected, or who consider themselves affected, by the 

enterprise‘s effect on the biosphere and on social capital. This is not a case of altruism on the 

company‘s part, but rather good business. Companies that understand what their stakeholders 

want will be able to capitalize on the opportunities presented. They will benefit from a better 

informed and more active workforce, and better information in the capital markets. In 

identifying stakeholder groups, management should consider every business activity and 

operating location. Some stakeholders, such as shareholders, may be common to all activities 

or locations. Others, such as local communities, will vary according to business location and 

activity.  

 

The stakeholder analysis needs to consider the effect of the business‘s activities on the 

environment, the public at large, and the needs of future generations. After the stakeholders 

have been identified, management should prepare a description of the needs and expectations 

that these groups have. This should set out both current and future needs, in order to capture 

sustainable development concept. The key is to analyze how the organization‘s activities 

affect each set of stakeholders, either positively or negatively. Developing these statements of 

needs and expectations requires dialogue with each stakeholder group. To this end, some 

companies have established community advisory panels. Similar groups made up of 

employees, shareholders and suppliers have been used to help management better understand 

their needs and expectations. Because the needs of stakeholder groups are constantly 

evolving, monitoring them is an ongoing process. The stakeholder analysis may reveal 

conflicting expectations. For example, customers may demand new, environmentally safe 

products, while employees might be concerned that such a policy could threaten their jobs. 

Shareholders, meanwhile, may be wary about the return on their investment. A stakeholder 

analysis can be a useful way to identify areas of potential conflict among stakeholder groups 

before they materialize.  

 

Set Sustainable Development Policies and Objectives. 

The objective is to articulate the basic values that the enterprise expects its employees to 

follow with respect to sustainable development, and to set targets for operating performance. 

Senior management is responsible for formulating a sustainable development policy for its 

organization, and for establishing specific objectives. Sustainable development means more 

than just ‗the environment‘. It has social elements as well, such as the alleviation of poverty 

and distributional equity. It also takes into account economic considerations that may be 

absent from a strictly ‗environmental‘ viewpoint. In particular, it emphasizes maintaining or 

enhancing the world‘s capital endowment, and highlights limits to society‘s ability to 

substitute manmade capital for natural capital. Nevertheless, a policy on environmental 

responsibility is a good first step towards the broader concerns of sustainable development. 

Management should incorporate stakeholder expectations into a broad policy statement that 

sets out the organization‘s mission with respect to sustainable development. This policy 

statement would guide the planning process and put forward values towards which 
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management, employees and other groups such as suppliers are expected to strive. Drafting a 

policy statement that is both inspirational and capable of influencing behaviour is a 

challenging task. However, the benefits justify the effort. The following policy statement was 

developed by the Dow Chemical Comp (Laughlin, 2019). 

 

Self-assessment:  

The first step for businesses in adopting sustainable development principles is to assess their 

current position. Management should know the degree to which the company‘s activities line 

up with sustainable development principles. This requires evaluating the company‘s overall 

strategy, the performance of specific operations, and the effect of particular activities. This 

process should compare the company‘s current performance with the expectations of the 

stakeholders. Management philosophies and systems should be reviewed; the scope of public 

disclosures on sustainability topics should be analyzed; and the ability of current information 

systems to produce the required data should be evaluated.  

 

Deciding on a Strategy: 

Once managers have gained an understanding of how its own operations shape up, they 

should gauge the performance of other, comparable organizations. Comparisons against the 

standards set by other industries and environmental groups can be instructive. This task 

should be relatively easy if there is reasonable public disclosure, organized industry 

associations and co-operative sustainable development programmes. However, if these 

structures do not exist, management could approach other businesses to discuss sharing 

information and possibly establishing an industry group. Management should then consider 

ways to narrow the gap between the current state of the corporation‘s performance and its 

objectives for the future. A strategy will need to be developed, outlining where the company 

hopes to position itself relative to its competitors and its stakeholders‘ expectations. A 

general plan is needed to describe how and when management expects to achieve that goal, 

together with the various milestones it will reach along the way. Senior management should 

review and approve the strategy and the plan before submitting them to the board of directors 

for final approval. Because of the pervasiveness of sustainable development, it is essential 

that members of the senior management team (representing all facets of the company's 

activities) ‗buy in‘ to the project. Anything less than full commitment may doom the plan to 

failure.  

 

Strategy Implementation: 

 Once the strategy and the general plan have been approved, detailed plans should be 

prepared indicating how the new strategy will affect operations, management systems, 

information systems and reporting. These should set out measurable goals to be achieved in 

each area, and explain how progress will be monitored. They should also specify spending 

and training requirements. These plans should be developed through consultation with 

employees throughout the organization, possibly with the assistance of outside specialists. It 

will be a time-consuming and dynamic process, which will entail frequent modifications as 

input is obtained from several sources; once finalized, the plans should be approved by senior 

management and, ideally, by the board of directors as well. Small business and private 

company considerations applying the proposed framework will be a challenge for all 

enterprises, but smaller businesses may encounter additional challenges.  

 

Besides sustainability reporting, smaller businesses will have to adapt to the new corporate 

climate with less in-house expertise, fewer resources and less formal management structures 

than larger corporations. It will be difficult for them to keep abreast of ever-changing 
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regulatory requirements. Fortunately, small businesses can find much of the expertise they 

require through the role of the board without the active involvement of the board of directors; 

it will be difficult for an organization to implement sustainable business practices. 

Corporations are encouraged to establish a ‗social responsibility committee‘, responsible for 

setting corporate policies on sustainable development and for dealing with issues such as 

health and safety, personnel policies, environmental protection, and codes of business 

conduct. 

 

Burnes, (2017) states that continuing evolution and increasing salience of the concept and 

practice of sustainability among individuals, organizations, and societies worldwide appears 

to warrant the development of conceptual approaches to theories of sustainability 

management for application to management research, education, and practice. While other 

management theories have been employed by many management scholars to help explain the 

need for and advancement of sustainability management, none of those theories appear to 

have the unique features, benefits, opportunities, challenges, or orientations to assist 

individuals, organizations, and societies to move toward sustainability as much and as soon 

as appears necessary.  

 

However, since the consideration of theories of sustainability management is relatively new 

for most management scholars, the authors hope this article begins a dialogue among those 

stakeholders to better describe, develop, and apply this and related theories of sustainability 

management as significantly, effectively, and urgently as possible impediments  to  national  

development  consequent  on  poor  governance  and leadership. 

 

Olomola (2018) describes development as the advancement made through progressive and 

qualitative  alterations  in  social,  economic,  cultural,  technological  as  well  as  political 

conditions of a  society, leading  to an  enhancement in  the welfare  of citizens.   There are 

diverse impediments to national development with particular reference to Nigeria.  Lack of 

good governance is a major impediment to national development.  The quality of governance 

is the major determinant of a country‘s economic development.   Good governance is partly 

characterized by creation of employment, security of life and properties. Security of lives and 

properties is fundamental to good governance.   Good  governance is thus an ingredient that  

provides  a  conducive  environment  for  foreign  investors which  can promote economic 

growth and development (Bello & Lamidi 2018).   The most topical issue in  the  governance  

of  contemporary  Nigerian  nation  is  probably  accountability  and transparency in the 

handling of public funds.   Accountability is a central part of governance which is 

characterized by foreseeable, open and enlightened policy making (i.e. transparent process).  

Transparency is another vital aspect of good governance.  Transparency and accountability 

go hand in hand. Transparent decision making is crucial for public sector in making sound 

decisions for better performance (Afolabi 2016).   Kolade (2019) asserted that the abuse of 

authority and privilege of office; the absence of culture of accountability; and the 

inadequacies of stakeholder‘s dynamism could all hinder true/good governance.  

 

Another huge hindrance to national development is corruption such as greed among the 

political leaders largely characterized by embezzlement and misappropriation of public funds, 

cheating, bribery, forgery, impersonation, rigging, hoarding of voters cards, multiple voters‘ 

registration, etc. which has constituted a huge impediment to development in Nigeria 

(Dagaci, 2018).   Corruption is one of the greatest threats to good governance today (Iyoha, et 

al 2015). It is a social problem which hampers development and robs people of  the chances 
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for any significant  economic  as  well  as  social  advancement  (Okeyim,  Ejue & Ekanem 

2013). 

 

Conclusion 

Corruption slows down economic growth and investment.  Economic growth and 

development in Nigeria for over twenty years has been soiled with misappropriation and 

embezzlement of funds even with the return of democracy, turning the country‘s economy 

into an underdeveloped nation with least position in international ratings (Abullahi 2016). 

The Corruption Perception Index (2013) published by Transparency International shows that 

Nigeria occupies the 144 position in the world. This plunged downward further from the 137 

out of 177 countries surveyed in 2012. However, Nigeria was ranked as the 136 most corrupt 

country in the world in 2014 bettering the position of 2013 by eight places. Public policy in 

Nigeria is focused on the ‗‗affluent few‟ and only pays lip service to the ―afflicted majority‖.  

The  quick  transfer of  public  wealth  to  the ruling  elites  and  their  allies under the 

pretense of privatization, the allocation of 25% of the recurrent expenditure of the Federal 

Government to just 469 members of the National Assembly attest to this fact (Ibeanu 2008). 

Corruption is wasteful because of the manpower used in monitoring and investigating 

corruption (Dike 2010).Corruption lessens the ability of the  state to  carry out its  statutory 

obligations of  providing  social services  such as healthcare, education,  good transportation 

system,  water,  etc.  Once these services are not provided, the consequence would be 

underdevelopment.   

 

Also, corruption has the capability to hamper investments, slow down social,  economic,  and 

political  development,  as  well  as  endanger  democratic values  and increases distrust 

among citizen as well as investors. The likelihoods of instability in society are also increased 

since corrupt  political  leaders  are  usually  under  incessant fear  of being overthrown or 

removed (Okeyim, et al 2013).Corruption is a scourge that is rapidly eating up our  national  

entrails,  subverted  our  national  dreams  and  stunted  our  growth  (Dagaci, 2009).    

 

Misappropriation and embezzlement is a type of behavior demonstrated by a public servant 

whether elected or appointed which includes a deviation from his or her formal duties 

because of personal gains to himself or herself or to other private persons with whom the 

public servant is connected (Abdullahi, 2009).   The effect of corrupt practices by the leaders 

is the erosion of accountability and transparency and a reduction in the quality of governance 

(Oshodi, 2013, citing Ogwu, 2015).It concludes that they are not adequate to address many of 

the complex problems that put current and future generations at risk, such as depletion of 

natural resources, climate change, and loss of biodiversity. Moreover, sophisticated tools are 

increasingly available to address cross-cutting, complex, and challenging issues that go 

beyond risk management. 

 

Recommendations  

The integration of sustainability in project management is picking up momentum; however, 

more empirical research is needed. 

 

Integration of sustainability management requires consideration of a holistic set of 

sustainability principles, rather than a set of indicators. 

 

In decision making in projects, consideration of sustainability principles is underrepresented, 

compared to the triple constraint criteria. 
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The study revealed four distinct perspectives that differ significantly in their consideration of 

sustainability principles and triple constraint criteria. 

 

This framework, sustainability provides recommendations for a sustainability approach that 

both incorporates and goes beyond an approach based on assessing and managing the risks 

posed by pollutants that has largely shaped environmental policy since the 1980s. Although 

risk-based methods have led to many successes and remain important tools, the report 

recommends that EPA formally adopt as its sustainability paradigm the widely used "three 

pillars" approach, which means considering the environmental, social, and economic impacts 

of an action or decision. Health should be expressly included in the "social" pillar. EPA 

should also articulate its vision for sustainability and develop a set of sustainability principles 

that would underlie all agency policies and programs. 
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Abstract  
„Business Research Methods‟ and „Research Project‟ are core courses that expose 

undergraduate business students to business research theory, practice, field experience (data 

collection), data analysis, and report writing skills among others. The quality of 

undergraduate business research projects in some Nigerian universities is observed to have 

declined but requires scientific evidence to substantiate or refute. Thus, this study is aimed at 

assessing the quality of undergraduate business research projects. Six public universities in 

North-Central Nigeria were sampled randomly and their respective Heads of Departments of 

Business Administration were interviewed. The quantitative research data were analyzed 

using charts, relative frequency and mean descriptives, while the qualitative research data 

were analyzed contently. The study established that the undergraduates‟ business research 

projects do not conform to quality standards and the situation worsened in succeeding 

academic sessions. To correct this anomaly, the study recommends that academic 

programmes‟ carrying-capacity regulations should be respected, anti-plagiarism test and 

oral presentation and defense of business research projects should be introduced among 

others.     

               

Keywords: business, research project, quality, supervision, student attitude. 

 

 

INTRODUCTION  

Universities are universal city with mandates to teach, research, and render service to the 

public. These three mandates are embedded in the curriculum of all undergraduate and post 

graduate academic programmes in all universities across the globe to standardize knowledge 

delivery and acquisition for the required political, socio-cultural, economic and technological 

development of societies, nations and the entire world. Theories taught in the class rooms 

enrich students‘ minds on the basic concepts, principles and assumptions underpinning a 

given discipline; the practical lessons from the laboratories and private organizations 

especially during field trips and industrial attachment expose students to the application of 

theories in the work places; the mandatory research project avails students the opportunities 

of recognizing and solving problems through systematic inquiry that involves data collection, 

analysis, interpretation, finding and logical conclusion.  

 

As regard research curriculum for Bachelor of Science Degree in Business Administration, 

undergraduates are required to study Research Methods as a prerequisite course for Research 

Project writing. The course, Research Project, is unique in many ways: it usually attracts 

highest credit units, has a completion time of two semesters or a session; it is supervised by a 

lecturer; and defended before a panel of the faculty academics before it is finally graded and 

mailto:iammmawoli@gmail.com
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accepted by the Department. This is to ensure that completed projects meet the academic 

standard of being systematic, empirical, original, relevant, contributory, error-free, and 

publishable. The ability to produce a research project that meets the outlined qualities 

requires an undergraduate to be grounded in a specialized area of business management, arts 

of writing, statistics, and philosophy of reasoning among others. To succeed, the student 

researcher must also be time conscious, hardworking, teachable, disciplined, steadfast, 

resourceful, honest, obedient and humble among others.      

         

However, it appears completed undergraduate Business Research Projects in Nigerian tertiary 

institutions in recent times are short of the desired quality. This position is fortified by the 

findings of studies by Mbofung (2000) that completed undergraduate research projects at The 

Polytechnic, Ibadan are short of desired quality standards; Maina, Maina and Jauro (2014) 

that majority of Continuous Assessment works in Gombe State University are plagiarized by 

the undergraduates from Humanities and Sciences; Emenalo (2016) that research projects are 

plagiarized by education students of Imo State University because Research Methods are not 

properly taught by lecturers, adequate time is not allotted to research project writing, the 

university does not have effective plagiarism policies, and the final year students are lazy, 

ignorant of illegality of plagiarism, and lack self-confidence; Ossai (2016) that the academic 

performance of undergraduates in Research Methods (theory) and Research Projects (field 

work and report writing) in Delta State University are not positively correlated; and Idiata, 

Osaghae and Edoimioya (2019) that research projects undertaken by National Diploma 

students in Edo State Polytechnic were largely plagiarized. However, none of these prior 

studies focused purely on investigating quality of undergraduate Business Research Projects; 

again, their scope were limited to just one tertiary institution outside North-Central Nigeria. 

Thus, the quality status of Business Research Projects in several public universities (federal 

and state) in Nigeria is, based on the accessible literature, yet to be empirically unraveled 

which necessitated this inquiry.   

 

Against this backdrop, this study investigates the quality status of undergraduate business 

research projects in selected public universities in North Central Nigeria. The auxiliary 

objectives of the study are to: 

1. Determine from staff the attitude of undergraduates towards business research project 

writing in selected public universities;  

2. Identify the chapter(s) of a business research project that the undergraduates of 

selected public universities find must difficult to write;   

3. Probe factors responsible for the poor quality of the undergraduate business research 

project in selected public universities; and  

4. Seek for recommendations on how to restore quality standards of business research 

projects in public universities in Nigeria.  

 

LITERATURE REVIEW       

Objective, Contents and Importance of Business Research Projects 

The course ―Business Administration/Management‖ is classified under Management Science 

and its graduates are issued Bachelor of Science (B.Sc.) Degree. According to National 

Universities Commission (NUC) (2014:2), the major objectives of B.Sc. Degree in Business 

Administration and Management include: ―to provide basic knowledge and skills needed for 

the understanding and analysis of problems related to the management and administration of 

industrial, commercial, public and other human organizations;  and to equip students with 

knowledge and skills of decision making, especially the analytical skills needed for 

recognising, defining and solving problems‖. Thus, management scientists are expected to be 
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grounded in the scientific principles and theories of management, administration, accounting, 

finance, economics, marketing, human relations, and related fields and above all in Research 

Methods to enable them empirically inquire into the causes, determinants, relationships, 

effects, and differences in/between/among phenomena. In particular, NUC (2014:54)‘s 

Benchmark Minimum Academic Standards (BMAS) outlines the following as the Research 

Methods‘ course contents: ―skills of scientific investigation; information gathering, analysis 

and interpretation in dealing with business organizational behavior in Nigeria; the art of 

problem identification and analysis; data gathering, analysis and report writing; the problems 

and prospects of business research in sellers‘ market like Nigeria‖. In addition, the course 

contents for Research Projects are described by NUC BMAS (2014:65-66) as thus: 

 This is a systematic field research on a current finance (business) 

topic approved by a project supervisor. A satisfactory report of 

reasonable and acceptable length and quality must be completed 

and marked by the supervisor(s) and the external examiner, and 

presented in a final oral examination. The project shall be graded 

independently out of a maximum of 100 marks distributed as 

follows: 70% for project report and 30% for oral presentation.     

 

Quality Research: Concept and Characteristics  

Quality means conforming to certain specifications or standards (Lovelock and Wirtz, 2004; 

Grzinic, 2007). It is measured by the degree of conformance, achieved through inspections, 

and sometimes regulated by allowing small amount of defects to represent minimum quality 

standards (Cow and Stevens, 2009). In essence, standards need to be set and then evaluated 

before quality of a phenomenon can be ascertained. On the other hand, research is a 

systematic process of identifying and defining a research problem, reviewing literature, 

developing a research plan, gathering and analyzing data, arriving at findings, writing and 

communicating the research report to sponsors, decision makers and other end-users (Shukla, 

2008; Cooper ad Schindler, 2011). Thus, quality research can be defined as the extent to 

which a research report encapsulates features of a scientific inquiry, and exude relevance, 

originality, contribution, clarity of language, communication, conformity and publication. 

National Centre for the Dissemination of Disability Research (2005:1) regards quality 

research as ―the scientific process encompassing all aspects of study design; in particular, it 

pertains to the judgment regarding the match between the methods and questions, selection of 

subjects, measurement of outcomes, and protection against systematic bias, nonsystematic 

bias, and inferential error‖. To Cooper ad Schindler (2011:15), ―good (quality) research 

generates dependable data that are derived by professionally conducted practices and that can 

be used reliably for decision making‖. The authors outlined the characteristics of good 

(quality) research as follows: purpose clearly defined, research process detailed, research 

design thoroughly planned, high ethical standards applied, limitations frankly revealed, 

adequate analysis for decision maker‘s needs, findings presented unambiguously, conclusions 

justified, and researchers experiences reflected.           

 

Empirical Literature  

Due to paucity of empirical research on the subject of enquiry, related empirical works were 

consulted. Mbafung (2000)‘s study revealed that the quality of students‘ research project 

have decline drastically in terms of grammar and report writing (sentence, punctuation, 

spelling and paragraphing), ideas, originality, and data analysis and interpretation.     

 

Monks and Schmidt (2010) found that class size negatively impact students‘ assessment of 

lecturer effectiveness in teaching a course; similarly, large class influence faculty to alter 
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their courses in ways deleterious to students. Also, the researchers revealed that student load 

(total number of students taught by a lecturer across all courses) negatively impact students‘ 

course assessment. Importantly, secondary data obtained through administrative records and 

students course evaluation instruments of a private university‘s business schools in United 

State of America was analyzed using weighted least square method to arrive at the stated 

findings. The gaps form this study are that its findings are based on students perception, 

assessment of all courses, and a private university in an advanced country which cannot be 

generalize for the quality of a single course such as Business Research Project in public 

universities in a developing country like Nigeria.  

 

Mbafung (nd) found that 80 percent of Research Project students were able to access and held 

interactive meetings with their supervisors for academic guidance and mentorship, which 

contributed to the high quality of their research projects. Also, the study reported that 

supervision and assessment have significant correlation with quality of undergraduate 

dissertation in Ajayi Crowther University in Uyo, Nigeria. The researcher surveyed 328 

students and 15 lecturers sampled from faculties of Humanities, Social Sciences and Natural 

Sciences; he analyzed the research data using percentages and correlation statistical tools. 

Since this study was carried out in the private university, its findings may not reflect the true 

picture of what obtains in public universities in Nigeria as regards quality of first degree 

Business Research Projects.     

 

Maina, et‟al. (2014) investigated students‘ awareness and involvement in plagiarism in 10 

departments in Gombe State University in North-East Nigeria and found that majority of the 

students are unaware about the illegality of plagiarism leading to majority of them partaking 

in it. These empirical findings were arrived at through the use of a survey, population of 200-

Level students, probability sampling, primary data, questionnaire and interview instruments, 

charts and percentages. The gap created by this study is that of complete biasness towards 

issues of plagiarism which addresses just one determinant of quality of a research project; 

again, only plagiarism of Continuous Assessment Assignments by 200-Level students were 

investigated leaving out Research Projects written by the final-year undergraduates. 

 

A study by Emenalo (2016) found that plagiarism of research projects by final year students 

are caused by poor teaching of Research Methods, inadequate time, student laziness, 

imitation, poor knowledge of source of research information, lack of confidence, ignorance 

that plagiarism is an offence, poor supervision, absence of university rules and policies 

against plagiarism, not taught how to acknowledge literature sources, and expensiveness of 

project writing. Part of the findings are that, the following forms of plagiarism are carried out 

by the students: obtaining and submitting the projects written by others, copying from text 

books and journals without acknowledgement, copying from web without acknowledgment, 

claiming others‘ ideas through paraphrasing, wrong acknowledgement, falsifying research 

data, and re-using past research projects for other certificates. In terms of methodology, a 

questionnaire survey characterized with closed ended questions and 5-points Likert‘s scale 

was used to gather primary data from randomly sampled 200 final-year students of Faculty of 

Education, Imo State University, Owerri. The gap in this study is that its findings are limited 

to one state university located in the South-East Nigeria and cannot be generalized for other 

universities in Nigeria.    

           

Ossai (2016)‘s study established no relationship between academic performance of students 

in Research Methods and Statistics (theory and quantitative) and Research Projects (field 

work and report writing) for two sets (2010/2011 and 2011/2012) of students of the 
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Department of Guidance and Counseling, Delta State University; however, significant 

relationship was established for one set (2009/2010) of the students. This study relied on 

secondary data dealing with students‘ examination scores in Research Methods and Research 

Project for three sets. The inconsistencies in the correlation results across the three sets of 

students create gaps for further inquiry.      

 

Odu (2018) discovered that the research problem articulation, literature review, hypothesis 

formulation and testing, and data analytical skills are significantly high amongst final year 

students of University of Calabar. These findings were reached through a questionnaire 

survey covering 690 final year students who were accidentally sampled from five faculties, 

and the research hypotheses tested by means of t-test. However, the use of accidental non-

probability sampling introduced bias in the survey process and make subsequent findings 

rather subjective.    

 

Idiata, et‟ai. (2019)‘s conducted a plagiarism test on 245 soft-copies of final year National 

Diploma research projects from nine departments submitted to Edo State Polytechnic‘s 

Library using Checker X software and discovered that 89 percent of the students have 

similarity index above the threshold of 25 percent. Though this study is unique in terms of 

methodological approach, it fails to address important determinants of quality of Research 

Projects.      

                    

NUC in Okebukola (2004) note that absence of modern research skills, poor and inadequate 

research facilitating equipment, over-loaded teaching and administrations schedules, 

difficulty in accessing research funds, and poor supervision and mentoring of junior lecturers 

are responsible for the decline quality and quantity of research in Nigerian universities. 

Ahmed, Umar and Paul (2015) reported that lack of infrastructure, poor staffing and 

inadequate funding were responsible for the decay in research in Nigerian universities. These 

claims may not be reliable since library research method were adopted to arrive at the 

deductions.  

       

METHODOLOGY  

The research design considered suitable and therefore adopted for this study is survey. The 

population of the study constitutes the Heads of Departments of Business Administration of 

the twelve public (federal and state) universities in North-Central geopolitical zone of 

Nigeria. North-central Nigeria comprises six states (Benue, Kogi, Kwara, Nasarawa, Niger 

and Plateau States), and each state has one federal and one state universities which are 

government owned. Thus, three states were randomly samples using shuffling method; a total 

of six public universities located in these states which amounts to 50 percent of the targeted 

population were invariably sampled. Telephone interview instrument, characterized with 

open-ended and closed ended questions, facilitated primary data collection. The stand-alone 

research variables, namely students‘ attitude, research quality, and students‘ project writing 

efficacy were measured using 5-points Likert‘s Scale (very positive attitude, positive attitude, 

neutral attitude, negative attitude, very negative attitude; very good quality, good quality, fair 

quality, poor quality, very poor quality; and very satisfactory efficacy, satisfactory efficacy, 

neither satisfied nor unsatisfied efficacy, unsatisfied efficacy, very unsatisfied efficacy 

respectively) and causalities of poor research quality were measures on 4-points Likert‘s 

Scale (major cause, moderate cause, minor cause, not a cause). However, quantitative 

research data were analyzed using bar charts, relative frequency, and mean descriptive 

statistical tools, while qualitative research data were processed using content analysis.     
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ANALYSIS AND RESULTS 

Attitude of undergraduate students towards business research project writing 

Figure 1 shows that 3 or 50 percent of the respondents opine that final year undergraduates 

have negative attitudes towards research project writing, 2 or 33.3 percent of the respondents 

aver that such group of students form positive attitude, while the remaining 1 or 16.7 percent 

assert that the students portray very negative attitude. Comparatively, students of the sampled 

Federal Universities are better-off attitude-wise compare to their counterparts from State 

Universities.   

 
 

Regarding the attitudinal attributes of final year students to business research project writing, 

Table 1 indicates that the responding Heads of Departments rated the students generally 

above average (GM= 2.98 or 59.6%) and specifically in the following descending order: 

hardworking (M=3.33 or 66.6%), discipline (M=3.17 or 63.4%), time consciousness (M=2.83 

or 56.6%), teachable, determination, and resourcefulness (M=2.67 or 53.4% each), and 

honesty (M=2.50 or 50.0%).      

 

Table 1: Lecturers’ Perception on the Attitudinal Attributes of Undergraduates towards 

Business Research Project Writing  

Criteria  Very positive 

(5) 

Positive  

(4) 

Neutral  

(3) 

Negative  

(2) 

Very 

negative (1) 

Mean (M) 

Time consciousness              - 2 (33.3%) 1 (16.7%) 3 (50.0%) - 2.83 (56.6%) 

Hardworking - 2 (33.3%) 4 (66.7%) - - 3.33 (66.6%) 

Teachable             - 2 (33.3%) - 4 (66.7%) - 2.67 (53.4%) 

Discipline - 3 (50.0%) 1 (16.7%) 2 (33.3%) - 3.17 (63.4%) 

Steadfast/determinat

ion              

- 1 (16.7) 2 (33.3%) 3 (50.0%) - 2.67 (53.4%) 

Resourceful - 1 (16.7) 2 (33.3%) 3 (50.0%) - 2.67 (53.4%) 

Honesty - 1 (16.7%) 1 (16.7%) 4 (50.0%) - 2.50 (50.0%) 

Grand mean (GM) = 2.98 (59.6%) 

Source: Field Survey, 2020 
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Results in Figure 1 gives an impression that final-year undergraduates of the Department of 

Business Administration generally exhibit unserious attitude during research project writing, 

however, the related results in Table 1 clarifies further that such students‘ attitude is neither 

good nor bad. These results are true reflection of the erosion in national values especially 

amongst youths, which a majority of undergraduates belongs. This buttresses the President of 

Nigeria, Muhammadu Buhari‘s assertion that Nigerian youths ―like to sit and do nothing, and 

get …. education free‖ (Ogundipe, 2018:1). Also, the results indicate the underperformance 

of the sampled public universities in students‘ character molding, more so that degree 

certificates are offered on the basis of worthy character.        

     

Quality status of undergraduate business research projects  

Figure 2 reveals that 4 or 66.7 percent of the respondents agree that the quality of business 

research project undertaken by the final-year business administration students has been 

decreasing, while the outstanding 2 or 33.3 percent of the respondents adjudge the quality as 

rather stable. The result further shows that quality of business research projects has 

deteriorated more in the sampled State Universities than in the sampled Federal Universities. 

The implications of these results (that is, decreasing quality of business research projects) are 

that, most of the graduates of business administration may not live up to the expectations of 

their employers in the area of applied research, which is a recurring demand of modern day 

competition-sensitive and customer-centric business organizations. In addition, furthering 

studies to master and doctoral levels where quality research are sacrosanct may become an 

herculean task to first degree graduates of business administration from the sampled public 

universities. Also, the findings is consistent with that of Mbafung (2000) where quality of 

undergraduate research project were adjudged poor. 

 

 
 

In terms of the quality attributes of the undergraduates‘ business research projects, Table 2 

discloses that the responding Heads of Departments consider the relevance of completed 

research projects as of good quality (M=3.50 or 70.0%), contribution of the research projects 

to knowledge as having fair quality (M=3.00 or 60%), originality of the research projects as 

possessing fair quality (M=2.67 or 53.4%), and the quality of the research projects for 

possible publication as poor (M=2.33 or 46.6%). Overall, these quality attributes are neither 

good nor poor (GM=2.88 or 57.6%). When the above findings, especially on originality and 
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publication, are contrasted with that of Mbafung (2000), Mainat et‟al. (2014), and Odiata 

et‟al. (2019), consistency is established.      

 

Table 2: Rating the Quality Attributes of Undergraduates’ Business Research Project  

Attribute  Very Good 

(5) 

Good  

(4) 

Fair  

(3) 

Poor 

 (2) 

Very poor 

(1) 

Mean  

Relevance/significanc

e  

- 3 (50.0%) 3 (50.0%) - - 3.50 (70.0%) 

Contribution to 

knowledge  

- 1 (16.7%) 4 (66.7%) 1 (16.7%) - 3.00 (60.0%) 

Originality/credibility  - 1 (16.7%) 2 (33.3%) 3 (50.0%) - 2.67 (53.4%) 

Publishable   - - 2 (33.3%) 1 (16.7%) 2 (33.3%) 2.33 (46.6%) 

Grand mean = 2.88 (57.6%) 

Source: Field Survey, 2020 

 

Performance of Undergraduates in Business Research Project Writing  

Figure 3 shows that majority of the respondents amounting to 3 or 50 percent perceived 

performance of undergraduates in research project writing as unsatisfactory, 2 or 33.3 percent 

respondents perceived their performance as neither satisfactory nor dissatisfactory, while 1 or 

16.7 percent respondents perceived their performance as satisfactory. This explains why 

majority of final year students hardly score excellent grade in research project. However, the 

single case of satisfactory performance is from a Federal University where reforms were 

introduces few years back to curtail plagiarism and improve the quality of undergraduate 

research project. This finding rhymes with that of Ossai (2016) that students performance in 

Research Methods and Research Project are often uncorrelated; that is, student poor 

performance in Research Methods is countered by good performance in Research Project, 

and vice-versa, suggesting possible interference of extraneous variables such as plagiarism, 

examination malpractice, and generous marks by lecturers.           

    

 
 

Further inquiry from the sampled HODs reveals that chapter four (data analysis and 

interpretation) is the most difficult to write by the final year students (%=50), followed by 

chapter one (introduction) (%=33.3) and then chapter five (summary, conclusion and 

recommendations) (%=16.7) as demonstrated in Figure 4. Impliedly, majority of the final 
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year business students have no good understanding of Business Statistics (descriptive and 

inferential statistics) that are prerequisite to research project writing, which makes it difficult 

to apply the statistical knowledge and skills where it is mostly required in chapter four. This 

finding is inconsistent with that of Odu (2018) where the data analytical skills of final year 

students of University of Calabar were significantly high.      

 

 
Confirming the Figure 4 results in much detail, Table 3 reveals that, the final year Business 

Administration students have weakest and weak capacity and ability in writing Chapter Four 

(Data Presentation, Analysis and Interpretation) (M=2.67 or 53.4%) and Chapter Three 

(Methodology) (M=2.83 or 56.6%) respectively. However, the students are perceived as 

having equally fair capacity and ability in developing the research topic and chapters One, 

Two, and Five (M=3.00 or 60%), and strong capacity and ability in writing references. These 

findings are rather consistent with that of Emenalo (2016) that poor teaching of Research 

Methods is responsible for inability of students to write good Research Projects.     

 

Table 3: Capacity and Ability of Undergraduates to Write Business Research Project   

 Very 

Strong  

(5) 

Strong 

(4) 

Fair  

(3) 

Weak  

(2) 

Very 

Weak  

(1) 

Mean 

Topic  3 (50.0%) - 3 (50.0%) - - 3.00 (60.0%) 

Chapter 1 3 (50.0%) - 3 (50.0%) - - 3.00 (60.0%) 

Chapter 2 3 (50.0%) - 3 (50.0%) - - 3.00 (60.0%) 

Chapter 3 2 (33.3%) 1 (16.7%) 3 (50.0%) - - 2.83 (56.6%) 

Chapter 4 2 (33.3%) - 4 (66.7%) - - 2.67 (53.4%) 

Chapter 5 3 (50.0%) - 3 (50.0%) - - 3.00 (60.0%) 

References  5 (83.3%) 1 (16.7%) - - - 3.83 (76.6%) 

Grand mean = 3.05 (61.0%) 

Source: Field Survey, 2020 

 

Factors responsible for the declining/increasing quality of the undergraduate business 

research project 

As perceived by the surveyed HODs of Business Administration across six public 

universities, the major causes of declining quality of undergraduates‘ business research 

projects are poor educational background (M=3.83 or 95.7%); large number of students, the 
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ease to plagiarize completed research projects from other tertiary institutions unnoticed, and 

weaknesses in creative writing (M=3.50 or 87.5% each) (see Table 4). However, the 

moderate causes of the declining quality in business research projects written by the final-

year students are poor supervision by lecturers, non-existence of research project defense 

session, lack of interest by the students, inadequate e-library and wifi for student use, and 

weaknesses in statistics and quantitative analysis (M=3.33 or 83.3% each); proliferation of 

research project consultants/contractors in the campuses (M=3.17 or 79.2%);  no provision 

for plagiarism test (M=3.00 or 75%); and library not stocked with relevant and recent books 

and journals (M=2.50 or 62.5%). Moreover, the minor cause of the declining quality of the 

final year business research projects is non-implementation of business research project 

findings (M=1.67 or 41.8%).  These findings are consistent with that of Monks and Schmidt 

(2016) that class size (student population) affect effective teaching and assessment of 

students negatively; Idiata et‟al. (2019) that majority of research projects are plagiarized; and 

Emenalo (2016) that plagiarism of research project is partly caused by poor supervision by 

lecturers.     

 

Table 4: Factors contributing to Declining Quality of Undergraduates Business 

Research Projects 

Factors  Major 

cause 

(4) 

Moderate 

cause 

(3) 

Minor 

cause 

(2) 

Not a 

cause 

(1) 

Mean 

Large number of students 5 (83.3%) - - 1 (16.7%) 3.50 (87.5%) 

Poor educational background  5 (83.3%) 1 (16.7%) - - 3.83 (95.7%) 

Proliferation of research project 

consultants/contractors in the 

campuses 

4 (66.7%) - 1 (16.7%) 1 (16.7%) 3.17 (79.2%) 

Poor supervision by lecturers 4 (66.7%) - 2 (33.3%) - 3.33 (83.3%) 

Non-existence of research project 

defense session 

4 (66.7%) - 2 (33.3%) - 3.33 (83.3%) 

Non-implementation of research 

project findings  

1 (16.7%) 1 (16.7%) 3 (50.0%) 1 (16.7%) 2.33 (58.3%) 

Lack of interests by students  4 (66.7%) - 2 (33.3%) - 3.33 (83.3%) 

Lack of incentives/recognition/award 

for best research project 

- - 4 (66.7%) 2 (33.3%) 1.67 (41.8%) 

Lack of provision for plagiarism test   3 (50.0%) 1 (16.7%) 1 (16.7%) 1 (16.7%) 3.00 (75.0%) 

Library not stocked with relevant and 

recent books and journals 

2 (33.3%) - 3 (50.0%) 1 (16.7%) 2.50 (62.5%) 

The ease to steal completed research 

projects of other tertiary institutions 

unnoticed. 

5 (83.3%) - - 1 (16.7%) 3.50 (87.5%) 

Inadequacy of e-library and wifi for 

students use  

4 (66.7%) - 2 (33.3%) - 3.33 (83.3%) 

Weakness in grammar (creative 

writing) 

5 (83.3%0 - - 1 (16.7%) 3.50 (87.5%) 

Weakness in statistics or quantitative 

analysis 

4 (66.7%) 1 (16.7%) - 1 (16.7%) 3.33 (83.3%) 

Grand mean = 3.36 (84.0%) 

Source: Field Survey, 2020 
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HODs’ recommendations on how to improve quality of business research outputs 

The response of the HODs of the six sampled universities to an open-ended question dealing 

with recommendations on how to improve quality of business research projects by 

undergraduates are as follows:   

 

Federal University 1: The HOD of this University recommends:  

Entrepreneurship and Business Management Departments 

should collaborate with private organizations for generating 

catalogue of business research problems which undergraduate 

students can work on when writing research projects. That way, 

the findings of business research projects undertaken by 

undergraduates can be communicated to the relevant business 

organizations for implementation. This approach will bring to 

an end the practice of dumping first degree business research 

projects on the library shelves. 

 

Though a very good recommendation, there has been rapid deindustrialization in Nigeria 

since late 1980s which has led to collapse and non-availability of the agricultural and 

manufacturing industries in the country for research purposes despite the fact the population 

of business students have grown astronomically.     

 

The above recommendation came from the University where reforms on plagiarism test, 

online uploading of all past research projects submitted to and approved by the University, 

students‘ assessment of the research project supervisors, research project proposal defense 

and viva, and chapters submission datelines have been made and are being enforced.     

 

Federal University 2: To improve quality of Undergraduate business research project, the 

HOD of this University recommends: ―the carrying capacity (student/lecturer ratio) should be 

respected by the University Management to enable research project supervisors have ideal 

number of supervisees. In addition, the university should provide adequate access to internet 

facilities for efficient research project writing; change orientation of colleague lecturers 

towards research project supervision; and distribute copies of approved projects to private 

organizations used as case studies‖.  

 

This recommendation is from a University where research project defense is a policy that is 

occasionally observed.             

 

Federal University 3: The HOD of the third sampled federal university recommends:   

Despite large population of research project supervisees 

allocated to a lecturer, we expect lecturers to spare time to 

supervise undergraduate research projects to a minimum 

satisfactory level. Furthermore, the University should introduce 

research project defense to enhance level of seriousness, 

commitment and productivity on the part of the students. 

Finally, there is need to improve supply and students‘ access to 

internet infrastructure and ICT facilities in the University.  

 

This recommendation is from a University where a lecturer supervises over 25 students per 

semester; first degree business research project defense is not mandatory; students‘ access to 

wifi is zero; and no plagiarism test policy for the undergraduate business research project.        
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State University 1: The recommendation given by the Head, Department of Business 

Administration of this State University is that ―the quality of business research projects can 

be enhanced through provision of quality and adequate manpower (lecturers) and learning 

environment‖.  

 

This suggestion may be difficult to implement in the short run because this state government 

owned university has been souring funds from internally generated revenue to augment 

monthly staff salary shortfalls; the monthly allocations to the state university is inadequate to 

settle salary bills. Beside the foundation capital projects completed over 14 years ago, almost 

100 percent of the subsequent building, laboratory, sporting and library projects and facilities 

in this state university are funded by the Federal Government agency – Tertiary Education 

Trust Fund (TETFund). However, this university already has mandatory plagiarism test 

policy for undergraduate research projects as well as reasonable access to wifi in place.    

 

State University 2: In this case, the HOD of Business Administration recommends:  

the duration of for research project writing should be increased to 

four semesters and system should be put in place to ensure 

compliance with completion datelines. Also, project defense 

should be made mandatory while plagiarism test should be 

extended to the undergraduate research projects. Importantly, 

what constitute proper supervision by the lecturers should be 

clearly stipulated, offences and sanctions well defined, and 

monitoring and implementation mechanisms properly instituted. 

 

This Department, apart from being understaffed, is overwhelmed with student population at 

the undergraduate and postgraduate levels essentially because of its revenue drive. Thus, a 

lecturer supervises an average of 50 students per session, which are often merged into groups 

of ten students per research project. This practice of grouping students to produce one 

business research project usually defeat the aim of exposing every undergraduates to the 

experience of business research project writing because most times, only one or few students 

in the group work on the project while others shoulder only the financial responsibility. The 

business centers and cafes within the campus indulge in the business of research project 

writing, which is mere re-circling of past projects from the same university and other tertiary 

institutions, including online published research projects.                

 

State University 3: In this case, the HOD recommends that ―lecturers should be trained on 

how to check off-line plagiarism of past projects. Another way of improving quality of 

research projects is by developing a system that will enable students and staff to assess and 

give progress reports backed with evidence‖.   

 

CONCLUSIONS AND RECOMMENDATIONS 

Concerned about the observed declining quality of business research projects in Nigerian 

universities and supported by related literature, this study examined the attitude of students‘ 

towards business research project, the quality of business research projects, the performance 

and efficacy of students in business research projects, and the causalities of declining 

business research project. The study found from the sampled HODs of the six public 

universities‘ Department of Business Administration that final-year students demonstrated 

negative attitudes to project writing, while their performance as well as capacity and ability in 

project writing were evaluated as unsatisfactory and fair respectively. In addition, the final 

year students find chapter most difficult to write while the major causes of declining are 
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students‘ poor educational background, large number of students, unchecked plagiarism, and 

weaknesses in creative writing. Finally, the study found that the quality of business research 

project has been declining yearly.  

 

Consequent from above, the study concludes that the quality of business research projects 

undertaken by the final year undergraduate students are is and kept falling annually in public 

universities in North-Central Nigeria as a result of their poor educational background, 

plagiarism, large population of students per supervisor, and poor writing skills. To reverse 

this ugly development, the study recommends that: 

1. The Governing Council and Management of public universities in North-Central 

Nigeria should employ additional academic staff and trim down annual enrolment to 

attain the ideal students/staff ratio of 30:1;  

2. The management of public universities should mandate plagiarism test of 

undergraduate before it accepted for grading as is being done in one of the federal 

university and a state university surveyed;  

3. The Departments of Business Administration in public universities located in North-

Central Nigeria should introduce project defense as a policy and in line with NUC-

BMAS for B.Sc. Business Administration; and  

4. The individual lecturers should guide, council, mentor, and motivate the students 

during project writing to enable them cultivate positive attitudes that will improve 

their performance in research project endeavours.              
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Abstract 

Historically, Nigerian universities have always maintained an international outlook which 

has enabled them to embrace, though often as late adopters, global trends such as education 

for sustainable development. Based on content analysis of materials sourced from 

universities‟ websites, this study assessed the sustainability practices of thirty universities 

selected from the three strategic groups of federal, state and private. Both ANOVA and 

independent t-test were used in testing the hypotheses. The findings showed that the embrace 

of sustainability has been slow and piecemeal rather than whole-institution focused. Equally, 

there was a significant difference among the three groups in their uptake of education for 

sustainable development. In addition, membership of education for sustainable development 

networks has significant effect on a university‟s propensity to integrate sustainability. One of 

the policy implications of the findings is that there is need for government intervention in 

terms of incentives and support through the National Universities Commission and 

TETFUND as  a means of strengthening the resolve of universities to adopt a whole 

institution approach to sustainability integration. 

 

Keywords: Education for sustainable development, sustainability, declarations/charters, 

                        integration, assessment, Nigerian universities, higher educational institutions 

 

1.0   INTRODUCTION  

The integration of sustainability in the education enterprise under such banners as education 

for sustainable development (ESD), higher education for sustainable development (HESD) 

and higher education for sustainable development in Africa (HESDA) has gained global 

momentum. This is traceable to a number of factors. Firstly, educational institutions, 

particularly, Higher Educational Institutions (HEIs) play a critical role in the society. Elton 

(2003), Lozano( 2011), Cortese (2003), and Tilbury et al (2005) argue that given the history 

of higher education, universities and colleges have been at the forefront of creating as well as 

deconstructing paradigms and have led social changes not only through scientific 

breakthroughs but also through the education of intellectual leaders and future makers. 

Secondly, HEIs are organizations and their activities contribute to environmental degradation 

and distortions in social milieu. As a matter of fact, Tilbury (2011) notes that the paradigm 

deeply embedded in our higher education knowledge systems and relationships are 

contributing to unsustainable development. No wonder Salvioni et al (2017) concluded that 

the university environment is the best place to reflect on education for sustainable 

development. 

 

In other words, the university is a key element of the sustainability complex equation.   

Expectedly, HEIs have taken up the sustainability challenge as shown by the growing 
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numbers of declarations/charters, partnerships and performance awards on ESD. At the same 

time efforts at tracking the progress made by HEIs in their sustainability trajectory have 

yielded sustainability assessment tools (SAT) developed by HEIs, public and private funding 

agencies, accreditation agencies, international organizations and charitable organizations 

(Findler et al, 2018). But it is widely acknowledged that  because sustainability challenges the 

current paradigms, structure, as well as predominant practices across social sectors including 

higher education (Calder & Clugston, 2002) it often engenders a situation  where institutions 

that have committed to sustainability are struggling to meaningfully contribute to it (Lozano 

et al, 2010; Su & Chang, 2010). This is so because leading sustainability change, Tilbury 

(2011) has noted, is complex, confusing, time consuming and difficult to implement and this 

is due to the series of internal and external barriers (Brandli et al, 2015) that lie on the 

sustainability  change path. 

 

Interestingly, a number of measures and mechanisms geared towards assisting HEIs to 

overcome the barriers have emerged. These measures include certification, environmental 

management systems (Avila et al, 2017), policies, plans and programmes (Pereira et al, 

2014), quality assessment (Ryan & Tilbury, 2013) and support from government. However, 

even with these developments, the actualization of ESD remains very challenging particularly 

in developing countries.  

 

Historically, Nigerian HEIs, particularly, universities have maintained a global outlook which 

enables them to embrace, though often as late adopters (Rogers, 1995), global trends in 

education such as ESD. But as has been widely acknowledged, embedding sustainability into 

education for sustainable development is fraught with great challenges that hinder the needed 

change and Nigerian universities, like their African counterparts, face a litany and daunting 

challenges that seem to overshadow the global pressures for the embrace of ESD. These 

problems include the seemingly intractable issue of funding, interminable tension between 

university staff unions and the government which often lead to strikes in public universities, 

understaffing in the face of admission explosion, limited and dilapidated infrastructure 

(Salako, 2014), persistence on the traditional model of university governance and the absence 

of a national innovation system with the attendant disconnect with industry. In the face of 

these problems the concern for ESD often lacks strong convictions. For instance, universities 

are so desirous of getting enough buildings for classrooms, hostels, offices and laboratories 

that the concern for green buildings and landscaping is considered secondary.  In the face of 

frequent disruptions in academic calendar, the desire for curriculum innovation is often 

overshadowed by the pressure to cover the existing curriculum within the limited available 

time. Against the backdrop of poor power supply from the national grid, the consciousness of 

climate change is often dulled by the desperation to get enough fund to keep the system 

functioning. Similarly, the appeal for campus greening does not command the necessary zeal 

because  due to inadequate campus accommodation for both staff and students and the 

attendant trend towards private off-campus accommodation, the campuses of many Nigerian 

public universities  are losing the population  that stimulate the communal dynamics that 

qualify campuses as living labs (Evans et al, 2015). In fact, Nigerian universities are regularly 

faced with a situation where in the absence of the desirable, the available becomes desirable. 

 

Against this background, the search for an in-depth knowledge of the state of ESD inNigerian 

universities and how it can be enhanced becomes imperative. This is even more so given that 

there is limited research on the sustainability practices of Nigerian universities. 

 

 



Proceedings of the 14th Annual International Conference 

 344 

2.0   LITERATURE REVIEW:  

The educational sector perspective of sustainability is prone to definitional controversy. 

UNEP (2013) defines ESD as actually just a higher stage of development within the very 

powerful and inclusive realm of environmental education. While Chiong et al (2016) describe 

it as concerned with education that confers knowledge about SD, the Sustainable 

Development Education Network (n.d) defines ESD as the process of acquiring the 

knowledge, skills and attitudes needed to build local and global societies that are just, 

equitable and living within the environmental limits of our planet, both now and in the future. 

These definitions are anchored on the recognition that there is sustainable education and 

education for sustainability. Education for sustainability focuses on the role of educational 

institutions in the achievement or actualization of SD and that is the direction of this study. 

Essentially, the engagement of higher education in sustainability is justified in that HEIs have 

not only  been in the forefront of creating, as well as deconstructing paradigms (Tilbury, 

2011) but are also involved in improving society through continuous transformation and 

development in knowledge conveyance, education, research and expertise provision 

(Evangelinos & Jones, 2009) or in more specific terms are involved in shaping the mindsets 

and values of future leaders in spheres of life (Findler et al, 2018 and Lozano 2006a). In 

addition, Baker-Shelley et al (2017) note that public universities have a moral obligation to 

embrace sustainability because they are recipients of public funds, have non-profit status and 

are expected to serve the interest of society. Equally of note is the fact that as organizations, 

universities and colleges are currently seen as contributing to the sustainability crisis and 

reproducing the paradigms which underpin our exploitative relationships with people and 

environment (Sanusi & Khelgat-Doost, 2008). Hence the need for HEIs to lead the movement 

for a sustainable society.  

 

Nevertheless, the consolidation of ESD is traceable to a number of declarations/charters and 

partnerships. The declarations/charters and partnerships were designed to provide guidelines 

or frameworks for HEIs to better embed sustainability into their system (Lozano, 2011). 

Specifically, the declarations/charters and partnerships emphasize that universities have a 

moral obligation to work towards sustainable societies, focusing on environmental 

degradation, threats to society and sustainable production and consumption for this and future 

generations (Lozano et al 2011).  

 

2.1   WHAT DOES ESD ENTAIL? UNESCO (2012) identifies the essential characteristics 

of education for sustainable development to include principles and values that underline 

sustainability and that education must be locally relevant, fulfilling the local needs and global 

concern at large. Mader, Scott & Razak (2013, p.275) point out that ―the focus of 

sustainability can be on any one or a mix of the four pillars of social, cultural, economic or 

environmental sustainability in any one or mix of the key activities of a university – 

education, research, engagement, operations and the design of facilities‖. The integration of 

sustainability in the core functions of a university will lead to the emergence of a sustainable 

university which Velazquez et al (2006) describe as one that holistically or partly addresses, 

involves in and promotes on a regional or global level the minimization of negative 

environmental, economic, societal and health effects generated by the flow of resources 

through the system in order to fulfill its functions of teaching, research, outreach & 

partnership and stewardship. While a number of authors – Cortese (2003), Wright (2002), 

Fien (2002) Yuan et al (2013) agree on the dimensions of HESD to include teaching, 

research, engagement or outreach and campus operations, Lozano, et al (2013) expanded the 

items to seven through the addition of institutional framework and assessment & reporting. 

On their part, Lambrechts et al (2018) categorized these dimensions into two groups – 



The Academy of Management Nigeria  

 345 

educational approaches which focus on curriculum, competence, pedagogies, learning and 

instructions and intervention in campus operations which address issues of waste 

minimization, energy consumption, development of low carbon buildings, protection of 

biodiversity and natural spaces, sourcing sustainable goods & services and model 

sustainability to influence behaviours of staff, students and local communities (Tilbury, 

2011). Interventions in campus operations which engender eco-efficiency result to campus 

greening which Tilbury (2011) notes is the preoccupation of the majority of universities 

engaged with sustainability. Interestingly, Shriberg (2002) points out that interventions in 

campus operations promote only incremental change unlike the entire process of 

sustainability that promotes incremental and systemic change simultaneously. In line with the 

educational approach, UNESCO (2011) notes that curriculum and pedagogy, which are at the 

core of higher education experiences, need to be transformed if universities and colleges are 

to make a meaningful contribution to sustainable development. It has equally been argued 

that the integration of sustainability into curriculum ensures constant exposure of students to 

sustainability in their learning process and thus contributes to the overall integration of 

sustainability into institutions of higher education (Chiong et al, 2017).  

 

Another core HEI activity where sustainability should be integrated is research. Lozano 

(2006) and Peet et al (2004) observe that sustainability should be incorporated into research 

process which will eventually lead to innovation and behavior. To this end, Chiong et al 

(2006) add that researches have shown that innovation is a tool to integrate sustainability into 

higher education as a whole and such researches should not only be locally concerned and 

discipline specific but be cross-disciplinary and in line with global needs. Tilbury (2011) 

further adds that the features of research for sustainability in higher education should include 

interdisciplinarity, social impact, transformative and involvement of people. 

 

The third area of educational approach to sustainability integration is community outreach. 

The critical role of community outreach and partnerships in sustainability integration in 

higher education is aptly captured in the observation that the initial reports of sustainability 

in higher education would suggest that the issues and solutions for progressing sustainability 

lay with universities and the sector itself; however, through experience and overtime, the 

sector has learnt that it must reach beyond the university walls to address sustainability 

within the communities of practice which they serve (Tilbury, 2011; Ryan et al, 2010; Lotz-

Siskita 2011). A typical example of this activity is the United Nations University (UNU) 

Regional Centres of Expertise (RCE) which focus on partnership learning and action for 

sustainability (Tilbury, 2011) and which are found in eight Nigerian cities of Kano, Zaria, 

Lagos, Port-Harcourt, Yenogoa, Ilorin, Ogun  and Minna (RCE Saskatchewan, 2014).  

 

Institutional framework covers the policies, structure, culture, control measures, staff 

development, signed declaration/charter and leadership that drive and engender commitment 

to sustainability efforts of an institution. Avila et al (2017) describe those instruments as 

internal political instruments which Pereira et al (2014) argue are critical to strengthening 

sustainable initiatives because they provide a legal backing. Clarke & Kouri (2009) equally 

note that these instruments should help a firm or institution to overcome challenges by 

creating a sense of identity for the university community. In fact, Merriman et al (2016) 

observe that a sustainability program cannot succeed unless it is consistent with and 

embedded within the organization‘s culture. The last aspect of ESD as identified by Lozano 

et al (2013) – assessment and report - address the need for HEIs to measure, audit, benchmark 

and communicate their SD efforts (Shriberg, 2002) in  economic, environmental, social and 

inter-linking issues in the entire HEI system (Findler et al, 2018). ESD assessment and 
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reporting are increasingly gaining importance even though they are still in a developmental 

stage (Ceulemanns et al,  2015). Expectedly, a number of sustainability assessment tools 

(SAT) have emerged and have been put to use by universities particularly in developed 

nations. Shriberg (2002) has equally added that SATs provide a foundation for strategic 

planning by identifying important issues as well as methods to set and achieve prioritized 

sustainable goals.  

 

However, it is widely recognized that a university that is seeking to go towards a more 

sustainable path is bound to face a series of internal and external barriers (Brandli et al, 2013, 

Lozano et al, 2011, Barbieri et al, 2010, Elliot & Wright, 2015). However, Avila et al (2017) 

note that the largest number of barriers are within the area of management followed by the 

areas of policies, infrastructure, resources, capacity and institutional culture. From these 

broad areas, the researchers singled out lack of support from the university administration as 

the biggest obstacle and that it has a direct influence on the other barriers. But in terms of 

overcoming the barriers, Lozano et al (2011) point out that one means of ensuring that 

universities become sustainability leaders and change drivers is to ensure that university 

leaders and staff are empowered to catalyze and implement new paradigms and ensure that 

SD is the golden thread throughout the entire university system. Accordingly, a number of 

studies – Morland-Painter et al (2015), Tilbury (2011), Rademaekers et al (2012) and Sterling 

(2012), have isolated incentives as very critical to the success of ESD initiatives and 

innovations in HEIs. 

 

3.0    AIMS OF THE STUDY 

There is no doubt that Nigerian universities have shown some commitment to the issue of 

education for sustainable development as shown by such research works as GUNI, IAU & 

AAU (2011), Eheazu, (2019) and Abdul-Azeez (2018). However, apart from the GUNI et al 

study which addressed the main elements of ESD, the rest focused on specific dimensions of 

ESD. But given that sustainability is a journey and not a destination (Behjati & Othman, 

2014) it is expected that overtime there should be improvements in the uptake of 

sustainability by the universities. In addition, given the diversity in university ownership, age, 

resource endowment and governance approaches of the institutions, this study assessed the 

sustainability practices of Nigerian universities.  In specific terms, the first objective of the 

study was to ascertain if differences exist among the three strategic groups of universities in 

their sustainability practices. The second objective hinged on the role of ESD 

networks/partnerships in the uptake of sustainability principles and therefore focused on 

whether membership of an ESD network makes a difference in a university‘s propensity to 

embrace sustainability. The third objective is to rank the universities on the basis of their 

sustainability performance. Based on these objectives, the following hypotheses guided this 

study: 

1. The propensity to embrace sustainability does not differ significantly among Nigerian 

universities. 

2.  There is no significant difference between ESD-networked and non ESD-networked 

universities in their propensity to embrace sustainability.  

Given the focus of the hypotheses, the study was situated within the framework of Roger‘s 

(1995) theory of innovation diffusion.  

 

4.0    METHODS 

The study relied on secondary data sourced from the websites of the universities and relevant 

Federal government agencies. The reliance on website data was informed by the fact that 

websites represent a reliable and critical means by which organizations communicate with 
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their stakeholders. In fact, a good number of organizations, including universities, capitalize 

on the visibility offered by websites to project their involvement in such global trends as 

sustainable development. It is even more so for universities given the implications of their 

websites for web metric ranking. As a result, websites were considered a reliable source of 

data on the sustainability practices of universities. It should be pointed out that some of the 

documents that were obtained from the websites were further subjected to content analysis. 

As a research technique, content analysis is used to focus on actual contents (Miles & 

Huberman 1994) and to capture data from reports or any other document and to quantify the 

presence or absence or extent of the required information (Gray et al, 1995; Kothari et al, 

2009). Content analysis has been widely applied in researches on CSR, social and 

environmental reporting (Adams & Frost 2008; Pistoni et al 2018; Landrum & Ohsowski 

2018).   

 

4.1  MEASURES: There are several methodological frameworks for assessing a university‘s 

sustainability performance.  Findler et al (2018) and Shrieberg (2002) identify 27 

sustainability assessment tools (SATs) which are grouped into three categories – institutional, 

national and global. However, only one of these lots – the Unit-based Sustainability 

Assessment Tool (USAT) is of African descent. The SATs vary greatly in terms of purpose, 

scope, function (Shrieberg, 2002) and also in terms of construct indicators. As a result, we 

adapted some of the tools to generate thirty-one measures that were deductively derived from 

the seven core elements of ESD earlier identified. The measures were used in assessing the 

universities‘ sustainability practices through the calculation of their sustainability integration 

index (SUITINDEX). The coding of the measures was binary with 1 indicating availability 

and 0 showing non-availability. In order to ensure the reliability of the coding, the process of 

coding was reviewed by an independent person.  

 

4.2   SAMPLE SIZE DETERMINATION: As at December 30, 2019, Nigeria had 170 

universities categorized into three strategic groups based on ownership – Federal (n=43), 

State (n=48) and private (n=79) (National Universities Commission, 2019). However, the 

study focused on the ten oldest universities from each group to give a sample size of thirty. 

But in the course of the web search, the universities which websites could not open were 

replaced with the next university on the chronological list of the NUC.  

 

4.3   STATISTICAL TECHNIQUE: the two hypotheses focused on the differences that 

exist among groups of Nigerian universities in their propensity for the integration of 

sustainability into their processes. As a result, ANOVA and independent t-test were used in 

testing the hypotheses. While ANOVA was used in confirming the first hypothesis which 

focused on three groups, independent t-test was used for hypothesis two which involved two 

groups.  

 

5.0   RESULT 

A brief review of the performance of Nigerian universities on the seven elements of ESD 

highlights a number of trends. Under institutional framework, the existence of an office 

responsible for sustainability activities was traced to only three universities – one State and 

two private universities. This obvious lack of sustainability structure which points to a lack of 

governance approach to ESD was earlier identified by Franco et al (2018) in their study 

involving African universities where they observed that the lack of governance approach to 

ESD resulted in a plethora of scattered activities. In terms of ESD networks/partnerships, the 

following are the ones that Nigerian universities belong to: Mainstreaming Environment and 

Sustainability in African Universities Partnership (MESA), Nigerian Sustainable 
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Development Solution Network (NSDSN) and its international parent body Sustainable 

Development Solution Network (SDSN), Higher Education Sustainability Initiative (HESI), 

Global University Network for Innovation (GUNI), and International Sustainable Campus 

Network (ISCN). Related to the networks are university associations and the ones housing 

some Nigerian universities are Association of African Universities (AAU), International 

Association of Universities (IAU), Association of Commonwealth Universities (ACU), and 

Association of West African Universities (AWAU) which surprisingly has only federal 

universities. The identification of the declarations/charters was a bit tricky because there was 

no information on declarations/charters on the websites of the universities. As a result, we 

searched for Nigerian universities in the list of signatories or members on the websites of the 

originating associations of the declarations/charters. It should be pointed out that institutional 

affirmation or acceptance of a declaration can be by default as a member or through formal 

endorsement. On the basis of membership, some Nigerian universities subscribed to the 

following declarations: Abuja 2009 (AAU), Kyoto 1993 (IAU)) and Swansea 1993 (ACU).  

On the other hand, only UI and ABU endorsed the 1990 Talloires declaration.  

 

The second item focused on campus operations and the records show that Nigerian 

universities are yet to mainstream sustainability into daily campus operations. For majority of 

Nigerian universities, sustainable campus operations do not exceed daily campus clean-up 

and tree planting. The core issues of renewable and efficient energy, waste management, 

water conservation and green building/landscaping are not critical. In fact only Pan-Atlantic 

University has a green building and only American university has a renewable energy 

facility. Among the federal universities, only ABU has taken steps to launch a renewable 

energy facility. In the area of research, 16 (53%) universities have research groups, some 

based on grants on SD thematic areas. One of  the outstanding cases is UNILAG that won a 

grant for Sustainable Procurement, Environment and Social Standards Centre of Excellence  

in 2019. There are six such centres set up in 2019 by the World Bank and the Federal 

Government in federal universities (www.unilag.edu.ng).                                       

 

The third area education is the most patronized in that all the universities have one 

programme or the other relating to sustainable development. At the undergraduate level, 

OAU, Al-Hikmah, American University and Pan-Atlantic have to an extent integrated 

sustainability into the curricula. But it is at the post-graduate level that many universities 

have programmes focused on SD or an aspect of it. The areas include gender, peace, conflict, 

housing, energy, environment, etc. With regard to outreach/collaboration, 15 (50%) 

universities belong to at least one ESD network as earlier identified. In addition, 8 (27%) are 

members of the UN Regional Centre of Expertise (RCE). Two private universities, Pan-

Atlantic and American University have community-based initiatives. In the area of on-

campus experience, there is very little involvement by the universities. For instance, only 4 

(13%) indicated that they have students‘ environmental clubs and 11(37%) had carried out 

SD sensitization within the campus. In the area of assessment/reporting, only one university, 

Pan-Atlantic issues annual sustainability report. Understandably, given the fragmented 

approach to ESD coupled with the absence of a mandatory sustainability assessment, many 

universities are contented with uploading snippets of sustainability activities rather than a 

comprehensive or standalone report of their sustainability journey. A one- way Analysis of 

Variance (ANOVA) was used to examine the question of whether Nigerian universities differ 

in terms of sustainability practices. The independent variable – universities – was grouped 

into federal, state and private. On the other hand, the dependent variable, propensity for the 

integration of sustainability was measured based on the SUITINDEX scores. Table 1 shows 

the descriptive statistics for the three groups of universities in terms of sustainability 

http://www.unilag.edu.ng/
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performance.  The most critical requirements of ANOVA – normality of data and 

homogeneity of variances were first ascertained. While the Shapiro test of normality (.062) 

showed that the data were statistically normal, the outcome of Levene‘s test of homogeneity 

of variances indicated that this requirement was not met. As a result, the Welch ANOVA was 

used. Table 2 is the ANOVA output which showed that there is a statistically significant 

difference between groups – F(2,27)=12.533, p=.000. 

 

 

Table 2:          ANOVA 

 Sum of 

Squares 

df Mean 

Square 

F Sig. 

Between 

Groups 
4092.752 2 2046.376 12.533 .000 

Within Groups 4408.572 27 163.280   

Total 8501.324 29    

 

 

The robust test of equality of means (table 3) equally revealed a statistically significant main 

effect: Welch‘s F(2,16.52) =27.904, p=.000) which means that not all categories of 

universities had the same average SUITINDEX score which is in line with the alternate 

hypothesis. 

Table 3: Robust Tests of Equality of Means 

 Statistic
a
 df1 df2 Sig. 

Welch 27.904 2 16.523 .000 

a. Asymptotically F distributed. 

 

A post-hoc comparison based on Games-Howell procedures was carried out to determine 

which pairs of university groups‘ means differed significantly. The results of the multiple 

comparison as contained in table 4 (appendix A) show that federal universities (M=55.32, 

SD=8.23) had a significantly higher SUITINDEX mean than private universities (M=31.13, 

SD=19.37) and State universities (M=30, SD=6.85). Consequently, we ascertained the effect 

size of these two significant categories and the outcomes were 3.09 for Federal against State 

and 1.48 for Federal versus private universities. Based on Cohen‘s interpretation, the effect 

sizes are large. It should be pointed out that the difference in SUITINDEX means of State 

and private universities was not significant.         

   Table   1                                                                Descriptives 

Type of 

universit

y 

N Mean Std. 

Deviatio

n 

Std. 

Error 

95% Confidence Interval 

for Mean 

Minimu

m 

Maximu

m 

Lower Bound Upper 

Bound 

Federal 10 
55.322

0 
8.22693 2.60158 49.4368 61.2072 35.48 66.13 

State 10 
30.000

0 
6.85153 2.16664 25.0987 34.9013 22.58 45.16 

Private 10 
31.128

0 

19.3704

8 
6.12548 17.2712 44.9848 9.68 64.52 

Total 30 
38.816

7 

17.1216

0 
3.12596 32.4234 45.2100 9.68 66.13 
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Table 5 shows the group statistics (independent t-test) for hypothesis two which predicted 

that there would be no significant difference between ESD-networked and non ESD-

networked universities in their propensity for sustainability integration. The output shows a 

higher SUITINDEX score for ESD networked universities (M=50.42, SD=13.36) to that of 

non-ESD networked universities (M=27.20, Sd=11.82). 

 

Table 5:  Group Statistics 

 
 Engagement with ESD 

partnership 

N Mean Std. 

Deviation 

Std. Error 

Mean 

Suitindex score 

for engagement 

with ESD 

partnerships 

     ESD partnership engaged 

     universities 
15 50.4240 13.35660 3.44866 

     Non-ESD partnership 

based  

     universities 

15 27.2033 11.81920 3.05171 

 

The outcome of the independent t-test of t (28)=5.042, p=.000<.05 as contained in table 6 

confirms that the difference between the two groups is significant. Consequently, the 

alternate hypothesis to the effect that the propensity to integrate sustainability is greater 

among ESD-networked universities was accepted.  

 

Table 6:  Independent Samples Test 

 Suitindex score for ESD partner 

universities 

Equal 

variances 

assumed 

Equal variances not 

assumed 

Levene's Test for 

Equality of Variances 

F .383  

Sig. .541  

t-test for Equality of 

Means 

T 5.042 5.042 

Df 28 27.591 

Sig. (2-tailed) .000 .000 

Mean Difference 23.22067 23.22067 

Std. Error Difference 4.60501 4.60501 

95% Confidence 

Interval of the 

Difference 

Lower 13.78772 13.78143 

Upper 32.65361 32.65991 

 

Given the difference in mean values and the significance of the differences, we calculated the 

effect size which yielded a value of 1.71. Figure 1(appendix B) based on web chart shows the 

ranking of the universities based on their SUITINDEX scores. University of Ibadan topped 

the list with a SUITINDEX score of 66.13 and is closely followed by a private university, 

PAN-ATLANTIC with a score of 64.52. Of the top 12 universities that had a minimum 

SUITINDEX score of 50, nine are federal universities and three are private universities. 

Unfortunately, no State university made the top 12 group. 

 

5.1 DISCUSSION OF FINDINGS 

The SUITINDEX scores clearly show, on a general note, that Nigerian universities are 

committed to ESD. From the endorsement of ESD declarations/charters, engagement with 
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ESD networks/partnerships to membership of regional and international university 

associations committed to SD, there is no doubt that Nigerian universities have  demonstrated 

visible commitment to the ideals of  ESD.  However, at the individual level as captured in the 

ranking  there are obvious differences in the uptake of sustainability principles as explained 

by Roger‘s (1995) diffusion of innovation theory. Equally of note is the fact that of the ten 

universities that participated in the GUNI et al (2011) study in 2010, four of them – 

UNILAG, UNILORIN, BUK and Olabisi Onabanjo University – featured in this study and 

the three federal universities were in the top 12 of the ranking. Even though Olabisi Onabanjo 

University missed the top 12 slot, it led the pack of State Universities. This attests to some 

consistency though the progress has been slow in that after ten years of the first study, these 

universities are still at the second stage of Vargas et al‘s (2019) four stage maturation process 

of sustainability incorporation. This stage is characterized by ad-hoc, piecemeal and 

incremental approach and initiatives.  An interesting high point of the ranking is the 

performance of private universities as shown by their three slots in the top 12. This clearly 

points to the high sense of purpose of the leadership of some private universities.  

 

However, beyond these points, the outcome of the test of the first hypothesis revealed that 

there is a significant difference between federal universities and the other two groups. 

However, there was no significant difference between State and private universities. The 

performance of federal universities over and above the other two groups can be explained 

based on the four factors that affect commitment to ESD – age, size, type of institution and 

leadership commitment - identified by GUNI et al (2011). Apart from their strong financial 

muscle they are both older and bigger than the State and private universities. While as public 

universities, they share the third attribute – type of institution with State universities, the 

fourth attribute – leadership commitment - undoubtedly apply also to the three early adopters 

in the private universities category.  

 

 The outcome of the second hypothesis is that there is a significant difference in the uptake of 

sustainability principles between ESD-networked universities and non ESD-networked 

universities. Understandably, ESD-networked institutions leverage on the assistance, 

experience and technical support of the network to improve their sustainability drive. In 

addition, the pressures to honour the obligations of the partnership ensure that the institution 

maintains the momentum of the sustainability change. Perhaps it is necessary to point out that 

there is no visible and direct support or incentive from the government to universities for 

sustainability integration. 

 

6.0  POLICY IMPLICATIONS 

It has earlier been noted that the level of sustainability integration into the campus operations 

of Nigerian universities is very low and the focus is mainly on the education area of ESD. In 

other words issues of carbon footprint, sustainable waste management, energy efficiency and 

water conservation which relate to campus operations have not been prominent in the 

sustainability programmes of Nigerian universities. Without addressing these issues it will be 

difficult for Nigerian universities to achieve a whole-institution integration of sustainability. 

At the same time, there are no indications of strong support and incentives from the 

government as is the case in such places as UK, Finland and Canada and relying on voluntary 

initiatives  by universities will lead to a slow and tortuous sustainability journey for a select 

few. There is therefore need for some measure of government support and incentives through 

the relevant agencies such as NUC and TETFUND. For instance, the NUC should:- 
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 Include ESD parameters in programme and institutional accreditation. In fact the 

seven areas of ESD should be incorporated into the requirements for institutional 

accreditation.  

 Universities should be made to go beyond the single SD GST course in the 2017 

NUC  benchmark and include more courses in Environmental education. 

 The NUC should institute an annual sustainability assessment and reporting by 

universities. In fact, sustainability reporting should be made a basic requirement for 

purposes of ranking. In this direction, universities should be made to adopt U-SAT 

sustainability assessment tool which reflects the peculiarities of African HEIs..  

 

On its part, TETFUND should be made to provide incentives to universities in terms of SD-

based research and specific green projects. As a matter of fact, a specific percentage of the 

existing research portfolio should be devoted to SD issues. In addition, all TETFUND 

sponsored buildings must meet very clear green building specifications. 

 

Although this study has contributed to the literature on ESD, it has two key limitations 

relating to generalizability and the fact that the extent of disclosure the universities made in 

their websites undoubtedly affected the findings.  
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APPENDIX A         Table 4: Multiple comparison        (Games-Howell) 

(I) type of 

university 

(J) type of 

university 

Mean 

Difference 

(I-J) 

Std. 

Error 

Sig. 95% Confidence Interval 

Lower 

Bound 

Upper 

Bound 

Federal 
State 25.32200

*
 3.38564 .000 16.6565 33.9875 

Private 24.19400
*
 6.65506 .009 6.4677 41.9203 

State 
Federal -25.32200

*
 3.38564 .000 -33.9875 -16.6565 

Private -1.12800 6.49738 .984 -18.6263 16.3703 

Private 
Federal -24.19400

*
 6.65506 .009 -41.9203 -6.4677 

State 1.12800 6.49738 .984 -16.3703 18.6263 
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Abstract 
The Federal Government of Nigeria through Ministry of Education pronounced that funding 

of infrastructure in higher institution of learning might be impossible due to scarcity of 

resources. Training and educating society are the key influence of tertiary institution but they 

need to be financially sustained to carry out functional duties in terms of resources and 

development. This   paper focuses   on   the sustainability of the higher education system in 

Nigeria using Yaba College of Technology as a case study; the study identified the sources of 

internally generated revenue (IGR) of Yaba College of Technology, limitation facing these 

IGRs and investigated key issues affecting attempts to improve the IGR. The survey research 

strategy was used through questionnaire distribution to academic and non-academic 

members of staff for data collection. A total 150 questionnaires were returned. Sale of 

admission forms and Tuition fees and revenue from commercial ventures were revealed as 

main source of IGR. Analysis of the questionnaires showed key issues with IGR improvement 

to include performance, marketability, internalization, research and development as the 

challenges facing the institutional growth of the college. The college must be  innovative and  

creative in  human  capital  development  to  realize  the  full  potentials  of  its  academic  

and  non-academic staff. 

 

Keywords: IGR, PPP, Sustainability, Education, Development  

 

 

1. Introduction 

Growth and financial constraint continue to hinder development in several areas of both 

public and private sectors of any institution of higher learning. Institution with level of 

awarding degrees has joined the growing list of public sector seeking innovative solutions in 

an effort to generate money due the gap created by the governments in terms of funding 

mailto:wasiubello7@gmail.com
mailto:adamiyato@gmail.com
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(Government Accountability Office, 2014).Despite the fact that it is widely acceptable 

globally that fund is a key factor in positive transformation of the educational system in 

which Nigeria is inclusive, where governments have not paid adequate attention to funding of 

the education industry (Nwadiani, Mon, 2000). There has been a proposition which advocates 

for the use of internally generated funds (revenue) to boost the infrastructure facilities needed 

by the sector in order to meet the short fall of extra fund that is not readily available. In 

response to this, tertiary educational institutions have embarked on several methods of 

generating funds for extra curricula activities needed to be achieved by the management. 

University World News (2014) reveals that countries like Australia, the UK, the Netherlands, 

Canada, the US and New Zealand generates revenue internally through high tuition fees 

paying program to ensure financial stability of their higher education systems, encouraging 

high completion rates, intensification of the knowledge economy and increasing access for 

students. Aja-Okorie (2015) posited that revenue generated by tertiary institution may include 

receipt from taxation, sales of admission form, tuition fees, hostel accommodation fees, 

association registration fees, or other interests and returns from loans and investment earning 

which are not the proceeds of taxation. 

 

The policy of Internally Generated Revenue(IGR) was insignificantly known in the Nigerian 

higher educational sector about two decades ago when there were fewer universities in the 

country and the oil revenue was greatly available, all the funds needed for operations and 

development of the tertiary education sector were catered for by the federal 

government(Akinsanya, 2007; Adewale et al., 2002). Then came the recent escalation in the 

number of universities and polytechnics which have remarkably grown over the years. 

According to World Education News Review; WENR (2017) the number of recognized 

universities in Nigeria has grown tenfold from 16 to 152 between 1980 and 2017, and in fact 

to 171 as reported on the Nigerian Universities Portal of the National Universities 

Commission; NUC (2020) and 140 polytechnics displayed on National Board for Technical 

Education; NBTE (2020) website and given the huge economic catastrophe facing the 

government made worse by the recent global financial crisis, inadequate funding has clearly 

revealed itself to be a great challenge. In 1999 a former executive secretary of NUC Okojie, 

(1999) states that the federal government through the National Universities Commission 

(NUC) has advised all federal tertiary institutions to set up means of generating revenues 

internally to solve their finances related problems so as to enable the managements not to 

depend almost entirely on the government when financial needs arises. Again Okojie (2009) 

revealed that as a result of the Internally Generated Revenue (IGR) funding policy, a 

minimum of 10% of total annual fund sources for federal tertiary institutions, comes from 

Internally Generated Revenue (IGR). Onuoha (2013) explains that the IGR theory means that 

the central government should not have to accept the burden of providing funding for every 

expenditure item of public universities. Okojie (2013) agreed with Wangenge-Ouma & 

Cloete (2008) with the observation that some tertiary institutions across the globe have done 

reasonably well in their drive for substantial IGR and have used it to positively change the 

landscape of the institutions while some were yet to catch up with the vision. Therefore, the 

heads of administration in higher institutions regularly look inward for better IGR as the 

Rector of Yaba College of Technology, Lagos, Engr. Omokungbe in 2018 also revealed plans 

by his administration to launch aggressive moves to raise the institution‘s IGR and make its 

graduate self-reliant in different entrepreneurial programmes emphasising the drives as 

topmost because they sought to strengthen the institutions financial standing. 

 

Nigerian Institute of Management (1988) proposed a pragmatic funding model which states 

that higher educational institutions can significantly generate funds internally in three broad 

http://nuc.edu.ng/nigerian-univerisities/private-univeristies/
http://nuc.edu.ng/nigerian-univerisities/private-univeristies/
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ways which include Financial Aid, Sale of Services and Business Enterprises. Ngwenya 

(2015), Ofoegbu1 & Alonge (2016) and Agada & Abrokwah (2018) also emphasised the 

significance of IGR of institutions through the Public Private Partnership (PPP) initiatives 

with a clearly defined active role to be played by tertiary institutions as the right ingredient to 

ensuring the success of a country‘s economic development. For example the University of 

Arkansas (UARK) partnered with a private investor for operation of its wastewater facilities 

to produce biodiesel and preserve its wildlife reserve to enhance tourism potential (Gemini 

Global Group, 2013). The private partner benefited from guaranteed steady revenue streams, 

the University benefited from a better managed wastewater system and steady supply of 

biodiesel. Public-Private Partnership is a contractual agreement between a public agency 

(federal, state or local) and a private sector entity. It is a risk sharing relationship based upon 

an agreed aspiration between the public and private sectors to bring about a desired public 

policy outcome (Commission on UK PPPs).The first of the many benefits perceived by using 

a PPP  is access to the private sector (Brinkerhoff & Brinkerhoff, 2011; De Bettignies& Ross, 

2004; Narrod et al., 2009; Wood & Gray, 1991). Access comes in the form of financial, 

managerial, and technical expertise. This desire to access the private sector is based in the 

belief that the public sector is incapable on its own to accomplish the level of desired project 

efficiency (Forrer, Kee, Newcomer, & Boyer, 2010). Thus, the public agency desires an 

arrangement to account for known shortcomings, and those are believed to be correctable 

through the partnering with private business. The general experience is that services provided 

by private sectors are delivered more efficiently and accurately. The thinking behind this 

study is that involving the private sector would help achieve and secure higher levels of 

funding without having to pressurize the federal government when in financial crisis, 

revitalize the tertiary institutions system and improve the quality of education. In view of the 

previous discussion, the topic is aimed to accurately determine the possibility of improving 

the Internally Generated Revenue of Yaba College of Technology through Public-Private 

Partnership considering the challenges encountered and measures to improve the generation 

of each of the Internally Generated Revenue (IGR) sources. Academically, the findings of 

this study would be beneficial to the management and staff of Yaba College of Technology 

and other public tertiary institutions and the developing world on creating alternative source 

of IGR and how to improve the generation of fund internally through PPP. And will equally 

provide measurable and reliable knowledge and serve as a reference for stakeholders in 

different industries that are seeking alternate sources for boosting their revenue. 

 

2. Literature Review 

Funding for tertiary education comes from several sources and that would depend on the 

ownership and the economy that the institution is located (Altbach, Reisberg&Rumbley, 

2009).  

The funding could come from only government subvention if it is public institution in a 

developing economy such as Nigeria. In effect, most of the tertiary institutions in Nigeria are 

public institutions that depend mainly on subventions from the central government (Bamiro, 

2012). This state of affair is gradually changing because several private tertiary institutions 

had been established in recent times and obviously they are funded by fees collected from 

students. What this means is that funding of tertiary education worldwide is funded by 

governmental and individual sources (Jongbloed, 2008). 

Significantly, the funding sources for tertiary education depend on country by country and 

region by region. Sometimes, too it would depend on the philosophy of a country towards 

tertiary education. For instance, University World News (2014) reveals that many members 
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of Organizations for Economic Co-operation and Development (OECD) share some 

comparable goals for tertiary education. These include; ensuring financial stability of their 

higher education systems, encouraging high completion rates, intensification of the 

knowledge economy and increasing access for students. Even though, this seems to be their 

practice, OECD member countries differ considerably in how cost of higher education is 

shared among students and their families, the government and other private entities.  

The University World News (2014) further highlights how the OECD‟s describe the different 

models its member countries are using. The first model encompasses countries like Finland, 

Norway, Denmark, Iceland and Sweden that are noted for low or no tuition fees and generous 

student support systems. They have more progressive tax structures with students enjoying 

more public support. However, student face high income tax rates after graduating. The 

second model talks of countries like Australia, the UK, the Netherlands, Canada, the US and 

New Zealand that has high tuition fees as well as carefully developed student support 

systems. Though they offer major public support to students, there is high financial barrier to 

entry into university. Usually the entry rate for this group is 75%, which is beyond the OECD 

accepted average and higher than a good number of countries with low tuition fees. In these 

countries also, private entities and non-profit organizations put in the most towards financing 

tertiary education. Specifically the cost of education is shared among government, students 

and private entities. The University World News (2014) continues to talk about a third model 

where the countries concerned are noted for less-developed student support systems and high 

tuition fees. These include Korea and Japan as well as Chile where students pay high tuition 

fees averaging more than US$4,500.00 with its consequent heavy financial burden on the 

students and their guardians. Chile and Japan have fairly low entry rate of (45%) and (52%) 

respectively whiles Korea has a higher entry rate of (69%) which is above the OECD 

average. A significant point to note is the fact that in Korea and Japan students with 

difficulties in financing their education but are academically good enjoy reduced admissions 

and tuition fees or in some cases a total exemption. It should be noted, however, that both 

countries have, in recent times, employed reforms to improve their student support systems.  

The fourth and last model of financing tertiary education in OECD countries as highlighted 

by University World News (2014) shows all other European countries as having low tuition 

fees and less-developed student support systems. Among them are Austria, France, Italy, 

Poland, Portugal, Ireland Switzerland and Mexico as well as Spain. Compared to the second 

and the third models these countries charge moderate tuition fees. There have, however, been 

several reforms implemented since 1995 particularly in Austria and Italy to raise tuition fees 

in public institutions. Again in the fourth model, the countries have moderately low financial 

barriers to entry into tertiary education, that is to say, no tuition fees as practiced in Mexico 

and Ireland. Here public tertiary education institutions charge tuition fees that do not exceed 

US$1,300.00; the reason is that less than 40% of students stand the chance of enjoying from 

public support. 

In furtherance to the expositions above on the OECD countries with respect to the models of 

funding tertiary education, (OECD, 2003) states that the means by which tertiary institutions 

funding is shared has undergone all-embracing change in most OECD countries as a result 

many of their governments now apportion funds to tertiary institutions on a block grant or 

lump-sum basis, instead of detailed classification of budgets. Another move in these countries 

has been toward output-oriented budget allocation, bringing in or raising tuition fees and 

performance contracting systems. These reforms have engineered the other aspects of more 

autonomous and clearly accountable university governance. These funding reforms are 

expected to replicate a rapid increase in student enrolments (OECD, 2003). Total funding 
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from both public and private sources has also increased to fund and support the growth in 

tertiary education enrolments. 

Orkodashvili (2007) identified under-funding as one of the main problems facing the tertiary 

education system in most of the African countries with Ghana and Nigeria not excluded. In 

Ghana and Nigeria, public tertiary education is presently funded largely from government 

subvention because students do not pay for tuition. With the continued dwindling economic 

and national fortunes, it is becoming increasingly difficult for the Nigerian government to 

meet its financial obligations towards its tertiary education system. As a statutory 

responsibility the government shoulders the costs of higher education in the country, and 

political influences have frustrated effort to raise funds through payment of tuition fees and 

other levies. For instance, free education campaigns have remained vital in many political 

manifestos and activities. It was revealed that the adoption of various economic reform 

policies have resulted in the Nigerian governments shifting stands in tertiary education 

management. Specifically, the government has recently made it mandatory for each federal 

tertiary institution to source for at least 10% of its total yearly funds internally (Okojie, 

2009). To this end, a number of public tertiary institutions have established profit making 

commercial ventures, to raise alternative funds for the institution. Financing the Nigerian 

tertiary education system is thus explained using the African political economy model 

(Wangenge-Oumaet al., 2008), which centers on how politics and economic forces influence 

the contexts within which tertiary institutions in Nigeria carry out their core operational 

mandate of teaching and research.  

From the expositions of (Orkodashvili, 2007), comparing private and public sources of 

funding higher education shows a clear picture of organizational habit of tertiary educational 

institutions in the United States of America and the United Kingdom. The analysis shows 

differences in the fields of degree of independence, fairness of access, accountability of 

tertiary institutions and quality assurance as well as institutional expansion among these two 

countries. Based on 1999-2000 information one is able to put side by side the relative 

proportions of the distribution of private and public sources of funds for tertiary educational 

institutions in the U.S. and the UK. The data also highlights a growing shifting of funds from 

public to private sources with the U.S. leading. The data reveals that the most widely-spread 

Governmental Grant schemes in the U.S are:  

1. Need-based grants, which come from Pell Grants; California Grants; State Student 

Incentive Grants SSIG among others.  

2. Merit-based are sourced from Georgia HOPE (Helping Outstanding Pupils Educationally) 

Grants (Hoxby, 2004 as cited in Orkodashvili, 2007); National SMART grants and many 

more (Getz, 2007 as cited in Orkodashvili, 2007).  

Additionally, in 1993 the (HOPE) grant started using Georgia State Lottery funds to finance 

college scholarships for qualified state residents. To enjoy this, a college student is expected 

to have maintained a grade-point average of B (3.0) or above to continue to receive support 

(Getz, 2007). Discussions are frequently made on the efficient implementation of the grant 

schemes in the U.S. For instance, some scholars suggest integrating the grant schemes and 

simplifying the complex application processes for the various grants. Others argue in favour 

of informing the public, especially the minority groups, about the possibilities of different 

scholarship and grant (Dynarski, 2007).  
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2.1 Funding Tertiary Education in Nigeria 

The traditional funding sources for the Nigerian tertiary education vary somewhat from point 

of view of the founding and proprietorship of the institutions. The federal tertiary institutions 

are funded by the federal government via grants for personnel costs, research funding and 

capital expenditures (Odebiyi et al., 1999; Adewale et al., 2002.; Johnstone, 1998; 

Akinsanya, 2007). It is on statutory note that federal tertiary institutions do not charge any 

tuition fees (Okojie, 2009) and it could be considered a serious violation for any federal 

tertiary institutions to impose tuition fees on the students or their parents (Ijaduola, 2010). 

This is similar to the funding pattern in Japan except that the Japanese tertiary institutions 

enjoy greater flexibility than the Nigerian tertiary institutions in the application of the subsidy 

between budget periods (Yamamoto, 2008). The state tertiary institutions charge affordable 

tuition fees and other long list of charges for registration, library fees, departmental fees, IT 

dues, and several manners of levies (Aina, 2002). The State tertiary institutions are primarily 

funded by the state governments who established them. Since the arrival of the first stream of 

state tertiary institutions in 1999, school fees have proved their most traditional funding 

source with little support from the proprietors. Some state tertiary institutions have also 

explored generating IGR through fund raising. But these have yielded little as the giving 

culture does not appear to be an African thing. These sources are considered very important 

as any increases of funding to schools could make a difference in school quality as measured 

by academic achievement (Loubert, 2008). Another parameter is the low staff morale that 

accompanies inadequate funding of the institutions. (Ijaduolaet al., 2010) declares: 

―Experience and evidence abound that workers work less or even refuse to work when 

salaries and fringe benefits are not forthcoming regularly. This is an incidence which may 

make national productivity to decline.‖  

The claim that no school fees is charged at the federal and state tertiary institutions is easily 

debunked as these institutions have found themselves doing exactly what they are told not to 

do through imposition of levies of different guises. Faced with serious underfunding from the 

government, the managements of the federal and state tertiary institutions have had to insist 

that students pay for all kinds of pre-registration charges as long as the tag is not ‗tuition‘ or 

‗school fees‘. In some cases parents have been mandated to donate specific amounts or 

equipment to the tertiary institutions before their wards are granted admission into certain 

programs. While this is most perennial with the state tertiary institutions, the federal 

institutions are not left out. 

For the private tertiary institutions, the ‗school fees‘ source has become so emphasized that 

this sector is fast proving not to be available for the poor. And considering that private 

tertiary institutions are excluded from receiving any assistance whatsoever from either the 

federal or state governments or their agencies, and given that for most times they provide all 

forms of social amenities ranging from water, electricity, housing, roads and all by 

themselves, one wonders if indeed the private tertiary institutions deserve any reprimand for 

charging exorbitant fees (Onuoha, 2013). However, there are concerns that some private 

tertiary institutions appear headed to price education far beyond the reach of the average 

citizen, making the call from some quarters, for central legislation on the matter seem 

urgently relevant. But this must be weighed against the backdrop of the absence of any form 

of support from the federal and state governments to the private tertiary institutions. With this 

seemingly attitude of telling the private tertiary institutions to ‗sail or sink‘, the government is 

inadvertently compelling them to invent their own world as they deem fit. (Bevc and Ursic, 

2008) consider tuition fees as an instrument of price policy in education which can exert 

negative consequences when the level is inappropriate. The authors further contend that the 
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decision on the level of tuition fees should take into account the degree of demand on Higher 

Education; the relevant price elasticity of demand on Higher Education and the economic 

background of students and their parents. This nit consideration is arguably partially 

unknown to the Nigerian case. 

2.2 Ways of Improving the Funding of Tertiary Institutions in Nigeria 

The financing of higher education can be improved from fees paid by parents, repayable 

loans to parents, local government taxes, general budgetary funds, gifts and remission of 

taxes (Famade et al; 2015). UNESCO (1968) remarked that in developed countries, education 

is entirely financed by taxation, but in developing countries other sources could be explored. 

Higher institutions should explore alternative sources of funding such as fee-paying students 

and improved relations with industry to supplement their income. There is an increasing 

demand and willingness to pay for chargeable programs offered on a part-time basis. Many 

Nigerian higher institutions are starting to rely on this mode of income generation as an 

alternative source of funding for other programs within their institutions (Famade et al; 

2015). Satellite campuses in some instances have been set up to cut down on non-academic 

costs such as accommodation and other expenses. Short-term courses offered on part-time 

basis have become popular among people who are already employed and wish to study, and 

can also afford to pay the fees or have their employers pay for them.  

Considering the foregoing, (Famade et al; 2015) suggested other means of improving higher 

education funding in Nigeria which include:  

Education Tax: Public resources for education could be raised from taxation. Resources 

raised therefore are used for the general purposes of government and funds for education are 

shared from a general pool of public revenue. In 1994, the government of Nigeria set up the 

Education Trust Fund in which companies operating in Nigeria were made to pay 2 per cent 

of their annual profits as Education Tax. The resources garnered therefrom were distributed 

among all levels of education in the country. However the fund has since been transformed 

into tertiary Education Trust Fund (TETFUND), meant specifically for the tertiary 

institutions. Since 2009 the Fund (TETFUND) has made several interventions to improve the 

quality of teaching and research in higher education.  

Contributions from Users of Education: The need for adequate funding of the tertiary 

institutions in the face of falling public resource allocation necessitated the recourse to the 

users of education-(students) to contribute towards the funding of their institutions. This 

could be in form of payment of school fees, development levy, caution fee (against the 

possibility of damage to school property), admission, and registration and examination fees. 

External Support: This always comes in the form of technical assistance, grants, credits and 

loans. Due to paucity of funds for tertiary institutions the Nigerian government has often 

sourced for loans/grants from foreign and international development partners. These are 

largely in form of bi-lateral and multi-lateral loans. As regards foreign grants, it is nowadays 

largely confined to the offer of scholarships for specialized training particularly at the 

graduate level outside the country. Sometimes it takes the form of technical assistance.  

Internal Generated Revenue (IGR): The individual tertiary institutions could supplement 

their funding stream through the establishment of revenue yielding ventures/project. Such 

projects/venture like bookshops, hotel and catering services, printing press, consultancy 

service, etc., are veritable means of raising funds needed to enhance their service delivery.  
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2.3 Funding Tertiary Institutions from Internally Generated Funds (IGR)  

Private tertiary institutions are wholly funded from internally generated revenue and for this 

reason public tertiary institutions could follow suit even though both have different focus. 

This call has become imperative in view of the challenges that most governments are facing 

on meeting the increasing demands of funding public tertiary institutions. No doubt policies 

like cost sharing and full cost recovery have been initiated and are being somehow 

implemented at various stages among Ghanaian and Nigerian public tertiary institutions these 

days (Afutu, 2015). As part of the implementation of the cost sharing idea and the issue of 

full cost recovery the management of public tertiary institutions has been urged to look for 

alternative sources of funding their activities. To this end, Okojie (2009) states that the 

federal government of Nigeria, has directed through the National Universities Commission 

(NUC) that all federal tertiary institutions should look at ways of raising funds internally to 

relieve the government from solving all their financial problems. It is becoming increasingly 

clear that IGR is becoming a major source of funding for tertiary institutions across board. 

This is because most public tertiary institutions are beginning to run programs that are market 

oriented and are fee paying on sandwich, part-time and distance basis. (Onuoha, 2013) asserts 

that the IGR theory means that the central government should not have to accept the burden 

of providing funding for every expenditure item of public tertiary institutions. The 

implication is that the tertiary institutions are being called upon to seek for other means of 

earning additional revenue internally for their needs that could not be provided for by the 

government in a given budgeted period. At the initial stage of the IGR concept the Nigerian 

government instructed that all tertiary institutions should transfer their yearly IGR obtained 

into a central pool for management and the tertiary institutions could then re-access the funds 

by means of application (Onuoha, 2013). That directive was spontaneously resisted by all 

tertiary institution managers who kicked against it until the government abrogated its 

directive. 

The issue of using IGR to mostly fund tertiary education seemed to have caught on well with 

Nigerian tertiary institutions- federal, state or private (Onuoha,2013). Okojie (2009) had 

affirmed that as a result of the IGR funding policy, a minimum of 10% of total annual fund 

sources for federal universities, comes from IGR. Wangenge-Ouma et al (2008) earlier 

survey on the same concept of IGR collated views of top tertiary institution managers of 

private universities who strongly claim that their original funding was based 100% or near a 

total reliance on IGR as they were not designed to depend on government for subsidies. 

2.4 Sources of Internally Generated Revenue (IGR) for Funding Tertiary Education  

In the light of the many difficulties that African governments‘ encounter which makes it clear 

that they cannot continue to fund public tertiary education solely, several scholarly 

suggestions, including ones coming from Africans, have evolved toward considering the 

concept of internally generated fund (IGR) in the funding of higher education. Famurewa 

(2014) suggested a number of ways by which higher education institutions can generate 

funds. These could include monies from their research and donations from their alumni 

through their alumni associations. Higher education institutions can also generate fund 

through government, community and educational institution‘s efforts (Famurewa, 2014). 

Nigerian Institute of Management (1988) also proposes a pragmatic funding model which 

states that higher educational institutions can raise funds internally in three broad ways aside 

government grants and community assistance: they are Financial Aid, Sale of Services and 
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Business Enterprises. Famurewa (2014) in expatiating on Financial Aid sub-divided it into 

three distinct areas, which are (i) Endowment fund and gifts, (ii) development appeal fund 

and (iii) Alumni fund. According to Famurewa, Endowment Fund is a scheme fund into 

which donors contribute for purposes of re-investment. The beneficiary institution is expected 

to hold it in perpetuity. Under this the principal amount is usually not spent, however, the 

income may be distributed on operational projects in the institution. Development Appeal 

Fund, he says, is similar to the endowment scheme; but the difference is that it is mostly 

instituted for a specific project in sight or mind. It could be for residential hall or auditorium 

construction, water dam construction and for procurement of computer hardware among 

others. Famurewa (2014) concludes on this score and opines that it is unfortunate that a 

number of tertiary institutions in developing societies do not keep an up-to-date record of 

their graduates. But in the face of acute financial problem which confronts higher education 

in Nigeria and the rest of the African continent, it is imperative for the tertiary educational 

institutions to up-date their addresses and maintain regular contact with their alumni. This 

group of men and women constitute a good source of financial support for higher education if 

their efforts are well coordinated and articulated.  

The ideas floated by (Famurewa, 2014) with particular reference to Alumni contributions had 

earlier been advocated for by Akinyemi (2012) and Okojie (2010). On the part of (Akinyemi, 

2012), he has given extensive measures on how to seek for alternative sources of funding for 

tertiary education on the particular source of alumni contribution revealed through his paper 

that there are projects embarked upon by Alumni of each tertiary institution in their 

respective institutions. These projects included the construction of modern toilets on campus, 

provision of concrete made chairs at strategic places on campus for relaxation and 

construction of lecture halls. From the writings of (Okojie, 2010), Alumni relations in the 

various higher educational institutions are being maintained through Alumni tracking, 

Database of alumni, Periodic contact which maintains sense of belonging in alumni activities 

and Alumni representation in tertiary institution‘s events.  

The second major idea proposed and advocated for by Famurewa (2014) has to do with sale 

of services. According to Famurewa, sale of services can be divided or broken into sub-

divisions, such as (a) Sale of admission forms and general services, (b) Rental of physical 

facilities and (c) Consultancy services. Sale of general services includes among others the 

sale of admission forms, instructional academic records, academic robes and examination and 

pre-degree forms. These services can yield substantial revenue to the tertiary institutions if 

properly harnessed. With regards to Rental of Physical Facilities, most of the higher 

educational institutions have facilities which can yield money if they are hired out to 

individuals and organizations. Halls and classrooms could be hired out for conferences, 

examinations, wedding receptions etc. Free field can also be rented out for those doing burial 

ceremonies and wedding. Tarpaulin and plastic chairs can be constructed for renting also in 

these institutions. In the same light, there is the Consultancy Services mode whereby a 

number of tertiary institutions especially universities engage in consultancy services – funds 

derived from source can be used to partially finance the activities of the institutions. In the 

view of (Famurewa, 2014), the most common among the services being provided are – 

business engineering and education. In the case of business, staff recruitment and feasibility 

studies writing are paramount. For engineering services, government at all levels may find it 

easy to patronize higher education institutions offering such services before considering 

external engineering firms. By providing such services, it is possible for the society to save a 

substantial sum in foreign exchange earning which ordinarily could have been siphoned out 

of the country as fees to foreign engineering and other consulting firms.  
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Alao (2011) evolved some internal revenue generating initiatives for Obafemi Awolowo 

University in Nigeria which are applicable to all other tertiary institutions in the developing 

economies such as Ghana. In those strategies, Alao suggested some specific measures the 

different faculties should undertake that would enable them generate funds. Instances were 

that the Faculty of Agriculture should do a number of things, which indicated that the Faculty 

should encourage its staff to engage in Agro-allied consultancies with River Basin Authority 

(relevant agro industries) in their respective countries; consultancies on storage facilities for 

food products in the country; commercial farming for staff and students on underutilized 

large expanse of university land and resuscitation of university teaching and research farms to 

make them more viable and profit oriented.  

The last but not the least idea by which tertiary institutions can use to maximize their IGR as 

proposed by (Famurewa, 2014) has to do with Business Enterprise. Business Enterprise, 

according to Famurewa, is an indirect way of generating funds for higher institutions, while 

the first two approaches (financial aids and sale of services) constitute a direct way. There are 

four major business enterprises in which tertiary educational institutions can invest their 

productive funds. These are: (a) Agriculture, (b) Manufacturing, (c) Commercial, and (d) 

Portfolio Management. In Agriculture, Famurewa indicate that even though, some of the 

tertiary Institutions in Nigeria are known to have established agricultural projects, all tertiary 

institutions should, as a matter of deliberate policy and urgency be encouraged to embark on 

this venture. They should play a significant role both in research work and practical 

agriculture in order to assist in feeding the growing population and to reduce the nation‘s 

dependence on imported foods from abroad. With the manufacturing initiative, all tertiary 

institutions are urged to consider setting up any manufacturing industry like simple food 

processing industry for local consumption as well as for export where possible. Closely 

associated with the last initiative is the idea of setting up Commercial Ventures. Here, higher 

educational institutions are urged to embark on a wide range of enterprises like real estate, 

market stalls, shopping complexes, petrol station, retail and distributive trade. On that score, 

other viable projects which may be considered are: bakery, hotel and catering services, 

bookshop, printing, transport services etc. Apart from the fact that these enterprises provide 

revenue/income for higher institutions, they can serve as training workshops for students on 

Industrial Work Experience Scheme (SIWES).  

Moreover, higher educational institutions can embark on other creative commercial ventures 

such as establishing Micro Finance Bank or selected institutions can come together to jointly 

set up Commercial Banks. Additionally, funds may be raised through lottery and raffle draws. 

These techniques, apart from serving as sources of revenue to these Institutions, are reliable 

ways of redistributing the nation‘s wealth. The very last initiative under the business 

enterprise theory of mobilizing IGR to fund tertiary institution activities as suggested by 

(Famurewa, 2014) is Portfolio Management. By this initiative all investible funds of these 

tertiary educational institutions could be placed in profitable government securities, bonds, 

debentures and stock for the purpose of generating revenue in form of interest and yearly 

dividends for these institutions.  

2.5 Challenges Involved in Mobilizing Finance for Tertiary Education  

It is amply clear that there are a lot of challenges associated with mobilizing funding for 

tertiary institutions in Nigeria and the rest of Africa. This has been demonstrated in scholarly 

articles. In the first instance, (Djanmah, 2010) revealed that African tertiary institutions 

capacity to fully perform their mandated responsibilities to their individual countries have 

been seriously inhibited by inadequate funding. This has been supported with the studies 
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conducted on behalf of World Bank and Association of African Universities. Specifically, 

Nigerian tertiary institutions also face these same funding problems which are associated with 

tertiary education in many of the sub-Saharan African countries. These are in the form of 

deterioration of the academic facilities, shortages of books and laboratory materials, journal 

subscriptions being discontinued, inadequate provision of ICT equipment and poor wages and 

conditions of service for academic and administrative staff. 

Similarly, Maslen (2010) emphasizes that tertiary education development in Sub-Saharan 

Africa is financially unsustainable since quality of education is seriously affected negatively 

partly due to inadequate and declining resources per student. This has happened because 

other sectors of the educational enterprise like the basic and secondary levels equally require 

substantial funding just as the tertiary levels. The brunt of the crisis from 2008 gives a clear 

picture of the need to search for other innovative ways to broaden the horizons for securing 

fund for higher education in the Sub-Saharan Africa region including Nigeria. 

It is not only in Africa that tertiary education face challenges of funding. According to the 

(Universities UK, 2013), there is a report that shows that there are funding challenges among 

universities in the United Kingdom. Particularly in England the report examined the 

challenges for government and the universities in funding any expansion of student numbers 

as against current funding restraints. Sellgren (2013) reveals that UK tertiary institutions have 

been facing financial challenges over years following changes to funding to the recruitment 

of overseas students. This source indicates that United Kingdom‘s government policy change 

to higher or tertiary education could have serious impact on its skilled workforce and 

economic growth. This holds for all other countries particularly developing nations such as 

Ghana. The above makes it very essential, the report by Institute for Fiscal Studies [IFS], that 

calls for consideration of funding options that are sustainable and that could also ensure that 

higher education continues to be accessible to all applicants. Ratha and Plaza, (2011) on their 

part suggested that, in the light of numerous challenges facing African governments, it is 

critical for tertiary institutions to diversify their sources of income to include mobilizing more 

funds from business entities, households and development partners and this would include 

PPP. Consequently, the universities should also ensure more efficient and effective use of 

resources available to them. To this end value for money, accountability and transparency is 

needed in the usage of the existing resources (Hjeltnes& Hansson, 2004). On the basis of that, 

(Geuna and Martin, 2003) as well as (Kinyanjui, 2007) hold the view that funding of public 

tertiary institutions should be unit cost basis. They explain that tuition and research costs of 

students should be met by the ideal unit cost. Thus, the differentiated unit cost on public 

tertiary institution students should be in line with those in private tertiary institutions or self-

sponsored students. Again through alumni, endowments and prudent investment policies, 

public universities should be able to mobilize additional financial resources. On its part, 

government should consider national needs and the differential unit cost determining the 

number of students to sponsor in a given program. When this is done the funding challenges 

would be solved somehow.  

Additionally, it is being suggested that the quality of a given academic program and research 

output alongside unit cost should be factored in deciding on the level of government funding 

extended to universities (Kinyanjui, 2007; Wiley, 2007). Besides, how effective and efficient 

the resources of the universities are utilized should also be assessed in allocating public funds 

to universities. This can be done by providing targeted funding support to the poor and 

vulnerable students from the underserved regions of the country. There should also be 

attractive incentives to attract the participation of private sector into the funding of the higher 

education and these could be in the form of establishing and well managing of the 
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philanthropic and endowment funds, an incentive for partnering the government in supporting 

tuition, research and development in higher educational institution (Alexander, 2000; 

Kinyanjui, 2007).  

Adding to the view expressed earlier (Kinyanjui, 2007) urged public universities in Kenya 

and other African countries to decouple themselves from businesses that are not core to their 

operations such as students‟ catering, security, cleaning and transportation by out-sourcing 

those services. On the same score the public tertiary institutions should open up and 

maximize returns from the array of assets and investment opportunities available to them by 

engaging the services of professionally competent investment managers to manage their 

assets and investments. Universities are also to be at the forefront in the creation of 

partnerships with the private sector in the development as well as making it national union 

catalogue, science parks and instrument centers for joint usage. 

2.6 Public-Private Partnership (PPP) As a Way Out 

Beck (2010) depicts public private partnerships (PPP) as a long-term contractual agreement 

and relationship between the public authorities and private sector companies and concluded 

that PPP is a delivery method aimed at financing, designing, implementing and operating 

public sector facilities and services. In other word, PPP defined as private-sector investment 

in public infrastructure have peculiar characteristics (Yescombe, 2007) including being a 

long-term contract (a ‗PPP Contract‘) between a public-sector party and a private-sector 

party; for the design, construction, financing, and operation of public infrastructure (the 

‗Facility‘) by the private-sector party; with payments over the life of the PPP Contract to the 

private-sector party for the use of the Facility, made either by the public-sector party or by 

the public as users of the Facility; and with the Facility remaining in public-sector ownership, 

or reverting to public-sector ownership at the end of the PPP Contract.  

Although, private tertiary institutions are tended towards maximizing efficiency through 

marketization, there is an oval possibility that when public tertiary institutions enter into 

partnership with private tertiary institutions, they will improve systems efficiency, promote 

entrepreneurial culture through market-oriented research and broaden access. The Nigerian 

private tertiary education sector is growing faster than anticipated. Tertiary education is an 

expensive, capital intensive social service, and cost-sharing among the service providers and 

beneficiaries from the system has become an inescapable reality. Aja-Okorie ( 2015)  

explored information on the alternative strategies for improving the internally generated 

revenue of Ebonyi State University in Nigeria and concluded that it is imperative to note that 

financial capacity of the universities would reduce the over dependency for State and Federal 

Government funding. It is also imperative to note that the financial activities of the tertiary 

institutions are the major source of revenue of the tertiary institution. This study therefore 

concluded that teaching and learning require an enabling environment which calls for 

adequate funding for the maintenance of facilities as well as addressing staff and student 

welfare matters, developmental issues and research. For this to take place, the University 

managers must utilize Public Private Partnership (PPP) and any of the strategies suggested by 

the study to ensure revenue generation and mobilization. 

Oktavianus, Mahani and Meifrinaldi (2017) also explained that in developing countries, the 

government which has limited budget for public infrastructure development should choose 

which infrastructure should be developed. Most countries decided to build more economic 

infrastructure than social infrastructure because former have direct economic impact for 

society. The involvement of private sector in public infrastructure financing has been 
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accomplished for decades in the form of Public Private Partnership (PPP). However, the 

implementation is also more often for economic infrastructure, but some countries have 

started to implement PPP for social infrastructure (education, healthcare, care of the elderly, 

etc.) when they think to add human capital and improve quality of life. The main risk of a 

PPP consists in the fact that, in the absence of a careful regulation and monitoring of the 

procedure used for the selection of the private partner and of the completion of the PPP-type 

projects, such projects can become a risky means of ―devouring‖ the national resources. 

Moreover, the scarce experience of the central and local authorities in this field represents a 

serious impediment, because the PPP project preparation process is complex and long. 

3. Research methods 

The descriptive survey design was used for this study because in the view of Creswell (2012), 

it helps to gather information about the present and existing condition. More importantly, the 

descriptive research design in the words of Creswell (2012), is used to answer descriptive 

research questions.This design is one that produces a snap shot of a population at a particular 

point in time. This design was aimed at determining the strategies for improving the 

Internally Generated Revenue of Yaba College of Technology through Public Private 

Partnership (PPP). This is to collate a quantitative degree of accuracy based on the opinions 

of professionals from different fields of professions. Such questionnaire assessments are 

carried out through a survey approach used in harnessing quantitative data. The estimated 

population of this study is Two Hundred and Fifty (250) respondents which comprises of 

academic staffs which includes the Deans, Directors, Heads of Department and Staff of the 

Internal Quality Assurance Unit (IQA) and the non-academic staffs such as the bursary staffs, 

audit and  finance Sections of the institution. A total of One Hundred and Fifty(150) were 

realized and used to analyze the data collected. It must be recalled that the Deans, Directors 

and HODs are the spending officers of the College and that the staff of the Finance and IQA 

Sections see to the proper accounting of the finances. Hence, each of them is well placed to 

contribute meaningfully to the issue under discussion.  

The researcher used the Judgement (or purposive) sampling technique to select the 

respondents for the study. According to Ben-Shlomo Y, Brookes S & Hickman M (2013) , a 

Judgement (or purposive) sampling relies on the judgement of the researcher when choosing 

who to ask to participate and thus researchers may implicitly choose a ‗representative‘ 

sample to suit their needs based on certain characteristics. This was to give the opportunity of 

equal representation to all the staff members, both academic and non-academic members. 

Primary method of data collection was used to collect necessary data that was used for the 

analysis of this study using questionnaire. Data were generated through a field survey and 

questionnaire was administered to the respondents at their respective offices to source for 

relevant data needed to evaluate the subject matter. The instrument was made up of four 

sections. The first section was used to gather the demographic data of the respondents. The 

second section has twelve items, which are questions concerned with the sources of internally 

generated fund (IGR) for Yaba College of Technology. With these, respondents are supposed 

to indicate the extent each of them constitutes an IGR source for the College. In this research, 

descriptive statistics was used to present the demographic data of the respondent‘s 

characteristics, in line with modern trends in social and educational research. The data 

obtained from the questionnaire were in numerical form. These data were checked for 

consistency and organized in tables according to research questions. 
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4. Results and Data Analyses   

The demographic questions asked the respondents include their gender, level of education 

and staff division (whether academic or non-academic). 

Table 1:  Respondents’ Gender 

 

 

Figure 1. Respondents’ Gender status 

Table 1 and Figure 1 describes the gender distribution of the respondents, about 53% are 

female while 47% are male, this almost equal distribution enables this survey to achieve a 

gender unbiased response from the respondents. 

Table 2: Respondents’ Education Level 

Male 
47% Female 

53% 
Gender 

Gender Count Percentage 

Male 70 47% 

Female 80 53% 

Total 150 100% 

Respondent 

Education Level Count Percentage 

PhD 7 5% 

Masters 59 39% 

B.sc 42 28% 

HND 36 24% 

ND 6 4% 

Total 150 100% 
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Figure 2. Respondents’ Education Level 

 

In addition, as shown on Table 2 and Figure 2, about 67% of the respondents have either a 

BSc or Masters, 44% have above BSc, while 96% of the respondents have above ND level 

qualification and 5% are PhD holders. 

Table 3 Respondents’ Education Level 

Staff Division Count Percentage 

 Academic 73 49% 

Non Academic 77 51% 

Total 150 100% 

Field survey, 2019 

 

Figure 3. Respondents’ Education Level 

Table 3 and Figure 3 show the staff classification of the respondents, about 51% are non-

academic while 49% are academic. This survey distribution just like in the case of gender 

helps to even out bias that may result from data collection. It is assumed that apart from the 

academic staffs who may have much knowledge about revenue and spending in the academia, 

nonacademic staffs also have pivotal roles in the process, in fact they are mostly in charge of 

5% 

39% 

28% 
24% 

4% 

PhD Masters B.sc HND ND

Education Level 

Academic 
49% 

Non- Academic 
51% 

Staff Division 
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the revenue generation and expenditure budgeting processes. In summary, the demographic 

feature of the data collected is carefully monitored to ensure that responses are not skewed to 

a gender or to a class of education level or even staff division. Gender and staff level 

distribution are almost shared in halves to ensure data fairness and randomness. 

Reliability and Validity Test of the Data 

According to Asika (2011) reliability test is the measurement of internal consistency of 

respondents‘ responses to the questions in the research instrument. It is the degree at which 

respondent response in the same manner to the research question being asked. Similarly, 

validity test was also defined as a test of construct used in a study to evaluate the degree of 

comprehension of respondents to each construct as used in the research instrument 

(Questionnaire). 

The table below shows the normal Cronbach alpha reliability test of dimensions used in 

measuring the improvement of Internally Generated Revenue (IGR) of the college through 

public-private partnership. Twelve (12) variables were tested using Cronbach alpha method 

via SPSS, IBM version 23. 

Reliability Statistics 

Cronbach's Alpha No of Items 

.762 12 

 

According to Pallant (2004), reliability score greater than 0.70 are acceptable and reliable 

value for Cronbach‘s Alpha and value lower than 0.70 are substantially lower and it indicates 

unreliable scale.  Twelve (12) dimensions measuring IGR being generated by the college 

were subjected to Reliability and validity test using Cronbach Alpha method. The result of 

the test divulged that all the dimensions as stated in the questionnaire shown an Alpha co-

efficient that is above the standard guideline of 0.70, the scale are suitable for the analysis 

with acceptable reliability. Cronbach Alpha score of 0.762 was obtained for all the variables. 

This implies that there is internal consistency of the entire variables scale and the construct 

exhibited strong internal reliability.  The result therefore, confirmed that the instrument used 

for this study had satisfactory construct validity.  

4.1  Discussion 

In streamlining the questions about sources of internally generated funds for Yaba College of 

Technology, we try to draw from experience of the respondent from the questionnaires 

administered where we draw the 12 basic sources of these IGRs. This includes:  

1 Sale of admission forms and Tuition fees 

2 

Residential, academic user facility fees paid by full-time students and fees paid by 

part-time students 

3 Penalty charged for late registration of courses 

4 Commercial ventures (e.g; Cybercafés, Bookshops, built up shops for rent, etc.) 

5 Research and Consultant services 
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6 Manufacturing and processing 

7 Alumni relations and Associations 

8 Hiring of auditorium, conference facilities, etc. 

9 Grants and Private contributors 

10 Community efforts and donations 

11 Procurement of certificate 

12 TET-Fund 

Respondents were asked to describe the extent to which they agree that each of these sources 

are important for Yaba college of technology‘s IGR. 

Table 4: Sources of IGR for Yaba College of Technology 

 

 1 2 3 

Sources of Revenue 

To a lesser 

extent 

To some 

extent 

To a 

larger 

Extent 

1 Sale of admission forms and Tuition fees 11% 36% 53% 

2 

Residential, academic user facility fees paid by 

full-time students and fees paid by part-time 

students 27% 45% 28% 

3 Penalty charged for late registration of courses 49% 37% 13% 

4 

Commercial ventures (e.g; Cybercafés, Bookshops, 

built up shops for rent, etc.)  24% 60% 16% 

5 Research and Consultant services 47% 39% 13% 

6 Manufacturing and processing 60% 25% 15% 

7 Alumni relations and Associations 47% 38% 15% 

8 Hiring of auditorium, conference facilities, etc. 20% 45% 35% 

9 Grants and Private contributors 55% 40% 5% 

10 Community efforts and donations 69% 30% 1% 

11 Procurement of certificate 46% 47% 7% 

12 TetFund 8% 31% 61% 

 

On the first IGR sources; Sale of admission forms and Tuition fees recorded 53% of the 

respondent affirming that to a very large extent while 36% says to some extent thus, it is an 

important sources of IGR. Residential, academic user facility fees paid by full-time students 

and fees paid by part-time students, 45% of the respondents agree that it is to some extent an 

important source of IGR, while about quarter of the respondent thinks it is to a large extent an 

important contributor to IGR. Penalty charged for late registration of courses is also 

considered and 86% readily agreed that it is only important to a less or to some extent, while 

only 14% sees its impact as being significant thus, less important on IGR. 

On revenue from commercial ventures (e.g; Cybercafés, Bookshops, built up shops for rent, 

etc.), 60% agree that this source is important to some extent with16% believes it is important 

to a very large extent.  
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Furthermore, research and Consultant services is considered less important with 47% while 

40% are just in between. Also the pattern experienced on manufacturing and processing as 

source of IGR is that about 60% responding that it is less important, 15% says to a large 

extent while about 25% are also in between. 

Alumni relations and associations has only 15% of the respondents agreeing that it is an 

important source of revenue while the remaining 85% believe it only important to a less or 

some extent. Hiring of auditorium and conference facilities also contributes to IGR but only 

35% thinks it is highly important while remaining 65% simply think it is less or to some 

extent important. More so, grants and private contributors are ranked as less important or to 

some extent important by about 95% of the respondent while only 5% agreed it is important 

to a large extent. 

From Table 4, community efforts and donations are far less important, only 1% of the 

respondents think community efforts and donations are significant to generating IGR to a 

large extent, 99% thinks it is less important or to some extent important. Procurement of 

certificate is also considered as largely significant on IGR by 7% of the respondents, 46% 

believe it is less significant while 47% thinks it significant to some extent. Finally, TETFund 

seems to be the most important to a large extent as 61%) of the respondents agree that it is a 

significant source of IGR to a very large extent, 31% agreed to some extent while only 8% 

thinks it is less important. 

Factor Analysis 

Factor analysis was also used to substantiate the factors that contributed immensely to the 

increase in the Yaba College of technology internally generated revenue. Factor analysis is a 

statistical method used to describe variability among observed variables, correlated variables 

in terms of a potentially lower number of unobserved variables called factors (Spearman, 

1950).  It is a statistical data reduction and analytical technique that strives to explain 

correlations among multiple outcomes as the result of one or more underlying explanations, 

or factor. The technique involves data reduction, as it attempts to represent a set of variables 

by a smaller number. Principal components analysis was used in analyzing the research 

question above, because it usually revealed the kind of relationship that exist between 

variables through correlation analysis, it provides eigen values (variance) of each component 

variables and revealed the variables that is/are the best for the subject matter under 

consideration. It also revealed co-variance relationship of the variables and the extent to 

which one variable is superior to other variables as well as the order of superiority of each 

variable.   

 The various source of internally generated revenue (IGR) were highlighted below with their 

coding; 

Sales of Admission form and tuition fees = ATF   

Residential, academic user facility = RAUF 

Penalty charged for late registration of courses = LRC 

Commercial ventures (e.g; Cybercafés, Bookshops, built up shops for rent, etc.) = CV 

Research and Consultant services = RCS 

Manufacturing and processing = MPS 
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Alumni relations and Associations = ARA 

Hiring of auditorium, conference facilities, etc.= HACV 

Grants and Private contributors =GPC 

Community efforts and donations = CED 

Procurement of certificate = POC 

TETFUND = Tetfund. 

Table 5:  Communalities 

 Initial Extraction 

ATF 1.000 .560 

RAUF 1.000 .455 

LRC 1.000 .619 

CV 1.000 .571 

RCS 1.000 .443 

MPS 1.000 .632 

ARA 1.000 .572 

HACV 1.000 .421 

GPC 1.000 .661 

CED 1.000 .590 

POC 1.000 .600 

Tetfund 1.000 .793 

Extraction Method: Principal Component 

Analysis. 

 

The Table 5 explained the proportion of variable‘s variance, the sum of squared factor 

loading. It gives true picture of latent variables. The analysis revealed nine communalities 

that are are tends to 1 which are Tetfund, Grants and Private contributors (GPC), 

Manufacturing and processing (MPS), Penalty charged for late registration of courses (LRC), 

Procurement of certificate (POC), Community efforts and donations (CED), Alumni relations 

and Associations (ARA), Commercial ventures e.g; Cybercafés, Bookshops, built up shops 

for rent, etc.(CV) and Sales of Admission form and tuition fees (ATF). From the extraction 

column, it was divulged that TETfund, GPC, MPS, LRC and POC with the extract values of 

0.793, 0.661, 0.632, 0.619 and 0.600 representing 79.3%, 66.1%63.2%, 61.9% and 60% 

respectively are the major factors that contributed tremendously to the IGR of the institution 

for the period under consideration. However, the table also revealed that ATF, CV, CED and 
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ARA extracted value also contributed to the increase in the institution IGR but as not 

significant relative to what the institution is getting from TETfund, GPC, MPS, LRC and 

POC respectively.  

Table 6:  Total Variance Explained 

Factor 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Rotation Sums 

of Squared 

Loadings
a
 

Total % of Variance 

Cumulative 

% Total 

% of 

Variance 

Cumulative 

% Total 

1 3.009 25.076 25.076 2.400 20.000 20.000 1.856 

2 1.443 12.022 37.099 .934 7.784 27.785 1.960 

3 1.285 10.709 47.808 .741 6.175 33.960 .744 

4 1.180 9.832 57.640 .487 4.060 38.020 .825 

5 .913 7.606 65.246     

6 .882 7.352 72.598     

7 .735 6.123 78.721     

8 .678 5.646 84.367     

9 .599 4.994 89.361     

10 .525 4.371 93.732     

11 .442 3.685 97.417     

12 .310 2.583 100.000     

 

From the Table 6, the study considered twelve variables (Sources of internally Generated 

Revenue) which represent component factors that were used in determining which sources of 

IGR have a substantial contribution to the institution revenue.  

Furthermore, the eigen values (variance of the principal component analysis =1) which 

explained the variability that exists among the various principal components under 

consideration revealed that factor 1 to 4 are the factors that gave eigen value that are equal to 

1 or more. This indicates that they revealed acceptable variance of principal component i.e 

they have significant contribution to the IGR of the institution as at the period of this study.  

This was substantiated in the cumulative % column and extracted sum of square loading as 

the number of rows reproduced on the right side of the table is determined by the number of 

principal components who‘s eigen –value are 1 or greater than 1. Hence, afore-mentioned 

factors contributed significantly to the IGR of the institution.  



The Academy of Management Nigeria  

 377 

 
            Figure 4 Scree Plot Graph 

The scree plot graph above, graphs the eigen value against the component number. Here, the 

first three factors representing eigen values as revealed in the table above were plotted against 

all the principal components under consideration. The line is high at factor 3 indicating that 

the factor has a higher significant contribution relative to factor 2, 1 and 4. After factor 4 the 

graph becomes almost flatter, meaning the each successive component accounted for smaller 

and smaller amounts of the total variance. This implies that from factor 5 below, each factor 

has smaller and smaller contribution to the IGR of the institution and factor 3, 2, 1 and 4 

contributed significantly to the IGR of the institution in that order.    

Table 7: Component Matrix
a
 

 

Component 

1 2 3 4 

ATF -.078 .484 .499 .265 

RAUF .435 .377 -.336 .103 

LRC .578 .307 -.420 .000 

CV .439 .532 -.308 .009 

RCS .530 -.273 -.273 -.115 
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MPS .569 -.347 .000 -.214 

ARA .691 -.116 -.039 -.281 

HACV .245 .468 .363 .100 

GPC .577 .179 .000 -.149 

 CED .733 -.147 .166 .062 

POC .516 -.396 .010 .420 

Tetfund .000 -.224 .025 .000 

Extraction Method: Principal Component Analysis. 

a. 4 components extracted. 

The Table 7 contained component loading, which are correlations between the variables 

(components extracted) and the components. From the footnote of the table above, 4 

components were extracted indicating that there are 4 factors that are substantially 

contributing to the IGR of the institution based on their eigen values that are greater than or 

equal to 1. However, it was revealed from the table that there is a moderate direct relationship 

between LRC,RCS, MPS, GPC,POC and TETfund (1) sources of IGR, similarly, it was 

divulged that strong relationship exist between ARA, CED and TETfund (1).  

Furthermore, the table also revealed relationship that subsist between GPC and other 

principal components variables, it was observed that there is moderate but positive 

relationship between GPC and CV, and weak positive relationship between GPC and ATF, 

RAUF and LRC while others components variables revealed weak inverse relationship.  

In considering relationship that exist between MPS and other principal components variables, 

it was discovered that there is moderate positive relationship between MPS and GPC, while 

there is weak positive relationship between ATF and MPS, HACV and MPS, Tetfund and 

MPS, there is inverse relationship between RAUF, LRC, CV, RCS, ARA and MPS.  

Similarly, it was revealed that there is weak positive relationship between LRC and ATF and 

also, relationship exist between LRC and POC as it revealed the weak positive relationship. It 

was obvious, from the table that inverse relationship between LRC and   RPS, MPS, ARA 

and GPC. This implies that as LRC generating increase in IGR, other variables are not 

generating more IGR.  

Table 8: Component Score Covariance Matrix 

Component 1 2 3 4 

1 1.000 .000 .000 .000 

2 .000 1.000 .000 .000 

3 .000 .000 1.000 .000 

4 .000 .000 .000 1.000 

Extraction Method: Principal Component Analysis. 

 

The Table 8, explain the inter-relationship that exist between the components variables that 

serves as explanatory variables to others. It was divulged from the table that there is a 
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positive significant relationship between TETfund, GPC, MPS, LRC at P < .001,1 tailed 

significant figures at 99% confidence level. 

 
     Figure 5 

The diagram above explained the component rotational analysis of all the components 

variables under-consideration. It revealed the level of significant of each variable based on 

the height attained in the box. It also explained the cluster relationship between the 

explanatory variables. From the table it can be deduced that LRC, CV RAUF are the major 

dimensions that contribute significant improvement to the college IGR as their eigen- value 

are within 1 and 0.50. Similarly, GP, MPS, TETfund, CED, POC, HACV and ATF clustered 

together, indicates that though they are not contributing huge amount to IGR of the college 

but they have similar contribution to the increase in the institution IGR as they all fall within 

0.5 and 0. Similarly, LRC, RAUF and CV clustered together in the diagrammatical 

representation above which explained that the three variables are also contributing in the 

same or similar manner to the development of IGR in the institution. It was also observed that 

there contribution is not as significant relative to the contribution of TETfund, GPC, MPS 

and LRC respectively.     

After identifying the various sources of IGR with help of the respondents, and determining 

from their responses the most significant, less significant and average sources of IGR for 

Yaba college of technology, it is important to investigate the challenges that hinder the 

functionality of these sources in order to have a holistic view of their importance and 

difficulties. The under-listed were identified by the respondents as most significant 

challenges. 
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Table 9: Challenges encountered in the generation of internally generated revenue in 

Yaba College of Technology 

 

From Table 9, government policies/control on school fees increases and other charges does 

not permit schools to maximize this means as a way of improving IGR, Yabatech like every 

other schools is limited in the amount of funds it can generate from students as a public 

institution, and this is seen as a challenge truly by only about 22% of the respondent who 

agree while 55% disagree to this notion and about 23% strongly disagree. This brings the 

probability of insignificance of this challenge to about 78%. 

The second challenge is the lack of management total commitment to switching from the 

tradition core duties of research/teaching and learning to commercializing some of its 

activities. The academia seems to be doing a lot of free research work including using their 

personal and school funds for publications and research funding. Even though, only 30% of 

the respondents agree that this is really a challenge to IGR for Yaba-tech while 51% and 20% 

disagree and strongly disagree respectively, it is worth noting that the academia must institute 

a better relationship with the corporate world for research funding, this will not only boost 

IGR for the company, it will also ensure that researches are directed towards resolving 

immediate realistic corporate problems. 

In addition, Students willingness to enroll in Yabatech programs is also identified as a form 

of challenge to its IGR, about 56% of the respondents agree while 33% and 11% disagree and 

strongly disagree respectively. Delays in payment of levies imposed on traders on various 

campuses is agreed to be an hindrance to IGR generation by about 48% of the respondents 

while 52% (40% agree and 12% strongly agree) disagree with its significance. Finally, staff 

 

1. Government policies/control on school fees increases and other charges does not allow 

for charging full cost recovery fees. 

 

2. Lack of management total commitment to switching from the tradition core duties of 

research/teaching and learning to commercializing some of its activities 

 3. Low enrolment of Students 

 4. Delays in payment of levies imposed on traders on various campuses 

 5. Staff (manpower) capacity. 

 

 1 2 3 4 

Revenue Generation Challenges 

Strongly 

Agree 

Agree Disagree Strongly 

Disagree 

1 

Government policies/control on school fees 

increases and other charges does not allow for 

charging full cost recovery fees 3% 19% 55% 23% 

2 

Lack of management total commitment to 

switching from the tradition core duties of 

research/teaching and learning to 

commercializing some of its activities 3% 27% 51% 20% 

3 Low enrolment of Students 27% 29% 33% 11% 

4 

Delays in payment of levies imposed on traders 

on various campuses 17% 31% 40% 12% 

5 Staff (manpower) capacity 26% 25% 29% 19% 
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capacity is seen as a factor determining IGR accuring to a school as it affects its reputation, 

productivity and innovations. Respondents are almost evenly distributed across the four 

responses, 26% agree and 29% strongly agree while 29% and 19% disagree and strongly 

disagree respectively. 

4.3.3   Analysis Of Research Question Three: 

Respondents were asked to indicate to what extent they agree to the following ways of 

improving the college‘s IGR which includes the following ways for the College to improve 

its IGR 

1 Business Partnership with Private Sector 

2 Increase in student enrolment slot 

3 Venturing into manufacturing and processing 

4 Providing transport system to various environment for students/staffs 

5 Affiliation with other tertiary institutions 

6 Research and experimental laboratory for external users. 

Table 10: Ways to improve IGR in Yaba-Tech 

 

From the Table 10 it was divulged that more than half of the total respondents (61%) strongly 

disagree with the business partnership with private sector (BPPS) as a way to increase the 

college IGR, while 35% were disagree, only 2% and 1% were agreed and strongly agreed 

respectively. This implies that majority of the respondents does not see BPPS as way to 

increase IGR. This may be as a result of the level of education and awareness of the ways of 

improving IGR. However, it was discovered from the respondents that increase in student 

enrolment slot will not increase Yaba-tech IGR as 29% of the total respondents strongly 

disagree and 43% disagree with the research question with the minority agree and strongly 

agreed with 19% and 9% respectively. This implies that increase in student enrolment slot 

will not increase the IGR of the college but rather increase its maintenance cost and more 

burdens on existing college facilities. It was further discovered from the responses of the 

various respondents under study that venturing into manufacturing and processing will 

enhance the IGR of the college, as more than half of the total respondents (63%) were of 

 

 1 2 3 4 

Ways the College can improve its IGR Strongly 

Agree 

Agree Disagree Strongly 

Disagree 

1 Business Partnership with Private Sector 1% 2% 35% 61% 

2 Increase in student enrolment slot 9% 19% 43% 29% 

3 

Venturing into manufacturing and 

processing 63% 29% 7% 0% 

4 

Providing transport system to various 

environment for students/staffs 53% 8% 37% 3% 

5 Affiliation with other tertiary institutions 39% 11% 46% 4% 

6 

Research and experimental laboratory for 

external users. 8% 2% 31% 59% 
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strong assertive opinion that it will increase the IGR of the college, 29% of the respondents 

also agreed. While 7% of the respondents were dissonance with the assertion. This implies 

that respondents see venturing into manufacturing and processing activities as a way to 

increase IGR of the institution due to the location of the institution and the available human 

resources as well as research and development that will make it feasible. 

The result also revealed that Yaba-tech IGR will increase if it engaged in providing transport 

system to various environment for students/staffs in the institution as 53% of the total 

respondents strongly agreed to this method, 8% sees it as a better way to increase IGR, while 

37% disagree, only 3% of the total respondents strongly opposed this method of increase the 

college IGR. This implies that majority of the respondents sees the provision of such services 

as win-win approach. That is, as the college is providing the service with the motive of 

increasing IGR, staff and other members of the institution will also be enjoying the services. 

It will also offer the member of the college the opportunity to get to school on time and 

discharge their responsibilities. The outcome of the survey also revealed that Affiliation with 

other tertiary institutions will neither increase nor decrease the IGR of Yaba-tech as 

cumulative larger percentage (50% ) of the total respondents agreed and disagreed (50%)  in 

that order. This implies majority of the respondents neither see Affiliation with other tertiary 

institutions as means for increasing IGR nor decreasing it.  

Lastly, it was divulged from the result of the analysis that Research and experimental 

laboratory for external users is insignificant to IGR increase. As significant percentage of 

respondents (cumulative percentage of 90%) disagree with the assertion and only 10% of the 

total respondents agreed to the assertion. This implies majority of the respondents never 

considered Research and experimental laboratory for external users as a way for increasing 

IGR in the college. In conclusion, it was discovered that from the analysis that Venturing into 

manufacturing and processing and providing transport system to various environment for 

students/staffs are the major areas where Yaba-tech can venture into to increase its IGR.  

5.  Conclusion 

Based on the analysis of the respondents on the subject matter, how to improve internally 

generated revenue of Yaba College of Technology, Yaba through public-private partnership. 

TETFund is the most significant source of IGR to a very large extent. It was concluded that 

Venturing into manufacturing and processing with other private sector by contributing human 

and research development and Affiliation with other tertiary institutions in running some 

educative programs are the major significant public-private partnership ways of improving 

the IGR of Yaba college of technology.  There is strong agreement that business partnership 

with private sector Research and experimental laboratory for external users will be the way 

forward to improve IGR in the college. 

5.1 Recommendations 

The following recommendations are made based on the data collected and analyzed in the 

previous chapters & also based on the suggestions proffered by some of the respondents.  

1. Yaba college of technology as an institution and citadel of learning need to use its 

research and development strength to improve its IGR as it worth noting that the 

academia must institute a better relationship with the corporate world for research 

funding, this will not only boost IGR for the company, it will also ensure that 

researches are directed towards resolving immediate realistic corporate problems. 
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2. The Management of Yaba college of technology should put in place effective 

measures that would ensure every IGR sources that contributes at least some amount 

of revenue on the activities of the college are efficiently managed and improved on 

significantly to ensure long-term sustainability.  

3. The government should provide financial support through scholarships to those 

students with poor financial background whiles management on its part allow for 

flexible terms of payment for such students to avoid pilling up of students debts 

(resulting from full cost recovery policy) that would in effect reduce the Internally 

Generated Revenue. 

4. The research also recommend that public-private partnership in the area of 

manufacturing and processing, transportation services and accommodation services 

will go a long way in boosting the internally generated revenue of the college and also 

serve the purpose of its existence. This was substantiated in the previous chapter of 

this study under factor Analysis where it was discovered from the respondents‘ 

analysis that Manufacturing and processing (MPS)  has contributed little/nothing to 

the IGR of the institution.  

5. The management of the institution should put in place measures to enforce payment 

of levies on commercialize traders and workspace occupants to improve upon the 

contribution of such Internally Generate Revenue sources.  

6. The research outcome also recommend that the management of the institution should 

manage these major areas of IGR; TETfund, Sales of admission form (ATF), Hiring 

of auditorium & conference facilities (HACV), Residential, academic user facility 

fees paid by full-time students and fees paid by part-time students (RAUF) very well 

and ensure that nothing should serve as a stubbing blocks prevent it from getting 

revenue.  If there is proper monitoring and control strategies in the following sources 

aforementioned then the sky is the limit for tremendous increase in IGR for the 

institution.  This can be substantiated from the factor analysis conducted on which 

sources of IGR gives more revenue and it was divulged that From the extraction 

column, it was divulged that TETfund, Sales of admission form (ATF), Hiring of 

auditorium & conference facilities (HACV), Residential, academic user facility fees 

paid by full-time students and fees paid by part-time students (RAUF) respectively are 

the major factors that contributed tremendously to the IGR of the institution for the 

period under consideration.    

The study might open up the avenue for further research in this field of interest. The study 

focused on one federal institution in Lagos state, future research in this area may focus on 

more than one federal institution in the state and how localization/commercialization features 

environment can be of advantage for them in increasing their IGR via diversification. The 

research serves as a reference to both under-graduate and post-graduate student. This study 

serves as a eyes-opener to the management of  Yaba college of Technology, Yaba on areas 

that gives more IGR and potential areas of focus in increasing the IGR of the college.  The 

study informs the management the importance and significance of each source of IGR and 

how public-private partnership can be used to increase internally generated revenue of the 

institution. The study also provides needed strategies that would enhance and improve the 

present IGR of the college.  
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Abstract 

The study deals with quality assurance measures on examination administrations in Colleges 

of Education in Edo and Delta States. The study mainly focuses on the effectiveness of 

invigilation, space, time management and adequacy of facilities as quality assurance 

measures in business education examinations in Colleges of Education in Edo and Delta 

States. The study also examined the difference in mean scores of male and female lecturers 

on the quality assurance measures in business education examinations administration in 

Colleges of Education in Edo and Delta States. The descriptive survey research design was 

adopted in the study. The population of the study was made up of the 81 business education 

lecturers in five Colleges of Education in Edo and Delta States. The entire population of the 

study was sampled. Data were collected with the use of a questionnaire and analyzed with a 

mean score ( ̅), standard deviation (SD) and t-test. The analysis of the study revealed that 

invigilation of business education examinations, adequate provision of space, time 

management and adequate supply of facilities for examination administration influenced 

quality assurance measures in business education examinations administration in Colleges of 

Education. It also revealed that there is no significant difference in the measures of male and 

female lecturers on quality assurance measures in business education examinations 

administration in Colleges of Education under study. Based on the findings, the researcher 

recommended that: Government should take the issue of business education programme 

seriously to enhance quality assured business education graduates. An adequate supply of 

training facilities should be provided by the government based on NCCE specifications to 

enhance quality training and competent NCE graduates. Examination disciplinary units of 

every institution should be up and down in discharging their duties to enhance quality 

examination administrations. Adequate time management should be encouraged and 

practised during examination administrations in tertiary institutions. Competent and focused 

lecturers should be involved in invigilation and supervision of examination in a tertiary 

institution. The use of modern technological facilities such as CCTV cameras and other 

computer operated devices should be installed in an examination hall, as it will help to know 

candidates involved in examination malpractices, which are not seen by invigilators during 

supervision. 

mailto:tatiigweh@gmail.com
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Introduction 

The concept of education at any level is geared towards an instructional system that deals 

with teaching, learning and evaluation in a defined environment. National Policy on 

Education (2004) defined higher education as post-secondary education that is offered in 

universities, polytechnics and colleges of technology. It also includes the courses offered by 

the colleges of education; the advance teacher training colleges, correspondence colleges and 

such institutions as may be allied to them. In other words, it is education that is offered at the 

tertiary level of the education pyramid. The strategic position of the colleges of education in 

any national development policy is beyond doubt. The main goal of colleges of education is 

primarily to promote knowledge through research and teaching. Thus, the National Policy on 

Education (2008), specifically identified the goals of business education to: 

a. contribute to national development through high-level relevant manpower training 

b. develop and inculcate proper values for the survival of the individual and society. 

c. develop the intellectual capability of individuals to understand their local and external 

environments. 

d. acquire both physical and intellectual skills, which will enable individuals to be self- 

reliant and useful members of society.  

e.  promote and encourage scholarship and community service  

f. promote national and international interaction. These goals are some of the integral 

parts of business education 

In attaining these goals there is the need for quality assurance. Quality assurance refers to the 

systematic monitoring and evaluation of the various aspects of the programme to maximize 

the possibility of achieving programme goals. The quality of these goals is measured through 

tests and examinations. Tests are commonly used in association with cognitive goals to 

review students achievement concerning a common body of knowledge associated with a 

discipline or programme. Placing value to measurement is through evaluation of learner 

which could be formative or summative at the NCE level (Omoroguiwa, 2006). 

The formative evaluation takes place during the programme or when teaching and learning 

activities are in progress. Similarly, the summative evaluation refers to the assessment of the 

learning outcome of students at the end of a specified period of training or the end of a 

programme. These forms of evaluation, ascertain how far the objectives of the unit, course or 

programme have been achieved through examinations. Examinations are a very significant 

aspect of teaching and learning. Without examinations, the lecturer will not be able to 

identify the extent to which instructional objectives have been achieved qualitatively. This 

quality assurance is measured through examinations of the input, output, process and content 

elements of teaching and learning (Onyesom, 2013). The input element includes teachers, 

equipment, funds, infrastructures and supervisors. The output elements are the school 

products, student's achievements, skills, attitude and general behaviour. The processing 

element includes the system, pedagogy, teaching/learning interactions among others while the 

content is the overall curriculum. The systematic and consistent interaction of these elements 

established the measures of an institutions reputation, image and credibility. 

For examinations to be valid, reliable and useable as a potent instrument for judgment of 

knowledge, every student must be devoid of all forms of malpractices. This is to ensure that 
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whatever grades or certificate a learner is given is a true reflection of the attributes possessed 

by such a student. To this end, Colleges have various supervisory and monitoring bodies that 

ensure that regulations, as stipulated in student's handbook that guides the conduct and 

practice of examinations, are enforced. 

Colleges of Education programmes despite these numerous stipulations in the handbook and 

efforts of monitoring bodies are faced with various cases of examination malpractices. Such 

cases are visible in overcrowded classrooms with a large number of students seating on few 

pews provided, some on the bare floor and others by window frames during examinations to 

mention, but a few. This practice makes examination invigilation very difficult, clumsy and 

unpredictable. Similarly, halls provided are often inadequate in space or dilapidated which 

bring about ineffective time management during business education examinations. Most 

Colleges also resort to improvising visuals, audiovisuals, typewriters, computer systems and 

related equipment as an alternative to practical to accommodate the students' population who 

are made to pair or share such gadgets during examinations. These challenges negate best 

standard practices and encourage large scale examination malpractices amongst students in 

the Colleges of Education. Moreso, it relegates the principles and compromises quality 

assurance for the teeming NCE graduates that are thrown into the Nigeria labour market 

annually. Therefore, it is the intent of this discourse to do a review of the various quality 

practices in the programmes and procedures against global practices in examination 

assessment and recommend for Colleges of Education.  

The Problem 

In recent times, there seems to be a precipitous fall in the standard and quality of NCE 

graduates in Nigeria due to examination mal-administration, high rate of student explosion, 

overstretched facility, space, time and invigilation among others. The issue of over 

overcrowding is a common feature in the Colleges of Education due to the quest for higher 

education by most parents who place high premium to business-related disciplines. The 

alarming student/lecturers space ratio and effectiveness of invigilation during the conduct of 

examination is another obvious challenge. If quality assurance during examination in terms of 

classroom spaces provided, invigilation, time management, limited/dearth facilities, visuals 

and audio-visual equipment cannot be effectively applied for business students during 

examinations then malpractice is encouraged. Students naturally take advantage of these 

situations to cheat during examination individually and collectively in ways and manners that 

portend a serious quality assurance issue. 

Of course, the moment these quality measures are lost, the relevance and examination 

administration loses validity. Although various experts have identified some quality 

assurance measures in business education examinations administration, the decay is still 

there. What could be responsible for these challenges? 

Research Questions 

1. To what extent does time management influence quality assurance measures in 

business education examinations administration in Colleges of Education in Edo and 

Delta States? 

2. To what extent do adequacy of facilities influence quality assurance measures in 

business education programme in Colleges of Education in Edo and Delta states 
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Hypothesis  

The following null hypothesis was tested at 0.05 level of significance: 

There is no significant difference between the mean scores of male and female lecturers on 

the quality assurance measures in business education examinations administration in Colleges 

of Education in Edo and Delta States 

Review of Literature 

Conceptual Framework 

Concepts of Quality and Quality Assurance  

Quality is a term that reflects the primary commitment of any organization, mostly 

educational organization. It embraces all functions and activities, such as, quality of teaching, 

training and research; quality of learning (quality of students); or quality of governance and 

management, to mention just a few (Craft, 1994). Quality is the ability or degree with which 

a product, service, or phenomenon conforms to an established standard and which makes it to 

be relatively superior to others. An institution is said to be of quality if it achieves its mission 

and meets the expectations of its stakeholders. This involves a judgment both on the 

pertinence of the mission and on whether it is fulfilled or not. It stresses the quality of the 

educative produce as measured by the acquired knowledge of the graduates, their ease in 

finding work, or their social performance. There is less interest in the process (teaching) than 

in the results (learning). If quality is the meeting of requirements than quality can only be 

measured if these requirements are known and defined. By defining requirements, the 

standards to be achieved are set (New Zealand Qualifications Authority, 1992). Concerning 

education, quality implies the ability or degree with which an educational system conforms to 

the established standard and appropriateness of the inputs available for the delivery of the 

system (Vaziri, 2001; Uvaxh, 2005 and Kasirimi, 2005). Quality in education therefore 

means the relevance and appropriateness of the education programme to the needs of the 

community for which it is provided. 

Quality Assurance (QA) is a term that is used by all works of life; it means different things to 

different groups and people. It is the process whereby consistency is met. Centrex (2004) 

defined quality assurance as to how an organization confirms that conditions are in place for 

students to achieve the standards set by the training organization. Fabiano (2012) defined 

that, Quality assurance (QA) relates to coordinated activities that manufacturing or service 

industry implements to control, through monitoring and evaluation, the quality of planned 

outputs or desired results. QA, therefore, aims at ensuring that the quality of products, 

outputs, or services is not achieved by chance but rather by choice. Ajayi and Akindutire 

(2007) opined that QA is about consistency meeting product specification or getting things 

right. Quality assurance in the school system implied the ability of the instructions to meet 

the expectations of the users of manpower about quality of skills acquired.  

Adeogun and Osifila (2010) supported the above definition of QA as: 

―A management function which deals with setting policies and running an 

administrative system of management controls that cover planning, 

implementation and review of data collection activities and the use of data in 

decision making. It is a process-driven approach with specific steps to help 

defined and attain goals‖.  



Proceedings of the 14th Annual International Conference 

 392 

 

Summing up all the definitions stated above, QA in education can be described as a 

regulatory programme to guarantee, maintain and continuously improve the quality of 

academic performance based on specific guidelines and constant assessment of the whole 

system. Such a pro-active plan usually covers series of activities-quality planning, quality 

control, quality audit, quality management, quality enhancement, quality assessment, total 

quality management and quality culture (Frazer, 1992; Mochal, 2005 and UNESCO, 2007). 

The parameters are expressed in Quality planning, quality control, quality audit, quality 

management, quality enhancement, quality assessment, total quality management and quality 

culture. 

Quality Assurance’s and Accreditation 

Quality assurance is a prerequisite for accreditation. Higher education institutions are 

constantly evolving and changing, accreditation is based on an evaluation done at a specific 

point in time, normally concerning a specific area of the institutions (a course or faculty and 

facility). This normally leads to the awarding of certificate or recognition that the institution 

or apart, therefore, meets certain standards. When accrediting, quality assurance should be the 

guarantee that the standard measurement in the accreditation process can be upheld in the 

long term. Thus accreditation cannot be said to be complete unless the three steps outlined in 

the Quality Assurance and Accreditation policy are enacted and the process is seen as 

ongoing. The importance of accreditation for students can be stated in three points: (i) 

Accreditation provide students with programs, which are clearly defined and appropriate.   

(ii) Accreditation provides added assurance that the program in which students are enrolled or 

are considering enrolling is capable of achieving what it sets out to do. 

(iii). Accreditation facilitates the mobility of students because it provides the higher 

education institutions with independent approval of the various programs at other institutions 

where a student can come from. This can lead to the development of pre-recognition of 

degrees. Accreditation must facilitate the recognition of degrees and programmes in other 

countries and thus facilitate the mobility of graduates.  

Nature and Purpose of Quality Assurance in Colleges of Education 

Quality assurance procedures at the NCE level as earlier established can serve two major 

purposes: improvement and accountability. There is an uneasy balance between both 

purposes, which frequently raises the question of incompatibility (Vroeyenstyn, 2005). 

Accountability as a summative approach: "A central aspect of accountability in any form is 

that of 'rendering and account' of what one is doing about goals that have been set or 

legitimate expectations that others may have one's products, services or processes in terms 

that can be understood by those who have a need or right to understand "the account". For the 

reason, accountable is usually, if not always, linked to public information and judgments 

about the fitness, the soundness or level of satisfaction achieved (Middlehurst and 

Woodhouse, 2005). Quality procedures for accountability purposes are based on criteria set 

down by external authorities and institutions. They aim at strengthening external insight and 

control, with the possibility of under-taking external corrective action, if necessary. Quality 

assurance for accountability implies the use of a summative approach. Where this approach 

predominates, reports include explicit statements of outcome and are published (Billing, 

2004).   
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Quality assurance for improvement purposes implies a formative approach. The focus is not 

on control but on the improvement of quality where this approach is predominant, the reports 

are written for an academic audience and the emphasis is on the recommendation. This 

approach is typical in those countries where the higher education sector is subject to strong 

state regulations, as in Nigeria and continental Europe (Billing, 2004). 

The Content of Quality Assurance and Colleges of Education Programmes in Nigeria; 

In Nigeria, the aim for the establishment of Colleges of Education is to meet the minimal 

level manpower in teacher education for the award of Nigeria Certificate in Education (NCE). 

Every College of Education is expected to offer courses or programmes and conduct 

examination to meet standard best practices. But some examinations are conducted under 

conditions that do not address the fundamentals of quality. Programmes.  To this end, Agih 

(2013) advocated the use of quality assurance parameters during examinations such as time 

allocation/management, equipment, invigilation adherence, adequate hall, spacing, facilities 

among others towards accountability in the internal measures aimed at checking examination 

malpractices. 

The internal measure is concerned with in-built self-regulating factors while the external 

measures, consists of the role of the National Commission for College of Education (NCCE). 

According to Sahisu and Olusanya (2006), the link between the availability of facilities for 

examination and minimum standards is very strong. No examination can be adequate without 

adequate/availability of the facility. These facilities are very essential to fast track the 

attainment of quality of examinations administrations in the Colleges of Education. When 

such facilities are provided it would motivate lecturers and students more to key into best 

practices during the examination.  

Quality Assurance and its Application in Higher Education 

“An examination of a knife would reveal that its distinctive quality is to cut, 

and from this, we can conclude that a good knife would be a knife that cuts 

well‖. Aristotle 

The application of Quality Assurance in the sphere of Higher Education, while having the 

same base objectives of defining and recognizing quality, is somewhat complicated by the 

important socio-economic role that education plays in developing local, national and global 

societies. Quality is the distinguishing characteristic of guiding students and higher education 

institutions when receiving and providing higher education. The integration of Quality 

Assurance principles into higher education has become a European wide issue since the need 

for a clear QA and Accreditation system was laid out as one of the aims of the Bologna 

Process. This move towards integrating QA into higher education has benefited institutions 

and students by setting out to achieve a model in the international co-operation in higher 

education, which improves the quality, transparency, comparability of degrees, and studies 

that have been involved in the process. The benefits that can be gained therefore by having a 

recognized quality assurance process at a course, faculty, the institutional and national level 

is clear for the institutions, students, academics and society at large. 

Quality also in higher education is often described as the totality of features and 

characteristics of a service that bear on its ability to satisfy stated or implied needs. Quality in 

higher education, according to Article 11 of the World Declaration on Higher Education 

published by the United Nations (2004), is a multi-dimensional concept, which should 

embrace all its functions and activities: teaching and academic programmes, research and 

scholarship, staffing, students, buildings, faculties, equipment, services, the community and 
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academic environment. It should take the form of internal self-evaluation and external 

review, conducted openly by independent specialists, if possible with international expertise, 

which is vital for enhancing quality. Independent national bodies should be established and 

comparative standards of quality, recognised at international levels should be defined. Due 

attention should be paid to the specific institutional, national and regional contexts to take 

into account diversity and avoid uniformity. Stakeholders should be an integral part of the 

institutional evaluation process.   

Theoretical Framework 

Empirical Study 

Onyeson and Umoeshiet (2013) carried out an empirical study on strategies considered 

effective for quality assurance measures in business education programmes in Nigeria 

Universities. A survey design was. They used a sample of 68 respondents in South-South 

Nigeria universities in the case study guided by three research questions. Four-point scale 

questionnaire with a reliability coefficient of 0.84 using Crombach Alpha analysis was 

adopted. Mean and the standard deviation was used for data analysis at 0.05 significance 

level using the z-test statistic. The study found that moderation of examinations, facilities, in-

service training of invigilators and proper funding among others were rated as effective 

strategies for quality assurance in business education.  

The study recommended among others that the entire strategies put in place for assuring 

quality in business education should be properly monitored and regularly appraised in terms 

of effective control to achieve desired results. This work is related to the present study as it 

exposed moderation an examination parameter, level of invigilators education and facilities 

as variables that can affect positively the quality assurance strategies of business education 

programmes in Nigeria Universities. This study though in agreement with   Ejeka and Nwosu 

(2013) who observed that adherence to standards and best practices had a significant 

relationship between best practices and effective quality measures; it was carried out in a 

University while the present study is in Colleges of Education system in Southern Nigeria.  

Igbinedion and Ojeaga(2013) carried out a study on students and lecturers' perception of the 

role of quality assurance of government agencies and strategies in quality assurance in 

business education in government universities in Edo state. The roles of NUC and SIWES, 

two government agencies were considered in achieving quality assurance in business 

education programmes in two public universities in the mentioned state. The population of 

469 comprised of final year students and various categories of lecturers were used. The study 

employed a descriptive survey design and a sample of 148 arrived out through systematic 

sampling and a segment of population size. Questionnaire, mean and standard deviation was 

also employed with a reliability coefficient of 0.75. It was found that both students and 

lecturers had positive perceptions about these government agencies in supporting quality 

assurance measures in business education. But Lecturers had higher perceptions than 

students. 

The study recommended continuity of the quality assurance strategies of these universities to 

sustain the culture in line with global best practices. This study is related to the current study 

in terms of the enthronement of quality assurance measures in tertiary institutions in Nigeria. 

However, it was carried out in two universities of the same state with categories of 

respondents' parameters while the current study is in two states in Nigeria, Colleges of 

education and lecturers only as respondents. However, the tertiary institution status brought 

in a strong relationship with the present study. 
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Research Question One 

To what extent does time management influence quality assurance measures in business 

education examinations administration in Colleges of Education in the Edo States? 

To answer the above research question, the mean score ( ̅) and standard deviation (SD) were 

employed. The data collected from the respondents' answers to item 21 to 30 of the 

questionnaire were used. The result is presented in table IV.   

Table IV: Mean Distribution of Respondents Response to the Extent Time Management 

Influence Quality Assurance measures in Business Education Examinations 

Administration in Colleges of Education  

S/N Items Mean ( ̅) Standard 

deviation (SD) 

Remark 

21 Lecturers provide proper orientation  

for business students before any   

Business Education Examination in 

your college of education  

3.31 21.65 Accepted 

22 Lecturers ensure that Examination 

time of Business Examination courses 

is strictly adhered to in your 

department 

3.70 27.15 Accepted 

23 Lecturers  ensure proper coordination 

of  allocated moderated  time during 

Business Education Examination in 

your college of education 

3.47 23.45 Accepted 

24 Time allocated to Business Education 

Examination based on the nature and 

credit units of the course in your 

college of education 

3.53 25.67 Accepted 

25 Lecturers  ensure time management as 

a key component of quality assurance 

measure in Business Education 

Examination in your college of 

education 

3.49 25.60 Accepted 

26 Lecturers   of Business Education 

during Examinations in your college 

engage the Principles of Just-in-Time 

approach in managing examinations 

administrations  

3.77 29.10 Accepted 

27 Lecturers  apply proper classroom 

management during business 

education examination in your college 

of education 

3.46 24.46 Accepted 

28 Lecturers  who serve as Invigilators 

timed by Coordinator during Business 

Education Examinations  in your 

college 

3.49 24.86 Accepted 
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29 Some Lecturers  use less time for  

practical courses during  Business 

Education Examinations in your 

college of education 

3.47 22.86 Accepted 

30 Lecturers  apply time management as 

a valuable  resource for measuring 

standards during Business Education 

Examinations in your college of 

education 

3.42 22.20 Accepted 

 Average  3.51 24.70 Accepted  

Source: Fieldwork, 2020.  

Collectively, the above analysis revealed that the calculated average means score ( ̅) is 

greater than the benchmark (3.51>2.50). Since the calculated average mean score ( ̅) is 

greater than the benchmark, it is accepted that time management regarding examination 

administrations in Colleges of Education, influence quality assurance measures in Business 

Education Programme. Moreso, none of the specific analysis has a mean score ( ̅) less than 

the benchmark. This indicates that quality assurance measures in Business Education 

examination administrations depend on adequate time management.   

Research Question Two  

To what extent do adequacy of facilities influence quality assurance measures in business 

education programme in Colleges of Education in Edo and Delta States? 

To answer the above research question, the mean score ( ̅) and standard deviation (SD) were 

employed. The data collected from the respondents' answers to item 31 to 40 of the 

questionnaire were used. The result is presented in Table V.   

Table V: Mean Distribution of Respondents Response to the Extent Adequacy of 

Facilities Influence Quality Assurance Measures in Business Education Programme in 

Colleges of Education 

S/N Items Mean ( ̅) Standard 

deviation (SD) 

Remark 

31  Are there functional and up-to-date 

secretarial laboratories and 

examination halls for Business 

Education Students Practical 

Examinations in your college 

2.47 12.34 Rejected  

32 The ICT laboratories well equipped  

for  Business Education students  

practical Examinations in your 

college of education 

2.27 12.58 Rejected 

33 Funding a key component towards 

ensuring ICT compliance for quality 

assurance during Business Education 

Examinations. 

3.32 21.19 Accepted 

34 There steady power supply and 

internet connectivity for Business 

Education Examinations 

2.52 12.33 Accepted 
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35 SIWES participation  and  

supervision gave adequate  attention 

it deserves by lecturers and students 

of Business Education 

3.40 24.30 Accepted 

36 Every lecturer‘s offices in business 

education met the NCCE minimum 

standard in your  colleges of 

education  

2.47 11.78 Rejected 

37 The staff workrooms  for Business 

Education Lecturers well equipped in 

your college of education 

2.38 11.40 Rejected 

38 Business Education Lecturers 

sponsored and re-trained for 

conferences and vocational related 

programmes within and outside the 

country 

2.33 10.91 Rejected 

39 There functional Entrepreneurial 

Centre in the Department of Business 

Education in your college of 

education 

1.85 8.07 Rejected 

40 There are adequate and qualified 

academic and non-academic  staff  in 

the department of Business Education 

2.00 11.05 Rejected 

 Average  2.50 13.60 Accepted  

Source: Fieldwork, 2020.  

Collectively, the above analysis revealed that the calculated average mean score ( ̅) is equal 

to the benchmark (2.50 = 2.50) since the calculated average mean score ( ̅) is equal to the 

benchmark, it is accepted that, adequacy of facilities influence quality assurance measures in 

business education programme in colleges of Education. However, the specific analysis 

showed that items 31, 32 and 36 to 40 were rejected and items 33-35 were accepted. This 

means that adequate supplies of facilities are needed to maintain quality assurance measures 

in business education programme in the College of Education.   

Presentation, Testing and Interpretation of Research Hypothesis  

Research Hypothesis  

Ho: There is no significant difference between the mean scores of male and female 

lecturers on the quality assurance measures in Edo and Delta States  

To test the above hypothesis, t-test was employed. It was performed at 0.05 alpha level of 

significance. Data collected from the respondent's response to items 41-50 of the 

questionnaire were used. The result is presented in table VI. 
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Table VI: Summary Table of t-test Analysis showing the Difference between the Mean 

Scores of male and Female Lecturers in Business Education Examinations 

Administrations in Colleges of Education in Edo and Delta States  

Respondents Population 

(N) 

Mean 

( ̅) 

Standard 

Deviation 

(SD) 

DF t-test 

table 

value 

t-test 

calculated 

Decision 

Male 46 3.13 13.60  

79 

 

1.96 

 

0.0124 

N
o
 

si
g
n
if

ic
an

ce
 

d
if

fe
re

n
ce

 

Female  35 3.14 11.91 

Source: Fieldwork, 2016.  

From the table above, the t-test calculated value of 0.0124 is less than the t-test table value of 

1.96 (0.0124<1.96). Hence, the null hypothesis is retained. This implies that there is no 

significant difference between the mean score of male and female lecturers on the quality 

assurance measures in business education examination administration in Colleges of 

Education. 

Findings  

The analysis of research question one revealed that time management regarding examination 

administrations in colleges of education, influence quality assurance measures in Business 

Education Programme. This finding is in agreement with the findings of Quek (2001), 

Mullins, Ugwulashi (2011) and host of others. According to Quek (2001), he believed that 

improper time planning may affect time management and quality assurance because 

management must always learn to adopt the best of time in ensuring good standards and 

quality control measures in Business Education Programme activities. Mullins (2005), opined 

that time management principles ensure that there is proper classroom management that 

would have a dramatic effect on the expected outcome of both the teachers and the students. 

In the work of Ugwulashi (2011), he opined that time management helps institutions 

administrators to improve standards, save cost, remedy poor situations, leads to value and 

above all harmonizes organization focus.  

The analysis of research question two revealed that adequacy of facilities influences quality 

assurance measures in business education programme in Colleges of Education. These 

findings are agreement with the findings of Adeboyeje (1990), Ogunsanju (1990), 

Odogwu(2004), Agih (2013), McLeod, Fisher & Hoover (2013) and host of others. 

According to Adeboyeje (1990) and Ogunsanju (1990), they opined that most schools 

facilities are however in a state of disrepair apart from their inadequate provision, size and 

poor maintenance; such students exploit it to cheat in the examination. Odogwu (2004), it is 

observed that many business education programmes still use conventional tools that have 

become out modelled instead of using modern technological devices in carrying out business 

education programme activities. Agih (2013) advocate the use of facilities (modern) as 

quality assurance parameters towards accountability in the internal measures that are geared 

at checking examination malpractices. McLeod, Fisher and Hoover (2003) opined that 

availability of facilities influence and direct a constructive stage set for instruction activities 

and supervision of examination.  
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The hypothesis tested in the study revealed that there is no significant difference between the 

mean scores of male and female lecturers on the quality assurance measures in business 

education examinations administration in Colleges of Education in Edo and Delta States. This 

finding is in agreement with the findings of Barnet (2002) and Adebayo (2006). Barnet 

(2002) opined that quality assurance implies a determination to develop a culture of quality in 

an institution of higher education so that everyone is aware of his part in sustaining and 

improving the quality of the institution. Adebayo (2006) considers quality assurance a way of 

measuring, improving and maintaining the quality of any human activities that has value. 

This implies that both male and female lecturers in business education programmes in 

colleges of education are working hard in maintaining quality assurance through their duties.  

Conclusion  

The chapter assesses quality assurance measures on examination administrations in tertiary 

institutions in  Nigeria. The study revealed invigilation of examination influence quality 

assurance measure in Colleges of Education programme, inadequate provision of space for 

examination administrations, adequate and proper time management for examination 

administrations, adequacy of facilities will enhance quality assurance measures of the 

programmes in Colleges of Education. The discourse will positively influence educational 

planners and administrators plan for effective provision of facilities for colleges of education 

in Nigeria regarding NCCE standards. It will also enable the management and school 

administrators to direct their duties towards maintenance and up-dating of facilities for the 

programme effectiveness. To lecturers, the discourse will help them focus effectively on the 

supervision of examinations and regulate invigilation inadequacies during examination 

administrations in Colleges of Education. On the part of students, they will learn the 

principles and tenants of discipline in the examination, enable counsellors counsel students 

on the effect of examinations malpractices. Again these the discourse will help the 

government provide the necessary facilities such as ICT materials, space, buildings among 

others for impacting the needed skills and knowledge for productiveness in the world of 

work. 

Recommendations  

1. Adequate time management should be encouraged and practised during examination 

administrations in tertiary institutions. 

2. Competent and focused lecturers should be involved in invigilation and supervision of 

examination in a tertiary institution. 

3. The use of modern technological facilities such as CCTV cameras and other computer 

operated devices should be installed in an examination hall, as it will help to know 

candidates involved in examination malpractices that are not seen by invigilators during 

supervision. 
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Abstract 

The high rate of unemployment in Nigeria has increasingly become worrisome to the national 

government, where success for student to become self-reliant is very low, and many indices 

from Nigeria Bureau of Statistics prove that the numbers of youths and graduates are 

increasing without relevance to entrepreneurship development. This study will mitigate this 

problems and explore the relationship among university students‟ ability, skill and inclination 

of entrepreneurship education, and entrepreneurial intention through the entrepreneurial 

self-efficacy moderation. The study utilised 421 Distance Learning Students from Ahmadu 

Bello University in Zaria, Nigeria using questionnaire and PLS-SEM software v3.2 for data 

analysis. Entrepreneurship education, entrepreneurial self-efficacy scale, and 

entrepreneurial intention scale were employed to survey the students. Specifically, the 

moderating effect of university students‟ entrepreneurial self-efficacy on the relationship 

between Entrepreneurship education variables (ability, skill and inclination) on 

entrepreneurial intention were explored. The results revealed that entrepreneurial skills, 

entrepreneurial ability was positive and significant while entrepreneurial inclination was 

positive and insignificant on entrepreneurial intentions. The result further showed that, 

entrepreneurial self-efficacy significantly and positively moderate the effect of 

entrepreneurial ability while the moderating effect of entrepreneurial skill and inclination 

was negative and insignificant on entrepreneurial intentions. This study provide a theoretical 

and practical reference for improving the entrepreneurial intentions of university students. 
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1.0 Introduction 

Several countries have invested in entrepreneurship education at universities in order to 

encourage more entrepreneurial intention for student (Walter & Block, 2017; Shi, Yao, & 

Wu, 2019). As the entrepreneurial intention serve as an intention inclination to start a new 

business (Lavelle, 2018) and become a motivational factor for entrepreneurship in general. 

Notable, entrepreneurship contributes to economic growth and social development by 

providing technological innovations, increased economic efficiency, and the creation of new 

jobs (OECD, 2019; Igweh, & Stephen, 2019). Researchers and public policy-makers have 

acknowledged the importance of entrepreneurship as a driver of economic growth, while 

there is a considerable impact of entrepreneurial SMEs that grow to poster competition, 

employment generation and wages, and innovation (OECD, 2018; World Bank, 2019; Hayat, 

Latif, Humayon, Ahmed, & Azeem, 2019). As a result, entrepreneurial intention generation 

has been the focus of many academic studies, thereby, introduce policies and educational 

programs aimed at fostering entrepreneurial activity in academic institutions for effective 

intention of students to emerge as potential entrepreneurs in its short and long-term outcomes. 

Thus, entrepreneurship education (EE) has been identified as one of several important 

antecedents of entrepreneurial intention (EI), that served as an antecedent of entrepreneurial 

behaviour itself (Lavelle, 2018; Taekyung, 2019; Ramayah, & Haurn, 2005). Accordingly, 

being regarded as the process whereby individuals learn the inclination concepts, skills, and 

abilities needed to recognize entrepreneurial opportunities and take action (Baluku, Matagi, 

Musanje, Kikooma, & Otto, 2019; Balmaceda, 2018). Understanding the impact of 

entrepreneurship education on entrepreneurial intention in developing countries is important 

and timely as these countries are actively attempting to develop their economies (Ndofirepi, 

Rambe & Dzansi, 2018). Therefore, in order to fully understand its role, however, there is a 

needs to understand whether, and possibly to what extent, this entrepreneurship education 

contributes to entrepreneurial intentions of student in tertiary institution, particularly, for 

Nigeria which is characterised by high level of unemployment and underemployment. This 

can be narrow by assessing the interaction of student self-perceptions of personal abilities, 

inclinations and skills in performing certain tasks on career decisions. These perceptions are 

often referred to as self-efficacy, and accordingly based on social learning theory by 

Bandura's (1977) reveal a link between self-efficacy and intention to career decision. 

That would lead to the creation of nascent entrepreneurs with skills and abilities needed to 

start-up and curve the adverse effect of unemployment and underemployment. More recently, 

the Global entrepreneurship report (GEM) show that, the region with the highest proportion 

of entrepreneurs expecting medium to high job creation (6 or more jobs in 5 years) 

opportunities is North America (29.5%). The United States, in particular, stands out with 

38.6% of entrepreneurs expecting to generate jobs. North America is followed by Asia and 

Oceania at 21.0%, Europe at 18.5%, and the region of Latin America and the Caribbean at 

18.0%. Africa is at 17.0% (GEM Report, 2019). However, most entrepreneurship education 

studies have failed to monitor the abilities, inclinations and skills associated with higher 

student entrepreneurial intention (Souitaris et al., 2007; Oosterbeek et al., 2010). Nonetheless, 

they fail to consider that these abilities (e.g., Liu, Pei, Ren, & Yu, 2018; Li, & Pan, 2018; Liu, 

2019), inclinations (e.g., Khan, Rasheed, & Alam, 2018; Chin, & Yong, 2017) and skills 

(e.g., Kimball, & Lussier, 2020; Sousa, 2018) accumulated by graduates‘ students may not be 
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the same as those reported by apprentices who grow up in entrepreneurial learning. Followed-

up with earlier Global Entrepreneurship Monitor (GEM) data (2017–2018), and (GEM 2019-

2020) indicates that in innovation-driven economies, and with more efficiency-driven in 

policy making decision, there are more than 50% of entrepreneurs expectation to generate 

medium to high job-creation opportunities in the next five years (Bosma et al., 2020; Bosma, 

& Kelley, 2018).  

But this data from GEM is not favourable for Africa and Nigeria specifically, as the 

percentage of youth without employment, education or training is well below GEM average, 

with low motivational index of (1.5x) compare with North America (5.2x) (GEM Report, 

2017-2018). And for those economics it becomes a simply experience and time lag a recent 

increase in entrepreneurship that is not yet reflected in established activity (Bosma et al., 

2020). (Nasiru, 2015) contents that, the high rate of unemployment in Nigeria has 

increasingly become worrisome to the national government, where success for student to 

become self-reliant is very low, and many indices (e.g. Nigeria Bureau of Statistics) prove 

that the numbers of youths and graduates are increasing (NBS, 2019). Therefore, any failure 

to transact entrepreneurship education on student of higher institutions might imposes high 

costs on society, more so, poorly educated students on entrepreneurship  limit economies‘ 

capacity to produce, grow and innovate. Thus, to mitigate this challenges and reaching the 

above projection is a feasible test for youth in Nigeria, this is because it‘s undeniable fact 

that, this tertiary institution students lacks entrepreneurship education ability, 

entrepreneurship education inclination and entrepreneurship education skills towards start-up 

career decision (Abdullahi, & Bint, 2018). This career choice or intention should have being 

an education for student for the rest of their life. Nonetheless, research analysing the 

relationship between this two construct (i.e., entrepreneurship education and entrepreneurial 

intention) produced mixed results, positive relationship but with a negligible impacts (e.g., 

Baluku et al., 2019; Taekyung, 2019; Vodă, & Florea, 2019; Lavelle, 2018). Several studies 

have also found and documents the opposite, with a negative and discouraging effect (e.g., 

(Passaro, Quinto, & Thomas, 2018; Westhead, & Solesvik, 2016; do Paco et al., 2015; 

Oosterbeek et al., 2010). 

In this view, the EE relationship to EI produces a correlation of r = .143, based on the meta-

analysis by Bae et al., (2014) of 73 studies, 74 samples, and 37,285 respondents. In another 

Meta-analysis by Kim, (2020) showed the forest plot, funnel plot analysis and confirmed 

asymmetric with published errors on the relationship between EE and EI parameter, as the 

research data shows it cannot represent the whole. This two meta-analysis prove the need to 

introduce third variable from the dyadic relationship. Thus, this study introduce 

entrepreneurial self-efficacy as an interaction concept to strengthen the relation between the 

EE and EI because it is part of a prerequisite of an entrepreneur. Such that the differential 

skill, ability and incline accumulated preference may explained by the entrepreneurial self-

efficacy towards the entrepreneurial intention of tertiary institutions students. This is because 

leading theory like Ajzen's Theory of Planned Behaviour which explain entrepreneurial 

intentions, have treat perceptions of entrepreneurial self-efficacy as an important contributor 

to entrepreneurial intentions (Krueger, Reilly, & Carsrud, 2000). 

Additionally, this topic has been studied extensively in the Eastern European and Western 

literature countries, it is much less researched in the context of Africa particularly the 

burgeoning country like Nigeria. Notably, despite extant literature on entrepreneurship 

education, and from the greater understanding and evidence of its effects on EI and 

behaviours are still limited (see, Adekiya & Ibrahim, 2016). Therefore, this study aims to fill 

this gap by addressing the question of whether entrepreneurship education development in 



Proceedings of the 14th Annual International Conference 

 406 

(ability, inclination and skill) in Nigeria, increases the entrepreneurial intentions of students 

in Tertiary Institutions. In this way, the study will contribute to the debate on the effect of 

entrepreneurship education and entrepreneurial intentions of university students. Thereby, the 

study explored the moderating role of entrepreneurial self-efficacy on enhancing 

understanding of the interplay between entrepreneurship educations, on entrepreneurial 

intentions. This is an important issue, because Nigerian graduates are underrepresented 

among the start-up of entrepreneurial businesses. 

2.0 Literature Review and Hypotheses Development 

Intention is identified as the best indicator that could predict planned behaviour especially in 

the condition that the behaviour is hard to be noticed, or has time lags that could not be 

predicted (Krueger et al., 2000). Practically, a growing body of research uses intention to 

predict behaviour within the framework of intention-based model (Vodă, & Florea, 2019; 

Mei et al., 2017; Shirokova, Osiyevskyy & Bogatyreva, 2016; Faylolle, & Liñán, 2014). As a 

concept of psychology, entrepreneurial intention is a subjective attitude of potential 

entrepreneurs who intend to dedicate themselves to entrepreneurial activities, with 

individuals‘ confidence in their entrepreneurial capabilities (Mei et al., 2017; Krueger et al., 

2000; Brice & Spencer, 2007). 

Under the Theory of Planned Behaviour (TPB), EI are based on rational factors, such as 

subjective norms (SN), entrepreneurial attitudes (EA) and self-efficacy (SE) as proximal 

predictors of EI (Ajzen 1991). Puni, Anlesinya & Korsorku, (2018) observed that these are 

powerful predictors of intention and behaviour in entrepreneurship studies, others researchers 

have argued that they were been applied successfully in a wide variety of fields (e.g. Karimi 

et al., 2014). Nevertheless, entrepreneurial self-efficacy have shown much values and been 

transmitted by reference people and it was observe that high self-efficacy of university 

students are highly confident in their chances of successful entrepreneurship and improve 

students' innovation (Wang, China, & Huan, 2019; Newman, Obschonka, Schwarz, Cohen, & 

Nielsen, 2018; Fernández-Pérez et al. 2014). Therefore, it demonstrated that entrepreneurship 

worldwide, is considered both in terms of mind-set ―readiness‖ and framework conditions 

(Bosma, et al 2020). Nonetheless, entrepreneurship does not exist in a vacuum, far from it, 

but to the built up of entrepreneurship education in relation to career decision.  

2.1 Entrepreneurship Education and Entrepreneurial Intention 

Entrepreneurial intentions are entrepreneur states of mind that direct attention, experience and 

actions toward a business concept (Bird, 1988). This is a basic, general definition. However, 

in literature there are no universal definitions on individual‘s entrepreneurial intentions. 

Entrepreneurship education ability, skill and entrepreneurial inclination could be developed 

and shaped to be more suitable for motivating individual to produce higher levels of 

entrepreneurial intention (Mei et al., 2017), in specific contexts especially when individual 

has relatively lower levels of business discontinuance in mind. According to Krueger, Reilly 

& Carsrud (2000), entrepreneurial intentions are seen as the product of an individual‘s 

self‐efficacy, and attitude toward entrepreneurial behaviour (Ramayah, & Haurn, 2005). 

However, according to the results of the literature review on entrepreneurial intentions (see, 

Baluku et al., 2019; Lavelle, 2018; Liñán & Fayolle, 2015), the decision to become an 

entrepreneur is influenced by interaction of several factors, including: entrepreneurship 

education, context and institutions and the entrepreneurial activity.  

Consequently, operational definitions are applied particularly for entrepreneurial intentions 

measurement. According to GEM (Bosma et al., 2012), entrepreneurial intention is defined as 
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a percentage of population who is expecting to start a new business in the next three years 

including those individuals who are currently not involved in entrepreneurial activity (Bosma, 

& Kelley, 2018). The GEM National Expert Survey in 2020 reported that, national experts in 

54 economies were asked on a survey to rank and assess the national environment for 

entrepreneurship under the terms of 12 GEM-defined framework conditions. The result 

showed that ―physical infrastructure rated the topmost well-developed of the framework 

conditions that support entrepreneurship, with Entrepreneurship Education at school level 

universally regarded as the least well-developed, weakest condition‖ (GEM Report, 2020). 

This approach allows researchers to observe the student population and study their behaviour, 

in terms of skills, abilities and incline settings with intention resistances to start-up (Zhang, 

2019; Fernández-Cornejo, et al., 2018; Sousa, 2018; Liu, 2019; Chin, & Yong, 2017).  

Therefore, unemployment and underemployment in Nigeria and others vulnerable countries 

can be tackled through entrepreneurship and the entrepreneurship education, surely beneficial 

to this objective, by getting graduate youth have an entrepreneurial intentions via 

entrepreneurship education, more motivated by abilities, skill and inclinations. Furthermore, 

one of important way of lifting youths out of poverty is through entrepreneurship, since 

youths in general were also more likely to agree that it‘s a best way to earning a living, as 

jobs are scarce which become an important motivation with a balanced portfolio of skill. 

Based on the Theory of Planned Behaviour (Ajzen, 1991) and according to literature review, 

entrepreneurial intention models are prerequisite from entrepreneurial education ability, skill 

and inclination. Thus, the study propose that: 

H01: Entrepreneurship education (ability) has effect on entrepreneurial intention of Students 

H02: Entrepreneurship education (inclination) has effect on entrepreneurial intention of 

Students 

H03: Entrepreneurship education (skill) has effect on entrepreneurial intention of Students 

2.2 Entrepreneurial self-efficacy 

Entrepreneurial self-efficacy refers to individuals‘ confidence in their entrepreneurial 

capabilities (Brice & Spencer, 2007), especially when an individual believed that they could 

achieve more favourable outcome (Boyd, & Vozikis, 1994). Others researchers for example 

Chen, Greene, and Crick (1998) argued that entrepreneurial self-efficacy informed about how 

an entrepreneurs fulfil their roles and accomplish entrepreneurial tasks. This ability are 

critical to determining the practical value of entrepreneurship, because entrepreneurial self-

efficacy compensates for insufficient entrepreneurial capabilities (Mei et al., 2017; Zhang, 

2019; Wang, China, & Huan, 2019), entrepreneurial skill (Balmaceda, 2018; Kimball, & 

Lussier, 2020) and entrepreneurial inclination (Li, & Wu, 2019). Therefore, understanding 

entrepreneurial self-efficacy is crucial for upcoming entrepreneurs (Engel, Dimitrova, 

Khapova, & Elfring, 2014). Many studies for example Puni et al., (2018) have documented 

that entrepreneurial self-efficacy can be acquire through entrepreneurship education, which 

nurture skills, and attitudes. Based on this, Miranda et al., (2017) contents that it exhibit an 

intensive value in behaviours and activities, thus, entrepreneurial self-efficacy can interact 

with entrepreneurship education to predict the entrepreneurial intention of graduate students. 

Most of the students in tertiary institution found it difficult to transform their practical 

entrepreneurship education into reality, this is because they lack self-efficacy on innovation, 

couple with discontinuance from opportunities identification. ESE has been heavily 

investigated in the field of entrepreneurship as a key driver of entrepreneurial intention and 
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action (Schmutzler et al., 2019). As mentioned by Niu, (2017) entrepreneurial self-efficacy 

are determined by self-efficacy on innovation, opportunity identification, relationship 

coordination, and risk taking. This present study built on Niu (2017) established 

entrepreneurial self-efficacy measure aimed at university students and thus, the following 

hypotheses were proposed;  

H04: Entrepreneurship Self-Efficacy has effect on entrepreneurial intention of Students 

H05: Entrepreneurial self-efficacy do not moderate the effect of entrepreneurship education 

(ability) on entrepreneurial intention of Students. 

H06: Entrepreneurial self-efficacy do not moderate the effect of entrepreneurship education 

(inclination) on entrepreneurial intention of Students. 

H07: Entrepreneurial self-efficacy do not moderate the effect of entrepreneurship education 

(skill) on entrepreneurial intention of Students. 

2.3 Review of Empirical Studies 

Newman et al., (2018) conducted a systematic review on scales devised to measure 

entrepreneurial self-efficacy, revealing that the multidimensional scale devised by Chen et al. 

(1998) was the most widely applied of all the scales reviewed. The scale contains 22 items 

encompassing marketing, innovation, management, risks, and finance. Han and Fu (2009) 

conducted a questionnaire survey and interviews with university teachers experienced in 

entrepreneurial education and divided entrepreneurial self-efficacy into two dimensions, 

namely basic self-efficacy and self-control efficacy. The questionnaire items on basic self-

efficacy comprise entrepreneurial goal achievement, leadership, maintaining one‘s innovation 

capacity, self-confidence in entrepreneurship, interpersonal coordination and communication, 

and continual learning. Those on self-control efficacy focus on individuals‘ senses of self-

doubt, inability, and lack of perseverance. This present study adopted Niu (2017) scale due to 

it flexible definition of individuals‘ confidence in their entrepreneurial capabilities, looking at 

the self-efficacy on innovation, opportunity identification, relationship coordination, and risk 

taking.  

GEM report (2020) recently shows that five economies including United State, United 

Kingdom, Netherlands and Brazil have 19 years of uninterrupted participation on GEM and a 

trended upwards, which give them an edge with total early-stage entrepreneurial activity 

(TEA) and established business ownership (EBO) during the period. Similarly, the report 

mentioned that over the past ten years sixteen economies have participated in GEM with no 

interruption, 12 countries have TEA experience and 8 countries also benefits from increasing 

EBO. The GEM data further revealed that, many countries participated have experience the 

upwards and stable level of TEA, but decreasing level of EBO over the period (Bosma et al., 

2020). Most of African countries are excluded on this data and Nigeria is exclusive too, this 

posed a questions on the lack of entrepreneurial activity and formation of new businesses in 

these countries and points to difficulties in turning a new business into an established one. 

However, based on the growing call about entrepreneurship and its importance worldwide, 

these GEM findings indicate that entrepreneurship is probably not increasing at the same 

pace as the rhetoric. However, the key areas deserving of attention by policymakers and other 

stakeholders are profiled by recognizing that success in entrepreneurship depends to a large 

extent on national context and local conditions, thereby looked into the entrepreneurship 

ability, skill and inclination of education towards the students entrepreneurial intentions. 
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Puni et al., (2018) studied the relationship between entrepreneurship knowledge acquisition 

and opportunity recognition as dimensions of entrepreneurship education and found the 

relationship positively which affect entrepreneurial intention, similarly, entrepreneurial self-

efficacy mediate the relationship and increase the development of entrepreneurial intention. 

Shi, Yao &Wu, (2019) clarifies the positive relationship between perceived university 

support and growth-oriented/independence-oriented entrepreneurial intentions, and 

moderated by Chinese sense of face in the relationships between entrepreneurial self-efficacy 

and growth- and independence-oriented intentions, as the result found positives and 

significant, while the moderation different between the two oriented intentions. Wang, China, 

& Huan, (2019) discussed the relationship among university students‘ entrepreneurial self-

efficacy, social support, and entrepreneurial intentions. The university offered entrepreneurial 

practice courses, and the students had performed exceptionally in entrepreneurial 

competitions, and its graduates showcased outstanding entrepreneurship. Indicating that 

university could serve as a paradigm of entrepreneurial education. The study findings reveal 

that, entrepreneurial self-efficacy significantly and positively predicted entrepreneurial 

intentions, and social support positively moderated the effect of entrepreneurial self-efficacy 

on entrepreneurial intentions. This present study argue that, to overcome the challenges post 

by students after graduation in tertiary institution in Nigeria and others countries alike, there 

is a need to further explored the theoretical and practical reference for improving the 

entrepreneurial intentions of university students. Hence, entrepreneurial self-efficacy will 

moderate the effect of entrepreneurship education reference to ability, skill and inclination 

towards entrepreneurial intention. 

Methodology  

The study employed survey design and used questionnaire as means of data collection 

method. The study employ the PLS-SEM software v3.2 for data analysis. Final year students 

are the population target and collect data from 421 university students (311 men, 110 women) 

who attended the ABU Distance Learning final year exams. Sampling was performed during 

the exam period September, 2020 – October 2020. The questionnaire was administered using 

purposive sampling technique due to non-availability of sample frame to selected classrooms 

before the exam time. The average age of participants was 35 years and over 64.5% of the 

participants combine their studies with a part-time or full time job. After excluding some 

cases that presented missing values, the final sample was 336 respondents.  

Measures 

The entrepreneurial intention scale was created by Liñán and Chen (2009), consisting of one 

dimension and six items and adopting a 5-point scale (1 = strongly disagree; 5 = strongly 

agree); a high score indicated a strong entrepreneurial intention. This scale exhibited 

satisfactory reliability and validity from previous studies. Entrepreneurial inclination EI was 

conceptualized as discrete of intention by an individual to start and run a business. In this 

regard, it was measured using items developed by Linan and Chen (2009). Some of the 

sample items are: ―Seriously considered entrepreneurship as a highly desirable career 

option,‖ ―Never thought of entrepreneurship as a career choice,‖ ―Have the plan of opening a 

new venture,‖ ―Won‘t start a business because I am afraid of failing,‖ ―Would like someday 

to start my own business,‖ ―Could easily pursue a career involving self-employment,‖ ―If I 

pursue a career involving self-employment, the chances of failure would be very high‖ and 

―Prefer to work in a big organization rather than a small firm.‖ Entrepreneurial skills and 

entrepreneurial ability was measure using the scale developed by Dulewicz and Higgs (2005). 
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To measure entrepreneurial self-efficacy in opportunity recognition, we used the scale 

developed by Anna et al. (2000). It includes 6 items on a 5-point Likert scale: for, example, 

1-I can identify the unmet needs of the market, 2-I can recognise products that will succeed, 

3-I can recognise opportunities. This study analyses the data using PLS–SEM with the help 

of PLS-SEM 3.2 software because the study aims to identify the factors that affect the 

entrepreneurial intention in within the final year students of tertiary institution, as the study is 

predictive in nature, thus, PLS–SEM is suitable (Rigdon, 2016). Secondly, the conceptual 

model of the study consists of reflective constructs, and the data not normally distributed 

which should select PLS–SEM according to Hair et al. (2019). All these reasons justify the 

use of PLS–SEM in the analysis. The study has four reflective exogenous constructs 

(Entrepreneurial Skills, Entrepreneurial Ability, Entrepreneurial Inclination and 

Entrepreneurial Self Efficacy) and one endogenous construct (Entrepreneurial Intention). 

Result and Discussion 

The measurement model assessment of the reflective constructs involved three tests, namely, 

internal consistency reliability, convergent validity and discriminant validity (Hair et al., 

2019). This study used composite reliability (CR) to test for internal consistency reliability; 

factor loading was used to test convergent validity, and discriminant validity was tested using 

Fornell and Larcker‘s criterion and Heterotrait-Monotrait Ratio (HTMT). The result shows 

that the CR and loading values of all reflective variables were above 0.7, thereby fulfilling 

Hair et al. (2019)‘s conditions.  

Figure 1 Measurement Model 
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Figure 2 Heterotrait-Monotrait Ratio (HTMT) 

 

From the figure 1 all the loadings were above the threshold of 0.50 (Hair et al., 2019) and the 

discriminant validity test showed that the square root of the AVE (where greater than 0.5) and 

was larger than the value of the correlations between model variables. Similarly, the HTMT 

was below the threshold of 8.5 according to criteria of Ramayah et al. (2018) and Henseler et 

al., (2015) see fig 2. Results indicated that the reflective variables satisfied the reliability and 

validity requirements. The coefficient of determination (R
2
) is 0.554 meaning that the 

exogenous variables explain more than 56%, and this show its moderate with the level of 

predictive accuracy (Chin, 2010; Hair et al., 2019; Hair et al., 2017). 

The structural model assessment involves the significance and relevance of the structural 

model relationships, explaining the coefficient of determination (R
2
) and predictive relevance 

(Q
2
) tests (Chin, 2010; Hair et al., 2019). This study also assessed the Stone–Geisser Q

2
 

(cross‐validated redundancy) and examined the other predictive relevance evaluation 

(Ramayah et al., 2018) and recorded 0.335 for Stone–Geisser Q
2
. Therefore, a strong 

predictive power is evident. These results showed a strong predictive relevance and 

satisfactory fit of the structural model. Figure 3 presents the structural model results on the 

relationships between Entrepreneurial Education and Entrepreneurial Intention and the 

Entrepreneurial Self efficacy as moderator. 
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Figure 3. Structural Equation Model (Bootstrapping Result) 

 

 

Table 1 Test of Hypotheses 

Hypotheses  

Original 

Sample 

(O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) P Values Decision 

E-Ab*ESE-> EI  0.088 0.089 0.03 2.942 0.003 Supported 

E-Sk*ESE-> EI  -0.028 -0.028 0.04 0.694 0.488 Not Supported 

E-INN*ESE-> EI  -0.031 -0.032 0.029 1.056 0.291 Not Supported 

ESE-> EI  0.591 0.591 0.034 17.297 0 Supported 

E-Ab-> EI  0.237 0.236 0.041 5.811 0 Supported 

E-Inn-> EI  0.067 0.065 0.061 1.085 0.278 Not Supported 

E-Sk -> EI  0.099 0.098 0.035 2.844 0.004 Supported 

 

The hypothesis was accepted if P ≤ 0.05, in a two-tailed P value hypothesis test and the T 

ratio were more than 1.96 (Kock & Hadaya, 2016). Three paths were significant: ESE>EI 

(Entrepreneurial Self Efficacy and Entrepreneurial intention) path was positive (β = 0.591, P 

≤ 0.000 and T Stat ≥ ± 17.297), E-Ab-> EI (Entrepreneurial Ability and Entrepreneurial 

intention) path was positive (β = 0.237, P ≤ 0.000 and T Stat ≥ ± 5.811) and E-Sk-> EI 

(Entrepreneurial Skills and Entrepreneurial intention) path was positive (β = 0.099, P ≤ 0.004 

and T Stat ≥ ± 2.844). While E-Inn-> EI (Entrepreneurial Inclination and Entrepreneurial 

intention) was positive but insignificant (β = 0.067, P ≤ 0.278 and T Stat ≥ ± 1.085). On the 

moderation effect E-Ab*ESE-> EI (Entrepreneurial Self Efficacy moderation) was positive 

and significant (β = 0.088, P ≤ 0.003 and T Stat ≥ ± 2.942), by contrast, the E-Sk*ESE -> EI 

was negative and insignificant (β = -0.028, P ≤ 0.488 and T Stat ≥ ± 0.694) and E-Inn*ESE-> 

EI (Entrepreneurial Self Efficacy moderation) was negative and insignificant (β = -0.031, P ≤ 

0.291 and T Stat ≥ ± 1.056). The highest effects were obtained from ESE>EI where f2 = 

0.597, thereby signifying a strong effect (Cohen, 1988). Therefore, H1, H2 and H4, while for 
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the moderation H7 were supported. By contrast H3, H5 and H6 were not supported Table 1 

shows the results of the hypotheses tests. 

Results reveal that entrepreneurial self-efficacy positively influences the entrepreneurial 

intention of students. Thus, their entrepreneurial intention will be improves when there is a 

clear self-efficacy on opportunities recognition. A possible reason is that entrepreneurial self-

efficacy can influence tertiary institution students to transform their practical 

entrepreneurship education into reality, this is because improve on self-efficacy can bring 

more innovation, couple with continuance from opportunities identification and push youth 

into self- employment,  

Result further, show that entrepreneurial skills and ability improve entrepreneurial intention, 

as discrete intention by an individual to start and run a business become more visible when 

student apply their skills and abilities learnt from the entrepreneurship education. This result 

indicates that entrepreneurial education on skills towards start-up career decision is 

imperatives. This result is supported by Abdullahi, & Bint, (2018) as they found a 

relationship between skill and entrepreneurial intention. Results also revealed that 

entrepreneurial self-efficacy positively and moderate the relationship between entrepreneurial 

ability and entrepreneurial intention. Therefore, the availability of an effective entrepreneurial 

ability and the ability process can significantly increase the intention to entrepreneurship. The 

result is consistent with the findings of Wang, China, & Huan, (2019), who found that 

competency, ability to understand and fulfilment of the needs of career decisions are amongst 

the top factors that influence student education towards intention. Thus, the presence of 

sufficient business freedom and self-reliance can push more student for business start-up (e.g. 

easily pursue a career involving self-employment). However, the current study fails to 

provide sufficient evidence to support H2, as Entrepreneurial inclination was found positive 

and insignificant while the moderating effect was negative and insignificant, the possible 

reason for this indicates that, the student were seriously considered entrepreneurship as a 

highly desirable career option, but they never thought of entrepreneurship as a career choice. 

This result was further explain by the simple chart plots which show the direction of the 

moderation as small in figure 4. 

 

Figure 4 Show the Simple plot of moderation 
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Conclusion 

In Nigeria, entrepreneurship education failure will imposes high costs on society, and the 

more the students are poorly educated on entrepreneurship they more it limit the economies‘ 

capacity to produce, grow and innovate. From the study result it showed evidence that 

entrepreneurship education on skills and ability development can guarantee student self-

reliant with entrepreneurial self-efficacy to strengthen student‘s capacities to respond to the 

call for entrepreneurship start-up and contribute to economic growth and social wellbeing. 

This means that investing in high quality entrepreneurship education will provide 

opportunities for timid youth that come out from the tertiary institutions in Nigeria. This 

study conclude that entrepreneurship education on skills, ability and inclination development 

predict entrepreneurial intention of students and the moderating effect show entrepreneurial 

self-efficacy moderate the relationship. The study recommend that, the government both 

federal, states and the non-government organisation should increase support on 

entrepreneurship education in Nigerian tertiary institutions to mitigate the lack of passion for 

entrepreneurial inclination for the student. As the result show that most of the student do not 

regard entrepreneurship as a career choice.  

Practically, the study findings will help researchers through highlighting the importance of 

focusing on entrepreneurship education and intention of student. Further, student will benefits 

from the study when considering the factors that can promote their intention to start business.  
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Abstract 

This study investigated the effect of after-sale services (product delivery, installation service, 

warranty service and customer support) on customer satisfaction of Cable television in Cross 

River State. Cross sectional survey research design was adopted, and primary data were 

obtained from 269 subscribers of Cable television in Cross River State using structured 

questionnaire. Data were analyzed using simple linear regression. Consequently, it was 

found that product delivery, installation service, warranty service and customer support had 

a significant effect on customer satisfaction of Cable television in Cross River State. The 

study recommended that Cable television should maintain an experienced team of technicians 

who can help customers with installation of products; adopt a comprehensive warranty 

policy, where customers can get free repair service or replacement of products if damaged 

within a stipulated period of time; and maintain a responsive customer support mechanism 

through which customers‟ complaints, suggestions, issues and enquiries are rapidly resolved.  

Keywords: After sales service, customer satisfaction, customer support, installation, product 

delivery, warranties. 

 

1. Introduction 

In the view of Ekah (2018), the pay television or cable television market in Nigeria was 

hitherto exclusive for the rich until 2010, when a Chinese firm – Star Times Group indicated 

an interest in exploring the Nigerian market. With its arrival in the market, the brand did not 

only bring entertainment to viewers at affordable prices; it also put competitors on their toes 

and gave rival brands a run for their money. The author further explains that the decision of 

the management of Star Times to target low income earners has not only helped the brand to 

hold a large subscriber base in Nigeria; but it has also forced a major operator of pay 

television services in Nigeria – DSTV to review its operations and unveil a new platform to 

enable it compete the mass market with Star Times.  
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The author also maintains that in the past, DSTV was a luxury brand that could not be 

afforded by many Nigerians until Star Times hit the market and changed the narrative. The 

emergence and successful spread of Star Times technologies broadened the availability of 

cable television services to many Nigerians and paved the way for new cable television 

service operators to enter the Nigerian market. As of 2019, there were seven digital 

satellite/terrestrial television providers in Nigeria, namely: Cable television, Star Times, 

Metrodigital Limited, Tstv, DSTV, Kwese Tv and Strong Technologies (Obasi, 2019).  

In their efforts to gain market share and dominate the Nigerian cable industry, cable 

television service providers have designed and implemented various competitive marketing 

strategies in order to get a competitive edge in the industry. From the researcher‘s critical 

observation, after-sale services are important marketing strategies adopted by cable television 

service providers in Nigeria. According to Juneja (2017), after-sale service refers to various 

processes which make sure customers are satisfied with the products and services of an 

organization. Bhasin (2019) observes that after-sale services are the processes which are 

initiated by an organization post sale of a product or service in order to ensure customer 

satisfaction and repeat patronage. Generally, after-sale services could come in various forms 

such as pre-installation services, user training, warranty services, customer support, 

return/replacement service, additional features and benefits and upgrades (Bhasin, 2019). 

However, in the context of this study, the focus is on the effect of after-sale services (product 

delivery, installation service, warranty service, and customer support) on customer 

satisfaction of cable television service providers in Cross River State such as Cable 

television.  

According to Sadiq and Patama (2019), product delivery service entails a situation where a 

company takes on the responsibility of transporting the purchased item or product to the 

customer‘s specified destination at a reduced or normal cost or totally free of charge 

depending on the terms of sale. Installation is the process whereby a company bears the 

responsibility and cost of setting up, positioning and pre-running a product (usually a 

technical, electronic or mechanical device) at a customer‘s specified or preferred location for 

optimal functionality (Pai & Chalo, 2018). Warranty service is an important assurance that 

companies offer to customers to build customers‘ confidence and encourage patronage. A 

warranty is a written guarantee promising to repair or replace an item or product, if 

necessary, within a specified period of time (Mustofa, 2018). In the view of Ladokun, 

Adeyemo and Ogunleye (2016), customer support is the provision of ongoing support, 

supplementary or remedial services to customers after patronage in the form of eliciting, 

responding to and resolving customers‘ enquiries and complaints.  

The provision of quality after-sale services to customers enables a business organization to 

ensure that customer needs and wants are effectively satisfied in a way that increases the 

likelihood of repeat patronage in the future (Sadiq & Patama, 2019). In an attempt to achieve 

customer satisfaction and loyalty, Pai and Chalo (2018), maintain that business organizations, 

especially those involved in the manufacture, distribution, and sales of electronic, 

mechanical, and sophisticated technical products and components have integrated the practice 

of after-sale services as part of their marketing plans and strategies.  

The cable television sector is becoming very competitive as subscribers demands keep 

increasing on a daily base. It is pertinent for firms to adopt unique marketing tools in 

maintaining and satisfying their customers to avoid brand switch or dissatisfaction. 

Therefore, this study is conducted to determine the level of effect of each after-sale service 

strategy used by Cable television on customer satisfaction in Cross River State.  
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This study will be useful to the pay cable television service industry in Nigeria, as it will 

illuminate the imperative roles of after-sale services in achieving customer satisfaction and 

underscore the need for cable television service providers such as Cable television to 

continually provide quality after-sale services as a way to improve customer satisfaction. To 

customers or subscribers of pay cable television services in Cross River State, this study will 

highlight some of the vital after-sale services they ought to be receiving from their service 

providers in order to get more value for their money. 

1.2  Objectives of the study 

1. To determine the effect of product delivery on customer satisfaction of Cable 

television in Cross River State. 

2. To ascertain the effect of installation service on customer satisfaction of Cable 

television in Cross River State. 

3. To examine the effect of warranty service on customer satisfaction of Cable television 

in Cross River State. 

4. To determine the effect of customer support on customer satisfaction of Cable 

television in Cross River State. 

2. LITERATURE REVIEW 

2.1 Theoretical framework  

This study is based on the customer bonding theory of relationship marketing, propounded by 

Warren, Mason and Fibenachi (2005).  

Customer bonding theory of relationship marketing 

The customer bonding theory of relationship marketing was developed by Warren, Mason 

and Fibenachi (2005). The theory was developed in a bid to enable business firms operating 

in a modern business environment to achieve sustainable competitive advantage. The main 

premise of the theory is that in an era of intensive competition, customer sophistication and 

selectiveness as well as technological dynamism, business firms should transcend the 

transactional marketing approach, and embrace the relationship marketing approach by 

bonding with customers to create long lasting and value-laden relationships that benefit both 

the firm and the customer. Customer bonding can be achieved using various relationship 

marketing practices and strategies such as building trust, communication, promise fulfillment, 

customer care, after-sale service, conflict resolution, customer satisfaction, empathy, 

courtesy, among others.  

The theory also espouses the notion that organizations can more effectively achieve 

sustainable competitive advantage by creating strong bonds with customers through the 

establishment and maintenance of cordial and value-laden relationships with customers.  

The customer bonding theory of relationship marketing is rooted in the belief that it is far less 

costly to retain an existing customer than it is to acquire a new one. Acquiring a new 

customer requires the organization to invest substantially in marketing promotion in order to 

gain the attention, interest, desire and patronage of new customers. This could be very costly 

and time-consuming in an era of increasing customer sophistication and selectiveness. 

Relationship marketing enables firm to create loyal brand ambassadors out of their 



Proceedings of the 14th Annual International Conference 

 422 

customers; people who will buy, rebuy, and most importantly spread positive word of mouth 

about the firm and offerings. Below is a diagrammatic illustration of the ideas contained in 

the customer bonding theory of relationship marketing:  

The relevance of the customer bonding theory of relationship marketing to this study is that 

after-sale service is a relationship marketing activity carried out by pay television companies 

such as Cable television in order to ensure customer satisfaction. According to the theory, for 

pay television companies such as Cable television to gain sustainable competitive advantage 

and customer satisfaction in a dynamic, competitive and sophisticated business environment, 

they need to create strong bonds with customers by applying various relationship marketing 

tools such as after-sale service (product delivery, installation service, warranty service and 

customer support). The theory is rooted in the notion that retaining existing customers is less 

costly and more viable than acquiring new one; hence by consistently ensuring customer 

satisfaction through the delivery of quality after-sale services, Cable television can satisfy 

their customers in a more effective and viable way.  

2.2 Conceptual framework 

This study investigates the effect of after-sale services (product delivery, installation service, 

warranty service and customer support) on customer satisfaction (patronage, 

recommendation, loyalty) in Cable television Cross River State. The relationship between the 

variables as conceived in this study is depicted on the conceptual model below:  

 

 

 

 

 

 

 

 

 

Fig. 2:  Conceptual framework of the study 

Source: Researcher‘s model (2019) 

The diagram above represents a conceptual model depicting the relationship between the 

after-sale services and customer satisfaction. After-sales services includes: product delivery, 

installation service, warranty service and customer support. Product delivery is the process 

where Cable television firm/ distributors in Cross River State take over the responsibility of 

transporting the company's products and accessories to the customer's residence for free or 

for a discounted price. Installation service is an offer where Cable television's technicians are 

deployed to install or mount the decoder and dish at the customer's residence after purchase. 

Warranty is a promissory offer made by Cable television to customers to repair, maintain or 

replace the company's products purchased if damaged or faulty within a specified period of 
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time. Customer support is ongoing customer service offered to Cable television's customers 

aimed at eliciting and helping customers resolve their enquiries and complaints regarding the 

company's products.   

Customer satisfaction is decomposed into the following three sub-variables: patronage, 

recommendation and loyalty. Customer patronage is the financial support given to Cable 

television when customers purchase their products or use its services. Customer 

recommendation entails an act whereby a satisfied customer of Cable television encourages 

others to patronize the company‘s services, by disseminating positive information about the 

company, its products and services. Customer loyalty entails a situation where customers of 

Cable television prefer the service-provider and patronize their services over a long period of 

time in the face of competing alternative service-providers.  

2.3  Concept of after-sale services 

After-sale service is a series of continuous support services offered by an organization to 

customers after purchasing products, aimed at ensuring that customer needs and requirements 

are met or addressed by the transaction. It entails calling, visiting and maintaining 

communications with customers post-sale with the sole objectives of determining whether 

customers were satisfied with the purchase of an organization's products and gaining future 

purchases from customers (Ashfaq, 2019). Bruce (2016) maintains that after-sales services 

are complementary services offered by a firm to customers after in order to guarantee 

customer satisfaction and repeat or future purchases. It includes periodic or as-required 

maintenance or repair of equipment by its manufacturer or supplier, during and after a 

warranty period. After sales service ensures that product meet or surpass the expectations of 

the customers. It is a crucial aspect of sales management. After sales service plays a vital role 

in enhancing customer satisfaction, customer retention, recommendation and loyal customers.  

After sales service plays a pivotal role in strengthening the bond between the organization 

and customers. It occurs in the provision of complex machinery which requires regular 

maintenance such as motor vehicles (Gremler & Brown, 2014). Also, many successful 

companies use after-sales service strategies to consolidate sales, build customer relationships 

and grow their profits. After-sales services are extremely important when it has to do with 

technical or sophisticated equipment that consumers are unable to operate or use. It provides 

the foundation for firm's to deliver, install and educate customers on the proper functioning 

and precautions of the products; it enables firms to guarantee customer satisfaction and repeat 

purchase as well as positive word-of-mouth communications from existing customers which 

are extremely effective at new customer attraction and acquisition (Ashfaq, 2019) 

2.4  Concept of customer satisfaction 

Customer satisfaction indicates the fulfillment that customers derive from doing business 

with a firm. In other words, it is how happy the customers are with their transaction and 

overall experience with the company. Customers derive satisfaction from a product or a 

service based on whether their need is met effortlessly, in a convenient way that makes them 

loyal to the firm. Customer satisfaction is defined as the number of customers, or percentage 

of total customers, whose reported experience with a firm, its products, or its services 

(ratings) exceeds specified satisfaction goals (Farris, Neil, Phillip & David, 2010). It is the 

degree of satisfaction provided by the goods or services of a company as measured by the 

number of repeat customers. 
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In the view of Bernazzani (2018), customer satisfaction is a metric used to quantify the 

degree to which a customer is happy with a product, service, or experience. According to 

Derrick (2019), customer satisfaction is how satisfied a customer is after doing business with 

a company. It does not only measure how happy a customer is with their transactions but also 

their overall experience with the company. Furthermore, Juneja (2017) maintains that 

customer satisfaction is the measure of how well the needs and requirements of customers are 

met by an organization's products or services.  

Batang, Uwais and Ito (2017) maintain that it is important for an organization to interact and 

communicate with customers on a regular basis in order to increase customer satisfaction. 

These interactions and communications assist firms to learn and understand individual 

customer's needs and respond with the required product and services accordingly. 

2.5  Product delivery and customer satisfaction 

Product delivery is a situation where a company takes on the responsibility of transporting the 

purchased item or product to the customer's specified destination at a reduced or normal cost 

or totally free of charge, depending on the terms of sale (Sadiq & Patama, 2019). According 

to Ashfaq (2019), product delivery is an after-sale service offered by business organizations 

subject to some circumstances, such as company's resources, size of customer's purchase, 

periodicity or frequency of purchase, and proximity of the customer's delivery destination.  

Ashfaq (2019) maintains that product delivery benefits the business organization in many 

ways. First, it shows that the organization is committed to customer's satisfaction, which 

gives customers a sense of value, thereby increasing the probability of repeat purchase. 

Secondly, it speeds up the consumer purchasing decision-making process, in the sense that, 

when consumers hear that there is a free delivery service, they will feel more comfortable 

making the purchase. Thirdly, it enables the organization to control the price and quality of 

its products, since the organization becomes solely responsible for distributing its products 

directly to customers. This prevents situations such as product quality compromises or price 

hikes from third-party distributors. 

Nivethika and Yoganathan (2015) maintain that product delivery can be performed through 

five basic modes, including: land, water, air and pipeline. In land delivery system, 

automobiles, trains, trucks, lorries, etc., are used to convey the product from the producers or 

sellers to the customers. In water delivery system, boats, ferries, ships and submarines are 

used to transport the purchased item from point of origin to point of consumption or use. In 

air delivery systems, helicopters, jets, aeroplanes, and drones are utilized to convey the 

purchased item to the customer's location. Also, in pipeline delivery system, a network of 

carefully concealed underground pipelines constitutes the routes through which the product is 

transported or conveyed to the customer's location. However, when an organization gets 

involved in delivering products to customer's location, it creates an atmosphere of excitement 

and gratification for customers, thereby resulting in customer satisfaction. The premise above 

suggests that product delivery, as an after-sale service, could result in customer satisfaction. 

This view is in harmony with the study of Ladokun, Adeyemo and Ogunleye (2016), where it 

was found that product delivery was a significant predictor of customer satisfaction and 

retention. Similarly, the study of Nivethika and Yoganathan (2015) revealed that that there 

was a positive and significant impact of product delivery on customer satisfaction with LG 

electronics products, Sri Lanka.  
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2.6  Installation service and customer satisfaction 

Pai and Chalo (2018) define installation as a process where an organization bears the 

responsibility and cost of setting up, positioning and pre-running a product (usually a 

technical, electronic or mechanical device) at a customer's specified or preferred location for 

optimal functionality. It is an after-sale service whereby the manufacturer or seller of a 

technical, electronic or mechanical product performs the task of assembling, fixing in and 

pre-operating the purchased item at the customer's pre-stated location in order to ensure that 

the product functions as expected.  

Sadiq and Patama (2019) maintain that installation service is extremely important when 

sophisticated industrial goods are marketed to consumers who have little or no technical 

know-how to enable them self-install and operate the product. Also, installation service is 

important in cases where product installation may pose great risk to the life and safety of the 

customer (such as installation of power transformers and nuclear power facilities or 

components); here, specialized company personnel are deployed to handle the task of 

installation. Product installation by the producer or distributor assists to eliminate the risk of 

product malfunctioning, breakdown or explosion after installation.  

Similarly, Nivethika and Yoganathan (2015) assert that an important factor accounting for 

customer satisfaction in the industrial products industry is installation service. This premise is 

supported by the study of Sadiq and Patama (2019), where it was found that installation 

service had a significant positive impact on customer loyalty through customer satisfaction in 

the home appliance industry of India. Furthermore, the study of Pai and Chalo (2018) 

revealed that installation service had a significant positive impact on customer loyalty, 

through customer satisfaction, in the mobile phone industry in Delhi.  

2.7  Warranty service and customer satisfaction 

According to Mustofa (20018), warranty service is an important assurance that companies 

offer to customers to build customer's confidence and encourage patronage. It is a written 

guarantee promising to repair or replace an item, if necessary, within a specified period of 

time. Warranty service is an imperative after-sale service offered by business organizations to 

customers in order to induce a purchase. Business Dictionary (2007) defines warranty as a 

legally binding assurance (which may or may not be in writing) that a good or service is, 

among other things, fit for use as represented, free from defective material and workmanship, 

meets statutory and/or other specifications. It describes the conditions under, and during 

which the producer or vendor will repair, replace, or compensate for the defective item 

without cost to the buyer or user. Often it also delineates the rights and obligations of both 

parties in case of a claim or dispute.  

It has some elements of sales promotion in it, because it acts as an incentive to stimulate 

customer patronage (Ashfaq, 2019). Basically, warranty service provides confidence to 

customers that the product they intend to purchase is reliable, safe, functional and redeemable 

should there be a need for redemption. It also encouraged customer patronage, because the 

customer is confident that investments in the purchase of the product are secure by a legally 

binding guarantee from the manufacturer or vendor. According to Nivethika and Yoganathan 

(2015), warranty service is very essential in the marketing of high-value and high-

involvement products, where the customer faces huge risks and obstacles to purchasing the 

item. In such a situation, warranty service plays an indispensable role in resolving customers' 

objections and building customers' trust necessary for a concrete purchase decision to he 

made. This observation is confirmed by the study of Ashfaq (2019), where it was found that 



Proceedings of the 14th Annual International Conference 

 426 

product warranty had a significant positive influence on customer loyalty, through customer 

satisfaction in the Pakistani telecommunications sector. Similarly, it was revealed in the study 

of Ladokun, Adeyemo and Ogunleye (2016) that warranty service was a significant predictor 

of customer satisfaction and retention.  

2.8  Customer support and customer satisfaction 

Ladokun, Adeyemo and Ogunleye (2016) define customer support as the provision of 

ongoing support, supplementary or remedial services to customers after patronage, in the 

form of eliciting, responding to and resolving customers' enquiries and complaints. 

According to Business Dictionary (2007), customer support is a range of customer services to 

assist customers in making cost-effective and correct use of a product. It includes assistance 

in planning, installation, training, troubleshooting, maintenance, upgrading, and disposal of a 

product. Techopedia (2017) defines customer support as service efforts from technology 

vendors and providers that focus on helping customers to use products and services correctly, 

efficiently and effectively. Customer support service can be communicated through various 

channels. According to Sadiq and Patama (2015), the following are the channels of 

communication of customer support service:  

(a)  Phone support: Phone Support is often used for order-taking, pre-sales queries, up-

selling and cross-selling, troubleshooting etc.  

(b)  Online chat: The customer support representative interacts with the web visitor, 

understands the requirements, resolves the query and closes the interaction.  

(c)  Email support: Email is the primary means to offer web-based assistance for customers 

when matters do not require an immediate answer.  

(d)  Remote support: Companies can save considerable amounts of money on logistics 

through remote support. Information technology technicians are empowered with several 

tools that allow them to gain access to customers‘ computers at various parts of the 

world.  

(e)  On-site support: Challenges such as hardware related problems, repairing a decoder, 

replacing a spare part, servicing of decoders etc. requires a service provider to take 

devices or gadgets back to their warehouse for repair. 

(f)  Social media: Social media platforms such as FaceBook and Twitter, Whatapp etc., 

assist service providers to interact with customers on daily bases.  

Furthermore, Pai and Chalo (2018) maintain that customer support service is a way of 

helping customers in resolving a wide range of product-related problems or issues that may 

arise from the purchased product. These views are supported by the study of Sadiq and 

Patama (2019), which found that customer support, had a significant positive impact on 

customer loyalty through customer satisfaction in the home appliance industry of India. 

Similarly, Nivethika and Yoganathan (2015) found in their study that there was a positive and 

significant impact of customer support on customer satisfaction with LG electronics products, 

Sri Lanka. Furthermore, the study of Pai and Chalo(2018) revealed that customer support 

service had a significant positive impact on customer loyalty, through customer satisfaction, 

in the mobile phone industry in Delhi.  
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2.9  Empirical review 

Ladokun, Adeyemo and Ogunleye (2016) examined the impact of after sales service on 

consumer satisfaction and retention: A study of LG Electronics in Ibadan, Nigeria. The study 

specifically examined the impact of after sales service (product delivery, installation and 

warranty) on customer satisfaction and retention with special reference to LG electronics in 

Ibadan, Nigeria. Primary data were collected from 110 distributors and customers of LG 

Electronics in Ibadan using close-ended questionnaire. Ordinary least squares multiple 

regression analysis was used to analyze the data. The result showed that the predictor 

variables (product delivery, installation and warranty) were significantly joint predictors of 

customer satisfaction and retention. Hence, the study concluded that after sales service plays 

important roles in establishing long-term relationships with customers. It was recommended 

that the management of LG electronics should add more after sales service departments to the 

existing ones with experienced staff with the view of developing long term relationship with 

the customers. 

Nivethika and Yoganathan (2015) examined the impact of after sales services on customer 

satisfaction with LG electronics products, Sri Lanka. This research was carried out with the 

main objective of evaluating the impact of after sales services (product delivery, product 

installation, warranty/guaranty service and customer support) on customer satisfaction with 

LG electronics products in Sri Lanka. Primary data were collected from 150 household 

customers in Jaffna District, Sri Lanka using questionnaires. Simple regression statistical tool 

was used for the analysis of data collected. Consequently, the findings revealed that there was 

a positive and significant impact of after sales services (product delivery, product installation, 

warranty/guaranty service and customer support) on customer satisfaction with LG 

electronics products, Sri Lanka. Hence, the study concluded that after sales service had a 

strong positive impact on the customer satisfaction with LG electronics, Sri Lanka. It was 

recommended that since this study had used product delivery, product installation, 

warranty/guaranty service and customer support as proxy variables to measure the impact of 

after sales service, future studies should consider other dimensions of after-sales services.  

Also, Sadiq and Patama (2019) investigated the impact of after sale service practices on 

customer loyalty. The study was conducted to provide answers to the question: to what extent 

does after sale features such as product delivery, installation of product, warranty/guaranty, 

customer support and customer training influence customer loyalty in the home appliance 

industry of India? Primary data were collected from a sample of 258 respondents in New 

Delhi, India using structured questionnaire. Multiple regression in the Statistical Package for 

the Social Sciences (SPSS) was used to test the null hypotheses developed for the study. The 

findings of the study revealed that all after-sale service practices tested (product delivery, 

installation of product, warranty/guaranty, customer support and customer training) had 

significant positive impacts on customer loyalty through customer satisfaction in the home 

appliance industry of India. Hence, the study concluded that after sale service practices had a 

significant positive impact on customer loyalty in the home appliance industry of India. It 

was therefore recommended that players in the home appliance industry of India should 

consistently integrate after sale service practices like product delivery, installation of product, 

warranty/guaranty, customer support and customer training into their marketing plans so as to 

enhance customer satisfaction and customer loyalty as well as competitive advantage. 

Furthermore, Pai and Chalo(2018) conducted a study on the impact of after sales service on 

customer loyalty: A case review of mobile phone industry in Delhi, India. The study was 

conducted to determine the impact of after sales services (product delivery, customer support, 
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product installation, warranty/guaranty, customer training and conflict resolution) on 

customer loyalty in the mobile phone industry in Delhi. Primary data were collected from 500 

respondents in Delhi using structured close-ended questionnaire. The data collected were 

analyzed using Pearson Product Moment Correlation. Consequently, the findings revealed 

that product delivery, customer support, product installation, warranty/guaranty, customer 

training and conflict resolution had a significant positive impact on customer loyalty, through 

customer satisfaction, in the mobile phone industry in Delhi. On this note, it was concluded 

that after sales service had a significant positive impact on customer loyalty in the mobile 

phone industry in Delhi, India. The study therefore recommended that sustainable customer 

satisfaction and loyalty can be achieved by mobile phone dealers and operators in India if and 

only if they offer high quality after sale services to customers in ways that reflect the unique 

needs and requirements of each customer group. 

Finally, Ashfaq (2019) conducted a study on after sales service, customer satisfaction and 

loyalty in telecom sector. The purpose of the study was to determine how after-sales services 

such as delivery, installation, product warranty, telephone/online supports, up gradation, and 

complaint influenced customer loyalty with the mediating role of customer satisfaction. 

Primary data were collected from 204 respondents using an online-based questionnaire. The 

data collected were analyzed using structural equation modeling (SEM). The results showed 

that after-sales service (delivery, installation, product warranty, telephone/online supports, up 

gradation, and complaint) had a significant positive influence on customer loyalty, through 

customer satisfaction in the Pakistani telecommunications sector. Hence, the study concluded 

that after-sales service is very important to satisfy and get customers loyalty, especially in 

service sector organizations. Therefore, the study recommended that since this study focused 

on the telecommunications sector as its case study, future studies should explore other well-

known industries, such as construction, automotive, auto manufacturers, and architectural 

services in order to examine the relationships between after-sales service, satisfaction, and 

loyalty. 

3.  Methodology 

This study adopted cross-sectional survey research design. The target population of this study 

comprises all subscribers of Cable television in Cross River State, Nigeria. Cluster random 

sampling technique was used in the study. The population of the study (subscribers of Cable 

television in Cross River State) was broken down into three (3) distinct cluster groups (three 

senatorial districts), namely: Cable television subscribers in northern, central and southern 

senatorial districts. These three cluster groups were further sub-divided into local government 

areas. The north senatorial district was made up of Obudu and Ogoja Local Government 

Areas. The central senatorial district comprises Ikom and Yakuur Local government Areas. 

The southern senatorial district consists of Calabar municipal and Calabar South Local 

Government Areas. These local government areas were divided into wards and these wards 

were further divided into major streets and neighbourhoods. The researcher visited these 

streets and neighbourhoods for primary data collection through questionnaire administration. 

Individuals and consumer households found in these streets and neighbourhoods were 

randomly selected and served with copies of the questionnaire in order to elicit primary data 

necessary for the completion of this study. A sample size of 269 subscribers was used for the 

study. The questionnaire was divided into sections A and B. Section A contained 

respondents‘ demographic data such as age, gender, occupation, marital status and 

educational qualifications, Section B contained statements drawn from the variables of the 

study (product delivery, installation service, warranty, customer support and customer 

satisfaction). The opinions of respondents were quantified and measured on a 5-point Likert 
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scale of Strongly Agree (SA), Agree (A), Undecided (U), Disagree (D) and Strongly Disagree 

(SD). Simple linear regression was used in analyzing data obtained from the field. 

4. Results and discussion of findings 

Test of Hypotheses 

Hypothesis 1 

Ho1:  Product delivery has no significant effect on customer satisfaction of Cable television 

in Cross River State.  

 

Table 1 

 Model Summary showing the effect of Product delivery on customer satisfaction of Cable 

television Cross River State 

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

1 .852
a
 .725 .724 1.21536 

a. Predictors: (Constant), Product delivery 

 

Table 2 

ANOVA
a 
showing the effect of Product delivery on customer satisfaction of Cable television in 

Cross River State 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 1040.152 1 1040.152 704.190 .000
b
 

Residual 394.383 267 1.477   

Total 1434.535 268    

a. Dependent Variable: Customer satisfaction 

b. Predictors: (Constant), Product delivery 

 

Table 3 

Coefficients
a 
showing the effect of Product delivery on customer satisfaction of Cable 

television in Cross River State 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 2.236 .326  6.863 .000 

Product delivery .809 .030 .852 26.537 .000 

a. Dependent Variable: CUSTOMER SATISFACTION 

 

Interpretation 

Tables 1, 2 and 3 above report the results of regression analysis carried out to test Hypothesis 

1. The results show that Product delivery has significant effect on customer satisfaction of 

Cable television in Cross River State (b = 0.809, p < 0.05). Tables 1 and 2 further report a 

significant F statistic, indicating the model‘s strong prediction strength (F = 704.190, R
2
 = 

72.5%, p < 0.05).The R
2
 of 75.5 per cent implies that for every unit change in product 

delivery, 75.5 per cent of such variation is attributed to customer satisfaction of Cable 

television. 
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Hypothesis 2 

Ho2:  Installation service has no significant effect on customer satisfaction of Cable 

television in Cross River State. 

Table 4 

Model Summary showing the effect of installation on customer  satisfaction of Cable television in 

Cross River State 

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

1 .782
a
 .612 .610 1.44393 

a. Predictors: (Constant), Installation service 

 

Table 5 

ANOVA
a 
showing the effect of installation on customer  satisfaction of Cable television in Cross 

River State 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 

Regression 877.860 1 877.860 421.050 .000
b
 

Residual 556.676 267 2.085   

Total 1434.535 268    

a. Dependent Variable: Customer satisfaction 

b. Predictors: (Constant), Installation service 

 

Table 6  

Coefficients
a 
showing the effect of installation on customer  satisfaction of Cable television in 

Cross River State 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 3.312 .369  8.982 .000 

Installation service .740 .036 .782 20.520 .000 

a. Dependent Variable: Customer satisfaction 

 

Interpretation 

Tables 4, 5 and 6 above report the results of regression analysis carried out to test Hypothesis 

2. The results show that Installation service has significant effect on customer satisfaction of 

Cable television in Cross River State (b = 0.740, p < 0.05). Tables 4 and 5 further report a 

significant F statistic, indicating the model‘s strong prediction strength (F = 421.050, R
2
 = 

78.2%, p < 0.05).The R
2
 of 78.2 per cent implies that for every unit change in Installation 

service, 78.2 per cent of such variation is attributed to customer satisfaction of Cable 

television. 

Hypothesis 3 

Ho:  Warranty service has no significant effect on customer satisfaction of Cable television 

in Cross River State. 
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Table 7 

 Model Summary showing the effect of warranty service on customer satisfaction of Cable 

television in Cross River State. 

Model R R Square Adjusted R Square Std. Error of 

the Estimate 

1 .700
a
 .491 .489 1.65443 

a. Predictors: (Constant), Warranty service 

 

Table 8  

ANOVA
a 

showing the effect of warranty service on customer satisfaction of Cable television in 

Calabar, Cross River State. 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 703.718 1 703.718 257.099 .000
b
 

Residual 730.817 267 2.737   

Total 1434.535 268    

a. Dependent Variable: Customer satisfaction 

b. Predictors: (Constant), Warranty service 

                                                                      

Table 9 

Coefficients
a 
showing the effect of warranty service on customer satisfaction of Cable television in 

Cross River State. 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 3.145 .479  6.563 .000 

Warranty service .738 .046 .700 16.034 .000 

a. Dependent Variable: Customer satisfaction 

 

Interpretation 
Tables 7, 8 and 9 above report the results of regression analysis carried out to test Hypothesis 

3. The results show that Warranty service has significant effect on customer satisfaction of 

Cable television in Cross River State (b = 0.738, p < 0.05). Tables 7 and 8 further report a 

significant F statistic, indicating the model‘s strong prediction strength (F = 257.099, R
2
 = 

70.0 %, p < 0.05).The R
2
 of 70.0 per cent implies that for every unit change in Warranty 

service, 70.0 per cent of such variation is attributed to customer satisfaction of Cable 

television. 

Hypothesis 4 

Ho:  Customer support has no significant effect on customer satisfaction of Cable 

television in Cross River State. 

Table 10  

Model Summary showing the effect of customer support on customer satisfaction of Cable television 

in Cross River State. 

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

1 .747
a
 .559 .557 1.53995 

a. Predictors: (Constant), Customer support 
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Table 11  

ANOVA
a 
showing the effect of customer support on customer satisfaction of Cable television 

in Cross River State 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 801.361 1 801.361 337.922 .000
b
 

Residual 633.174 267 2.371   

Total 1434.535 268    

a. Dependent Variable: Customer satisfaction 

b. Predictors: (Constant), Customer support 

Table 12  

Coefficients
a 
showing the effect of customer support on customer satisfaction of Cable 

television in Cross River State 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 1.239 .521  2.378 .018 

Customer support .893 .049 .747 18.383 .000 

a. Dependent Variable: Customer satisfaction 

 

Interpretation 

Tables 10, 11 and 12 above report the results of regression analysis carried out to test 

hypothesis 4. The results show that Customer support has significant effect on customer 

satisfaction of Cable television in Cross River State (b = 0.893, p < 0.05). Therefore, 

hypothesis 1is rejected. Tables 10 and 11 further report a significant F statistic, indicating the 

model‘s strong prediction strength (F = 337.922, R
2
 = 74.7%, p < 0.05).The R

2
 of 74.7 per 

cent implies that for every unit change in Customer support, 74.7 per cent of such variation is 

attributed to customer satisfaction of Cable television. 

4.1  Discussion of findings 

Product delivery and customer satisfaction: finding of the study shows that product delivery 

has significant effect on customer satisfaction of Cable television in Cross River State. This 

finding is congruence with the postulation by Ashfaq (2019) that product delivery benefits 

the business organization and gives customers a sense of value, thereby increasing the 

probability of repeat purchase, speeds up the consumer purchasing decision-making process, 

and enables the organization to control the price and quality of its products. This view is also 

affirm by other studies such as that of Ladokun, Adeyemo and Ogunleye (2016), where it was 

found that product delivery was a significant predictor of customer satisfaction and retention. 

Similarly, the study of Nivethika and Yoganathan (2015) revealed that that there was a 

positive and significant impact of product delivery on customer satisfaction with LG 

electronics products. Therefore the findings of this study are in line with other relevant 

studies. 

 

Installation and customer satisfaction: The finding of the study shows that installation service 

has significant effect on customer satisfaction of Cable television in Cross River State. 
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According to Sadiq and Patama (2019), installation service is extremely important when 

sophisticated industrial goods are marketed to consumers who have little or no technical 

know-how to enable them self-install and operate the product. Sadiq and Patama (2019) 

found that installation service had a significant positive impact on customer loyalty through 

customer satisfaction in the home appliance industry of India. Furthermore, the study of Pai 

and Chalo (2018) revealed that installation service had a significant positive impact on 

customer loyalty, through customer satisfaction, in the mobile phone industry in Delhi.  

Warranty and customer satisfaction: The finding of the study shows that warranty service has 

significant effect on customer satisfaction of Cable television in Cross River State. Study by 

Mustofa (2018), reveals that warranty service is an important assurance that companies offer 

to customers to build customer's confidence and encourage patronage. Similarly, Kenton 

(2019) asserts that warranties usually have exceptions that limit the conditions in which a 

manufacturer will be obligated to rectify a problem. In relation to this study, the finding is 

confirmed by the study of Ashfaq 2019, where it was found that product warranty had a 

significant positive influence on customer loyalty, through customer satisfaction in the 

Pakistani telecommunications sector. Similarly, it was revealed in the study of Ladokun, 

Adeyemo and Ogunleye (2016) that warranty service was a significant predictor of customer 

satisfaction and retention. The finding therefore affirms other studies.  

Customer‘s support and customer satisfaction: The finding of the study shows that customer 

support has significant effect on customer satisfaction of Cable television in Cross River 

State. Customer‘s support is viewed by Ladokun, Adeyemo and Ogunleye (2016) as the 

provision of ongoing support, supplementary or remedial services to customers after 

patronage, in the form of eliciting, responding to and resolving customers' enquiries and 

complaints. In this regards, the finding of this study shows that there is a significant effect of 

it on customer satisfaction. This finding is affirmed by Sadiq and Patama (2019), which 

found that customer support had a significant positive impact on customer loyalty through 

customer satisfaction in the home appliance industry of India. Similarly, Nivethika and 

Yoganathan (2015) found in their study that there was a positive and significant impact of 

customer support on customer satisfaction with LG electronics products, Sri Lanka.. 

Furthermore, it was also found in the study of Pai and Chalo (2018) that customer support 

service had a significant positive impact on customer loyalty, through customer satisfaction, 

in the mobile phone industry in Delhi.  

5.  Conclusion  

The effect of after-sale services on customer satisfaction has been the focus of this study. It 

has been empirically proven that product delivery, installation service, warranty service and 

customer support had significant effect on customer satisfaction of Cable television in Cross 

River State. This implies that the delivery of after-sale services has enabled Cable television 

in Cross River State to improve the satisfaction of their customers. Findings from this study 

will assist other cable television companies realize a unique way of satisfying their customers 

and remain relevant in the market place. Therefore, the study concluded that after-sale 

services had a significant effect on customer satisfaction of Cable television in Cross River 

State.  

6.  Recommendations 

1. Cable television should continue to provide product delivery service to customers as 

they purchase their products in order to enhance customer satisfaction. 
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2. Cable television should continue to maintain an experienced team of technicians who 

can help customers with installation of products in order to enhance customer 

satisfaction.  

3. Cable television can improve customer satisfaction by adopting a comprehensive 

warranty policy, where customers can get free repair service or replacement of 

products if damaged within a stipulated period of time. 

4. Cable television should continue to maintain a responsive customer support 

mechanism through which customers‘ complaints, suggestions, issues and enquiries 

are rapidly resolved.  
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Abstract  

Ethical work climate is increasingly being applied in explaining a broad range of 

organizational issues that have ethical contents, but only a few studies have examined the 

individual/demographic antecedents of these climates. Using public universities as research 

setting, this study explored whether perception of the prevalence of instrumental ethical 

climate (IEC) differ among employees based on their gender, age, education levels, job 

tenure and status. Structured survey questionnaires were used in collecting data, and 

responses from a final sample of 101 senior level employees were used in the analysis. 

Results of independent t-tests and one-way analysis of variance (ANOVA) showed that 

although participants had a high overall perception of the presence of IEC in their 

organizations, statistically significant differences in perception were only found for the 

gender and education level groups. Furthermore, this research concludes that females are 

more perceptive of, and sensitive to, the existence of unethical decision-making conditions in 

their work place, compared to males, employees, and that employees with low levels of 

education are more likely to perceive stronger levels of IECs in their work environment, 

compared to their more educated counterparts. The limitations of this study and suggestions 

for further studies, especially as they pertain to the nonsignificant findings, are also 

discussed. 

Keywords: Public universities; instrumental ethical climates; ethics; demographic 

characteristics; unethical behaviour. 

 

Introduction 

Ethical work climate is one among the many types of climates found in organizations (Simha 

& Cullen, 2012). Described as the prevailing and pervasive organizational practices and 

procedures that have ethical contents (Victor & Cullen, 1988), ethical work climate theory 

and its psychometric measures – the ethical climate questionnaire (ECQ) - have attracted a 

significant body of research since their development (Martin & Cullen, 2006; Newman et al., 

2017). Part of the attraction for ethical climate theory as conceptualized by Victor and Cullen 

(1987, 1988) lies in their applicability in explaining organizational decision-making and the 

likely ethical issues that may arise from such decisions (Newman et al., 2017). Indeed, 

several studies have examined the relationship between ethical climates and a host of 

organization-relevant outcomes, including ethical behaviour (Deshpande & Joseph, 2009; 

Parboteeah et al., 2014; Wimbush et al., 1997), dysfunctional behaviour (Peterson, 2002; 

mailto:ecubed@unical.edu.ng
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Vardi, 2001), turnover intention (Mulki et al., 2008; Stewart et al., 2011), accountability 

(Laratta, 2011), and organizational commitment (Cullen et al., 2003; Shafer et al., 2013; Tsai 

& Huang, 2008). 

Aspects of the literature focused on verifying and validating the ethical climate construct are 

generally agreed that the construct is multidimensional, comprising five dimensions (Malloy 

& Agarwal, 2001; Newman et al., 2017; Shafer et al., 2013; Simha & Cullen, 2012): 

independent, law and codes, caring, rules and instrumental ethical work climates. Although 

these ethical climate types have been found in a broad range of organizational types including 

public/not-for-profit and private/for-profit establishments (Laratta, 2009; Malloy & Agarwal, 

2001; Venezia et al., 2010), some context-specific investigations seem to associate certain 

ethical climate types with different kinds of organizations. For instance, establishments that 

require their members to adhere to a visible set of rules/codes/guidelines (law and medical 

practices are a good example) or those that espouse pro-social and humanitarian goals (e.g., 

public sector and non-governmental organization – NGOs), are expected to encourage 

decision-making based on the so-called ‗positive‘ or ‗desirable‘ climate types – caring, 

independence, law & codes, and rule (Newman et al., 2017; Simha & Cullen, 2012). On the 

other hand, organizations that encourage profit maximization, competition, personal success 

and accomplishments are most likely to encourage instrumental/egoistic ethical climate (i.e., 

the climate type based on self-interest or organizational profitability) (Simha & Cullen, 

2012). Nevertheless, studies have confirmed the existence of instrumental ethical climates in 

supposedly pro-social work settings, including public sector organizations (Shafer et al., 

2013; Venezia et al., 2010). 

Compared to the general business and public service fields where studies on ethical concerns 

and other related issues have been extensively reported (for example, see the recent 

comprehensive literature review by Casali and Perano, In Press), little publicity and 

scholarship has been given to the ethical problems in higher educational bodies (Robinson & 

Moulton, 2005). Be it in developed or developing countries, higher education institutions 

have been burdened with a barrage of ethical challenges, including sexism, racism, grade 

inflation, plagiarism, procurement corruption, staff and student indiscipline, the 

promotion/protection of the interest of specific individuals/families/ethnic groups, 

programmes accreditation malpractices, the abuse of office for personal/material gains, 

admission racketeering, and the misuse of university properties (Ahamefule, 2014; 

Heyneman, 2011; Moore, 2006). Indeed, it has been observed that ―values of fairness and 

impartiality once thought to be universal characteristics of university systems‖ are being 

supplanted by parochial interests, and corrupt practices in educational systems are as 

prevalent as what obtains in the government and the economy (Heyneman, 2011, p. 8). Given 

the link that has been established between instrumental ethical climate and unethical 

behaviour in organizations (Simha & Cullen, 2012; Wimbush et al., 1997), as well as the 

paucity of attention being paid to the individual antecedents of ethical work climate 

perception (Newman et al., 2017), the current study aims at determining whether public 

university employees‘ perception of the prevalence of instrumental ethical climate differ in 

terms of demographics. 

The current study contributes to the literature in, at least, two ways. Firstly, scholars have 

acknowledged that despite the increasing research efforts devoted to cross-cultural ethics, 

Africa, with a few exceptions, has largely been neglected (Parboteeah et al., 2014). The 

current empirical study is a modest attempt at addressing this knowledge gap. Secondly, 

scholars have encouraged research aimed at extending the current ethical climate theory by 

considering individual-level/demographic antecedents, such as gender and ethnicity (Buchan, 
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2009; Newman et al., 2017). Moreover, previous research (e.g., Domino et al., 2015; Weeks 

et al., 1999; Wimbush et al., 1997) has suggested that individual differences may influence 

how employees perceive ethical matters and/or make ethical decisions. Furthermore, there is 

a myth that higher education is not burdened by moral problems (Robinson & Moulton, 

2005). Using the lenses provided by ethical climates theory and individual differences, the 

current study aims to determine whether public university employees‘ perception of the 

presence of instrumental ethical climate (IEC) is hinged on their demographic differences. 

The next section of this paper discusses the theoretical underpinnings of the ethical climate 

construct as well as its empirically derived dimensions. An overview of ethical issues in 

public universities and the hypotheses developed for this study are also provided in this 

section. The third section describes the methodology employed in the study while the fourth 

and fifth sections detail the results of data analysis and discussion of findings/conclusions, 

respectively. 

Literature Review and Hypotheses 

Ethical work climate theory  

The current study adopts the ethical climate theory developed by Victor and Cullen (1987, 

1988). Ethical climates or ethical work climates is only one among the many types of 

organizational work climates that have been found to exist in organizations (Martin & Cullen, 

2006; Simha & Cullen, 2012). Interest in studying the antecedents and outcomes of ethical 

climates has burgeoned over the years since its development partly because, beyond 

influencing organizational decision-making, they have been shown to be valuable in 

explaining ethical dilemmas and the behavioural responses arising from most organizational 

decisions (Martin & Cullen, 2006; Newman et al., 2017). In developing the ethical climate 

concept, Victor and Cullen (1987) combined elements of moral philosophy (i.e., the ‗ethical 

criteria‘) and elements of sociological referent group theory (i.e., the ‗loci of analysis‘) to 

propose their theoretical framework. The ethical criteria dimension (or moral philosophy) 

comprise egoism, benevolence, and principle. In egoistic work climates, the focus is on 

personal gains or self-interest when faced with ethical dilemmas. In benevolent work 

climates, employees look beyond ‗self‘ to consider the welfare of others when faced with 

ethical dilemmas. Principled ethical climates obtain where decisions are made in line with 

laid-down rules, laws and codes of conduct (Victor and Cullen, 1987, 1988). The referent 

group or loci of analysis describes three possible sources of cues for organizational actors 

when making decisions (Victor & Cullen, 1987): the individuals‘ values/beliefs, a local 

group, or a broader societal group/ideology. The locus of analysis is said to be the 

‗individual‘ when organizational actors make decisions based on their personal convictions 

and beliefs/values. Organizational decisions based on cues obtained from organizational 

procedures/policies and practices within the organization are said to be based on local 

reference. When, however, organizational decisions are based on influences outside of both 

the individual and organization (e.g., adherence to the Constitution or an international 

convention), the locus of analysis is said to be cosmopolitan (Simha & Cullen, 2012). The 

juxta positioning of the ethical criteria and loci of analysis resulted in a framework 

comprising nine ethical climate typologies: efficiency, self-interest, organizational interest, 

social responsibility, rules, personal morality, friendship, team interest, and laws and codes. 

Literature reviews of subsequent empirical studies have, however, confirmed that five ethical 

climate types are most common across a broad range of organizations (Martin & Cullen, 

2006; Newman et al., 2017; Simha & Cullen, 2012): independence, caring, rules, 

instrumental, and Law & codes ethical work climates.  
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Caring climates, based on utilitarian philosophy (benevolence), encourage the welfare of 

individuals, organizational groups (local locus) and the society at large (cosmopolitan locus). 

The prevalent perception here is that decisions are based on the concern for the well-being of 

others (Martin & Cullen, 2006; Simha & Cullen, 2012). The next three climates are 

associated with the ‗principled‘ construct. Independence climates are mainly associated with 

the individual locus of analysis. Employees operating within this climate type base their 

decisions on strong personal convictions rooted in their personal values and beliefs (Martin & 

Cullen, 2006; Victor & Cullen, 1988). Rules climates are mainly associated with the local 

locus of analysis; employees operating under this climate-type have an overwhelming 

perception that decisions are constrained/controlled by a pervasive set of (local) 

organizational rules and protocols (Simha & Cullen, 2012). Where organizational decisions 

are constrained by a body of rules/code-of-conducts/laws external to the organizations, 

employees in such organizations will perceive the existence of a law and codes climate 

(Simha & Cullen, 2012).  

Egoistic climates (i.e., instrumental climates) describe a work setting where personal interests 

(egoistic/individual) and/or narrowly defined firm interest (egoistic/local) dictate 

organizational decision-making (Simha & Cullen, 2012; Victor & Cullen, 1988). Within 

instrumental ethical climate work environments, employees perceive that organizational 

norms and practices are such that encourage ―ethical decision-making from an egoistic 

perspective‖ (Simha and Cullen, 2012, p.21). The findings of previous research generally 

associate egoistic (instrumental) climates with unethical and dysfunctional behaviours, while 

benevolent and principled climates - the so-called ―positive‖ climates (Wimbush et al., 1997, 

p.1708) - are linked with desirable behaviours and outcomes (Goldman & Tabak, 2010; 

Simha & Cullen, 2012; Treviño et al., 2001). Given the self-serving goals of both personal 

interests and/or the pursuit of narrow organizational interests (e.g., the pursuit of profit 

maximization or market share expansion above all else), it is not far-fetched to see how 

instrumental climates may lead to less ethical practices and behaviours. ` 

Universities and ethics 

The idea of a ‗university‘ connotes a place of open-minded debate ―where conceptions of and 

standards of rational justification are elaborated‖ and practiced to the point of serving as a 

moral compass for how the larger society ought to behave and conduct its debates 

(MacIntyre, 1990, p.222). In other words, because of their role in creating and disseminating 

knowledge, and the transformative power of such knowledge in societies, universities and 

other higher educational institutions (HEIs) have a moral responsibility to the society (Wilcox 

& Ebbs, 1992). That is why it has been argued by scholars that by their nature and essence, 

universities are and ought to be different from other institutions in the society (Heyneman, 

2011; Moore, 2006). Consequently, because of the high moral pedestal on which universities 

stand (or ought to stand), some people are wont to think that universities have no ethical 

issues. Robinson and Moulton (2005) observed that while researchers and academicians find 

it convenient to x-ray and comment on the ethical problems in the society, they have largely 

neglected the same subject in the very environment they work. Indeed, research has observed 

that insufficient attention has been given to the subject of ethical behaviour within higher 

academic systems, compared to other professions (Bratti et al., 2004; Moore, 2006; Robinson 

& Moulton, 2005). 

Ethical transgressions amongst both university students and faculties are as common as they 

are global, although the nature of these misbehaviours vary from region to region 

(Heyneman, 2011). For example, while ethical concerns in North American and Western 
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universities largely pertain to issues surrounding athletes/minority admissions, fundraising, 

academic governance, plagiarism and breaches to laid-down institutional rules, the major 

problems outside the Organization for Economic Cooperation and Development (O.E.C.D) 

countries relate more to issues of bribery and inducement for grades, admissions racketeering, 

and programmes accreditation fraud (Heyneman, 2011). Universities in Africa have been 

noted for students‘ victimization (by both lecturers and management), buying and selling of 

grades, misappropriation of funds, student gangsterism and truancy, lecturers‘ absenteeism, 

sexual exploitation, professional misconduct and ethnicity/tribalism (Ahamefule, 2014; 

Heyneman, 2011). Given the depth and variety of ethical issues in universities detailed in the 

literature (e.g., see Ahamefule, 2014; Heyneman, 2011; Robinson & Moulton, 2005; Wilcox 

& Ebbs, 1992), there is little doubt that higher educational institutions could be corrupt, even 

as corrupt as some agencies of government (Heyneman, 2011). 

The effects of unethical practices in university systems are devastating, impacting on all 

aspects of society (Ahamefule, 2014). Furthermore, because universities play (or ought to 

play) an important role in shaping the character of students who eventually become leaders in 

the society, they are supposed to be a bastion of utilitarianism, morality, rules/codes of 

conduct, and social responsibility. Therefore, permitting corruption in a university ―may be 

more costly than allowing corruption in the customs service or the police‖ (Heyneman, 2011, 

p.9). The prevalence of unethical practices in HEIs has prompted the advocacy for the 

establishment of codes of ethics in universities (Moore, 2006). Yet, other scholars have 

argued against the introduction of corporate business-type codes of conduct in universities 

because of their inherent unimplementability and potential for undermining the very essence 

of universities to the detriment of both the academic community and the society; rather, it has 

been suggested that an institutionalized ―embedded virtue approach‖ driven by individuals‘ 

integrity may encourage open moral debate and imagination among staff and students, thus 

enhancing the very essence of universities (see Moore, 2006, for elaboration). Nevertheless, 

the pertinent literature generally suggests that pro-social institutions like universities do have 

their share of ethical problems  

Instrumental ethical climate and employee characteristics 

It is pretty well established in the literature that ethical behaviours are significantly associated 

with ethical climates (Wimbush et al., 1997). Literature review has also shown that 

perceptions of ethical climates in organizations may be influenced by a host of variables 

including organizational and cultural context, organizational practices, leadership and 

managerial practices, and individual factors (Martin & Cullen, 2006; Newman et al., 2017; 

O‘Fallon & Butterfield, 2005). Concerning the individual antecedents of ethical behaviour in 

organizations, researchers say studies relating individual demographic variables with ethical 

perceptions or intentions are relatively underrepresented in the literature; where such studies 

exist, the findings are largely mixed and inconclusive (Haines & Leonard, 2007; Musbah et 

al., 2016; Pierce & Sweeney, 2010). Indeed, a recent in-depth literature review by Newman et 

al. (2017) observed that ―in comparison to other areas, research into individual differences 

and ethical climate is not as advanced‖ (p.486). As a contribution to the burgeoning literature 

on the antecedents of ethical climate perception in organizations, this study aimed to 

determine whether the perception of instrumental ethical climate in public universities differ 

based on individuals‘ demographic differences. Some of the important demographic variables 

that have received attention in the pertinent literature include gender, job tenure, employee 

educational level and age. We have added status (i.e., teaching versus non-teaching staff) as a 

demographic characteristic peculiar to University systems. Although no previous study has 

specifically examined these variables in relation to instrumental ethical perceptions in a 
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public university setting, we rely on previous research from other organizational contexts to 

make our arguments. 

Gender. Compared to other demographic determinants of ethical decision making, gender is 

one of the most frequently researched (O\Fallon and Butterfield; Casali and Peramo, 2020). 

In a recent systematic literature review of 408 peer-reviewed papers published between 1971 

and 2011, Casali and Perano (In Press) found that 59% of the reviewed studies reported 

significant differences in gender when it comes to ethical decision making, while the rest 

reported non-significant differences. For example, Betz et al. (1989) reported that men were 

two times more likely to engage in unethical actions than women. Similarly, Hainess and 

Leonard (2007), using a web-based experimental approach, assessed participants on their 

perception of five scenarios of ethical problems in the information technology (IT) sector. 

They found that men were significantly different in their response on all the scenarios; the 

women found the dubious behaviours unacceptable, and they were also unlikely to engage in 

them (Haines & Leonard, 2007). It is not clear why females‘ ethical orientation differs than 

those of males; however, it has been suggested that the difference might be because women 

are generally more concerned about utilitarian values (caring for the interest/welfare of 

others/the general public), building relationships, less concerned about material success, risk 

averse, and more concerned about the consequences of their actions to their family, compared 

to men who appear to be more concerned about achievement, wealth, rules, fairness, law and 

order and profit (Bampton & Maclagan, 2009).  

It also appears that men and women differ in their involvement in, recognition, perception, 

and evaluation of, ethical matters, as well as the type of unethical acts they may engage in. 

Compared to men, for instance, women are said to more ethical when making decision; the 

only exception was where the decision situation was obviously ethical or unethical (Glover et 

al., 2002). Similarly, in a survey of experienced pre-manager level auditors in the USA and 

Ireland, Sweeney et al. (2010) found that females were more likely than males to engage in 

underreporting of time (URT), but they significantly had a lower intention to engage in 

premature sign-off (PSO) and quality threatening behaviour (QTB). Both PSO and QTB are 

considered more grievous accounting crimes than URT  (Sweeney et al., 2010). 

As stated earlier, several other studies found no significant difference between males and 

females in term of ethical perceptions/intentions. Indeed, the literature review by Casali and 

Perano (In Press) showed that 41% of the reviewed paper found little or insignificant 

differences between males and females in terms of their ethical behaviours/intentions. 

Interestingly, none of the reviewed literature indicated that males are more ethical than 

females; where a significant relationship was found, it mostly showed that males and females 

differ on their approach to, and perception of, ethical issues. Taking the foregoing argument 

as a whole, we hypothesize thus:  

H1: Males and females differ significantly in their perception of instrumental ethical 

climate. 

Age. The theory of moral development (Kohlberg, 1981) asserts that individuals generally 

progress from lower to higher heights of moral reasoning and awareness as they grow older. 

Relying on Kohlberg‘s theory, several researchers have examined the relationship between 

age and ethical behaviour or perception of ethical issues, obtaining mixed results. For 

example, Ekin and Tezölmez (1999) found less tolerance for unethical behaviour among 

older respondents than younger ones. Costouros (2017) found that while there was no 

significant differences between males and females as to whether gifting (receiving and giving 
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of gifts for a favour) is unethical, the older respondents were less likely to see gifting as an 

acceptable behaviour. On their part, Sweeney et al. (2010) reported a significant inverse 

relationship between age and the intention to engage in premature sign-off among pre-

manager level auditors, while Musbah et al. (2016) found no significant difference in the 

ethical behaviour of Libyan management accountants based on their age. Musbah et al.‘s 

(2016) finding is similar to previous studies (e.g., Kuntz et al., 2013; Pierce & Sweeney, 

2010) which found no statistically significant relationship between age and ethical behaviour. 

In summary, the literature appears inconclusive on the relationship between age and 

perceptions of ethical behaviour. However, since the literature appear to suggest that people 

continue cognitive moral development into old age (Colby et al., 1983), and that older 

employees have more awareness of ethical issues (less tolerance for unethical behaviour), we 

reason that there will be a significant- variation in employees‘ perception of the prevalence of 

ethical climate based on their age range. To verify the foregoing postulation, we put forward 

the below hypothesis to be tested: 

H2: There will be significant differences in employee perception of the presence of 

instrumental ethical climate based on their age groups. 

Educational level. The relationship between employees‘ formal educational level and ethical 

perception and behaviour has also enjoyed research attention over the years. Relying on 

Kohlberg‘s (1981) theory of moral development where he postulated that length of formal 

education is an important predictor of individuals‘ moral judgement, several authors (e.g., 

Pierce & Sweeney, 2010; Treviño et al., 2001) hypothesized and found that higher levels of 

formal education are correlated to higher sense of moral awareness and ethical behaviour. It 

has been further argued that highly educated people are likely to be more ethically sensitive 

and aware than their less educated counterparts, even when the former‘s educational training 

did not include specific courses on ethics (Wimbush et al., 1997). For example, Goldman and 

Tabak (2010) found that employees with lower level of education perceive that their 

organizational norms accommodate self-serving and parochial interests, compared to their 

more educated counterparts. Yet, there are studies (e.g., Musbah et al., 2016) which found no 

significant relationship between educational level and ethical behaviour. Indeed, there are 

several reports where highly educated individuals have been found to have behaved 

unethically in transactions.  

Nevertheless, it appears that studies which found significant relationship between educational 

level and ethical behaviour and those which did not are fairly evenly split (see the detailed 

literature review by Casali and Perano, In Press). Interestingly, none of the studies reported 

an inverse relationship. Therefore, given the mixed findings reported in the literature, as well 

as the exploratory nature of the current study, we propose as follows: 

H3: Perceptions of the presence of instrumental ethical climate will significantly differ based 

on employees‟ level of education. 

Tenure. Job tenure here describes the length of time an employee has been on their current 

job or working in the same organization. Few studies have looked into the relationship 

between employee tenure and perception of ethical behaviour in organizational context 

(Newman et al., 2017). However, existing studies suggest a positive relationship between job 

tenure and ethical behaviour and climate perceptions. For example, Goldman and Tabak 

(2010) indicated that longer tenured employees were more likely to perceive and recognize 

self-serving behaviour in their organization than relatively new employees. Similarly, Victor 

and Cullen (1988) suggested that employee perception of the presence of benevolent ethical 
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climate in their organization increase with longer tenure. It is possible that through the 

process of socialization and acculturation, employees who have worked in an organization for 

a relatively long time become aware of what is acceptable behaviour in that organization. 

This view is partly supported by social information processing theory (SIPT) which suggest 

that the work environments provide cues for employees when interpreting and deciding on 

acceptable ways of behaviour (McManus & Subramaniam, 2014). Based on the foregoing 

argument, we put forward the below hypothesis to be tested:  

H4: Longer tenured employees will differ significantly in their perception of the 

prevalence of instrumental ethical climate than relatively newer workers. 

Employee status. While several studies have confirmed that different organizational types 

may encourage the perception of different kinds of ethical climates (hence different kinds of 

behavioural expectations), only few studies have examined differences in ethical perceptions 

and behaviour between/among subunits within the same organization (Buchan, 2009; Malloy 

& Agarwal, 2001; Wimbush et al., 1997). A typical university‘s workforce can be broadly 

divided into two distinct subunits: teaching staff (including research staff) and non-teaching 

staff (including all categories of support and administrative staff members). Although both 

subunits exist and work to actualize the stated goals of the university, their line of work and 

condition of service are different. Given these differences, it is possible that employees 

within these subunits may rely on the cues provided by their workgroups (e.g., their unions) 

to determine what is acceptable/unacceptable behaviour. Indeed, the practices and 

procedures/policies of an organizational subunit can serve as an ‗ethical referent‘ point by 

which group members weight the ethicality or otherwise of their decisions (Victor & Cullen, 

1987). In line with the foregoing reasoning, we hypothesize that: 

H5: Employee perception of instrumental ethical climate will significantly differ based 

on their status. 

Methodology 

Data and sample 

The data set analyzed in this study were extracted from a broader survey of public sector 

organizations conducted by the first author. The study employed a non-experimental cross-

sectional survey design to collect data via structured questionnaires. Senior staff from nine 

(9) public universities took part in the nation-wide survey. Participants were identified by 

their explicit responsibilities and/or designations in their respective organizations. Initial 

contact with the prospective participants were made by the first author and four research 

assistants who were trained for this purpose. The prospective respondents were intimated on 

the purpose of the survey and a signed assurance of the anonymity/confidentiality of their 

responses was also issued to them in form of cover letters to the survey instruments. 

Fifteen (15) participants per university were selected and encouraged to complete the self-

administered survey questionnaires. Two follow-up reminders (approximately three weeks 

apart) were given to the participants, the first being by phone calls and the second by physical 

visits. Questionnaire administration and retrieval took a period of approximately twelve (12) 

weeks. In all, 112 completed questionnaires were returned out of a possible 135 (representing 

a response rate of 82.96%). However, after checking for response completeness, only 101 

questionaries were found usable for our analysis. See Table 1 for breakdown of usable 

questionnaire par university and final sample size.  



Proceedings of the 14th Annual International Conference 

 444 

 

Table 1: Distribution of usable questionnaires by universities 

Universities Distributed survey Usable cases Relative % 

A 15 12 8.89 

B 15 11 8.14 

C 15 10 7.41 

D 15 12 8.89 

E 15 11 8.14 

F 15 13 9.63 

G `5 12 8.89 

H 15 10 7.41 

I 15 10 7.41 

Total 135 101 74.81 

 

Measures 

The literature reports a great variation in the instrument and scale used in measuring ethical 

climates (Newman et al., 2017). To measure instrumental ethical climate (IEC), we adopted 

the instrument developed by Victor and Cullen (1987, 1988) and later modified by Cullen et 

al. (1993). Sample items from the modified IEC scale include ‗In this organization, people 

are mostly out for themselves‟, „In this organization, decision makers protect their own 

interest above other considerations‟, There is no room for one‟s own personal morals or 

ethics in this organization‟, and „Decision makers in this organization are very concerned 

about what is best for themselves‟. Responses were capture on a five-point Likert scale 

ranging from 1 (mostly false) to 5 (mostly true), and then averaged for each respondent. 

Higher scores indicate respondents‘ perception of greater presence of the phenomenon being 

assessed. The modified scale which uses four items to measure IEC has been found to 

produce relatively large alpha reliability coefficient (Shafer et al., 2013; Tsai & Huang, 

2008). For the current study, we obtained a Cronbach‘s alpha value of 0.73 which is above 

the accepted conventional value of 0.70 (Pallant, 2016). 

To measure gender, level of education, tenure, age and status, items on these variables were 

included in the first section of the questionnaire and respondents asked to indicate the options 

that applies to them. 

Results of data analysis 

Sample characteristics 

Table 2 presents a distribution of the demographic characteristics of respondents from the 

participating public universities. Male respondents made up the majority of the final sample 

(60.4%). Most of the participants (i.e., 53.5%) were, at least, 51 years old or over, and a good 

number of them (68.32%) have worked in their current institution for more than 6 years. The 

majority of the subjects (i.e., 40 participants or 39.6% of sampled participants) hold a PhD 

degree or its equivalent, followed by first (Bachelor‘s) degree holders (i.e., 28 participants or 

27.72% of sampled group), then Master‘s degree holders (25.75%). Academic staff (70.3%) 

made up the majority of sampled participant, with the support (non-teaching) staff making up 

only 29.7% of the sample. 

Table 2: Sample characteristics 
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Variables Demographics N Percentage of valid N 

Gender Male 61 60.4 

 Female 40 39.6 

 Total 101 100% 

Age 31 – 40 years 19 18.8 

 41 – 50 years 28 27.7 

 51 and above 54 53.5 

 Total 101 100% 

Educational level Diploma or below 7 6.93 

 First Degree/Equivalent 28 27.72 

 Master‘s 

Degree/Equivalent 

26 25.75 

 PhD/Equivalent 40 39.6 

 Total 101 100% 

Tenure Less than 1 year 0 0 

 1 – 3 years 3 2.97 

 3 – 6 years 29 28.71 

 6 years and above 69 68.32 

 Total 101 100% 

Status Academic staff 71 70.3 

 Non-Academic staff 30 29.7 

 Total 101 100% 

 

Hypotheses testing  

Means, standard deviations, independent t-tests and one-way independent groups ANOVA 

results are presented in Table 3. The overall IEC mean of 3.72 indicate that, on average, 

public university employees perceive the presence of instrumental ethical climates in their 

organizations (i.e., their organizational procedures, policies and work environment tacitly 

encourage/accommodate egoistic and self-serving decisions). To determine whether the mean 

scores on the IEC scale differ for males and female, an independent sample t-test was 

performed. The result shows that there was a significant difference in the scores for males (M 

= 3.45, SD = 0.99) and females (M = 3.99, SD = 0.87; t (99) = 2.810, ρ = 0.006, two-tailed), 

hence H1 was confirmed. Using Cohen‘s (1988) criterion, the size of the difference in the 

means (mean difference = 0.54) was moderate (eta squared = 0.073). With respect to status, 

no significant difference was found between IEC scores of academic staff (M = 3.8, SD 

=1.01) and support (non-academic) staff (M = 3.64; t(99) = -0.736, ρ = 0.464). Therefore, H5 

was rejected. 

Table 3: Descriptive statistics for the IEC scale based on demographics and test 

statistics results for hypotheses testing 

Variables Demographics Mean SD t F  Ρ 

Gender Male 3.45 0.99 2.810  0.006 

 Female 3.99 0.87    

Age ≤ 40 years 3.45 0.91  1.389 0.186 

 41 – 50 years 3.97 0.85    

 ≥ 51 years 3.73 0.98    

Education Diploma 4.43 0.98  4.033 0.001 

 Bachelor‘s 3.78 1.20    
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 Master‘s 3.41 1.04    

 PhD/Equivalent 3.26 0.96    

Tenure 1 – 3 years 3.81 1.12  1.215 0.513 

 3 – 6 years 3.76 0.99    

 6 years or ≥ 3.59 0.97    

Status Academic 3.8 1.01 -0.736  0.464 

 Non-Academic 3.64 0.97    

NOTES: The scale range for the IEC construct was 1 -5; mean responses range was 1.98 to 

4.89; overall mean (standard deviation) for the scale was 3.72 (1.07). 

 

To test the hypotheses for the independent categorical variables comprising more than two 

groups/levels, a one-way between analysis of variance was conducted. Results show that 

there was no statistically significant difference in the IEC scores with respect to the three age 

groups considered in this study (F(2,98) = 1.389, ρ > 0.05). Similarly, no statistically 

significant difference was found for the IEC mean scores for the three categories of tenured 

employees who participated in the study (F(2,98) = 1.215, ρ > 0.05). Hence, H2 and H4 were 

rejected. However, there was a statistically significant difference at the 0.01 level in IEC 

scores for the four levels of educational attainments considered in this study (F(3,97) = 4.033, 

ρ < 0.01). The Lavene‘s test of homogeneity of variance (F(3,97) = 0.98, ρ = 0.513) also 

indicate that the variance in IEC scores were homogenous for each of the four groups. To 

further understand which of the educational levels are responsible for the observed difference 

in the IEC mean scores, a follow-up post hoc pairwise comparison among the means based on 

the Turkey HSD test was performed. The test result shows that there was a significant 

difference between the Diploma group (M = 4.43, SD = 0.98) and the PhD degree (M = 3.26, 

SD = 0.93) and Master‘s degree (M = 3.41, SD = 1.04) groups. The other pairwise 

comparisons in the education subgroup were not significant. 

Discussion/implications 

As places and institutions where moral standards and pro-societal ideals are conceived, 

rationalized and promoted, universities are often held in high esteem. Therefore, the 

university work environment is expected to promote or encourage policies and practices that 

enhance equity, transparency, selflessness, and humanitarian values. The overall mean score 

of 3.72 on the IEC scale indicates that public university employees in Nigeria perceive that 

inordinate personal interests and parochial organizational goals influence decision-making in 

their organizations. However, the mean responses range of 1.98 to 4.89 suggest that not all 

participants share the view that decision-making in Nigerian public universities are always 

conditioned by the need to factor-in parochial considerations. Nevertheless, the analysis of 

the IEC scores based on employees‘ demographic categorizations revealed some interesting 

findings which are herein discussed. 

Results of this study indicate that females‘ perception of the presence of the self-interest 

dimension of ethical work climate in public universities differ from those of males, with the 

former reporting a higher prevalence of the phenomenon than the latter. This finding is 

consistent with prior research which show that females differ than males in their recognition 

of ethical issues and their intention to engage in unethical behaviour (Haines & Leonard, 

2007). Given the relationship that exist between instrument ethical climate and unethical 

organizational behaviour (Simha & Cullen, 2012; Wimbush et al., 1997), our findings suggest 

that female employees in public universities, more than their male counterparts, recognize 

unethical acts/practices for what they are and are less likely to tolerate them. This 
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interpretation is supported by studies which show that males differ from women on how they 

make moral judgement (Costouros, 2017), with the females more likely to subscribe to 

‗ethics of care‘ (i.e., utilitarian values) than men (Bampton & Maclagan, 2009). The 

implication here, therefore, is that given the disproportionate ratio of males to females in 

public university management positions, the ethical climate of public universities may be 

improved by appointing more women into important decision-making roles. 

Given Kohlberg‘s theory of moral development which argues that people move to higher 

realms of moral development and awareness as they grow older, as well as several studies 

(e.g., Bateman & Valentine, 2010) which found a positive correlation between age and 

ethical decision making, we expected to find differences in IEC based on employee age 

groupings. Contrary to our expectation however, the current study found no significant 

difference in the perception of instrumental ethical climates based on age. Though 

unexpected, the result is consistent with prior studies (e.g., Kuntz et al., 2013; Musbah et al., 

2016; Pierce & Sweeney, 2010) which found no significant difference in ethical judgement, 

recognition and intention based on age. One possible explanation for the lack of a significant 

difference in perception of instrumental ethical climate based on age might be that 

selfishness, corruption and moral decadence is so pervasive in the larger society (of which the 

university is an integral part) and most working age adults are generally aware of this. 

Another plausible reason might be that peoples‘ moral development are truncated when they 

get into work because their thoughts and actions are constrained by the prevailing norms in 

their work environment. This result thus implies that the influence of self-serving values in 

Nigerian public universities is common knowledge to both older and younger employees.  

Result of data analysis also revealed that employees‘ perception of the presence of 

instrumental ethical work climate differ in terms of formal education level. Further analysis 

appears to show that less educated employees have a stronger perception of the presence of 

instrumental ethical climate than their highly educated counterparts. This finding partly 

supports Kohlberg‘s (1981) theory which posits that individuals‘ degree of moral 

development and awareness is functionally related to their length of formal education, even 

where such formal education did not involve specific courses on ethics. Consistent with 

findings of prior studies (e.g., Pierce & Sweeney, 20 10), the study‘s result implies that a 

well-coordinated educational intervention programme which encourages employees to 

acquire more educational training, at least to the Master‘s level, may enhance their 

recognition and appreciation of the ethical climate in their organization. Granted that many 

highly educated people have been implicated in corporate scandals, and have also been found 

to behave unethically, some evidence seem to suggest that highly educated individuals are 

less likely to behave unethically than their less educated counterparts (Goldman & Tabak, 

2010). Perhaps their higher level of education makes them more aware of the consequences 

of questionable behaviour to their reputation, thus constraining their intension to engage in 

them.  

Based on the premise that long tenured employees have a greater perception of the ethical 

climate operational in their work environment (Goldman & Tabak, 2010), we expected to 

find differences in ethical climate perception scores for different levels of tenured employees. 

Our data analysis found no such relationship. If tenure were to be used as a proxy for work 

experience, our finding is not completely out of place because extant studies have reported 

inconsistent results on the relationship between experience and ethical decision-related issues  

, (O‘Fallon & Butterfield, 2005). Similar to the nonsignificant result on the relationship 

between age groups and ethical climate earlier discussed, this result may imply that 

irrespective of the length of stay on their job/organization, public university workers in 
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Nigeria are sensitive/aware of the self-serving decision tendencies prevalent in their work 

environment. With regard to differences in employees‘ instrumental ethical climate scores 

based on their job status (i.e., based on whether they are teaching or non-teaching staff), this 

study found no significant difference in opinion between the two groups. The nonsignificant 

perceptual difference between the two group of staff appears to suggest that all categories of 

workers in Nigerian public universities firmly believe that the decision-making atmosphere in 

their work environment encourage the accommodation of inordinate personal and other 

parochial interests which may not be of any benefits to the general public. Because there is 

few existing empirical studies to compare these results with, further research is needed to 

verify our findings. 

Conclusions  

Compared to the wider business and management fields, studies on the ethical issues 

confronting universities are grossly under-represented in the literature. Furthermore, research 

on the demographic antecedents of organizational ethical work climates are only just 

emerging (Newman et al., 2017). To contribute to the burgeoning body of work on the 

demographic antecedents of ethical climates, this study measured the instrumental ethical 

climate perception of public university workers in a developing country, and then determined 

whether these perceptions differ based on demographics – gender, age, educational level, 

tenure and status. Out of the five demographic variables considered in this study, only two 

variables – gender and educational levels – produced significant differences. Based on these 

results, we conclude that gender and educational levels are very important determinants of 

instrumental ethical climates in public universities. While females are more perceptive of, 

and sensitive to, the existence of unethical decision-making conditions in their work place, 

compared to males, employees with lower levels of education are more likely to perceive 

stronger levels of instrumental ethical climates in their work environment, compared to their 

more educated counterparts.  

Limitations and suggestions for further study 

Although the sample size is large enough for the kind of inferential analytical method 

employed in this study, it may not be representative of all the public universities in Nigeria. 

There are 92 public universities in Nigeria, out of which 44 belong to the Federal 

Government and 48 belong to State Governments. Surely, the sample collected from only 6 

of 92 universities (4 Federal and 2 State universities) may not be said to be representative of 

the population. Therefore, future study may increases the generalizability of the findings of 

this study by considering more public universities in their sample. Given the observation that 

private organizations may encourage different ethical work climates than public 

establishments (Simha and Cullen, 2012), future researchers may want to conduct a 

comparative study based on the variables examined herein. 

Cross-sectional surveys and structured single-source data collection instrument like the one 

employed in this study may not provide sufficient insight into the phenomena examined in 

this study. Future researchers may use a mixed method which comprise initial in-depth 

interviews and then quantitative surveys to gain greater insight on the antecedents of 

corporate and individual ethical behaviour. 

The current study was limited to analyyzng the demographic basis of only one among the five 

theoretical dimensions of ethical work climates proposed by Victor and Cullen (1987, 1988). 

Research has provided some evidence that the perception of different dimensions of ethical 

climates may vary within the same organization across a wider set of demographic and 
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individual variables (Newman et al., 2017; Wimbush et al., 1997) Future research may 

consider such individual variables as personality, personal values and religious orientation as 

antecedents of ethical climates and behaviour. 
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Abstract 

The ability to pull through and rebound to business is significant for entrepreneurs after 

failures and setbacks. The literature concerning small and medium enterprise (SMEs) 

propose that resilience may help to explain business success. The study examines the 

relationship between small business owners‟ success and dimension of resilience factors 

using the psychometric properties of Connor and David Resilience Scale. A survey research 

design was used. Data were collected from 200 small business owners. Entrepreneurs that 

responds to challenges tend to sustain their business and achieve considerable increase in 

their level of performance.  

Keywords: entrepreneurship, resilience, sustainability, SMEs. 

 

 

 

 

 

  

 

 

 

 

  



Proceedings of the 14th Annual International Conference 

 454 

EMBEDDING SUSTAINABILITY IN MANAGEMENT 

EDUCATION: PEDAGOGICAL CONSIDERATIONS 

 

Ojiagu, Nkechi Cordelia. 

Department of Cooperative Economics & Management,  

Nnamdi Azikiwe University, Awka, Nigeria. 

 

Abstract 

Embedding sustainability in management education involves a functional integration of 

unifying the gap between what was being taught in institutions and what was actually needed 

by businesses. Management education and training research for today's business 

environment have become an important subject to debate because it allows the design of 

scenarios that contribute to economic and social development. Thus, value is placed on 

diversity and flexibility in implementation and developing of programmes and teaching 

methods to avoid the "saddlebag" tendencies so that the needs of current and future 

generation are met. This paper is a descriptive study which majors on pedagogical 

considerations. It is recommended that management education providers need to translate 

sustainability into different disciplines and engage faculty, students and practitioners of these 

different disciplines to send key messages about the importance of sustainability. 

Keywords:  Embedding sustainability; management education; pedagogy considerations;    

PRME 

 

Introduction  

The concept of sustainability has its root from the principles of sustainable development. The 

Bruntland report (1987) defines institutional sustainability as development which meets the 

needs of the present without compromising the ability of future generation to meet their own 

needs. Management education sustainability represents resilience overtime which evaluates 

whether all stakeholders have taken positions for long-term growth rather than only short-

term performance. Management education sustainability involves active academic 

participation to create economic, social and environmental programmes; improving life 

standards, generating empowerment and respecting interdependence (Davis, 2018). 

Sustainability encourages people, institutions, politics and businesses to make decisions 

based on the long term. In this way, acting sustainably encompasses a temporal framework of 

decades and considers more the outcome than the profit or loss involved (Straik, et al, 2010). 

The motivations behind sustainability are often complex, personal and diverse. It is 

unrealistic to create a list of reasons why so many individuals, groups and communities are 

working toward this goal. Yet for most people, sustainability comes down to the kind of 

future we are leaving for the next generation (University of Alberta, 2014). The United 

Nations Global Compacts Principles for Responsible Management Education (PRME) 

working through six principles engages business and management education school to ensure 

they provide future leaders and equip today‘s business to balance economic and deliver 

change tomorrow (Antonic Guteres, UN Secretary-general). It is expected by PRME's vision 

and mission that management related higher education institutions play a key role in shaping 
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the mindsets and skills of future leaders to be powerful drivers of corporate sustainability. 

Sustainability, therefore, is not just environmentalism but concerns for social equity and 

economic development are embedded.  

The world of organizations is changing radically, the world of management education much 

less so. New technologies are radically reshaping how work is done in the worlds of business 

and the growth of government bureaucracies also created demands for management 

education. Twenty-first-century enterprises look very different from their predecessors. More 

agile, more ephemeral, less hierarchical, less stable, traditional corporations are vanishing 

and pop-ups are pervasive, management education requires a substantial overhaul. (Davis, 

2018). More so, today‘s management education is facing tremendous challenges created by 

the fast-paced changes in the operational environment; the world and the working life are 

changing at a very-accelerating pace; globalization makes the world smaller and expedites the 

movement of people, ideas and expertise; technological development transforms the ways of 

working, networking and communicating and new global megatrends are increasingly 

shaping the future and the way we understand the world; (Tienhaara, et al, 2017). Others 

include global interconnectedness such as digitalization, robotization, virtualization artificial 

intelligence and  ́            The increased demand for more and sustainable management 

education has probably never been greater, and especially universities are expected to address 

the needs of the students they educate and the societies they serve. Sustainable management 

practices require the ability and skills to adapt to changes in a rapidly transforming 

operational environment thereby bringing together theory and practice on sustainability and 

responsible management. (Weybrecht, 2015). 

Management education and training research for today's business environment have become 

an important subject to debate because it allows the design of scenarios that contribute to 

economic and social development. The quest for high quality and insightful management is 

an important prerequisite for the economic and social well-being of societies. At the same 

time, it is just as critical a success factor for all types of enterprises as it is for a range of 

public and non-profit organizations. Responsible management education practices require the 

ability and skills to adapt to changes in a rapidly transforming operational environment. 

(Tienhaara et al, 2017; Onete et al, 2014). Confirming, Shephard (2008) indicates that 

education for sustainability seeks majorly three primary outcomes: graduates should know 

about sustainability issues, they should have the skills to act sustainably if they wish to and 

they should have the personal and emotional attributes that require them to behave 

sustainably for higher education‘s most valuable contribution to sustainability lies in 

providing large numbers of graduates with the knowledge, skills and values that enable 

business, government and society as a whole to progress towards more sustainable 

environment development. Also, Khan (2015) expresses that management education 

institutions need develop and transfer knowledge and prepare graduates for the real world 

(the workplace); make significant adaptations in the education programs designed for 

cosmopolitan leaders and take timely actions in response to various environmental 

developments they face and foresee.   

Embedding sustainability in management education involves a functional integration of 

unifying the gaps between what was being taught in management education institutions and 

what was actually needed by businesses. Many find fault with perceived lack of integration of 

functional area; hands-on-learning by-doing; lack of attention on developing competencies, 

especially the need to develop leaders behaviours (Miesing et al, 2017). Embeddedness in 

management education entails that actors preferences can only be understood and interpreted 

within relational, institutional and cultural contexts. Embedding sustainability, therefore, 
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places values on flexibility in implementation and developing of programmes for every 

society has different drivers and pressures, different cultures and different people 

(Weybrecht, 2015). 

Conceptual Review 

Concept of Management Education 

The concept of management education recurs frequently in international educational 

discourse (PRME) because it is uniquely positioned to empower individuals and practitioners 

with the necessary tools and mindset to better understand the role business can play in society 

today. Management education assures smart and strategic business directions for 

development at all levels of an organization. At organizational level management education 

develops leaders to elaborate strategies for the future, to build an organizational culture in 

which teamwork closely interact, direct the company to profitable growth and to maintain 

standards of excellence. At human resource level, management education is adapted to 

corporate strategy to meet the needs of the business environment, developing strategies on a 

medium and long term to quantify organizational performance and transformation for the role 

accomplishment within the organization. At management level management education is 

focused on objectives and competitive strategies, result delivery that defines the company's 

mission (Zoran, 2013 in Onetel et al, 2014). 

Thus, due to diversity and flexibility of management education and its delivery, the concept is 

very difficult to define precisely and exhaustively, which is occasioned by related ambiguity 

to the difficulties with the concept of ―management itself. Tienhara et al (2017) add that the 

term management is used interchangeably with leadership; administration and governance 

unless otherwise stated. Moreover, it covers multi and interdisciplinary programmes 

combining also elements from a broader range of disciplines. Management education is 

viewed in this paper as a major disciplinary field offering education in topics related to 

management namely business management, cooperative economics and management, public 

administration management, marketing management, entrepreneurial management, finance 

management and other management courses. In addition, Ibrahim and Mazin (2017) define 

management education as the application of theory and practice of management to the field of 

education or educational institutions. This definition connotes that management education is 

one discipline of higher education by which students are taught to be business leaders, 

directors, managers, executives and administrators. It focuses on the process of imparting or 

acquiring knowledge to develop the members of the executives or administration of an 

organization or business, managers or employers collectively, or train in the techniques, 

practice, or science of managing, controlling or dealing in the skilful or resourceful use of 

materials and time (Leclaire, 2009).  

The foregoing indicates that there is a widespread agreement that education plays a crucial 

role in the development of sustainable societies and economic systems. Management 

education for sustainable development empowers people to think and act for the future in a 

positive way (Müller et al., 2020). The implication is evident in that sustainability enables 

each individual to understand the effects of their actions on the world and encourage them to 

make responsible decisions. Thus management education serves valuable-social functions. 

Among these functions is the development of skills among students that can be used later in 

the labour market, thus becoming knowledgeable participants in the larger social system  

(Verdugu & Mueller, 2009). Since management education assures smart and strategic 

business directions for development at all levels of an organization, through training of 
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stakeholders, it is submitted that the concept will continue evolving to serve a broader range 

of learners. No doubt, embedding sustainability in management education can be framed as 

incorporating the management of economic, social, environmental and cultural imperatives in 

all decision making (Arevalo & Mitchell, 2017). 

Embedding Sustainability in Management Science: Dealing with Curriculum – Related 

and Pedagogical Challenges 

Management education is increasingly operating in the global environment. This forces 

education providers to find ways to utilize new areas of educational demand, to strengthen 

their position as credible actors and to prepare their students for the changing international 

environment and cultural differences (Tienhaera et al, 2017). However embedding 

sustainability in management education is a daunting task on curriculum and pedagogical 

levels (Khan, 2015; Raufflet, 2013) as sustainability is a life long education and leadership, 

which embraces the requirements of today‘s world. Miesing et al (2018) reflecting on three 

dilemmas of management education interlia; first, changing demographics of students‘ body 

which demanded more applied learning and relevancy in its curriculum. Second, the business 

community identified a problem – management graduates lacking the ability to apply 

business concept outside of business – class silos. Third, the academic community identified 

a problem that of the management education curriculum lacking integration and being largely 

focused on theory at the expense of application and skill development. Thus, dealing with 

these challenges affects the curriculum and pedagogy for these on-going concerns of 

stakeholders need an address. This indicates that for management education institutions to be 

sustainability leaders, sustainability needs to be integrated through the curricula, delivery 

methods and modes, institutional activities students and operations (Nordman & Pasquier-

Doumer, 2017). 

To address the structural and stakeholders driven barriers, incorporation of transdisciplinary 

participatory processes to address current social, economic and ecological paradigms needed 

to be integrated. More recently, embedding sustainability in management education is seen as 

a holistic body of knowledge and understanding for management practice that meets the 

needs of current and future generation (Arevalo et al, 2017). The definition displays a 

polymorphous meaning of sustainability which may make it difficult to anchor a program. 

Besides, Raufflet (2013) adds that the challenge of implicit and explicit; short-term and 

narrow curriculum assumptions on business ethics in management education programs to 

bring sustainability into classroom conversations and concerns would not hit its target. The 

complexity of the word sustainability adds Weybrect (2015) is a key reason, why some 

management education providers push it aside. 

Dealing with challenges of curriculum and pedagogy enthrones understanding the concepts. 

The concept of curriculum in this literature connotes the learning which is planned and 

guided by the school, whether it is carried out in groups or individually, inside or outside the 

school; a combination of instructional practices, learning experiences and students 

performance assessment that are designed to bring out and evaluate the target learning 

outcomes of a particular course; a program, which is made up of three components: 

programme of studies; programme of activities and programme of guidance (Bediako, 2019; 

Khan, 2015; Shao-wen, 2012). While pedagogy in its simplest form encompasses both 

teaching and learning methods, the science of upbringing and education and knowledge of the 

representations useful for teaching a subject (Melanie, 2019; Mynbayeva et al, 2017). 
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Pedagogy of the past centuries differs from the pedagogy of the 21
st
 century. Since the 

beginning of the 21
st
 century, there have been many changes in the development of world 

education, management education inclusive. The most observable phenomenon is now the 

internetization of society and penetration of digital technologies into learning thus change 

ways of life, way of communication, thinking, feelings, influence, social skills and social 

behaviour, indeed, high-tech environment reshape the human brain (Melanie, 2019). Thus, 

technological development will continue to challenge the teaching methods and modes of 

delivery management education. (Miesing, et al, 2017, Tienhaara et al, 2017). This requires 

that providers of management education are willing and capable to respond to this challenge, 

now and in the future by enabling online learning an integral part of their educational 

offerings for sustainability, indirectly affecting the curricular. Borrowing from Khan, (2015), 

embedding sustainability in management education calls for a more integrated and applied 

approaches to curriculum design and pedagogy. 

In management education, globalisation and digitalization go hand in hand thereby 

enthroning a drastic change for a dynamic, diverse, challenging and interesting pedagogy. 

Management education providers need to avoid the "saddle-bag" addition of new courses into 

their existing curricula for the challenge of sustainability (Sharma & Hart, 2014). The lack of 

utilizing digital technology in teaching has been partly related to attitudes, not all teachers 

may be enthusiastically supportive of online course deliveries. Blending digital technology 

with traditional classroom practices are most times still unclear to many. Management 

education institutions administration differ in sustainability approach, creating a daunting 

interrelated dimension. Most management education administrators value flexibility in 

implementation based on their strengths and interest. (Weybrecht, 2015; Raufflet, 2013). 

Tienhaara et al, (2017) and Weybrecht, (2015), opine that the vast differences and changes in 

today‘s learning environment, no single model to implementing sustainability in management 

education is going to work or even desirable. However, it is deemed that appropriate diversity 

must be maintained in teaching methods and curriculum change. Moreso, have not internal 

elements (Faculty buy-in; upper management and operations) and external elements 

(rankings, accreditations and recruiters) influenced management education providers ability 

to move forward in embedding sustainability. 

Sustainability in Management Education: Proposed Pedagogical Considerations. 

The growth of management education has been identified as an essential future trend. Both 

supply and demand are globally growing. (Tienhaara et al, 2017, Khan, 2015), due to the 

participation of different target groups. Simultaneously there is a growing pressure for 

diversifying the models of delivery and utilizing management education necessitating. 

"Diversity and flexibility". Further, Raufflet (2013) proposes that sustainability embedment 

in the management education need be based on the premise that what is most important are 

the interactions between human societies and the biosphere in which business and non-

business organizations operate, thereby building connections and to train, prepare students 

and managers to think, operate and feel differently, as a citizen of the world. Embedding 

approach of management education ( Melanie, 2019, Khan, 2015) is also considered as 

transformational management education which goes beyond simply teaching and training 

of the graduates but a connection between classroom knowledge to the real-world situations 

thus bringing together two forms of knowledge (disciplinary and professional).   
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Management education providers may wish to consider the proposed pedagogical 

considerations in embedding sustainability, though not exhaustive. 

 Put in place, measure and report on goals and target by rewriting their value statements. 

 Embed sustainability across a well-structured curriculum and teaching methods. 

 Conduct research and teaching relevant to the industrial environment. 

 Find new combinations for thematically innovative programs which creates boundary-

crossing “skills”. 

 Develop collaboration with non-university actors 

 Identify sustainability as a focus for research activity and partnership. 

 Study program process and results through a feedback-rich review. 

 Develop a mix of top-down and bottom-up considerations in operations. 

Summary and Conclusion  

Management education sector recognizes the importance of sustainability which has 

translated into very diverse forms and contents. The importance of management education as 

a purveyor of sustainable development is also well established since management education 

remains the language of business and entrepreneurship. But, embedding sustainability into 

the sector is still largely unrealized as curriculum and pedagogical challenges dodge its path. 

Therefore, the practices of embedding sustainability in management education for current and 

future needs require providers to brace up to the enormous tasks identified to reposition the 

sector to drive sustainability in a dynamic and flexible globalized environment where change 

is constant. 

This study has the following limitations. First, the paper focuses less on the curriculum and 

more on the pedagogical challenges and does not connect with other dimensions such as 

graduate competencies, environmental changes, education institutional leadership and 

strategic alliances.  

Second, this paper is a descriptive study which most times researchers question the validity 

and reliability of its recommendations since the contained information needs scrutiny and 

critical evaluation. 

Notwithstanding, management education providers need to translate sustainability into 

different disciplines and engage faculty, students and practitioners of these different 

disciplines to send key messages about the importance of sustainability. 
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Abstract 

COVID-19 is the infectious disease caused by the most recently discovered corona virus. 

Emerging infectious diseases continue to infect and reduce human populations. This is an 

unexpected eventuality that befalls mankind. In line with this premise, this paper addresses 

viability of health insurance policies in the face of pandemic in Nigeria. The researcher 

employed qualitative and conceptual literatures. In identifying the viability of health 

insurance on individual and health workers through government –insurance partnership, the 

study revealed an exponential rise on the demand and supply of health services, rise in health 

care costs, as government since the outbreak of COVID-19 in Nigeria, spent N4.5 billion out 

of 36.6bn received from COVID19 donations to cover over 800 health workers who 

contracted the virus and their hazard. The study concluded that effective and efficient health 

insurance policy not only reduce the impact on individuals and health workers but will also 

reduce the burden on government expenditure on this social risk and recommends. Public- 

Private partnership that will reposition Nigeria insurance sector through viable policies and 

implementation especially compulsory insurance like health insurance while providing an 

enabling environment for the insurance business to strive. 

Keywords: Corona Virus (COVID 19), Health Insurance 

 

1. Introduction 

Pandemics are large-scale outbreaks of infectious disease that can greatly increase morbidity 

and mortality over a wide geographic area and cause significant economic, social, and 

political disruption. Evidence suggests that the likelihood of pandemics has increased over 

the past century because of increased global travel and integration, urbanization, changes in 

land use, and greater exploitation of the natural environment (Jones and others 2008; Morse 

1995). The virus cut across least 200 countries, and more than 1,700,000 confirmed cases and 

111,600 deaths have been recorded, with massive global increases in the number of cases 

daily. Therefore, the WHO has declared COVID-19 a pandemic (Yosra, Mohamed, Ahmed, 

Awad (2020). In Nigeria we have currently 61.440 Cases. In Nigeria, we have 61,440 case 

patients 56,611 recovered and 1,125 deaths. COVID-19 crisis has highlighted the value of 

shared or progressive, which impacts with such severity that the affected community or 

individual has to respond by taking exceptional measures. This phenomenon has become an 

https://www.ncbi.nlm.nih.gov/books/NBK525302/
https://www.ncbi.nlm.nih.gov/books/NBK525302/
https://www.ncbi.nlm.nih.gov/books/NBK525302/
https://www.researchgate.net/profile/Yosra_Helmy?_sg%5B0%5D=7G9ovvWZFPPCK6il4DZ5atOupTbA5UMW_BLZunHoVVIEJ7AFj7-qpveeWmfYSk6Vt9qPeOw.WEvuDJDap8teWeY1l2n50GjjfxqCXB71OlLGDdeNCEaOLPFxYAD9OTmiBqAcyUZ1YRE3muyHLg1ayrI3Pw0RDA&_sg%5B1%5D=t_RX34VQUR0MEgLjwTWcV52erVLMLjz_EXw5uTryS7HJ3etgKmm4T4GMBuUxUldhZ8bYNS4.cW6YmzdC3t417jD8StmBHxObqkf6Qf-jiGhYs82m2JVac0tjzHdcXtxdHgsV_-IUpaIPu_2BuK39BPXmOfJBOg
https://www.researchgate.net/profile/Mohamed_Fawzy64?_sg%5B0%5D=7G9ovvWZFPPCK6il4DZ5atOupTbA5UMW_BLZunHoVVIEJ7AFj7-qpveeWmfYSk6Vt9qPeOw.WEvuDJDap8teWeY1l2n50GjjfxqCXB71OlLGDdeNCEaOLPFxYAD9OTmiBqAcyUZ1YRE3muyHLg1ayrI3Pw0RDA&_sg%5B1%5D=t_RX34VQUR0MEgLjwTWcV52erVLMLjz_EXw5uTryS7HJ3etgKmm4T4GMBuUxUldhZ8bYNS4.cW6YmzdC3t417jD8StmBHxObqkf6Qf-jiGhYs82m2JVac0tjzHdcXtxdHgsV_-IUpaIPu_2BuK39BPXmOfJBOg
https://www.researchgate.net/profile/Ahmed_Elaswad?_sg%5B0%5D=7G9ovvWZFPPCK6il4DZ5atOupTbA5UMW_BLZunHoVVIEJ7AFj7-qpveeWmfYSk6Vt9qPeOw.WEvuDJDap8teWeY1l2n50GjjfxqCXB71OlLGDdeNCEaOLPFxYAD9OTmiBqAcyUZ1YRE3muyHLg1ayrI3Pw0RDA&_sg%5B1%5D=t_RX34VQUR0MEgLjwTWcV52erVLMLjz_EXw5uTryS7HJ3etgKmm4T4GMBuUxUldhZ8bYNS4.cW6YmzdC3t417jD8StmBHxObqkf6Qf-jiGhYs82m2JVac0tjzHdcXtxdHgsV_-IUpaIPu_2BuK39BPXmOfJBOg
https://www.researchgate.net/profile/Awad_Shehata?_sg%5B0%5D=7G9ovvWZFPPCK6il4DZ5atOupTbA5UMW_BLZunHoVVIEJ7AFj7-qpveeWmfYSk6Vt9qPeOw.WEvuDJDap8teWeY1l2n50GjjfxqCXB71OlLGDdeNCEaOLPFxYAD9OTmiBqAcyUZ1YRE3muyHLg1ayrI3Pw0RDA&_sg%5B1%5D=t_RX34VQUR0MEgLjwTWcV52erVLMLjz_EXw5uTryS7HJ3etgKmm4T4GMBuUxUldhZ8bYNS4.cW6YmzdC3t417jD8StmBHxObqkf6Qf-jiGhYs82m2JVac0tjzHdcXtxdHgsV_-IUpaIPu_2BuK39BPXmOfJBOg
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issue of growing concern throughout the world especially in third world countries like 

Nigeria. Nigerians and other third world countries has suffered in face of catastrophic 

situations because they have a relatively weak economy with an under protected and 

expansive environment. COVID 19 has resulted to diverse of political, social, economic and 

religious instability leading to death, poverty, hunger, loss of job and health crisis.  

The role of insurance sector especially health and life insurance is not just a matter of benefit 

but a necessity in these times of emergency like COVID19. It is predicted that the majority of 

individuals will be inclined to get a risk cover even among the literate. Over time life and 

health insurance has been down played but not anymore as individuals and their family 

survival in terms of health care and financial security depends and life policies. This sector of 

insurance is not considered a necessity but a secondary need. The viability of health and life 

insurance receive obviously attention and demand whenever pandemic heats us. This is not 

supposed to be so looking at countries like south Africa who value and place insurance as top 

priority through their policies COVID-19 shook the world within a couple of months and 

exposes our neglect to the health insurance and insurance policies generally.  

While the work of Green et al (2017) makes an important contribution to the literature on 

attrition to health insurance, it is also important to address the demand, availability and 

awareness of health insurance policies in Nigeria especially during this period of covid-19. 

The Covid-19 pandemic places an extra-ordinary demand on health systems and health care 

delivery all over the world, increase in the number of patients in hospital has created 

scarcities of critical care resources and uncover the need of health insurance. The objective of 

this study is to evaluate the viability of health insurance policies in the face of pandemic in 

Nigeria with specific objectives on health insurance policies on COVID 19 patients, their 

beneficiaries and health workers. In addressing the above topic, the paper is structured thus: 

section one and two Introduction and Review of concepts section three and four availability 

and viability of health insurance policies in face of covid19 in Nigeria and the impact of 

covids19 on the insurance industries and section five conclusion and recommendations.   

2.0   Review of Concepts 

The Meaning of Health Insurance  

Health insurance is an insurance that covers the whole or a part of the risk of a person 

incurring medical expenses, spreading the risk over numerous persons. By estimating the 

overall risk of health risk and health system expenses over the risk pool, an insurer can 

develop a routine finance structure, such as a monthly premium or payroll tax, to provide the 

money to pay for the health care benefits specified in the insurance agreement. (Peerti, 

Andre; Vuong, Quan-Hoang; Ho, Tung; Vuong, Thu-Trang (25 September 2017). The 

benefit is administered by a central organization such as a government agency, private 

business, or not-for-profit entity. Health insurance policy is a  contract between an insurance 

provider (e.g. an insurance company or a government) and an individual or sponsor (that is an 

employer or a community organization) which is renewable annually, monthly or lifelong in 

the case of private insurance, or be mandatory for all citizens in the case of national plans. 

The type and amount of health care costs are specified in writing, in a member contract or 

"Evidence of Coverage both‖ booklet for private insurance, national health policy for public 

insurance. 

Falegan (2008) cited in Ehiogu (2012), opined that health insurance is a branch of type of 

insurance business: a social device whereby fiamical loss is spread over members of the 

public thereby allowing health care delivery to be extended to all by payment of affordable 

https://www.investopedia.com/ask/answers/051915/how-does-insurance-sector-work.asp
https://en.wikipedia.org/wiki/Insurance
https://en.wikipedia.org/wiki/Medical_expenses
https://en.wikipedia.org/wiki/Health_risk
https://en.wikipedia.org/wiki/Health_system
https://en.wikipedia.org/wiki/Payroll_tax
https://en.wikipedia.org/wiki/Not-for-profit
https://en.wikipedia.org/wiki/Insurance_contract
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voluntary or compulsory premium sine income contribution in any society is highly skewed 

with most people in the very low income bracket. The policy is of seven classes ranges 

hospital, surgical, regular medical expenses, major medical insurance that covers c, 

comprehensive medical insurance, dental and disability income that covers an insured 

expense within the policy terms of coverage, either the insured pays costs out-of-pocket and 

is subsequently reimbursed or the insurance company reimburses costs directly. It reimburses 

the expenses incurred due to illness or injury or pays the care provider of the insured 

individual directly. 

The Meaning of Corona Virus (COVID 19) 

COVID-19 is the infectious disease caused by the most recently discovered coronavirus. This 

new virus and disease were unknown before the outbreak began in Wuhan, China, in 

December 2 The COVID-19 pandemic is testing the resilience of robust health systems 

around the world 019.) is the acronym derived from "coronavirus disease 2019. " The name 

was chosen to avoid stigmatizing the virus's origins in terms of populations, geography, or 

animal associations. The virus is closely related (96.3%) to bat coronavirus RaTG13, based 

on phylogenetic analysis. Human-to-human transmission has been confirmed even from 

asymptomatic carriers. The virus cut across least 200 countries, and more than 1,700,000 

confirmed cases and 111,600 deaths have been recorded, with massive global increases in the 

number of cases daily. Therefore, the WHO has declared COVID-19 a pandemic ( Yosra A. 

Helmy, Mohamed Fawzy, Ahmed Elaswad, Awad A Shehata (2020). Emerging infectious 

diseases continue to infect and reduce human populations. This is an unexpected eventuality 

that befalls mankind. The world has experienced several epidemics posing serious threat to 

global public health, including the 2002 severe acute respiratory syndrome (SARS) epidemic 

that caused 800 deaths out of about 8 000 cases, the 2009 H1N1 pandemic with 18 500 

deaths, the 2012 Middle East respiratory syndrome (MERS) epidemic that caused 800 deaths 

out of 2 500 cases, the 2014 Ebola outbreak with 28 616 cases and 11 310 deaths, and the 

current coronavirus disease (COVID-19) pandemic with 40.1M cases, 2I.5M recovered and 

1.11M 35000 deaths (Abdulazeez, 2020). 

Currently, world public health authorities such as the Centers for Disease Control and 

Prevention(CDC), World Health Organization (WHO), and other global partners have issued 

a guideline and other  control measures being instituted by nations around the world to 

extinguish theSARS-CoV-2 pandemic, such measures  including the issuance of travel 

advisories or restrictions to and from infected countries, strict quarantine measures and 

traveler screenings by healthcare specialists, social distancing measures for schools and 

popular gatherings, strict personal hygiene such as frequent handwashing, and wearing face 

masks. They are trying to control and prevent the spread of SARS-CoV-2 and guide on 

managing the recent pandemic including instructions for the rapid detection of the disease, 

emergency treatment, application of prevention and control strategies, supportive therapy, 

and prevention of disease. 

3.0 Availability of Health Insurance in Nigeria. 

The understanding of most Nigerians in respect of availability of health insurance is in no 

doubt very low, Nwankwo and Bakarey (2014) noted that cultural and religious believes are 

factor that determine the demand for health insurance in Nigeria, hence determining the 

literacy and awareness of Nigerians of an effective health insurance tool to combat COVID -

19 would not have been different. 

https://www.researchgate.net/profile/Yosra_Helmy?_sg%5B0%5D=7G9ovvWZFPPCK6il4DZ5atOupTbA5UMW_BLZunHoVVIEJ7AFj7-qpveeWmfYSk6Vt9qPeOw.WEvuDJDap8teWeY1l2n50GjjfxqCXB71OlLGDdeNCEaOLPFxYAD9OTmiBqAcyUZ1YRE3muyHLg1ayrI3Pw0RDA&_sg%5B1%5D=t_RX34VQUR0MEgLjwTWcV52erVLMLjz_EXw5uTryS7HJ3etgKmm4T4GMBuUxUldhZ8bYNS4.cW6YmzdC3t417jD8StmBHxObqkf6Qf-jiGhYs82m2JVac0tjzHdcXtxdHgsV_-IUpaIPu_2BuK39BPXmOfJBOg
https://www.researchgate.net/profile/Yosra_Helmy?_sg%5B0%5D=7G9ovvWZFPPCK6il4DZ5atOupTbA5UMW_BLZunHoVVIEJ7AFj7-qpveeWmfYSk6Vt9qPeOw.WEvuDJDap8teWeY1l2n50GjjfxqCXB71OlLGDdeNCEaOLPFxYAD9OTmiBqAcyUZ1YRE3muyHLg1ayrI3Pw0RDA&_sg%5B1%5D=t_RX34VQUR0MEgLjwTWcV52erVLMLjz_EXw5uTryS7HJ3etgKmm4T4GMBuUxUldhZ8bYNS4.cW6YmzdC3t417jD8StmBHxObqkf6Qf-jiGhYs82m2JVac0tjzHdcXtxdHgsV_-IUpaIPu_2BuK39BPXmOfJBOg
https://www.researchgate.net/profile/Mohamed_Fawzy64?_sg%5B0%5D=7G9ovvWZFPPCK6il4DZ5atOupTbA5UMW_BLZunHoVVIEJ7AFj7-qpveeWmfYSk6Vt9qPeOw.WEvuDJDap8teWeY1l2n50GjjfxqCXB71OlLGDdeNCEaOLPFxYAD9OTmiBqAcyUZ1YRE3muyHLg1ayrI3Pw0RDA&_sg%5B1%5D=t_RX34VQUR0MEgLjwTWcV52erVLMLjz_EXw5uTryS7HJ3etgKmm4T4GMBuUxUldhZ8bYNS4.cW6YmzdC3t417jD8StmBHxObqkf6Qf-jiGhYs82m2JVac0tjzHdcXtxdHgsV_-IUpaIPu_2BuK39BPXmOfJBOg
https://www.researchgate.net/profile/Ahmed_Elaswad?_sg%5B0%5D=7G9ovvWZFPPCK6il4DZ5atOupTbA5UMW_BLZunHoVVIEJ7AFj7-qpveeWmfYSk6Vt9qPeOw.WEvuDJDap8teWeY1l2n50GjjfxqCXB71OlLGDdeNCEaOLPFxYAD9OTmiBqAcyUZ1YRE3muyHLg1ayrI3Pw0RDA&_sg%5B1%5D=t_RX34VQUR0MEgLjwTWcV52erVLMLjz_EXw5uTryS7HJ3etgKmm4T4GMBuUxUldhZ8bYNS4.cW6YmzdC3t417jD8StmBHxObqkf6Qf-jiGhYs82m2JVac0tjzHdcXtxdHgsV_-IUpaIPu_2BuK39BPXmOfJBOg
https://www.researchgate.net/profile/Awad_Shehata?_sg%5B0%5D=7G9ovvWZFPPCK6il4DZ5atOupTbA5UMW_BLZunHoVVIEJ7AFj7-qpveeWmfYSk6Vt9qPeOw.WEvuDJDap8teWeY1l2n50GjjfxqCXB71OlLGDdeNCEaOLPFxYAD9OTmiBqAcyUZ1YRE3muyHLg1ayrI3Pw0RDA&_sg%5B1%5D=t_RX34VQUR0MEgLjwTWcV52erVLMLjz_EXw5uTryS7HJ3etgKmm4T4GMBuUxUldhZ8bYNS4.cW6YmzdC3t417jD8StmBHxObqkf6Qf-jiGhYs82m2JVac0tjzHdcXtxdHgsV_-IUpaIPu_2BuK39BPXmOfJBOg
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Despite successes recorded by the national health insurance scheme in promoting and 

delivering effective health insurance policies, there is growing indication that consumers are 

having difficulties in purchasing insurance policies that offers them risk protection especially 

in developing countries like Nigeria (politi et al 2014). 

Green et al (2017) in a study shows that populations in poorer areas of countries have lower 

health insurance literacy hence tends to be in a poorer health especially in a catastrophic 

outbreak like the Covid-19 this is because they have lower income, less education and worse 

access to health care as compared to elite areas of these countries and hence contributed to 

the inequality in these countries.  

Group life insurance seems not to presence as health worker went on strike in face of 

managing COVID 19 and other health issues, the doctors intensified their demand for 

provision of genuine group life insurance and death-in-service benefits for all health workers; 

immediate payment of the Medical Residency Training funding to all NARD members as 

approved in the revised 2020 budget. COVID-19 inducement allowances to all health 

workers, among others. The failure of the Federal and state governments to pay hazard 

allowance to health workers amid COVID-19 except they protest is rather a sad commentary 

that must not be allowed to continue 

The aforementioned brings to fore the relevance and importance of availability of health 

insurance policies to both the patients and health workers in this period of COVID -19. This 

study as noted earlier tends to evaluate the understanding and awareness of not only patients 

and health workers but also various stake holders on the, its availability and what procedure 

that are in place or are put in place by government to access it. 

3.0 Viability of Health Insurance Policies in the face of COVID 19 

According to Rakesh Goyal, Director, Probus Insurance, Insurtech Broking Company (2020), 

there has been an exponential rise on the demand and supply of health services, rise in health 

care costs. Families stuck together in quarantine are now looking at family floater plans to 

enhance affordability. Unlike an individual policy, a family floater allows the sum insured to 

be shared between all members. If a family member is hospitalized, resulting in a chunk of 

the insured amount to be exhausted, the balance is still available for use by the remaining 

members. A few family floater products hitting the market are offering dual assured policies 

where every member is entitled to a fixed sum insured as well as a floating sum for the entire 

family. 

The cost of Medicare or medical costs is rising yearly. The economic instability in the 

country does not affect the cost of good and other items rather it spread to Medicare. While 

inflation in food and clothing is in single digits, its heat on Medicare is usually escalate in 

double digits. Arranging for funds at the eleventh hour for an individual or families who 

haven‘t saved that much money, can be a task. This can cost loss of a loved one and this can 

daunt an individual for the rest of their lives. One way to provide for health-related / medical 

emergencies is by taking health insurance. Health insurance offers considerable flexibility in 

terms of disease / ailment coverage. For instance, certain health insurance plans cover as 

many as 30 critical illnesses and over 80 surgical procedures. The insurance plan disburses 

the payment towards surgery/illness regardless of actual medical expenses. The policy 

continues even after the benefit payment on selected illnesses. 

Presence of health insurance assures one of a more secure future both health-wise and 

money-wise. This makes health insurance policies essential for individuals, especially if they 

https://www.hdfclife.com/health-insurance-plans
https://www.hdfclife.com/insurance-knowledge-centre/secure-your-health/difference-health-mediclaim-plan/
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are responsible for the financial well-being of the family. Health insurance is one of the most 

important investments one can get involve. Illnesses, injuries, and other medical setbacks can 

be astronomically expensive if hospital visits, surgery, or other serious measures are required; 

maintaining health coverage is the only way to ensure we aren‘t stuck covering these 

emergency medical costs out-of-pocket. 

The lockdown caused by the pandemic gave rise to high rate of unemployment and job losses 

across the country. Resulting to budgeting of non-essential expenses and increasing concern 

around treatment expenditure, particularly hospital bills, in case of an unfortunate event of 

hospitalization given the current scenario. This pressure has been pushing more and more 

people to look for health and life insurance plans for themselves and their dependents in case 

of eventuality. Extended lockdown left individuals, families, organizations and government 

to no choice but to dig into their savings to meet their everyday needs. The tradition of having 

a reserve fund for unexpected circumstances is not uncommon in Nigeria. This has resulted in 

term or life insurance policy to come in the spotlight. Since age is a major factor when it 

comes to term insurance, if started early, most insurers offer a term plan at reasonably low 

premium rates. Another recommended cover for those in risk-prone areas is a personal 

accident cover which supports the dependents.  

Nigerian government and Insurance Partnership 

Various health‘s Act put in place by the Nigerian government has made provisions for health 

policy that are meant to protect individuals from various risks that might undermine their 

health and also affect the economic well-being of the nation, for instance the pension reform 

act 2014 in section 24 provides that 300% of all employees annual income of organisations 

are reserved as health insurance coverage for its staff, also the National health Insurance Act 

has made it Compulsory for staff of government organisation to register for the National 

health insurance Scheme that cover all health related risk for both individual and their 

relatives. It is however disturbing that majority of individuals are not aware of these benefits 

and hence do not call for these policies when they are in health risk especially in these period 

of covid- 19 these according to scholars is due to lack of information and the decision 

environment. 

The Government can act as the aggregator as it is best suited given its financial ability to 

handle the scale of operations. If an efficient method is to be developed, public private 

partnership is pivotal to cope with pandemic (COVID 19). Private insurer can map affected 

prone regions, identify the population and assess the value of their economic assets. Such 

type of risk assessment and risk modeling would help determine the economic loss due to the 

pandemic. It would facilitate accurate premium requirements to compensate for actual losses. 

A part of the funds allocated for relief measures by Government can be used as the premium 

amount for insurance cover. Private Insurers should be given the incentive to maintain tax 

deferred reserves. Pandemic can have serious implications on poor households as they do not 

have sufficient resources to protect themselves from disasters. Major pandemic can put the 

whole progress of economy at halt. Therefore, no economy should ever dare to ignore making 

sufficient provisions to combat the death and financial losses. Insurance is one of the 

approaches to reduce the intensity of after effects of catastrophes. It is extremely beneficial as 

it provides timely financial assistance following extreme event shocks. Insurance also 

diminishes the reliance on ex post resources and secure the needed resources in advance. 

Public private partnership is required to provide an effective Insurance based solutions to 

provide coverage for catastrophic risks. 
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On the other hand, federal Government, on September 6, 2020 has declared its spending on 

fight against COVID 19 to the tune of N30.5bn between April and July. According the 

Accountant General of Federation, ―The Federal Government received a total of N36.3bn in 

COVID-19 fund donations and the N30.5bn spent represented 84 per cent of the total amount. 

We spent N30,540,563,571.09, representing 84 per cent of the N36.3bn public funds and 

donations received as response to COVID-19 between April 1, 2020 and July 31, 2020, 

leaving the balance of N5.9bn. Since the outbreak of COVID-19 in Nigeria, over 800 health 

workers have contracted the virus, according to the Nigeria Centre for Disease Control. 

Government in addition released N4.5 billion hazard allowance to be paid to the doctors with 

government promising to meet their demands. 

4. Benefits of Health Insurance Policies During COVID 19 

 Having identified various risk associated to the issues arising from the COVID -19 to both 

patient, health workers and stakeholder‘s studies as shown that the following benefits are 

attributed to an effective health insurance policy in ameliorating these risks includes this;   

safety net around ones saving and family members,  succor to ones savings as the finest 

treatment in the best hospitals are procured by the insured patient since treatment cost is 

taken care of by the health insurance policy and care not only for treatment but it also takes 

care of other expenses that may be associated to the insured risk which may include burial 

expenses. 

The health insurance policy also takes care of out of what we call out of pocket expenses, 

individuals most times have a defined budget for their earned income, hence any unexpected 

expenses for instance expenses that are associated with COVID 19 which are not provided for 

in the budget are taken care of by their health insurance policy. The policy also comes in 

handy bin the present cashless society, although there is a territorial limit exclusion in some 

policies, the coverage in the policy can be called upon anywhere within the geographical 

limit for instance the NHIS scheme is available to every individual and their families within 

the scheme anywhere in Nigeria. 

Coverage is also available for retired people and hence the policy can be side to be a tool 

used by the government to reduce the social risk of old age. 

5. Conclusion and Recommendations 

The COVID-19 pandemic is affecting all aspects of life, it is a dynamic and evolving 

situation where the future is unpredictable. These are extremely challenging times for 

individuals, families, businesses and indeed whole societies and economies. The government 

and insurance industry has a key role to play in supporting customers and societies through 

the crisis and the recovery. The Nigeria health care budget for 2021 was put at 46 billion a far 

cry from what policy makers in the health sector feel will be adequate to cater for the health 

care need of Nigerians especially during this period of COVID 19, however an effective and 

efficient health insurance coverage would go a long way in mitigating the loss that may erupt 

as a result of poor funding of the health sector. 

Thus, we recommend that firms and government will need to consider and prepare for; 

1. To overhaul its collective bargaining machinery with a view to ensuring effective 

implementation of agreements it freely enters into. 
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2. Public- Private partnership that will reposition Nigeria insurance sector through viable 

policies and implementation especially compulsory insurance like health insurance 

while providing an enabling environment. 

3. Insurance organizations need to be pro-active, they should look to model the impact 

of COVID-19 and then determine the best strategy to mitigate.  

4. Individuals and health workers would be giving adequate knowledge of health 

insurance policies, the coverage available and the process of accessing it.  

5. Government should increase its funding, awareness and availability of health 

insurance policies to citizens and organisations.  
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Abstract 

Previous theoretical and empirical research in finance were carried out without regard to the 

human behaviour in financial decision making. However, the intuitive judgement of the 

investors revealed some shortcomings of such financial decisions, and that the psychology of 

the investors is very important in financial decisions. This study is carried out to discuss the 

current state of the literature on behavioural finance with a view to further provide a clear 

understanding of the subject. This study draws heavily from previous write-ups on the subject 

and conclude that behavioural finance is important in assissting the alerting and 

counteracting the investors’ tendencies to bias. 

Keywords: behavioural finance; human behaviour; financial decisions; financial market 

 

1. Introduction  

The financial crisis of 2008 has raised debate on the shortcomings of the traditional 

financial theories. The traditional financial theory is based on the assupmtion that 

individual behave rationally, have homogeneous expectation, and ignores biases in human 

beahviour. Over the years, alternative views have been raised in questioning the traditional 

financial theory. Some of the gaps highlighted in traditional finance include the disregard 

for behavioural and ethical considerations in financial decison making. The behavioural 

finance approach extends the focus of traditional finance approach. Hence, the effects of 

investors and market practitioners behaviours on finacial decision making began to be 

analysed. 

Behavioural finance seek to study the influence of psychology on the behaviour of investors 

or financial practitioners and its role or effects in financial decision making. Presumably, it 

focused on the fact that investors are sometimes irrational and bias. In addition, financial 

practitioners and by extension investors‘ behaviourial errors lead to wrong decisions and 

disasters in the stock market. According to Statman (2014), behavioural finance is finance 

with normal people in it. Standard finance, in contrast, is finance with rational people in it. 

Normal people are not irrational and they are mostly intelligent and usually normal smart. 

But sometimes they are normal stupid, swayed by cognitive errors such as hindsight and 

overconfidence, and misleading emotions such as exaggerated fear or unrealistic hope. 

Statman (2014) assert that standard finance is built on four foundation blocks, that is  

i. People are rational,  
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ii. Markets are efficient, 

iii. People should design portfolios by  the  rules of  mean- variance portfolio theory 

and do so, and, 

iv.  Expected returns of investments are described by standard asset pricing theory, 

where differences in expected returns are determined only by differences in risk. 

Behavioral finance offers an alternative foundation block for each of the foundation blocks 

of standard finance (Statman, 2014). According to behavioral finance:  

i.  People are normal, 

ii.  Markets are not efficient, even if they are difficult to beat, 

iii.  People design portfolios by the rules of behavioral port- folio theory and, 

iv.  Expected   returns   of   investments   are   described   by behavioral asset 

pricing theory, where differences in expected returns are determined by more 

than differences in risk. 

Behavioural finance is a relatively new school of thought that deals with the influence of 

psychology on the behaviour of financial practitioners and its subsequent impact on stock 

markets (Sewell, 2010). It signifies the role of psychological biases and their specific 

behavioural outcome in decision making. Behavioural experts have identified the role of 

psychological biases like overconfidence (De Bondt, 2002), self attribution bias (Daniel  and 

Subrahmanyam, 1998) and herd behaviour (Cooper, Dimitrov and  Rau, 2001) in fuelling 

such anomalies. This makes behavioural finance an extremely relevant topic in today‘s times. 

This study seeks to explore the issues in behavioural finance to further provide a better 

understanding of the subject. 

2. Emergence of Behavioural Finance 

The traditional financial theories were well constructed to make calculated financial 

decisions. However, they were unable to explain the disruptions in stock markets. These 

disruptions or anomalies emerged time to time in the form of stock market bubbles, market 

overreaction or under reaction and momentum and reversals. Hence, in this paradigm, 

behavioural finance started evolving which tried to provide behavioural explanations to such 

anomalies (Kapoor and Prosad, 2017).  The  path-breaking  work  in  behavioural  finance  is  

credited  to Kahneman and Tversky (1979).  Kahneman and Tversky (1979) introduced the 

concept of prospect theory for analysis of decision making under risk which formed the 

foundation of behavioural finance. Accordingly, Kahneman and Tversky (1979) use the value 

function in the prospect theory to replace the utility function in the expected utility theory. 

This function estimates the ―value‖ that individuals attach to their gains or losses. The 

function explains that some gains or losses are felt with greater intensity than others.  

At times, the pain of a loss is greater than the happiness of an equivalent amount of gain. 

This is known as loss aversion as losses looms larger than gains. Accordingly there are three 

major propositions of the prospect theory: The first proponent states that individuals do not 

have a uniform risk attitude. This makes the value function ‗S‘ shaped i.e. concave for gains 

and convex for losses. The second proponent suggests that individuals estimate the value of 

the prospect with the help of a reference point. This reference point is generally their status 

quo or their current level of wealth which decides their gain or loss in a prospect. The third 
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proponent advocates that losses loom larger than gains (loss aversion). It is a tendency of 

individuals where their urge to avoid losses is much greater than seeking gains.  Prospect 

theory is considered to be the seminal work in behavioural finance and it forms the 

underlying basis of biases like loss aversion, framing and the disposition effect (Kapoor and 

Prosad, 2017). 

Another model developed by Shefrin and Statman (1994) is called the behavioural asset 

pricing model (BAPM). The BAPM model explains the market interaction of two groups of 

traders i.e. the informational traders and the noise traders. Shefrin and Statman (1994) also 

develop an alternative to Markowitz portfolio theory, named as the behavioural portfolio 

theory (BPT). In the Markowitz model, the investors build a mean variance portfolio thereby 

trying to optimize their risk-return tradeoff. In contrast, the BPT takes into account the 

behavioural investors that construct their portfolios as pyramids of assets, layer by layer, 

where each layer is associated with its specific goal and risk attitude. 

Shleifer (2000) presents behavioural models that explains various market anomalies such as 

the superior performance of value stocks, the closed end fund puzzle, the high returns on 

stocks included in market indices, the persistence of stock price bubbles, and collapse of 

several well-known hedge funds in 1998.  Shiller (2002) stresses on the impact on investor 

perception, along with psychological and cultural factors in creating the bubbles in stock 

markets. In addition, Jegadeesh and Titman (1993) also provide significant evidence for 

momentum. They found that individual stock prices over a period of six to twelve months 

tends to predict the future price movement in the same direction. This finding violates even 

the weak form of market efficiency.  

3. Behavioural Finance and Financial Market Behaviour 

Classical economics bel ieves or assumes that people and/or investors are rational  when 

they make economic or financial decisions. In this sense,  rational means that 

i n v e s t o r s  respond to incentives because their m a i n  goal is always to maximize 

benefit at the minimum costs possible. However, not everyone shares the same idea of 

benefit and cost, but in a financial market with millions of participants, there tends to be a 

belief in rationality, which leads to the idea of the financial market to be efficient . 

In an efficient market, prices reflect ―fundamental value‖ as appraised by rational  

financial decision makers who have access to information and are free to choose to buy or 

sell as their rational  decisions dictate. The belief in efficiency assumes that when prices do 

not reflect real value, people will notice and will act on the anomaly with the result that 

the market ―corrects‖  that price. H o w ev e r ,  market systems are riddled with 

imperfections, risk, uncertainty and rigidities that prevent information from being 

readily available, therefore, making decisions in such an environment is susceptible to 

―cognitive biases‖ and  ―bounded rationality‖ (García, 2 0 1 3 ). 

People are not always rational, however, and markets are not always efficient. From the 

foregoing, it can be seen that individuals do not always make the decisions they are 

expected to make and markets do not reliably behave as they are expected to behave. As 

market participants, individuals are affected by others‘ behavior, which collectively affects 

the financial market behavior, which in turn affects all the participants and/or investors 

in the market. One kind of investor behavior that leads to unexpected decisions is bias, a 

predisposition to a view that inhibits objective thinking (Shefrin, 2002). 
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Biases can cause people to emphasize or discount information or can lead to too strong an 

attachment to an idea or an inability to recognize an opportunity. According to Shefrin 

(2002), components of biases that affect investment decision include; availability bias, 

representativeness, overconfidence, anchoring, and ambiguity aversion. 

Availability bias, that is an investor‘s tendency to base the probability of an event on 

the availability of information occurs because investors rely on information to make 

informed decisions, but not all information is readily available. Investors tend to give 

more weight to more available information and to discount information that is brought  to 

their attention less often. The stocks of corporations that get good press, for example, 

claim to do better  than those of less publicized companies when in reality these ―high-

profile‖  companies may actually have worse earnings and return potential (Shefrin, 

2002).  

In the words of Shefrin (2002) representativeness is decision making based on stereotypes, 

characterizations that are treated as ―representative‖ of all members of a group. In 

investing, representativeness is a tendency to be more optimistic about investments that 

have performed  well lately and more pessimistic about investments that have performed 

poorly. An investor may stereotype the immediate past performance of investments as 

―strong‖ or ―weak.‖ This representation then makes it hard to think of them in any other 

way or to analyze their potential.  As a result, t h e  i n v e s t o r  may put too much emphasis 

on past performance and not enough on future prospects. 

Normally, objective investment decisions involve forming expectations about what will 

happen, making educated guesses by gathering as much information as possible and 

making as good use of it as possible. Hence,  overconfidence is a bias in which an 

investor indicate too much faith in the precision of his estimates,  causing him to 

underestimate the range of possibilities that actually exist. An investor may 

underestimate the extent of possible losses, for example, and therefore underestimate 

investment risks (Shefrin, 2002). 

Anchoring which is a bias where the investor relies too heavily on limited known factors 

happens when an investor  cannot integrate new information into h i s  thinking because 

he is  too ―anchored‖ to his existing views. In this situation, an investor hardly give new 

information its due, especially if it contradicts his previous views. By devaluing new 

information, an investor tend to underreact to changes or news and become less likely to 

act, even when it is in his interest (Shefrin, 2002). 

Ambiguity aversion that is a preference for known risks over unknown risks is the 

tendency to prefer the familiar to the unfamiliar or the known to the unknown risks. 

Avoiding ambiguity can lead to discounting  opportunities with greater uncertainty in 

favor of ―sure things.‖ Availability bias and ambiguity aversion can result in a failure to 

diversify, as investors tend to ―stick with what they know (Shefrin, 2002). 

Economic forces and financial behaviour can converge to create extreme markets or 

financial crises, such as booms, bubbles, panics, crashes, or meltdowns. These atypical 

events actually happen fairly frequently. Between 1618 and 1998, there were thirty-eight 

financial crises globally, or one every ten years (Kindleberger and Aliber, 2005). 

Accordingly, a period of economic expansion is sparked by a new technology, the 

discovery of a new resource, or a change in political balances. This leads to increased 

production, markets, wealth, consumption, and investment, as well as increased credit 

and lower interest rates. People are looking for ways to invest their newfound wealth. 
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This leads to an asset bubble, a rapid increase in the price of some asset: bonds, stocks, real 

estate, or commodities such as cotton, gold, oil, or tulip bulbs that seems to be positioned 

to prosper from this particular expansion (Kindleberger and Aliber, 2005). 

The bubble continues, reinforced  by the behavioural and market consequences that it 

sparks until some event pricks the bubble. Then asset values quickly deflate, and credit 

defaults rise, damaging the banking system. Having lost wealth and access to credit, people 

rein in their demand for consumption and investment, further slowing the economy. 

In many cases, the event that started the asset speculation was not a macroeconomic event 

but nevertheless had consequences to the economy: the end of a war, a change of 

government, a change in policy, or a new technology. Often the asset that was the object 

of speculation was a resource for or an application of a new technology or an expansion 

into new territory that may have been critical to a new emphasis in the economy. In other 

words, the assets that became the objects of bubbles tended to be the drivers of a ―new 

economy‖ at the time and thus were rationalized as investments rather than as 

speculation. 

4. Conclusion  

It concluded from the discussions presented in the literature that the knowledge of 

behavioural finance can be beneficial in a number of ways, such as; 

a. It alerts and counteract the investors‘ tendencies to bias and framing. 

b. It provide basis for investment plan as well as determine the asset and capital 

allocation that can produce desired objective and risk tolerance within defined 

constraints. 

c. It helps in avoiding anchoring by not believing that current performance 

indicates future performance. Similarly, investors should have it that current 

market trend may resemble, but they are not the same. 
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Abstract 

This study centred on the contributions of the insurance industry investments to the economic 

growth of Nigeria: 1996-2016. Given the heavy reliance of economic activities including 

manufacturing, shipping, aviation, medical, legal, accounting and banking services on risk 

transfer, insurance services play a key supporting role in an economy. How has the insurance 

industry fast tracked economic growth in Nigeria? In line with this, the main objective of the 

study was to assess the extent of contribution the insurance industry has made to the 

economy. The study adopted an ex-post facto research design using time-series data and 

simple regression techniques. Data were obtained from Central Bank of Nigeria statistical 

bulletin and Nigeria Insurers Association Digest of various years. The five hypotheses tested 

revealed that growth in insurance industry investments in (Government securities; Real 

Estate and Mortgage; Stocks and Bonds; Policy and other loans; and Cash at hand and 

Deposits) have positive and significant relationships with changes the economic growth of 

Nigeria; but changes in insurance industry investments in bills of exchange has no significant 

effect on economic growth in Nigeria. Based on the findings of this study it is concluded that 

the insurance industry has not been able accumulate significant insurance funds for purpose 

of investments to boost economic growth of Nigeria. It was recommended among others that 

the insurance industry should intensify efforts at enforcing the compulsory insurances; 

awareness creation; the local content law should be amended to allow the insurance industry 

right of first refusal for insuring all export trade taking place in the country; mega insurance 

companies are required to fast tract application of insurance technology in Nigeria insurance 

industry; and the micro insurance operations should be decentralized among States.  

 

Keywords: Economic growth, Gross Domestic Product, Insurance, Insurance industry, an 

Insurance Investments  

 

1. Introduction 

Nigeria is a nation that desires accelerated economic growth. The population is on rapid 

growth. Nigeria's population represent 1/4 of the population of entire Africa continent. 
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According to United Nations estimate in April, 2020, the population of Nigeria is 205, 

122,116. The population has increased from 54.7 million in 1969 to 105.4 million in 1994 

and 201.0 million in 2019. The infrastructure gap is substantial. According to IMF (2019) 

Nigeria‘s infrastructure stock of 0.25% of GDP remains far below the 70% international 

benchmark. In 2019, the Nigeria‘s Minister of Finance, Budget and  national Planning has 

affirmed that the Federal Government will require about ₦36 trillion (U$100 billion) 

annually for the next 30 years to effectively tackle Nigeria‘s infrastructural deficit. The weak 

government revenue arising from reckless fiscal indiscipline and dwindling crude oil prices in 

international market as well as rising recurrent government expenditure have shown that the 

government cannot self-finance the deficit.  

The economic policies and structure of Nigeria nation can be described as developing and 

wobbling. More goods and services are needed to sustain well-being and self-sufficiency of 

Nigerians. Every citizen and various economic sectors have roles to play to ensure the desired 

economic growth of Nigeria. In fact, the concept of economic growth refers to a measure of 

aggregate economic progress at a national level. It reflects the process of the year-to-year 

increase in the total value of goods and services produced in a domestic economy, as well as 

the income generated within it. The universal measure for the observation of the evolution of 

economic growth is the actual (real) Gross Domestic Product (GDP) per capita. Long-term 

economic growth is usually a gradual process in which the real GDP per capita grows at a 

rate of a few per cent per year. Recent data from the National Bureau of Statistics indicates 

that Nigeria‘s GDP was ₦31.79 trillion in the first quarter of 2019 (Q1 2019). 

Economic growth is a process in which a country‘s real national income increases over a 

period of time. It is concerned with the achievement of higher level of per capita income by 

poor countries and improved conditions of living for people (Ubom, 2014). Economic growth 

takes place when a society succeeds in increasing its average productivity, defined as the per 

capita output of goods and services. When sustained growth has occurred over a time and 

with appropriate policies for savings, investment and more equitable distribution of natural 

income among a progressively larger percentage of the population, economic growth would 

follow. This will permit the satisfaction of the basic human needs such as nutrition, medicare, 

housing, communication and employment. Above this minimal level, further increases in 

economic wellbeing will permit people to develop their full potentials as human beings 

(Ibenta, 2005).  

Economic growth requires adequate stock and allocation of capital to the various sectors of 

the economy. These resources are needed to strengthen the operational capacity of 

entrepreneurs, firms and provision of infrastructure to encourage private sector investments, 

initiatives and growth. Insurance industry is one of the important sector that facilitates 

economic growth.  

Insurance industry is an industry that provides financial guarantees to the insuring public 

including households, corporate entities and government agencies. Individuals, companies, 

institutions or the public sector seek protection against financial losses or adverse events 

resulting from the happening of insured events. The scope of protection and the associated 

conditions and financial commitments are normally defined in a non-negotiable (i.e. non-

tradable) contract between an insurer and a policy holder, transacted on an over-the-counter 

basis (possibly through a network of agents or brokers). By signing the contract and paying 

the insurance premium, the risk is transferred from the insured to the insurer.  
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To be insurable, a risk must have estimable probabilities of occurrence of various levels of 

damages, the maximum loss must be contained, realisations must be measurable, and 

operational costs must be modest relative to the possible losses. The policy holder must be 

exposed to the covered risks, but does not have, or is prevented from having; a decisive 

influence over the realisation of those risks (ESRB, 2015).  Thus, insurance contract operates 

by collecting premiums from the policyholders for the promise of paying the sum insured or 

its equivalent if the insured events happen within the period of the contract and in accordance 

to the terms of the contract.  

The insurance industry is quite heterogeneous and the structure of the sector varies according 

to the prevailing level of economic development (United Nations Conference on Trade and 

Development, UNCTD, 2007). In fact, insurance sectors usually include life insurers, non-life 

insurers and reinsurers. In Nigeria, composite insurers exist (both life and non-life as one 

company). These companies may be stand-alone enterprises or parts of groups or 

conglomerates, and they may conduct business internationally. In fact, insurance companies 

are regarded as channel of nations‘ economic development because of the large fund reserve 

and ability to commit to long term investment (Oloke, Durodola & Emeghe, 2015). 

Given the heavy reliance of all economic activities (e.g. manufacturing, shipping, aviation, 

medical, legal, accounting and banking services) on risk transfer, insurance services play a 

key supporting role (UNCTD, 2007). More broadly, insurance can give investors the 

financial confidence to make investments, since they know they will be able to recover their 

investment. Also, due to the long term nature of their liabilities, sizeable reserves, and 

predictable premiums, life insurance providers can serve an important function as 

institutional investors providing capital to infrastructure and other long term investments as 

well as professional oversight to these investments (Brainard, 2008).  

Financial intermediaries provide means for clearing and settling payments to facilitate the 

exchange of goods, services and assets, the provision of a mechanism for pooling resources 

together and channeling them to the most productive sector of the economy for investment, 

risk management, and price information to help coordinate decentralized decision making in 

various sectors of the economy, among others (Ubom, 2014). Among financial 

intermediaries, the insurance companies play important role, they are the main risk 

management tool for companies and individuals. Through issuing insurance policies, they 

collect funds and transfer them to deficit economic units for financing real investment (Oke, 

2012). Thus, the availability of insurance services is essential for the stability of the economy 

and can make businesses accept aggravated risks. By accepting claims, insurance companies 

also have to pool premiums and form reserve funds.  

Theoretical studies and empirical evidence have shown that countries with better developed 

financial system enjoy faster and more stable long-run growth of which insurance companies 

contribute to the economy (Oke, 2012). Well-developed financial markets have a significant 

positive impact on total factor productivity, which translates into higher long-run economic 

growth and development.  

In the context of Nigeria, the insurance-growth nexus has been examined empirically. Many 

authors have arrived at same or related findings; mainly that economic growth is positively 

correlated with insurance contributions (Monogbe, 2015, Akinlo, 2013; Verma & Bala, 2013; 

Arena, 2008). Considering that the insurance industry has consistently made increasing 

investment across the years in government securities, stocks and bonds, bills of exchange and 
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real estate and mortgage this study aimed at investigating the link between the insurance 

industry investment and economic growth in Nigeria.  

This work hypothesized that Insurance industry investment in Government Securities has no 

significant effect on economic growth in Nigeria; Insurance industry investment in Real 

Estate and Mortgage has no significant effect on economic growth in Nigeria; Insurance 

industry investment in Policy and other loans has no significant effect on economic growth in 

Nigeria; Insurance Industry Investments in Cash at hand and Deposits has no significant 

effect on economic growth in Nigeria; Insurance industry investment in Bills of Exchange 

has no significant effect on economic growth in Nigeria; and Insurance industry investment 

in Stocks and Bonds has no significant effect on economic growth in Nigeria.  

2. Conceptual Framework 

Meaning of Insurance: 

Insurance is a scheme that allows a person to transfer his risk to another person. It as a social 

device in which a group of persons transfer risk to another party.  The primary function of 

insurance is the creation of the counterpart of risk, which is security. Insurance does not 

prevent losses, nor does it reduce the cost of losses to the economy as a whole. Insurance 

does not decrease the uncertainty for the individual as to whether the event will occur, nor 

does it alter the probability of occurrence, but it does reduce the probability of financial loss 

connected with the event. Even if a loss is not sustained during the contractual period, the 

insured has received something for the premium: the promise of paying the sum insured or its 

equivalent if the insured event had occurred.  

Insurance contains the following elements: risk pooling and risk transfer. The risk pooling 

creates a large sample of risk exposures and, as the sample gets larger, the possibility of 

missing future loss predictions gets lower. The combination of risk pooling and risk transfer 

(from the owner of the risk to a third, unrelated party) physically reduces the risk, both in 

number and in the anxiety it causes. Pooling the exposures together permits more accurate 

statistical prediction of future losses. Pooling spreads the cost of losses between among the 

policyholders. Take household contents insurance against fire, for example. When the risk of 

a fire is pooled, the large cost to the few who suffer from a fire is spread between all 

members of the pool. The average cost to members of the pool (the premium) is relatively 

low, as only a small number of them is likely to suffer a loss. The price of the insurance 

should be such that the individual is prepared to pay the smaller, known premium in return 

for not having to pay the unknown — and potentially very large — financial cost of the 

insured event (Insurance Europe, IE, 2012). Each policyholder should pay a fair premium 

according to the risk of loss that they bring to the pool. 

Insurance as a commercial enterprise and a major part of the financial services industry is a 

form of risk management in which the insured transfers the cost of potential loss to another 

entity (the insurer) in exchange for monetary compensation known as the premium. Insurance 

in economic terms refers to the pooling mechanism for reducing the down-side of risk 

through resource reallocation from good to stormy states of the world (Masci, Tejerina & 

Webb, 2007).  

Conditions for Insurability: 

In theory, risk exposures should meet several conditions to be insurable in a private market. 

In reality, few risks meet these conditions exactly, but the further they diverge the less 
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insurable they become. The four conditions for insurability are: many independent and 

identically distributed exposure units; the premium should be economically feasible; losses 

should be unintentional and accidental; and losses should be easily determinable. 

Independence means that there is no correlation between an event causing a loss to one 

exposure and an event causing a loss to another. Identically distributed means each exposure 

faces the same probability distribution of potential losses. The law of large numbers works 

most effectively in the pooling and diversification of risk exposures when they are 

independent and identically distributed. This condition is violated when a significant number 

of exposures could suffer losses because of one or a series of related events, such as a 

hurricane or a deadly epidemic. Insurers can use devices such as reinsurance or catastrophe 

bonds to cope with this problem, but there are practical limits to how much risk can be 

diversified through these instruments. An economically feasible premium is sufficient to 

cover an insurer‘s cost of providing insurance (i.e. expected loss, necessary expenses and cost 

of capital), but still low enough to be attractive to potential insured‘s. Economically feasible 

premiums are most achievable when the probability of loss is relatively low and insurers‘ 

loading for expenses and profit would not exceed the risk premium that an insured would be 

willing to pay. When the probability of loss reaches higher levels, the corresponding 

premium will approach or exceed the potential loss. In such a situation, the cost of insurance 

is so high that a person would be better off if he or she kept the money to pay for a loss that is 

very likely to occur or find other ways to avoid the loss. 

The third condition for insurability is that losses should be unintentional and accidental. 

There are several reasons for this. One is that insuring intentional losses may give rise to 

moral hazard. When moral hazard is present, losses are more likely to occur. Also, from a 

social point of view, insuring intentional losses would encourage deliberate destruction of 

property or loss of life (Skipper, et. al., 2006). In addition, losses that occur naturally over 

time (e.g. the depreciation of an automobile) and are not accidental tend not to be insurable. 

Such losses are essentially certain and it would be more efficient to budget for them than to 

purchase insurance. 

The final condition is that losses should be easily determinable. If it is impossible to 

determine whether a loss has occurred or its severity, then the insurer will have no objective 

information to determine if a claim should be paid or how much the payment should be. If 

determining a loss is difficult but not impossible, the cost of adjusting a claim may be so high 

that it is not possible to offer insurance at an economically feasible premium. 

According to Insurance Europe (2012) for a risk to be insurable, a number of prerequisites 

need to be in place: the risk must be definable and financially measurable; the risk should be 

random and independent; the insured must have an insurable interest (recognisable 

relationship between the insured and the subject matter of insurance); the insurer must be able 

to calculate a fair premium for the risk (make economic sense); the likelihood of the risk must 

be calculable; there should be limited risk of catastrophically large losses; and coverage is 

generally only for indemnity (the policyholder cannot profit from the claim).   

Need for insurance: 

The benefits of insurance to modern economy are many. The primary benefit is the sum 

insured or its equivalent payable if the insured events occur. The other incidental needs can 

be summarized to include employment generation; revenue to the government; provision to 

individuals and companies with the confidence to go about their daily life and business and to 

enter into transactions with others; promotion of safe practices among the insuring public; 
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long-term investment in the economy as institutional investors; and stable and sustainable 

savings and pension provisions.   

Concept of Economic Growth and Gross Domestic Product (GDP): 

Economic growth refers to an increase in the capacity of an economy to produce goods and 

services, compared from one period of time to another. Economic growth can be measured in 

nominal terms, which include inflation, or in real terms, which are adjusted for inflation. 

Economic growth is the increase in the inflation-adjusted market value of the goods and 

services produced by an economy over time. It is conventionally measured as the percent rate 

of increase in real gross domestic product, or real GDP. Of more importance is the growth of 

the ratio of GDP to population (GDP per capital, which is also called per capita income). An 

increase in growth caused by more efficient use of inputs (such as physical capital, 

population, or territory) is referred to as intensive growth. GDP growth caused only by 

increases in the amount of inputs available for use is called extensive growth (Acemoglu, 

2007).  

―Economic growth" typically refers to growth of potential output, i.e., production at "full 

employment". As an area of study, economic growth is generally distinguished from 

development economics. The former is primarily the study of how countries can advance 

their economies. The latter is the study of the economic development process particularly in 

low-income countries. 

Growth is usually calculated in real terms – i.e., inflation adjusted terms – to eliminate the 

distorting effect of inflation on the price of goods produced. Measurement of economic 

growth uses national income accounting. Since economic growth is measured as the annual 

percent change of gross domestic product (GDP), it has all the advantages and drawbacks of 

that measure (Acemoglu, 2007). Basically, Gross Domestic Product is a measure of the 

monetary value of final goods and services—that is, those that are bought by the final user—

produced in a country in a given period of time (say a quarter or a year). According the 

Bureau of Economic Analysis, United States Department of Commerce (2015), GDP includes 

market production and some nonmarket production. However, not all productive activity is 

included in GDP; some activities, such as the care of one's own children, unpaid volunteer 

work for charities, and illegal activities, are not included because data are not available to 

accurately measure their value. Whenever possible, GDP is valued at market prices; GDP is a 

measure of current production, not sales; GDP is equal to the value of goods and services for 

―final‖ user; and GDP is a ―gross‖ measure. 

Concept of Investment: 

An investment is an asset or item that is purchased with the hope that it will generate income 

or will appreciate in the future. In an economic sense, an investment is the purchase of goods 

that are not consumed today but are used in the future to create wealth. In finance, an 

investment is a monetary asset purchased with the idea that the asset will provide income in 

the future or will be sold at a higher price for a profit (Investopedia, 2018). The term 

"investment" can be used to refer to any mechanism used for the purpose of generating future 

income. In the financial sense, this includes the purchase of bonds, stocks or real estate 

property. Additionally, the constructed building or other facility used to produce goods can 

be seen as an investment. The production of goods required to produce other goods may also 

be seen as investing (Investopedia, 2018).  
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It is through the investment of the premiums paid by policyholders (and also the investment 

of shareholder funds) that the transmission of saving is fed through into the wider economy. 

The mechanism through which this transmission takes place is the capital market. The range 

of investments in which an insurance company can invest its funds within a given economy 

will depend of the degree of development of the local capital market (Stroud, 2016).  

The practice of insurance fund investment in Nigeria is regulated by Insurance Act 2003. The 

section 25 of the Act stipulated as follows: 

(1)  An insurer shall at all times in respect of the insurance transacted by it in 

Nigeria, invest and hold invested in Nigeria assets equivalent to not less than 

the amount of policy holder's funds in such accounts of the insurer. 

(2)  Subject to the other provisions of this section, the policy-holders funds shall 

not be invested in property and securities except; 

(a) shares of limited liability companies; 

(b) shares in other securities of a co-operative society registered under a law 

relating to co-operative societies; 

(c) loans to building societies approved by the Commission; 

(d) loans on real property, machinery and plant in Nigeria; 

(e) loans on life policies within their surrender values; 

(f) cash deposit in or bills of exchange accepted by licenced banks; and  

(g) such investments as may be prescribed by the Commission. 

(3)  No insurer shall-  

(a) in respect of its general insurance business, invest more than 35 per centum 

of its assets as defined in subsection (1) of this section in real property; or 

(b) in contract of its life insurance business, invest more than 35 per centum of 

its assets as defined in subsection (1) of this section in real property. 

(4)  An insurer which contravenes the provisions of this section commits an 

offence and is liable on conviction to a fine of ₦50, 000. 

(5)  In this section, references to real property include references to an estate in 

land, a lease or a right of occupancy under the Land Use Act. 

The insurance industry investments are usually on government securities (government debt 

securities such as Treasury bills, Treasury notes, Treasury notes, Treasury bonds, Municipal 

bonds Saving bonds and Treasury inflation protected securities); Real estate (i.e. residential 

real estate, commercial real estate, industrial real estate, and land including vacant land, 

working farms and ranches); Bill of Exchange (i.e. is a binding agreement by one party to pay 

a fixed amount of cash to another party as of a predetermined date or on demand. Bills of 

exchange are primarily used in international trade); Stocks (i.e. the ownership certificates of 

any company: Stocks are of two types—common and preferred); and Debentures (i.e. a loan 

between a borrower say a commercial enterprise and a lender).  
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Sustainable insurance industry investment: 

Sustainable insurance industry investment is a concept that expresses a paradigm shift in 

mentality and decision framework of insurance fund managers which consists of ensuring 

relevance of the industry in service delivery in ever changing emerging risks and investment 

opportunities.  The insurance fund managers make choice of the investments and 

compositions in such manner that aligns with investment innovations, regulation, promotes 

quality of life and capacity of the industry in satisfying the obligations to stakeholders 

without compromising socially accepted values and policies. It consists of ensuring positive 

contributions to the investment objectives of the insurance industry without promoting 

leakage to the economic development and enterprising spirits among the citizens.   

Sustainable insurance industry investment is also associated with sustainable financing. 

Sustainable financing consists of forms of financial service integrating environmental, social 

and governance criteria into the business/investment decisions for the lasting benefit of both 

clients and society at large (Parker, Cranford, Oakes & Legette, 2012).  Thus, critical 

elements in conceptualizing financial sustainability include financing gap assessment, the 

timing and duration of funding, targeted beneficiaries, as well as uses and choice of viable 

sources of financing.  Convention on Biological Diversity related five important routes to 

financial sustainability: identify the most cost-effective course of actions; establish an 

adequate institutional framework; address institutional capacity issues; accelerate the 

achievement of goals; and transparency and accountability. 

Thus, a typical insurance industry should execute sustainable investment management.  The 

role of insurance investment management is to manage professionally the funds generated by 

the insurance business, maximizing risk adjusted returns while meeting regulatory 

requirements on its assets and other financial constraints. Insurance investment management 

must ensure that investment returns preserve the solvency, both regulatory and economic, of 

the insurance company, earn the return commensurate with the use of its capital and enable it 

to continue to underwrite profitable insurance business (Rashbaa, 2016). 

3. Theoretical Framework 

The argument in this paper is based on economic growth theory postulated by Harrod and 

Domar (1946). They stated that the rate of economic growth in a country dependent on the 

level of savings and the capital output ratio. They went further to state that high level of 

savings in a country provides fund for firms to borrow and invest, and investment can 

increase the capital stock and of an economy and generate economic growth. The economic 

growth theory postulates that well developed financial intermediation can promote economic 

growth through marginal productivity of capital, efficiency of channelling savings to 

investment, saving rate and technological innovations (Eze & Okoye, 2013). Insurance fund 

accumulated from premiums collected by the insurance sector are usually substantial and if 

properly invested in the economy including the capital market contributes to economic 

growth.  

4. Empirical Review 

Sambo (2016) assessed the effect of insurance investment on GDP in Nigeria. Its specific 

objective was the consequence of insurance investment by asset type to the total contribution 

to Nigerians GDP using monthly data from 1996 to 2012 has not been empirically 

established. Ex-post facto research design method was applied to the study. The study 

employed monthly time series data for the portfolio of investment within this period and the 
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GDPt as its variables. Multiple regression model was utilized to estimate the relationship for 

the combine variables while linear regression for the total investment against GDP using 

Gretl- 1.9. 12 for the analysis. Consequently, the study concludes that the statistically 

positive R
2
 of 74% indicates a joint relationship between insurance investments and GDP in 

Nigeria. It was recommended that the increase in insurance investment that form its industry 

portfolio would maximize the investments and result to increase in economic development.   

Igbodika, Ibenta and John (2016) examined the contributions of insurance investment to 

economic growth of the Nigerian economy for the period 1980 to 2014. Economic growth is 

proxied by gross domestic product while insurance sector development is proxied by 

insurance investment. The study used time series data generated from Central Bank of 

Nigeria (CBN), Statistical bulletin and Nigerian Insurance Digest for various years. Thus Ex-

post facto research method was used. Augmented Dickey- Fuller and Philip-Peron methods 

were employed to establish stationarity of the data. Johansen co-integration tests were done 

to establish long run effect among the variables. It revealed the existence of at least one co-

integrating effect at 1% and 5% levels of significance. The study adopted generalized method 

of moments (GMM) technique for analyses. The result of the study reveals that insurance 

sector investment has positive and significant effect on Gross Domestic Product. The study 

recommends mandatory insurance protection for all investors, not only to encourage them 

but also as a boost for the economy. Moreover, insurers should diversify their investment 

portfolio to enable them to guarantee the stability of their return and ability to pay claims. 

Egbeonu (2016) investigated the pattern of flow between insurance investment portfolio and 

economic development in Nigeria. As an Ex-post facto study, data were extracted from CBN 

statistical bulletin and World Bank record 2013. The analysis was done using multiple 

regression analysis, unit root test, Engle – Granger co-integration and Granger Causality. The 

individual coefficient result of OLS revealed positive and significant relationship between 

bills of exchange, investment in stocks and bonds, while inverse and insignificance 

relationship was found between investment in Government securities; Granger causality 

result revealed that the pattern of relationship between insurance investment portfolio and 

economic development was demand following (Economic development → Insurance 

investment portfolio). It is therefore recommended that insurance sector awareness be 

increased and encouraged in the country.  

Iheanacho (2016) examined the relationship between financial intermediary development and 

economic growth in Nigeria over the period 1981–2011 using the auto-regressive distributed 

lag (ARDL) approach to co-integration analysis. The results show that the relationship 

between financial development and economic growth in Nigeria is not significantly different 

from what has been observed generally in oil-dependent economies. The relationship between 

financial intermediary development and economic growth in Nigeria is found to be 

insignificantly negative in the long-run and significantly negative in the short-run. The results 

highlight the dominant role of the oil sector in economic activities in Nigeria. 

Oloke, Durodola and Emeghe (2015) examined the perception of insurance companies about 

real asset in their portfolio and factors that influence investment in the asset. Structured 

questionnaires were distributed to fifty-two insurance companies in Lagos State. Data 

collected were presented in tables and analysed with statistical tools such as percentages, 

mean and relative importance index for ease of understanding. It was found that capital 

security and portfolio stability (diversification) were the principal driving motive for 

investing in real estate while liquidity concern, high transaction costs, inadequate 

infrastructure development in the country and unreliable valuation data among others 
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constitute major factors militating against investment in real estate. It was further found that 

investment in real estate is currently far below what the law stipulates in Nigeria. The paper 

therefore concludes by suggesting that insurance companies need to see real estate as 

attractive investment asset and invest in creating comprehensive real estate submarket rather 

than cherry-pick manner investment in properties. 

Olayungbo (2015) investigated the effects of life and non-life insurance on economic growth 

in Nigeria from 1976 to 2013. The Autoregressive Distributed lags (ARDL) was adopted 

given the different order of integration of the variables of interest. After estimating a growth 

model, the bound test shows a long run relationship to exist among economic life, non-life 

insurance and economic growth in Nigeria over the period of study. The long run and the 

short run dynamics further confirms the positive and significant contribution of life and non-

life insurance on economic growth in Nigeria. The paper concludes that life and non-life 

insurance acts as complements to economic growth in Nigeria rather substitutes. Also, 

unidirectional causality runs from positive GDP growth to negative insurance premium 

growth. In addition, the robustness results, using variance decomposition and impulse 

response with control variables, show that low insurance promotes high growth in Nigeria. 

The impulse responses also show the presence of an asymmetric relationship between low 

insurance and high growth in Nigeria. 

Monogbe (2015) investigated the effect of insurance sector development on the growth of the 

Nigeria economy. The Augmented Dickey Fuller Test, Ordinary Least Square Method, 

Descriptive Statistic, Co Integration and granger causality test were applied to annual Nigeria 

data spanning from 1981 – 2013. The results indicated that there exists a long run equilibrium 

association between insurance sector development and economic growth. Total insurance 

investment has a positive and significant association to economic growth, while insurance 

premium is also positively and significantly correlated to economic growth. It was found that 

causality flows from GDP to some insurance sector development indicator (TIP, TIN TIR). It 

was further revealed in the study that insurance claims has a significant but negative 

association to economic growth and based on the above findings, we hereby recommended 

that law makers, authority and NAICOM should look into the claims payment policy of the 

insurance companies so as to ensure transparency, avoid extortion and ensure fair dealings in 

order to actualize the sectors objective and hence, promote economic growth of our country 

Nigeria.  

Ubom (2014) examined the link between investment portfolio of insurance firms and the 

variables of economic development such as the growth rate of gross domestic product (GDP), 

unemployment, capacity utilization and inflation rates in Nigeria from 1990 to 2011. The 

study used Ex-post facto method. Blends of desk, exploratory and descriptive research design 

were used. Data were analyzed using descriptive and inferential tools. The discoveries were 

that insurance companies in Nigeria got over 95% of income on yearly basis from premium 

and accumulated large sum of funds after expenditures on claims but invest less than 1% of 

such funds. Stock and bonds, government securities as well as real estate properties and 

mortgages dominated the investment portfolio of these financial institutions with heavy 

concentration in the assets of quoted companies. Hence, small and medium scale enterprises 

were not funded. As such, insurance firms were not making any significant influence on 

economic development in the country as evidenced in the marginal growth rates of gross 

domestic products (GDP) and capacity utilization, among others. Therefore, the 

recommendations were that insurance companies should increase their wealth allocations to 

investments with proper spread and mix to cover small and medium scale enterprises and 

short term loans and to introduce finance and insure products to broaden their income base. 
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This is expected to enhance their investment positions and contributions to economic 

development and growth in the country.  

Torbira and Ogbulu (2014) looked into the relationship between fund mobilization by 

insurance companies and gross fixed capital formation (GFCF) in Nigeria and specifically 

how the latter responds to stimuli emanating from the insurance companies. A five variable-

predictor multivariate regression model was estimated and analyzed. The short run results 

reveal that four explanatory variables namely: premium from fire, accidents, motor vehicles 

and employee liabilities insurance policies positively and insignificantly correlate with Gross 

Fixed Capital Formation while the relationship between premium from marine insurance 

policies and GFCF is both negative and insignificant. In the long run, the fund mobilization 

variables by insurance companies positively and significantly impact on the growth of gross 

fixed capital formation. In addition, the Granger causality test provides no evidence of 

causality among the variables. The paper therefore recommends the formulation and 

implementation of policy measures that will increase insurance penetration, improve 

insurance fund mobilization and enlarge the insurance market in Nigeria. 

Eze and Okoye (2013) employed unit root tests, Johansen co-integration test and error 

correction model with data spanning from 1980-2011. The aim of their study is to estimate 

and analyse the impact of insurance practice on the growth of Nigerian economy, and to 

determine the short and long run effect of the model. The study observed that the insurance 

premium capital has significantly impacted on economic growth in Nigeria; that the level of 

total insurance investment has significantly affected economic growth in Nigeria; and that 

there is causal relationship between insurance sector development and economic growth in 

Nigeria. 

Verma and Bala (2013) employed Ordinary Least Square regression model to examine the 

relationship between the life insurance and economic growth in India. The total life insurance 

premium (TLIP), and total life insurance investment (TLII), were used as proxy for life 

insurance and Gross Domestic Product (GDP) is used for the economic growth. The data 

were extracted from the Handbook on Indian Insurance Statistics, IRDA annual reports and 

economic survey for the time period 1990-91 to 2010-11. The Ordinary Least Square 

regression model was used for data analysis. The Breusch-Godfrey Serial Correlation LM, 

Heteroskedasticity: Breusch-Pagan-Godfey, Jarque- Bera, Collinearity Diagnoses tests were 

applied to check robustness of the OLS regression model. The results provide empirical 

evidence that life insurance has both positive as well as significant influence on the economic 

growth in India. 

Akinlo (2013) studied causal relationship between insurance and economic growth in Nigeria 

over the period 1986 - 2010. He employed the Vector Error Correction model (VECM). The 

cointegration test shows that GDP, premium, inflation and interest rate are cointegrated when 

GDP is the endogenous variable. The granger causality test reveals that there is no causality 

between economic growth and premium in short run while premium, inflation and interest 

rate, granger caused GDP in the long run which means there is unidirectional causality 

running from premium, inflation and interest rate to GDP. This means insurance contributes 

to economic growth in Nigeria as they provide the necessary long-term fund for investment 

and absolving risks. 

Oke (2012) examined the short and long-run relationships between economic growth and 

insurance sector development in the Nigerian economy. The fixed-effect model was adopted 

and relevant data within the period of 1985 and 2009 were collated and analysed with the use 
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of co-integration analysis. Gross domestic product (GDP) was adopted as a proxy for the 

level of economic growth, while numbers of insurance companies (NIC), premium of life-

insurance (PLI), premium of non-life insurance (NLP), total insurance investment (TII), and 

inflation rate (INF) were used in measuring insurance sector growth. The findings revealed 

that insurance sector growth and development positively and significantly affects economic 

growth. The coefficient of multiple determinations denoted as R
2
 with a value of 0.87 

showed that about 87% variation in the dependent variable was explained by the explanatory 

variables while the remaining 13% was explained by the stochastic variables. The result of 

the Granger causality test also revealed that the extent of influence the insurance sector 

growth had on economic growth was limited and not direct because of some cultural, 

attitudinal traits and values in the country. It was recommended that government should 

create a good environment for insurance activities in Nigeria. The insurance companies 

should also engage in insurance business that is environment and customer friendly, as well 

as, formulating insurance policies that can accommodate every sector and segment of the 

economy. 

Yusuf (2011) evaluated the impact of the consolidation of insurance companies on Economic 

growth and development in Nigeria. The main objective was to evaluate the impact of the 

Insurance Companies‘ consolidation on the Gross Domestic Product (GDP) in Nigeria. The 

Econometric technique method of analysis was used. The econometric model was based on 

Capital Assets Pricing Model (CAPM). Relying on data collected from 1988 to 2008 shows 

that the Gross Domestic Product (GDP) of the economy would increase by about 55 percent 

variation for a unit change in the consolidation policy while holding other economic variables 

constant. This scenario leads credence to the fact that consolidation policy has positive 

impact on the economic growth and development of the country if all structural bottlenecks to 

implementation are removed. It is also recognized that the impact of consolidation policy on 

insurance companies to achieve the desired economic growth and development may not be 

necessary contemporaneous, but long lived if properly managed-especially as capital projects 

and human activities tends to have long gestation periods. To achieve intermediate and long-

term economic aspirations to make Nigeria among the 20th most industrialized countries of 

the world (FSS 2020), efforts should be directed to develop a modern, well-structured, 

efficient and competitive insurance sub sector that caters for the long term needs of the 

economy. 

Mojekwu, Agwuegbo and Olowokwdejo (2011) used a dynamic factor model to estimate the 

impact of insurance contributions on the growth of Nigerian economy within the period of 

1981 to 2008. The result indicates that the functional relationship between the volume of 

insurance contribution and economic growth in Nigeria is a first order autoregressive model. 

This model observed that economic growth is positively correlated with insurance 

contributions. This implies that if insurance contribution increases, economic growth will as 

well increase.  

Arena (2008) study causal relationship between insurance market activity and economic 

growth using the generalized method of moments for dynamic models of panel data for 55 

countries, including high, middle and low income countries, for the period 1976-2004,. He 

uses data for non-life and life insurance premiums in order to assess potentially different 

effects on economic growth, measured by growth in real GDP per capita. As additional 

explanatory variables he uses private credit, stock market turnover, initial GDP per capita, 

openness, government consumption, inflation, human capital, and terms of trade changes 

data. He found support for casual effect of insurance to economic growth. However, the 

research results evidence different impact of life and non-life insurance on economic growth. 
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While life insurance premiums positive effect on economic growth is driven by high-income 

countries only, non-life insurance premiums effect on economic growth is driven by all 

countries, although a larger effect is found in high-income countries. Additionally, he found 

that life insurance would have a bigger impact on economic growth at low levels of economic 

development and non-life insurance at middle levels. Finally, he found that life insurance 

would have a bigger impact on economic growth if stock market development is deeper while 

the results for non-life insurance suggest a complementarities effect for initial and 

intermediate stages of stock market development. 

Haiss and Sumegi (2006) examined the impact of insurance on economic growth, measured 

by GDP, on the sample of 29 countries belonging to the European economic region. The 

countries used in the analysis are EU-15, Norway, and Switzerland, Iceland, New EU 

Member States and EU membership candidates (Turkey and Croatia). From the EU Member 

states Lithuania was omitted due to lack of data and only few data was available for Croatia 

and Latvia. They used a panel data for the period 1992-2005 for the regression the data series, 

which was expanded to the cross-section dimension. As dependent variable they use real 

GDP at constant year 2000 prices in constant 2000 US Dollars per employee while as 

explanatory variables they use gross premium income (three separate variables for total, non-

life and life premium) calculated in constant year 2000 prices and US Dollars, physical 

capital stock at constant year 2000 prices in constant 2000 US Dollars per employee and 

human capital stock constructed as index using weighted employee education figures and 

R&D expenditure, interest (10-year government bond yields, secondary market, annual 

average) and inflation rate. Due to the short time period covered they assume the slope 

coefficients in the growth equation to be independently distributed and hence homogenous 

per year. They conducted the same tests for two country groups, one consisting of the EU-15, 

Norway, Switzerland and Iceland and the other pooling the New EU Member States from 

Central and Eastern Europe Countries and EU membership candidates (Turkey and Croatia). 

They found positive impact of life insurance on GDP growth for the first group of countries. 

For the second group, they found a larger impact of liability insurance. Additionally, their 

findings emphasize the impact of the real interest rate and the level of economic development 

of the insurance-growth nexus.    

5. Methodology 

The research design is ex-post facto method. The study used historical data from 1996 to 

2017.  The secondary data were sourced from Central Bank of Nigeria Statistical Bulletin, 

2017 and Insurance Digest of various years. The work adopted the model of Igbodika, Ibenta 

and John (2016). Their model is written as: 

GDP = F (INV, INT)     ……………………………………………………………… (1) 

Where; GDP = Gross Domestic Product (the proxy for economic growth) 

INV = Total insurance sector investment as a percentage of GDP 

INT = Interest Rate (a control variable, proxy for lending rate in the economy) 

This study proposed that: 

GDP = f (IIVGS)           ……………………………………………………………… (2) 

GDP = β0 + β1IIVGS + μ           ……………………………………………………… (3) 
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GDP = f (IIVSB)                           ………………………………………………… (4) 

GDP = β0 + β2IIVSB + μ          …………………………………………………… (5) 

GDP =  f(IIVRE)          …………………………………………………………… (6) 

GDP = β0 + β3IIVRE + μ     ……………………………………………………… (7) 

GDP = f(IPOL)        ……………………………………………………………… (8) 

GDP = β0 + β4IPOL + μ               ………………………………………………… (9) 

GDP = f(IICAD)                     …………………………………………………… (10) 

GDP =  β0 + β5IICAD + μ          ………………………………………………… (11) 

GDP = f (IIVBE)                ……………………………………………………… (12) 

GDP = β0 + β6IIVBE + μ        …………………………………………………… (13) 

Where; GDP = Change in Gross Domestic Product 

IIVGS = Percentage change of Insurance Industry Investment in Government Securities 

IIVSB = Percentage change of Insurance Industry Investment in Stocks and Bonds 

IIVRE = Percentage change of Insurance Industry Investments in Real Estate 

IPOL = Percentage change of Insurance Industry Investments in Policy and other Loans 

IICAD = Percentage change of Insurance Industry Investments in Cash at hand and Deposits 

IIVBE = Percentage change of Insurance Industry Investment in Bills of Exchange 

β0 = Intercept 

β1, β2, β3, β4, β5, β6 = Coefficient parameters of the independent variables 

μ = stochastic error term. 

The data were analysed using descriptive statistics, and the models were estimated using 

Ordinary Least Squares (OLS) method. The utility of the models were examined using R-

squared statistic, Adjusted R-squared statistic, F(prob.) and Durbin-Watson statistic. The 

hypotheses were tested using t-statistic and p-value at 5% level of significance. The null 

hypothesis is rejected (the alternate accepted) if t-statistic exceeds t-alpha (given as 1.87) at 

5% level of statistical significance or if the p value is less than 0.05. The null hypothesis is 

upheld if the sign of the coefficient is positive and the p-value > 0.05, otherwise reject the 

null hypothesis and accept the alternate.  

6. Data presentation and analysis 

The tables 1, 2 and 3 showed the input data for analysis and descriptive statistics of the data 

respectively.  
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Table 1: Nigeria Gross Domestic Product and Insurance industry investments in ₦’ 

millions  

YEAR IIVGS IIVSB IIVRE IPOL IICAD IIVBE TIINV 

GDP 

(₦'billion) 

1996 1,546.20 4,047.80 2,523.20 795.90 3,347.10 119.30 12,379.46 3,779.13 

1997 2,012.00 4,095.40 2,683.50 842.10 3,815.90 164.20 13,613.08 4,111.64 

1998 4,145.90 3,633.20 212.00 2,301.20 1,993.20 3,371.50 15,656.88 4,588.99 

1999 2,987.20 4,174.00 332.70 4,124.50 4,184.20 5,780.90 21,583.46 5,307.36 

2000 3,559.00 4,992.90 282.30 5,212.10 3,844.40 7,302.00 25,192.64 6,897.48 

2001 3,842.70 6,786.30 359.30 6,706.40 4,284.60 10,178.00 32,157.27 8,134.14 

2002 3,752.10 8,350.90 960.30 7,901.00 4,095.40 11,881.20 36,940.87 11,332.25 

2003 4,489.20 11,490.30 14,272.80 3,767.00 6,722.30 13,901.20 54,642.84 13,301.56 

2004 4,169.10 20,071.90 21,832.20 6,769.10 5,461.40 16,287.10 74,590.75 17,321.30 

2005 4,178.10 61,800.80 33,788.20 5,590.70 10,185.40 6,301.10 121,844.22 22,269.98 

2006 4,858.10 121,813.10 45,186.80 7,884.70 30,314.20 6,303.00 216,359.91 28,662.47 

2007 20,914.80 222,278.90 45,331.90 12,945.80 22,508.70 5,267.80 329,247.93 32,995.38 

2008  21,374.90 227,169.10 46,329.20 13,230.60 23,003.90 5,383.70 336,491.38 39,157.88 

2009 21,845.20 232,166.80 47,348.50 13,521.70 23,510.00 5,502.10 343,894.19 44,285.56 

2010
 
 22,325.80 237,274.40 48,390.10 13,819.20 24,027.20 5,623.20 351,459.87 54,612.26 

2011
 
 22,816.90 242,494.50 49,454.70 14,123.20 24,555.80 5,746.90 359,191.98 62,980.40 

2012 25,369.36 269,621.27 54,986.98 15,703.09 27,302.75 6,389.77 399, 373.2 71,713.94 

2013 30,374.49 344,244.22 65,811.39 20,249.66 35,436.91 10,124.83 506,241.50 80,092.56 

2014 34,015.91 385,513.69 73,701.15 22,677.27 39,685.24 11,338.63 566,931.90 89,043.62 

2015 39,097.82 443,108.60 84,711.94 26,065.21 45,614.12 13,032.61 651,630. 30 94,144.96 

2016 45,373.71 494,916.49 97,834.60 31,587.57 52,633.25 14,843.78 737, 189.40 101,489.50 

Source: Central Bank of Nigeria Statistical Bulletin of 2017 and NIA Insurance Digests of 

various years 

Keys: IIVGS - Government securities; IIVSB – Stocks and bonds; IIVRE – Real estate‘s 

investment; IPOL - Insurance Industry Investments in Policy and other Loans; IICAD - 

Insurance Industry Investments in Cash at hand and Deposits; IIVBE – Bill of Exchange; 

TIINV – Total Insurance Industry Investments;  GDP – Gross Domestic Product 

From Table 1, the Gross Domestic Product over the years indicated positive growth in 

monetary value, ranging from ₦3,779.13 billion in 1996 to ₦101,489.5 billion in 2016. 

Similarly, the total insurance industry investments increased from ₦12,379.46 million to 

₦737, 189.40 million in 2016. Investments in stocks and bonds constituted the highest 

portion (about 67%) of the total investments, followed by investments in real estates (13%) of 

the total investments of the sector; and the least proportion of the investment is the 

investment in policy and other loans (about 2%). 

Table 2 Percentage change of the variables 

YEAR GDP IICAD IIVBE IIVGS IIVRE IIVSB IPOL 

1996        

1997 8.79 14.00 37.63 30.12 6.35 1.17 5.80 

1998 11.60 -47.76 1953.28 106.05 -92.09 -11.28 173.26 

1999 15.65 109.92 71.46 -27.94 56.93 14.88 79.23 

2000 29.96 -8.12 26.31 19.14 -15.14 19.61 26.36 
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2001 17.92 11.45 39.38 7.97 27.27 35.91 28.66 

2002 39.31 -4.41 16.73 -2.35 167.26 23.05 17.81 

2003 17.37 64.14 17.00 19.64 1386.28 37.59 -52.32 

2004 30.22 -18.75 17.16 -7.13 52.96 74.68 79.69 

2005 28.56 86.49 -61.31 0.21 54.76 207.89 -17.40 

2006 28.70 197.62 0.03 16.27 33.73 97.10 41.03 

2007 15.11 -25.74 -16.42 330.51 0.32 82.47 64.18 

2008 18.67 2.20 2.20 2.19 2.19 2.20 2.19 

2009 13.09 2.20 2.19 2.20 2.20 2.19 2.20 

2010 23.31 2.19 2.20 2.20 2.19 2.19 2.20 

2011 15.32 2.20 2.19 2.19 2.20 2.20 2.19 

2012 13.86 11.18 11.18 11.18 11.18 11.18 11.18 

2013 11.68 29.79 58.45 19.72 19.68 27.67 28.95 

2014 11.17 11.98 11.98 11.98 11.98 11.98 11.98 

2015 5.72 14.93 14.93 14.93 14.93 14.93 14.93 

2016 7.80 15.38 13.89 16.05 15.49 11.69 21.18 

Source: Computed from Table 1 

The table 2 indicated that the percentage growth in the insurance industry investments 

showed some negative growth rate between 1997 and 2007. There were positive growth rate 

thereafter. However, the percentage annual change of GDP were substantially higher than the 

total insurance investment components between 2008 and 2012. The annual percentage 

change between the total insurance investments and GDP favoured insurance industry 

investments. This may not be unconnected to economic recession and overdependence on 

foreign goods/services by the Nigeria‘s economy. 

From Table 3, the mean and the median values of the respective variables were high showing 

that they do not aggregate easily and were widely spread. The dispersion of the respective 

variables surrounding the mean is high given that difference between the minimum and 

maximum values are high. The standard deviation of GDP, IICAD, IIVBE, IIVGS, IIVRE 

and IPOL in relation to their respective means each had lower value than their mean. This 

shows that their volatility is low. On the other hand, the standard deviation of IIVSB in 

relation to the mean had higher value than the mean. This shows that the volatility is high. 

Table 3 Descriptive statistics of the model variables  
 GDP IICAD IIVBE IIVGS IIVRE IIVSB IPOL 

 Mean  37915.35  18882.19  7849.658  15383.26  35063.51  159525.9  11229.43 

 Median  28662.47  22508.70  6303.000  4858.100  45186.80  121813.1  7901.000 

 Maximum  101489.5  52633.25  16287.10  45373.71  97834.60  494916.5  31587.57 

 Minimum  3779.130  1993.200  119.3000  1546.200  212.0000  3633.200  795.9000 

 Std. Dev.  33249.15  15658.00  4475.671  13936.29  30679.93  163723.0  8448.459 

 Skewness  0.626083  0.586389  0.197334  0.646240  0.332931  0.571920  0.823988 

 Kurtosis  1.974453  2.216356  2.308555  2.139548  2.053337  2.054472  2.921053 

        

 Jarque - Bera  2.292209  1.740820  0.554626  2.109523  1.172100  1.927092  2.381801 

 Probability  0.317873  0.418780  0.757817  0.348276  0.556521  0.381538  0.303947 

        

 Sum  796222.4  396526.0  164842.8  323048.5  736333.8  3350045.  235818.0 

 Sum Sq. Dev.  2.21E+10  4.90E+09  4.01E+08  3.88E+09  1.88E+10  5.36E+11  1.43E+09 

 Observations  21  21  21  21  21  21  21 

Source: Output data from E-views version 8.0 
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The goodness of fit of the models were examined. The summary statistics of the independent 

variables regressed against GDP were presented in Table 4. 

 

Table 4 Goodness of fit Tests (Independent variables against GDP) 

STATISTIC 
INDEPENDENT VARIABLES 

IIVGS IIVSB IIVRE IPOL IICAD IIVBE 

R-squared 0.939077 0.957368 0.921246 0.927599 0.90806 0.152581 

Adjusted R-

squared  
0.935871 0.955125 0.917101 0.923789 0.903221 0.10798 

F-statistic 292.8709 426.6778 222.2587 243.4277 187.6555 3.421029 

Prob (F-statistic) 0.00000 0.000000 0.000000 0.000000 0.000000 0.079989 

Durbin-Watson 

stat 
1.100953 0.628021 0.320694 0.800054 1.014582 0.093705 

Source: Extracted for the regression estimates output data E-view version 8 

The insurance industry investment in Bill of Exchange explained 10% of the changes in the 

growth of the economy (GDP) and significant at 8% i.e Prob. (F – statistic) of 0.0799. 

Changes in other independent variables over time explained above 90% of the changes in the 

GDP at 5% level of significance. The Durbin Watson statistics of the variables were below 

2.0 benchmark, indicating presence of autocorrelation. This implies that the error term in time 

period t, is related to error term in time period t – 1. This means that the insurance industry 

investment managers can make improved investments combination for improved contribution 

to the economic growth and possibly higher yield for better financial performance.  

The correlation matrix of the variables were examined and the relevant coefficients are 

shown in Table 5.  

Table 5 Correlation Matrix of the variables 

 GDP IICAD IIVBE IIVGS IIVRE IIVSB IPOL 

GDP 1 0.95 0.39 0.96 0.95 0.97 0.96 

IICAD 0.95 1 0.34 0.93 0.97 0.97 0.94 

IIVBE 0.39 0.34 1 0.34 0.36 0.31 0.49 

IIVGS 0.96 0.93 0.34 1 0.94 0.98 0.97 

IIVRE 0.95 0.97 0.36 0.94 1 0.97 0.93 

IIVSB 0.97 0.97 0.31 0.98 0.97 1 0.97 

IPOL 0.96 0.94 0.49 0.97 0.93 0.97 1 

Source: Excel correlation output data  

From Table 5, the IIVBE maintained weak relationship with the GDP and even the other 

investment components of the insurance industry. It seems that investments in bills of 

exchange are not popular in the industry. Every other relationships between the variables and 

GDP were strong at above 0.9 coefficients.  

Five hypotheses were proposed in this paper. Table 6 showed the relevant extracts for testing 

the hypotheses.  

Table 6: Hypotheses testing statistics against growth in GDP 

Variable Coefficient Std. Error t-Statistic Prob.   

IIVGS 2.311979 0.135097 17.11347 0.000000 

IIVSB 0.198706 0.00962 20.65618 0.000000 

IIVRE 1.040193 0.069773 14.90834 0.000000 
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Source: Extracted for the regression estimates output data E-view version 8 

From the table 5, only the insurance industry investment in Bill of Exchanges was not 

significant at 5% (the t-statistic = 1.849; p-value = 0.08). The null hypothesis is accepted, and 

thus, the Insurance industry investment in Bills of Exchange has positive and no significant 

effect on economic growth in Nigeria. 

Given that the t – statistics of the other five hypotheses were significant (the t-statistics were 

large enough; and p-value = 0.0000) the null hypotheses were rejected. Therefore, the 

Insurance industry investment in Government Securities has positive and significant effect on 

economic growth in Nigeria; Insurance industry investment in Real Estate and Mortgage has 

positive and significant effect on economic growth in Nigeria; Insurance industry investment 

in Policy and other loans has positive and significant effect on economic growth in Nigeria; 

Insurance Industry Investments in Cash at hand and Deposits has positive and significant 

effect on economic growth in Nigeria; and Insurance industry investment in Stocks and 

Bonds has positive and significant effect on economic growth in Nigeria. 

Discussion of Findings 

This study findings agree with Eze and Okoye (2012) that showed that the level of total 

insurance investment has significantly affected economic growth in Nigeria. In India, the 

study of Verma and Bala (2013) provided empirical evidence that life insurance has both 

positive as well as significant influence on the economic growth in India. Sambo (2016) also 

found a joint relationship between various insurance investments and GDP in Nigeria. 

Similarly, Igbodika, Ibenta and John (2016) affirmed that insurance sector investments have 

positive and significant effect on Nigeria‘s Gross Domestic Product.  

Obviously, the economic performance has link with investments including that of the 

insurance industry. There are bi-directional relationship between GDP and Investments. 

Improved performance of either triggers positive change in the other. The insurance industry 

major source of funding investment is premium income. Thus, larger written premiums and 

relatively sustained underwriting profits over time allow the industry substantial fund for 

investments. The industry need to generate substantial premium income to be able to make 

more significant impact on the economic growth of Nigeria. Additionally, proper investment 

management has the chance of improving the investment yield and of course the accumulated 

insurance investment funds in general. 

It is a thought in right direction if the insurance industry in Nigeria keys in to financial risk 

management to better the financial performance of the industry. Insurance securitization and 

portfolio insurance suggest themselves. Insurance securitization is the transferring of 

underwriting risks to the capital markets through the creation and issuance of financial 

securities. In particular, the insurance securitization process involves the following two 

elements: the transformation of underwriting cash flows into tradable financial securities; and 

the transfer of underwriting risks to the capital markets through the trading of those 

securities. Portfolio insurance involves the packaging of both insurance and financial risks 

say foreign exchange risks into a single multi-line policy; such packaging takes advantage of 

the potential benefits of portfolio theory and diversification of risks.   

 

IPOL  3.790383 0.242939 15.60217 0.000000 

IICAD 2.023491 0.147714 13.69874 0.000000 

IIVBE 2.901837 1.568898 1.849602 0.08 
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The Nigeria insurance industry has the potential to contribute significantly to economic 

growth of Nigeria. The population of Nigeria is on increase (in 1996:11.07 million; and in 

2019:200.96 million), the money supply (M2) is on increase (in 1996: ₦345.85 billion; and in 

2017: ₦24,140.63 billion), the financial deepening is on increase (in 1996: 9.2% ; and in 

2017: 21.2%), many assets are being acquired (Nigeria Stock Exchange market capitalization 

in 1996: ₦285,800 million; and in 2017: ₦21. 128 trillion), value of non-oil trade are on 

increase (in 1996: ₦423.78 billion; and in 2018: ₦11, 198.11 billion); many businesses are 

being promoted (registered firms in 1996 was 188; and in 2019: 3.1.million); and these are 

exposed to numerous insurable risks.  The Insurance Industry controlled an investment 

portfolio of about ₦723 billion as at FYE2016, with about 60% of total investments in the 

money market placements being both bank placements and government securities. The 

insurance sector has in the past ten years achieved an average growth rate of 35.7% in both 

life and non-life classes of business (CBN Statistical bulletin, 2017; Nigeria Insurers 

Association Digest, 2017). 

Financial Services Strategy (FSS) 2020 sets a 70% target for insurance penetration by 2020. 

This means that about 42 million persons should have insurance policies to achieve such 

target. The industry efforts at increasing the penetration rate have not produced significant 

results. Okonkwo and Eche (2019) observed that the general insurance penetration rate (all 

insurances premium income put together) were growing at very slow pace, recording the 

highest rate in 1994 (0.0083 i.e. 0.83%) and levelling at only 0.004 i.e. 0.4% between 2008 

and 2017.  

Conclusion and Recommendations       

Insurance industry role in financial intermediation positioned them to accumulate fund that 

they can invest in approved investment outlets. The industry aims at being able to 

compensate policyholders quickly and efficiently. They therefore, seek investment 

opportunities that are favourable to them and in compliance to the investment regulations.  

The ability to hold less liquid investments (high yield loans, private equity, and real estate) 

provides insurers with diversification and improves their investment outcomes. Despite this 

diversification being reflected in the various forms of investments made by the insurance 

industry the industry‘s contribution to the GDP is very low compared to the banking industry. 

The insurance industry has not been able accumulate significant insurance funds for purpose 

of investments to boost economic growth of Nigeria.  Therefore, this paper recommends that:  

i. To improve on the investible funds of the industry the government should 

intensify efforts aimed at enforcement of compulsory insurances by setting up 

decentralized specialized mobile courts to try defaults and punish them according 

to laws.  

ii. Awareness and trust on the insurance industry activities can be boasted by 

occasional publicity of the claims settled by the industry.  

iii. The industry need to promote and empower the insurance agents to market 

insurances especially among individual prospective policyholders. The insurance 

brokers generally compete for corporate accounts.  

iv. There is no gain saying that micro-insurance products should be adequately 

encouraged through decentralization of the operations. Let it be State government 

affairs; and the National Insurance Commission providing framework of rules and 
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standardization. There seems to be distrust in Nigeria project in recent times.  This 

accounts for failures of many laudable ideas and structure in Nigeria.  

v. The use of Insurance technology (insurtech) has come to stay. The industry should 

continue to adopt the insurtech in the business product development and practice. 

Insurance products that appeals to information conscious insuring public should 

be developed and marketed to increase the volume of written premiums.  

vi. It is expedient to increase the capital base of insurance companies to allow 

predominant mega insurance companies; and numerous micro insurance 

companies in Nigeria.  

vii. The image of the insurance industry can be improved if professionals and 

experienced persons in other financial services and educational institutions be 

awarded honorary associate membership of the Chartered Insurance Institute of 

Nigeria.  

viii. The local content law should be amended to allow the insurance industry right of 

first refusal for insuring all export trade taking place in the country. This will 

allow the industry to be more involved in larger bill of exchange transactions.  
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Abstract 

Commercial banks in Nigeria have overtime continued to render financial services to family 

business owners in order to improve financial expansion and provide satisfaction. The study 

was therefore conducted to examine the impact of commercial banks assistance on 

sustainability of family businesses in Nigeria. The study covered two (2) selected commercial 

banks and twenty (20) family businesses located in Lagos and Abuja. Data were collected 

using primary source through the administration of 138 questionnaires to selected 

respondents using the area sampling technique. The data obtained were analyzed and 

presented in tables with the use of percentage and chi-square method. However, the study 

revealed that family businesses encounter setbacks in a bid to obtain loans and advances 

from commercial banks and also, commercial banks have contributed in no small way to the 

sustainability of family businesses through their loans and advance schemes. The study 

recommends that commercial banks should make effort to ensure that loans and advances are 

always accessible for family businesses. Finally, for sustainability of family business growth 

and development in Nigeria, there should be a synergy between them and commercial banks.  

Keywords: Family Business, Financial Sustainability, commercial Banks, Loans, Advances, 

Growth. 

 

Introduction 

Family business can be seen as commercial organization in which decision-making is 

influenced by multiple generations of family members who are related by blood or through 

marriage or by adoption. They are capable of influencing the vision and mission of the 

business and also have the willingness to use this skill to attain distinction goals/objectives 

(Pittino, Visintin and Laulo, 2018).  Maturity in handling of family business affairs is 

eminent. Successfully balancing the differing interests of family members and/or the interests 

of one or more family members on the other hand required the family members involved to 

mailto:cr.johnakamelu@unizik.edu.ng
mailto:ujusussan@gmail.com
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have the commitment, competencies and character to do the needful. Family businesses 

present special challenges to those that operate them, such as development of unique cultures 

and procedures as they grow and mature. (Zumilah, 2010). Again, the interest of a family 

member may not be aligned with the interest of family business, such as when a family 

member wants to be president of the family firm, but he is not as competent as a non-family 

member, the personal interest of the family member and well-being of the business may be in 

conflict. 

Sometimes, family members can benefit from involving more than one professional advisor, 

each possessing a particular skill needed by the family. Some of the set skills that might be 

needed include communication, conflict resolution, finance, accounting, family systems, 

leadership development, investing etc. Though all businesses done by mankind require 

planning, family businesses face the additional planning task of balancing family and 

business demands. 

Competing in a more turbulent environment dominated by pluralistic social values, 

intensified competition, global economic melt-down, rapidly changing politics and 

regulation, lack of financial support has been a big challenge to family business. (Azran, 

2010). Ghandi and Amissah (2014) saw the challenge facing family business as inadequate 

funding on the part of financial institutions and poor management on the part of family 

members. More so, inability of government to provide suitable or conducive economic 

environment and adequate infrastructural facilities to family business owners necessitate the 

need for this study. Having known all these, this study embark on identifying the various 

problems faced by family business owners in accessing loans and advances from commercial 

banks, the financial assistance of commercial banks to family businesses as well as the 

contribution of family business towards the growth and development of Nigeria‘s economy. 

In view of the above contending issues, this research study therefore investigates the impact 

of commercial banks assistance on sustainability of family businesses in Nigeria. Specific 

objectives are to: 

 examine the problems encountered by family business owners in obtaining loans from 

commercial banks in Nigeria. 

 Assess the degree at which commercial banks loans and advances have contributed to 

family business sustainability in Nigeria. And finally,  

 ascertain the level of contribution of family businesses towards Nigeria‘s economic 

growth and development. 

In order to achieve these objectives, these research questions were raised: 

(i) To what degree does a family business encounter problems in procuring of loans 

from commercial banks in Nigeria? 

(ii) At what level have commercial banks loans and advances contribute to the 

sustainability of family businesses in Nigeria?  

(iii)  How do family businesses contribute to the growth and development of Nigeria‘s 

economy? 

However, the hypothesis of the research is stated thus: 
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 Family businesses do not encounter problems in procuring loans from commercial 

banks in Nigeria.  

The findings of this study will be of great benefit to the deposit money banks (commercial 

banks), since it will assist the commercial banks recognize the role family businesses play in 

economic development and when and how to provide them with enough funds, so as not to 

delay or hinder the economic growth and development in Nigeria. Again, this study will 

provide insight to the government to know the key areas to improve in terms of providing 

funds to family businesses, as well as the areas that need enlightenment through seminars, 

workshop, symposium, conferences etc. Finally, the study will guide any person(s) carrying 

out  research on similar topic. 

Conceptual Framework 

Commercial Bank 

Tawose (2012) defined commercial bank as a financial institution that has the legal backing 

to receive money from businesses, individual, general public etc and also give financial 

assistance to them. Commercial banks are open to the individuals, public institutions and 

serve businesses.  Commercial bank were regulated by the federal and state laws depending 

on how they were enacted and the services they provide. Nigeria deposit money banks 

(commercial banks) are monitored by the central bank of Nigeria (CBN). Commercial bank is 

a bank with sole aim of accepting money deposit and provision of loans and advances 

(Onwuka, 2015). Commercial bank is an institution which accepts deposit, gives loans and 

offer related services. Commercial banks allow for a variety of deposit accounts such as 

current, savings and time/ fixed deposit (Martin 2011). These financial institutions are run to 

make profit and they are owned by a group of individuals, or by corporate organizations. 

Commercial banks offer services to individuals as well as receive deposits and grant loans to 

businesses. Adigwe (2012) affirmed that commercial banks perform the following functions: 

(i) acceptance of deposits on fixed, current and savings account. They concentrate on short-

term deposit and operate accounts through the use of cheques. (ii) Offer loans advances by 

ways of overdraft, loans accessible and discounting bills of exchange. (iii) Commercial banks 

act as agent to their customers by buying and selling of shares and stocks on behalf of their 

customers, issuing traveler‘s cheque and draft, remittance of funds and buying and selling of 

foreign exchange. (iv) they act as trustees, executors and also as referees to firms and 

individuals. (v) They provide facilities for safe keeping of Will, Jewelries and other vital 

documents. (vi)Commercial banks sell mobile cards and collect electricity bills, DSTV, 

GOTV, receive payment from the public on behalf of the principal. (vii) They also render 

services to customers and public by selling Jamb, GCE,NABTEB, NECO  forms etc. 

Commercial banking industries in Nigeria have been embodied with many challenges such 

as: (a) Poor corporate governance practices: There were several instances where board 

members and management staff failed to uphold and promote the basic pillars of sound 

corporate government because they were pre-occupied with the attainment of narrowly 

defined interests. The evidence of this is seen on high turnover in the board and management 

staff, inaccurate reporting and non-compliance with regulating requirements. (b) Gross inside 

abuses: This was evidenced in the credit function, as a result of this; there were several cases 

of huge non-performing insider related credit. (c) Insolvency: The magnitude of non- 

performing risk assets was such that it had eroded the shareholders funds of a number of 

banks. For instance, according to the 2004 NDIC annual report, the ratio of non-performing 

credit to shareholders fund deteriorated from 90% in 2003 to 105% in 2004. As a result of 
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this, the shareholders funds had been completely wiped out industry-wide by the non-

performing credit portfolio. 

Sustainability 

Grant (2017) defined sustainability as an act of meeting the needs of the present without 

compromising the ability of the future generations to meet their needs. The concept of 

sustainability is composed of three pillars: economic, environmental and social. Social 

concept known to informally means 3 p‘s ( profit, people and planet) 

The three important factors to sustainability are: 

(i) Sustainability is meant to anchor on meeting the needs of the present generation 

without compromising the ability of upcoming/ future generations to meet their 

needs. 

(ii)  Investors should look out for the companies that commit to sustainability and should 

stop worrying about companies being transparent with their earnings result.  

(iii) Multinational companies vowed to keep to sustainability, though it takes a long time 

to achieve their sustainability goals. 

(iv) Sustainability encourages businesses to frame decisions in terms of environmental, 

social and human impact for the long-term, rather than a short-term gains, such as net 

quarter‘s earnings report (Scott, 2018) 

This move makes them to access more options instead of relying on the profit or loss 

generated. Companies have to achieve sustainability goals such as commitment to zero-waste 

packaging by a certain year or to reduce overall emissions by a certain percentage. Search for 

sustainability is seen in areas such as, energy generation, where the focus has been on finding 

new deposits to out space the drawdown on existing reserves (Ogah, 2010). 

More so, sustainability emerged as a component of corporate ethics in response to perceived 

public discontent over the long-term damage caused by a focus on short-term profits. 

Family Business 

Gengage (2016) opinioned that family business is an enterprise where family members have 

influence over strategy and major policies, maintain the intension of keeping the business in 

the family, own significant portions of stock, and sit on the board. Other yardstick for 

measuring family business include that the founder or the descendants of the founder, still 

turn the company on a daily basis and where multiple generations participate in daily 

operations and have significant management responsibilities (Holland and Boulton, 2010). 

One of the most emotionally thought issues in a family business are who will be the successor 

to the business. Succession is the transfer of ownership and control to the next generation. 

Churhill and Hatten (2009) viewed succession planning as the effective and efficient way of 

distributing assets from older younger generations, passing control of the business in a way 

that will ensure effective business leadership in order to promote and maintain family 

harmony. An understanding of succession is that all parties involved are satisfied with the 

outcomes of the process itself (Stempler, 2011). Since the rate of succession for family 

business is low i.e. 30% of family firms are passed from the first generation to the second and 

10% survive to be passed unto third generation. 
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However, it is important to understand how the family business works and what will 

determine whether or not the business will be successfully passed to the next generation. 

Since continuity is a unifying concern among all members. Succession is considered the 

ultimate test of a family business (Le Van, 2000). Therefore, conflict can be seen either as the 

ultimate threat or ultimate opportunity for the family business. Conflict is a disagreement 

between two or more interdependent parties who perceive incompatible goals, scarce 

resources, and interference from others in achieving their goals. However, as part of the 

succession process, family business owners need to be aware of the five (5) important factors 

by which conflict is likely to occur. (i) succession planning (ii) the propensity of a successor 

to take over (iii) mutual acceptance of roles (iv) the agreement to continue the business (v) 

the propensity of an incumbent to step aside. 

Loan Procurement 

Loan procurement is a crowd funding method that allows borrowers and creditors to enter 

into loan agreement through legality binding smart contracts, terms of such agreements are 

stipulated (Young, 2019).This method provides an alternative way for companies to raise 

funds while leveraging block chain technology without having to develop tokens that may be 

of little or no use. Loan procurement is act of obtaining financial assistance, typically for 

business purposes. Loan procurement is most commonly associated with business because 

companies need to solicit services or purchase goods, usually on a relatively large scale. The 

key factors on loan procurement are: 

 Loan procurement is the process of obtaining financial assistance from banks, 

individual and corporate organization in reference to business spending. 

 Loan procurement for business purposes requires preparations, solicitation and 

payment processing, which involves several areas of a company. 

 Loan procurement expenses can fall into several different categories, depending on 

the demand. 

 Competitive bidding is usually a part of most large scale loan procurement processes 

involving multiple bidders. 

   However, loan procurement budget typically provide managers with a specific value they 

can spend to procure the goods or services they need (Ogah, 2010). The process of 

procurement is often the key part of a company‘s strategy because the ability to purchase 

certain materials or services can determine if operations will be profitable or not. 

Loans and Advances 

Money provided by the bank to entities for fulfilling their short term requirement is known as 

Advances. Loan is a kind of debt while Advances are credit facility granted to customers by 

banks. Loans are provided for a long duration which is just opposite in the case of advances 

(Azande, 2011). Money is an important element for any business, because it fulfills the short 

term and long term requirement of funds. It is not possible for business owners to bring all 

the required money himself; therefore, he takes recourse to loans and advances. Loans refer 

to a debt provided by a financial institution for a particular period while advances are the 

funds provided by the banks to the business to fulfill its working capital requirement which 

are to be payable within one year. The loan amount is required to be repaid along with the 



The Academy of Management Nigeria 

 503 

interest, either in lump sum or in suitable installments. It can be a term loan (payable within 3 

years). However, advances also are required to be paid with interest within one year. 

Theoretical Framework 

Information Asymmetry Theory  

This theory was propounded by Abdessamed and Wahab in the year 1991. The theory 

highlights the relationship between variables and SMEs in the application of bank loans. 

However, this study adopts the information asymmetry theory to understand how firms apply 

for bank loans. Bank is seen to be the main source of family business financing. Lack of 

access to bank loans for family businesses is attributed to lack of access to information 

asymmetry. Afolabi (2013) affirmed that lending in developing countries, especially for 

micro and small scale enterprises are made possible by the actions and inactions of 

information asymmetry between borrowers and lenders. 

The adoption of information asymmetry in this study highlights the relevance of information 

between family firms and banks. The banks demand enough vital information from the firms 

in order to be able to render or not financial assistance in terms of loans and advances. But 

this decision is hindered by unavailability of relevant information by the firms and also 

family businesses do not possess adequate collateral to offer the banks in exchange for loan 

(Bonfirm and Moser 2013). A strong firm-bank relationship will increase the willingness of 

owner-manager to apply and obtain loans from bank. Again, firms with previous good 

relationship with banks can regain access to such banks, this gesture will enable the firms 

with privilege to apply for short and long term debt, whereas, the firms that do not have such  

relationship are not capable of applying and accessing any form of funds from banks (Idowu 

2014). 

 This theory happen to be the most relevant for this study because it analyzes the relationship 

between  the banks, firms and collateral challenges faced by the SMEs and the gap that exists 

in terms of information. 

Empirical Review 

Abebe (2014) assessed the role of commercial banks in Agricultural development in Ethiopia 

from 2004-2014. A sample size of 50 farmers was randomly selected using ordinary least 

square (OLS) regression analysis on the survey data. The study indicated that commercial 

bank loans are not getting to real farmers. The findings suggest that real interest and 

exchange rates should be properly managed and periodically received, so as to promote the 

growth of Agricultural sector. 

Idowu (2014) evaluated the extent to which small scale entrepreneurs in Enugu have been 

able to assess loans and advances from commercial banks in Nigeria to finance their 

businesses, for a period spanning from 2000-2010, using multiple regression analysis, the 

study finds that commercial banks comply with CBN credit guidelines set aside 10% of their 

profit before tax for loan to small scale enterprise (SSE). The study concluded that for small 

scale enterprise to survive, there has to be a collaborative effort between them and banks. 

John-Akamelu and Muogbo (2018) examined the role of commercial banks in financing 

small and medium size businesses in Nigeria, a total  number of 109 questionnaires  were 

administered to the banks and SMEs were analyzed and the study found that small and 

medium size businesses encounter problems in the procurement of loans from commercial 
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banks. The study also recommended that for small and medium enterprises to survive there 

have to be collective effort between banks and SMEs. 

Udom and Okoye (2016) assessed the impact of 2005 banking reforms on loan assistance to 

SMEs in Nigeria. A sample of 300 banks and SMEs were randomly chosen and chi-square 

test provided analysis on the survey data. The study indicated that there is no significant 

effect to 2005 banking reform on loan financing of SMEs in Nigeria and suggested that there 

are some constraints which restricted access to loans from the banks for SMEs in Nigeria. 

Padilla-Melendez and Garrido-Moreno (2015) examined the comprehensive research based 

on an in-depth analysis of 59 family businesses in Italy. The study result helps the family 

business owner to inform better decision of mangers in their firms. 

Micheal- cho and Okuboyeja (2017) investigated the factors affecting the sustainability of 

family businesses, using a survey- based research approach in southwest and northwest 

region of Cameroun to identify the factors that influence the sustainability of the family 

business so as to propose measures to both state and family business owners that can be put 

in place to remedy the situation. The result shows that most of the family business initiators 

do not consider the sustainability of the businesses after they die. The study concludes that 

the result of the research enlighten stakeholders concerned with family businesses on the 

sustainability. 

Molly, Laveren and Deloof (2017) assessed family business succession and its impact on 

financial structure and performance, using 152 small and medium size businesses from 1991-

2000 in India. The study found no evidence to prove that family firm‘s profitability is 

affected by succession issue. 

Methodology 

Research Design and Area of Study 

The study use descriptive survey design method, the method assists the researcher to collect 

qualitative, quantitative and factual information that best described an existing phenomenon. 

The area of the study covers UBA and First Bank (FBN) and 20 family businesses, 10 in 

Lagos and 10 in Abuja. The researcher chose these areas because Lagos and Abuja are the 

most popular cities in Nigeria.  

Population of the study 

The population for this study was the family businesses owners, First Bank and UBA Bank 

staff members in Lagos and Abuja. The population size of the family business owners are 158 

while the staff of the two banks were 32. The total population size for this study is 190. 

The table below has the figures of the aforementioned family businesses and banks in Lagos 

and Abuja. 

Table 1: Population Size of the Selected Family Businesses in Lagos 

S/N Name of the firms No. of staff Total 

1. Lagra and Associate Ltd         10     10 

2. Cento Intl. Company. Nig. Ltd           5       5 

3. Chene  Networks  Nig. Ltd          10      10 

4.  Seabond Nig. Ltd            7        7 

5.  Jerrison . U. Company Nig. Ltd            6        6 
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6.  Vita Purr Nig. Ltd            5        5 

7. Mcsea Business Strategies Nig. Ltd           10       10 

8. Gifford Gettel Pharmacy Nig. Ltd             7        7 

9. SgC  Group Nig. Ltd            10       10 

10. Flag and Bounty Store Ltd             9        9 

                    Total            79      79 

Source: Field Survey 2020 

Table 1b: Population Size of the Selected Family Businesses in Abuja 

S/N Name of the firms No. of staff Total 

1. Hoptep Engineering Nig. Ltd.             6     6 

2. Multiple – axess Nig. Ltd.             7     7 

3. Lieberr Nigeria Ltd.            10     10 

4. Lawza-Levticos Constructions Nig. Ltd.             6      6 

5. Double edge Mgt. Agency Ltd.             7      7 

6. Pinsource Nig. Ltd.             6      6 

7. Southfield Group Nig. Ltd.             7      7 

8. Ekulo and Sons Nig. Ltd.            10     10 

9. Ifeco United Nig. Ltd.            10     10 

10. Zainab Audu Nig. Ltd.            10     10 

                    Total            79    79 

Source: Field Survey 2020 

Table 2: Population Size of the Selected Commercial Banks in Lagos 

S/N Name of Banks No. of staff Total 

1. First Bank of Nig. Plc.            9     9 

2 United Bank for Africa (UBA)            7     7 

                           Total           16    16 

Source: Field Survey 2020 

Table 2b: Population Size of the Selected Commercial Banks in Abuja 

S/N Name of Banks No. of staff Total 

1. First Bank Nig. Plc.             9     9 

2. United Bank for Africa (UBA)             7     7 

                             Total            16    16 

Source: Field Survey 2020 

The total population figure is 190 consisting of 158 of family businesses and 32 staff 

members of two selected commercial banks in Lagos and Abuja. 

Sample Size and Sampling Technique 

Due to inability of the researcher to study the whole population, the sample size was assessed 

using Taro Yamani formula 1997. 

The sample size for the research work is 138 comprising 113 family business owners and 25 

bank staff members. 

The sample size is determined as follows: 
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           ______N_______ 

                n =1+N(e)2 

 

   Where; N=Population of the study (190) 

               n=Sample size 

               e=level of significance (0.05) 

               1=constant 

 

 Therefore:    

         n =         ___190____ 

                         1+190(0.05)3 

 

          n =      ____190_____ 

                       1+190(0.0025) 

                    

          n =      _____190____ 

                         1+0.375 

                          

n =       ____190_____ 

                               1.375 

n =   138 

Method of Data Collection. 

The data used for analysis was collected from primary source i.e. through the use of 

questionnaire distributed to some selected family business staff members and commercial 

bank staff  members in Lagos and Abuja. 

Five (5) likert –type questionnaire was used. Likert scale measures the extent to which an 

individual agrees or disagrees with the question (information technology services 2010). 

Agree, Strongly Agree, Disagree, Strongly Disagree and Undecided. The questionnaires were 

meant for prospective bank staff and family business (owners) employees. 

Method of Data Analysis 

The responses from the questionnaires were presented in tabular forms. The responses were 

analyzed and converted to frequencies and percentage interpretation was based on the 

findings and the research question of the study. The test was carried out at 5% level of 

significance. 

                X2=∑ε(0-ε)2 

              ______________ 

                        ∑ 
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           ∑=Summation 

           O=Observation 

           X2=Calculated=chi-square 

           ε = Expected frequency 

Data Presentation and Analysis 

A total of 138 questionnaires were distributed of staff of two (2) selected banks in Abuja and 

Lagos together with twenty (20) family business owners in Abuja and Lagos .The 

questionnaires were properly filled and returned. Below are the frequency tables. 

Bio-Data of the Respondents 

S/N      Variables    Frequency   Percentage 

(%) 

1.          (Sex)   

          Male          90          65 

          Female          48           35 

          Total         138         100 

    

2.           Age   

 Below 30 years          20           14 

  31-40 years          40           29 

  41-50 years          30           25 

  51-60 years          18             7 

  60 years and above          30           25 

           Total         138          100 

    

3.      Marital Status   

    Single           70           51 

    Married          68           49 

    Divorced       -----------    ------------- 

       Total         138          100 

    

4.    Educational 

Qualification 

  

    FSLC      -----------     ------------ 

    WAEC     ------------     ------------- 

     OND/NCE         40       29 

     HND/B.Sc         60       43 

     M.SC/M.A          38       28 

         Total        138      100 

Sources: Field Survey 2020 

The above table shows that 65% of the respondents are male, while 35% of them are female. 

Their age brackets are below 30yrs, 31-40yrs, 41-50yrs, 51-60yrs, and above. This represents 

the percentage value of 14%, 29%, 25%,7% and 25%. The table also revealed that 51% of the 

respondents are single, while 49% are married. Moreover, 29% of the respondents obtained 

OND/NCE, 43%got HND/B.Sc and 28% bagged M.Sc/M.A 
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Table 4.1: Respondents Opinion on whether Family Businesses Encounter Problems in 

Obtaining Loans from Commercial Banks in Nigeria 

     Responses      Frequency               Percentage (%) 

     Agree             58                      42 

     Strongly Agree             60                      43 

     Disagree               4                        3 

     Strongly 

Disagree 

          --------                  --------- 

    Undecided              16                       12 

       Total             138                     100 

Source: Field Survey 2020 

The above table shows that 42% of the respondents agreed that family businesses 

encountered problem in obtaining loan from commercial banks in Nigeria, 43% strongly 

agreed, 3% disagreed and 12% undecided that family businesses encountered problems while 

trying to access loans from commercial banks in Nigeria. 

Table 4.2: Respondents Opinion on whether Loans and Advances from Commercial 

Banks Contribute to Sustainability of Family Businesses in Nigeria. 

    Responses     Frequency              Percentage (%) 

    Agree           60                    43 

    Strongly Agree           58                    42 

    Disagree         ------                  ------ 

    Strongly 

Disagree 

        ------                  ------ 

    Undecided            20                    15 

           Total           138                   100 

From the table above, it was observed that 43% of the respondents agreed that loans and 

Advances contribute to sustainability of family businesses in Nigeria, 42% strongly agreed 

while 15% undecided. 

Table 4.3: Respondents Opinion as to whether Family Businesses Contribute to 

Economic Growth and Development in Nigeria 

   Responses   Frequency              Percentage (%) 

   Agree         70                      51 

   Strongly Agree         60                       43 

   Disagree        -------                   --------- 

   Strongly 

Disagree 

     --------              ---------- 

   Undecided           8                   6 

          Total         138                 100 

Source: Field Survey 2020 

The table above indicates that 51% of the respondents Agree that family businesses 

contribute to economic growth and development in Nigeria, 43% strongly agreed also while 

8% are undecided. 
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Summary of Findings 

Based on the analysis of the study, the listed findings were made: 

1. The family businesses encountered problems in the process of obtaining loans from 

commercial banks in Nigeria. 

2. Commercial banks have contributed to the sustainability of family businesses through their 

provision of loans and advances. 

3. Commercial banks have contributed in no small ways to the Nigerian economic growth 

and development. 

Conclusion 

This research work assessed the impact of commercial bank‘s assistance to the sustainability 

of family businesses in Nigeria using Lagos and Abuja as the case study. The data collected 

were tested using Chi-Square statistical technique at five percent level of significance. The 

study revealed among others, that family businesses encounter problems in the process of 

obtaining loans from commercial banks. The study also proved that commercial banks have 

contributed positively to the development of family businesses through their loans and 

advances. Finally, the research revealed that family businesses contribute in no small measure 

to the growth and development of Nigerian‘s economy. 

Recommendation 

Having enumerated the problems, shortcoming and prospects of family businesses in Nigeria, 

the following recommendations aimed at correcting and eliminating to the barest minimum 

those constraints put forward for consideration. 

1.  Central bank of Nigeria (CBN) should direct all commercial banks to set aside 10% of 

their profit after tax for equity investment (ie as loan assessible to SMEs). 

 2.  Central bank of Nigeria (CBN) should provide operating license to more commercial 

banks to be able to extend more accessible loans and advances to SMEs especially family 

businesses. 

3.  Government should provide infrastructural facilities and enabling environment for 

business operations. 

Suggestions for Further Study 

This research work ―Impact of commercial bank‘s assistance on the sustainability of family 

businesses in Nigeria‖, which is quite broad, cannot be easily exhausted, thus, the researcher 

suggests the following areas for further study: 

 How the government can empower small and medium scale enterprises (SMEs) and 

provide entrepreneurial services to train SMEs and their staff as to widen their 

knowledge 

 How the commercial banks can assist entrepreneurs in having access to foreign 

financial assistance 
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 How government can empower commercial banks with necessary ingredients as to be 

able attract enough deposit from the general public 
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Abstract 

This research investigated employee-focused growth initiatives of insurance companies in 

Nigeria and how it affects insurance service delivery in Nigeria with a particular emphasis 

on the Forecasted Employee Growth Model (FEGM). The emphasis on insurance apathy 

without a shift in focus to how employees are treated in the insurance industry in Nigeria 

constituted the major problem of this research work. The study set out to achieve the main 

objective of ascertaining the impact of the employee-focused growth initiatives on the service 

delivery of insurance companies in Nigeria. The FEGM model was modified and used to 

construct a structured questionnaire which was administered on 146 employees of 10 

insurance companies operating in Owerri, Imo State. The analysis of the data generated was 

done using descriptive statistics (mean and standard deviation) as well as the one sample t-

test. The findings revealed that the enthusiasm of employees at the point of entry into any 

insurance company is met with low employee retention strategies as the trainings and 

development programmes are inadequate coupled with low employee welfare and poor work 

conditions. It was recommended that insurance professionals be employed so as to engender 

personal growth in the industry. Also, the study recommended a review of the basic salary for 

insurance employees, improved welfare packages and the re-introduction of the banc 

assurance scheme with adequate regulations. 

Key words: Bank assurance, Employee-focused, Forecasted Employee Growth Model, 

Insurance Service Delivery 

 

1.0  Introduction 

Work is an important aspect of life; it provides a sense of achievement, recognition and above 

all a means of income to fulfill the basic and material needs. Employers are introducing 

various growth initiatives in order to retain the efficient workforce. These initiatives are in 

the form of benefits, policies, or programmes that help create a better balance between the 

work and non-work domain. Such work-life initiatives can potentially deal with a wide range 

of issues including on-site childcare, eldercare initiatives, flexi-schedules, parental and 

maternity leave, employee   assistance   programmes, on-site   seminars   and   workshops etc. 

Work-life balance practices are those institutionalized, structural, and procedural 

arrangements as well as formal and informal practices that enable individuals to easily 

manage the conflicting worlds of work and family lives (Osterman, 1995) cited in Chandra, 

mailto:chizzypep@gmail.com
mailto:henry.dimc@gmail.com
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Shivani (2015) It is well known fact that every organization comprises of human resources 

who pilot the affairs of the organization; the insurance companies are inclusive. Thus, it 

becomes imperative that the success of the companies should be a function of the way and 

manner the employees or the human resources of the companies are treated. Smith (2011) 

asserts that every organization wants to have employees with the necessary skills for 

achieving its organizational needs, employees who are committed to organization and have 

high performance. Therefore, any organization competing for the best employees, need to do 

something to attract potential employees. After liberalization of insurance industry in the year 

2000 in India and the significant reform in the industry is the 2007 consolidation and 

recapitalization the sector is rising rapidly to bring in growth and employment opportunities  

However, several factors can make an employee to change from a company to another or 

from an industry to an entirely different industry one of which is key is the need for better 

working conditions and career progress. The high rate of employee turnover in the Nigerian 

insurance industry as noted by Ademola (2012) has become a torn in the flesh of the several 

management teams of insurance companies in the country. He noted that despite the efforts of 

the insurance companies on mass recruitment exercises, the situation aggravates the more. 

The most challenging issue faced by today‘s global organisations, is to retain their employees 

and provided insights into employee retention strategies, measures and techniques to 

minimize the rate of attrition (Janki, 2009). Also, Alagah and Tende (2017) noted that in 

today‘s organizational set-up, corporate strategies are chiefly designed for the employee, 

being an essential asset of the firm. With insurance penetration rate still well below 1%, the 

tendency is to blame it on insurance apathy in our society; however, there is still much to be 

done on the part of insurance employees as they constitute the face of the industry. Therefore, 

for insurance companies to be well prepared and face changes in today‘s competitive and 

changing environment, they must possess a well talented workforce that will be able to adapt 

and respond to environmental instabilities (Ibidunni, Osibanjo, Adeniji, Salau, and Falola, 

2015). The objectives of this research is to investigated employee-focused growth initiatives 

of insurance companies in Nigeria and how it affects insurance service delivery in Nigeria 

with a particular emphasis on the Forecasted Employee Growth Model (FEGM). The 

pertinent question which this study seeks to provide answer to is – what is the impact of the 

employee-focused growth initiatives on the service delivery of insurance companies in 

Nigeria? The sole hypothesis to be tested in the study is that the employee-focused growth 

initiatives of the insurance companies have no significant impact on their service delivery in 

Nigeria with focus on 10 branches of insurance companies in Owerri, Imo state.    

2.0   Review Concept  

Employee-focused Growth  

Employee-focused growth has been defined as the process during which employees of an 

organization, with the support of their employer, go through professional training specifically 

to improve their skills and grow their knowledge (Heinz, 2019). Employee focused growth 

does not only refer to sharpening an employee‘s skill set for a particular role, rather it refers 

to the continued learning that nurtures professionals and enables them to progress in their 

career path and also become the image of the organization. Prioritizing employee 

development ensures that team members‘ skills continue to evolve in accordance with 

industry trends and best practices. Valiulis (2018) held strongly that employee-focused 

growth is much more about the continued personal investment, by an employer, in employees 

as unique and capable individuals. He further stressed that investing in employees is investing 

in your company because the knowledge that an employer will invest his or her time and 
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energy in the development of an employee is an initial attraction that continues throughout 

the lifetime of employment. Thus, with proper development, employees will be equipped to 

achieve not only the goals set for them but the overall financial goals of the company. A clear 

evidence to this was found in the 2016 Sales Enablement Optimization Study of the CSO 

Insights where they found that a formal system of coaching and enablement results in 28% 

higher win rates, proving that the time invested in employee growth is all round worth it. 

Insurance Service Delivery in Nigeria  

Kotler & Armstrong (2008) defines service as an activity or benefit that one party can offer to 

another that is essentially intangible and does not result in the ownership of anything with its 

production being or otherwise not tied to a physical product. Insurance services have been 

described as having the following features, intangibility, inseparability, variability, ownership 

of a thing of title that can be transferable, and for insurance it is usually issued to last for a 

year except for life assurance policies, highly regulated in some countries (Ikupolati, 2008).  

In Nigeria, the insurance industry consists of companies that have low underwriting 

capacities and characterized by low penetration and patronage compared to her population 

(Nwankwo and Durowoju, 2011). Nigeria has an estimated population of over 140 million 

people according to the 2006 census with an estimated non-life insurance income receipt of 

$900 million and life income receipt of $507 million in 2018 (Staib & Louis, 2019). This 

leads to low insurance penetration rate of mere 0.6% (Staib & Louis, 2019) much lower than 

other emerging markets even in Africa with a majority of the policyholder being corporate 

bodies.  

This unsavory feature culminated to poor perception, low technology leverage, low 

investment and asset management capabilities and poor regulatory framework (Ahmad & 

Sungip, 2019). In recent years, insurance customers in Nigeria are increasingly aware of their 

expectations and standards of services required from their insurance companies. This is partly 

due to the fact that customers are more educated and knowledgeable about services provided 

by insurance companies. Therefore, it is becoming desirable and important for insurance 

companies to come up with approach that will give customer a central role for future growth 

and survival-which incorporates a well-equipped employee base to raise the dwindling 

confidence in the industry. 

Insurance services delivery in Nigeria is bedeviled by the following factors: 

1. Employee Turnover: whereby an employee canvasses for the purchase of insurance 

policies by the insuring public. The client purchases the insurance prpoduct and regularly 

calls the insurance employee for advice and updates. After some period of time, the 

insurance employee leaves the company sighting poor working conditions to another 

company maybe a bank. The policyholder calls the insurance employee and gets to know 

that he/she is no longer in the employment of the company and then the policyholder 

abandons the policy and vows never to pay heed to any insurance marketer anymore. This 

is a typical scenario that plays out in the industry. One very important observation here is 

the emphasis on ―poor working condition‖ by the employee which culminated in poor 

image of the insurance company. 

2. Lack of Proper Training and Development: This happens when the employees are ill-

equipped in terms of the capacity to compete with global players in the industry. Training 

and development is pivotal in the development of any organization. 
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3. Voluntary Quit: Ademola (2012) asserted that most insurance employees absent 

themselves from work without authorization for several consecutive days and this lowers 

organizational performance and output. 

4. Insufficient Remuneration: The idea of payment of insurance employees on a work-for-

commission basis has been seen as the bane of the industry. This is the primary 

motivating factor for the high employee turnover witnessed in the insurance industry as 

service delivery becomes weak and erratic (Ademola, 2012). 

5. Poor Incentives: Certain incentives are meant to attract quality employees. For instance, 

retirement benefits and adequate compensation plans for families, company vehicles for 

marketing staff, staff exchange programmes with foreign insurers, end-of-year packages 

inform of cash or rewards, general employee welfare enhancement etc. These are 

employee-focused and they go a very long way towards enhancing the service delivery of 

the insurance company. 

The main point of the discussions above is that insurance service delivery in Nigeria can be 

further enhanced when employee turnover is minimized. Typical ways of minimizing this is 

in the adoption of employee-focused strategies which have been discussed above and are 

embodied in the forecasted employee growth model as discussed below. 

2.2 The Forecasted Employee Growth Model (FEGM) 

The Forecasted Employee Growth Model (FEGM) came about as a result of the shortcomings 

of the Employee Lifetime Value (ELTV). The ELTV model as explained by Duckworth 

(2019) suggested that an employee‘s passion and perseverance for the job are better measures 

of his/her potential in the organization. Also, the ELTV model stated that it is ideal to 

lengthen the tenure of an employee but the model failed to realize that a poor performer or a 

―toxic‖ employee in an organization subtracts value from the company thus it is not always 

advantageous to retain an employee for a long period of time. Thus Huang (2019) observed 

that people are the source of company value in today‘s global economy and as such using 

units of ―value‖ alone as a measure of employee journey in an organization is not ideal. 

Huang (2019) thus advocated for the Forecasted Employee Growth Model (FEGM) which 

measures an employee‘s individual personal growth in an organization. The chart below 

represents the Forecasted Employee Growth Model (FEGM): 
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Figure 1: The Forecasted Employee Growth Model (Source: Huang, 2019) 
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The ―on-boarding‖, ―performing‖ and ―leaving‖ represent the beginning, middle and end of 

an employee‘s lifecycle in the organization. However, in practice, the employee-employer 

relationship is not so simple. Thus, there are learning cycles throughout an employee‘s tenure 

at the company as they move between roles. A learning cycle is seen as the period within 

which an employee, the manager and the company are in agreement on what is expected from 

the individual employee. Thus, the FEGM model assumes that there can be many learning 

cycles throughout an employee‘s tenure, as long as all parties are in alignment (Huang, 

2019). 

From the period of on-boarding, the employee-centric growth initiatives or programs are 

heightened. These initiatives encourage meeting new people, forming networks, and adapting 

to different business perspectives. By making employees feel included at this stage, the 

company can increase their forecasted employee growth. 

At this same period of transition, on-the-job-trainings and development programmes are 

incorporated which will foster an environment of learning and belonging and extends the 

period of maximum development of the employee. According to Huang (2019), even learning 

through mistakes are accepted at this point. When this learning cycle ends, a rule of thumb is 

to recognize when the employee‘s growth dips below their initial level of learning. Utilizing 

employee surveys to determine when teams may be experiencing a decrease in learning is 

critical at this point, transparency and promoting effective management practices where 

managers are seen as coaches is essential at this stage. 

At the stage of performance, employers are extracting maximum value out of an employee 

when they can do tasks without supervision. Growth is certainly achieved when this state is 

achieved. However, Huang (2019) observed that the rate of growth is hindered when past 

challenges start to become mundane. Previous research led by Josebachvili (2016) showed 

that lack of learning and motivational packages are usually contributing factors. At this 

―performing‖ stage, the employees‘ FEG curve starts declining. While this period is not the 

best for the employee or the company, both parties are still above the x-axis. That is, the 

employee is still learning and the company is still receiving value.  

The tail of the FEG model shows declining output, at the point which suggest that a typical 

employer will consider disengaging the employee. There is always the tendency to make 

decisions on retaining or disengaging the employee but this should be done taking into 

cognizance the employee‘s personal growth. The FEGM model considers the personal growth 

of the employee which we have seen to be a function of constant learning and motivational 

packages which will have an impact on improving employee value and personal growth. The 

Forecasted Employee Growth Model (FEGM) should put the people (employees) first and 

make sure that they find themselves in a constant learning environment which guarantees 

their personal growth and development. 

Applying the FEGM model to the insurance industry, the focus is on the employee who is 

subjected to many learning cycles throughout his/her tenure in the insurance company. 

employee-centric growth initiatives are heightened with constant on-the-job-trainings, 

development programmes which can come in many twisted forms to increase the employees‘ 

personal growth. At the period of dwindling performance, the FEGM model stresses that the 

employer can promote growth through introduction of new business opportunities, internal 

mobility, sales promotion, formal trainings, or access to a mentor. When the employer and 

employee in an insurance firm are committed to the next phase of the employee‘s growth, 
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then a new learning cycle begins. It is always advisable to employ people who are driven by 

the passion for the industry and not just any kind of employee. This makes insurance service 

delivery and employee retention very easy. 

2.3 Empirical Evidence 

Martin (2003) did a research on the strategies to retain employees in the insurance industry in 

USA. Using Semi-structured interviews conducted with 6 insurance managers from 3 small 

businesses in which successful retention strategies have been implemented for the past 10 

years, he found that determining the scope of talent management practices within a business 

may ensure that attracting and retaining the right person for a position can cut costs, 

maximize outputs and save time. Hassan (2014) carried out a research on how employee 

welfare programmes could help to improve labour productivity in the service sector. His 

study revealed that employee welfare benefits and services have positive effects on labour 

productivity; that they were capable of attracting and holding employees, assisting employees 

in meeting their needs, better helping in lowering unit cost of production, improving morale, 

increasing employee security and blunting the sharp edges of managerial autocracy. Ademola 

(2012) in his inquest on the frequent labour turnover in insurance companies in Nigeria used 

qualitative method involving interviews. He came to a conclusion that most of the causes of 

labour turnover in the Nigerian insurance industry can be attributed to lack of putting better 

working condition in place which can also be termed as lack of motivation that could assist to 

retain the staff in the sector which could have effectively helped with the growth of the sector 

than its present state of incessant employee turnover. Alagah and Tende (2017) studied talent 

retention and organizational agility of insurance companies in Portharcourt Nigeria. They 

sampled 102 managers and supervisors from ten insurance companies and their correlation 

coefficient found that talent retention significantly influences organizational agility in 

insurance companies in Port Harcourt. 

2.4 Research gap 

The empirical review above shows a glaring gap in knowledge as most of the studies on the 

insurance industry were not firmly theoretically based and employee-focused. Studies like 

Hassan (2014) did not cover the impact of the employee welfare programmes on the 

insurance sector particularly. Other studies like Martin (2003) are not domiciled in Nigeria 

while the other studies were not fully related to employee-focused growth in the insurance 

industry. This study provides an avenue and serves as a ground for testing the theoretical 

postulations of the Forecasted Employee Growth Model (FEGM) and its applicability to the 

Nigerian insurance industry using selected insurance firms in Owerri, Imo State as case 

studies.   

3.0  Methods 

In order to test the efficiency of the Forecasted Employee Growth Model on the employees of 

insurance companies in Nigeria, the study adopted primary data via the administration of 

structured questionnaire.10 registered insurance companies in Nigeria with visible branch 

offices in Owerri and these companies constituted the scope of this study. COVID-19 global 

pandemic posed a challenge in ascertaining the actual number of employees. The researcher 

adopted the proportional sample technique where 15 employees were sampled from each of 

the insurance companies making the sample size to be 150. The questionnaire was 

administered to the employees and returned electronically and Only 4 of the questionnaire 

were considered invalid for the research thus giving a working sample size of 146. 
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Prior to the administration of the questionnaires, the instrument was tested for reliability 

using the Cronbach alpha and the result gave a reliability coefficient of 0.981 which is 

considered very reliable. The data were analyzed using Descriptive statistics (mean and 

standard deviation) while the hypothesis formulated for the study was tested using the one-

sample t-test statistic. For the mean analysis, the criterion means of 2.5 was chosen based on 

the 4-point likert scale technique. Thus any questionnaire item with mean score above 2.5 is 

considered ―positive‖ while the questionnaire items with mean scores less than 2.5 are 

considered ―negative. 

4.0  Data Analysis and Discussion 

The result of the analysis is summarized in the Table below: 

Table 1: Responses on the Modified Forecasted Employee Growth Model (FEGM) 

S/N Items SA A D SD Std 

Dev.  

Mean 

 ̅ 

Decision 

 

1. I was enthusiastic when I was about 

joining the insurance industry 

61 53 20 12 0.94 3.12 Positive 

2. The trainings I received were of 

international standard 

23 34 46 43 1.05 2.25 Negative 

3. The insurance companies place 

utmost priority on their employees‘ 

welfare 

15 28 64 39 0.93 2.13 Negative 

4. On-the-job-trainings and 

development programmes of 

insurance companies are very 

effective 

33 77 15 21 0.94 2.84 Positive 

5. There is periodic surveys carried out 

on employees to ascertain their level 

of growth 

19 12 44 71 1.04 1.86 Negative 

6. New insurance products are 

launched periodically which 

enhances our sales target 

34 25 47 40 1.12 2.36 Negative 

7. Insurance marketers are motivated 

through the provision of company 

vehicles for ease of transportation  

22 10 57 57 1.03 1.98 Negative 

8. In addition to commissions, Salaries 

are paid as at when due to 

employees 

15 9 55 67 0.95 1.81 Negative 

9. Group life insurance coverage are 

provided for each and every 

employee 

60 86 0 0 0.49 3.41 Positive 

10. Incentives like gifts, free lunch and 

medicare etc. are given to 

employees to enhance productivity 

and output 

23 11 57 55 1.04 2.01 Negative 

11. Lack of periodic learning and 

development programmes weakens 

employees‘ morale 

70 65 5 6 0.74 3.36 Positive 

12. Insurance companies should not 86 22 31 7 0.96 3.28 Positive 
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retain employees who have low 

output in the company 

13. Maintaining an environment of 

constant learning improves the 

morale and output of employees 

40 91 8 7 0.71 3.12 Positive 

14. Constantly evolving new insurance 

products enhances productivity 

46 54 20 26 1.07 2.82 Positive 

15. Providing safe work environment 

with motivation packages helps to 

heighten employees‘ morale 

55 77 5 9 0.78 3.22 Positive 

 t-statistic = 37.83 

p-value = 0.002 

Source: SPSS Output and Questionnaire Responses (2020) 

The Table 1 above shows the distribution of responses on the main features of the forecasted 

employee-growth model as it applies to the insurance industry in Nigeria. The questionnaire 

items are structured in such a way that the items 1-5 represent the ―on-boarding‖ stage of 

every employee, where training and various development programmes take place. This stage 

represents the period the company focus intensively on the employees‘ development. The 

responses show that the employees were enthusiastic at the initial stage of joining the 

company, on-the-job-trainings and development programmes were also very effective in 

them on-boarding stage. The mean values of 3.12 and 2.84 are evidence to this assertion. 

However, the respondents opined that the trainings and employee welfare were not 

encouraging as the mean values for items 2 and 3 were below the 2.5 criterion mean. Also, 

there were no periodic surveys on employees to ascertain their level of growth as evidenced 

in the mean score for item 5. The result concurs with Martin (2003) result that determining 

the scope of talent management practices within a business may ensure that attracting and 

retaining the right person for a position can cut costs, maximize outputs and save time 

The items 6-10 represent the ―performing‖ stage where insurance companies‘ employees 

engage in aggressive marketing of insurance services taking into cognizance employees‘ 

welfare packages which serve as boost to their overall output. The responses show that only 

the provision of group life insurance scheme for employees was positive. Other items were 

negative. Thus, the respondents asserted that periodic launching of new products are lacking 

in the industry, company vehicles are not being provided, salaries are not being paid leaving 

them only on a commission-basis-employment while incentives like free lunch packages, 

medi-care etc. are visibly absent from their job description. According to the Forecasted 

Employee Growth Model (FEGM), the rate of growth is hindered when challenges start to 

become mundane. These mentioned challenges constitute the main reason(s) employees of 

insurance companies consider leaving the companies in search of better welfare at this stage 

of their cycle. Sharma, Agarwal and Ganjiwale (2011) opined that within the context of 

insurance practices, for a firm to anticipate the needs for higher performance; it must ―put one 

and two together‖ for the acquisition, management, development, and retention of requisite 

talents, as well as optimize same in a bid to attain sustainable competitive advantage over 

other companies. Most importantly, leaders in the service industry, especially the insurance 

industry who adopt the best talent management approaches are further prepared than other 

players who tend to compete in similar line of business, as these companies capitalize 

speedily on new opportunities of acquiring the much needed ―breed‖ of employees. 

The questionnaire items 11-15 represent the ―leaving‖ stage of the forecasted growth model. 

At this stage, the model states that constant learning and motivational packages ensures the 
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employees‘ personal growth hence when these are visibly absent, the employee considers 

leaving the company. The responses show that the lack of periodic learning and development 

programmes and tendency of dropping non-performing staff motivates insurance employees 

to leave. However, the responses also show that maintaining a constant learning environment, 

new insurance products, safe work environment with motivation packages helps to heighten 

the morale of employees and results to a whole new cycle of learning amongst employees in 

the insurance industry. The questionnaire sought to know other employee-focused strategies 

that insurance companies can adopt in order to enhance employees‘ welfare and maintain low 

employee turnover. The respondents urged that insurance companies should first and 

foremost engage professionals in their ranks, as this will create the needed passion and zeal to 

work in the industry. Also, they advocated for a review of the basic salary for employees, 

pension scheme and general staff welfare improvement. The t-statistic value of 37.83 with a 

significant p-value of 0.002 indicates a rejection of the null hypothesis. Hence, we accept the 

alternate hypothesis that the employee-focused growth initiatives of the insurance companies 

have significant impact on the service delivery of insurance companies in Nigeria. The 

supports Ademola (2012) that most of the causes of labour turnover in the Nigerian insurance 

industry can be attributed to lack of putting better working condition in place which can also 

be termed as lack of motivation that could assist to retain the staff in the sector which could 

have effectively helped with the growth of the sector than its present state of incessant 

employee turnover. 

5.0  Conclusion and Recommendations 

There is a renewed effort by industries to shift from product value-addition to employee 

value-addition. The position of the forecasted employee growth model is that people are the 

source of company value in today‘s global economy and as such the people (employees) 

should be well taken care of in terms of their welfare. A thorough analysis of the employee-

focused growth model led to the conclusion that the employee-focused growth initiatives of 

the insurance companies have significant impact on the service delivery of insurance 

companies in Nigeria. Specifically, the employees were enthusiastic at the point of joining 

insurance companies, this enthusiasm is met with training programmes without a 

corresponding employee welfare package to boost their morale. At this point, the analysis 

showed that employees‘ interest starts to dwindle and they think of leaving the companies 

and at this point the insurance companies do not re-enact or re-energize the employees. This 

results to loss of trained employees and its attendant loss to the industry. 

Consequently, in a bid to ensure an adequate employee-focused growth in the insurance 

industry in Nigeria, the following recommendations are made: 

1. The respondents opined that insurance companies should firstly employ professionals in 

their ranks, as this will engender the needed individual personal growth in the insurance 

company since the individual already has the passion and zeal to work in the industry.  

2. Also, there should be a review of the basic salary for employees of insurance companies 

as obtained in the banking sector. This is very possible and should be implemented. 

3. Most importantly, the regulatory authorities should review and re-introduce the 

bancassurance scheme whereby the insurance companies leverage on the huge customer 

base of banks to sell their products. This scheme should be well developed and regulated 

as it will add to improved staff welfare and even surpass employee welfare as obtained in 

Nigerian banks. 
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Pension scheme and general staff welfare improvement like training programmes, medical 

care etc. should be adequately reviewed. 
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Abstract  

The impact and contributions of foreign investment towards the development of Nigeria’s 

economy cannot be over emphasized, from contributions of economic growth to transfer of 

technology, enhancement of balance of payment, creation of employment opportunities 

amongst others. A considerable decline has however being noticed in the inflow of foreign 

investment over the last few years, thus reducing the potential benefits the country stands to 

gain from such investment, hence the reason for these research study. The effect of FDI in 

manufacturing and processing, transport and communication, building and construction as 

well as business and trading services were all compared to ascertain their contributions to 

the country’s GDP as this is the yardstick for measuring the development or otherwise of a 

country. Secondary data from the CBN were analyzed using regression method. At the end of 

the research it was shown that the contributions of FDI in the transport and communication 

and building and construction   sectors were significantly high compared to manufacturing 

and processing and trading and business sectors. Recommendations about workable decrees 

and policies as well as a friendly environment should be put in place to boost foreign 

investment participation in the sectors lacking. Also improvement on basic infrastructures 

such as power and good transport system should be put in place. It is highly recommended 

that corruption and insecurity issues be dealt with to the barest minimum. The 

recommendations are given to help the country achieve economic development and harness 

the full benefits accruable from foreign investment.  

Keywords: Foreign Direct Investment; Development of economy; International Economy 

System 
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1.1 INTRODUCTION  

Foreign Direct investment (FDI) is an integral part of an open and effective international 

economic system and a major catalyst to development. Government has been trying to lift the 

country out of economy doldrums without achieving success as desired. Each of these 

governments has not directed much of their attention to increasing the investment especially 

FDI which is the yardstick of achieving macroeconomic objectives such as employment, 

increase in per capital income and major economic growth and development. 

According to Adelagan and Ayadi (2010).FDI help to fill the domestic revenue-generation 

gap in developing economic given those most developing countries government does not 

seem to be able to generate sufficient revenues to meet their expenditure needs. Other 

benefits are in the form of externalities and the adoption of foreign technologies. The 

externalities are in the form of licensing introduction of new processes by the foreign firms 

and employee training (Alfaro.Chanda, Kalemili-Ozean, and Sayok 2006). 

Foreign investments can be classified in one of two ways: Direct and Indirect. 

 Foreign direct investments (FDIs) are the physical investments and purchases made by 

a company in a foreign country, typically by opening plants and buying buildings, 

machines, factories and other equipment in the foreign country. These types of 

investments find a far greater deal of favor, as they are generally considered long-term 

investments and help bolster the foreign country‘s economy. 

 Foreign indirect investments involve corporations, financial institutions and private 

investors buying stakes or positions in foreign companies that trade on a foreign stock 

exchange. In general, this form of foreign investment is less favorable, as the domestic 

company can easily sell off their investment very quickly, sometimes within days of the 

purchase. This type of investment is also sometimes referred to as a foreign portfolio 

investment (FPI). Indirect investments include not only equity instruments such as stocks, 

but also debt instruments such as bonds. 

For the sake of this research work much emphasis will be placed on the direct type of foreign 

investments. 

1.2 BACKGROUND OF THE STUDY  

Nigeria needs a lot of industries and investment outlay to keep a lot of idle hands busy. A 

large percentage of the teaming population in the country cannot boast of legal and secure 

income generating activities. In view of this, the unemployment problem continues to 

increase from year to year. As students graduate from school with no job opportunities 

readily available, the rate of unemployment continues to increase while there is no 

corresponding increase in investment activities that can fill the unemployment gap. Though 

the government appears to be making efforts to attract foreign Investors through liberal 

financial policies, these efforts are not yet enough to attract the much needed foreign 

investments. The immense impact and contributions of the limited foreign investments in the 

country over the last 3decades has opened discussions amongst stakeholders about the level 

of economic growth and development he country can achieve in the next decade if he country 

can attract and allow more foreign investors to establish and expand in the country.  

The participation of foreign investors in the telecommunication as well as power sectors and 

the textile industry in the country over the last few years has contributed largely to the 

development of the Nigerian economy.This study therefore focuses on the environment to 
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identify he problems and steps ha need to be taken to create a positive change that will attract 

the much needed foreign investment. 

1.3 OBJECTIVES OF THE STUDY  

The main objectives of this study are to examine the impact of foreign direct inflows on 

economic development of Nigeria. The specific objectives are: 

a. To ascertain the effect of FDI in manufacturing and processing on the Nigerian gross 

domestic product 

b. To determine the impact of FDI in transportation and communication on the Nigerian 

gross domestic product. 

c. To determine the impact of FDI in building and construction on the Nigerian gross 

domestic product. 

d. To determine the impact of FDI in trading and business service on the Nigerian gross 

domestic product. 

1.4 HYPOTHESIS OF THE STUDY   

In line with the objective of the study, the following hypotheses have been formulated in null 

form. 

1. Ho1   FDI from manufacturing and processing has not made any significant and 

positive impact on Gross domestic product. 

2. Ho2   FDI from transportation and communication has not made any significant and 

positive impact on Gross domestic product. 

3. Ho3   FDI from building and construction has not made any significant and positive 

impact on Gross domestic product. 

4. Ho4   FDI from trading and business service has not made any significant and positive 

impact on Gross domestic product.             

2.1 LITERATURE REVIEW  

DEFINITION OF FOREIGN INVESTMENT  

Foreign investment can be defined as the inflow of foreign resources in the form of equity 

capital, reinvested earnings or net borrowing from parent companies or affiliates . Generally, 

foreign investment involves the transfer of a package of resources including capital 

technology, management and marketing expertise. Foreign investment involves capital flows 

from one country to another, granting extensive ownership stakes in domestic companies and 

assets. Foreign investment denotes that foreigners have an active role in management as a 

part of their investment. Foreign direct investment (FDI) is an investment made by a firm or 

individual in one country into business interests located in another country. Generally, FDI 

takes place when an investor establishes foreign business operations or acquires foreign 

business assets, including establishing ownership or controlling interest in a foreign 

company. Foreign direct investments are distinguished from portfolio investments in which 

an investor merely purchases equities of foreign-based companies. 

Nigeria‘s dire need for foreign investment could be classified into three broad aspects. First, 

foreign investment is required to fill the savings and foreign exchange gaps and thereby 

enable the country to achieve its economic potential. Secondly, the supply side of the 

economy requires a massive injection of foreign resource in order to affect the necessary 

increased output, minimize the growth of unemployment and reduce the inflation rate 

significantly.  

https://www.investopedia.com/terms/i/investment.asp
https://www.investopedia.com/terms/i/investment.asp
https://www.investopedia.com/terms/e/equity.asp
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Thirdly, foreign investment inflow is required to stimulate the acquisition of technology, 

transform the structure of domestic output and diversify and expand the non –oil export 

sector. 

The need for foreign capital to supplement domestic resources is being felt by the developing 

economies, in view of growing mismatch between their domestic capital stock and capital 

requirements. This is evidenced in the new attention being given to the drive for foreign 

capital especially in developing economies. Fosu and Magnus (2006) and Omisakin, et al. 

(2009) pointed out rightly that foreign capital inflow is an important vehicle for augmenting 

the supply of funds for domestic investment.  

Ngowi (2001) also argued that African countries and other developing countries need 

substantial inflow of foreign capital to fill the saving and foreign exchange gaps associated 

with a rapid rate of capital accumulation and growth needed to overcome the widespread 

poverty in these countries. Besides, developing countries are preferred to developed countries 

by foreign investors because of the higher rate of return on investment in these countries 

(Ghose, 2004; Knill, 2005, Vita and Kyaw, 2008). However, whether the foreign investors 

are willing to take advantage of this high rate of return in the face of high production cost and 

distorted investment incentives is another issue entirely.  

The relative advantage(s) of Foreign Direct Investment (FDI) as a productivity-enhancing 

package is now widely acknowledged in the literature. Fosu and Magnus (2006) stressed that 

foreign capital investment can stimulate local investment by increasing domestic investment 

through links in the production chain. Ghose (2004) noted that foreign direct investment 

contributes to economic growth in developing countries through two channels; one of which 

is externalities in the form of positive productivity spillovers to domestic enterprises. Dauda 

(2007) also noted that foreign capital investment increases the Gross Domestic Product and 

generates a stream of real incomes in the host country, which consequently expands 

employment, raises wages and salaries, lower commodity prices, increase tax revenue 

accruable to the government. Alfaroa, et al., (2004) found that although foreign direct 

investment alone plays an ambiguous role in contributing to economic growth, countries with 

a well-developed financial markets gain significantly more from it.  

Despite the aforementioned benefits of foreign direct investment in the host country, a 

number of authors have argued against it in the literature. For instance, Busse and Hefeker 

(2005) argued that foreign investments run the risk of sudden reversal if the economic 

environment or the perception of investors change, giving rise to financial and economic 

crises. Alfaro and Chanda (2003) argued that the potentials of foreign capital investment 

could be severely impeded if there is absence of welldeveloped financial markets, which is 

widely the case in African countries. Adam (2002) hinted that foreign direct investment that 

exhibits market seeking motivations might create distortions in the host economy through 

monopolies and high barriers of entry. UNCTAD (2005) observed that foreign investment in 

Africa has advanced much further and faster than integration internally, especially in 

structural, institutional and policy trends, and in some cases at its expense.  

The acknowledged benefits of the foreign direct investment seems to be more than the 

demerits, and this seems to explain the current move of developing countries including 

Nigeria, seeking to attract private foreign direct investments by removing the structural 

barriers and encouraging foreign investors. Such encouragement includes offers of incentives 

such as income tax holidays, import duties exemptions, and subsidies to foreign firms. In an 

apparent shift of long-held stance against foreign direct investment, the Nigerian government, 
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like other developing nations introduced the Structural Adjustment Programme (SAP) 

comprising a package of economic policy measures in 1986. To reinforce the gains of the 

economic policy measures and further encourage foreign participation in the economy, the 

Nigerian Investment Promotion Decree was promulgated in 1995 to encourage, promote and 

coordinate foreign investment and enhance capacity utilisation in the productive sector of the 

economy. It also provides an opportunity for foreign participation in Nigerian enterprises up 

to 100 percent ownership. However, the full deregulation of the telecommunication sector 

was not implemented until 2001. 

2.2 THE ROLE OF FOREIGN INVESTMENTS IN ECONOMIC 

DEVELOPMENT OF NIGERIA 

According to Odozi (1960) the role of foreign investment in economic development can be 

over emphasized. Some of the impact includes the followings. 

 Contribution To Economic Growth 

The most attractive feature of foreign investment is the package of capital, technological and 

managerial resources contained in the investment. This generates a stream of real income 

profit that constitutes the return to the investment since the enterprise established also pay tax 

and boost labour incomes. Also, the product of foreign investment enterprise adds to total 

market supply thereby facilitating the prospect of achieving price stability.  

 Technology Transfer  

Foreign investment also facilitates the transfer of technology to a country through foreign 

investment, the technical and organizational knowledge and information available for the 

production of many good and services together with the equipment for producing the goods 

are made available to many foreign – controlled enterprise established in developing 

countries. 

 Enhancement Of Balance Of Payment  

The enterprises established through foreign direct investment borrow investible fund from 

host countries and third parties abroad. They, therefore, control a share of total resource in the 

host country that is much larger than the recorded capital inflow included in the foreign 

investment package. Also, since foreign investment enterprises engage in import substituting 

or export producing industries their production activities could improve the balance of 

payment of the host countries. 

 Employment Generation   

One of the major reasons for including private foreign investment is to create employment in 

the country. The major policy tool through which government plans to enhance employment 

generation is the promotion of small scale industries. According to Zoaka (1992) the 

exclusion of expatriate from some businesses exclusively reserved for Nigeria and the 

limitation and expatriate employment and work quotes also had dampening effects on the 

inflow of foreign direct investment. 
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 Increased Private Sector Participation  

According to Balogun (1991) the first main strategy by which government seeks to achieve 

increased private sectors is the privatization / commercialization of public sector investment. 

This is expected to bring about healthy competition in the privatized  industry as market 

forces of demand and supply will determine prices in the industry bringing about price 

stability and result in efficient and effective operations in the industry. 

2.3 FOREIGN DIRECT INVESTMENT (FDI) AND ECONOMIC  DEVELOPMENT: THE 

NIGERIAN EXPERIENCE 

Inflows of FDI to Nigeria have been marked with fluctuations in the past three decades. 

Statistically, the ratio of FDI to gross domestic product (GDP) which was as high as 20 

percent during the 1970-72 period fell to 7 percent in 1980. The ratio averaged 7.04 percent 

over the period 1986 – 1993. This declined to about 4.1 percent in the period of 1999 – 2004. 

The gradual decline in the inflow from the 1980s seem to confirm the position of developing 

countries‘ economy that the flow of capital in general (foreign direct or otherwise) to 

developing countries has been skewed in favour of the middle-income developing countries 

and against the poor developing countries of which Sub-Saharan Africa is majorly affected 

(Adegbite, 2003).  

Prior to the 1980s, FDI was largely concentrated in import-substitution industries. From the 

mid-1980s, particularly during the structural adjustment programs. Nigerian government 

introduced a number of incentives and measures to stimulate FDI into export-oriented 

activities. A cursory look at the cumulative foreign investment by type of economic activity 

in the last two decades reveals that FDI was predominant in mining and quarrying, 

manufacturing and processing, and trading and business services sectors.There has been 

relatively less investment in agriculture, forestry and fishing, transport and communications, 

building and construction sectors.  

2.3.1  FDI IN MANUFACTURING SECTOR AND ECONOMIC DEVELOPMENT 

Over the past two decades, direct investments across national borders by Multinational 

Corporations (MNCs) have grown significantly in the world economy, especially into 

developing countries. The analysis of the effects of FDI on manufacturing firms in the host 

countries in the literature implicitly distinguishes between its direct and indirect effects. 

Direct effects according to Fabayo (2003) are reflected in capital formation, employment and 

trade associated with the FDI projects.  

From a domestic policy perspective, the direct effects of FDI, particularly employment 

creation have been the main focus of attention in Nigeria. Since the mid – 1990s the focus has 

begun to shift to the indirect impact of FDI on the manufacturing sector, especially as 

unemployment rates have declined; consequently, the direct benefits of additional 

employment in MNC sector are seen as having reduced value.  

2.3.2 FDI IN TELECOMMUNICATION AND ECONOMIC DEVELOPMENT 

As a result of the liberalization of the sectors, this has attracted the interest of foreign investor 

into the sector. Nigeria is currently described as the fastest growing mobile phone market in 

the world. Since 2001, when the mobile telecommunication operators were licensed, the rate 

of subscriptions has gone up and does not show any sign of abating; in fact, MTN (Nigeria) – 

the leading mobile phone operator has acquired different set of number series having 



Proceedings of the 14th Annual International Conference 

 530 

oversubscribed the original series. Currently there are over five operators MTN, Airtel, Glo, 

Etisalat, Starcom, etc. as a result of their stiff competition, this has forced the rates down and 

in the process fostered consumer satisfaction. 

2.3.3  FDI IN BUILDING AND CONSTRUCTION AND ECONOMIC DEVELOPMENT 

Efforts are being far fetch regarding inflow of FDI on Building and Construction Sectors 

because of the weakness and dilapidation in the buildings and construction and assembling of 

motor vans, bridges and building in the economy. Through this, the building and constructing 

engineer has been energized with sophisticated technology from the advanced country like 

Japan, Russia and Iran so as to improve the productivity of the sectors. 

2.3.4 FDI AND TRADING AND BUSINESS AND ECONOMIC DEVELOPMENT 

In order to boast the sector in term of having a positive contribution to Economic 

development. The government has embarked on a lot of trade relation to some countries like 

Taiwan, France and European countries. Likewise, due to liberation policy, this brought 

emergency of some countries investing in our financial sector which has contributed a lot to 

the economy development. (Zenith Bank last quarter 2010 publication). 

2.4 FACTORS THAT DETERMINE THE RATE FOREIGN  INVESTMENT 

INFLOW INTO NIGERIA 

According to Orji (2005) there are many different factors that determine foreign direct 

investment (FDI) and it is hard to isolate individual factors, given there are many different 

variables. It also depends on the type of industry. For example, with manufacturing FDI, low 

wage costs tend to be the most important, as they are a labour intensive industry. For service 

sector FDI, macro-economic stability and political openness tend to be more important. 

The following factors determine the level of foreign investment: 

1. Wage rates 

2. Labour skills  

3. Tax rates 

4. Transport and infrastructure  

5. Size of economy / potential for growth  

6. Political stability / property rights 

7. Exchange rate 

8. Clustering effects 

According to Iyela (2009), corruption increases the cost of doing business and as such foreign 

investors would prefer to invest in countries with lower rates of corruption which is believed 

to derive maximum profits from their investments. He added that the insecurity which 

manifest in kidnappings, hostage taking and deaths of innocent souls automatically 

discourage FDI. Instead firms will prefer countries with peaceful investment environments. 

According to Ekundame (1993) foreign investment inflow could be classified into two 

categories. Foreign investment for the establishment of new enterprises and foreign 

investment inflow through the existing enterprises. The distinction is necessary because of 

the different purpose served by each category. Foreign investment for the establishment of 

new enterprises plays the initial role of expansion of production capacity. The inflow through 

the existing companies could be for various purposes such as expansion of enterprises, or 

working capital support. Consequently, the inflow in the first category is made up of mainly 
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machinery and equipment and probably foreign currency imported at the initial stage of the 

establishment of the local enterprises. 

According to Udeaja et al (2008), the SAP programme incorporated trade and exchange rate 

reforms with monetary and fiscal measures aimed at improving the economy through the 

discouragement of importation and make export-oriented multinationals gain on their 

investments. 

According to Ating (1997) the current strategy for the attraction of foreign investment into 

Nigeria has four major elements. The first is the establishment of an industrial development 

coordinating committee  (IDCc) as a one – stop port of call for foreign investors, second is 

the restructuring and streamlining of the incentive polices, third is the emphasis placed on 

non – oil export stimulation and expansion and fourth is the privatization and 

commercialization programme and for a wide range of industrial product. 

3.0  RESEARCH METHODOLOGY 

This chapter deals with the methodology that would be used for the purpose of the study. It 

highlights the research design, sources and methods of data collection, model specification, 

techniques of data analysis, and justification of the methods and techniques used in carrying 

out this research work, descriptive research is considered to be the most appropriate because 

it is used to express the casual relationships between some variables. 

This study relied basically on secondary data sources from Central Bank of Nigeria (CBN) 

publications, journals, economics text books and Federal Office of Statistics (FOS) review of 

the economy for various years. 

In evaluating the effectives of the estimates, three main conventional criteria will be used: 

1. Economic Criteria: Here the signs of the parameter would be confirmed with economic 

reasons. 

2. Statistical Criteria (First order test): R2 (coefficient of determination) and student ―t‖ test 

and descriptive statistics are used in the evaluation of the estimates. 

3. Econometric Criteria: here ―F‖ test and Durbin Watson and multicollinearity test are used 

to investigate the assumptions of econometric methods are satisfied or not. 

The ordinary least square method of multiple regression is the most fitted because it is used to 

express causal relationship between dependent variable and the independent variables to 

show the impact of independent (FDI inflow from sectors) on dependent variable (Gross 

domestic product). Likewise, the three criteria are used to evaluate the parameters of the 

independent variables. 

4.0 DATA PRESENTATION AND ANALYSIS 

4.1 INTRODUCTION 

The study covered the period 1985-2014 adopting the ordinary lease square multiple 

regression using different sources of foreign direct investment which are regressed on gross 

domestic of product to access the impact of FDI on GDP using SPSS. This chapter deals with 

data presentation, analysis and the data collected for the purpose of testing empirically. 

4.2 DATA PRESENTATION 

The data meant for the research work are presented below. 
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Table 4.1: Gross Domestic Product at current price and sources of FDI in flow such as 

Manufacturing and Processing Transportation and Communication, Building and 

Construction, Trading and Business Services (values of dependent variable and independent 

variables) 

Table 4.1: Values of Dependent and Independent Variables 

Year 

Gross 

Domestic 

product 

FDI on 

Manufac. 

& processing 

FDI on 

Transport 

& Comm. 

FDI on 

building & 

construction 

FDI on 

Trading& 

Bus. Service 

1985 49,630.30 1,503.90 62.20 370.80 693.20 

1986 47,619.70 1,705.70 60.80 325.90 767.20 

1987 49,069.30 1,922.50 68.90 422.50 1,483.60 

1988 53,107.40 2,128.10 77.30 443.50 2,274.90 

1989 59,622.50 2,109.30 80.60 439.90 2,622.50 

1990 67,908.60 2,278.10 85.90 439.20 2,697.90 

1991 69,147.00 2,810.20 80.40 501.60 2,753.00 

1992 105,222.00 3,122.30 75.60 462.60 3,396.50 

1993 139,085.30 3,637.00 160.60 492.70 3,133.70 

1994 216,797.50 5,406.40 158.20 481.80 3,497.20 

1995 267,550.00 6,339.00 240.50 743.60 1,710.40 

1996 312,139.70 8,692.40 373.20 1,471.60 1,452.20 

1997 532,613.80 9,746.30 391.50 1,406.60 1,482.50 

1998 682,869.80 12,885.10 426.40 71.20 1,864.50 

1999 899,863.80 12,059.90 429.60 1,707.00 2,247.60 

2000 1,933,211.60 27,668.80 374.80 1,553.00 2,990.70 

2001 2,702,719.10 29,814.30 485.60 1,864.30 3,668.70 

2002 2,801,972.60 31,297.20 672.60 1,259.80 3,625.70 

2003 2,708,430.90 34,503.90 689.20 3,888.30 10,460.50 

2004 3,194,015.00 36,282.10 820.30 3,995.90 10,460.50 

2005 4,582,127.30 37,333.60 820.30 3,995.90 10,927.30 

2006 4,725,086.00 37,779.60 955.30 4,211.90 12,016.60 

2007 6,912,381.30 39,953.60 1,736.30 4,293.90 12,317.30 

2008 8,487,031.60 45,719.40 2,890.50 4,545.80 14,457.30 

2009 11,411,066.90 102,995.80 4,281.10 5,194.20 20,242.40 

2010 14,572,239.10 133,984.50 5,565.40 6,713.30 26,315.10 

2011 18,564,594.70 212,729.40 8,291.10 10,461.10 41,309.30 

2012 20,657,317.70 219,512.00 10,758.20 12,030.20 47,505.70 

2013 24,296,329.30 155,938.30 7,996.80 9,996.00 31,987.30 

2014 24,712,669.90 174,302.10 13,238.10 8,825.40 33,095.30 

Source: CBN Statistical Bulletin 2015. Note the amount are in million. 

SAMPLE OF STATISTICS 

The sample descriptive statistics is presented in table 4.2 
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Table 4.2 Sample Descriptive Statistics 

Variables  Mean Standard 

Deviation  

GDPt 5193814.8 7672345.66 

MAPt, 46602.3 65344.15 

TACt 2078.24 3519.15 

BACt 3087.43 3418.97 

TABSt 10473.24 12955.91 

Source: regressed result using SPSS  

The correlation matrix table is shown in 4.3 

Table 4.3: Correlation Matrix  

Variables  GDPt MAPt, TACt BACt TABSt 

GDPt 1.00         

MAPt, 0.958 1.00       

TACt 0.968 0.952 1.00     

BACt 0.952 0.965 0.913 1.00   

TABSt 0.95 0.958 0.937 0.982 1.00 

Source: Regressed result using SPSS 

The impact of inflow of FDI on GDP is shown in table 4.4 

Table 4.4: Impact of inflow FDI on Gross Domestic Product 

Variables  Performance T  Sig  

MAPt, 19.19 0.691 0.496 

TACt 1392.739 5.525 0.000 

BACt 1532.985 3.626 0.001 

TABSt -284.582 -1.67 0.107 

R2 0.969     

Adjusted R2 0.964     

F. Sig 196.048    0.000 

Durbin Watson  2.223     

Source: Regressed result using SPSS  

The colinearity statistics is shown in table 4.5 

Table 4.5: Colinearity statistics   

Variables  Tolerance  VIF 

MAPt, 0.022 45.219 

TACt 0.092 10.816 

BACt 0.035 28.714 

TABSt 0.015 66.969 

Source: Regressed result using SPSS 
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Note: 

GDPt = Gross Domestic Product at Current Price 

 MAPt = FDI on Manufacturing & Processing 

 TACt = FDI on Transportation & Communication 

 BACt = FDI on Building & construction 

 TABSt = FDI on Trading & business Service. 

4.3 INTERPRETATION OF RESULTS 

A Sample Descriptive Statistics 

Table 4.2 indicates that the average value central of tendency and measures of dispersions 

during the periods of study for the independent variable.All the inflow of FDI has a positive 

relationship with the GDP. This implies that inflow of FDI contributes significantly to the 

GDP i.e. MAPt TACt, BACt and TABSt are 46602.30, 2078.24 3087.43 and 10473.24 

respectively. Building and construction have the lowest standard deviation of 3418.97 

signifying its major contribution to GDP while manufacturing and process has the highest of 

65,344.15 which disclose that it has a lower contribution to the GDP.   

In table 4.4, this shows the impact of FDI inflow on Gross Domestic Product. The study used 

FDI inflow: MAPt, TACt, BACt and TABSt against GDPt 

From table4.4, the estimated relationship for the model is presented as: 

GDPt = 347425.9+19.19 MAPt + 1392.74 TACt +1532.99 BACt -284.58 TABSt 

The model indicates two out of the four FDI inflows have significant impact on the Nigerian 

Gross domestic‘s product. These are BACt and TACt that are significant at 1% respectively. 

This signifies that the higher the level of TACt and BACt the higher the gross domestic 

product. However, on the contrary both MAPt and TABSt are insignificant thus contributing 

less to the GDPt 

However, the null hypotheses testing would be conducted in order to falsify or refute the 

hypothesis using ‘t‘ test. The computed t* test value would be compared to the tabulated 

value at 5% significant value with (N-K) =26 degree of freedom, where N and K are numbers 

of year in consideration and parameters of the model respectively. The tabulated value of 

student t* test is 2.779. 

1 H01: FDI in the manufacturing and processing has not made a significant positive impact 

on Gross domestic product. The computed t test (t1) =.0691(from table 4.4) and t* = 

2.779, since t1 < t* thus we accept the H01 that FDI from manufacturing and processing 

has not made a significant impact on GDP 

2 H02: FDI in the transportation and communication has not made a significant positive 

impact on Gross domestic product. The computed t test (t2) =5.525(from table 4.4) and 

t* = 2.779,, since t2 > t* thus we reject the H02  that FDI from transportation and 

communication has not made a significant impact on GDP. 

3 H03: FDI in the trading and business service has not made a significant positive impact 

on Gross domestic product. The computed t test (t3) = -1.67(from table 4.4) and t* = 

2.779,, since t3 < t* thus we accept the H03  that FDI from trading and business service 

has not made a significant impact on GDP. 
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4 H04: FDI in the building and construction has not made a significant positive impact on 

Gross domestic product. The computed t test (t4) =3.626(from table 4.4) and t* = 2.779,, 

since t4 > t* thus we reject the H04  that FDI from building and construction has not made 

a significant impact on GDP. 

The Durbin-Weston statistics is 2.22 indicates there is no auto correlation. The result then 

indicates that there is a basis for rejecting the null hypothesis of 2and 4 of the study which 

states that there is no positive impact of inflow of FDI on Gross Domestic Product. 

Likewise, the ANOVAs (F rest) = 196.048 which is also significant at zero percent which 

signifies that all the hypothesis have over are impact in the Gross Domestic Product. Finally, 

the combined impacts of the FDI can also be viewed from R2 = 0.969 and adjusted R2 = 

0.964 which shows that 97% of the explanatory variable explain changes in the dependent 

variable which the remaining 3% would be attributed to residual, 

4.4 DISCUSSION OF RESULTS 

The ordinary least square regression analysis was used in the model in order to determine the 

impact of FDI inflow on Nigerian gross domestic product where GDP was the dependent 

variable and inflow of FDI on manufacturing and processing, transport and communication, 

building and construction and trade and business services were the independent variable  

FDI has again been confirmed as a contributor to growth and the study found that FDI has 

contributed significantly to economic development of Nigeria especially in the area of 

building and construction and transportation and communication with their parameters values 

as 1532.99 and 1392.74 significantly at 1% But trading and business service and 

manufacturing and processing are statistically insignificant to the GDP due to certain 

economic and political circumstance prevalent in the country that has hindered the inflow and 

its overall performance, there is need to channel extra resources so as to bring them to 

optimum level. 

5.0 SUMMARY, CONCLUSION AND RECOMMENDATION 

In the research study, the extent to which inflows of FDI to manufacturing and process, 

building and construction, transportation and communication and trade and business service 

has impacted on Gross Domestic Product has been realized with regard to economic 

performance between 1985-2014. In the course of measuring the impact of FDI on GDP the 

ordinary least square method was employed to estimate the model and a better result was 

yielded. 

5.1 SUMMARY 

FDI being regarded as an engine to the economic development in any developing nation, but 

has been under some problems for appreciable number of years. The research work has tried 

to examine the impact of its economic development and some impediment to the inflows to 

Nigeria economy. Through this, data were collected from secondary sources analyzed with 

the aim of achieving the stated objectives. From the findings, it was discovered that FDI on 

transportation and communication, building and construction contribute majorly to economic 

development and while manufacturing and processing , trade and business services do not 

contribute much because of some inherent problems such as unhealthy environment for 

investment, corruption and problem of infrastructural development majorly electricity etc. 

 



Proceedings of the 14th Annual International Conference 

 536 

5.2 CONCLUSIONS 

From these finding we can assert that, FDI in Nigeria contributes to the nation‘s economic 

growth and development. Although the overall development of the economy may not be 

significant but there is need to encourage FDI. Since FDI on transport and communication 

has the highest potential for contributing to economic growth. The non-significant of FDI on 

manufacturing and trade and business service is a reflection of poor business environment. 

There is need to improve the business environment so that manufacturing and trade and 

business sector will contribute significantly. 

5.4    RECOMMENDATIONS 

On the basis of the above findings and conclusions, the following are recommended in order 

to improve the economic growth and development through the inflow of FDI.  

1 There is need to improve business environment through conscious provision of necessary 

infrastructures which will reduce the cost of doing business in Nigeria. The federal 

government should not relent its effort through total privatization of power holding 

company of Nigeria, as power is a major issue stopping investors in the business sector. 

Also, the related issues of corruption in the business environment should be curbed.  

2 The issues of insecurity  in the country should also be addressed especially issues of 

Niger Delta, robbery and kidnapping and majorly the terrorist issues of ―Boko Haram‖ 

.these are some of the issues that scares foreign investors from the country 

3 Effort should also be made in order to attract more capital inflows through foreign direct 

investment, there is need to show more commitment to enforcement of contracts, patent 

and copy right laws etc. With this foreign investors get attracted since adequate returns 

are guaranteed.  

4 Despite the recent globalization trend and open economy operation, there is still need for 

restrictions so as to militate against capital flight, which is reflected in the negative 

impact of openness on economic growth, There is also need to encourage domestic 

productivity in order to increase the value of exports in Nigeria so as to generate higher 

profit. 

5 Finally domestic savings should be mobilized by the government through tax reduction, 

creation of employment opportunities and improvement of financial system in order to 

increase the level of capital accumulation. 
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Abstract 

This study comparatively evaluated the impact of pension fund administration on the 

economic wellbeing of Nigerian populace under the 2004 and 2014 Pension Reform Acts 

regimes. Pension fund administration was measured with pension fund contributions from 

public and private sectors and real gross domestic product per capita was used as proxy for 

economic wellbeing. Data were sourced from the National Pension Commission Annual 

reports and Central Bank of Nigeria Statistical Bulletin for periods covering 2008 – 2013 

(2004 PRA regime) and 2014 – 2019 (2014 PRA regime). Data were analysed using 

Ordinary Least Square Regressions and Chow statistics, after validating the data with 

Normality test. Results revealed that, on individual basis, pension fund contribution by public 

and private sectors has no significant impact on the economic wellbeing of Nigerian 

populace under the 2004 and 2014 Pension Reform Acts (PRAs). However on jointly basis, 

the total pension fund (public & private sectors) contributions significantly impacted on the 

economic wellbeing of the people during the 2004 PRA regime but did not show any 

statistical evidence of significant impact during the 2014 PRA regime; the total Pension fund 

contributions since the 2004 PRA to date exerted significant impact on economic wellbeing of 

Nigerians; and the relegation of 2004 PRA for 2014 PRA has warranted a structural change 

in pension fund administration in Nigeria. Therefore, pension fund contributions under 2004 

PRA regime supported economic wellbeing better than the 2014 PRA periods. The study thus 

recommended (among others) that the national pension commission should carry out more 

awareness campaign on the operations of pensions schemes in Nigeria. 

Keywords: Pension Fund Administration, Pension Fund Contributions, Public and Private   

Sectors Pension Contributions, Real Gross Domestic Product Per Capita 

 

1. INTRODUCTION 

The social contract which exists between an employer and employee requires that while the 

employee is under obligation to discharge his/her designated duties within the period of 

his/her appointment, the employer, on the other hand, is under obligation to ensure that the 

entitlements of the employee are settled as at when due. Thus, Farayibi (2016) asserts that an 

employee who has worked for an organization for some years is entitled to some benefits 

which, among other things, include gratuity and pension payable to such employee by its 

employer at the time of retirement. The holy scriptures also provide that the mouth of the ox 
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that treads out the corn should not be muzzled; hence, the worker (the employee) deserves his 

wages (entitlements) (1 Timothy 5:18 NIV). 

However, over the periods, Nigerian workers (both in the private and public sector) have had 

a chequered history of irregular payment of their entitlements in the form of routine 

emolument (salaries and other due allowances) during active service and retirement benefits 

(pension and gratuity); particularly, their retirement benefits. Nwite and Ehiogu (2014) 

observed that the problems of retired workers in Nigeria appeared to have had its root during 

the colonial era, when people were paid such ridiculous amounts ranging from two shillings 

and six pence to ten shillings monthly as pension benefit. 

Notably, up till 1
st
 July 2004, Nigeria practiced a traditional social benefit scheme, in which 

case the retirement benefits of retired workers were basically paid from the current year‘s 

budgetary provisions using a pay-as-you-go (PAYG) approach; which made the financial 

involvement so burdensome on the government, in the face of the basic current year‘s 

financial challenges. The flaws associated with the conventional pension system were 

various. On the one hand, the system inadvertently fueled fiscal leakages as it created room 

for massive corruption, fraud and misappropriations of public funds by corrupt elements in 

the public service; on the other hand, prompt payment of retirement benefits was like a tall 

order to the government; pensioners were subjected to unimaginable hardship (Abu & Musari 

in Nweke, 2014).   

The Federal Government of Nigeria under the leadership of Chief Olusegun Obasanjo 

however, took a ground-breaking step in 2004 to ameliorate the hardship experienced by 

retirees by aligning into law the Pension Reform Act, 2004. With the emergence of the 2004 

pension reform act, the issue of operating a crude unfunded pension scheme system was 

brought to a compulsory demise; a defined funded Contribution Pension Scheme was 

enthroned. The act also laid a more solid foundation for effective and hitch-free 

administration of pensions and indeed retirement benefits of retired workers in Nigeria 

through the establishments of regulatory and administrative bodies such as the National 

Pension Commission (PENCOM), Pension Fund Administrators (PFAs) and Pension Fund 

Custodians (PFCs). 

The operation of pension scheme in Nigeria has a history traceable to the Colonial 

Administration following the 1951 Pension Ordinance with retroactive effect from 1946; the 

Ordinance provided public servants with both pension and gratuity (Ahmad, 2006). In their 

analysis, Nnanta, Okoh and Ugwu (2011) posit that the first pension scheme in Nigeria was 

set up for the employees of the Nigerian Breweries Limited in 1954, followed by United 

African Company in 1957. Nwanne (2015) added that the first Social Security Scheme in 

Nigeria came into being in 1961 by the Act of Parliament, which established the National 

Provident Fund (NPF); the NPF scheme was set up to address pension matters of private 

organizations in Nigeria. 

Pensions generally represent the sum of money paid regularly to a person who no longer 

work because of old age, disability, retirement or to his widowed or dependent children by 

the state, former employers or from provident fund to which he and his employer both 

contributed (Edogbanya, 2013). On the other hand, gratuity is a lump sum of money payable 

to a retiring officer who has served for a minimum period of term year, usually ten years 

(Adam, 2005 in Ojiya, Ajie & Isiwu, 2017). Ijeoma and Nwufu (2015) assert that pension is a 

vital social security scheme for employees in both public and private sectors of the economy; 

and that it can contribute to a better environment for economic growth and development since 
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it connotes improvement on the welfare and standard of living of the citizens of sovereign 

nations by reducing poverty and underdevelopment.  

It is unarguable, therefore, that the whole essence of pension reforms is to improve on the 

existing pension administrative system in Nigeria; thus, bettering the lots of retirees and by 

implication result to better economic fortunes of the Nigerian populace. Hence, the 2004 

pension reform act provided clear-cut differences from what was obtainable in the 

administration of pension matters in Nigeria before 2004. For instance, Nwite and Ehiogu 

(2014) highlighted some changes from the pre-2004 pension administration in Nigeria to 

include the introduction of a unified economy-wide pension scheme which replaced the dual 

pension schemes previously existing for the public and private sectors; coverage of all 

Federal and civil service workers in Nigeria, all private sector employees employing more 

than 5 people; the act provided for operation of individual Retirement Savings Account 

(RSA) in the name of the individual employee not the employer which serves as the 

principalal account where pension contribution will be made; a minimum contribution of 

15% of the employee‘s salary is to be made into the RSA on monthly basis, in which case 

7.5% was contributed by each of the employee and employer; among other provisions. 

Evidently, Part 1 (Schedule 2) of the 2004 Pension Act states the objectives of the Act, which 

include to; ensure that every person who worked in either the Public Service of the 

Federation, Federal Capital Territory or Private Sector receives his retirement benefits as and 

when due; assist improvident individuals by ensuring that they save in order to cater for their 

livelihood during old age; and establish a uniform set of rules, regulations and standards for 

the administration and payments of retirement benefits for the Public Service of the 

Federation, Federal Capital Territory and the Private Sector. The IMF (2005) cited in 

Nwanne (2015) posits that the idea of the Pension Reform Act (2004) (among others) is to 

solve the problem of growing pension arrears and unfunded entitlements; and to add to 

credibility of general economic reform effort of the government.  

Despite the numerous gains associated with the 2004 Pension Reform Act, another major 

pension reform was carried out in Nigeria in 2014. The intents of the reform were capsulated 

in the Pension Reform Act of 2014 which was assented to by the President on July 1
st
, 2014. 

Some of the key highlights of the 2014 reform as reported by the KPMG (2014) include (but 

not limited to): the minimum threshold for private sector employers to participate in the 

Scheme was increased to 15 (as against the previously 5) employees; increase in the rate of 

contribution for employees and employers to a minimum of 8% and 10%, respectively, 

although, employers who choose to bear the full pension cost of their employees, are required 

to contribute a minimum of 20% to the Scheme; all interests, dividends, profits, investments 

and other income attributable to pension funds and assets are tax exempt; thus, the issue of 

whether withholding tax (WHT) deductions at source should apply to the investment of the 

underlying funds and assets, which was not clearly spelt-out in the previous reform was now 

finally addressed. 

Given the two mentioned reforms, it is strongly expected that the pre-2004 woes and 

lamentations experienced by Nigerian retirees should have totally become a thing of the past; 

thus, the standard of living of pensioners in particular and Nigerian populace in general 

should have been significantly impacted upon. Therefore, an empirical investigation into the 

impact which these two prominent reforms have exerted on the people‘s economic wellbeing 

is highly needful. Although, the literature is not bankrupt of empirical evidence as to the 

impact of Contributory Pension Scheme (CPS) on the economic growth and or development 

of Nigeria, as in Nwanne (2015); Farayibi (2016); Ojiya, Ajie and Isiwu (2017); among 
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others; however, none of the extant literatures reviewed in the course of this study showed 

any indication of a specific focus on the people‘s economic well-being; rather, most of the 

related studies focused on the economic growth or development of Nigeria at large. Besides, 

no existing empirical study was found at the disposal of the researcher, in the course of this 

study, which attempted a comparison of the pension funds administrations under the two 

reform acts, against the backdrop of their impact on the economic well-being of Nigerian 

populace. The only related attempt found was by Nwite and Ehiogu (2014); yet their study 

was merely a theoretical review without any empirical undertone. These suggest clear gap in 

literature; hence, this study comparative evaluates the impact of pension fund administration 

on the economic wellbeing of Nigerian populace under the 2004 and 2014 Pension Reform 

Acts (PRAs).    

Consequently, this study specifically pursues the following objectives: to; 

i. Determine the impact of Pension Fund Contributions from the Public Sector on Real 

Gross Domestic Product Per Capita (RGDPPC) under the 2004 and 2014 PRAs. 

ii. Examine the nexus between Pension Fund Contributions from the Private Sector and 

RGDPPC under the 2004 and 2014 PRAs.   

iii. Establish the existence or otherwise of a structural break in Pension Fund Contributions 

as a result of the relegation of the 2004 PRA for 2014 PRA. 

In line with the specific objectives of the study, the following hypothesis (in null form) are 

formulated: 

Ho1:  Pension Fund Contribution from the Public Sector has no significant impact on Real 

Gross Domestic Product Per Capita (RGDPPC) under the 2004 and 2014 PRAs. 

Ho2:  Pension Fund Contribution from the Private Sector does not significant relate to Real 

Gross Domestic Product Per Capita (RGDPPC) under the 2004 and 2014 PRAs. 

Ho1:  The replacement of 2004 PRA with 2014 PRA exerted no structural break exists in 

pension fund contributions. 

2.   REVIEW OF RELATED LITERATURE 

A. Conceptual Review     

The various key concepts (variables) as reflected in the specific objectives of the study 

are presented in the following conceptual framework:   
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PRA means Pension Reform Act 

  PFA means Pension Fund Administration 

  EW means Economic Wellbeing of Nigerian Populace 

  PFCPS means Pension Fund Contribution by Public Sector 

  PFCVS means Pension Fund Contribution by Private Sector  

  RGDPPC means Real Gross Domestic Product Per Capita  

A1: The Concept of Pension Fund Administration 

Pension consists of lump sum payment paid to an employee upon his disengagement from 

active service (Adebayo & Dada, 2012). It generally represents the sum of money paid 

regularly to a person who no longer work because of old age, disability, retirement or to his 

widowed or dependent children by the state, former employers or from provident fund to 

which he and his employer both contributed (Edogbanya, 2013). Obasa (2019) asserts that 

pensions may represent deferred salary (on a socialized or individual basis); the means to 

secure long and better service from essential employees, a necessary investment in industrial 

restructuring, a source of venture capital, as well as protection against destitution in old age. 

Pension fund represents the total sum of money standing to the credit of an employee from 

the various contributions made by the employee and his/her employer into the retirement 

savings account operated by a pension fund manager (administrator), appointed by the 

employee. It also includes any accruable income from the investment made by the pension 

fund administrator on behalf of the employee. The operationalities of the contributed pension 

funds falls within the shoulders of three key stakeholders as provided by the 2004 Pension 

Reform Act; namely, the National Pension Commission (PENCOM), the Pension Fund 

Administrator (PFAs) and Pension Fund Custodian (PFC). The PENCOM is the coordinator, 

supervisor and regulator of the administration of contributed pension funds in Nigeria. 

Nwanne (2015) posits that the PENCOM was empowered to register, license, supervise and 

regulate corporate organizations that acts as the administrators and managers of pension 

funds in Nigeria. On the other hand, the PFAs are the direct administrators of the pension 

funds. The various contributions by the employees and employers into the retirement savings 

accounts (RSAs) opened for the individual employee are directly controlled by the PFAs 

which also ensure efficient commitment (investment) of the pension funds in a profit ventures 

otherwise referred to as Pension Fund Custodians and prompt settlement of pensioners their 

due pensions upon request.  

According to the PENCOM report (2019), the total membership of pension schemes stood at 

8,949,536 as at 31 December, 2019 representing an increase of 5.67 percent (that is, 

8,469,257) from 31 December, 2018. On the other hand, membership of RSA scheme 

dominated total pension scheme memberships at 8,891,236 representing 99.35 percent, while 

the Approved Existing Scheme (AES) and Closed Pension Fund Administrators (CPFAs) 

accounted for the balance of 0.65 percent (40,951 and 17.349 respectively) of the total 

pension schemes membership. However, the total number of PFAs is 22; PFCs are 4 in 

number while the number of CPFAs is 6 in 2019. Notably, the PENCOM report reveals that 

the accumulated pension contributions from the public sector as at 31
st
 December 2008 stood 

at 99.28 billion Naira while the accumulated contributions from the private sector at the same 

Key: 
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period stood at 80.81 billion Naira. But by 31
st
 December 2013 (before the reform act in 

2014), the accumulated contributions increased to 278.5 billion Naira and 225.42 billion 

Naira for public and private sectors respectively; representing 181% and 179% growth in 

contributions from public and private sectors respectively between 2008 – 2013 (2004 PRA 

era). On the other hand, contributions from public and private sectors stood at 237.49 billion 

Naira and 343.89 billion Naira respectively in 2014 while the contributions by the two sectors 

in 2019 were 331.56 billion Naira and 369.13 billion Naira for public and private sectors 

respectively. These represent a growth of 40% in public sector contributions and a decline of 

7% in private sector contributions between 2014 – 2019 (2014 PRA era). 

The PENCOM (2018 & 2019) reports also provide that the retirement benefits paid out to the 

retirees in 2018 amounted to the sum of 71.35 billion Naira as lumpsum and 2.73 billion 

Naira in the form of monthly pension while the sums of 87.09 billion Naira and 1.33 billion 

Naira were paid as total lumpsum and monthly pension respectively for the year 2019. Table 

1 presents the total pension contributions of public and private sectors from 2008 – 2019. 

      Table 1: Pension Contributions from Public and Private Sectors (2008 – 2019) 

YEAR PUBLIC SECTOR 

CONTRIBUTION 

(N’M) 

PRIVATE SECTOR 

CONTRIBUTION 

(N’M) 

TOTAL PENSION 

CONTRIBUTION 

(N’M) 

2008 99,280 80,810 180,090 

2009 137,100 91,210 228,310 

2010 162,460 103,030 265,490 

2011 228,920 119,530 348,450 

2012 302,240 159,520 461,760 

2013 278,500 225,420 503,920 

2014 237,490 343,890 581,380 

2015 200,050 358,910 558,960 

2016 225,860 262,330 488,190 

2017 257,110 353,730 610,840 

2018 266,840 340,720 607,560 

2019 331,560 369,130 700,690 

Source: National Pension Commission Annual Report, 2019. 

A2: The Concept of Economic Wellbeing  

Economic wellbeing of a people refers to the economic status of the populace; it is typified in 

the quality of the economic life the people enjoy in the society. The quality of economic life 

of the people is generally expressed in their standard of living which is typified in the 

economic growth of the nation.  

Conventionally, the Gross Domestic Product (GDP) is variously used as economic growth 

measure in growth literature. Consequently, the measurement of economic growth of a nation 

is grossly defined in the value of the nation‘s GDP. Anyanwu and Oaikhenan (1995) cited in 

Okwori and Sule (2016) asserted that economic growth refers to the increase, over time, of a 

country‘s or an economic capacity to produce those goods and services needed to improve the 

well-being of the citizens in increasing numbers and diversity. This view is corroborated by 

CBN (2016) which sated that economic growth is the increase in the amount of goods and 

services produced in an economy over time. The GDP on the other hand, according to 

Pritzker, Arnold and Moyer (2015) is the economic indicator which measures the value of the 

goods and services produced in an economy in a given time period. Kromtit, Kanadi, 
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Ndangra, and Lado (2017) opine that GDP is the market value of all final goods and services 

produced in a country in a given time period and it indicates an economy‘s performance 

(economic growth). It is measured using the current market prices otherwise called a nominal 

GDP. Contemporarily however, economic growth is measured with Real Gross Domestic 

Product (RGDP) rather than the nominal GDP. Real gross domestic product takes inflation 

into consideration, making it possible for comparisons and a more realistic measurement of 

the value of goods and services produced in a given period of time. Thus, Tejvan (2016) 

argues that economic growth means an increase in real GDP - which implies an increase in 

the value of national output/ expenditure. 

Sumner (2016) posits that where there is economic growth, economic wellbeing of the people 

would improve; indicating that economic growth and economic wellbeing of the people are 

linearly related. Therefore, it is safe to measure economic wellbeing of the Nigerian populace 

with the real gross domestic product for the period under study. More reliable result would be 

achieved when the RGDP values of the nation for the periods are related to the population of 

the Nigerian populace during the same periods. Hence, the use of RGDP Per Capita as an 

index of measuring economic wellbeing of the people in this study. Thus, RGDP per capita 

income is the value of the nation‘s real gross domestic product divided by the total population 

of the country.   

The Population, RGDP and RGDP per capita are presented on table 2. 

Table 2: Population, RGDP and RGDPPC (2008 – 2019) 

YEAR POPULATION RGDP RGDPPC 

2008 150,269,600 46012.52 306199.79 

2009 154,324,900 49856.10 323059.34 

2010 158,503,200 54612.26 344549.89 

2011 162,805,100 57511.04 353250.85 

2012 167,228,800 59929.89 358370.63 

2013 171,765,800 63218.72 368051.85 

2014 176,404,900 67152.79 380674.18 

2015 181,137,400 69023.93 381058.41 

2016 185,960,300 67931.24 365299.69 

2017 190,873,300 68490.98 358829.55 

2018 195,874,700 69799.94 356349.95 

2019 200,000,000 71387.83 356939.15 

Sources: Central Bank of Nigeria Statistical Bulletin, 2019. 

  Index Mindi, 2019 

B. Theoretical Review 

This study adopts Solow‘s neoclassical exogenous growth model. The neoclassical 

exogenous growth model was propounded by Robert Solow which earned him a Nobel Prize 

in Economics in 1987. In the model, Solow employed Cobb-Douglas production function to 

establish labour, capital, and technical progress (which is exogenously determined) as 

important agents of growth while also stressing the importance of savings and capital 

formation for economic development (Amaefule, 2019). Solow‘s theory believes that labour, 

in addition to other factors of production, is a cardinal agent of economic betterment of a 

people. Thus, when labour is adequately managed, it has the tendency of spurring economic 

growth and by implication, a better economic wellbeing of the populace of the society. 

Adequate labour management would include better remuneration and social security 
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management (during active service and retirement). It could thus be inferred from the theory 

therefore, that adequate retirement benefit (pension fund) administration and management has 

the tenacity to drive economic wellbeing of the Nigerian populace. Solow‘s theory also 

stressed on the importance of savings and capital formation in economic performance of a 

society. This also explains the import of pension contribution; as it ensures that employees 

save for the rainy day; thus, enhancing capital formation in the economy. 

C. Empirical Review 

Some related empirical studies consulted in the course of this study are reviewed as follows: 

Nyong and Duze (2011) investigated the current status of the PRA 2004 in attaining the 

objectives for which it was promulgated. The authors conducted a survey of 3,000 serving 

teachers and teacher pensioners, using descriptive statistics and simple percentages to analyse 

the responses gathered from the survey. The study found that the objectives of the 2004 PRA 

were yet to be achieved since retired persons still suffered trauma, pains, and even death 

before they received their pension packages in Nigeria; and that the sustainability of the 

reform was in doubt. This study differs from the current study in that it only focused on the 

2004 PRA, was conducted in 2011 (some 9 years back) and used primary data gathered from 

mere responses which many scholars believe are susceptible to bias. 

Akowe, Ocheni and Akubo (2015) evaluated the contribution of portfolios of new 

contributory pension fund on Nigerian gross domestic product (GDP); thus, establishing the 

relationships between the pension portfolios with the Nigerian GDP. The study used 

regression analysis in analysing the data collected for periods between 2007 -2012 while 

Pearson product moment correlation test was carried in testing the hypotheses. The study 

found that Domestic Ordinary Shares, Federal Government of Nigeria Securities and Real 

Estate Property of pension fund all have positive contributions to Nigerian gross domestic 

product for the period under review while Local Money Market Securities have negative 

contribution to Nigerian GDP. The study is in variant from the present study in many ways: 

The focus of the study was on the contributions which the various investment portfolios with 

pension funds make on the nation‘s GDP on the basis of 2004 PRA while the current study 

focuses on comparative impact of pension fund administration on the RGDP per capita of 

Nigeria for the 2004 and 2014 PRAs. The current study also differs from the study of Akowe, 

et al on the basis of the scope of the study; while Akowe, et al covered periods from 2007 to 

2012, the present study covers from 2008 – 2019. 

Nwanne (2015) examined the impact of contributory pension scheme on economic growth in 

Nigeria for the period 2004-2012. The study used Ex-post-facto research design while 

employing Ordinary Least Square Regression method as the analysis technique. The result of 

the study‘s analysis revealed that pension funds have negative and significant impact on 

economic growth while pension savings had positive and significant impact on economic 

growth. Nwanne‘s study differs from the present study on the basis of approach and scope; 

Nwanne covered a period from 2004 – 2012 and focused mainly on the 2004 PRA while the 

present study covers from 2008 – 2019; 2004 & 2014 PRAs. 

Tijani and Adekunle (2018) employed secondary data sourced from the central bank of 

Nigeria statistical bulletin for the period from 2006 – 2016 to examine the impact of the 

contributory pension funds scheme on Nigeria economic growth, using pension fund assets 

and population of pensioners as the indices of contributory pension funds scheme. The 

authors conducted data analysis using ordinary least square method of statistical analysis. The 

study found that a contributory pension funds asset has significant impact on Nigeria 
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economic growth while population of pensioners has no significant impact on the growth of 

Nigeria economy. This study varies from the current study both in scope and approach; while 

the study covered periods from 2006 -2016, the present study covers periods from 2008 to 

2019; also, the present study analysed the comparative impact of the two PRAs eras (2004 

and 2014) which is entirely different from the approach of Tijani and Adekunle (2018).  

Farayibi (2016) investigated the effect of the operation of funded pension scheme since its 

inception in 2004 on economic growth in Nigeria using quarterly time series data from 2004 

– 2014. The study employed error correction mechanism (ECM) of the Ordinary Least 

Square (OLS) technique for its analysis. Findings revealed that the pension fund 

contributions from both private and public sectors in Nigeria increased greatly and 

constituted a huge investment fund in the capital and money markets; thus, increased liquidity 

in the economy and created employment opportunities as well as improvement in the 

investment climate. This means that the study found positive effect of funded pension scheme 

on economic growth. This study is distinct from the present study in scope and approach. The 

present study covers periods from 2008 to 2019 which is very current and carried out a 

comparative analysis of the 2004 and 2014 PRAs against the backdrop of their impact on 

Nigeria‘s populace wellbeing. 

Jeff-Anyene, Ezu and Ananwude (2017) examined the effect of pension scheme on poverty 

reduction in Nigeria. National urban and rural poverty levels were used as proxies for poverty 

in Nigeria while Pension Contributions into Retirement Saving Accounts of employees was 

the proxy for pension scheme; data on the variables were sourced for period of 2004 to 2015 

and the Ordinary Least Square (OLS) regression technique was employed in data analysis. 

The diagnosed results revealed that pension contributions have no significant effect on 

national, urban and rural poverty levels; thus, has not impacted on economic growth of 

Nigeria. This study is different from the present study on the basis of scope of the study, 

variables used and analysis approach adopted. 

Ijeoma and Nwufu (2015) examined the stability of the contributory pension scheme (CPS) in 

Nigeria by establishing whether the CPS has significantly impacted on the economic 

development of Nigeria; development of the Nigerian capital market; and whether there is a 

sound risk management and effective investment strategy in existence capable of ensuring 

sustainability of the new scheme. The study employed primary data collected through the 

administration of questionnaire on 15 pension fund administrators; the data were analysed 

using simple regression analysis, the Kruskal-Wallis test and the Cronbach Alpha reliability. 

The result of this study revealed that there exist a strong positive linear relationship between 

the contributory pension expenditure and the gross domestic product in Nigeria;  the 

contributory pension Scheme has significantly impacted the development of the Nigeria 

Capital market; there is significant evidence of sound risk management and investment 

strategies in existence to ensure sustainability of the contributory pension scheme in Nigeria. 

Overall, the study found a significant impact of CPS on economic development of Nigeria. 

There is an obvious distinction of the study from the present study. For instance, the study 

employed survey design in which case primary data generated through questionnaire 

administration while the present study employed ex post facto approach in which case 

secondary data were utilized.  

Ojiya, Ajie and Isiwu (2017) empirically analyzed the impact of contributory pension scheme 

on economic growth in Nigeria. Secondary data covering the period of 2005 to 2016 were 

used in the study. Regression analysis was employed for the analysis of data collected. 

Results reveal that pension fund assets and pension contribution /savings mobilized over the 
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years have positive but insignificant impact on economic growth. The present study differs 

from this in both scope and approach. The present study covers a period from 2008 – 2019 

and adopted a comparative approach, among other distinctions. 

3. METHODOLOGY 

This study adopted quasi-experimental research design. Quasi experiment design is suitable 

for impact or relationship studies with at least two distinct variables (dependent and 

independent) such that the relationship between the dependent and independent variables 

over a given period of time can be measured. It is also applicable for comparative studies 

where quantitative data is used analysis. This explanation agrees with the main objective of 

this study which is to Comparatively evaluate the impact of pension fund administration on 

the economic wellbeing of Nigerian populace under the 2004 and 2014 Pension Reform Acts 

(PRAs). The dependent variable of the study is Economic Wellbeing of Nigerian populace 

and is measured with Real Gross Domestic Product Per Capita (RGDPPC) and independent 

variable is Pension Fund Administration with Pension Fund Contributions from Public Sector 

(PFCPS), Pension Fund Administration with Pension Fund Contributions from Private Sector 

(PFCVS) and Total Pension Fund Contributions (TPFC) as proxies. Data for the dependent 

variable (RGDPPC) were computed from RGDP figures sourced from Central Bank of 

Nigeria Statistical Bulletin (2019) and Population figures sourced from Index Mundi (2019); 

while data for the independent variables (PFCPS, PFCVS, TPFC) were sourced from the 

National Pension Commission (PENCOM) Annual Report (2019).    

Data collected were subjected to normality test using Jarque-Bera statistics to establish their 

validity for a reliable analysis. Chow Regression Statistics was employed to regress the 

independent variables on the dependent variable while comparing the 2004 and 2014 PRAs. 

Chow statistics was used in this study because it measures the structural break or the effect of 

a change in any given policy. The study focuses on the pension fund administration as it 

affects the economic wellbeing of the Nigerian populace based on the Pension Reform Acts 

(PRAs) of 2004 and 2014. Notably, the relegation of the 2004 PRA the replacement with 

2014 PRA obviously introduced a new approach to pension fund administration in Nigeria; 

thus, Chow statistics is suitable for analysis of data that encompasses the two periods. The 

analyses were carried out using the following linear regression models, which were 

developed to enable the comparative regression analysis so as to achieve the specific 

objectives of the study as well as provide statistically based decisions for the hypothesis:  

RGDPPC04 = λ0 + λ1PFCPS04 + λ2PFCVS04 + E …... 1 

RGDPPC14 = λ0 + λ1PFCPS14 + λ2PFCVS14 + E …... 2 

RGDPPCp = λ0 + λ1PFCPSp + λ2PFCPSp + E  .…….. 3 

Where:  
RGDPPC04 means Real Gross Domestic Product Per Capita under the 2004 Pension Refund 

Act  

RGDPPC14 means Real Gross Domestic Product Per Capita under the 2014 Pension Refund 

Act 

RGDPPCp means Pooled Real Gross Domestic Product Per Capita under the two periods 

PFCPS04 means Pension Fund Contributions from the Public under the 2004 Pension Refund 

Act 

PFCPS14 means Pension Fund Contributions from the Public under the 2014 Pension Refund 

Act 
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PFCPSp means Pension Fund Contributions from the Public under the 2014 Pension Refund 

Act 

PFCVS04 means Pension Fund Contributions from the Private under the 2004 Pension 

Refund Act 

PFCVS14 means Pension Fund Contributions from the Private under the 2014 Pension 

Refund Act 

PFCVSp means Pension Fund Contributions from the Private under the 2014 Pension Refund 

Act 

λ0 means the intercept of the regression lines 

λ1, λ2 are the coefficients of the independent variables (public and private sectors‘ contributions) 

E is the error term or the stochastic variable of the equations 

It is to be noted that in analyzing the models, the natural logarithm of the variables in the 

models were used; this is to ensure that all variables are brought to same basis which supports 

a more valid result. 

4. DATA ANALYSIS AND RESULTS  

A. Normality Test: The Jarque-Bera statistics result is presented in fig.1 

Fig.1: Jarque-Best Normality Test 

  

Source: E-View (Version7) Output, 2020. 

The result in fig.1 reveals that the p-value of Jarque-Bera statistics is 0.62. The rule of thumb 

is that if p-value is greater than 0.05, the null hypothesis which states that the residuals of the 

model are normally distributed is accepted while if the p-value is less than 0.05, the 

alternative hypothesis which states that the residuals of the model do not follow normal 

distribution will be accepted. Therefore, with the p-value being 0.62, the null hypothesis is 

accepted; the implication therefore is that the data collected and used in the analysis are 

normality distributed and support valid decisions and inferences from the findings of the 

analysis.   

B. Heteroskedasticity Test:  

The Breusch-Pagan-Godfrey Heteroskedasticity test was conducted in this study to check 

whether the error variance of each observation is constant or not. Non-constant variance can 

cause estimated model to yield biased result. The Breusch-Pagan-Godfrey heteroskedasticity 

test result is presented on table 3. 
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Table 3: Result of Heteroskedasticity Test 

HETEROSKEDASTICITY TEST  

Heteroskedasticity Test: Breusch-Pagan-Godfrey 

     
     F-statistic 2.223747     Prob. F(2,9) 0.1641 

Obs*R-squared 3.968764     Prob. Chi-Square(2) 0.1375 

Scaled explained SS 0.758113     Prob. Chi-Square(2) 0.6845 

     
     

Source: E-View (Version 7) Statistical Output, 2020. 

The result of the Breusch-Pagan-Godfrey test shows that the p-values of the F-statistic is 0.16 

which is greater than 0.05, thus, the null hypothesis that the residuals of the estimated models 

are free from heteroskedasticity is accepted; indicating that there exists no heteroskedasticity 

in the residuals of the estimated model which further support the validity of the findings of the 

study.  

C. Regression Analysis 

The results of the regression analyses of the three models formulated in this study are 

presented as appendix; however, the results of the key parameters are summarized on table 4. 

Table 4: Summary of Regression Results 

Parameter Model 1 

2004 PRA Era 

(2008-2013) 

Model 2 

2014 PRA Era 

(2014-2019) 

Model 3 

Pooled Data 

(2008-2019) 

λ1 (PFCPS) 0.13 -0.16 0.07 

λ2 (PFVPS) 0.03 0.08 0.06 

P-value (PFCPS) 0.10 0.09 0.17 

P-value (PFCVS) 0.71 0.44 0.08 

R
2
 0.92 0.66 0.71 

Adj. R
2
 0.87 0.43 0.65 

Durbin Wat. Stat. 2.05 1.52 1.58 

F-Stat (Prob) 0.02 0.20 0.00 

Source: Deductions from appendix 

Based on the results summarized on table 4, the coefficient of the two independent variables 

in model 1 (2004 PRA era) are 0.13 and 0.03 for public and private sector contributions 

respectively. This implies that pension fund contributions from each of the two sectors has 

positive impact on the economic wellbeing of the people under the 2004 PRA period. 

However, the corresponding p-values for the two variables are 0.10 and 0.71, which are all 

individually greater than the level of significance of 0.05; therefore, we can deduce that 

pension fund contributions from public sector as well as private sector have no significant 

impact on the people‘s economic wellbeing under the 2004 PRA regime. The F-statistics 

result for model 1 indicated that pension contributions from the two sectors jointly impact on 

the people‘s economic wellbeing significantly. This is shown in the F-stat.(prob) value of 

0.02 which is less than the significant level of 0.05. 

Table 4 also reveals that the coefficients of the two independent variables in the second 

model are -0.16 and 0.08 for public sector and private sector contributions respectively. This 

indicates a negative relationship between pension fund contributions from the public sector 
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and economic wellbeing of the people under the 2014 PRA era on the one hand, and a 

positive relationship between pensions fund contributions from the private sector on 

economic wellbeing on the other hand during the same period. However, the corresponding 

p-values of 0.09 and 0.44 for public and private sectors respectively indicate that the 

relationships are not significant because each of the p-values is greater than the significance 

level of 0.05. The F-statistic (prob) for the second model is 0.20 which is greater than 0.05; 

thus, indicating that during the 2014 PRA periods, both public and private sectors 

contributions showed no significant joint impact on the people‘s economic wellbeing. 

The result of the third model (from table 4), which utilizes the pooled data, reveals that the 

coefficients of the two independent variables are 0.07 and 0.06 for public sector pension 

contributions and private sector contributions respectively; which are all positives. These 

indicate a positive impact of each of public and private sectors‘ contributions on the Nigerian 

populace economic wellbeing within the entire periods covered in this study. However, the p-

values of each of the two variables (0.17 and 0.08 for PFCPS and PFCVS respectively) show 

no significant impact on the people‘s economic wellbeing. But the F-stat (p-value) of 0.00 

indicates a joint significant impact of the two variables (taken together) on economic 

wellbeing of the Nigerian populace. 

The results of the Durbin Watson statistics for the three models are 2.05, 1.52 and 1.58 for 

models 1, 2 and 3 respectively. DW shows whether the time series data are free from 

autocorrelation. The rule of thumb is that test statistics vales in the range of 1.50 to 2.50 are 

relatively normal. Therefore, we infer that the data series used for the variables represented in 

the models are free from autocorrelation and thus support valid policy decisions made from 

the findings of this study.  

D. Test for Structural Break using Chow Statistics  

To establish the likely effect of the change in pension reform acts (from 2004 Act to 2014) on 

the pension fund administration in Nigeria against the backdrop of its likely impact on the 

populace economic wellbeing, Chow test was conducted; the result of the test is presented on 

table 5. 

Table 5: Result of Chow Statistics  

Chow Breakpoint Test: 2014   

Null Hypothesis: No breaks at specified breakpoints 

Varying regressors: All equation variables  

Equation Sample: 2008 2019  

     
     F-statistic 5.046191  Prob. F(3,6) 0.0444 

Log likelihood ratio 15.11208  Prob. Chi-Square(3) 0.0017 

Wald Statistic  15.13857  Prob. Chi-Square(3) 0.0017 

     
     Source: E-View (Version 7) Statistical Output, 2020. 

The result of table 5 shows that both F-statistics and Wald Statistics are significant with p-

values of 0.04 and 0.00 respectively which are individually less that the significance level of 

0.05. This clearly indicates that a structural break existed in the values of pension funds 

contributions in Nigeria as a result of the relegation of the 2004 PRA for 2014 PRA. 

 

 



Proceedings of the 14th Annual International Conference 

 552 

5. SUMMARY AND DISCUSSION OF FINDINGS 

From the analysis conducted, this study found that pension fund contribution by public sector 

has no significant impact on the economic wellbeing of Nigerian populace under the 2004 

and 2014 Pension Reform Acts (PRAs). In the same vein, pension fund contributions by 

private has no significant relationship with economic wellbeing of the Nigerian populace 

under the 2004 and 2014 PRAs.  

The total pension fund contributions (public & private sectors contributions) significantly 

impacted on the economic wellbeing of the people during the 2004 PRA regime but has not 

shown any significant impact during the 2014 PRA regime. This finding supports Nwanne 

(2015) to the extent of their finding that pension funds have significant impact on economic 

growth but disagrees with the study to the extent that the significant impact is negative. 

Total Pension fund contributions since the 2004 PRA to date has exerted significant impact 

on economic wellbeing of Nigerians. This finding is consistent with Ijeoma and Nwufu 

(2015) who found that there exists a strong positive linear relationship between the 

contributory pension expenditure and the gross domestic product in Nigeria; it also agrees 

with Tijani and Adekunle (2018) who found that a contributory pension funds asset has 

significant impact on Nigeria economic growth while population of pensioners has no 

significant impact on the growth of Nigeria economy. 

A structural change existed in pension fund administration in Nigeria due to the relegation of 

2004 PRA for 2014 PRA. Comparatively, pension fund contributions under 2004 PRA 

regime supported economic wellbeing better than the 2014 PRA periods.    

6. CONCLUSION AND RECOMMENDATIONS 

Based on the findings from the analysis, the study concludes that pension fund administration 

in Nigeria since the enactment of the 2004 Pension Reform Act (PRA) has supported better 

economic fortunes of the Nigerian populace; however, the replacement of the 2004 PRA with 

the 2014 PRA resulted to a structural change in the administrations of pensions in Nigeria. 

Comparatively speaking therefore, the pension fund contributions in Nigeria under the 2004 

PRA regime support the economic wellbeing of the Nigerian populace better than what is 

obtainable under the current pension refund act (2014 PRA), despite the numerous provisions 

in the 2014 PRA aimed at enhancing pension fund administration in Nigeria. 

In view of the foregoing, the study recommends as follows: 

i. The national pension commission (PENCOM) should carry out more awareness 

campaign on the operations of pensions schemes in Nigeria. 

ii. A more targeted approach should be adopted to increase the total number of persons 

within the pension net particularly from the private sector. 

iii. PENCOM should consider reviewing some sections of the Act that tend to affect the 

number of persons under the pension scheme, especially from the private sector; for 

instance, the minimum threshold of 15  employees for private sector employers to 

participate in the Scheme (which was previously 5 under the 2004 PRA); this would the 

number of participants in the scheme. 
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APPENDIX 

OLS REGRESSION ANALYSIS RESULTS 

For Model 1 

Dependent Variable: LOGRGDPPC04  

Method: Least Squares   

Date: 10/27/20   Time: 18:24   

Sample: 2008 2013   

Included observations: 6   

     
     Variable Coefficient Std. Error t-Statistic Prob.   

     
     C 4.701569 0.148602 31.63873 0.0001 

LOGPFCPS04 0.131775 0.057141 2.306132 0.1044 

LOGPFCVP04 0.026987 0.064994 0.415228 0.7059 

     
     R-squared 0.922518     Mean dependent var 5.533477 

Adjusted R-squared 0.870864     S.D. dependent var 0.030177 

S.E. of regression 0.010844     Akaike info criterion -5.903484 

Sum squared resid 0.000353     Schwarz criterion -6.007604 

Log likelihood 20.71045     Hannan-Quinn criter. -6.320286 

F-statistic 17.85938     Durbin-Watson stat 2.053694 

Prob(F-statistic) 0.021567    

     
     

Source: E-View (Version 7) Statistical Output, 2020. 
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For Model 2 

Dependent Variable: LOGRGDPPC14  

Method: Least Squares   

Date: 10/27/20   Time: 18:27   

Sample: 2014 2019   

Included observations: 6   

     
     Variable Coefficient Std. Error t-Statistic Prob.   

     
     C 5.967714 0.502622 11.87317 0.0013 

LOGPFCPS14 -0.157978 0.066147 -2.388276 0.0969 

LOGPFCVP14 0.081240 0.091025 0.892503 0.4379 

     
     R-squared 0.655405     Mean dependent var 5.563926 

Adjusted R-squared 0.425675     S.D. dependent var 0.013599 

S.E. of regression 0.010306     Akaike info criterion -6.005406 

Sum squared resid 0.000319     Schwarz criterion -6.109526 

Log likelihood 21.01622     Hannan-Quinn criter. -6.422208 

F-statistic 2.852940     Durbin-Watson stat 1.515040 

Prob(F-statistic) 0.202285    

     
     

Source: E-View (Version 7) Statistical Output, 2020. 

 

For Model 3 

Dependent Variable: LOGRGDPPC_POOLED  

Method: Least Squares   

Date: 10/27/20   Time: 18:31   

Sample: 2008 2019   

Included observations: 12   

     
     Variable Coefficient Std. Error t-Statistic Prob.   

     
     C 4.884794 0.175221 27.87798 0.0000 

LOGPFCPS_POOL

ED 0.069426 0.046842 1.482130 0.1724 

LOGPFCVP_POOL

ED 0.055322 0.027542 2.008659 0.0755 

     
     R-squared 0.713597     Mean dependent var 5.548701 

Adjusted R-squared 0.649952     S.D. dependent var 0.027401 

S.E. of regression 0.016212     Akaike info criterion -5.193807 

Sum squared resid 0.002365     Schwarz criterion -5.072580 

Log likelihood 34.16284     Hannan-Quinn criter. -5.238689 

F-statistic 11.21215     Durbin-Watson stat 1.582296 

Prob(F-statistic) 0.003601    

     
     Source: E-View (Version 7) Statistical Output, 2020. 
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Abstract 

Production improvement function had existed in the Nigerian manufacturing industry over 

the years but had failed to deliver the promised goods of accelerated development of the 

economy. It was further identified that the age of the firm moderates the effect of the 

production improvement function on the corporate productivity performance of firms in the 

manufacturing industry.  This paper therefore investigates the extent to which the age of 

firms has moderated the effect of production improvement function on the corporate 

productivity performance of the Nigerian manufacturing industry. In this respect, production 

improvement function has the dimensions of production planning, scheduling and control 

while the corporate productivity performance is measured in the areas of cost minimization, 

enhanced equity capital and growth, under the moderation of  age contexts of the 

organization.  The hypothesis was formulated and questionnaire were distributed to eighty 

respondents in the eighty sampled manufacturing firms from the one hundred in the industry, 

quoted in the Stock Exchange (Fact Book 2018). Sixty two copies of the questionnaire were 

retrieved. These with the financial statements of the firms were used for the analysis. From its 

findings, the study revealed that age of the firms truly significantly moderate the relationship 

between productivity improvement function and corporate productivity performance of 

Nigerian manufacturing industry. This finding implies that firm’s age did not significantly 

affect the corporate productivity performance of firms directly but moderates. Based on 

these, the study recommends among others, that the Nigerian manufacturing industry should 

totally be overhauled, especially in the areas of technical, entrepreneurial and economic 

knowhow, in order to realign and restore the industry from total collapse. 

Keywords: Age, Production Improvement Function, Corporate Productivity Performance 

 

Introduction 

The current gale of de-industrialization in African countries especially as it concerns Nigeria 

brought to the fore the conviction of Ezekwesili (2009) that the greatest wealth is less than 

the least idea (Umoh & Wokocha, 2013). Eleanya (2009) contends that man by nature is a 
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labourer as he must labour to produce the materials for his daily existence. Ake (1983) 

concluded that in spite of the prodigality of nature, man will soon die if he does not labour to 

transform the raw materials of nature to food, shelter, clothing and other essentials of life. 

Eleanya (2009) went further to state the fact that stable European and American states have 

industries which provide a platform for the citizens to be gainfully employed and usefully 

engaged hence removing a large segment of the population from, hunger, want, poverty, 

penury, anger and thus the possibility of being available for recruitment as political thugs, 

miscreants and possibly instigators of political, economic and social instability and 

ultimately, revolution.  

Jain and Aggarwal (2008) exposed that the dimension of PIF has become an increasingly 

significant priority for production management and operations research studies. This lends 

support to Pineda‘s (2009) argument that over forty-two years of research in production 

management and operations research has been done to investigate how PIF influences CPP 

in the industrially advanced economies. This also corroborates Genesca and Grifell (1992) 

observation that PIF has been seen as one of the most important predictor variables in the 

study of problems in production management and operations research in the last three 

decades, but as in Umoh and Wokocha (2014:9) subject to contextual variable like the age of 

the firm. With the dynamic nature of the business world that is characterized by rapid 

changes and intense global competition, it is expected that PIF will continue to feature 

prominently in production management and operations research studies (Johnson and 

Montgomery, 2009; Lipesy and Chrystal, 2006). 

This global trend of de-industrialization of developing economies is also true in most 

Nigerian industries. For instance, As Blau (1994) once remarked, most management in sub-

Sahara African countries exhibit the tendency of poor Production Improvement Function 

(PIF) in their organisational production activities. Jackson (2002) argues that the result is 

lack of commitment to production activities by production and operations‘ employees. This is 

similar to what Okpara (2004) and Aluko (2004) identified amongst other Nigerian workers. 

Reflecting on this sad state of things in Nigeria, Dike (2004) revealed that the most glaring of 

the deficiencies suffered by the Nigerian work system is the lack of motivation which 

manifests in production decline in productivity. The lack of worker‘s commitment is usually 

seen as pointed out by Ahiauzu (1999) in low worker‘s morale, absenteeism, lateness to 

work, increased cases of product error, industrial accidents and sabotage. We have observed 

these to be part of the bane of PIF and Corperate Productivity Performance (CPP) in the 

Nigerian Manufacturing industry. 

In the light of the current experience, it seems Nigeria cannot attain the noble objective of 

being among the twenty developed economies in the next eleven years as projected in the 

present administration‘s Vision 20-20-30 with existing, industrial collapse, idle investment, 

massive unemployment, de-skilling and de-industrialization in general. There is therefore 

need to collectively sustain the pressure and advocacy for friendly business environment, 

stable macro-economic policies, consistent, clear and focused industrial strategy that will 

provide support and incentive for manufacturing activities, ensure value addition and job 

creation, to give the economy the required organizational Corperate Productivity 

Performance (CPP) of profit maximization/cost minimization, enhanced equity capital and 

economic growth and development in general. 

Production is a process or procedure developed to transform a set of inputs like men, 

materials, capital, information and energy into a specified set of output like finished products 

and services in proper quantity and quality, thus achieving the objectives of an enterprise‘ 



Proceedings of the 14th Annual International Conference 

 558 

(Vollman et al, 2007; and Jain and Aggarwal, 2008). The production system likewise is the 

design process by which elements are transformed into useful products. A process then is an 

organized procedure for accomplishing the conversion of inputs into output. Production is 

effective if an appropriate and efficient PIF technique is in place. 

Literature Review 

Research evidence has shown that in Singapore, South Korea, Indonesia, Thailand and 

Malaysia the manufacturing sector contribution to Gross Domestic Product (GDP) of these 

countries is well over sixty percent (60%). These are countries that have through massive 

industrialization joined the class of world industrialized nations. Indeed, China which is about 

eleven (11) years older than Nigeria, it‘s manufacturing share of GDP is as high as eighty 

percent (80%). As at today manufacturing sector's contribution to GDP in Nigeria is less than 

three percent (3%). This is a problem. It is now obvious that one of the key components of 

the then President Yar‘Adua‘s  2012 Seven Point Agenda is employment and wealth 

generation.   

In the wake of 2008, the world experienced a depression which settles for the global 

economic meltdown and Nigeria was not left out. In 2016, Nigerian economy experienced a 

RECESSION. This is a situation when the economy declines significantly for at least six 

months. That means there‘s a drop in the following five economic indicators: real GDP, 

Income, Employment, Manufacturing, and retail sales. People often say a recession is when 

the GDP growth rate is negative for two consecutive quarters or more. Nigeria‘s economic 

situation was in ―its worst possible time‖, according to the then Honourable Finance Minister, 

Mrs Kemi Adeosun. The inflation rate shrank at 17.1%, The GDP had contracted by 2.06%, 

the economy by 0.36%. The National Bureau of Statistics (NBS) had released a report on 

Nigeria‘s economy in the second quarter, including the Gross Domestic product (GDP), 

Inflation, Employment, and Unemployment, Capital Importation and other key fundamentals. 

Oil price had crashed to less than $50 per barrel; Nigeria‘s production output had tumbled 

over 400,000 barrels due to militancy activities in Niger Delta region. Oil production 

plummeted to 1.69 million barrels per day in the second quarter of 2016, down from 2.11 

million barrel per day in the first quarter, with oil – based GDP contracting by 17.5% in 

quarter two compared to 1.9% in the first quarter. Naira remained at record low of #423 per 

dollar in the black market, as dollar exchange for 365.25 in the interbank market. On 

Employment; 4.58 million Nigerians had become jobless since the previous year, adding 2.6 

million to unemployment figures of 1.46 million recorded in the third quarter of 2015 and 

518.102 in the fourth quarter of 2015. According to reports during the reference period, the 

unemployed in the labour force increased by 1,158,700 persons, resulting in an increase in 

the national unemployment rate to 13.3% in Q2 2016 from 12.1 in 2016, 10.4% in 2015 from 

9.9% in Q3 2015 and from 8.2% in Q2 2015. The value of capital imported into Nigeria in 

the second quarter of 2016 was estimated to be $647.1 million, which represents a fall of 

75.73% relative to the second quarter 2015. This provision figure would be the lowest level 

of capital imported into Economy on record, and would also represent the largest year on year 

decrease. This would be the second consecutive quarter in which these records have been set, 

with the economy facing stagflation. It can therefore be deduced that the recession was 

hydra-headed. The economy plummeted in these dimensions till 2020 when the world 

economy was brought to its knees by the outbreak of the Corona Virus (COVID-19) 

Pandemic. 
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With many Nigerians made unemployed by COVID-19, combined with lower volumes of 

exports such as oil, Nigeria's economy has contracted by 6.1% year on year in the second 

quarter of this year (2020). 27% of Nigeria‘s labour force (over 21 million Nigerians) is 

unemployed. There‘s also little sign of a quick turnaround in Nigeria‘s economic woes as the 

World Bank predicts that Africa‘s most populous country is set for its worst recession in four 

decades.( https://www.weforum.org/agenda/2020/08/). 

The effect the corona virus pandemic has had on Africa‘s largest economy is starting to show 

in data. Nigeria‘s economy contracted by 6.1% year on year in the second quarter of this 

year, latest reports from Nigeria‘s statistics bureau show. The dip follows thirteen quarters of 

positive but low growth rates. The -6.1% decline is also Nigeria‘s steepest in the last 10 

years. As with most other economies around the world, the sharp drop in Nigeria‘s GDP 

growth is largely down to the slowdown in economic activity after the country resorted to a 

lockdown back in April to curb the spread of the virus. In the wake of the pandemic the 

World Bank forecast a decline of -3.2% for 2020—a five percentage point drop from its 

previous projections. While the lockdown has since been eased in the wake of ―heavy 

economic costs,‖ the continued rise in cases—especially in Lagos, Nigeria‘s economic hub—

means the local economy is yet to fully re-open. So far the country has recorded just over 

52,000 cases and 1,002 deaths. (https://www.weforum.org/agenda/2020/08/) 

But Nigeria‘s economy has also been crippled by external factors too as the corona virus 

pandemic resulted in a near-total shutdown of economic activity around the world. The 

accompanying steep drop in oil prices amid a drop in global demand left Nigeria drastically 

shorn of earnings given its dependence on the commodity as its biggest revenue source. For 

context, the United States slashed its Nigerian crude oil imports oil by 11.67 million barrels 

in the first five months of 2020, compared to what it bought in the same period of 2019. In 

fact, in the second quarter of 2020, local oil production dropped to its lowest since 2016—

when Nigeria endured a full year of negative growth. 

 
Thirteen quarters of positive growth rate came crashing down in a matter of months. 

Image: Quartz 

The latest economic data shows Nigeria‘s government continues to fall far short of 

projections in its Economic Recovery and Growth Plan, created in the aftermath of the 2016 

recession to set out aggressive growth targets from 2017 to 2020. There‘s also little sign of a 

https://qz.com/africa/1850491/nigeria-lifts-coronavirus-lockdown-amid-rising-cases/
https://qz.com/africa/1850491/nigeria-lifts-coronavirus-lockdown-amid-rising-cases/
https://qz.com/africa/1842981/nigerias-future-without-oil-looks-bleak-time-to-diversify/
https://qz.com/africa/1842981/nigerias-future-without-oil-looks-bleak-time-to-diversify/
https://www.oilandgas360.com/us-slashes-nigerian-oil-imports/
https://qz.com/africa/989805/nigerias-economy-has-been-in-recession-for-the-fifth-consecutive-quarter/
https://qz.com/africa/1624604/nigeria-economy-not-matching-government-projections/
https://qz.com/africa/1895582/nigeria-economy-gdp-drops-6-1-percent-in-q2-2020/
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quick turnaround in Nigeria‘s economic woes as the World Bank predicts Africa‘s most 

populous country is set for its worst recession in four decades. 

 
The United States slashed its Nigerian crude oil imports oil by 11.67 million barrels in the 

first five months of 2020. 

Image: Quartz 

The details of Nigeria‘s economic contraction also come barely a week after a grim report on 

unemployment rates which showed 27.1% of Nigeria‘s labor force (21.7 million Nigerians) 

are unemployed. 

Some early reports in the media on the COVID-19 pandemic were a cause for alarm. China, a 

leading manufacturing nation, was running out of personal protective equipment (PPE) 

following the unprecedented outbreak, including medical aprons, gowns and coveralls as well 

as gloves, masks, respirators and goggles. 

China's economy suffered, too, and that became the story of many countries around the world 

once the World Health Organization (WHO) announced that COVID-19 had become a 

pandemic. To date the disease has killed more than 745,000 people across the world, with 

more than 20.5 million people infected. (https://www.weforum.org/agenda/2020/08/ ). 

In Nigeria, many watched news about the COVID-19 outbreak like detached movie 

audiences – until the nation recorded its first case on 27 February. Still, reality did not kick in 

until cases began to climb in the weeks afterwards, forcing the Nigerian government at the 

state and national levels to impose lockdowns from the end of March. The impact of these 

measures was more pernicious than anticipated. Many business owners are licking their 

wounds following the month-long lockdown, with inevitable courses of action such as cutting 

down their workforces, work hours, budgets and salaries. Businesses that pose a high risk of 

COVID-19 infections remain grounded as their owners strategize new business models and 

modes of engagement. (https://www.weforum.org/agenda/2020/08/ ). 

Small, independent manufacturers could be crucial to reshaping industry post-COVID 

The impact of the corona virus has shown us that things may be about to change. The 

global spreading of the supply chain in the pursuit of efficiency that was celebrated for years 

has put countries into difficult situations. In the U.S. for example, producers of the tests for 

corona virus saw their production coming to a halt due to missing inputs - often the most 

elemental simple parts in the entire process - sourced from China. 

https://www.worldbank.org/en/news/press-release/2020/06/25/nigerias-economy-faces-worst-recession-in-four-decades-says-new-world-bank-report
https://qz.com/africa/1892237/nigerias-unemployment-rate-tripled-in-five-years/
https://www.worldometers.info/coronavirus/
https://www.bbc.co.uk/news/world-52526923#:~:text=The%20lockdown%2C%20imposed%20on%2030,indoors%2C%20except%20for%20essential%20journeys.
https://www.nytimes.com/2020/01/29/business/china-coronavirus-economy.html
https://qz.com/africa/1895582/nigeria-economy-gdp-drops-6-1-percent-in-q2-2020/


The Academy of Management Nigeria 

 561 

As people make predictions about the world after corona virus, some wonder if we might see 

the reversal of globalization, as companies work to make their supply chains more resilient 

and local, and we see the drive to Industry 4.0. The call for such change began even before 

COVID, with the tariff war, but is more urgent now as the geopolitical and regulatory 

environment is increasing pressure on manufacturers to consider more agile and flexible 

approaches. A new approach could give manufacturers the resilience they need to thrive in a 

new context. 

Understanding Industry 4.0 

Industry 4.0 refers to the use of many innovative technologies - sensors, machine learning, 

IoT - to seek a new type of manufacturing efficiency. Where traditional manufacturing 

spreads production across the world and enable cheaper units of labour, Industry 4.0 ensures 

individual machines, and even entire factories, can communicate with each other in real time 

to orchestrate their co-existence in an optimal way. 

In this new phase of manufacturing, sourcing, ordering and transportation are automated, thus 

error-less, while the new levels of transparency will help make better management decisions 

and promote higher ecological standards. With this approach, it is possible to create more 

flexible processes, reconfigure more quickly and simply predict better what will happen by 

linking more closely with suppliers and customers. Elimination of downtimes and the ability 

of production customization to the last element are among some of the other aspects that this 

deeper interconnectedness brings. 

The impact of coronavirus - this new-found urgency to become more resilient - will 

accelerate this shift toward simplification of processes. Experts predict that the virus could be 

with us for years. As countries find new ways to manage life with the virus, remote factories 

could become less attractive, replaceable by smaller, regional operations as response times 

become faster and holding large inventories becomes unnecessary. 

Changes underway 

Openness to this approach is already in place. A survey cited by Harvard Business Review, 

for example, shows that collaboration across supply chains is widely recognized by 

manufacturers as the means to address ―rapidly evolving and increasing customer needs‖. 

This is one of the ways in which we can make even localized production work as the 

reduction in costs from externalities, process halts and production stops would outweigh 

higher costs of inputs from local suppliers. 

In the past five years, technologies like 3D printing gave a taste of what is about to come by 

compartmentalizing previously complex production processes. Tesla, for example, is widely 

recognized for its innovative manufacturing processes, using 3D printed components in 

places where other automakers would have to use a more complex, costly and hard to make 

combination of parts or elements. Signs of this shift were seen before the virus emerged 

as micro factories sped the creation of everything from buses to breweries. Such changes 

make manufacturing more accessible to a wider range of entrepreneurs and help makers 

customize their products to local markets while cutting down on distribution time and 

transport emissions. 

These changes are best driven from the level of smaller independent manufacturers because 

they can adopt changes quicker and at a lower marginal investment. Their supply chains are 

also less complex with fewer interdependencies. 

https://hbr.org/sponsored/2019/11/manufacturing-next?utm_campaign=hbr&utm_source=facebook&utm_medium=social
https://www.3dprintingmedia.network/tesla-shows-massive-generatively-designed-3d-printed-part-in-model-y-underbody/
https://www.weforum.org/agenda/2019/06/localized-micro-factories-entrepreneurs-and-consumers/
https://www.weforum.org/agenda/2019/06/localized-micro-factories-entrepreneurs-and-consumers/
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The challenge ahead 

Despite the recognized benefits of industry 4.0 and the wider appreciation that this trend 

represents for the future, smaller manufacturers do face challenges in its implementation. For 

one, management at small manufacturers don‘t have access to often benevolent capital 

markets to raise funds. ―Pilot purgatory,‖ as noted in the Harvard Business Review, is another 

hurdle. Companies can sometimes conduct small-scale pilots to respond to industry pressures 

and trends, but fail to scale those solutions up to truly change wider processes. To be sure, the 

economic climate will play a key role. Some might hesitate to invest in new solutions during 

uncertain times while others might be wary to fulfill what they foresee to be a short-term 

need in localized production. Smaller manufacturers might be especially vulnerable during 

this time and, indeed, many will be fighting for survival. Still, the greatest opportunities often 

arise in times of crisis, when those who act can dominate their segments, and even create 

completely new categories. The COVID-19 crisis exposed gaps and challenges that need to 

be rectified, and for the first time, smaller players have an advantage over large corporations 

that are hurting from the trade wars and general geopolitical upheaval. It‘s possible we may 

be at a forefront of another manufacturing renaissance, just one in a local setting. While 

shipping containers made way for globalization, Industry 4.0 and a new wave of technologies 

and solutions might be sparked in an equally surprising way: by the corona virus. 

The European, American and Asian States did not just relax and watch the crisis wreck their 

economies. Every little effort put forward by these countries to revamp their manufacturing 

sectors yielded fantastic result, either by the public, private or both sectors. The reverse is the 

case in Nigeria, where huge amount of the peoples‘ resources are being pumped into the 

manufacturing sector and no visible result is recorded. Instead the sector is seriously 

declining. 

Consider the Nigerian automobile industry: In 1980, Nigerians rode in locally assembled 

cars, buses and trucks: Peugeot cars in Kaduna and Volkswagen cars in Lagos. Leyland in 

Ibadan and ANAMCO in Enugu produced buses and trucks while Steyr Motors at Bauchi 

produced our agricultural tractors. It was not just the assemblage of the vehicles, components 

of the vehicles were also produced: Vono products in Lagos produced the seats, Exide in 

Ibadan produced the windshields, Ferodo in Ibadan produced the brake pads and discs, tyres 

were produced by Dunlop in Lagos and Mitchelin in Port Harcourt, using the rubber from 

rubber plantations in Rivers State. These age long firms and others are history now. The 

Nigerian economy has lost this economies of age, experience and scale. 

Jain and Aggarwal (2008) state that, every manufacturing activity requires resource input in 

terms of men, materials, capital and machines. They went further to state that in any business 

that produces a product or service production activity must be related to market demands as 

indicated by the continuous stream of customers' orders. It follows therefore that for 

maximum effectiveness, this must be done in such a way that customers‘ demands are 

satisfied, but at the same time production activities are carried on in an economic manner. 

The process of developing this kind of relationship between market demands and production 

capability is the function of PIF which has been described as the process of planning, 

scheduling and control. PIF can be effected principally through the management of 

workflow, inventories and backlogs, and changing levels of operation (Winston, 2004; Hillier 

and Lieberman, 2005; Jain and Aggarwal, 2008). Buffa (1975) had maintained that this tool 

is indispensable in any firm irrespective of size and complexity. It is with the understanding 

and application of this basic tool that advanced countries had contained the global economic 

crisis that would have ravaged their economies. They took advantage of the contextual 

https://hbr.org/sponsored/2019/11/manufacturing-next?utm_campaign=hbr&utm_source=facebook&utm_medium=social
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variable – age of their firms to harness the economies of scale, age, localization and 

globalization. 

It is the understanding, design and application of these techniques that form the focal concept 

of this research in the Nigerian state. If the manufacturing sector of the Nigerian economy is 

seriously declining in its contribution to GDP, then there is probably the problem of 

understanding, design and application of PIF in the Nigerian economy-especially in the real 

sector where manufacturing is predominant, subject to firm‘s age. The object is to enhance 

business organisational goals of cost minimization, profit maximization, enhanced equity 

capital and growth. There are no excuses whatsoever that Nigeria can give for not 

accomplishing same, like other economies with her existing human and economic resources 

(Jain and Aggarwal, 2008). 

This research is looking at existing models and techniques to find out if they are applied 

anywhere in the industries under study. The study also seeks to establish how suitable such 

models might be in the context of the Nigerian economy. It is argued that the existing models 

could not have been developed with the Nigerian economy in mind, or that our economy 

lacks proper understanding of such models, thereby being unable to adapt it for application in 

the Nigerian economy.(Umoh and Wokocha, 2014). 

Theoretical Foundation.  

The theoretical foundation of this work as in Umoh & Wokocha (2013), is based on the 

production function which technically explains the direct relationship between quantity of 

output produced and factors of production, subject to constraints in a given period of time. In 

that case, output is dependent upon factors of production available. Hence output is the 

criterion variable, factors of production are the predictor variable and the constraints are the 

moderating variables. Based on this, as adopted from Umoh & Wokocha (2013) & (2014), 

three key variables were focussed upon in this study, namely, the Criterion Variable – CPP 

and the Predictor Variable – PIF and the moderating Variable – A. We defined CPP as 

measured by cost minimization, enhanced equity capital and growth. In the same way, PIF 

has its dimensions of production planning, scheduling and control; and A as age of firm. It 

was assumed that the practice of PIF will trigger CPP through its dimensional effects on cost 

minimization, enhanced equity capital and growth subject to A. The objectives and the 

research questions for the study were drawn from the hypothesized relationships between the 

predictor, moderating and criterion variables. The conceptual framework assumes a straight 

line relationship between the predictor variable and the criterion variables subject to the 

moderating variable. The conceptual framework, which is unidirectional, indicates that CPP 

is a function of PIF and that the functional relationship is moderated by the contextual factor 

(CF) which is the age of firm (A).  

This is represented in the following mathematical model, as developed in Umoh & Wokocha 

(2013):  

CPP = ƒ(PIF) CF(A)  

CPP = Corporate Productivity Performance.  

PIF = Production Improvement Function. 

CF = Contextual Factor (A) 
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From the conceptual framework, CPP is measured by the level of cost minimization, 

enhanced equity capital and growth. The framework also shows the dimension of PIF as 

production planning, scheduling and control. It also shows the moderating influence of firm‘s 

age (A). Consequently our mathematical model can be expanded thus:  

CPP = ƒ(p,s,c)a.  

Where:  

p = planning 

s = scheduling 

c = control 

a = age of firm  

Methodology 

The cross sectional survey design is considered most appropriate because what is being 

investigated is experiences (Anwuluorah, 1987). Again the range of issues and inter-relations 

are numerous and diverse. 

The study is also a causal study that is intended to identify the effect of the application of PIF 

on CPP subject to S in the manufacturing industry. The design is expected to reveal, with the 

moderation of S the relationship between PIF and CPP. The purpose of a cross-sectional 

survey therefore is to generate a body of data in connection with two or more variables, and 

to examine and identify patterns of association (Nachimias, and Nachimias, 1981). This 

design meets our purpose and enables us to generalize from the result of our sample for the 

entire population. Furthermore, the causal investigation is adopted in this study and is built 

around the purpose of hypothesis testing in which we examined, subject to A the causal 

relationship between PIF and CPP in a non-contrived setting.  

Population of the Study  

The population consists of those manufacturing companies quoted in the Nigerian Stock 

Exchange (NSE) fact book of 2018. A total of one hundred (100) manufacturing companies 

were identified, but a sample of eighty (80), using Taro Yamen‘s formular, was drawn for the 

study, using stratified random sampling method. In this case, the proportional allocation 

approach was used firstly to determine the number of companies in each stratum (sector) as 

classified by the Nigerian Stock Exchange (NSE) Factbook of 2018. (Umoh & Wokocha 

2013). Thereafter a simple random sampling technique was used to select members of the 

sample frame from each stratum (sector), as shown below: Agric/Agro Allied, 5; Automobile 

and Tyre, 2; Emerging Markets, 7; Engineering Technology, 2; Food/Beverages, 12; 

Conglomerates, 4; Computer and Office Equipment, 2; Breweries, 6; Building Materials, 5; 

Chemicals and Paints, 6;  

Healthcare, 6; Industries/Domestic Products, 6; Machinery (Marketing), 1; Packaging, 7; 

Petroleum, 6; Textiles, 1; and Printing/Publishing, 3. 

As in Umoh and Wokocha (2013), a total of 81 companies emerged from the proportional 

allocation approach as a result of approximation error.  In order to eliminate one company, 

the researcher focused on the automobile and tyre sector and computer and office equipment 

sector since they have the least equal number of companies with the smallest approximations 

(i.e. 2 and 1.6 respectively).  A simple random sampling was initially used to eliminate one 

company and a company in the automobile and tyre industry was eliminated.  After the 

allocation was set right, a simple random sampling technique was used to select members of 
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the sample.  This method was considered suitable so as to give every member of the 

population an equal chance of being selected. This was done by having a check list of all the 

companies that were selected from each of the sectors. Names of the companies were written 

on a piece of paper raided and placed in a bowel. The bowel was rotated for proper mix-up, 

thereafter a blind folded person asked to pick eighty (80) papers from the bowel one at a time. 

Data Collection Methods  

Following Umoh & Wokocha (2013), primary and secondary sources of data collection were 

explored for this study. The primary data were gathered through the administration of 

questionnaire designed using Five-Point Likert-Scale. While the secondary data were sourced 

from the companys‘ financial statements as reported in the Nigerian Stock Exchange 

Factbook of 2018. The structured questionnaire containing questions relating to PIF with 

dimension such as production planning, scheduling and control, as it affects CPP of firms in 

the Nigerian manufacturing industry, moderated by the firm‘s sizes, were served on chief 

executives or senior managers in the production and operations department. The copies of the 

questionnaire were administered personally and online (where applicable) by the researcher 

to the respondents. Sixty two (62) copies of the questionnaire were retrieved and analyzed. 

To generate the qualitative data, we adopted an in-depth personal interview through the use 

of open ended questions designed to clarify certain issues and obtain further intricate details 

about the phenomena under investigation which were difficult to capture through the 

structured questionnaire. Sometimes, since the interviews were conducted after copies of the 

questionnaire with their responses had been retrieved, the interview was also used as a 

confirmatory test of some of the responses especially those that were not clear. We observed 

the operations in the study units. Here, we adopted the socio-technical systems model 

(Susman and Evered, 1978). In this respect, the system's framework guided the collection of 

facts so that they were organized into an integrated whole about boundaries, transformation 

of inputs into outputs and the climate of the operations environment. Secondary data were 

generated from textbooks, journals, company bulletins, annual reports of firms and 

professional bodies. These materials were reviewed to obtain relevant information, but for 

this analysis the companies‘ annual reports for six years were used to generate data for the 

criterion variables about each organization and the phenomena we were studying.  

Research Hypothesis  

In undertaking this study, we were guided by the following hypothesis:  

Ho: The age context of the organisation does not significantly moderate the effect of PIF 

on Corporate Productivity Performance in the Nigerian Manufacturing Industry. 

Guide To Decision 

This section, as in Umoh & Wokocha (2013), provides a verification of the hypothesis that 

was stated earlier using the simple linear regression analysis.  

H0: The age context of the organization does not moderate between productivity 

improvement function and productivity performance in the Nigerian manufacturing 

industry. 

In testing this hypothesis, firm‘s age was regressed with productivity performance 

(operational efficiency, equity capital and net profit before tax) of the selected companies.  

The result obtained is presented in the table below;  
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Table: Influence of Age in Moderating the Relationship between Productivity 

Improvement Function and Productivity Performance  

Statement Variables Values 

Co-efficient of correlation  0.824 

Co-efficient of determination   0.691 

t-statistic  3.287 

p-value 0.006 

Intercept  212682.507 

Partial Regression Co-efficient  49067.669 

Source; SPSS Version 16 Window Output 

 

The table shows an R-value of 0.824, which indicates a strong influence of firm's age in 

moderating the relationship between productivity improvement function and productivity 

performance. The analysis shows that changes in firm‘s age influence productivity 

improvement function and account for about 69.1% variation in productivity performance, 

hence the model is a good fit. More so, since the P-value (0.006) is less than 0.025 for a one-

tailed test, it indicates that the age context of the organization significantly moderate between 

productivity improvement function and productivity performance in the Nigerian 

manufacturing industry. The null hypothesis was therefore rejected. 

DISCUSSION OF FINDING 

The logical question one may ask at this point is ―what do the research finding entail‖? 

Therefore, this section of the study is focused on a detailed discussion of the research finding 

by relating them one after the other to previous studies. 

Perceived Moderating Variable (age of firm) and the relationship between Production 

Improvement Function and Corporate Productivity Performance 

The firm‘s age was hypothesized in this study as moderating the influence of the relationship 

between production improvement function and productivity performance. The finding of this 

study show that age of the firm, influences the level of production improvement function and 

consequently lead to increase in operational efficiency, equity capital and firm‘s growth. An 

increase in the level of a firm‘s age, influence the level of production, improvement function 

and consequently lead to increases in operational efficiency, equity and capital and firm‘s 

growth. Hence the age of the firm influence production planning, scheduling and control and 

causes about 69.1% positive change in corperate productivity performance. 

These findings lend credence to Aluko et al (1998) who reported that age of a firm is a source 

of productivity increases. Yeyu (2004) claimed that older firms tend to be less involved in 

production planning scheduling, and control and therefore does not significantly moderate the 

relationship between production improvement function and productivity. Obot and Gang 

(2009) also claimed that when a firm is old, it tends to do things in the traditional way but 

new firms are more likely to adapt to operational changes because there are no existing 

protocols and procedures. 

These various findings point to the fact that age of firms moderate the influence of the 

relationship between productivity improvement function and productivity performance. 
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Recommendations  

Based on these findings, and in tandem with Umoh & Wokocha (2013), the following 

recommendations were suggested;  

1) Since age of firm significantly moderates the degree to which production improvement 

function enhances corporate productivity performance, Nigerian manufacturing firms 

must with seriousness be involved in efficient, effective and formal planning of 

production activities and their implementation in the firm, to harness the economies of 

large scale production, age, localization of industries and globalization.  

2) There should be a formal relationship between the Nigerian manufacturing sector and the 

tertiary educational institutions, which has been designed to address this problem. This 

will go a long way to aid the implementation of research findings towards revamping and 

re-aligning the real sector of the Nigerian economy towards development.  
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Abstract 
Corporate social responsibility (CSR) as a promotional strategy, is gaining popularity 

among firms. CSR enables firms to satisfy the needs of the society through voluntary social 

interventions without neglecting their main purpose of generating profits. This study 

therefore examines consumers’ response to CSR initiatives of firms in terms of patronage and 

loyalty. Data were drawn, mainly through questionnaire, from 150 lecturers of government – 

owned tertiary institutions in Abia State, Nigeria. Analyzing the data using factor and 

regression analyses, the study unveiled that there is significant relationship between CSR 

activities of firms and consumers’ buying behaviour. In conclusion, CSR, as a promotional 

strategy, can positively influence consumer buying behaviour toward a firm. The study 

therefore advises firms to make use of all promotional tools at their disposal to reach their 

consumers with relevant information about the social responsibility credentials of their 

products and services.  

Keywords: Corporate social responsibility, brand relationship, consumer motivation, buying 

behaviour. 

 

Introduction 

Economic hardship and stress are being witnessed in many countries nowadays. Many 

countries are gradually sliding toward recession (IMF, 2017). This development has brought 

tremendous change in consumers‘ buying patterns (Boccia, Manso & covino, 2019); they are 

less wasteful, buy less of everything, delay purchase of durable products, and are deal prone 

(bargaining for lower prices more often than not). 

Ironically , as consumers in recession tighten their purchasing belts, firms in contrast, engage 

in a flurry of demand boosting strategies, if only to keep a float (Cundiff, 1975). One of the 

surviving strategies that most firms are using in the dwindling economic period is corporate 

social responsibility (CSR) – behaving ethically and making wider and larger contributions to 

society. CSR, as a part of marketing strategy, ensures that marketing activity benefits a firm 

as well as a societal cause ( Ghazzawi et al., 2016). 

The adoption of CSR, motivated by the will to win consumer confidence and by extension 

gain new market share, inevitably means additional costs for the firm involved. It is therefore 

mailto:ifony2005@gmail.com
mailto:talk2godsag@yahoo.com
mailto:asametuk@gmail.com
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fundamentally important to know if an average consumer is willing to buy a product because 

its producer is socially responsible. 

Research on identifying the antecedents of CSR and how they affect consumer buying 

behaviour has been conducted using different constructs, including brand awareness (Du, 

Bhattachrya & Sen, 2007; Mohr & Webb, 2005), brand attitude (He & Li, 2011) and brand 

satisfaction (Alvarado et al., 2010; Luo & Bhattacharya, 2006). However, none of these 

studies used an integrative approach. This study therefore bridges the gap by adopting 

consumer motivation as a reflective second-order construct shaped from the consumer‘s 

perspective. Therefore, the objective of our study is twofold – analysing the influence of the 

key construct (brand relationship) on consumer buying behaviour, and clarifying the motive 

behind the action. 

Literature Review  

The evidence of the interest of the business community in the social aspects of the society 

dates back to the mid-twentieth century (Carroll, 1979; van Marrewijk, 2003). Since then, 

there has been diverse conceptualization of CSR constructs. van Marrewijk (2003) sees CSR 

as the reflection of a new social contract between companies and society, while Carroll 

(1979) sees it as a reaction to the social pressures that companies now face. However, 

Vaaland, Heide and Gronhaug (2003) broadly define CSR as the management of stakeholder 

concern for responsible and irresponsible acts related to environmental, ethical and social 

phenomena in a way that creates corporate benefit.  

Extant literature claim that the firm‘s diverse stakeholders, including consumers, employees 

and investors, are increasingly inclined to act in ways that reward good CSR practices, as 

well as ways that reject and punish bad CSR practices (Du, Bhattacharya & Sen, 2010). With 

good CSR practices, firms can convert their loyal customers to brand endorsers (Bhattacharya 

& Sen, 2003). It is also believed that CSR action do not only improve sales, but can also 

make job seekers and potential investors to consider the firm as an attractive place to work 

and invest in, respectively (Rivera, Bigne & Curras-Perez, 2019). Therefore, CSR solidifies 

the relationships among the firm‘s stakeholders, expressed through rewards or loyalty (Quazi 

& O‘Brien, 2000). As a matter of fact, several studies (e.g. Boccia, 2016; Lin et al., 2016; 

Webb & Mohr, 1998) had shown that CSR techniques are used as both advertising elements 

to enhance or stimulate positive emotions, and as a means of containing consumers‘ aversion 

towards specific products through the provision of adequate commutation features that would 

trigger positive response from an emotional point of view. 

CSR has varied effects on consumers. Consumers react to CSR actions based on their level of 

knowledge of the congruence between consumer and firm and product and or brand 

characteristics (Boccia & Sarnacchiaro, 2018), the relationships between corporate skills and 

CSR actions; and perceived trustworthiness of the information source (Bigne, Chumpitaz & 

Curras, 2010), the context and cultural, technological, economic, political and social factors 

(Diehi, Terlutter & Mueller, 2016), and the link between the cause and the products line of 

the firm (Ghazzawi et al., 2016). 

Extant studies (eg. Brown & Dacin, 1997; Sen & Bhattacharya, 2001; Quazi & O‘Brien, 

2000) show that CSR associations have a link to positive consumer evaluations of a firm‘s 

product and even to consumer loyalty. However, there are still gaps in the understanding of 

the variables that facilitate the link between CSR activities and consumer buying behaviour. 

This study therefore proposes consumer motivation as a reflective second-order construct that 

shapes the link between CSR activities and consumer buyer behaviour, as shown in figure 1. 
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Figure 1: Link between CSR and consumer buying behaviour.  

Research Methodology  

This study was carried out in the two major towns of Abia State, Nigeria. The towns are Aba 

and Umuahia. 

Our population of interest in this study, included all lecturers in the three government-owned 

tertiary institutions in the towns selected for study. They are Abia State Polytechnic, Aba, 

Abia State University, Umuahia Location, and Michael Okpara University of Agriculture, 

Umudike. However, for the purposes of conveniences, only 150 lecturers from three 

institutions, in the proportion of 50 lecturers per institution, were chosen for the study. 

Nevertheless, those chosen for questionnaire administration were lecturers who were 

available at their offices as at the time the researchers visited their schools. This method of 

non-probability sampling is referred to a convenience sampling (Ezejelue, Ogwo & 

Nkamnebe, 2008). 

The questionnaire used in generating data for the study contained 15 statements relating to 

the variable of the study using a 5 – point Likert scale of ―Strongly agree‖ (5) to ―Strongly 

disagree‖ (1). Data generated for the study were subjected to factor and regression analyses. 

Analysis, Results and Discussion 

Factor Analysis  

The fifteen (15) items of the questionnaire were subjected to factor analysis. The number of 

factors the items were grouped into, the name given to each factor with its corresponding 

Eigen value and cronbach‘s alpha are as shown in Table 1. 

Table 1. Rotated Component Matrix  

Items Components 

 Factor 1 Factor 

2 

Factor 

3 

Socially responsible firm has well-known brands in its sector. .861   

Socially responsible firm has unique products. .824   

The logo of a socially responsible firm is easily remembered. .816   

I am loyal to a firm that engages in CSR. .794   

I have positive perception about a firm engages in CSR. .843   

I buy from a socially responsible firm to support its ethnical 

behaviour. 

 .875  

I buy from a socially responsible firm to support the cause in 

spite of other factors. 

 .789  

CSR is one of my criteria for making buying decisions.  .794  
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Responsible 
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Motivation 
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I feel satisfied buying from a socially responsible firm.  .802  

I feel like I have done the right thing after buying from a 

socially responsible firm. 

 .811  

Each time I am about making a purchase, I consider a socially 

responsible firm first. 

   

.893 

I am willing to pay premium price in order to buy from a 

socially responsible firm. 

   

.798 

I do not buy another brand if the brand of a socially 

responsible firm is available. 

   

.697 

If the price of the brand of a socially responsible firm is 

increased, I do not stop buying it. 

   

.688 

I search in another store if the brand of a socially responsible 

firm is not available in the first store. 

   

.546 

Eigen Values  30.3 26.8 31.2 

Cronbach‘s alpha .718 .723 .754 

All items were with factor loading above 0.3 

A look at Table 1 shows that no item was eliminated, as each item loaded above the 

benchmark (0.3). Also, the 15 items were grouped into three factors. Factor 1, 2 and 3 were 

labeled Brand Relationship, Consumer Motivation and Consumer Buying Behaviour. Each of 

the factors has Cronbach‘s alpha coefficient above the recommended benchmark of 0.7 

(Sekaran, 2003). 

Regression Analysis  

The three factors gotten from factor analysis were used in running two separate regression 

analyses. The first regression analysis made use of factors 1 and 3, while the second 

regression analysis made use of factors 2 and 3. 

The first regression analysis was conducted between factor 1 (Brand relationship) and factor 

3 (Buying behaviour). Factor 1 was used as the independent variable while factor 3 was used 

as the dependent variable. 

Table 2. Results of the Regression Analysis between Brand Relationship and Buying 

Behaviour  

Dependent Variable: Buying Behaviour 

Independent Variable Beta t value p value  

Brand Relationship .376 4.105 .000 

R = 0.675; R
2
=0.456; F value = 42.136; Sig. value = 0.05 

Results in Table 2 show that brand relationship has significant relationship with buying 

behaviour (p < 0.05). The analysis shows that brand relationship explains 37% of the total 

variance in buying behaviour. This indicates that for each unit increase in consumers‘ 

perception of a brand as being socially responsible, there is 0.376 units increase in their 

patronage of the brand. 

The finding is in line with what is highlighted in the literature. The works of Brown and 

Dacin (1997), Creyer and Ross (1997), and Ellen et al. (2000) showed a positive relationship 

between the socially responsible initiatives of firms and consumer patronage of the brands 

promoted by the firms. However, Mohr et at. (2001) cautioned firms not to leverage on this 
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and increase the prices of their products arbitrarily, as 33% of their study sample expressed 

unwillingness in patronising socially responsible brands with premium price. 

The second regression analysis was conducted between factor 2 (Consumer motivation) and 

factor 3 (Buying behaviour). Factor 2 was used as the independent variable while factor 3 

was used as the dependent variable. 

Table 3. Results of the Regression Analysis between Consumer Motivation and Buying 

Behaviour 

Dependent Variable: Buying Behaviour 

Independent Variable  Beta t value p value 

Consumer motivation  .299 2.888 .004 

R=0.553, R
2
=0.309; F value=22.119; Sig. value=0.05 

Results in Table 3 show that consumer motivation has significant relationship with buying 

behaviour (p < 0.05). The analysis shows that consumer motivation explains 29% of the total 

variance in buying behavior. This indicates that for each unit increase in consumers‘ motive 

for preferring a socially responsible brand, there is 0.299 units increase in patronage of the 

brand. 

Indeed, extant literature (eg. Quazi & O‘Brien, 2000; Alvarado et al., 2010; Luo & 

Bhattacharya, 2006; Cha, Yi & Bagozzi, 2016) support a direct, positive influence of CSR 

activities on consumer patronage of the brand being promoted. However, consumers‘ support 

for socially responsible firms and or brands is affected by their motive for the action taken 

(Forehand & Grier, 2003). Consumers tend to support firms‘ CSR activities positively when 

they are not skeptical of the activities (Ellen et al. 2006; Forehand & Grier, 2003). Thus, most 

consumers are motivated to patronise a brand when they are sure of satisfying personal 

desires while simultaneously addressing social environmental issues (Johnston, 2008). 

Conclusion and Implications  

This study attempts to provide valuable insight on the relationship between CSR activities of 

firms and consumers‘ buying behaviour. The results of the data analysis show that consumers 

are willing to patronise socially responsible firms. The study shows that CSR positively 

influences several aspects of consumers‘ judgments and feelings towards socially responsible 

firms, which invariably enhance consumer buying behaviour in terms of increased patronage 

and loyalty.  

In view of the foregoing, Nigerian firms, irrespectively of the industry they operate in, are 

advised to develop marketing strategies that integrate CSR with consumer orientation, using 

the two dimensions (brand relationship and consumer motivation) validated in the study. 

Also, since lack of awareness about CSR initiatives is a limiting factor in consumers‘ ability 

to reward or punish firms appropriately (Bhattachary & Sen, 2004), firms are advised to 

target their consumers with relevant information about the social responsibility credentials of 

their products and services via labeling and other promotional tools, as the consumer will, in 

turn, properly process the information in their formulation of product choices. 
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Abstract 

This study examined empirical analyses of the effect of sustainability on development studies 

in selected tertiary institutions in South –South, Nigeria. The purpose of the study was to 

examine the impact of sustainable development goal (SDG) on development studies, to 

examine the impact of education for sustainable development (ESD) on development studies. 

The study employed primary sources of data and survey design, using questionnaire 

instrument. A total of 123 copies of questionnaire were correctly filled and returned from the 

respondents. Least square regression analysis was adopted as a statistical tool to examine 

the relationship between dependent and independent variables. The findings revealed that 

there is a significant effect of sustainable development goals on development studies in 

selected institutions in South-South of Nigeria. It was also revealed that there is a significant 

effect of education for sustainable development on development studies in selected 

institutions in South-South of Nigeria. It was concluded that sustainable development goals 

(SDGs) and education for sustainable development (ESD) both have a significant effect on 

development studies. Therefore, it was recommended that development studies curriculum 

should be designed with topics that focus more on the three strands of education for 

sustainable development which will help in preparing teachers and students for more 

effective propagation of sustainable development ethics. It was also recommended that there 
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should be a train -the -trainer program for stakeholders such as teachers, trainers and 

curriculum developers in charge of teacher education in Nigeria to equip them on the various 

notions of sustainability in development studies. 

Keywords: Sustainability, sustainable development goals, education for sustainable 

development, development studies  

 

Introduction  

Development studies is a new discipline, still in a process of formation, concentrating on the 

exclusive problems and preconditions for development in different parts of the world. It 

contains a set of theoretical cores like modernization, structuralism, and dependency 

representing a progressively increasing degree of knowledge about the specific nature of the 

problem of development in the so-called Third World. The field of development studies is 

concerned with the existence and seemingly deepening global poverty and inequality (Potter, 

2014), although there are disagreements about the precise nature or core goals of the field 

(Schuurman, 2009). Development studies grew from the late 1940s and then developed as a 

discipline in the 1960s with the establishment of research institutes in the UK, followed by 

courses and journals (Potter, 2014). As a multidisciplinary field, it has a combination of 

economics, agricultural science, sociology and other fields to promote positive changes in the 

human condition in economically poor areas of the world. Although being a new discipline, it 

has some personnel and ideological continuity with previous development initiatives and 

related colonially-focused research (Potter, 2014).  

Development studies also seems to have been affected by the world economic crisis of 2007-

2008, which may have caused a re-appraisal of previously dominant economic strategies 

(Schuurman, 2009). One outcome of this was a shift towards a postmodern focus on 

promoting diverse rather than universal solutions (Schuurman, 2009), perhaps undermining 

the role of academic theory. Also, the academic discourse within the field has moved from 

focusing on Keynesian economic growth models to expressing wider concerns for the 

environment, gender, ethnicity and social welfare. Nevertheless, although new theories and 

ideas have been introduced over time, the different underlying aims of researchers have 

allowed older ideas and theories to continue in parallel (Potter, 2014).  

Also, academic research on sustainability in education has co-evolved alongside the 

increasing presence of sustainability in development studies curricula. Issues related to the 

insertion and integration of sustainability into development studies are therefore gaining 

importance. This importance has translated into increased academic interest and a 

multiplication of publications. Waddock (2007) opined that the shift towards sustainability 

has challenged educators in development studies programs to take both the environment and 

society into account in their teaching. Furthermore, the Brundtland report (1987) criticized 

the existing educational systems on how sustainability issues are taught, and put forth the 

idea that programs should incorporate education that would contribute to a sustainable 

society. Considering the discussions above, the major objective of this study is to empirically 

analyze the effect of sustainability on development studies in selected tertiary institutions in 

South –South, Nigeria while the specific objectives of the study include; to examine the 

impact of sustainable development goal (SDG) on development studies, to examine the 

impact of education for sustainable development (ESD) on development studies. The 

remainder of this study is organized into review of literature, research methods, findings, 

discussions of findings, conclusions, and recommendations. 
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Concept of development studies 

Development studies is interdisciplinary by nature (Little, 2000) and there are five well-

established streams within this field of study which are: (1) environment and development; 

(2) the economics of development; (3) governance and development; (4) population and 

development; or (5) gender and development. These specialized streams reflect academic and 

policy-oriented professional specializations, and as such they serve students well in their 

career development, whether scholarly or professional. Also, as a field of study, it captures 

the twin objectives of understanding and action, analysis and advocacy, or policy analysis 

and policy prescription (Little, 2000). The interdisciplinary nature of development studies is 

necessary to build into teaching plans, whether these be reading lists, course syllabi or major 

requirements. Furthermore, in planning development studies curricula, it is also important to 

expose students to the diversity of theoretical perspectives on professional development 

practice. Indeed, curricular design should address the criticism that the development 

enterprise is largely neo-colonial in character (Little, 2000), and students should be expected 

to engage with these perspectives, as well.  

Moreso, at the core of development studies, it combines both concern over the existence of 

poverty within society as well as the quest to understand and shape how society changes over 

time. In this respect, development studies has deep historical roots that stretch across time 

connecting different thinkers and eras. The current concept of development studies originated 

from the 1949 inaugural speech of President Harry S. Truman (Schuurman, 2009). It also 

argued for the need to support international development, focused almost exclusively on 

facilitating economic growth because development studies is problem-oriented, concerned 

with the global disparities in material resources, the social consequences of this situation in 

different societies, and political strategies to change it. Development studies has been defined 

as knowledge and understanding of the world in which we live and informed by practice and 

facts on the ground, it includes ideas, concepts and theories that constitute our knowledge of 

how societies change (Hulme & Toye, 2005). 

The concept of sustainability 

Literally, sustainability means a capacity to maintain some entity, outcome or process over 

time. However, most academics, researchers and practitioners apply the concept to connote 

improving and sustaining a healthy economic, ecological and social system for human 

development (Mensah & Enu-Kwesi, 2018). Kanashiro, Sadao, Souza & Dias (2020) defines 

sustainability as the efficient and equitable distribution of resources intra-generationally and 

inter-generationally with the operation of socio-economic activities within the confines of a 

finite ecosystem. Ben-Eli (2015), on the other hand, sees sustainability as a dynamic 

equilibrium in the process of interaction between the population and the carrying capacity of 

its environment such that the population develops to express its full potential without 

producing irreversible adverse effects on the carrying capacity of the environment upon 

which it depends. From this standpoint (Mensah & Enu-Kwesi, 2018) continues that 

sustainability brings into focus human activities and their ability to satisfy human needs and 

wants without depleting or exhausting the productive resources at their disposal. This, 

therefore, provokes thoughts on the manner in which people should lead their economic and 

social lives drawing on the available ecological resources for human development. However, 

Hák, Janoušková & Moldan (2016) argued that transforming global society, environment and 

economy to a sustainable one is one of the most uphill tasks confronting man today since it is 

to be done within the context of the planet‘s carrying capacity.  
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According to Taylor (2016), the three main issues of sustainable development are economic 

growth, environmental protection and social equality. Economic sustainability implies a 

system of production that satisfies present consumption levels without compromising future 

needs. Traditionally, economists assuming that the supply of natural resources was unlimited, 

placed undue emphasis on the capacity of the market to allocate resources efficiently (Du & 

Kang, 2016). However, it has been realized that natural resources are not infinite (Du & 

Kang, 2016). Therefore, economic sustainability requires that decisions are made in the most 

equitable and fiscally sound way possible, while considering the other aspects of 

sustainability (Zhai & Chang, 2019). Also, social sustainability as a concept implies that 

people matter since development is about people. This concept connotes a system of social 

organization that alleviates poverty. However, social sustainability relates to the nexus 

between social conditions such as poverty and environmental destruction (Farazmand, 2016). 

However, environmental sustainability is about the natural environment and how it remains 

productive and resilient to support human life (Ekpiken & Ukpabio, 2014).  

Impact of sustainable development goal on development studies 

The MDGs have been relatively effective after been rolled out for 15 years (2000-2015), 

however, not all the targets of the eight goals were achieved, hence, the introduction of the 

SDGs to continue with the development agenda. Member states of the UN from 193 nations 

formally adopted 17 SDGs in September 2015, aimed at ending extreme poverty, protecting 

the planet and ensuring prosperity for all by 2030 (Taylor, 2016; UN, 2020). The 17 SDGs 

requires all countries to take action, including those with high levels of development, 

primarily seeking to achieve the following summarized objectives. 

 Eliminate poverty and hunger thereby guaranteeing a healthy life.  

 Provide access to basic services such as water, sanitation and sustainable energy 

universally. 

 Support the generation of development opportunities through inclusive education and 

decent work. 

 Foster innovation and resilient infrastructure, creating communities and cities able to 

produce and consume sustainably. 

 Reduce inequality in the world, especially gender related inequalities. 

 Care for the environmental integrity through combatting climate change and 

protecting the oceans and land ecosystems. 

 Promote collaboration between different social agents to create an environment of 

peace and ensure responsible consumption and production (Hylton, 2019). 

The UN (2020) argues that the SDGs encourage a spirit of partnership among governments, 

private sector, research, academia and civil society organizations (CSOs) with support of the 

UN. This partnership is meant to ensure that the right choices are made now to improve life, 

in a sustainable way for future generations (Breuer, Janetschek & Malerba, 2019). The 

Agenda 2030 has five overarching concerns for people, planet, prosperity, peace and 

partnerships, which span across the 17 SDGs (Hylton, 2019; Zhai & Chang, 2019). They are 

intended to tackle the root causes of poverty, covering areas such as hunger, health, 

education, gender equality, water and sanitation, energy, economic growth, industry, 

innovation & infrastructure, inequalities, sustainable cities and communities, consumption & 

production, climate change, natural resources, and peace and justice. The clear awareness of 

these objectives are essential in the formulation of development curricula as development 

studies is concerned with the existence of poverty within society and how to deal with such 

issues. 
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Furthermore, a key feature of the SDGs is that their development objectives and targets are 

basically interdependent and interlinked (Tosun & Leininger, 2017). SDGs involve 

complementarities or synergies as well as trade-offs or tensions which have implications for 

global and national contexts. The complementarities imply that addressing one goal could 

help to address some others at the same time. For instance, addressing issues of climate 

change could have co-benefits for energy security, health, biodiversity, and oceans. However, 

Fasoli (2018) noted that the SDGs are not stand alone goals. They are interconnected, 

implying that achieving one goal leads to achieving another and, therefore, they should be 

seen as indispensable pieces in a big and complex puzzle. In order to take advantage of the 

complementarities among the SDGs, Taylor (2016) suggested that the various countries 

review the numerous targets to identify the ones most likely to be catalytic as well as those 

that have multi-pronged impacts, while also aiming to implement the entire agenda.  

Impact of education for sustainable development on development studies 

Education for Sustainable Development (ESD) is a transformative learning process that 

equips students, teachers, and school systems with new knowledge and ways of thinking 

needed to achieve economic prosperity and responsible citizenship while restoring the health 

of the living systems upon which lives depend on. It centers on a new vision of education 

which empowers learners to assume responsibility for creating and enjoying a sustainable 

future (UNESCO, 2014). This involves educating the various stakeholders that include all 

human beings in every nook and corner of the world about sustainable development. 

Education for Sustainable development (ESD) helps in preparing the individuals to decide for 

themselves the activities that help in attaining sustainability. It is the part of each and every 

individual to practice those actions that helps in attaining sustainability. Sustainability helps 

in attaining that quality of life whereby all individuals enjoy the nature and its resources 

equally based on their needs (Bourn, 2014).  

Also, education for sustainable development is a holistic approach for development studies 

and the curriculum. It requires reflection on what to teach, and how to teach in order to 

clarify and extend the ability of students to think for themselves, encourage students to reflect 

and debate issues to enable them to form their own opinions, foster learning that emerges 

from discovery and is relevant to the learner‘s life experiences. It has been suggested that 

development studies is one of the most crucial facilitators of ESD implementation in practice 

(Scott, 2013). A specific goal of ESD is to improve learning that helps students become 

responsible individuals, thereby fostering sustainability for the sake of world equity and 

conservation of natural resources at local to global levels (Bourn, 2014). Thus, the ESD ideal 

supports development studies processes, and involves addressing both specific issues such as 

climate, poverty, biodiversity, and the reflexive application of appropriate methods, 

approaches, skills, abilities, visions and practices. Many scholars (e.g. Nikel & Lowe, 2010; 

Mader, Scott & Abdul Razak, 2013; Scott, 2013) emphasize the importance of studying 

general qualities used in development studies to understand characteristics of the ESD 

implementation process in education.  

The impact of education in sustainable development can be summarized as follows according 

to Itari & Ugbe (2018):  

1. Education is an instrument of social change which could transform the society in 

significant ways. Education is paramount when trying to enable a change in values and 

attitudes towards sustainability. Education for sustainable development (ESD) is one of the 
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most important tools for raising awareness about the environmental issues within a 

sustainable development context.  

2. Education for sustainable development grows from a variety of sources and it is delivered 

through casual, informal, non-formal and formal strategies. Topics of sustainable 

development usually addressed include but not limited to, conflict resolution, human rights, 

ethics, gender equity, poverty alleviation, peace, democracy and governance, energy, health, 

water, rural and urban development, social and environmental effects of globalization, 

production and consumption patterns, cultural diversity, biological diversity, ecological 

principles and eco-systems, natural resources, management, climate change and disaster 

prevention.  

3. Education for sustainable development helps to make decisions that considers the long 

term future of the economy, ecology and equity of all communities. UNESCO (2014) argues 

that education has a special responsibility to generate the knowledge needed as well as 

communicate this knowledge to decision makers and the public at large.  

4. Education for sustainable development educates, trains and undertake research to 

contribute to the sustainable development of the society.  

5. Educational institutions play a leading role in building more sustainable societies and 

creating new paradigms as they have the mission to promote development through both 

teaching and research.  

Theoretical framework 

This study anchored on the social learning theory postulated by Albert Bandura in 1977. This 

theory has been applied to the adoption of (development studies) pro-environmental behavior 

in both educational and workplace settings. It proposes that learning takes place in a social 

setting via observation, but it also involves cognitive processes; that is, learners internalize 

and make sense of what they see in order to reproduce the behaviour themselves. Gibson 

(2004) argues that this involves the psychological matching of cognitive skills and patterns of 

behaviour between a person and an observing individual (Gibson, 2004). Bandura (1977) 

proposed that this type of learning involved four different stages: attention, retention, 

reproduction and motivation. The first stage is attention whereby learners need to attend to 

the behaviour. They need to actually see the behaviour that they want to reproduce or that 

others want them to reproduce. Secondly, they need to internalize and retain what they have 

seen. This involves cognitive processes in which a learner mentally rehearses the behaviour 

or actions that are to be reproduced. Thirdly, they need opportunity to reproduce the 

behaviour by converting the information obtained from attention and retention processes into 

action. Finally, learners need to be motivated to enact or imitate the behaviour they have 

observed. This motivation occurs via reinforcement, of which Bandura proposes three 

different types: direct reinforcement, vicarious reinforcement and self-reinforcement. 

Moreso, a comprehensive model of the adoption of voluntary pro-environmental behavior by 

employees in the workplace posits that supervisors are an important source of social norms 

regarding environmental behavior, and that supervisory provision of these norms can lead to 

the development of powerful personal norms for such behavior (Lulfs & Hahn, 2013). 

Empirical support for this notion has also been found (Ramus & Killmer, 2007; Robertson & 

Barling, 2013). Abrahamsie & Matthies (2012) opined that attempting to promote 

environmental behavior change through transmitting information is of limited effectiveness, 

but that adding the modeling of desired behavior increases the effectiveness of this strategy.  
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Higgs & McMillan (2006) conducted a case study on four secondary schools‘ modeling of 

sustainability practices. They concluded that teachers‘ personal sustainability behaviors 

fostered sustainability understanding, as students learned from direct observations and were 

able to transfer sustainability values to personal and tangible applications. These studies 

suggest that faculty modeling of personal sustainability behavior may be impactful, as 

teachers are in a privileged position to influence a wider audience because they are seen as 

experts in the field (Cavallaro, Boucher & Steelman, 2016; Nejati & Shafaei, 2018). 

Moreover, a faculty member‘s ability to mobilize and inspire others is much stronger if these 

abilities are consistent with personal stories. 

Methods 

This study adopted survey research design. This design best suits this study because it 

involves the process of gathering data from a target population through questionnaire and 

subjecting such data to statistical analysis for the purpose of drawing empirical 

generalizations. The study area was selected tertiary institutions in South-South of Nigeria 

which are; University of Calabar, Cross River State University of Technology, University of 

Uyo, Akwa Ibom State, Ambrose Alli University, Rivers State University and Federal 

University, Otueke. The population of the study consisted of 6,281 staff of the University of 

Calabar, 724 staff of Cross River State University of Technology, 3570 staff of University of 

Uyo, 812 staff of Akwa Ibom State University, 846 staff of Ambrose Alli University, 942 

staff of Rivers State University and 2184 staff of the Federal University, Otueke, making a 

total of 15359 staff of the selected universities. 250 staff from the seven tertiary institutions 

were selected using judgmental sampling. In determining the sample size for the study the 

Taro Yamane (1967) formula was used. 

 =              N  

   I + N (e)
2
 

Where:  

n = Sample size  

N = Finite population  

e = Unit of tolerable error (0.05) 

I = Constant  

 

The formula applied is stated thus.  

Substituting  

=    250 

        1+ 250 (0.05)
2
 

=      250 

        1 + 250(0.0025)  

= 250 

         1+0.625 

= 250 

          1.625 

= 153.8 

= 154 
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Thus, the sample size 154 respondents. However, only 123 copies of questionnaire were 

correctly filled and returned.  

Data were gathered from primary sources (questionnaire). The questionnaire consisted of two 

parts. The study used Likert scale measure which ranged mode of responses for the 

respondents from strongly agree (SA), agree (A), undecided (U), disagree (D) to strongly 

disagree (SD). This was basically structured for the respondents for easy understanding. The 

data gathered for this study were summarized and tabulated using simple percentage. Since 

the study seeks to establish the effect of sustainability on development studies, regression 

analysis was the appropriate analytical technique because it tests the effect between two or 

more variables.  

The formula for simple linear regression is given as; 

 Y = a + bixi + e 

 Where  Y = Dependent variable (development studies)  

  a  = Constant  

  b = Slop of the equation  

  x = Independent variable (sustainability) 

  e = Error 

For the purpose of this study, the empirical model for this study is specified thus; 

S = f (DS) 

Where S = Sustainability 

 DS = Development studies 

To obtain the ordinary least square model 

S = ao + b1DS + e 

Where  

ao= Regression Constant  

b1       =      Regression Parameters to be estimated   

Data Presentation 

TABLE 1: Distribution of responses 

Responses  Frequency Percentage 

Sex   

Male  83 67.48 

Female  40 32.52 

Total  123 100.00 

 

Age 

  

18-30 years 22 17.89 

31-40 years 53 43.09 

41-50 years  37 30.08 

51 years and above 11 8.94 

Total  123 100.00 
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Marital status 

Single  32 26.02 

Married  91 73.98 

Total  123 100.00 

 

Educational qualification 

  

Masters 34 27.64 

Ph.D 52 42.28 

Professors 37 30.08 

Total  123 100.00 

 

Work experience  

  

1-5 years  27 21.95 

6-10 years  36 29.27 

11-15 years  41 33.33 

16 and above years 19 15.45 

Total  123 100.00 

Source: Field survey 2020. 

TABLE 2: Distribution of responses 

Questions Frequency 

SA (%) A(%) U (%) D (%) SD (%) 

Sustainable development goals 

strive to balance the economic, 

social and environmental pillars of 

sustainable development. 

37 

(30.08) 

24 

(19.51) 

12 

(9.76) 

12 

(9.76) 

38 

(30.89) 

Sustainable development goals 

should contribute to the design of 

development studies curriculum in 

your faculty. 

39 

(31.71) 

24 

(19.51) 

12 

(9.76) 

24 

(19.51) 

24 

(19.51) 

Preserving nature is not necessary 

for sustainable development 

25 

(20.33) 

24 

(19.51) 

12 

(9.76) 

48 

(39.02) 

12 

(9.76) 

Tertiary institutions play important 

roles in the implementation of 

education for sustainable 

development programs 

22 

(17.89) 

40 

(32.52) 

18 

(14.63) 

22 

(17.89) 

21 

(17.07) 

Education for sustainable 

development should be incorporated 

into sustainability education at 

secondary school level 

31 

(25.20) 

40 

(32.52) 

12 

(9.76) 

28 

(22.76) 

12 

(9.76) 

Source: Field survey 2020. 

Results 

H01: Sustainable development goals does not affect development studies in the selected 

tertiary Institutions in South- South of Nigeria 

Independent variable:  Sustainable development goals 

Dependent variable:   Development studies 

Test statistic:   Least square regression statistic 
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 The analysis shows coefficient of determination (R-square) of 0.929, which implies that 92.9 

percent of the response variation in the dependent variable (development studies) was 

explained or caused by the explanatory variable (SDG); while 8 percent was unexplained. 

Thus, remaining 8 percent unexplained response could be caused by other factors or variables 

outside the mode. Also, the value of R-square was high enough to indicate a good 

relationship between the dependent (development studies) and independent variable (SDG). 

The Durbin Watson value was 0.197 which implies that the test fell within the range of 

autocorrelation 2.879 in conclusive region of D.W partition curve. 

In testing for statistical significance of the model, the F-statistic was adopted at 5 percent 

significant level. The computed value of the f-statistic was 4578.83 far greater than the 

tabulated value of f-statistic of 3.84 at df1 = 1 and df2 = 99. Also, as confirmation, the 

calculated t-statistics of 67.667 was greater than the critical value of 1.64. It was then 

concluded that sustainable development goals have a significant effect on development 

studies. 

TABLE 3 

Least square regression result of Sustainability and development studies 

Dependent variable – Development studies 

Variable B Standard error B T Sig 

Constant      .420         .050    8.440      .009 

SDG 

 

    .893         .013      .964  67.667 .     .000 

R R
2
 Adj. R

2
 Std. 

error 

DW Cal. F* Cri. 

F* 

   df1 df2 Sig. 

.964 .929 .929 .323 .197 4578.83 3.84    1 99 P<0,05 

Source: SPSS output. 

H01: Education for sustainable development does not affect development studies in 

selected tertiary Institutions in South-South of Nigeria 

Independent variable:  Education for sustainable development 

Dependent variable:   Development studies 

Test statistic:   Least square regression statistic 

The analysis shows coefficient of determination (R-square) of 0.912, which implies that 91 

percent of the response variation in the dependent variable (development studies) was 

explained or caused by the explanatory variable (ESD); while 9 percent was unexplained. 

Thus, remaining 9 percent unexplained response could be caused by other factors or variables 

outside the mode. Also, the value of R-square was high enough to indicate a good 

relationship between the dependent (development studies) and independent variable (ESD). 

The Durbin Watson value was 0.186 which implies that the test fell within the range of 

autocorrelation 2.971 in conclusive region of D.W partition curve. 

In testing for statistical significance of the model, the F-statistic was adopted at 5 percent 

significant level. The computed value of the f-statistic was 238.41 far greater than the 

tabulated value of f-statistic of 3.84 at df1 = 1 and df2 = 99. Also, as confirmation, the 

calculated t-statistics of 48.925 was greater than the critical value of 1.76. It was then 

concluded that education for sustainable development has a significant effect on development 

studies. 
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TABLE 4 

Least square regression result of education for sustainable development and 

development studies 

Dependent variable – Development studies 

Variable B Standard error B T Sig 

Constant      .362         .028    8.670      .003 

ESD 

 

    .873         .018      .964  48.925 .     .000 

R R
2
 Adj. R

2
 Std. 

error 

DW Cal. F* Cri. 

F* 

   df1 df2 Sig. 

.956 .912 .901 .361 .186 238.41 3.84    1 99 P<0,05 

Source: SPSS output. 

Summary of findings 

Based on the results, the following findings were made;  

1. There is a significant effect of sustainable development goals on development studies 

in selected Institutions in South-South of Nigeria.  

2. There is a significant effect of education for sustainable development on development 

studies in selected Institutions in South-South of Nigeria. 

Summary and conclusions 

Tertiary institutions play important roles in the implementation of education for sustainable 

development and sustainable development goals programs to attain sustainability in 

development studies. This paper explored the various models of sustainability which includes 

economic, social and environmental sustainability. Education for sustainable development 

and sustainable development goals models were also explored. We found from our analysis 

that despite the varying perspectives conveyed in these models, one important feature was 

common to all these perspectives, and that is the fact that they try to envision a world that is 

sustainable, and that meet the needs of present generation without compromising the ability 

of future generations to do the same. Therefore, education for sustainable development must 

be centered on educating individuals, to adopt sustainable ways of living in such a way that a 

balance in the economic, social and environmental aspects of nations can be fostered. The 

results of the survey carried out in this study revealed that sustainable development goals and 

education for sustainable education should influence the design of development studies 

curriculum in faculties and that education for sustainable development should be incorporated 

into sustainability education at secondary school level.  

Recommendations 

Although development studies is a new discipline and still in the process of formation, issues 

related to the insertion and integration of sustainability into development studies are gaining 

importance and there is increased academic and research interest in the field. Therefore, in 

the light of the research findings and conclusions above, the researchers hereby recommend 

the following suggestions: 

1. Development studies curriculum should be designed with topics that focus more on the 

three strands of education for sustainable development which will help in preparing 

teachers and students for more effective propagation of sustainable development ethics.  
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2. There should be a train -the -trainer program for stakeholders such as teachers, trainers 

and curriculum developers in charge of teacher education in Nigeria to equip them on the 

various notions of sustainability in development studies.  

3. Administrators of tertiary institutions must reconsider their attitudes, tools, methods, and 

approaches in delivery of the topics in development studies for effective teachings.  

4. Administrators of tertiary institutions should integrate sustainability into development 

studies curricula. 
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Description: This study attempts to extend the theory of planned behaviour (TPB) in the 

context of sustainable consumption by introducing sustainability marketing education (SME) 

and morality. 

 

EXTENDED ABSTRACT 

Introduction and Research Questions 

Given the global attention on sustainability, driving consumers‘ consciousness for sustainable 

consumption remains critical, since their consumption behaviour can significantly (dis) 

encourage marketing firms to market sustainably (Okpara & Agu; 2019; Kemper & 

Ballantine, 2019; White, 2019). This accounts for the importance attached to consumption 

and production in the SDGs (see, for instance, goal twelve). To raise consumers‘ 

consciousness for sustainable consumption, the role of knowledge (education) has been 

emphasized (Walmsler, 2018; Wals & Corcoran, 2012). Understanding how teaching, 

training and leaning that deepen the knowledge of sustainability marketing influences 

consciousness for sustainable consumption among young consumers becomes relevant. 

Generally, education has been found to improve consumers‘ consciousness for and behaviour 

towards sustainable consumption (Disterlieft et al., 2013; Leal, 2012; Rammuel et al., 2015; 

White et al., 2019; Gifforg & Nilson, 2014). Besides, sustainable/ethical consumption is 

influenced by one‘s moral standing, especially moral idealism (Sonntag & Spiller, 2018; 

Carrigan & Attalla, 2001; Suki &Suki, 2015; Okpara & Agu, 2019). Building on the TPB 

(Ajzen, 1999), the present study seeks to provide answers to the nature of interactions 

between attitude, subjective norm, perceived behavioural control (PBC), sustainability 

marketing education, (morality) and consciousness for sustainable consumption. Thus, the 

following questions are addressed:  

mailto:godswill.agu@abiastateuniversity.edu.ng
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1. To what extent do attitude, subjective norms and PBC influence students‘ intention 

towards sustainable consumption? 

2. To what extent do attitude, subjective norms and PBC influence students‘ consciousness 

for sustainable consumption? 

3. Does sustainability marketing education significantly influence attitude, subjective norms, 

PBC, intention, and consciousness for sustainable consumption? 

4. Are the relationships between sustainability marketing education, intention and 

consciousness for sustainable consumption significantly moderated by morality? 

Brief Literature on Key Terms 

TPB as proposed by Ajzen (1985) argues that attitude towards behaviour, subjective norms, 

and perceived behavioural control (PBC) shapes an individual‘s behavioural intentions and 

behaviour. Fishbein and Ajzen (1975) explained attitudes as learned tendencies to perceive 

and act in some consistently favourable or unfavourable manner with regard to a given object 

or idea such as a product, service, brand, company, store or spokesperson. It also refers to an 

individual‘s favorable or unfavorable appraisal of performance of concerned behavaiour 

(Ajzen, 1991) or an individual‘s opinion of outcomes regarding a specific behavior (Rehman 

et al., 2019).‘Subjective norms’ tends to concern more externally-social factors in predicting 

consumer behaviour. It describes a personal perception that depends upon friends, family, 

and relatives in making behavioural decisions (Ajzen, 1991). (PBC), according to Ajzen 

(1991), is the perception of ease or difficulty of performing a particular behaviour. 

Consciousness for sustainable consumption (CSC) is as an intention to consume in a way that 

enhances the environmental, social and economic aspects of quality of life (Balderjahn et al., 

2013). We define Sustainability marketing education as the process of imparting or gaining of 

knowledge by means of teaching, training and leaning, about sustainability marketing 

practices of firms and the expected reactions of consumers as stakeholders in actualizing the 

sustainable development agenda. Hong and Kang (2019) assert that moral idealism is based 

on altruism (that is, concern for others‘ welfare) and concerns for the consequences of moral 

issues among other people. Therefore, highly idealistic individuals believe that harming 

others (the society) should always be avoided when making decisions. 

See Figure 1 for the structural model. 

Method and Data   

Our study is a quantitative research based on an online survey of final year management 

science students in three universities across the South East and South -South zones in 

Nigeria. . The participants were exposed greatly to sustainability marketing lectures from 

their first year of study. Specifically, they took courses that contained significant aspects of 

green, environmental and societal marketing – the triple bottom line. Apart from 

sustainability marketing education scales that were developed by the authors, established 

scales were applied in the study (Braga et al., 2019; Chaudhary & Bisai, 2018; Balderjahn et 

al., 2013), following the 5-point likert scale for all 30 items. By using the SPSS 23.0, 

Construct validity (convergent and divergent) was conducted using exploratory factor 

analysis (EFA). Cronbach‘s alpha for internal consistency (reliability) were computed, while 

the multi-collinearity was assessed by means of variance inflation factor (VIF) and tolerance 

statistic.  We checked for significance of constructs by means of multiple regression analysis 

(MRA) and simple regression analysis (SRA), while the Sobel Test method, based on SPSS 

outputs and Sobel online calculator (Preacher & Leonardelli, 2001) was applied for test of 

moderation. 

file:///C:/Users/Dr.%20Agu/Documents/SQ%20IN%20HE4.htm%23ref031
file:///C:/Users/Dr.%20Agu/Documents/SQ%20IN%20HE4.htm%23ref031
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Summary of Findings 

215 responses were received and all were useful and valid for analysis. Results suggest that 

sustainability marketing education is effective in influencing students‘ attitude, subjective 

norms, perceived behavioural control, and intention towards consciousness for sustainable 

consumption, thereby positioning it as a powerful tool in achieving the sustainable 

development goals. By including sustainability marketing education into the TPB model, we 

found an improvement in the influence of TBP on consciousness for sustainable 

consumption. 

Second, among the study sample, only attitude was found to have both direct and indirect (via 

intention) significant influence on consciousness for sustainable consumption. Subjective 

norms showed only significant indirect influence, while PBC had non-significant direct and 

indirect influence. Our findings are consistent with most previous studies (see Kwakye et al., 

2018, Onel, 2016; Chuadhary and Bisai, 2018; Braga et al., 2019). 

Consistent with Hong and Kang (2019), morality partially, but non-significantly moderates 

the relationship between intention and consciousness for sustainable consumption, but fully 

and significantly moderates the relationship between sustainability marketing education and 

consciousness for sustainable consumption. See Table one for details. 

Statement of Key Contributions 

Theoretically, with the notion that sustainable behavioural outcomes may be context-

determined, our study provides new knowledge on the Nigerian context, a developing country 

where consciousness for sustainable consumption may vary with the findings made on 

developed countries, and where little is known about the influence of marketing education on 

sustainable consumption. . Again, by integrating sustainability marketing education and 

morality into the TPB, the present study makes significant contribution to the literature. To 

our knowledge, this integration has not been reported in the body of literature on 

sustainability consumption. 

Practically, the study reaffirms the need for policy makers and management of higher 

institutions in Nigeria, and by extension other developing countries, to fully integrate 

sustainability marketing education in their curricula. Not just as and an adjunct course, but as 

a full-standing course, given its role in the actualization of the SDGs. 

Limitations and Future Research 

Future and on-going studies may consider specific products including apparel, green certified 

products, and recycled products among others, which may present different or similar results, 

since the present study is not product-specific. 
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Table 1: Results of hypotheses (MRA/SRA): Direct effect 

Hypotheses 

 

 

Β SE 

 

t-value 

 

P 

H1. ATT     ICSC .203 .112 1.819 .070 

H7. SNs      ICSC .013 .116 .112 .911 

H3. PBC   ICSC .055 .082 .679 .498 

H5. ATT   CSC .334 .097 3.453 .001** 

H2. SNs   CSC .036 .100 .358 .722 

H8. PBC           CSC .042 .069 .601 .548 

H4. ICSC          CSC .011 .057 .187 .852 

H6. SME          ATT .366 .066 5.508 .000** 

H9. SME             SNs .384 .067 5.721 .000** 

H10. SME        PBC .070 .046 1.498 .136 

H11. SME        ICSC .166 .082 2.028 .044** 

H12. SME        CSC .333 .071 4.725 .000** 

H13. SME        MOR .449 .065 6.925 .000** 

Note: ** = significant at .05. 

Table 2: Results of hypotheses (Sobel Test): Indirect effect 

Hypotheses t-value 

 

P 

H14. ICSC   MOR           CSC 1.449 .147 

        a     .086   

        b      . 446     

        SEa    .058    

       SEb      .065   

  H15. . SME     MOR          CSC 3.811 .000** 

        a     .346   

        b      . 384   

        SEa    .067   

       SEb      .068   
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Abstract 

Creating the sustainable marketing awareness is of great importance for the continuation of 

the world's liveability. In the beverage industry, the indiscriminate dumping of residue by 

consumers has posed challenges to the environment; this has resulted to pollution, ecosystem 

damage, social and economic hazards. The objectives were to investigate the moderation 

effect of price sensitivity on the relationship between equity; health; economic structure; 

consumption and production pattern; atmosphere; biodiversity and ethical consumption 

behaviour. Descriptive research design was adopted. The population of the study was 

16,100.000 according to the 2006 census in Nigeria. Through Cochran sample size 

determination statistical formula for finite population, the sample size was 625 respondents. 

A quota sampling technique was adopted for full coverage. The Content and face validity of 

the scale was provided by expert opinion and discriminant validity was tested using the 

Pearson product moment correlation coefficient. The reliability of the instrument was 

measured using factor analysis. Structure Equations Modelling (SEM) was used to test the 

hypotheses and interaction effects between variables. The analysis was done with the aid of 

Stata 15 SEM software. Findings show that, equity, health, economic structure, consumption 

and production pattern, and biodiversity have significant relationship with ethical 

consumption behavior while atmosphere has no significant relationship with ethical 

consumption behaviour. Price sensitivity do not have moderation effect on the relationship 

between equity, health, economic structure, atmosphere, and biodiversity and ethical 

consumption behaviour but has moderation effect on the relationship between consumption 

and production pattern and ethical consumption behaviour. We recommend that; companies 

should produce and package beverages with sustainable and eco-friendly materials such as 

paper-based containers, companies should carry out consumer education to inform the 

consumers on how to dispose of residue, the government should as a matter of urgent; 

provide policies that will protect and preserve the ecosystem and species.  

mailto:ud.otika@evangeluniversity.edu.ng
mailto:ic.nwaizugbo@unizik.edu.ng
mailto:tc.okeke@gmail.com
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1. Introduction 

The thought at the conceptualization of marketing was anchored on marketing of products 

(Belz & Peattie, 2012). It letter shifted to consumers relationship as it was believed that 

customers are in the center of every business (Kumar, Rahman, Kazmi, & Goyal, 2012) As a 

result, a long-term customer relationship and marketing research have been brought into 

focus for customer satisfaction in order to create long-term profit in business (Bowie & 

Buttle, 2011; Jamrozy, 2007; Kotler, Bowen, & Makens, 2006; Kotler & Keller, 2006).  

Marketing over the years, has been saddled with the responsibility of providing wants 

satisfying offerings to consumers, however,  the consumption habits of consumers has shown 

negative impact on the environment,  if not checked, the earth will not be habitable (Garrod 

and Fyall, 1998). More so, the expansion of social and environment concern in the growth of 

economies, particularly impact on climate change, are bound to drive businesses and 

marketers to look for sustainable solutions in order to maintain customer relationship and 

invest in customer value (Belz & Peattie, 2012). To reduce the environmental damage, 

Brundtland report which focused on economic activity impact to people and environment was 

introduced (Garrod and Fyall, 1998; Hunter, 1997; World Commission on Environment and 

Development, 1987) the Brundtland report gave rise to sustainable marketing.  

Sustainable marketing which is an upshot of the Brundtland report has added to the 

development of marketing thought. Sustainable marketing discusses the need to incorporate 

the tenets of sustainability into the marketing activities. Since traditional marketing is seen as 

responsible for continues provision of products for satisfaction, the goal of sustainable 

marketing is to promote sustainable consumer behaviour and achieve economic and 

environmental sustainability. Fuller and Gillett (1999), see sustainable marketing as a process 

of planning, implementing and controlling the development, pricing, promotion, and product 

distribution that satisfy customer needs, organizational goals and assure ecosystem 

compatibility. Again, Argyis and Tsaliki (2005) opine that sustainable marketing is a system 

of affairs that secures the continuous and indefinite provision of welfare for society through 

the implementation of practices which satisfy human needs and, at the same time, take into 

consideration ethical and environmental issues which are left aside in the traditional 

marketing.  

Ethical consumption involves the consumers only buying products that were ethically 

produced, made from organic substances, do not have negative externality costs, are safe for 

use and disposing of the residues properly (Bello, Suleiman, & Danjuma, 2012). 

Furthermore, ethical consumption has been defined as; "the conscious and deliberate choice 

to make certain consumption choices due to personal and moral beliefs" (Crane & Matten, 

2010). It is believed that consumer ethics should involve core values about social justice, 

morality and just behaviour (Eckhardt, 2010). The term ethical consumption conveys actions 

a consumer takes to express their ethical standpoint through their purchasing decisions to 

avoid products that clash with their ethical morals (Cho & Krasser, 2011).  

Indeed, it is a paradox that despite growing global concern for pro-environment and behavior 

at individual and firm levels, ethical consumption behavior is evidently at an infancy stage in 

south east Nigeria and other African nations (United Nations Economic Commission for 

Africa, 2010). Again, the region faces a peculiar quagmire as it strives to pursue rapid 

development which, if not well planned, would have serious consequences for the large 
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population (Ukenna, Nkamnebe, and Idoko, 2018). Sustainable marketing may still be a myth 

in south east Nigeria with the growing unethical practices in developing countries as reported 

by several authors (Oko and Osuagwu, 2013; Kafando, 2013). Arguably, to the author 

knowledge research of this kind has not been undertaken to date in Nigeria to ascertain how 

price sensitivity moderates the relationship between sustainable marketing and ethical 

consumption behaviour. 

The issue of sustainability has become topical for the society of the 21st century as the rapid 

population growth, technological changes and unprecedented economic growth of the 

twentieth century all combined to pose a number of challenges for the new century, including 

the following: population, poverty, health, urbanization, ecosystem damage, food, water, 

biodiversity, atmosphere, climate change (Martin, Schouten, 2012). Again, the destruction of 

the environment caused by the unconscious steps taken in the name of industrialization and 

development under the influence of rapid population growth together with urbanization 

brought concerns about human health and the future of the world (Altunbaş, 2003). In the 

aftermath of the destruction of natural life and the unconscious use of resources, many parts 

of the world have begun to suffer from food and water scarcity and, consequently, many 

deadly problems such as hunger, diseases, and poverty. In the beverage industry, the 

indiscriminate dumping of residue by consumers has posed challenges to the environment, 

this has resulted to pollution, ecosystem damage, social and economic hazards etc. It has been 

noticed by all the communities that the Earth's self-renewal capacity is severely damaged due 

to consumption habits of consumers (Garrod and Fyall, 1998). It has been understood that in 

the continuation of this course, the Earth will lose its ability to become a livable planet. 

Noticing that these problems will threaten not just a certain region but the whole world if not 

taken care of has led the search of solutions on a global scale (Baykal & Baykal, 2008). 

Though business organizations have tried to inform and educate their customers on ethical 

practices in the purchase, use, and disposal of their products through the product labels and 

inserts, the adoption rate seems to be very low. Most consumers it seems, do not read the 

instruction on the label and inserts, as such still recklessly dispose residues. Although many 

studies confirm the existence of the relationship between sustainable marketing and ethical 

consumption (Nicholls and Lee, 2006; Sproles, Geistfeld and Badenhop, 1978; Strong, 1996), 

to the knowledge of the authors, no study has incorporated the indicators of theme base frame 

work in the study of sustainable marketing and its relationship with ethical consumption 

behaviour with moderating effect of price sensitivity. Hence, this study is undertaken to fill 

the identified gap 

The major objective of this study is to examine the relationship between sustainable 

marketing and ethical consumption behaviour with the moderating effect of price sensitivity 

in the beverage industry. Specifically, the study seeks, 

1. To investigate the relationship between equity and ethical consumption behaviour in the 

beverage industry in south east Nigeria. 

2. To investigate the relationship between health and ethical consumption behaviour in the 

beverage industry in south east Nigeria. 

3. To ascertain the relationship between economic structure and ethical consumption 

behaviour in the beverage industry in south east Nigeria. 

4. To ascertain the relationship between consumption and production pattern and ethical 

consumption behaviour in the beverage industry in south east Nigeria. 

5. To establish the relationship between the atmosphere and ethical consumption behaviour 

in the beverage industry in south east Nigeria. 

6. To establish the relationship between biodiversity and ethical consumption behaviour in 

the beverage industry in south east Nigeria. 
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7. To examine the price sensitivity moderation effects on the relationship between equity, 

health, economic structure, consumption and production pattern, atmosphere, biodiversity 

and ethical consumption behaviour in the beverage industry in south east Nigeria. 

The study hypothesized as follow, 

1. Ho1a. Equity has a significant relationship with ethical consumption behaviour in the 

beverage industry in south east Nigeria.  

2. Ho1b. Price sensitivity will significantly moderate the effects of equity and ethical 

consumption behaviour in the beverage industry in south east Nigeria.  

3. Ho2a. Health has a significant relationship with ethical consumption behaviour in the 

beverage industry in south east Nigeria.   

4. Ho2b. Price sensitivity will significantly moderate the effects of health and ethical 

consumption behaviour in the beverage industry in south east Nigeria.  

5. Ho3a. There is a significant relationship between economic structure and ethical 

consumption behaviour in the beverage industry in south east Nigeria   

6. Ho3b. Price sensitivity will moderate the relationship between economic structure and 

ethical consumption behaviour in the beverage industry in south east Nigeria.  

7. Ho4a. Consumption and production pattern has a significant relationship with ethical 

consumption behaviour in the beverage industry in south east Nigeria.  

8. Ho4b. Price sensitivity will significantly moderate the effects of consumption and 

production patterns and ethical consumption behaviour in the beverage industry in south 

east Nigeria.  

9.  Ho5a. The atmosphere has a significant relationship with ethical consumption behaviour 

in the beverage industry in south east Nigeria.   

10. Ho5b. Price sensitivity moderates the relationship between the atmosphere and ethical 

consumption behaviour in the beverage industry in south east Nigeria.  

11. Ho6a. There is a significant relationship between biodiversity and ethical consumption 

behaviour in the beverage industry in south east Nigeria   

12. Ho6b. Price sensitivity moderates the relationship between biodiversity and ethical 

consumption in the beverage industry in south east Nigeria.  

This study aims to solve the problem identified in the study. A safe and healthy environment 

through ethical consumption will help to sustain business activities. To achieve this fit, the 

study will be beneficial to the following: Consumers; The consumers and the general public 

stand to benefit from this study. Consumers will understand the importance of ethical 

consumption and consciousness to save the environment. Through their purchasing powers, 

consumers will force firms to act ethically to promote a healthy environment. They will also 

ensure the promotion of a healthy environment through proper disposal and management of 

household wastes. Manufacturing Company; they will understand that the continued 

sustainability of the environment guarantees continuous and harmonious business operations, 

because there will be no business if there is no environment. Government and policymakers; 

this study will help the government in policy formulation to ensure that our environment will 

become cleaner, healthier and more sustainable. The outcome of the study will be guide for 

the government to act for the interest of the general public's safety. Researchers and 

Academicians; This study can act as a source of reference and information to other 

researchers to develop on the topic. Also, the study can compel the attention of researchers 

and academics in determining the influence of ethical consumption on sustainable marketing. 

Finally, the study will contribute to the existing literature on the subject matter 
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2. Material and Methods 

Sustainable Marketing, the conventional marketing approaches have failed to fully 

incorporate the sustainability agenda. The question arises on how marketing can address the 

relationship between the social, economic and environmental pillars of sustainability. 

Sustainable Marketing is a rather new approach that attempts to tackle this problematic 

nature. Martin and Schouten (2014) define Sustainable marketing as the process of creating, 

communicating, and delivering value to customers in such a way that both natural and human 

capital are preserved or enhanced throughout.  Belz and Peattie (2012) provide enhanced 

clarification that sustainable marketing consists of planning, organizing, implementing and 

controlling marketing resources and programs to satisfy consumers' wants and needs while 

considering social and environmental criteria and meeting corporate objectives. Reattie. 

(2012) stated that the role of Sustainable Marketing is to motivate consumers to adapt to 

sustainable products and services as acknowledging them as the standard purchasing 

behaviour and neglect purchasing unsustainable products. Whereas unsustainable products 

should be considered discouraging and consumers should refuse them as they represent 

abnormal behaviour. Sustainable marketing is an approach to marketing that ideally aligns 

internal organizational processes and organizes resources that create value for stakeholders 

(owners, shareholders, employees, value chain partners) and through which the external 

natural and social environments are enriched by the activities of the firm. Sustainable 

marketing is a process not a state.  

The goal of sustainable marketing strategy has changed to attain competitive advantage 

through a position that is desirable, different, and defensible (Obermiller et al., 2008). 

According to sustainability principles there is need to conserve the resources and to consume 

less, while on the other hand, the principle of marketing says to sell more, which means more 

production, hence more consumption of resources (Jones et al., 2008). Sustainability in 

marketing strategy not only helps in competitive advantage but also opens the door for cost 

savings and innovation. It is rightly said that companies cannot stay for longer in the market 

if they will not become truly sustainable (Whiting, 2008). According to Thompson (2010) 

sustainable marketing applies when an organization takes the perspective that it operates 

within a finite resource system, and thus has a responsibility to its current and future 

stakeholders to make strategic decisions for the long-term benefit of the entire system. 

Companies can decide between several approaches: incorporating the costs of ecosystem 

services into operations, incorporating natural systems in new product development and 

operations, minimizing the firm‘s overall carbon footprint or trying to change technologies 

they deploy in order to enhance rather than diminish natural resources.  

Making sustainability part of the business can be an initiative from the company itself but 

also a reaction to consumer pressure or changes in competitors' strategies. In the future, 

companies may be forced to change their behaviour due to the consequences of climate 

change or impending raw material shortages.  In any case, marketing objectives and strategies 

need to be adapted to the sustainability agenda. Typically, economic objectives are about 

profits and market shares. Instead, economic objectives in sustainable marketing can be set 

for increasing the revenues and market shares of sustainable products and services. 

Environmental objectives should not only concern the production process, such as lowering 

emissions but the whole life-cycle of the product. Therefore environmental objectives can 

aim at lower energy consumption during the use phase or 100% recyclability. Social 

objectives are about making the products as healthy and safe as possible when used. 

However, the safety and health of employees as well as workers within the supply chain, has 
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gained increasing attention, which is why social objectives are now also set for health and 

safety in factories and the supply chain. (Belz and Peattie 2009) 

One of the most important decisions to make is who to target. It would be fatal to repeat the 

mistake of green and environmental marketers to target only a niche segment of green 

consumers. Emery (2012), as well as Belz and Peattie (2009), think that the focus of 

sustainable marketing needs to be on the whole market and not only ‗sustainable consumers'. 

Thus segmentation has to move away from traditional characteristics, such as demographics, 

and divide segments according to their attitudes towards sustainability.  

An increasing number of companies publicly claim to be committed to an all-embracing 

definition of sustainable development of a marketing mix of sustainable goods and services. 

Re-examining the social and environmental impacts of companies marketing strategies can 

take marketers outside their traditional frame. Marketers play an important role in the 

development of more sustainable products and services and in making the traditional 

―marketing mix‖ more sustainable (Charter et al. 2002). For example, price is a key element 

in the sustainable marketing mix where the challenge is to translate social and environmental 

improvements into a value proposition that the customers are willing to pay for. The 

additional cost that comes with these improvements should be integrated into the marketing 

mix, although concerns are that many consumers are mainly interested in price and quality 

(Jones, 2007). 

Kumar, Rahman, Kazmi and Praveen (2012) converted the 4ps of traditional marketing mix 

to the 4cs of sustainability marketing mix, with the purpose to include sustainability criteria 

into the marketing strategy. The traditional 4P's (Product, Price, Place, and Promotion) are 

molded to 4C's, i.e., Customer solution, Customer cost, Convenience and Communication 

(Kumar, Rahman, Kazmi and Praveen 2012). 

Customer solution: The services or products of a company will to a greater extent have to be 

altered and adapted to the attitudes of the customers as well as the all-time changing and 

tougher legislation. However, it is sometimes not enough to only make a change to the 

corporate activity, but the modification needs to be made to the overall consumption system 

together with distinct stakeholders. Companies should encourage and promote sustainable 

innovation, creativity, and collaboration (Charter et al. 2002).  A sustainable product or 

service can be described as a product or service that is produced to satisfy a legitimate human 

need and that is not harmful to human health nor the environment. Some desirable 

characteristics of more sustainable products would be that they are energy-efficient and non-

polluting, long-lasting and easily repairable, reusable and recyclable, minimum packaging, 

etc. The issue of packaging is high on the list of consumers' environmental concerns and is 

becoming a major issue for both retailers and manufacturers. Producing more sustainable 

products will also require the production of ‖resource loops‖ which means that the materials 

used in the system will be recovered and reused. For the companies, recycling can be used to 

save money, generate revenue and improve community relations (Charter et al. 2002).  

Customer cost: Price is a key element when it comes to sustainability marketing. In many 

cases, environmental and social costs are treated as ‗externalities'. This means that external 

costs, such as those that are linked to pollution, are not shown in the prices of the products 

that customers buy, or the cost accounting of the producing companies. This situation has 

gradually been changing, and by legislation and stakeholder pressure, many of these 

"external" costs now have a price attached to them. Legislation can, for example, make 

companies more responsible for emissions, and Governments can increase the relative price 
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of non-green products to encourage purchases of more beneficial substitutes. Here, price 

settings can direct the flow of consumption into socially and environmentally useful areas 

(Charter et al. 2002).  

A company‘s challenge lies in translating environmental improvement into a value 

proposition that customers are willing to pay for. Many people are willing to pay a higher 

price for greener products; however, companies still need to be careful to not exclude market 

interest through premium pricing (Charter et al. 2002). There is commonly a gap between 

expressed concerns about sustainability and the levels of purchasing at the checkout. When it 

comes to pricing strategies, companies must ensure that their products/services also perform 

just as well or even better than less sustainable alternatives on performance, quality, and 

functionality. It is only then that improved sustainability performance can act as a key 

differentiator. 

Convenience: A company‘s physical distribution, wholesaling and retailing of products and 

services can have both direct and indirect environmental impacts. Place, which is one element 

of the traditional marketing mix, refers to where consumers purchase their goods and also the 

movement of goods within the firm. For a more pronounced sustainability approach, when it 

comes to decisions regarding place, companies could ask themselves if and how the physical 

distribution process can be greened (Charter et al. 2002). Where the company is located and 

how close the facilities are sited to suppliers, wholesalers, and retailers, are factors to 

consider. Do the company's transportation planners consider opportunities to encourage 

efficient route planning to reduce energy use and by that air pollution? Another aspect that 

companies could consider is if they encourage the development of recycling infrastructure. 

For example, if the company is using reuse systems like returnable containers. 

Communication: The strategies and claims made by companies must be based on sound 

research and information. It is important that information is communicated consistently to 

customers and other stakeholders, and companies should be careful of any claims or 

communication that could be viewed as too extravagant (Charter et al. 2002). Negative 

publicity easily emerges if a company's claims turn out to be false and unsubstantiated. Also, 

the customers' perceptions can easily be damaged if the claims are over-ambitious, vague or 

do not have synergy with the product and company. Claims must be checked with customers, 

scientists and other stakeholders in the ‗civil society'. Furthermore, the concept of Corporate 

Sustainability Communications (CSC) is constantly evolving. It refers to corporate 

communications about sustainability issues and has become extra relevant for big 

international companies since they often use huge amounts of financial, human, and natural 

capital. Due to the rapid spread of data through new information technologies and an 

increasingly globalized world, companies are intensively observed by the global civil society. 

Companies can conduct CSC by analyzing changing values, publishing sustainability reports, 

installing information platforms for stakeholders, have educational campaigns, etc (Signitzer 

and Prexl 2008). 

As Charter et al. (2006) says, it is time to include sustainability criteria into marketing, which 

is the need of the hour. The companies should keep in mind that sustainability has become a 

requirement; it does not remain as an option. There is need to consider sustainability to 

develop marketing strategy, which means that the company has to adopt sustainability in 

strategic marketing practices and marketing mix (Kumar et al., 2012).  

Theme- Or Issue-Based Frameworks; Theme- or issue-based frameworks provide a flexible 

conceptual structure that organizes indicators around key themes or issues typically 
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determined by policy relevance (United Nations Commission on Sustainable Development, 

2007). The UNCSD theme-based framework has a hierarchical structure: along the four 

dimensions of sustainable development (social, environmental, economic, and institutional), 

15 themes are identified, which in turn are divided into 38 sub-themes, for which a total of 58 

indicators are then identified. The thematic framework has fewer indicators but is more 

policy-oriented than the DSR framework (which has 134 indicators in total). UNCSD revised 

the theme-based framework again in 2007 based on evolving perspectives on indicators and 

the experience in applying the framework at the national and regional levels (UN, 2007). The 

2007 UNCSD theme-based framework has 14 themes, 44 sub-themes, 50 core indicators, and 

a total of 96 indicators. A total of 14 themes are now poverty, governance, health, education, 

demographics, natural hazards, atmosphere, land, oceans, seas and coasts, freshwater, 

biodiversity, economic development, global economic partnership, and consumption and 

production patterns. The current study is anchored on this framework. 

Ethical Consumption Behaviour, studies around the topic of ethical consumption have grow, 

rapidly in number in the past three decades. When looking at these studies, the overall 

impression is that the majority are conducted from a positivistic view (Harrison, 2005). 

Rather counter-intuitively perhaps, by applying a phenomenological hermeneutics 

perspective, there is the scope ‗sympathize' with the difficulties in defining ethical 

consumption from a positivistic view. As ethical consumption is made of series of lived daily 

consumption experiences, it is therefore not easy to ‗reduce' these to a ‗simplified and 

universal‘ definition.  Fisher (2009) indicates that the essential reason for defining a term is to 

communicate. Hence, despite the difficulties, definitions around ethical consumption have 

emerged in the literature. Smith, (1990) opines that ethical consumption is an expression of 

the individual‘s moral judgment in his or her purchase behavior. In the same vein, Shaw and 

Clarke, (1998) see ethical consumption as the degree to which consumers prioritize their 

ethical concerns while making product choices. Another important way to gain an 

understanding of the concept of ethical consumption is to review previous studies in the 

subject area. The gap between consumers ‗stated ethical intention' and their consumption 

behaviour has challenged both academic researchers and practitioners in the field. For 

example, Cowe and Williams (2000) reported the ‗30:3 phenomenon' from their large scale 

study in the UK, in which they found that about one-third of consumers expressed care for 

ethical standards. However, only 3% of their purchasing behaviour reflects these stated 

ethical standards. Futerra (2005) suggests similar findings where 30% of consumers stated 

that they would purchase ethically, yet only 3% do so. Such a phenomenon in ethical 

consumption has been emphasized, yet different terms have been used to describe it, for 

instance, the intention-behaviour gap (Auger & Devinney, 2007; Belk, 2005; Carrigan & 

Attalla, 2001); attitude-behavior gap (Devinney et. al., 2010); ethical purchasing gap 

(Nicholls and Lee, 2006). Within the field of ethical consumption, theory development is still 

in its early stages, and an established and widely accepted theoretical framework for 

understanding the decision making of ethical consumers are yet to be developed (Carrington 

et al., 2010). Many attempts have been made to explain the ‗gap' between what consumers 

say and do in ethical purchasing behaviour. Although hundreds of studies have been 

conducted, no definitive explanation has been found (Bray et al., 2010; Carrington et al., 

2010; Kollmuss and Agyeman, 2002). Various theoretical frameworks have been developed, 

modified and tested over the past decades, to address the issue. 

A study from GreenFlex-Ethicity (2014) shows that for 67% of companies, improvement of 

their market share is directly due to ethical initiatives. Who are these ethical consumers? 

Harisson, Newholm and Shaw (2005) argue that ethical consumers do not ignore price and 

quality, but apply some additional (and sometimes prior) criteria in the decision making 



Proceedings of the 14th Annual International Conference 

 604 

process. As part of this research, we consider the term ―ethical‖ in its broadest sense. So, 

ethical buyers may be motivated by political, social, environmental, religious, spiritual and 

other similar issues, when they choose a product. Harrison, Newholm and Shaw (2005) 

explain that the one thing they have in common is that they are concerned with the effects 

that a purchasing choice has, not only on themselves, but also on the external world around 

them. More specifically, consumers are adopting several practices, such as fair consumption; 

product boycott (Lavorata, 2014) or green consumption (Moisander, 2007), with more or less 

ethical motivations. Ethical motivations have to be managed carefully because some authors 

(Griskevicius, Tybur and Van den Bergh, 2010) think that sometimes the consumers are 

turning to green products in order to achieve social status (greenwashing), for example. 

Proposed Conceptual Model of Sustainable Marketing 

The conceptual model was developed from the adopted theme-based framework (UNCSD, 

2001) which identified the themes used in the study. The themes used include equity, health, 

economic structure, consumption and production pattern, atmosphere and biodiversity which 

were selected from the sustainable dimensions (social, economic and environmental 

dimensions) of sustainable development. The model is an attempt to present a direction that 

will facilitate an understanding of the system by revealing the critical components of the 

concepts of sustainability marketing and how they relate to ethical consumption behavior 

with the moderation effect of price sensitivity. 

                                                                               Moderation Variable 
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Figure 2.4.  Proposed Conceptual Framework of Sustainable Marketing 

Adopted and modified from the theme-based framework of the United Nation Commission 

on Sustainable Development, (UNCSD, 2001)   
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The descriptive design was used for the study. Primary data was the main source to obtain 

data necessary for the study. The population of the study was all the consumers of beverages 

in south-east Nigeria. The population is a finite (known) one because the researchers assumed 

that all families in the region are beverages consumers. According to the official figure of 

population census (2006), the population figure of south east states are as follows, Anambra 

State 4.1million, Imo State 3.9million, Enugu State 3.2million, Abia State 2.8million, Ebonyi 

State 2.1million, the total population is 16,100,000. Quota sampling technique was used to 

ensure full representation of each of the states under study. Cochran's (1963) sample size 

determination statistical formula for finite population was adopted in determining the sample 

size for the study.  Since the population of the study is known (finite). The formula for 

sample size determination adopted for this study is: 

  
     

        
 

The sample size for the study will be 625 consumers. 

Bowley‘s proportionate allocation formula was used to apportion the sample size per state 

Bowley, (1937) . Bowley proportional allocation formula is bellowed.                                            

                               nh     =                      nNh 

                                                                  N                                                            

The technique for data collection was predominantly through the questionnaire. The 

questionnaire covered all the salient issues contained in the objectives. The questionnaire 

design consists of section A and B.  Section A is to elicit bio-data (personal profile of 

respondents), while Section B focus on the research questions. The Sustainable Development 

Awareness scale used in this study was developed by (Türer, 2010). Toti and Moulins (2016) 

developed a three-dimensional scale of ethical consumption behavior which was used to 

measure ethical consumption. The instrument was structured in 5- Likert scale items 

organized within the variables. Numerical values are given for each of the responses.  The 

values are: Strongly Agree (SA) = 5, Agree (A) = 4, Neutral (N) = 3, Disagree (D) = 2, 

Strongly Disagree (SD) = 1. Descriptive statistics such as frequency, bar chart, graph, and 

tables were used to analyze the bio-data of the respondents and the research questions. 

Content and face validity of the scale was provided by expert opinion and discriminant 

validity was tested using the Pearson product-moment correlation coefficient. The reliability 

was measured using factor analysis. Structure equations modeling (SEM) was used to analyze 

and test the hypothesized relationships of the variables. The analysis was done with the aid of 

Stata 15 SEM software.  

3 Results and Discussion 

Of the 625 copies of the questionnaire to beverage consumers in South east Nigeria, 425 

copies were returned as duly filled and usable. This represents 68% response rate and is 

considered quite high for a study of this nature.  
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Table 4.1: Demographic Characteristics of Respondents 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Gender:    male 

                 Female 

                 total 

252 

173 

425 

59.3 

40.7 

100.0 

59.3 

40.7 

100.0 

59.3 

100.0 

 

Age:         20-30 years 

                31-40 years 

                41-50 years 

                50 and above  

                Total            

92 

123 

152 

58 

425 

21.6 

28.9 

35.8 

13.6 

100.0 

21.6 

28.9 

35.8 

13.6 

100.0 

21.6 

50.5 

86.3 

100.0 

 

Monthly   N40,000:00 and Below 

Income:   N41,000:00 and N80,000:00 

                N81,000:00 and N120,000:00 

                N120,000:00 and Above  

               Total              

110 

102 

140 

73 

425 

25.9 

24.0 

32.9 

17.2 

100.0 

25.9 

24.0 

32.9 

17.2 

100.0 

25.9 

49.9 

82.8 

100.0 

 

Education: FLSC 54 12.7 12.7 12.7 

WAEC/NECO 83 19.5 19.5 32.2 

HND/BSc  

Post Graduate 

Total 

257 

31 

425 

60.5 

7.3 

100.0 

60.5 

7.3 

100.0 

92.7 

100.0 

 

Employment: 

 

 

 

Full Employment 127 29.9 29.9 29.9 

Underemployment 280 65.9 65.9 95.8 

Unemployed 18 7.2 7.2 100.0 

Total  425 100.0 100.0  

Marital      

Status 

 

Single  

Married  

Divorced  

Widow/widower 

Total  

118 

250 

17 

40 

425 

27.8 

58.8 

4.0 

9.4 

100.0 

27.8 

58.8 

4.0 

9.4 

100.0 

27.8 

86.6 

90.6 

100.0 

 

The first stage in the data presented is the socio-demographic variables used in the study. 

These include gender, age bracket, monthly income; education, and employment. Table 4.1 

contains information on the socio-demographic characteristics of the respondents. Analysis of 

the gender characteristics of the respondents shows that 252(59.3% of the respondents are 

males while 173(40.7%) are females. On age bracket, 92(21.6%) are within 20 -30 years age 

bracket; 123(28.9%) fall within 31-40 years age bracket; 152(35.8%) fall within 41 – 50 

years age bracket; while the remaining 58(13.6%) are above 50 years of age. This means that 

the majority of the respondents are within the middle and are mature enough to give valid and 

useful information for the study. On monthly income, 110(25.9%) earn N40,000:00 and 

below per a month, 102(24.0%) earn between N41,000:00 and N80,000:00 per a month; 

140(32.9) earn between N81,000:00 and N120,000:00 a month; while the remaining 

73(17.2%) earn above N120,000:00 a month. This means that the respondents‘ earnings are 

within the range for soft drink consumers to give valid information for the study. On 

education, 54(12.7%) of the respondents have first leaving school certificate; 83(19.5%) have 

WAEC/NECO; the majority of 257(60.5%) are holders of HND/BSc certificates; while 

31(7.3% have post-graduate qualifications. This implies that the majority of the respondents 
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have a reasonable education to understand the import of the study and to give valid 

information.  The next information is on the employment status of the respondents. As shown 

in Table 4.1, 127(29.9%) have full employment; 280(65.9%) are underemployed; while 

18(7.2%) are unemployed. So the majority of our respondents are underemployed which 

typical of the Nigerian situation. The last socio-demographic used in this study is marital 

status. Analysis of the results show that 118(27.8%) of the respondents are single; 

250(58.8%) are married; 17(4.0%) are divorced; while 40(9.4%) is widow/widower. More 

than half of the respondents are married hence can give valid information as they either 

consume beverages or buy for their family.  

The next is the presentations of the items used to measure the constructs of the study. There 

are six independent variables and one dependent variable and a moderating variable each of 

these measured with several items. We present the responses to the items.  

Table 4.2: Responses on Equity items 

S/N Questionnaire 

Items on Equity 

Strongly 

agree 

Agree Undecided  Disagree Strongly 

Disagree 

Total 

  Freq % Freq % Freq % Freq % Freq %  

1 Equal opportunities should 

be offered to individuals in 

society (women/men, 

rich/poor, race/religion, 

etc.). 

186 43.8 177 41.6 46 10.8 12 2.4 4 .9 425 

2 For all individuals in 

society, environments 

should be created to enable 

the individual to learn 

lifelong.  

128 30.1 169 39.8 34 8.0 76 17.9 18 4.2 425 

3 Individuals should be 

provided with integrating 

and enhancing social 

services (such as nurseries, 

shelter homes, social 

assistance foundations, 

etc.). 

177 41.6 178 41.9 27 6.4 16 3.8 27 6.4 425 

On item 1, equal opportunities should be offered to individuals in society 

(women/men,rich/poor, race/religion etc.), 4(.9%) strongly disagree; 12(2.8%) disagree; 

46(10.8%) are undecided; 177(41.6%) agree while 186(43.8%) strongly agree. On item 2, for 

all individuals in society, environments should be created to enable the individual to learn 

lifelong.  18(4.2%) strongly disagree, 76(17.9) disagree, 34(8.0%) were undecided, 

169(39.8%) agree, while 128(30.1%) strongly disagree. On item 3, Individuals should be 

provided with integrating and enhancing social services (such as nurseries, shelter homes, 

social assistance foundations etc.).27(6.4%) strongly disagree, 16(3.8%) disagree, 27(6.4%) 

were undecided, 178(41.9%) agree, while 177(41.6%) strongly disagree. From this analysis, 
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it is clear that the majority of the respondents are in agreement with these dimensions of the 

research model. 

Table 4.3: Responses to Health Items 

S/N Questionnaire 

Items on Health 

Strongly 

agree 

Agree Undecided  Disagree Strongly 

Disagree 

Total 

  Freq % Freq % Freq % Freq % Freq %  

1 Every individual has a 

responsibility to protect 

existing resources (water, 

air, soil, etc.) for future 

generations to survive 

ecological problems. 

211 49.6 119 28.0 57 13.4 33 7.8 5 1.2 425 

2 Industrial establishments 

should take cautions to 

protect environmental 

health and prevent pollution 

of natural resources.  

153 36.0 110 25.9 37 8.7 103 24.2 22 5.2 425 

3 Green areas can be 

dispensed with for 

urbanization and 

industrialization. 

134 31.5 189 44.5 45 10.6 27 6.4 30 7.1 425 

Table: 4.3. above shows that 211(49.6%) and 119(28.0%) respondents agreed with the 

statement that Every individual has responsibility to protect existing resources (water, air, 

soil, etc.) for future generations to survive ecological problems and 57(13.4%) were neutral 

while 33(7.8%) and 5(1.2%) totally disagree with the statement. However, the statement: 

industrial establishments should take cautions to protect environmental health and prevent 

pollution of natural resources. 153(36.0%) and 110(25.9%) respondents supported the 

statement. 37(8.7%) were indifference while 103(24.2%) and 22(5.2%) respondents did not 

agree with the statement. On the statement, green areas can be dispensed with for 

urbanization and industrialization, while 134(31.5%) and 189(44.5%) strongly agreed 

27(6.4%) and 30(7.1%) disagreed on the statement and 45(10.6%) was indifference. 

Table: 4.4 Responses on economic structure Items 

S/N Questionnaire 

Items on Economic 

Structure 

Strongly 

agree 

Agree Undecided  

Disagree 

Strongly 

Disagree 

Total 

  Freq % Freq % Freq % Freq % Freq %  

1 Economic policies should 

be shaped by sustainable 

production.  

212 49.9 111 26.1 52 12.2 39 9.2 11 2.6 425 

2 Economic policies should 

be shaped so as not to 

destroy natural resources.  

167 39.3 127 29.9 43 19.1 28 6.6 60 14.1 425 

3 For economic investments, 124 29.2 224 52.7 36 8.6 16 3.8 25 5.9 425 
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environments, where life 

and property safety are 

provided, must be 

established 

The table above shows that respondents strongly agreed on the statement economic policies 

should be shaped by sustainable production 212(49.9%) and 111(26.1%) respectively while 

39(9.2%), 11(2.6%) respondents disagree with the statement, 52(12.2%) respondents were 

indifferent. Again, 167(39.3%) and 127(29.9%) respondents agreed on the statement 

economic policies should be shaped so as not to destroy natural resources 43(19.1%) were 

indecisive, however, 28(6.6%) and 60(14.1%) disagreed with the assertion. For economic 

investments, environments, where life and property safety are provided, must be established, 

124(29.2%) and 224(52.7%) respondents respectively while 16(3.8%) and 25(5.9%) 

respondents did not support the statement but 36(8.6%) respondents were neutral.   

Table: 4.5 Responses on Consumption and Production Pattern Items 

S/N Questionnaire 

Items on Consumption 

and Production Pattern 

Strongly 

agree 

Agree Undecided  

Disagree 

Strongly 

Disagree 

Total 

  Freq % Freq % Freq % Freq % Freq %  

1 Individuals should shop in 

the direction of their desires 

and wishes without regard 

to their needs.  

175 41.2 188 44.2 30 7.1 23 5.4 9 2.1 425 

2 We must use current 

economic resources with 

conservation, thinking about 

future generations.  

110 25.9 227 53.4 59 13.9 19 4.5 10 2.4 425 

3 Debt to be made for 

development should be 

made considering economic 

balances. 

175 41.2 147 34.6 49 11.5 22 5.2 32 7.5 425 

Table 4.5. shows that respondents supported the statement Individuals should shop in the 

direction of their desires and wishes without regard to their needs. 175(41.2%) and 

188(44.2%) respectively while 23(5.4%) and 9(2.1%) disprove the statement but 30(7.1%) 

respondents were indifferent .110(25.9%) and 227(53.4%) respondents agreed on the 

statement we must use current economic resources with conservation, thinking about future 

generations while 19(4.5%) and 10(2.4%) did not agree with the statement, however, 

59(13.9%) respondent were indifferent. On the statement debt to be made for development 

should be made considering economic balances was strongly supported by 175(41.2%) and 

147(34.6%) respondent respectively while 22(5.2%) and 32(7.5%) did not support it, but 

49(11.5%) respondents were neutral.  
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Table: 4.6 Responses to Atmosphere Items 

S/N Questionnaire 

Items on Atmosphere 

Strongly 

agree 

Agree Undecided  Disagree Strongly 

Disagree 

Total 

  Freq % Freq % Freq % Freq % Freq %  

1 I think that nothing can be 

done individually to prevent 

global climate change.  

209 49.2 144 33.9 37 8.7 27 6.4 8 1.9 425 

2 Industrial establishments 

should take cautions to 

protect environmental 

health and prevent pollution 

of natural resources.  

149 35.1 129 30.4 68 16.0 61 14.4 18 4.2 425 

3 I think that ecological 

footprint should be 

minimized for the 

continuation of the world's 

livability. 

240 56.5 150 35.3 4 .9 14 3.3 17 4.0 425 

The table above shows that 209(49.2%) and 144(33.9%) respondents agreed on the statement 

I think that nothing can be done individually to prevent global climate change.  while 

27(6.4%) and 8(1.9%) respondents did not support the statement but 37(8.7%) were 

indifferent. Industrial establishments should take caution to protect environmental health and 

prevent pollution of natural resources, 149(35.1%) and 129(30.4%) respondents supported 

the assertion while 61(14.4%) and 18(4.2%) did not but 68(10.0%) respondents were 

indecisive. Again the statement I think that ecological footprint should be minimized for the 

continuation of the world's livability was agreed by 240(56.5%) and 150(35.3.2%) 

respondents. 14(3.3%) and 17(4.0%) did not support the assertion while 4(.9%) respondents 

were indifferent.  

Table: 4.7 Responses on Biodiversity Items 

S/N Questionnaire 

Items on biodiversity 

Strongly 

agree 

Agree Undecided  

Disagree 

Strongly 

Disagree 

Total 

  Freq % Freq % Freq % Freq % Freq %  

1 The work of governmental 

and non-governmental 

organizations involved in 

activities for the sustainable 

environment should be 

supported.  

200 47.1 189 44.5 18 4.2 5 1.2 13 3.1 425 

2 Any intervention that 

damages natural life (wrong 

use of pesticide, prohibited 

hunting, etc.) must be 

punished for the 

continuation of biological 

diversity.  

142 33.4 151 35.5 102 24.0 20 4.7 10 2.4 425 
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3 I think that beverages with 

the least impact on the 

degradation of ecological 

balance should be preferred 

when buying one. 

141 33.2 212 49.9 27 6.4 20 4.7 25 5.9 425 

Table 4.7 Depicts that respondents 200(47.1%) and 189(44.5%) respectively agreed on the 

statement the work of governmental and non-governmental organizations involved in 

activities for the sustainable environment should be supported but 5(1.2%) and 13(3.1%) did 

not support the assertion but 18(4.2%) were indifferent. On the statement any intervention 

that damages natural life (wrong use of pesticide, prohibited hunting, etc.) must be punished 

for the continuation of biological diversity, 142(33.4%) and 151(35.5%) respondents 

supported the statement while 20(4.7%) and 10(2.4%) respondents did not agree with the 

statement. Again, the statement I think that beverages with the least impact on degradation of 

ecological balance should be preferred when buying one was supported by 141(33.2%) and 

212(49.9%) respondents agreed with the assertion but 20(4.7%) and 25(5.9%) did not support 

the assertion while 27(6.4%) respondents were indifferent.  

Table: 4.8 Responses on political Dimension Items 

S/N Questionnaire 

Items on political 

Dimension 

Strongly 

agree 

Agree Undecided  

Disagree 

Strongly 

Disagree 

Total 

  Freq % Freq % Freq % Freq % Freq %  

1 I prefer buying products 

with an eco-label. 

137 32.2 145 34.1 73 17.2 34 8.0 36 8.5 425 

2 I prefer to buy in shops that 

highlight ecological or 

organic products. 

197 46.4 164 38.6 38 8.9 4 .9 22 5.2 425 

3 I buy fair trade products in 

solidarity with producers. 

125 29.4 223 52.5 34 8.0 17 4.0 26 6.1 425 

Table 4.8 shows how respondents agreed on the statement I prefer buying products with an 

eco-label. 137(32.2%) and 145(34.1%) agreed, 34(8.0%) and 36(8.5%) respondents did not 

agree while 73(17.2%) respondents were indifferent. Furthermore, 197(46.4%) and 

164(38.6%) respondents supported this statement I prefer to buy in shops that highlight the 

ecological or organic products while 4(.9%) and 22(5.2%) did not agree with the assertion, 

38(8.9%) were neutral. Furthermore, 125(29.4%) and 223(52.5%) respondents agreed on the 

statement, I buy fair trade products in solidarity with producers while 17(4.0%) and 26(6.1%) 

did not agree with the assertion, meanwhile, 34(8.0%) respondents neither agree nor disagree.  

Table: 4.9 Responses on social dimensions Items 

S/N Questionnaire 

Items on Social Dimension 

Strongly 

agree 

Agree Undecided  

Disagree 

Strongly 

Disagree 

Total 

  Freq % Freq % Freq % Freq % Freq %  

1 I avoid brands/products that 

profit from the misery of 

their employees. 

158 37.2 164 38.6 57 13.4 30 7.1 16 3.8 425 

2 I avoid products or brands 

that make children work 

even indirectly. 

116 27.3 154 36.2 55 12.9 28 6.6 72 16.9 425 

3 I avoid products from 101 23.8 234 55.1 30 7.1 16 3.8 44 10.4 425 
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companies that do not 

respect the rights of their 

employees 

Table 4.9. shows the response of the respondents to the questions asked them. 158(37.2%) 

and 164(38.6%) of respondents agreed with the statement I avoid brands/products that profit 

from the misery of their employees but 30(7.1%) and 16(3.8%) did not support the assertion 

while 57(13.4%) respondents were indifference. The statement I avoid products or brands 

that make children work even indirectly was supported by 116(27.3%) and 154(36.2%) 

respondents while 28(6.6%) and 72(16.9%) respondents did not support it and 55(12.9%) 

were not sure of the answer to give. 101(23.8%) and 234(55.1%) respondents agreed, and 

16(3.8%) and 44(10.4%) respondents did not agree while 30(7.1%) was indecisive on the 

statement that I avoid products from companies that do not respect the rights of their 

employees.  

Table: 4.10 Responses on Environmental Dimension Items 

S/N Questionnaire 

Items on Environmental 

Dimension 

Strongly 

agree 

Agree Undecided  

Disagree 

Strongly 

Disagree 

Total 

  Freq % Freq % Freq % Freq % Freq %  

1 I restrict my consumption 

(food, beverage, energy, 

clothing, etc.) to what I 

need. 

183 43.1 207 48.7 23 5.4 4 .9 8 1.9 425 

2 I contribute to the 

preservation of the 

environment through 

everyday actions. 

187 44.0 146 34.4 20 4.7 16 3.8 56 13.2 425 

3 To reduce my contribution 

to global warming, I 

consume differently 

132 31.1 210 49.4 51 12.0 20 4.7 12 2.8 425 

Table 4.10 shows the responses on the statement I restrict my consumption (food, beverage, 

energy, clothing, etc.) to what I really need, 183(43.1%) and 207(48.7%) respondents 

supported the statement while 4(.9%) and 8(1.9%) disagree with the statement meanwhile 

23(5.4%) respondents were undecided. The statement, I contribute to the preservation of the 

environment through everyday actions was supported by 187(44.0%) and 146(34.4%) 

respondents while 16(3.8%) and 56(13.2%) did not agree with the assertion, however, 

20(4.7%) respondents were indifference. Furthermore, the statement to reduce my 

contribution to global warming, I consume differently was agreed with 132(31.1%) and 

210(49.4%) respondents while 20(4.7%) and 12(2.8%) respondents did not support the 

statement, 51(12.0%) respondents were indecisive.  

Table 4.11 Response on Price Sensitivity Items 

S/N Questionnaire 

Items on Price Sensitivity 

Strongly 

agree 

Agree Undecided  

Disagree 

Strongly 

Disagree 

Total 

  Freq % Freq % Freq % Freq % Freq %  

1 I‘m willing to make an extra 

effort to find a low price.  

151 35.5 221 52.0 37 8.7 12 2.8 4 .9 425 

2 I will change what I had 

planned to buy to take 

154 36.2 203 47.8 30 7.1 22 5.2 16 3.8 425 
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advantage of a lower price. 

3 I am sensitive to differences 

in prices. 

137 32.2 264 62.1 0 0 19 4.5 5 1.2 425 

Table 4.11 shows how respondents agreed on the statement I'm willing to make an extra 

effort to find a low price, 151(35.5%) and 221(52.0%) agreed, 12(2.8%) and 4(.9%) 

respondents did not agree while 37(8.7%) respondents were indifferent. Furthermore, 

154(36.2%) and 203(47.8%) respondents supported this statement I will change what I had 

planned to buy in order to take advantage of a lower price while 22(5.2%) and 16(3.8%) did 

not agree with the assertion, 30(7.1%) were neutral. Furthermore, 137(32.2%) and 

264(62.1%) respondents agreed that I am sensitive to differences in prices while 19(4.5%) 

and 5(1.2%) did not agree with the assertion, meanwhile, none of the respondents neither 

agreed nor disagreed.   

Descriptive Statistics 

A preliminary analysis of the data collected from the field was conducted using several 

descriptive statistics. The descriptive statistics were employed to check the behavior of the 

data and to ready the data for inferential statistics analysis. 

 

Descriptive Statistics 

 

N 

Minimu

m 

Maxim

um Mean 

Std. 

Deviation Skewness Kurtosis 

Statisti

c Statistic Statistic 

Statisti

c Statistic 

Statisti

c 

Std. 

Error 

Statisti

c 

Std. 

Error 

EQ1 425 1 5 4.24 .828 -1.184 .118 1.663 .236 

EQ2 425 1 5 3.74 1.188 -.733 .118 -.575 .236 

EQ3 425 1 5 4.09 1.094 -1.519 .118 1.843 .236 

HE1 425 1 5 4.17 1.010 -1.081 .118 .306 .236 

HE2 425 1 5 3.63 1.324 -.473 .118 -1.204 .236 

HE3 425 1 5 3.87 1.139 -1.159 .118 .693 .236 

ES1 425 1 5 4.12 1.100 -1.116 .118 .287 .236 

ES2 425 1 5 3.74 1.401 -.908 .118 -.503 .236 

ES3 425 1 5 3.96 1.028 -1.428 .118 1.943 .236 

CPP1 425 1 5 4.17 .929 -1.390 .118 1.983 .236 

CPP2 425 1 5 3.96 .888 -1.120 .118 1.699 .236 

CPP3 425 1 5 3.97 1.189 -1.205 .118 .629 .236 

AT1 425 1 5 4.22 .978 -1.353 .118 1.374 .236 

AT2 425 1 5 3.78 1.191 -.679 .118 -.603 .236 

AT3 425 1 5 4.37 .965 -2.093 .118 4.385 .236 

BI1 425 1 5 4.31 .860 -1.925 .118 4.900 .236 

BI2 425 1 5 3.93 .986 -.749 .118 .214 .236 

BI3 425 1 5 4.00 1.056 -1.443 .118 1.796 .236 

PD1 425 1 5 3.74 1.229 -.850 .118 -.192 .236 

PD2 425 1 5 4.20 1.009 -1.681 .118 2.878 .236 

PD3 425 1 5 3.95 1.042 -1.424 .118 1.849 .236 

SD1 425 1 5 3.98 1.063 -1.081 .118 .643 .236 

SD2 425 1 5 3.50 1.396 -.718 .118 -.775 .236 
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SD3 425 1 5 3.78 1.160 -1.314 .118 .978 .236 

ED1 425 1 5 4.30 .776 -1.674 .118 4.713 .236 

ED2 425 1 5 3.92 1.350 -1.246 .118 .272 .236 

ED3 425 1 5 4.01 .935 -1.205 .118 1.649 .236 

PS1 425 1 5 4.18 .780 -1.173 .118 2.313 .236 

PS2 425 1 5 4.08 .988 -1.421 .118 1.986 .236 

PS3 425 2 5 4.25 .592 -.482 .118 1.258 .236 

Valid N 

(listwise) 

425 
        

Table 4.12 present the information requested for each of the items used to measure the 

variables of the study. The next two columns show the minimum and maximum and the 

highest under maximum is 5 while the least under minimum is 1. This a confirmation that the 

variables were measured with a five-point scale coded one to five. Also from the table, all the 

items have to mean above 3; while most of the standard deviation values are above one. 

Standard deviations measure variability hence standard deviations above one is an indication 

that the respondents are varied in their opinions.  

Descriptives also provide information concerning the distribution of the scores on continuous 

variables, skewness, and kurtosis (Pallant, 2013). These are necessary if the variables are to 

be used in parametric statistical techniques (eg. Pearson correlation, t-tests, among others) 

which is the situation in this study. The skewness value indicates the symmetry of the 

distribution. Kurtosis, on the other hand, provides information about the "peakedness‖ of the 

distribution. Positive skewness values indicate scores clustered to the left at the low values. 

Negative skewness indicates a clustering of scores at the high end (right-hand side of a 

graph). Kurtosis values below 0 indicate a distribution that is relatively flat (too many cases 

in the extremes). With reasonably large samples, skewness will make a substantive difference 

in the analysis (Pallant, 2013). In Table 4.12, the skewness of the items is mixed with very 

high values and very low values. Also the kurtosis show very high and very low or values 

below zero. This implies that there is a mix of peakedness and flattened values in the items. 

Tabachinick and Fidell (2013) maintain that with reasonably large samples (200+ cases) 

skewness ‗will not make a substantive difference in the analysis.' The captive sample for this 

study is 425 respondents hence skewness will not make a serious impact on the analysis.  

Test of Normality 

Multivariate normality is the assumption that each variable and all linear combinations of the 

variables are normally distributed Tabachinick and Fidell (2013). Kolmogrov-Smirnov and 

Shapiro-Wilk statistics were used to run the normality analysis and the result of the normality 

test is shown below. 

 

.Tests of Normality 

 

Kolmogorov-Smirnov
a
 Shapiro-Wilk 

Statistic Df Sig. Statistic df Sig. 

EQ1 .257 425 .000 .780 425 .000 

EQ2 .287 425 .000 .834 425 .000 

EQ3 .304 425 .000 .739 425 .000 

HE1 .290 425 .000 .778 425 .000 

HE2 .228 425 .000 .832 425 .000 
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HE3 .305 425 .000 .800 425 .000 

ES1 .288 425 .000 .774 425 .000 

ES2 .266 425 .000 .792 425 .000 

ES3 .336 425 .000 .759 425 .000 

CPP1 .282 425 .000 .764 425 .000 

CPP2 .311 425 .000 .807 425 .000 

CPP3 .269 425 .000 .784 425 .000 

AT1 .279 425 .000 .756 425 .000 

AT2 .229 425 .000 .850 425 .000 

AT3 .308 425 .000 .638 425 .000 

BI1 .273 425 .000 .688 425 .000 

BI2 .218 425 .000 .850 425 .000 

BI3 .331 425 .000 .753 425 .000 

PD1 .248 425 .000 .842 425 .000 

PD2 .271 425 .000 .724 425 .000 

PD3 .338 425 .000 .758 425 .000 

SD1 .264 425 .000 .815 425 .000 

SD2 .274 425 .000 .827 425 .000 

SD3 .363 425 .000 .748 425 .000 

ED1 .267 425 .000 .715 425 .000 

ED2 .306 425 .000 .732 425 .000 

ED3 .300 425 .000 .800 425 .000 

PS1 .282 425 .000 .774 425 .000 

PS2 .310 425 .000 .763 425 .000 

PS3 .344 425 .000 .724 425 .000 

a. Lilliefors Significance Correction 

Kolmogorov-Smirnov and Shapiro-Wilk statistics were used to test the normality of the data 

distribution scores and as shown in the output, the values of both statistics are highly 

statistically significant with ρ values of .000 well below the .05 margin of error. This implies 

that the normality assumption is violated. The captive sample for this study is 425 hence this 

violation of normality assumption is not a problem. Pallant (2013) avers that violation of 

normality assumption is ‗quite common with large samples p.66.‘ 

Validity Analysis 

Validity is the extent to which a scale or set of measures accurately represents the concept of 

interest (Hair, et. al. 2013). We already described one form of validity—content or face 

validity—in the methodology section. Other forms of validity are measured empirically by 

the correlation between theoretically defined sets of variables. The three most widely 

accepted forms of validity are convergent, discriminant, and nomological validity. 

Discriminant validity was adopted for this study and the results are shown below.  

 

Correlations 

 Equity Health ES CPP Atm Bio ECB PS 

Equity Pearson 

Correlation 

1 .406
**

 .532
**

 .504
**

 .111
*
 .512

**
 .486

**
 .047 

Sig. (2-tailed)  .000 .000 .000 .022 .000 .000 .333 
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N 425 425 425 425 425 425 425 425 

Health Pearson 

Correlation 

.406
**

 1 .368
**

 .551
**

 .218
**

 .295
**

 .235
**

 -.009 

Sig. (2-tailed) .000  .000 .000 .000 .000 .000 .846 

N 425 425 425 425 425 425 425 425 

Economic 

structure 

Pearson 

Correlation 

.532
**

 .368
**

 1 .507
**

 .313
**

 .462
**

 .186
**

 .136
**

 

Sig. (2-tailed) .000 .000  .000 .000 .000 .000 .005 

N 425 425 425 425 425 425 425 425 

Consumption 

and 

production 

pattern 

Pearson 

Correlation 

.504
**

 .551
**

 .507
**

 1 .258
**

 .434
**

 .167
**

 .139
**

 

Sig. (2-tailed) .000 .000 .000  .000 .000 .001 .004 

N 425 425 425 425 425 425 425 425 

Atmosphere Pearson 

Correlation 

.111
*
 .218

**
 .313

**
 .258

**
 1 .266

**
 .113

*
 .084 

Sig. (2-tailed) .022 .000 .000 .000  .000 .020 .082 

N 425 425 425 425 425 425 425 425 

Biodiversity Pearson 

Correlation 

.512
**

 .295
**

 .462
**

 .434
**

 .266
**

 1 .373
**

 .091 

Sig. (2-tailed) .000 .000 .000 .000 .000  .000 .061 

N 425 425 425 425 425 425 425 425 

Ethical 

consumption 

Pearson 

Correlation 

.486
**

 .235
**

 .186
**

 .167
**

 .113
*
 .373

**
 1 .122

*
 

Sig. (2-tailed) .000 .000 .000 .001 .020 .000  .012 

N 425 425 425 425 425 425 425 425 

Price 

sensitivity 

Pearson 

Correlation 

.047 -.009 .136
**

 .139
**

 .084 .091 .122
*
 1 

Sig. (2-tailed) .333 .846 .005 .004 .082 .061 .012  

N 425 425 425 425 425 425 425 425 

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

*. Correlation is significant at the 0.05 level (2-tailed). 

Discriminant validity is the degree to which two conceptually similar concepts are distinct. 

The empirical test is again the correlation among measures, but this time the summated scale 

is correlated with a similar, but conceptually distinct, measure. Now the correlation should be 

low, demonstrating that the summated scale is sufficiently different from the other similar 

concept (Hair et al. 2013). As shown in the correlation matrix all the correlation between the 

constructs is well below the .6 threshold indicating that the constructs/variables do not have 

validity problems. It is also an indication that there is no problem of collinearity among the 

constructs. 

Reliability Analysis 

Factor analysis was to check for reliability and the internal consistency of the individual 

items used to measure the constructs. The Kaiser-Meyer-Olkin(KMO) Measure of Sampling 

Adequacy is .567 above the .5 benchmark while Bartlett's Test of Sphericity has approximate 

Chi-Square value of 6809.657 with a degree of freedom (df) of 435 and ρ-value of .000 

which well below the .05 margin of error. This means that the factor analysis is reliable and 

dependable hence we proceed with the test. We look at the list of communalities. 
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Communalities 
 Initial Extraction 

EQ1 1.000 .755 

EQ2 1.000 .765 

EQ3 1.000 .634 

HE1 1.000 .559 

HE2 1.000 .695 

HE3 1.000 .784 

ES1 1.000 .704 

ES2 1.000 .765 

ES3 1.000 .608 

CPP1 1.000 .755 

CPP2 1.000 .747 

CPP3 1.000 .729 

AT1 1.000 .709 

AT2 1.000 .737 

AT3 1.000 .625 

BI1 1.000 .858 

BI2 1.000 .794 

BI3 1.000 .676 

PD1 1.000 .794 

PD2 1.000 .599 

PD3 1.000 .749 

SD1 1.000 .699 

SD2 1.000 .758 

SD3 1.000 .836 

ED1 1.000 .703 

ED2 1.000 .818 

ED3 1.000 .664 

PS1 1.000 .676 

PS2 1.000 .762 

PS3 1.000 .865 

Extraction Method: Principal 

Component Analysis. 

Communalities refer to the amount of variance in a variable that is accounted for by the 

factors taken together. The size of the communality is a useful index for assessing how much 

variance in a particular variable is accounted for by the factor solution. Higher communality 

values indicate that a large amount of the variance in a variable has been extracted by the 

factor solution (Hair, et al. 2013). All the items in our analysis load above .5 hence more than 

50 % of variance have been extracted for each item. The next is the table of total variance 

extracted. 
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Total Variance Explained 

Compone

nt 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulative 

% Total 

% of 

Varianc

e 

Cumulative 

% 

1 5.541 18.472 18.472 5.541 18.472 18.472 

2 4.296 14.319 32.791 4.296 14.319 32.791 

3 2.441 8.136 40.926 2.441 8.136 40.926 

4 1.953 6.509 47.435 1.953 6.509 47.435 

5 1.693 5.644 53.079 1.693 5.644 53.079 

6 1.349 4.496 57.575 1.349 4.496 57.575 

7 1.270 4.234 61.808 1.270 4.234 61.808 

8 1.207 4.023 65.831 1.207 4.023 65.831 

9 1.056 3.521 69.352 1.056 3.521 69.352 

10 1.016 3.388 72.740 1.016 3.388 72.740 

11 .847 2.825 75.565    

12 .812 2.706 78.271    

13 .746 2.485 80.756    

14 .711 2.369 83.125    

15 .654 2.180 85.305    

16 .545 1.816 87.121    

17 .519 1.729 88.850    

18 .477 1.589 90.439    

19 .421 1.403 91.842    

20 .406 1.352 93.194    

21 .341 1.136 94.330    

22 .337 1.122 95.451    

23 .274 .914 96.365    

24 .234 .778 97.144    

25 .227 .756 97.900    

26 .198 .659 98.559    

27 .175 .583 99.142    

28 .117 .390 99.533    

29 .093 .309 99.841    

30 .048 .159 100.000    

Extraction Method: Principal Component Analysis. 

The total variance extracted is based on achieving a specified cumulative percentage of total 

variance extracted by successive factors. It is not uncommon to consider a solution that 

accounts for 60 percent of the total variance as satisfactory. The total variance extracted is 

72.740 which is very acceptable showing that the data has internal consistency. After the 

factor analysis, we did scale summation and with that, we tested the hypotheses both for the 

direct and the moderation/interaction effects. 

Model Assessment 

The squares-structural equation modeling (SEM) method was used to analyze and test the 

hypothesized relationships as well as the interaction effects between variables in the research 
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model. This aspect and level of the analysis were done with the aid of Stata 15 SEM 

software. 

 

Table 4.14: Model Assessment of the Structural Equation 

 

The first in the structural equation modeling is to assess the model fit and this output is 

shown in Table 4.12. First, the Chi-square has a value of 161.243 with a ρ-value of .000 well 

below the .05 margin of error. Other fit measures like the root mean error approximation 

(RMSEA) and the standardized root mean residual (SRMR) have 1 as the values which 

indicate absolute fit or goodness of fit. The fit indices take values between 0 and 1 and extant 

research agrees that values closer to 1 are better. However absolute fit indices are debatable 

(see Hair, et al. 2013). Other fit measures like the Tucker Lewis index (TLI) and comparative 

fit indices (CFI) show absolute fit. This study is on the moderating effect of price sensitivity 

on sustainable marketing and ethical consumption behaviour hence we are more concerned 

with the moderation/interaction effect. Based on this we look at the equation level goodness 

of fit in table 4.13. 

Table 4.13a: Equation-level goodness of fit 

 

 

 

 

. 

                                                                            

                  CD        0.316   Coefficient of determination

                SRMR        0.000   Standardized root mean squared residual

Size of residuals     

                                                                            

                 TLI        1.000   Tucker-Lewis index

                 CFI        1.000   Comparative fit index

Baseline comparison   

                                                                            

                 BIC    14933.409   Bayesian information criterion

                 AIC    14872.627   Akaike's information criterion

Information criteria  

                                                                            

              pclose        1.000   Probability RMSEA <= 0.05

         upper bound        0.000

 90% CI, lower bound        0.000

               RMSEA        0.000   Root mean squared error of approximation

Population error      

                                                                            

            p > chi2        0.000

         chi2_bs(13)      161.243   baseline vs. saturated

            p > chi2            .

          chi2_ms(0)        0.000   model vs. saturated

Likelihood ratio      

                                                                            

Fit statistic               Value   Description

                                                                            

. estat gof, stats(all)

mc2 = mc^2 is the Bentler-Raykov squared multiple correlation coefficient

mc  = correlation between depvar and its prediction

                                                                              

     overall                                      .2955348

                                                                              

         ECB    .9976487   .2948399   .7028088    .2955348  .5436311  .2955348

observed                                        

                                                                              

     depvars      fitted  predicted   residual   R-squared        mc      mc2

                           Variance             

                                                                              

Equation-level goodness of fit
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Table 4.13b: Equation-level goodness of fit with the moderator 

 

 

The main tool used to assess the model at the equation level goodness of fit is the coefficient 

of determination r
2
 which asses the predictive capacity of a model. Because we are concerned 

with moderation in this study the analysis was done two times. First with the IVs and the 

moderation with the DV, and second the interaction effects were then added as additional 

IVs. The first is reported in Table 4.13a while the second is in Table 4.13b. In the output, the 

r
2
 is approximately 29.6% which means that the IVs account for only 29.6% of the variance 

in the DV. Adding the interaction to all the IVs in the second model only increased the 

prediction value (r
2
) to approximately 31.6%. This shows an increase of only 2% of the 

predictive ability of the model. This is very negligible and is an indication of no 

moderation/interaction effect. We now use the output from the second model to assess and 

validate the hypotheses.  

Hypotheses Testing 

The squares-structural equations modeling (SEM) method was used to analyze and test the 

hypothesized relationships as well as the interaction effects between variables in the research 

model. 

 

. 

mc2 = mc^2 is the Bentler-Raykov squared multiple correlation coefficient

mc  = correlation between depvar and its prediction

                                                                              

     overall                                      .3157245

                                                                              

         ECB    .9976487   .3149821   .6826665    .3157245  .5618937  .3157245

observed                                        

                                                                              

     depvars      fitted  predicted   residual   R-squared        mc      mc2

                           Variance             

                                                                              

Equation-level goodness of fit

. estat eqgof

ECB .0042 ε1 .68

Equity 1
-5.2e-07

Health 1
-7.5e-07

ES 1
-1.4e-07

CPP 1
2.1e-07

Atm 1
5.9e-07

Bd 1
-1.2e-06

PS 1
-3.8e-07

EquityPS 1
.047

HealthPS 1
-.0095

ESPS 1
.14

CPPPS 1
.14

AtmPS 1.3
.084

BdPS 1
.091

.51

.14

-.16

-.21

.071

.19

.12

.056

-.0027

-.079

.036

.06

-.068
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Figure 4.7: The research SEM model  

 

 

 

Equity has a coefficient of .513, z-value = 9.43, and ρ-value of 0.000 which is well below the 

.05 margin of error. The confidence interval lower limit (LL) = .406 and upper limit (UL) is 

.619. The confidence interval straddles no zero in-between hence hypothesis Ho1awhich states 

that equity has a significant relationship with ethical consumption behaviour in the beverage 

industry in south east Nigeria is fully validated and accepted. However, Equity*PS has 

coefficient = .056, z-value = .83, ρ-value = .41; confidence interval LL = -.076 and UL = 

.188. The confidence interval straddles a zero in-between. Based on the hypothesis Ho1b 

which states that price sensitivity significantly moderate the effects of equity and ethical 

consumption behaviour in the beverage industry in south east Nigeria is rejected.  

Health coefficient is .513, z-value = 2.78, and ρ-value of 0.005 which is well below the .05 

margin of error. The confidence interval lower limit (LL) = .042 and upper limit (UL) is .242. 

The confidence interval has no zero in-between hence hypothesis Ho2a. Health has a 

significant relationship with ethical consumption behaviour in the beverage industry in south 

east Nigeria is fully validated and accepted. However, Health*PS has coefficient = -.003, z-

value = -.05, ρ-value = .960; confidence interval LL = -.076 and UL = .188. The confidence 

interval straddles a zero in-between. Based on this hypothesis Ho2b. Price sensitivity will 

significantly moderate the effects of health and ethical consumption behaviour in the 

beverage industry in south east Nigeria is rejected.  

Economic structure ES coefficient is -.156, z-value = -2.78, and ρ-value of 0.005 which is 

well below the .05 margin of error. The lower limit of the confidence interval (LL) = -.265 

and upper limit (UL) is -.102. The confidence interval has no zero in-between hence 

hypothesis Ho3a. There is a significant relationship between economic structure and ethical 

consumption behaviour in the beverage industry in south east Nigeria is fully validated and 

accepted. However, ES*PS has coefficient = -.079, z-value = -1.31, ρ-value = .190; 

confidence interval LL = -.109 and UL = .104. The confidence interval straddles a zero in-

. 

. 

LR test of model vs. saturated: chi2(0)   =      0.00, Prob > chi2 =      .

                                                                              

   var(e.ECB)    .6826665   .0468305                      .5967833    .7809092

                                                                              

       _cons     .0042148    .041213     0.10   0.919    -.0765612    .0849909

        BdPS    -.0684311   .0528844    -1.29   0.196    -.1720826    .0352205

       AtmPS     .0604446   .0463035     1.31   0.192    -.0303085    .1511977

       CPPPS     .0359822   .0655244     0.55   0.583    -.0924432    .1644076

        ESPS    -.0791551   .0603449    -1.31   0.190    -.1974289    .0391187

    HealthPS    -.0027036   .0542827    -0.05   0.960    -.1090958    .1036886

    EquityPS     .0559877   .0674912     0.83   0.407    -.0762927    .1882681

          PS     .1158009   .0496083     2.33   0.020     .0185704    .2130315

          Bd     .1894266   .0538918     3.51   0.000     .0838006    .2950527

         Atm     .0707007   .0458389     1.54   0.123     -.019142    .1605433

         CPP     -.214447   .0573159    -3.74   0.000    -.3267842   -.1021098

          ES    -.1556025   .0559973    -2.78   0.005    -.2653552   -.0458497

      Health     .1421078   .0511601     2.78   0.005     .0418359    .2423798

      Equity     .5128614   .0544002     9.43   0.000     .4062391    .6194838

  ECB         

Structural    

                                                                              

                    Coef.   Std. Err.      z    P>|z|     [95% Conf. Interval]

                               OIM

                                                                              

Log likelihood     = -7421.3136

Estimation method  = ml

Structural equation model                       Number of obs     =        425

Iteration 1:   log likelihood = -7421.3136  

Iteration 0:   log likelihood = -7421.3136  

Fitting target model:

Observed:  Equity Health ES CPP Atm Bd PS EquityPS HealthPS ESPS CPPPS AtmPS BdPS

Exogenous variables

Observed:  ECB

Endogenous variables

>  -> ECB, ) (HealthPS -> ECB, ) (ESPS -> ECB, ) (CPPPS -> ECB, ) (AtmPS -> ECB, ) (BdPS -> ECB, ), nocapslatent

. sem (Equity -> ECB, ) (Health -> ECB, ) (ES -> ECB, ) (CPP -> ECB, ) (Atm -> ECB, ) (Bd -> ECB, ) (PS -> ECB, ) (EquityPS
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between. Based on this hypothesis Ho3b.Price sensitivity will moderate the relationship 

between economic structure and ethical consumption behaviour in the beverage industry in 

south east Nigeria is rejected.  

CPP coefficient is -.214, z-value = -3.74, and ρ-value of .000 which is well below the .05 

margin of error. The lower limit of the confidence interval (LL) = -.327 and upper limit (UL) 

is -.102. The confidence interval has no zero in-between hence hypothesis Ho4a. Consumption 

and production pattern has a significant relationship with ethical consumption behaviour in 

the beverage industry in south east Nigeria is fully validated and accepted. But, CPP*PS has 

coefficient = .036, z-value = .55, ρ-value = .583; confidence interval LL = -.092 and UL = 

.164. The confidence interval straddles a zero in-between. Based on the hypothesis Ho4b. 

Price sensitivity will significantly moderate the effects of consumption and production 

pattern and ethical consumption behaviour in the beverage industry in south east Nigeria is 

not accepted.  

Atm coefficient is .071, z-value = 1.54, and ρ-value of .123 which is well above the .05 

margin of error. The lower limit of the confidence interval (LL) = -.019 and upper limit (UL) 

is .161. The confidence interval has a zero in-between hence hypothesis Ho5a. The 

atmosphere has a significant relationship with ethical consumption behaviour in the beverage 

industry in south east Nigeria is not accepted. Also Atm*PS has coefficient = .060, z-value = 

1.31, ρ-value = .192; confidence interval LL = -.030 and UL = .151. The confidence interval 

straddles a zero in-between hence hypothesis Ho5b. Price sensitivity moderates the 

relationship between the atmosphere and ethical consumption behaviour in the beverage 

industry in south east Nigeria is not accepted. 

Bd coefficient is .189, z-value = 3.51, and ρ-value of .000 which is well below the .05 margin 

of error. The lower limit of the confidence interval (LL) = .084 and upper limit (UL) is .295. 

The confidence interval has no zero in-between hence hypothesis Ho6a. There is a significant 

relationship between biodiversity and ethical consumption behaviour in the beverage industry 

in south east Nigeria is fully validated and accepted. However,Bd*PS has coefficient = -.068, 

z-value = -1.29, ρ-value = .196; confidence interval LL = -.172 and UL = .035. The 

confidence interval straddles a zero in-between hence hypothesis Ho6b. Price sensitivity 

moderates the relationship between biodiversity and ethical consumption in the beverage 

industry in south east Nigeria is not accepted.  

 

5. Conclusion  

This study aims to examine the moderation effect of price sensitivity on the relationship 

between sustainable marketing and ethical consumption behaviour among beverage 

consumers in southeast Nigeria. Sustainable marketing as the independent variable was 

decomposed using the theme-based framework with the following variables; equity, health, 

economic structure, consumption and production pattern, atmosphere and biodiversity. 

Ethical consumption behaviour serves as the dependent variable which was also represented 

by its dimensions; political, social, and environmental dimensions while price sensitivity is 

the moderating variable. The primary data was collected through questionnaires and analyzed 

with structural equation modeling with the aid of Stata 15. The findings from the study are as 

follows: 
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Equity has a significant relationship with ethical consumption behaviour in the beverage 

industry in south east Nigeria. 

Price sensitivity does not moderate the effects of equity and ethical consumption behaviour in 

the beverage industry in south east Nigeria. 

Health has a significant relationship with ethical consumption behaviour in the beverage 

industry in south east Nigeria. 

Price sensitivity has no moderation effect on health and ethical consumption behaviour in the 

beverage industry in south east Nigeria. 

There is a significant relationship between economic structure and ethical consumption 

behaviour in the beverage industry in south east Nigeria. 

Price sensitivity does no moderate the relationship between economic structure and ethical 

consumption behaviour in the beverage industry in south east Nigeria. 

Consumption and production pattern has a significant relationship with ethical consumption 

behaviour in the beverage industry in south east Nigeria. 

Price sensitivity does not moderate the relationship between consumption and production 

pattern and ethical consumption behaviour in the beverage industry in south east Nigeria. 

The atmosphere has no significant relationship with ethical consumption behaviour in the 

beverage industry in south east Nigeria. 

Price sensitivity does not moderate the relationship between the atmosphere and ethical 

consumption behaviour in the beverage industry in south east Nigeria.  

There is a significant relationship between biodiversity and ethical consumption behaviour in 

the beverage industry in south east Nigeria. 

Price sensitivity does not moderate the relationship between biodiversity and ethical 

consumption in the beverage industry in south east Nigeria. 

Several conclusions can be drawn from the findings of this study and the analysis coming 

from it. Equity has a significant relationship with ethical consumption behaviour in the 

beverage industry in south east Nigeria. 

Price sensitivity does not moderate the effects of equity and ethical consumption behaviour in 

the beverage industry in south east Nigeria. In light of this, we conclude that equity has a 

significant relationship with ethical consumption behaviour in the beverage industry in south 

east Nigeria whereas price sensitivity does not moderate the effect of equity on ethical 

consumption behavior in the beverage industry in south east Nigeria. 

Health has a significant relationship with ethical consumption behaviour in the beverage 

industry in south east Nigeria. Price sensitivity has no moderation effect on health and ethical 

consumption behaviour in the beverage industry in south east Nigeria. Base on the outcome 

of the result, we conclude that price sensitivity does not moderate the effect of health and 

ethical consumption behaviour in the beverage industry in south east Nigeria. 

There is a significant relationship between economic structure and ethical consumption 

behaviour in the beverage industry in south east Nigeria. Price sensitivity does no moderate 
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the relationship between economic structure and ethical consumption behaviour in the 

beverage industry in south east Nigeria. From the foregoing, we conclude that price 

sensitivity has no moderation effects on the relationship between economic structure and 

ethical consumption behaviour in the beverage industry in south east Nigeria. 

Consumption and production pattern has a significant relationship with ethical consumption 

behaviour in the beverage industry in south east Nigeria. Price sensitivity moderates the 

effects of consumption and production pattern and ethical consumption behaviour in the 

beverage industry in south east Nigeria. Base on the result above, we conclude that price 

sensitivity moderates the relationship between consumption and production pattern and 

ethical consumption behaviour in the beverage industry in south east Nigeria. 

The atmosphere has no significant relationship with ethical consumption behaviour in the 

beverage industry in south east Nigeria. Price sensitivity does not moderate the relationship 

between the atmosphere and ethical consumption behaviour in the beverage industry in south 

east Nigeria. Since the atmosphere has no significant effect on ethical consumption behaviour 

it is also concluded that price sensitivity does not moderate the effect of patriotism on ethical 

consumption behaviour in the beverage industry in south east Nigeria. 

There is a significant relationship between biodiversity and ethical consumption behaviour in 

the beverage industry in south east Nigeria. Price sensitivity does not moderate the 

relationship between biodiversity and ethical consumption in the beverage industry in south 

east Nigeria. In light of this, it also concluded that price sensitivity does not moderate the 

relationship between biodiversity and ethical consumption in the beverage industry in south 

east Nigeria.  

Equity which is related to the poverty level, gender equality, wealth distribution, and social 

benefits was established to have a significant relationship with ethical consumption behavior. 

This means that if there is an equitable distribution of wealth and the majority of people are 

out of poverty, this will entrench ethical consumption behavior among beverage consumers. 

We, therefore, recommend that consumers irrespective of the financial and economic status 

should endeavor to promote sustainable marketing. 

Health is related to good healthcare delivery, sanitation, longevity and general wellbeing of 

the society. It was established that health has a significant relationship with ethical 

consumption behaviour. The healthy leaving is of importance to everybody therefore, 

consumers should strive to sustain the environment through ethical consumption. The 

indiscriminate dumping of residue has polluted the environment and has caused water and air 

born deceases which affect the healthy leaving. It is, therefore, recommended that Companies 

should produce and package beverages with sustainable and eco-friendly materials such as 

paper-based containers.   

Economic structure has to do with the GDP, economic performance, and financial status. It 

was established that economic structure has a significant relationship with ethical 

consumption behaviour, this means that in consumption behavior the financial status of 

consumers determines the direction of his/her consumption pattern. Furthermore, the 

economic performance determines the financial status of consumers and this will influence 

the consumption direction. We recommend that the government should have a robust 

economic performance this will enhance ethical consumption behavior in the beverage 

industry. 



The Academy of Management Nigeria 

 625 

Consumption and production pattern this means material consumptions, energy use, and 

transportation. The study established that consumption and production pattern has a 

significant relationship with ethical consumption behavior which implies that if the 

consumption pattern is tailored towards sustainable products, sustainable marketing will be 

achieved. Furthermore, if the production and packaging of beverage products are produced 

using reusable containers, it will save the environment with littered plastic containers. It is 

recommended that consumer education should be carried out to inform the consumers of how 

to dispose of residue. 

The atmosphere in this context is described as climate change, ozone layer depletion, and air 

quality. It was established in this study that the atmosphere has no significant relationship 

with ethical consumption behavior. This calls for the serious campaign among the 

manufacturers and especially the government through the Ministry of Information and its 

agencies to continue to vigorously educate consumers on the dangers inherent in climate 

change, ozone layer depletion and the quality of the air we breathe.  The government and 

various firms should, therefore, invest in the recycling of empty containers and residues to 

clean the environment and conserve finite resources. 

The study established that biodiversity has a significant relationship with ethical consumption 

behavior. Biodiversity is a common contraction of 'biological diversity'. according to the 

Convention on Biological Diversity, 'Biological diversity' means the variability among living 

organisms from all sources including, inter alia, terrestrial, marine and other aquatic 

ecosystems and the ecological complexes of which they are part. This includes diversity 

within species, between species and of ecosystems. Biodiversity conveys the biological 

richness of planet Earth. To ensure a conducive environment and preservation of ecosystems 

and species, a concerted effort should be made by both government and individuals to ensure 

that through ethical consumption behavior, biodiversity is achieved. To this end, we 

recommend that the government should as a matter of urgent; provide policies that will 

protect and preserve the ecosystem and species. 

In the study, price sensitivity was found not to have a moderation effect on the relationship 

between independent and dependent variables. Price sensitivity discusses the consciousness 

of consumers towards a given price. The study observed that price is not a determinant for a 

consumer to consume ethically. Ethical consciousness in individual consumer will trigger the 

need to consume ethically. We recommend that the government should revive the 

Commodity Price Regulation Board to ensure that consumers are not exploited while 

patronizing ethical products. 

Ethical consumption is not just consuming ethical or green products rather it emphasizes the 

conscious and deliberate choice to make certain consumption choices due to personal and 

moral beliefs. To this end, we recommend that the government should embark on awareness 

creation on the need to sustain ethical consumption behavior which will entrench sustainable 

marketing.  

5. Contributions  

The study analyzed the relationship between sustainable marketing and ethical consumption.  

It also tested the moderation effect of price sensitivity between sustainable marketing and 

ethical consumption. The result of the structural equation modeling shows that equity, health, 

economic structure, consumption, and production pattern, and biodiversity has a significant 

relationship with ethical consumption behaviour in the beverage industry in Nigeria while the 

atmosphere does not have a significant relationship with ethical consumption behavior. 
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However, price sensitivity does not have a moderation effect on the relationship between 

sustainable marketing and ethical consumption behavior. This is a major contribution to 

knowledge.  

Again, the study contributed to the discussion of how to achieve sustainable marketing 

through the application of theme base framework of sustainable development which is alien 

in marketing literature.  

The morality behind consumption has not been fully integrated into consumption behaviour 

hence; the study provides answers on how to entrench morality in the day to day consumption 

behavior 
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Abstract 

Consumer ethnocentrism has featured in marketing literature for quite some time and has 

been described as a positive attitude toward the domestic country, which questions the 

appropriateness and morality of purchasing foreign made products. The influence of 

consumer ethnocentrism on consumer attitudes, intentions and actions is well established 

however not many studies have been conducted to underpin the mediation of ethnocentrism 

on Social Psychological Antecedents. The objectives includes to determine whether 

ethnocentrism mediates the effect of patriotism; cosmopolitanism; conservatism; 

collectivism; conspicuous consumption on baker’s purchase intention of flour from 

domestically grown wheat in Nigeria. The study adopted survey research design and 

questionnaire was used to collect primary data. The population of the is 1410 total registered 

bakers in Southeast Nigeria as sourced from the compilation by the Master Bakers 

Association of Nigeria. The statistical package for social sciences (SPSS) version 25 was 

used for preliminary analysis while SEM was used to test the hypotheses with the aid of Stata 

15 small software. The results of the analysis show that all the five socio-psychological 

dimensions of ethnocentrism: patriotism, conspicuous consumption, collectivism, 

conservatism, and cosmopolitanism have statistically significant effect on baker 

ethnocentrism. It was also found out that ethnocentrism has a significant effect on purchase 

intention. Finally the study found that ethnocentrism partially mediate the effects of 

conspicuous consumption, conservatism and cosmopolitanism on purchase intention. In 

conclusion ethnocentrism mediates cosmopolitanism; conservatism; collectivism; 

conspicuous consumption on purchase intention while ethnocentrism does not mediate 

patriotism. We recommend that both the government and producers need to launch appeals 

that create and enhance ethnocentrism among the consumers.  

Keyword: Ethnocentrism; Cosmopolitanism; Conservatism; Collectivism; Conspicuous 

Consumption Purchase Intention 

 

1. Introduction 

Due to globalization and dismissal of trade barriers as a part of trade liberalisation, many 

companies became interested in foreign markets. Many foreign firms penetrate into new 

markets with new brands to compete with domestic products. Many companies faced a 

mailto:ulomakene@gmail.com
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challenge of gaining consumer acceptance. Researchers found that globalization and 

internationalization affects consumer attitudes in different ways (Fernández-Ferrín, 

2015;Josaissen, 2011). On one side, variety of products and services exists due to the effects 

of globalization. On the other side, due to fear of losing national identity, ethnicity and 

nationalism remain strong motivations in the market (Balabanis, Diamantopoulos, Mueller, & 

Melewar, 2001).  

The concept of consumer ethnocentrism has featured in marketing literature for quite some 

time and has been described as a positive attitude toward the domestic country, which 

questions the appropriateness and morality of purchasing foreign made products (Shimp & 

Sharma, 1987). Even when foreign products may be of superior quality or price to domestic 

products, some consumers still desire to patronize national brands. Shimp and Sharma (1987) 

defined consumer ethnocentrism as the belief held by consumers about the appropriateness 

of, indeed morality of, purchasing foreign-made products. The argument behind consumer 

ethnocentrism is underpinned by a preference for in-group (domestic) products (Pentz, 2011). 

Consumer ethnocentrism is believed to be built based on domestic preference and not, a 

negativity towards any particular country (Josaissen, 2011). The greater the domestic country 

bias the greater the likelihood that the individual will exhibit high levels of ethnocentrism. As 

described by Sharma et al. (1995), consumer ethnocentrism therefore has three key 

characteristics: (1) High identification with and concern about the home country and a wish 

to not harm the local economy through increased imports (2) A reluctance to buy foreign 

products (3) A prejudice towards foreign products. Consumer ethnocentrism is a marketing 

and domain-specific form of ethnocentrism. From ethnocentric perspectives, consumer 

ethnocentrism represents consumers‘ biases towards the domestic products (i.e., in groups) 

and against the foreign products (i.e., out groups) (Shankarmahesh, 2006). 

Consumer ethnocentrism is not only studied in isolation, but in context of a variety of 

antecedents and outcomes. Even though a large amount of research has been added to the 

field since its first introduction by Shimp and Sharma in 1987. Several studies have reported 

that consumer ethnocentrism has a positive influence on consumer preference for domestic 

products (Juric and Worsley, 1998). Few studies, (Javalgi, Khare and Gross, 2005; Clarke, 

Shankarmahesh, and Ford, 2001) have examined the influence of ethnocentrism and socio- 

psychological antecedents on purchase intention. However, non have examined how 

patriotism, cosmopolitanism, collectivism, conspicuous consumption, and conservatism 

influence baker‘s intention to purchase and use flour from domestically grown wheat in 

Nigeria with ethnocentrism as a mediating variable.  

Over the years the effect of ethnocentrism on purchase intention is mixed. Why some studies 

claim that the influence of ethnocentrism on consumer attitudes, intentions and actions has 

negative effect (Fernández-Ferrín, Bande-Vilela, Klein, & del Río-Araújo, 2015). Still other 

researches in international marketing found that ethnocentrism has a positive effect on 

consumer evaluations of foreign products (Klein, 2002; Klein, Ettenson, and Morris, 1998; 

Shimp & Sharma, 1987) as well as their attitudes toward foreign products (Sharma, Shimp, & 

Shin, 1995). While other studies claim no effect mostly in developed countries (Selomulyo & 

Zhou, 2007).  In the bakery industry, it has not been ascertained how ethnocentrism mediates 

the effect of socio-psychological antecedents on bakers purchase and usage of flour from 

domestically grown wheat, this has lead to economic sabotage, poor economic growth, 

capital flight etc. Predominantly, in developing countries like Nigeria there is supposedly 

preference for superiority of foreign products, however, on the industrial sector in Nigeria, 

ethnocentrism seems not to have being wildly explored. Furthermore, it is noted above that 

extensive literature has examined ethnocentric and socio-psychological antecedents in the 
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context of Western countries and particularly developed nations (Bannister and Saunders, 

1978; Shimp & Sharma, 1987; Herche, 1992; Olsen et al., 1993; Klein et al., 1999; 

Shankamahesh, 2006). Despite several attempts to concentrate the concepts on developing 

markets (Good and Huddleston, 1995; Caruana, 1996; Cumberland et al., 2010; 

Bandyopadhyay et al., 2014), in general, the context of developing economies remains being 

overlooked. In Nigeria, little or no attention has been paid on investigating the mediating role 

of ethnocentrism on purchase intention of flour from domestically grown wheat despite the 

recent increase on domestic wheat production in Nigeria and government attention towards 

home grown wheat and usage in flour mills within the country, hence, a major inquisitional 

question arises, whether ethnocentrism mediates the effects of socio psychological 

antecedents and purchase intention of bakers in Nigeria. 

Objectives of the Study 

The main objective of this study is to investigate the mediating role of ethnocentrism on 

baker‘s purchase intention of flour from domestically grown wheat in Nigeria. The specific 

objectives of the study are: 

1. To determine whether ethnocentrism mediates the effect of patriotism on baker‘s 

purchase intention of flour from domestically grown wheat in Nigeria. 

2. To investigate whether ethnocentrism mediates the effect of cosmopolitanism on 

baker‘s purchase intention of flour from domestically grown wheat in Nigeria. 

3. To ascertain whether ethnocentrism mediates the effect of conservatism on baker‘s 

purchase intention of flour from domestically grown wheat in Nigeria. 

4. To examine whether ethnocentrism mediates the effect of collectivism on baker‘s 

purchase intention of flour from domestically grown wheat in Nigeria. 

5. To determine whether ethnocentrism mediates the effect of conspicuous consumption 

on baker‘s purchase intention of flour from domestically grown wheat in Nigeria. 

Hypotheses of the Study  

1. Ho1a Patriotism has a significant effect on baker‘s purchase intention of flour from 

domestically grown wheat in Nigeria. 

            Ho1b Ethnocentrism mediates the significant effect of patriotism on purchase 

intention of flour from domestically grown wheat in Nigeria. 

2. Ho2a Cosmopolitanism has a significant effect on baker‘s purchase intention of 

flour from domestically grown wheat in Nigeria. 

Ho2b Ethnocentrism mediates the significant effect of cosmopolitanism on purchase 

intention of flour from domestically grown wheat in Nigeria. 

3. Ho3a Conservatism has a significant effect on baker‘s purchase intention of flour 

from domestically grown wheat in Nigeria. 

            Ho3b Ethnocentrism mediates the significant effect of conservatism on purchase 

intention of flour from domestically grown wheat in Nigeria. 

4. Ho4a Collectivism has a significant effect on baker‘s purchase intention of flour 

from domestically grown wheat in Nigeria. 

             Ho4b Ethnocentrism mediates the significant effect of collectivism on purchase 

intention of flour from domestically grown wheat in Nigeria. 

5. Ho5a Conspicuous consumption has a significant effect on baker‘s purchase 

intention of flour from domestically grown wheat in Nigeria. 

            Ho5b Ethnocentrism mediates the significant effect of conspicuous consumption on 

purchase intention of flour from domestically grown wheat in Nigeria. 
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6. Ho6  Baker‘s ethnocentrism has no significant effect with purchase intention of 

flour from domestically grown wheat in Nigeria. 

2. Related Literature 

Ethnocentrism 

Shimp and Sharma (1987) were the first to formally conceptualize the construct of consumer 

ethnocentrism, a specific form of ethnocentrism relevant for marketing when applying it to 

consumers and their behavior in an international marketplace (Javalgi, Khare, Gross, and 

Scherer, 2005).  For ethnocentric consumers, buying products from their home country is a 

moral obligation, in order to support their country and to keep the local economy going. As 

seen from an in-group vs. out-group perspective, products from the home country are 

perceived as better and superior to those coming from other countries, which are looked upon 

in disdain and seen as inferior (Shimp & Sharma, 1987). Put differently, ethnocentric 

consumers think that the purchase of foreign products is bad, as it is perceived as causing 

domestic job loss and economic downfall (Shimp & Sharma, 1987). According to Sharma et 

al. (1995), highly ethnocentric consumers may buy domestic products even when the quality 

of foreign goods is better, out of a sense of moral obligation towards the home country, and 

are also relatively price inelastic (Shankarmahesh, 2006). Consumers with low 

ethnocentrism, on the other hand, evaluate products simply upon their quality, their 

appearance or other product attributes. This can also include buying a product because it is 

from a certain country (Shimp & Sharma, 1987). As described by Sharma et al. (1995), 

consumer ethnocentrism therefore has three key characteristics: (1) High identification with 

and concern about the home country and a wish to not harm the local economy through 

increased imports (2) A reluctance to buy foreign products (3) A prejudice towards foreign 

products Resulting from this, domestic products are favored over imported products, because 

of both moral reasons and the perception of domestic products being superior. Consumer 

ethnocentrism accordingly serves as a guideline for consumers in a world with an ever-

increasing product offer to determine which purchasing behavior is appropriate for the in 

group (Shimp & Sharma, 1987). It helps the consumer to identify with certain products, and 

to give him a feeling of belongingness in his social and cultural environment (Shimp & 

Sharma, 1987). For multinational firms seeking to enter new markets, consumer 

ethnocentrism can be regarded as a kind of protectionism that takes place at the consumer 

level (Feurer, Baumbach, & Woodside, 2016; Verlegh, 2007). 

Empirical findings of consumer ethnocentrism related research indicate that consumer 

ethnocentric tendencies result in product evaluations and purchase intention for foreign made 

products (Shimp and Sharma, 1987; Sharma et al., 1995; Nguyen et al., 2008; Cumberland et 

al., 2010; Bandyopadhyay et al., 2014). Herche (1992) performed a statistical analysis and 

concluded that ethnocentric tendencies can lead to positive purchase intention of domestic 

products. Wall and Heslop (1986) also contended that consumers appraise domestic goods 

more favorably. However, consumer ethnocentrism indicates the positive evaluations for 

domestic goods but might not necessarily lead to negative evaluations for foreign products 

(Bandyopadhyay et al., 2014). Yet Klein et al. (1999) and Sharma et al. (1995) found that 

consumer ethnocentrism can result in a negative intention to purchase foreign products. 

To measure how ethnocentric consumers of a certain country are, Shimp and Sharma (1987) 

developed the Consumer Ethnocentric Tendencies Scale (CETSCALE), which has now 

become a widely-applied construct to study consumer behavior. It is important to note that 

the construct measures a tendency, rather than specific attitudes. Since the CETSCALE 
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measures consumer behavior, consumer ethnocentrism is not a static concept, but rather must 

be seen in a larger context of consumer characteristics and consumer behavior. For consumer 

ethnocentrism, as measured by the CETSCALE, to be an important contributor to 

understanding consumer behavior, it needs to lead to consequences that provide meaningful 

implications for practitioners. In addition, practitioners should be able to understand the 

drivers of consumer ethnocentrism and how they could influence them. This motivates the 

research of outcomes (consequences) and antecedents (drivers) of consumer ethnocentrism, 

which has already been included in the initial study by Shimp and Sharma (1987). There, the 

authors examined the correlation between consumer ethnocentrism and attitudes towards 

foreign products, as well as purchase intention, and subsequent authors have added to this 

approach. Consumer ethnocentrism is thus often not studied in isolation but in context of its 

antecedents, moderators, and outcomes, but many studies only include few of these factors, 

and these factors, especially the antecedents, differ greatly across studies. A broad overview 

of these factors has first been conducted by Shankarmahesh (2006) in his literature review 

about consumer ethnocentrism. He identified four different types of antecedents, namely 

socio-psychological, economic, political, and demographic antecedents. In addition, he 

included outcomes of consumer ethnocentrism, as well as mediators and moderators that 

influence these outcomes. Gaining further understanding about the socio-psychological 

antecedents and the outcomes of consumer ethnocentrism is highly relevant for the practical 

world as it allows for better understanding of consumers and influences of their purchasing 

behavior.  

Patriotism  

Sharma et al. (1995) see patriotism as love for or devotion to one‘s country. Sharma et al. 

(1995) remark that Moore (1989) describes patriotism to reflect non-tariff trade barriers better 

than for example protectionism. Earlier research of international marketing done by Han 

(1988) found a significant influence of patriotism on product choice. More precisely, patriotic 

consumers preferred domestic over foreign products when it came to product choice, but the 

influence of attitudes towards foreign products was limited. Additionally, his research 

showed that patriotic consumers evaluate domestic products more favorably in terms of 

quality and serviceability. Due to its close link to ethnocentrism, the influence of patriotism 

on consumer ethnocentrism has been extensively examined in the field and was subject to 

many studies. The systematic review revealed that 31 out of 138 accepted studies included 

the research of patriotism as an antecedent to CET. Most authors used established scales from 

psychology research, and adapted them to their needs. Most frequently (adapted) scales were 

taken from the works of Adorno et al. (1950) and Kosterman and Feshbach (1989), and only 

eight studies used other measurements. Even though the number of items used to measure 

patriotism varies between the studies, the type of scale measurement is highly consistent and 

therefore allows for a coherent overall capture of the concept. In line with previous research, 

the majority of studies found a medium to strong link between patriotism and ethnocentrism. 

Still, several analyses found weak links or even a negative link. For example, Lee, Hong, and 

Lee (2003) conclude that the impact of patriotism and other antecedents might be country- or 

at least culture-specific. A similar conclusion is drawn by Balabanis, Diamantopoulos, 

Mueller, and Melewar (2001), who had partially greatly conflicting results in the comparison 

between Turkey and the Czech Republic. Caution towards the influence of patriotism on 

consumer behavior has also been called for by Shankarmahesh (2006), who argues that 

consumers can both love their country and still be world-minded, which relativizes the link 

between patriotism and purchase behavior. It is anticipated that patriotism relate positively 

with ethnocentrism as a mediator variable that will in turn positively affect baker‘s intention 

to use flour from domestically grown wheat. 
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Cosmopolitanism  

In their extensive study about the influence of cosmopolitanism on consumer ethnocentrism, 

Cleveland, Laroche, and Papadopoulos (2009) use a definition from Hannerz (1990) for the 

construct. Accordingly, cosmopolitan people are characterized by frequent travelling and 

meeting of people from different cultures, as well as by representing the voice of other 

cultures and deciding how they are perceived in their home country. Another important 

characteristic is an understanding of and desire for experiencing cultural differences 

expressed by cosmopolitans. Instead of being spectators, they want to be part of another 

culture (Cleveland et al., 2009). The authors also argue that while cosmopolitanism has long 

been exclusive for the elite, it is now possible to be a cosmopolitan without even leaving 

one‘s home country, due to the influence of media and also the presence of multiple cultures 

in a country through migration. Parts and Vida (2013) added that cosmopolitans have a 

positive attitude towards the out-group, which is directly opposite to the characteristics of 

ethnocentrism. Jin et al. (2015) added that cosmopolitanism results in greater homogeneity of 

purchasing behaviour of consumers across countries, whereas consumer ethnocentrism leads 

to greater heterogeneity. In their work of developing a new scale to measure consumer 

cosmopolitanism, Riefler, Diamantopoulos, and Siguaw (2012) added a more specific view 

on the consumer and consumption-specific characteristics. According to them, consumer 

cosmopolitanism consists of three dimensions: ―the extent to which a consumer (1) exhibits 

an open-mindedness towards foreign countries and cultures, (2) appreciates the diversity 

brought about by the availability of products from different national and cultural origins, and 

(3) is positively disposed towards consuming products from foreign countries. Their 

cosmopolitanism scale therefore consists of twelve items, which can be divided into the three 

categories open-mindedness, diversity appreciations, and consumption transcending borders. 

This approach has also been used by Zeugner-Roth et al. in their recent study from 2015. It is 

estimated that cosmopolitanism relate positively with ethnocentrism as a mediator variable 

that will in turn positively affect baker‘s intention to use flour from domestically grown 

wheat. 

Collectivism  

People with a collectivistic mind-set value group goals or goals of society as more important 

than individual goals, reflect their actions on their impact on the group or society as a whole, 

and highly identify with the group or society they belong to (Sharma et al., 1995). 

Individualistic people, on the other hand, put more emphasis on the pursuit on personal goals, 

and use society to achieve them (Sharma et al., 1995). Huang, Phau, Lin, Chung, and Lin 

(2008) point out that Triandis (1989) introduced the terms allocentrism and idiocentrism for 

referring to collectivism and individualism on the group-level, because the latter are used to 

reflect behaviour towards societies and cultures. For simplicity, it is assumed here that 

collectivism applies to groups, societies and cultures. Due to their increased feelings of 

responsibility towards society, collectivistic people show close resemblance to characteristics 

of ethnocentric people, who feel responsible about the products made in their own country 

(Yoo & Donthu, 2005). Therefore, they may buy imported products out of a moral obligation 

to act in a way that is best for their own society, and are more likely than individualistic 

consumers to sacrifice their own goals, for example of owning a status reflecting imported 

product, if it benefits the society (Sharma et al., 1995; Yoo & Donthu, 2005). Most of the ten 

research papers on collectivism as an antecedent to consumer ethnocentrism used a scale 

adapted from Hui (1988), while Yoo and Donthu (2005) used their own scale, and two used 

adaptations from studies done by (Kamaruddin, Mokhlis, and Othman, 2002; Kumar, 

Fairhurst, and Kim, 2013). The number of items used to measure the construct ranges from 
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three to eleven. Three authors further distinguished between different subscales of 

collectivism, namely collectivism towards parents and towards friends (Huang et al., 2008; de 

Ruyter, van Birgelen, andWetzels, 1998; although the latter pool the two constructs for the 

analysis), or towards parents and towards co-workers (Sharma et al., 1995). In total, the 

investigated studies have found medium effects of collectivism on CE. It is likely that 

collectivism relate positively with ethnocentrism as a mediator variable that will in turn 

positively affect baker‘s intention to use flour from domestically grown wheat. 

Conspicuous Consumption 

A concept related to that of materialism, but studied separately, is that of conspicuous, or 

status, consumption (Sharma, 2011). As mentioned by Sharma (2011), Eastman, 

Fredenberger,  Campbell, and Calvert (1997) described conspicuous consumption as being 

motivated by expressing and improving one‘s status through the possession of costly 

products. Wang and Cheng (2004) used a definition by Piron (2000), whereby conspicuous 

consumption ―refers to consumers‘ desire to provide prominent visible evidence of their 

ability to afford luxury goods‖ (p. 393). People with high tendencies of susceptibility to 

normative influence (SNI) are more easily influenced by others and will therefore seek to 

impress them through the purchase of certain possessions (Alden et al., 2006). From six 

studies reviewed that measure the influence of conspicuous consumption on consumer 

ethnocentrism, two use a scale by Bearden et al. (1989), two the scale by Eastman et al. 

(1999) and the others use different measurements. The studies find conflicting results on the 

correlations between the two constructs. Half of the studies report a small negative 

correlation of conspicuous consumption and CE (Wang &  Cheng, 2004; Ranjbarian et al., 

2011; Mai & Tambyah, 2011), while the other half see a small positive one (Bevan-Dye, 

Garnett, & De Klerk, 2012; Alden et al., 2006; Wang et al., 2013). No pattern in the 

characteristics of the studies can be found to explain these conflicting findings. Further 

validation of the correlation between conspicuous consumption and CE is therefore needed, 

although the current findings propose that the influence is very limited. In total, the 

investigated studies have found medium effects of collectivism on CE. It is expected that 

conspicuous consumption relate positively with ethnocentrism as a mediator variable that will 

in turn positively affect baker‘s intention to use flour from domestically grown wheat. 

Conservatism 

In the context of studying consumer ethnocentric tendencies, conservatism relates to the 

admiration and preservation of traditions and social institutions throughout time, and the 

reluctance to change or alter them (Sharma et al., 1995). A highly conservative person is 

fundamentally religious, orients himself on the establishment, keeps and insists on strict 

rules, sticks to conventions, and gives little value to hedonic activities (Sharma et al., 1995). 

Altintas and Tokol (2007) see conservatism as part of a set of values, which in turn shape a 

person‘s attitude. In this context, they list conservation as one of four values describes by 

Schwartz (1994), which consists of the three sub-factors tradition, conformity, and security. 

Due to these values, a conservative consumer is more reluctant to anything foreign, which in 

turn has a positive influence on his consumer ethnocentric tendencies and preference for 

products from the home country. In total, 16 studies measured conservatism as an antecedent 

of consumer ethnocentrism. Measurement of conservatism is mostly taken from Ray (1983), 

while some studies use individually adapted versions from Schwartz (1994), or McCullough 

et al. (1986). In their research, Sharma et al. (1995) found a strong correlation between 

conservatism and patriotism, which resulted in the combination of the two constructs. Other 

studies on conservatism have found them to be distinct from one another (e.g. Javalgi et al., 
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2005; Jain & Jain, 2013). Shankarmahesh (2006) argues that the influence of conservatism on 

CET may also be limited for the same reasons as with patriotism. More specifically, this is 

the case due to conservative parties standing for open trade in many countries, the ability of 

consumers to distinct between their conservative values and purchase behaviour, and the 

construct not being completely distinct from world-mindedness. It is expected that 

conservatism relate positively with ethnocentrism as a mediator variable that will in turn 

positively affect baker‘s intention to use flour from domestically grown wheat. 

Purchase Intention  

Purchase intention means a consumer has a particular need for a product or service and then 

he prefers to buy a product or service to meet that need, or even attitude towards a product 

and awareness of product. In other sense, purchase intention means consumer will rebuy a 

product after she or he evaluates a product and discovers that the product worth buying. The 

ultimate decision on accepting a product to buy or rejecting it is rest on consumer‘s personal 

intention (Keller, 2001). Purchase intention refers to a consumer propensity to purchase the 

brand consistently in the future and resists switching to other brands (Yoo, Donthu N & Lee, 

2000).  Traditionally, the term intention is defined as the antecedents that stimulate and drive 

consumers‘ purchases of products and services (Hawkins & Mothersbaugh, 2010). One of the 

most common approaches undertaken by marketers in gaining an understanding about 

consumers‘ actual behavior is through studying their intentions (Blackwell, Miniard, & 

Engel, 2006; Ghalandari & Norouzi, 2012). Kim and Pysarchik (2000) have demonstrated the 

existence of a strong correlation between these two respective constructs. Hence, they assert 

that purchase intention serves as an alternative for measuring consumers‘ purchase behavior. 

Therefore, consumers‘ intention toward a particular behavior has remained the central focus 

of well-known theories like theory of reasoned action (TRA). This claim is also supported by 

Azjen (1991) who mention that intention is the factor that motivates consumers and in turn 

influences their behavior. To a greater extent, it reveals how hard consumers are willing to 

try, as well as the amount of effort they intend to exert for performing a respective behavior. 

According to them, the probability that a particular behavior will actually be performed by 

individuals largely relies on the strength of their intentions. When the intentions of 

performing certain behavior are strong, there are higher likelihoods that the respective 

behavior will be performed. 

Ethnocentrism and Purchase Intention 

In addition to the proposed relationships between various antecedents and consumer 

ethnocentrism, it is suggested that there is a relationship between consumer ethnocentrism 

and purchase of domestically produced goods. Klein (1998) reported that ethnocentric 

consumers prefer domestically produced goods because they believe that products from their 

own country are the best. Herche (1992) found that consumer ethnocentrism can predict 

consumers‘ preferences to buy domestically produced goods as opposed to foreign products; 

indeed, he reported that ethnocentric tendencies are better predictors of import purchase 

behaviour than demographic and marketing mix variables. Durvasula (1997) demonstrated 

that higher levels of consumer ethnocentricity are associated with more positive beliefs about 

the virtues of domestically produced goods and stronger attitudes about the importance of 

buying such products. Shohamand Brenčič (2003) reported that consumer ethnocentrism had 

a significant impact on consumers‘ intentions to purchase domestically produced goods. 

Taken together, the above findings suggest that a positive link exists between consumer 

ethnocentrism and intention to purchase domestically produced goods. 
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Besides, the finding of Okechuku (1994) demonstrates that consumers in developed countries 

prefer their own domestic goods first. The more customers prefer domestic goods, the less 

positive they feel about foreign products. In addition, ethnocentric consumers believe that the 

purchase of imported products can hurt the domestic enterprises and cause unemployment as 

well as be unpatriotic (Netemeyer, 1991; Shimp & Sharma, 1987). As a result, ethnocentrism 

gives consumers feelings of belonging and guidelines for buying behaviour, which can be 

acceptable to a group and contribute to various evaluations of foreign and domestic goods. 

Several studies also have the same conclusion that customers tend to evaluate domestic 

products more favourably than foreign ones. (Balabanis & Diamantopoulos, 2011; Juric & 

Worsley, 1998). However, in the recent study, Balabanis (2017) suggest that ethnocentrism 

has no essential effect on the purchase intention of convenience or low-cost products.  

Conceptual Framework for this Study  

Based on the model reviewed, CET, it‘s Antecedents and Outcomes, by Shankarmahesh 

(2006), the research framework was developed to explore the relationship between the 

various constructs. The model consists of five independent variables namely: patriotism, 

cosmopolitanism, collectivism, conspicuous consumption and conservatism. The dependent 

variable is purchase intention.  
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3. Material/Method 

Descriptive design was adopted for the study. Descriptive research designs help provide 

answers to the questions of who, what, when, where, and how associated with a particular 

research problem. The study sourced data from two principal sources; primary and secondary. 

The population of study were all the registered bakers in the five South- East states in Nigeria 

(Abia, Imo, Anambra, Enugu and Ebonyi States). According to each of the states Association 

of Registered Bakers (2017), the total numbers of registered bakers are Abia state 210. 

Anambra state 380, Enugu state 290, Ebonyi state 220, Imo state 310, total 1410. The study 

employ purposive sampling technique, purposive sampling involves the systematic process of 

selection of potential respondents according to pre-specified behaviors though 

disproportionately (Okeke, Olise and Eze, 2010). Considering the size of the population, the 

researcher belief that it is within the reach to study the entire population. Hence, the entire 

population was studied and questionnaires were distributed base on population of each state 

under study. In this study, descriptive statistics such as frequency counts with simple 

percentage will be used to analyze bio-data of the respondents and the five research 

questions. At the inferential level of analyses, Discriminant analysis was used to test the 

validity of the instrument with the aid of Pearson product moment correlation coefficient 

while exploratory factor analysis was used to test the reliability of the instrument. The 

hypotheses were tested using structural equation modelling with the aid of software Stata 

15.0 

4. Result and Discussion  

Out of the 1410 copies of the questionnaire distributed to bakers in Southeast Nigeria, 946 

copies which is approximately 67.1% were returned as duly filled and usable. The first sets of 

data presentation are the socio-demographic variables which include gender, age, education, 

marital status and number of years/experience as a baker. To demonstrate and show a clearer 

picture of the trend of events, the socio-demographics were cross tabulated with number of 

years/experience as a baker. Cross tabulation is used for bivariate data presentation so as to 

show the relation or partial relationship between bivariate data (Okeke, Olise & Eze, 2014). 

This is to shown a kind of association between these socio demographics and experience as a 

baker. The first is the cross tabulation between gender and number of years as a baker. 

 

Table 4.1: Number of years as a baker * gender Crosstabulation 
Count   

 

Gender 

Total male female 

Number of years as a 

baker 

5-10 years 115 131 246 

11-15 years 178 47 225 

16-20 years 174 137 311 

above 20 years 89 75 164 

Total 556 390 946 

Table 4.1 is data on gender number of years as a baker cross tabulation. As shown in the 

table, 115 male against 131 females have spent between 5-10 years as a baker. 178 males 

against 47 females have between 11 – 15 years baking experience; 174 males against 137 

females have 16 – 20 year experience as baker, while 89 males against 75 females have over 

20 years baking experience. In all there are 556 male bakers against 390 female bakers. This 

cross tabulation is displayed in the figure 1 below. 
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Table 4.2:Number of years as a baker * age Crosstabulation 
Count   

 

Age 

Total 20-30 years 31-40 years 

41-50 

years 

above 51 

years 

Number of 

years as a 

baker 

5-10 years 157 89 0 0 246 

11-15 years 26 110 89 0 225 

16-20 years 21 47 222 21 311 

above 20 

years 

0 26 27 111 164 

Total 204 272 338 132 946 

Table 4.2 contain information on the cross tabulation of age bracket and number of years as a 

baker. As shown in the table 246 respondents are have between 5 – 10 year-experience in 

baking; 225 respondents have spent between 11 – 15 years as bakers, 311 respondents have 

been in baking for 16 – 20 years, while the remaining 164 respondents have above 20 year-

experience in bakery. On the other hand, 204 respondents are within 20-30 years of age; 272 

are within 31 – 40 years of age; 388 are within 41- -50 years of age while the remaining 132 

are above 50 years. The implication of this is that majority of the respondents (610) 

respondents are within 31 -50 years age bracket. This means that the bakers are matured 

enough with reasonable experience to give valid information for the study. The information 

in Table 4.2 is displayed in figure 4.2.  

 

Table 4.3: Number of years as a baker * education Crosstabulation 
Count   

 

Education 

Total PLSC 

O'Leve

l 

OND/N

CE 

HND/B

Sc 

Post- 

Graduate 

Number of 

years as a 

baker 

5-10 years 63 63 47 73 0 246 

11-15 years 0 47 0 136 42 225 

16-20 years 21 47 48 168 27 311 

above 20 

years 

42 27 0 95 0 164 

Total 126 184 95 472 69 946 

Table 4.3 shows that 126 respondents have primary school certificate; 184 have O‘level 

certificate; 95 have OND/NCE certificates; 472 have HND/BSc; while 69 have postgraduate 

qualifications. From the presentation therefore it is clear that majority of the respondents have 

tertiary education certificates/qualifications. The implication of this is that majority of the 

respondents have higher education and are there in a position to give valid information 

relevant to the study. This information is also displayed in figure 4.3. 

 

Table 4.4: Number of years as a baker * marital status Crosstabulation 
Count   

 

Marital status 

Total single married divorced 

Number of years as a 

baker 

5-10 years 157 89 0 246 

11-15 years 21 183 21 225 
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16-20 years 68 227 16 311 

above 20 years 42 122 0 164 

Total 288 621 37 946 

On marital status, majority of the respondents (621) are married, 288 are single, while 37 are 

divorced. This information is displayed in Table 4.4. It is also shown in figure 4.4 which is 

the bar graph showing the cross tabulation of the two graphs. Among the majority married 

bakers, 227 have 16-20 year experience as bakers, 183 have 11-15 year experience, 122 

respondents have been in baking for above 20 years, while 89 have been in bakery for 5-10 

ten years. For the single, 157 have been in baking for just 5-10 years and this is more than 

half of respondent bakers in that segment. The next is the presentation of the responses to the 

items used to measure the constructs. 

Table 4.5: Responses on Patriotism 

Patriotism 

Items 

Strongly 

Agree 

Agree Undecided Disagree Strongly 

Disagree 

 ̅ SD Freq. % Freq. % Freq. % Freq. % Freq. % 

Patriotism1 480 50.7 358 37.8 48 5.1 12 1.3 48 5.1 4.28 .994 

Patriotism2 294 31.1 424 44.8 204 21.6 24 2.5 - - 4.04 .792 

Patriotism3 150 15.9 508 53.7 112 11.8 128 13.5 48 5.1 3.62 1.06 

The first construct is patriotism which we measured with three items as shown and displayed 

in table 4.5. The first item has mean of 4.28 and standard deviation of .994; item 2 has mean 

of 4.04 and standard deviation of .792; while item 3 has mean 3.62 and mean of 1.06.  The 

means are above the 2.5 cut-off for a five-point Likert scale hence it is an indication that the 

respondents agree with this dimension of our research model.   

 Table 4.6: Responses on Collectivism 

Collectivism 

Items 

Strongly 

Agree 

Agree Undecided Disagree Strongly 

Disagree 

 ̅ SD Freq. % Freq. % Freq. % Freq. % Freq. % 

Collectivism1 192 20.3 358 37.8 96 10.1 276 29.2 24 2.5 3.44 1.18 

Collectivism2 168 17.8 452 47.8 50 5.3 192 20.3 84 8.9 3.45 1.24 

Collectivism3 416 44.0 432 45.7 68 7.2 12 1.3 18 1.9 4.29 .808 

Table 4.6 contain information on the construct collectivism which we measured with three 

items as shown and displayed in table 4.6. The first item has mean of 3.44 and standard 

deviation of 1.18; item 2 has mean of 3.45 and standard deviation of 1.24; while item 3 has 

mean 4.29 and mean of .808.  The means are above the 2.5 cut-off for a five-point Likert 

scale while two of the standard deviations are above hence this is an indication that the 

respondents are varied in their opinions on this dimension of our research model.   

  

Table 4.7: Responses on Cosmopolitanism 

Cosmopolitanism 

Items 

Strongly 

Agree 

Agree Undecided Disagree Strongly 

Disagree 

 ̅ SD Freq. % Freq. % Freq. % Freq. % Freq. % 

cosmopolitanism1 302 31.9 488 51.6 64 6.8 40 4.2 52 5.5 4.00 1.03 

cosmopolitanism2 299 31.6 320 33.8 179 18.9 72 7.6 76 8.0 3.73 1.21 

cosmopolitanism3 452 47.8 354 37.4 80 8.5 12 1.3 48 5.1 4.22 1.01 

cosmopolitanism4 273 28.9 507 53.6 75 7.9 35 3.7 56 5.9 3.96 1.02 
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Table 4.7 contain information on the construct cosmopolitanism which was measured with 

four items as shown. The first item has mean of 4.00 and standard deviation of 1.03; item 2 

has mean of 3.73 and standard deviation of 1.21; item 3 has mean 4.22 and mean of 1.01; 

while item 4 has mean 3.96 and mean 1.02.  All the means are above the 2.5 cut-off for a 

five-point Likert scale but all the standard deviations are above one and this is an indication 

that the respondents are varied in their opinions on this dimension of our research model. 

Respondents are varied in their opinion on this dimension of the model. 

Table 4.8: Responses on Conservatism 

Conservatism 

Items 

Strongly 

Agree 

Agree Undecided Disagree Strongly 

Disagree 

 ̅ SD Freq. % Freq. % Freq. % Freq. % Freq. % 

Conservatism1 312 33.0 460 48.6 102 10.8 48 5.1 24 2.5 4.04 .932 

Conservatism2 192 20.3 410 43.3 88 9.3 224 23.7 32 3.4 3.53 1.15 

Conservatism3 260 27.5 516 54.5 62 6.6 72 7.6 36 3.8 3.94 .993 

Conservatism4 442 46.7 248 26.2 156 16.5 92 9.7 8 .8 4.08 1.05 

Table 4.8 contain information on the construct conservatism which was measured with four 

items as shown. The first item has mean of 4.04 and standard deviation of .932; item 2 has 

mean of 3.53 and standard deviation of 1.15; item 3 has mean 3.94 and mean of .993; while 

item 4 has mean 4.08 and mean 1.05.  All the means are above the 2.5 cut-off for a five-point 

Likert scale; two standard deviations are above 1 while 2 are below 1 and this is an indication 

that the respondents are varied in their opinions on this dimension of our research model. 

Respondents are varied in their opinion on this dimension of the model. 

Table 4.9: Responses on Conspicuous consumption 

Conspicuous 

Consumption 

Items 

Strongly 

Agree 

Agree Undecided Disagree Strongly 

Disagree 

 ̅ SD Freq. % Freq. % Freq. % Freq. % Freq. % 

conspicuous_ 

consumption1 

364 38.5 360 38.1 118 12.5 68 7.2 36 3.8 4.00 1.07 

conspicuous_ 

consumption2 

250 26.4 338 35.7 120 12.7 59 6.2 179 18.9 3.45 1.43 

conspicuous_ 

consumption3 

218 23.0 509 53.8 68 7.2 38 4.0 113 11.9 3.72 1.21 

conspicuous_ 

consumption4 

401 42.4 466 49.3 51 5.4 8 .8 20 2.1 4.29 .787 

Table 4.9 contain information on the construct conspicuous consumption which was 

measured with four items as shown. The first item has mean of 4.00 and standard deviation of 

1.07; item 2 has mean of 3.45 and standard deviation of 1.43; item 3 has mean 3.72 and 

standard deviation of 1.21; while item 4 has mean 4.29 and standard deviation.787.  All the 

means are above the 2.5 cut-off for a five-point Likert scale which indicates agreement; three 

standard deviations are above 1 while oneis below 1 and this is an indication that the 

respondents are varied in their opinions on this dimension of our research model.  
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Table 4.10: Responses on Baker Ethnocentrism 
Baker ethnocentrism 

Items 

Strongly 

Agree 

Agree Undecided Disagree Strongly 

Disagree 

 ̅ SD Freq. % Freq. % Freq. % Freq. % Freq. % 

baker_ethnocentrism1 403 42.6 408 43.1 99 10.5 28 3.0 8 .8 4.24 .818 

baker_ethnocentrism2 276 29.2 361 38.2 76 8.0 193 20.4 40 4.2 3.68 1.21 

baker_ethnocentrism3 380 40.2 412 43.6 58 6.1 32 3.4 64 6.8 4.07 1.10 

baker_ethnocentrism4 487 51.5 248 26.2 131 13.8 68 7.2 12 1.3 4.19 1.10 

baker_ethnocentrism5 325 34.4 242 25.6 82 8.7 246 26.0 51 5.4 3.58 1.33 

baker_ethnocentrism6 294 31.1 428 45.2 98 10.4 59 6.2 67 7.1 3.87 1.13 

baker_ethnocentrism7 482 51.0 243 25.7 110 11.6 88 9.3 23 2.4 4.13 1.10 

baker_ethnocentrism8 357 37.7 280 29.6 98 10.4 59 6.2 152 16.1 3.67 1.44 

baker_ethnocentrism9 267 28.2 512 54.1 79 8.4 36 3.8 52 5.5 3.96 1.01 

baker_ethnocentrism10 382 40.4 425 44.9 67 7.1 52 5.5 20 2.1 4.16 .927 

baker_ethnocentrism11 240 25.4 518 54.8 128 13.5 40 4.2 20 2.1 3.97 .865 

baker_ethnocentrism12 401 42.4 310 32.8 111 11.7 48 5.1 76 8.0 3.96 1.21 

baker_ethnocentrism13 475 50.2 312 33.0 83 8.8 60 6.3 16 1.7 4.24 .970 

baker_ethnocentrism14 351 37.1 273 28.9 146 15.4 136 14.4 40 4.2 3.80 1.20 

baker_ethnocentrism15 518 54.8 348 36.8 8 .8 32 3.4 40 4.2 4.34 .977 

baker_ethnocentrism16 454 48.0 412 43.6 40 4.2 12 1.3 28 3.0 4.32 .858 

baker_ethnocentrism17 309 32.7 325 34.4 246 26.2 40 4.2 24 2.5 3.90 .989 

Baker ethnocentrism construct was measured with 17 items as shown in table 4.10. as already 

mentioned the mean cut-off or cut-point for a five point Likert scale is 2.5. As shown in table 

4.10 above, all the 17 items used to measure the baker ethnocentrism construct have means 

above the 2.5 cut-off. On the other hand 10 out of the 17 items have standard deviations 

above 1 while the remaining 7 have standard deviations below 1. SD above one indicate high 

variations in respondents‘ opinion while below one means agreement with the dimension of 

the model. As it is more respondents are varied in their responses than those in agreement. 

The next construct is on bakers‘ purchase intention. 

Table 4.11: Responses on Purchase intention 

Purchase intention 

Items 

Strongly 

Agree 

Agree Undecided Disagree Strongly 

Disagree 

 ̅ SD Freq. % Freq. % Freq. % Freq. % Freq. % 

purchase_intention1 409 43.2 318 33.6 44 4.7 32 3.4 143 15.1 3.86 1.40 

purchase_intention2 310 32.8 461 48.7 111 11.7 40 4.2 24 2.5 4.05 .917 

purchase_intention3 324 34.2 504 53.3 82 8.7 28 3.0 8 .8 4.17 .771 

purchase_intention4 354 37.4 441 46.6 71 7.5 48 5.1 32 3.4 4.10 .974 

purchase_intention5 299 31.6 591 62.5 44 4.7 12 1.3 - - 4.24 .595 

purchase_intention6 336 35.5 519 54.9 59 6.2 24 2.5 8 .8 4.22 .741 

Purchase intention is the second dependent variable. It was measured with six items as shown 

in table 4.11. The first item has mean of 3.86 and standard deviation of 1.40; item 2 has mean 

of 4.05 and standard deviation of .917; item 3 has mean 4.17 and standard deviation of .771; 

item 4 has mean 4.10 and standard deviation .974; item 5 has mean of 4.24 and standard 

deviation .595; while item 6 has mean 4.22 and standard deviation .741.  All the means are 

above the 2.5 cut-off for a five-point Likert scale which indicates agreement; also all the 

standard deviations except one are below 1 and this is an indication that the 

respondents‘agreement with the dimensions on this dimension of our research model. The 

next section is on the descriptive statistics. 

Descriptive Statistics 
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Descriptive statistics was employed and used to carry out preliminary analysis of the data 

collected from the field. The descriptive statistics were employed to check the behaviour of 

the data and to ready the data for inferential statistics analysis. The results of the analysis are 

shown in Table 4.12 

. 
Table 4.12:  Descriptive Statistics 

 

N 

Minim

um Maximum 

Mea

n S.D. Skewness Kurtosis 

Statis

tic 

Statisti

c Statistic 

Stati

stic 

Statisti

c 

Statisti

c SE 

Statis

tic S.E. 

baker_ethnocentrism1 946 1 5 4.24 .818 -1.157 .080 1.616 .159 

baker_ethnocentrism2 946 1 5 3.68 1.211 -.626 .080 -.806 .159 

baker_ethnocentrism3 946 1 5 4.07 1.097 -1.526 .080 1.865 .159 

baker_ethnocentrism4 946 1 5 4.19 1.009 -1.115 .080 .379 .159 

baker_ethnocentrism5 946 1 5 3.58 1.333 -.398 .080 -

1.285 

.159 

baker_ethnocentrism6 946 1 5 3.87 1.134 -1.170 .080 .729 .159 

baker_ethnocentrism7 946 1 5 4.13 1.095 -1.139 .080 .317 .159 

baker_ethnocentrism8 946 1 5 3.67 1.438 -.831 .080 -.694 .159 

baker_ethnocentrism9 946 1 5 3.96 1.006 -1.440 .080 2.075 .159 

baker_ethnocentrism10 946 1 5 4.16 .927 -1.375 .080 1.936 .159 

baker_ethnocentrism11 946 1 5 3.97 .865 -1.122 .080 1.827 .159 

baker_ethnocentrism12 946 1 5 3.96 1.211 -1.191 .080 .520 .159 

baker_ethnocentrism13 946 1 5 4.24 .970 -1.353 .080 1.340 .159 

baker_ethnocentrism14 946 1 5 3.80 1.201 -.701 .080 -.615 .159 

baker_ethnocentrism15 946 1 5 4.34 .977 -2.045 .080 4.125 .159 

baker_ethnocentrism16 946 1 5 4.32 .858 -1.924 .080 4.842 .159 

baker_ethnocentrism17 946 1 5 3.90 .989 -.701 .080 .156 .159 

cosmopolitanism1 946 1 5 4.00 1.026 -1.467 .080 2.025 .159 

cosmopolitanism2 946 1 5 3.73 1.210 -.830 .080 -.167 .159 

cosmopolitanism3 946 1 5 4.22 1.012 -1.694 .080 2.845 .159 

cosmopolitanism4 946 1 5 3.96 1.024 -1.451 .080 2.019 .159 

conspicuous_consumpti

on1 

946 1 5 4.00 1.068 -1.111 .080 .671 .159 

conspicuous_consumpti

on2 

946 1 5 3.45 1.427 -.659 .080 -.919 .159 

conspicuous_consumpti

on3 

946 1 5 3.72 1.209 -1.215 .080 .544 .159 

conspicuous_consumpti

on4 

946 1 5 4.29 .787 -1.711 .080 4.805 .159 

purchase_intention1 946 1 5 3.86 1.399 -1.160 .080 -.033 .159 

purchase_intention2 946 1 5 4.05 .917 -1.221 .080 1.764 .159 

purchase_intention3 946 1 5 4.17 .771 -1.136 .080 2.222 .159 

purchase_intention4 946 1 5 4.10 .974 -1.406 .080 1.971 .159 

purchase_intention5 946 2 5 4.24 .595 -.503 .080 1.319 .159 

purchase_intention6 946 1 5 4.22 .741 -1.246 .080 2.977 .159 

Patriotism1 946 1 5 4.28 .994 -1.901 .080 3.672 .159 

Patriotism2 946 2 5 4.04 .792 -.387 .080 -.549 .159 

Patriotism3 946 1 5 3.62 1.063 -.886 .080 .082 .159 

Collectivism1 946 1 5 3.44 1.179 -.257 .080 -

1.236 

.159 
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Collectivism2 946 1 5 3.45 1.242 -.628 .080 -.819 .159 

Collectivism3 946 1 5 4.29 .808 -1.577 .080 3.791 .159 

Conservatism1 946 1 5 4.04 .932 -1.222 .080 1.630 .159 

Conservatism2 946 1 5 3.53 1.154 -.482 .080 -.925 .159 

Conservatism3 946 1 5 3.94 .993 -1.291 .080 1.490 .159 

Conservatism4 946 1 5 4.08 1.045 -.857 .080 -.346 .159 

Valid N (listwise) 946         

Table 4.12 present the information requested for each of the items used to measure the 

constructs. Descriptives also provides information concerning the distribution of the scores 

on continuous variables (skewness and kurtosis) (Pallant, 2013). This information are 

necessary if the variables are to be used in parametric statistical techniques (eg. Pearson 

correlation, t-tests, among others) which is the situation in this study. The skewness value 

provides an indication of the symmetry of the distribution. Kurtosis on the other hand 

provides information about the ―peakedness‖ of the distribution. Positive skewness values 

indicate positive skew (scores clustered to the left at the low values). Negative skewness 

indicate a clustering of scores at the high end (right-hand side of a graph). Positive kurtosis 

values indicate that the distribution is rather peaked (clustered in the centre), with long thin 

tails. Kurtosis values below 0 indicate a distribution that is relatively flat (too many cases in 

the extremes). With reasonably large samples, skewness will not make a substantive 

difference in the analysis (Pallant, 2013). In Table 4.12, the skewness of the items are mixed 

with very high values and very low values. Also the kurtosis show very high and very low or 

values below zero. This implies that there is a mix of peakedness and flattened values in the 

items. This problem of distribution was overcome by the fact that the sample used in this 

study was very high. Tabachinick and Fidell (2013) maintain that with reasonably large 

samples (200+ cases) skewness ‗will not make substantive difference in the analysis.  

Test of Normality 

Multivariate normality is the assumption that each variable and all linear combinations of the 

variables are normally distributed Tabachinick and Fidell (2013). They add that when the 

assumption is met, the residuals of analysis are also normally distributed and independent. 

The result of the normality test is shown below. 

 

Table 4.13:  Tests of Normality 

 

Kolmogorov-Smirnov
a
 Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

baker_ethnocentrism1 .250 946 .000 .782 946 .000 

baker_ethnocentrism2 .279 946 .000 .840 946 .000 

baker_ethnocentrism3 .312 946 .000 .736 946 .000 

baker_ethnocentrism4 .302 946 .000 .770 946 .000 

baker_ethnocentrism5 .224 946 .000 .836 946 .000 

baker_ethnocentrism6 .309 946 .000 .798 946 .000 

baker_ethnocentrism7 .295 946 .000 .767 946 .000 

baker_ethnocentrism8 .265 946 .000 .797 946 .000 

baker_ethnocentrism9 .340 946 .000 .757 946 .000 

baker_ethnocentrism10 .285 946 .000 .766 946 .000 

baker_ethnocentrism11 .315 946 .000 .802 946 .000 

baker_ethnocentrism12 .263 946 .000 .781 946 .000 
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baker_ethnocentrism13 .286 946 .000 .753 946 .000 

baker_ethnocentrism14 .225 946 .000 .843 946 .000 

baker_ethnocentrism15 .296 946 .000 .645 946 .000 

baker_ethnocentrism16 .268 946 .000 .688 946 .000 

baker_ethnocentrism17 .209 946 .000 .852 946 .000 

cosmopolitanism1 .334 946 .000 .751 946 .000 

cosmopolitanism2 .241 946 .000 .848 946 .000 

cosmopolitanism3 .268 946 .000 .720 946 .000 

cosmopolitanism4 .341 946 .000 .753 946 .000 

conspicuous_consumption1 .265 946 .000 .809 946 .000 

conspicuous_consumption2 .273 946 .000 .826 946 .000 

conspicuous_consumption3 .360 946 .000 .757 946 .000 

conspicuous_consumption4 .273 946 .000 .712 946 .000 

purchase_intention1 .307 946 .000 .735 946 .000 

purchase_intention2 .293 946 .000 .796 946 .000 

purchase_intention3 .287 946 .000 .775 946 .000 

purchase_intention4 .301 946 .000 .766 946 .000 

purchase_intention5 .343 946 .000 .725 946 .000 

purchase_intention6 .289 946 .000 .750 946 .000 

Patriotism1 .275 946 .000 .682 946 .000 

Patriotism2 .237 946 .000 .837 946 .000 

Patriotism3 .336 946 .000 .824 946 .000 

Collectivism1 .263 946 .000 .853 946 .000 

Collectivism2 .326 946 .000 .832 946 .000 

Collectivism3 .258 946 .000 .734 946 .000 

Conservatism1 .297 946 .000 .795 946 .000 

Conservatism2 .293 946 .000 .850 946 .000 

Conservatism3 .343 946 .000 .772 946 .000 

Conservatism4 .277 946 .000 .801 946 .000 

a. Lilliefors Significance Correction 

Kolmogorov-Smirnov and Shapiro-Wilk statistics were used to test the normality of the data 

distribution scores and as shown in the output, the values of both statistics are highly 

statistically significant with ρ values of .000 well below the .05 margin of error. This implies 

that the normality assumption is violated. The captive sample for this study is 946 hence this 

violation of normality assumption is not a problem. Pallant (2013) avers that violation of 

normality assumption is ‗quite common with large samples p.66.‘ 

Discriminant Validity Analysis 

Pearson product moment correlations were used to test for discriminant validity and the 

results of the analysis is shown in the table of correlations below. 

 

Table 4.14:  Correlations Matrix 

 BE 

Cosmopoli

tan CC PI 

Patrioti

sm 

Collecti

vism 

Conservat

ism 

Cetscale Pearson 

Correlation 

1 .383
**

 .425
**

 .396
**

 -.160
**

 -.203
**

 -.275
**
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Sig. (2-tailed)  .000 .000 .000 .000 .000 .000 

N 946 946 946 946 946 946 946 

Cosmopolitan Pearson 

Correlation 

.383
**

 

1 .477
**

 .335
**

 -.170
**

 -.194
**

 -.084
**

 

Sig. (2-tailed) .000  .000 .000 .000 .000 .010 

N 946 946 946 946 946 946 946 

Conspicuous_Consu

mption 

Pearson 

Correlation 

.425
**

 

.477
**

 1 .472
**

 -.109
**

 -.231
**

 -.045 

Sig. (2-tailed) .000 .000  .000 .001 .000 .166 

N 946 946 946 946 946 946 946 

Purchase_intention Pearson 

Correlation 

.396
**

 

.335
**

 .472
**

 1 -.338
**

 -.319
**

 -.348
**

 

Sig. (2-tailed) .000 .000 .000  .000 .000 .000 

N 946 946 946 946 946 946 946 

Patriotism Pearson 

Correlation 

-

.160
**

 

-.170
**

 -.109
**

 -

.338
**

 

1 .176
**

 .404
**

 

Sig. (2-tailed) .000 .000 .001 .000  .000 .000 

N 946 946 946 946 946 946 946 

Collectivism Pearson 

Correlation 

-

.203
**

 

-.194
**

 -.231
**

 -

.319
**

 

.176
**

 1 .369
**

 

Sig. (2-tailed) .000 .000 .000 .000 .000  .000 

N 946 946 946 946 946 946 946 

Conservatism Pearson 

Correlation 

-

.275
**

 

-.084
**

 -.045 -

.348
**

 

.404
**

 .369
**

 1 

Sig. (2-tailed) .000 .010 .166 .000 .000 .000  

N 946 946 946 946 946 946 946 

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

Discriminant validity is the degree to which two conceptually similar concepts are distinct 

(Hair, Black, Babin & Anderson, 2014).The empirical test and the variables/constructs is 

again the correlation among measures, and in this research the summated scale of the 

constructs are correlated with each other. Hair et al. (2014) assert that the correlation should 

be low, demonstrating that the summated scale is sufficiently different from the other similar 

concept. 

From the output of the Pearson product moment correlations matrix, showing the correlations 

between the constructs used in the research model. The correlations matrix also show the 

correlations between the independent variables. From the table no correlation is up to 0.6 

which will mean collinearity or that two variables are doing the same job. This mean that no 

variable need to be eliminated as there is no collinearity among the variables.  Also this is a 

good indication that the constructs have discriminant validity hence we move to reliability 

analysis. 

Reliability Analysis 

Reliability is the extent to which a variable or set of variables is consistent in what it is 

intended to measure. If multiple measurements are taken, the reliable measures will all be 
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consistent in their overview of multivariate methods values (Hair, et al. 2014). It differs from 

validity in that it relates not to what should be measured, but instead to how it is measured. 

Exploratory factor analysis was used to conduct the reliability analysis and this specifically 

measures internal reliability/consistency. The results of the factor analysis are contained in 

tables 4.15, 4.16 and 4.17. 

Table 4.15:  Factor Analysis:KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .578 

Bartlett's Test of Sphericity Approx. Chi-Square 20323.774 

Df 820 

Sig. .000 

The first output in the factor analysis is the Kaiser-Meyer-Olkin (KMO) and Bartlett‘s test. 

As shown in table 4.15, the KMO Measure of Sampling Adequacy is .578 which is above the 

.5 benchmark. Values above .50 for either the entire matrix or an individual variable indicate 

appropriateness (see Hair et al., 2014). On the other hand Bartlett‘s Test of Sphericity is 

20323.774 with 820 degrees of freedom with significant level of .000. As a rule of thumb, a 

statistically significant Bartlett‘s test of sphericity (sig. < .05) indicates that sufficient 

correlations exist among the variables to proceed with the analysis. This means the factor 

analysis is reliable and dependable. The next output is the list of communalities. 

 

Table 4.16:  Communalities 
 Initial Extraction 

baker_ethnocentrism1 1.000 .738 

baker_ethnocentrism2 1.000 .800 

baker_ethnocentrism3 1.000 .657 

baker_ethnocentrism4 1.000 .581 

baker_ethnocentrism5 1.000 .720 

baker_ethnocentrism6 1.000 .666 

baker_ethnocentrism7 1.000 .696 

baker_ethnocentrism8 1.000 .776 

baker_ethnocenrism9 1.000 .610 

baker_ethnocentrism10 1.000 .619 

baker_ethnocentrism11 1.000 .698 

baker_ethnocentrism12 1.000 .721 

baker_ethnocentrism13 1.000 .655 

baker_ethnocentrism14 1.000 .721 

baker_ethnocentrism15 1.000 .689 

baker_ethnocentrism16 1.000 .792 

baker_ethnocentrism17 1.000 .719 

cosmopolitanism1 1.000 .691 

cosmopolitanism2 1.000 .729 

cosmopolitanism3 1.000 .643 

cosmopolitanism4 1.000 .762 

conspicuous_consumption1 1.000 .745 
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conspicuous_consumption2 1.000 .708 

conspicuous_consumption3 1.000 .845 

conspicuous_consumption4 1.000 .718 

purchase_intention1 1.000 .818 

purchase_intention2 1.000 .695 

purchase_intention3 1.000 .719 

purchase_intention4 1.000 .727 

purchase_intention5 1.000 .830 

purchase_intention6 1.000 .678 

Patriotism1 1.000 .499 

Patriotism2 1.000 .693 

Patriotism3 1.000 .714 

Collectivism1 1.000 .631 

Collectivism2 1.000 .597 

Collectivism3 1.000 .683 

Conservatism1 1.000 .583 

Conservatism2 1.000 .732 

Conservatism3 1.000 .613 

Conservatism4 1.000 .710 

Extraction Method: Principal Component Analysis. 

One main aim of factor analysis is that the researcher should look for any variables that are 

not adequately accounted for by the factor solution. One simple approach is to identify any 

variable(s) lacking at least one significant loading. Another approach is to examine each 

variable‘s communality, representing the amount of variance accounted for by the factor 

solution for each variable. The researcher should view the communalities to assess whether 

the variables meet acceptable levels of explanation. Hair et al (2014), recommends that a 

researcher may specify that at least one-half of the variance of each variable must betaken 

into account. Using this guideline, the researcher would identify all variables with 

communalities less than .50 as not having sufficient explanation. Based on the above and 

looking at the table of communalities we see that all the items loadings are well above the .5 

threshold recommended. No item need to be eliminated in the subsequent analysis. The next 

included items in the factor analysis is the total variance explained. 

  

Table 4.17: Total Variance Explained 

Component 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total 

% of 

Variance 

Cumulative 

% Total 

% of 

Variance 

Cumulative 

% 

1 6.046 14.746 14.746 6.046 14.746 14.746 

2 4.841 11.808 26.554 4.841 11.808 26.554 

3 2.927 7.139 33.693 2.927 7.139 33.693 

4 2.311 5.637 39.330 2.311 5.637 39.330 

5 1.925 4.695 44.025 1.925 4.695 44.025 

6 1.788 4.361 48.386 1.788 4.361 48.386 

7 1.516 3.697 52.083 1.516 3.697 52.083 

8 1.449 3.534 55.617 1.449 3.534 55.617 

9 1.330 3.244 58.861 1.330 3.244 58.861 
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10 1.268 3.092 61.953 1.268 3.092 61.953 

11 1.138 2.775 64.728 1.138 2.775 64.728 

12 1.080 2.634 67.363 1.080 2.634 67.363 

13 1.002 2.443 69.806 1.002 2.443 69.806 

14 .981 2.392 72.199    

15 .957 2.334 74.532    

16 .915 2.231 76.763    

17 .772 1.882 78.645    

18 .761 1.855 80.500    

19 .704 1.716 82.216    

20 .679 1.656 83.872    

21 .644 1.571 85.443    

22 .618 1.508 86.950    

23 .556 1.357 88.307    

24 .486 1.186 89.494    

25 .464 1.132 90.625    

26 .430 1.048 91.673    

27 .422 1.029 92.702    

28 .393 .957 93.659    

29 .364 .888 94.547    

30 .309 .753 95.300    

31 .283 .691 95.991    

32 .266 .648 96.639    

33 .251 .613 97.252    

34 .216 .526 97.778    

35 .201 .491 98.269    

36 .198 .484 98.753    

37 .154 .376 99.128    

38 .145 .354 99.483    

39 .091 .222 99.705    

40 .080 .194 99.899    

41 .041 .101 100.000    

Extraction Method: Principal Component Analysis. 

The factor analysis extracted 13 components which account for 69.806 per cent of the total 

variance explained. This quite acceptable and further confirms that the factor analysis is 

dependable and reliable. This means that we can comfortably proceed with the further 

analysis of the data. The explained variance also show that the data collected for this study 

has good internal consistency hence we proceed to hypotheses testing. 

Hypotheses Testing 

The hypotheses formulated for this study were tested using the structural equations modelling 

and this was with the aid the software Stata 15.0 Small. The details of the analysis are in 

appendix three. The results/output of the Stata analyses are shown below. This information is 

used test the direct hypotheses of the research.   
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Figure 4.5: The Research SEM model on IVs and DV. 

 

 

 

The first analysis was the relationship between the independent variables (IVs) and the first 

dependent variable, baker ethnocentrism and this was used to validate the direct hypotheses. 

The Chi square of the analysis has a par value of .000 which is well below the .05 level of 

significance hence we conclude the model is a good fit. The model fit also indicate that the 

Chi square value is significantly different from zero and we conclude the model is a good and 

Baker_ethnocent 57 ε1 58

Cosmopolitan 7.2
16

Conspicuous_consum7.5
15

Patriotism 3.2
12

Collectivism 4.6
11

Conservatism 4.3
16

.72

1

.052

-.0003

-1.1

Purchase_intent 17 ε1 6.2Baker_ethnocent 80
68

.12

. 

. 

LR test of model vs. saturated: chi2(0)   =      0.00, Prob > chi2 =      .

                                                                                       

var(e.Baker_ethnocent)    57.77386   2.656445                      52.79504    63.22221

                                                                                       

                _cons     56.95342   3.106649    18.33   0.000     50.86451    63.04234

         Conservatism    -1.072982   .1392355    -7.71   0.000    -1.345878    -.800085

         Collectivism    -.0003015    .127401    -0.00   0.998    -.2500029    .2493999

           Patriotism     .0520397   .1535236     0.34   0.735    -.2488611    .3529404

   Conspicuous_consum     1.023194    .104068     9.83   0.000     .8192241    1.227163

         Cosmopolitan     .7193107   .1061105     6.78   0.000      .511338    .9272834

  Baker_ethnocent      

Structural             

                                                                                       

                             Coef.   Std. Err.      z    P>|z|     [95% Conf. Interval]

                                        OIM

                                                                                       

Log likelihood     = -13497.353

Estimation method  = ml

Structural equation model                       Number of obs     =        946

Iteration 1:   log likelihood = -13497.353  

Iteration 0:   log likelihood = -13497.353  

Fitting target model:

Observed:  Cosmopolitan Conspicuous_consum Patriotism Collectivism Conservatism

Exogenous variables

Observed:  Baker_ethnocent

Endogenous variables

> ectivism -> Baker_ethnocent, ) (Conservatism -> Baker_ethnocent, ), nocapslatent

. sem (Cosmopolitan -> Baker_ethnocent, ) (Conspicuous_consum -> Baker_ethnocent, ) (Patriotism -> Baker_ethnocent, ) (Coll

. 

LR test of model vs. saturated: chi2(0)   =      0.00, Prob > chi2 =      .

                                                                                       

var(e.Purchase_intent)    6.171712   .2837756                      5.639848    6.753734

                                                                                       

                _cons     16.52091   .6184679    26.71   0.000     15.30874    17.73309

      Baker_ethnocent     .1192861   .0090057    13.25   0.000     .1016351     .136937

  Purchase_intent      

Structural             

                                                                                       

                             Coef.   Std. Err.      z    P>|z|     [95% Conf. Interval]

                                        OIM

                                                                                       

Log likelihood     = -5620.7775

Estimation method  = ml

Structural equation model                       Number of obs     =        946
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we proceed to analyse the hypotheses. The hypotheses testing and validation was at the 5% 

level of significance. 

Patriotism has a coefficient of .052, Z value of .34, ρ-value .735 which is higher than the .05 

level of significance. Also the 95% confidence level has a zero in-between. Based on this we 

reject hypothesis 1a and conclude Patriotism has no significant effect on baker‘s 

ethnocentrism of flour from domestically grown wheat in Nigeria. Since hypothesis 1a which 

is direct effect is rejected, the hypothesis on indirect effect, that is, hypothesis 1b is also 

rejected and we conclude that ethnocentrism does not mediate the effect of patriotism on 

purchase intention of flour from domestically grown wheat in Nigeria. This decision is based 

on the fact that significant direct effect must proceed indirect analysis (see section on 

mediation analysis).  

Cosmopolitanism (β = .719; se = .106; z = 6.78; ρ-value = .000) is statistically significant as 

the ρ-value is well below the .05 margin of error. The 95% confidence interval has no zero 

in-between and based on this hypothesis 2a which states that Cosmopolitanism has a 

significant effect on baker‘s ethnocentrism of flour from domestically grown wheat in 

Nigeria is fully validated and accepted. 

Conservatism (β = -1.073; se = .139; z = -7.71; ρ-value = .000) is statistically significant as 

the ρ-value is well below the .05 margin of error. The 95% confidence interval has no zero 

in-between and based on this hypothesis 3a which states that Conservatism has a significant 

effect on baker‘s ethnocentrism of flour from domestically grown wheat in Nigeria is fully 

validated and accepted. 

Collectivism has a coefficient of -.0003, se of -127; and Z value of -.000, ρ-value .998 which 

is higher than the .05 level of significance. Also the 95% confidence level has a zero in-

between. Based on this we reject hypothesis 4a and conclude that Collectivism has no 

significant effect on baker‘s ethnocentrism of flour from domestically grown wheat in 

Nigeria. There is no direct relationship hence no indirect relationship also. Hypothesis 4b 

which states that ethnocentrism mediates the significant effect of collectivism on purchase 

intention of flour from domestically grown wheat in Nigeria is also rejected. (see section 4.6). 

Conspicuous consumption (β = 1.02; se = .104; z = 9.83; ρ-value = .000) is statistically 

significant as the ρ-value of .000 is well below the .05 margin of error. The 95% confidence 

interval has no zero in-between and based on this hypothesis 5a which states that 

Conspicuous consumption has a significant effect on baker‘s ethnocentrism of flour from 

domestically grown wheat in Nigeria is fully validated and accepted. 

Baker ethnocentrism (β = .119; se = .009; z = 13.25; ρ-value = .000) is statistically significant 

as the ρ-value of .000 is well below the .05 margin of error. The 95% confidence interval has 

no zero in-between and based on this hypothesis 6 which states that Baker‘s ethnocentrism 

has a significant effect with purchase intention of flour from domestically grown wheat in 

Nigeria is fully validated and accepted. 

Mediation Analysis 

Mediation variables are intervening factors in between independent and dependent variables 

(MacKinnon et.al.2000). The concern of this research is on the mediating effect of baker 

ethnocentrism on purchase intention of locally produced flour by baker in Southeast Nigeria. 

The procedures for testing mediation are: to establish that the necessary individual 

relationships have statistically significant relationships; and to establish a first model of direct 
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effect and a second model of indirect effect (cf. Hair, Black, Babin and Anderson, 2010). 

This implies that the IVs must have significant and relation with the mediator variable (M); 

and must also have significant and positive relationship with DV. Also the mediator must 

have a significant and positive relationship with the DV. This process was followed in testing 

for mediation in this study. 

The statistical significant relationship between the IVs and mediator variable (M) have been 

established and used in testing the direct hypotheses in section 4.5 above. Two variables were 

not significant statistically: patriotism and collectivism; while three variables are significant 

statistically and these are: cosmopolitanism, conservatism and conspicuous consumption. In 

line with the rules of thumb stated only the three significant variables were used in the 

mediation analysis while the two insignificant ones were dropped/excluded. Next we 

demonstrate that the mediator variable (M) significantly and positively relate to the DV and 

this has been demonstrated above as this was used to validate hypothesis 6. Lastly we 

demonstrate that the IVs have significant and positive relationship with the DV and this is 

shown below. 

 

 

Figure 4.6: SEM model for IVs and DV 

 

As shown in figure 4.7 and the structural equation modelling (SEM)-Stata output, all the 

three IVs have statistically significant and positive relationship with the DV. All the 

coefficients have ρ-values well below the 5 per cent margin of error hence satisfying the 

condition that IVs must relate statistically and significantly with the DV. The next step is to 

assess the extent of mediation and then to validate the indirect hypotheses. 
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Figure 4.7: Research mediation model 

 

 

As shown above under the indirect effects, all the three independent variables have 

statistically significant effect on the dependent variable, purchase intention. Indirect effect of 

Cosmopolitanism (β = .085; se = .104; z = 6.05; ρ-value = .000) is statistically significant as 

the ρ-value is well below the .05 margin of error. The 95% confidence interval has no zero 

in-between. Based on this, Ho2bEthnocentrism mediates the significant effect of 

cosmopolitanism on purchase intention of flour from domestically grown wheat in Nigeria is 

fully validated and accepted. 

Indirect effect of Conservatism (β = -.126; se = .017; z = -7.22; ρ-value = .000) on purchase 

intention is statistically significant as the ρ-value is well below the .05 margin of error. The 

95% confidence interval has no zero in-between. In line with this Ho3bwhich states that 

Ethnocentrism mediates the significant effect of conservatism on purchase intention of flour 

from domestically grown wheat in Nigeria is fully validated and accepted. 

The indirect effect of Conspicuous consumption (β = .122; se = .015; z = 7.97; ρ-value = 

.000) purchase intention is statistically significant as the ρ-value of .000 is well below the .05 

margin of error. The 95% confidence interval has no zero in-between and based on this Based 
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on this, Ho5bEthnocentrism mediates the significant effect of conspicuous consumption on 

purchase intention of flour from domestically grown wheat in Nigeria is fully validated and 

accepted. 

Assessing the Extent of Mediation 

We assess the extent of mediation as follows (Hair, et al., 2010): (i) if the relationship 

between IVs and the DV remains significant and unchanged once the mediator is introduced, 

then mediation is not supported. (ii) If the relationship between IVs and the DV is reduced 

but remains significant once the mediator is introduced, then partial mediation is supported. 

(iii) If the relationship between IVs and the DV reduced to a point where it is not statistically 

significant once the mediator is introduced, then full mediation is supported. All the indirect 

relationships are statistically significant at .000 which means we can assess the extent of 

mediation. 

Using figure 4.6 and the output below it as well as figure 4.7 and the output below it, we 

assess the extent of mediation following the process above. The relationship between 

cosmopolitanism and purchase intention reduced from .12 to .085 and is still significant 

hence partial mediation is supported. The relationship between conspicuous consumption and 

purchase intention reduced from a coefficient of .40 to .122 and highly significant hence 

partial mediation is supported. Also the relationship between conservatism and purchase 

intention is reduced from -.42 to -.126 hence taking absolute values, partial mediation is 

supported.  

Another method used by researchers to assess the extent of mediation is to calculate the 

variance accounted for (VAF).The variance accounted for (VAF) determines the size of the 

indirect effect in relation to the total effect (i.e., direct effect+ indirect effect).The rule of 

thumb (cf. Hair, Hult, Ringle, &Sarstedt(2014) is: if VAF > 80%, full mediation is inferred; 

If VAF > 20% ≤ 80%, partial mediation; and VAF < 20% is no mediation.VAF = 

(a1*b)/(a1*b+cꞌ1), where a1 is the coefficients for the IVs and the mediator; b is the 

coefficient between mediator and the DV; while cꞌ1 are the direct effects/coefficients between 

the IVs and the DV. The calculated VAF for the three IVs are: Cosmopolitanism = .419 or 

41.9%; Conspicuous consumption = .23.4 or 23.4%; and Conservatism = .231 or 23.1%. This 

implies that 41.9% effect of cosmopolitanism on purchase intention is explained by baker 

ethnocentrism; 23.4% of the effect of conspicuous consumption on purchase intention is 

explained by the mediator baker ethnocentrism; and that 23.1% of the effect of conservatism 

on purchase intention is explained by baker ethnocentrism. Based on the rule of thumb all the 

three IVs have VAF within > 20% VAF < 80%. Thus partial mediation is inferred. Based on 

the above formula, the calculated VAF for each of the three IVs further confirm that 

ethnocentrism partially mediates the relationship between the IVs: cosmopolitanism, 

conspicuous consumption and conservatism) and the DV, purchase intention. 

This study was based on the mediating role of baker ethnocentrism on bakers‘ purchase 

intention of flour made from locally grown wheat. The socio-psychological dimensions of 

ethnocentrism: patriotism, conspicuous consumption, conservatism, collectivism, and 

cosmopolitanism were used as independent variables. Baker ethnocentrism was the mediating 

variable while purchase intention was the dependent variable. Questionnaire was used to 

collect primary data and the variables/constructs were measured with multiple items. 

Hypotheses were analysed and tested using structural equations modelling with the aid of 

Stata 15 small and the findings were multiple and varied. 
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Patriotism has a coefficient of .052, Z value of .34, ρ-value .735 which is higher than the .05 

level of significance. Also the 95% confidence level has a zero in-between. Based on this we 

reject hypothesis 1a and conclude Patriotism has no significant effect on baker‘s 

ethnocentrism of flour from domestically grown wheat in Nigeria. Since hypothesis 1a which 

is direct effect is rejected, the hypothesis on indirect effect, that is, hypothesis 1b is also 

rejected and we conclude that ethnocentrism does not mediate the effect of patriotism on 

purchase intention of flour from domestically grown wheat in Nigeria. This decision is based 

on the fact that significant direct effect must proceed indirect analysis. This findings 

disagrees with (Spillan&Harcar, 2013) study. It also disagrees with earlier research on 

international marketing done by Han (1988) that found a significant influence of patriotism 

on product choice. The reason for this divergence can be found in the fact that this study was 

done in a different country Southeast Nigeria while Spillan and Harcar (2013) was in the 

Vietnamese. Patriotism varies among countries and among different people within same 

country.  

Jin et al. (2015) aver that cosmopolitanism results in greater homogeneity of purchasing 

behaviour of consumers across countries, whereas consumer ethnocentrism leads to greater 

heterogeneity. Cosmopolitanism (β = .719; se = .106; z = 6.78; ρ-value = .000) is statistically 

significant as the ρ-value is well below the .05 margin of error. The 95% confidence interval 

has no zero in-between and based on this hypothesis 2a which states that Cosmopolitanism 

has a significant effect on baker‘s ethnocentrism of flour from domestically grown wheat in 

Nigeria is fully validated and accepted. This agrees with the findings of Oliver Parts and 

Irena Vida (2016) that examined data set of 271 and 261 consumers in Estonia and Slovenia, 

and tested via structural equation modeling. Vida (2016) study confirms the direct effect of 

consumer cosmopolitanism in foreign purchase behavior, but rejects the direct relationship 

between cosmopolitanism and product quality. This also agrees with Jayarathne and 

Warnakularsooriya (2016) study of Sri Lankan young educated consumers. The results of 

Multiple Discriminant Analysis divulge that cosmopolitanism orientation discriminates the 

high from moderate and moderate from low degree of fashion consciousness though the 

discriminating power is weak.  

Altintas and Tokol (2007) see conservatism as part of a set of values, which in turn shape a 

person‘s attitude.Conservatism relates to the admiration and preservation of traditions and 

social institutions throughout time, and the reluctance to change or alter them (Sharma et al., 

1995).Conservatism (β = -1.073; se = .139; z = -7.71; ρ-value = .000) is statistically 

significant as the ρ-value is well below the .05 margin of error. The 95% confidence interval 

has no zero in-between and based on this hypothesis 3a which states that Conservatism has a 

significant effect on baker‘s ethnocentrism of flour from domestically grown wheat in 

Nigeria is fully validated and accepted. This is in line with Sharma et al. (1995) finding that a 

strong correlation between conservatism and patriotism, which resulted in the combination of 

the two constructs. Other studies on conservatism have found them to be distinct from one 

another (e.g. Javalgi et al., 2005; Jain and Jain, 2013). 

Hoang Minh and Ajaja Joshi (2015) studied the impacts of individualism/collectivism on 

consumer decision-making styles – The case of Finnish and Vietnamese mobile phone 

buyers.Collectivism has a coefficient of -.0003, se of -127; and Z value of -.000, ρ-value .998 

which is higher than the .05 level of significance. Also the 95% confidence level has a zero 

in-between. Based on this we reject hypothesis 4a and conclude that Collectivism has no 

significant effect on baker‘s ethnocentrism of flour from domestically grown wheat in 

Nigeria. There is no direct relationship hence no indirect relationship also. Hypothesis 4b 

which states that ethnocentrism mediates the significant effect of collectivism on purchase 
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intention of flour from domestically grown wheat in Nigeria is also rejected. This contradicts 

in part the study of ShekuKakay (2016) on the effect of collectivism on family meal 

consumption behaviour and its implications on food companies in Sierra Leone. 

Campbell, and Calvert (1997) described conspicuous consumption as being motivated by 

expressing and improving one‘s status through the possession of costly products. 

Conspicuous consumption (β = 1.02; se = .104; z = 9.83; ρ-value = .000) is statistically 

significant as the ρ-value of .000 is well below the .05 margin of error. The 95% confidence 

interval has no zero in-between and based on this hypothesis 5a which states that 

Conspicuous consumption has a significant effect on baker‘s ethnocentrism of flour from 

domestically grown wheat in Nigeria is fully validated and accepted. Studies have found 

conflicting results on the correlations between the two constructs. While some studies report 

a small negative correlation of conspicuous consumption and CE (Wang and Cheng, 2004; 

Ranjbarian et al., 2011; Mai and Tambyah, 2011), others see a small positive one (Bevan-

Dye, Garnett, and De Klerk, 2012; Alden et al., 2006; Wang et al., 2013). No pattern in the 

characteristics of the studies can be found to explain these conflicting findings. The term 

conspicuous consumption vary among regions and among countries. 

Baker ethnocentrism (β = .119; se = .009; z = 13.25; ρ-value = .000) is statistically significant 

as the ρ-value of .000 is well below the .05 margin of error. The 95% confidence interval has 

no zero in-between and based on this hypothesis 6 which states that Baker‘s ethnocentrism 

has a significant effect with purchase intention of flour from domestically grown wheat in 

Nigeria is fully validated and accepted.This is in line with Urbaitytė (2015) studied consumer 

ethnocentrism impact on domestic brand equity. 

Discussion on Mediation 

Fritz and Lester (2016) state that mediation variable are variables that lie between the cause 

and effect in a causal chain. In other words, mediator variable are the mechanisms through 

which change in one variable causes change in a subsequent variable. Mediation variable 

explains the relation between the independent predictor and dependent (criterion variable). It 

explains whether or why there is a relation between two variables. Mediation analysis is a 

statistical method used to answer the question as to whether some causal agent x 

(Independent variables) transmits its effect on y (dependent variable) (Hayes, 2013) 

Cosmopolitanism (β = .085; se = .104; z = 6.05; ρ-value = .000) is statistically significant as 

the ρ-value is well below the .05 margin of error. The 95% confidence interval has no zero 

in-between. Based on this, Ho2bEthnocentrism mediates the significant effect of 

cosmopolitanism on purchase intention of flour from domestically grown wheat in Nigeria is 

fully validated and accepted. 

Indirect effect of Conservatism (β = -.126; se = .017; z = -7.22; ρ-value = .000) on purchase 

intention is statistically significant as the ρ-value is well below the .05 margin of error. The 

95% confidence interval has no zero in-between. In line with this Ho3bwhich states that 

Ethnocentrism mediates the significant effect of conservatism on purchase intention of flour 

from domestically grown wheat in Nigeria is fully validated and accepted. 

The indirect effect of Conspicuous consumption (β = .122; se = .015; z = 7.97; ρ-value = 

.000) purchase intention is statistically significant as the ρ-value of .000 is well below the .05 

margin of error. The 95% confidence interval has no zero in-between and based on this Based 

on this, Ho5bEthnocentrism mediates the significant effect of conspicuous consumption on 

purchase intention of flour from domestically grown wheat in Nigeria is fully validated and 
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accepted. All the three partially mediate the relationship between baker ethnocentrism and 

purchase intention. 

These mediation results are in line with Juharsah and Hartini (2014) study the role of attitude 

as relationship mediation between products knowledge and ethnocentrism on purchasing 

intention of Buton Special Woven (Study on the City Of Bau-Bau) The results showed that 

the attitude plays a mediating role of relationship between product knowledge and 

ethnocentrism on purchasing intention of community Bau-Bau toward Buton typical 

weaving. WU Jianlin, ZHU Ning, DAI Qi (2015) wrote on the consumer ethnocentrism, 

product attitudes and purchase intentions of domestic products in China. The results show 

that there is significant correlation between the consumers‘ purchase intention of domestic 

goods and consumer ethnocentrism. Mediating regression analysis indicated that consumer 

ethnocentrism has significant effect on consumers‘ purchase intentions of domestic products, 

while product attitude has mediator effect between them. 

5. Conclusion  

This study is concern with the mediating role of baker ethnocentrism on purchase intention of 

flour from locally grown wheat. Hence baker ethnocentrism was the mediating variable while 

five constructs were used as IVs: patriotism, conspicuous consumption, collectivism, 

conservatism, and cosmopolitanism. Purchase intention was the dependent variable. 

Questionnaire was used to collect primary data and the analyses was done with structural 

equations modelling with the aid of Stata 15. The findings from the study are as follows:  

 Patriotism has no significant effect on baker‘s ethnocentrism of flour from 

domestically grown wheat in Nigeria.  

 Ethnocentrism does not mediate the effect of patriotism on purchase intention of flour 

from domestically grown wheat.  

 Cosmopolitanism has a significant effect on baker‘s ethnocentrism of flour from 

domestically grown wheat in Nigeria. 

 Conservatism has a significant effect on baker‘s ethnocentrism of flour from 

domestically grown wheat in Nigeria. 

 Collectivism has no significant effect on baker‘s ethnocentrism of flour from 

domestically grown wheat in Nigeria.  

 Ethnocentrism does not mediate the significant effect of collectivism on purchase 

intention of flour from domestically grown wheat in Nigeria. 

 Conspicuous consumption has a significant effect on baker‘s ethnocentrism of flour 

from domestically grown wheat in Nigeria. 

 Baker ethnocentrism has a significant effect with purchase intention of flour from 

domestically grown wheat in Nigeria. 

 Ethnocentrism mediates the relationship/effect of cosmopolitanism on purchase 

intention of flour from domestically grown wheat in Nigeria.  

 Ethnocentrism mediates the effect of conservatism on purchase intention of flour from 

domestically grown wheat in Nigeria. 
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 Ethnocentrism mediates the significant effect of conspicuous consumption on 

purchase intention of flour from domestically grown wheat in Nigeria. 

 That 41.9% effect of cosmopolitanism on purchase intention is explained by baker 

ethnocentrism. 

 That 23.4% of the effect of conspicuous consumption on purchase intention is 

explained by the mediator baker ethnocentrism. 

 That 23.1% of the effect of conservatism on purchase intention is explained by baker 

ethnocentrism.  

 Based on the rule of thumb all the three IVs have VAF within > 20% VAF < 80%, 

ethnocentrism partially mediates the relationship between the IVs: cosmopolitanism, 

conspicuous consumption and conservatism and the DV, purchase intention. 

Some conclusions can be drawn from this study and the analysis coming from it. Patriotism 

has no significant effect on baker‘s ethnocentrism but has a statistically significant effect on 

flour produced from domestically grown wheat in Nigeria. Since it has no significant effect 

on ethnocentrism it is also concluded that ethnocentrism does not mediate the effect of 

patriotism on purchase intention of flour from domestically grown wheat in Nigeria. 

Cosmopolitanism has a significant effect on baker‘s ethnocentrism of flour from domestically 

grown wheat in Nigeria. In light of this, it also concluded that Ethnocentrism mediates the 

significant effect of cosmopolitanism on purchase intention of flour from domestically grown 

wheat in Nigeria 

Conservatism has a significant effect on baker‘s ethnocentrism of flour from domestically 

grown wheat in Nigeria. Ethnocentrism mediates the significant effect of conservatism on 

purchase intention of flour from domestically grown wheat based on this study. Collectivism 

has no significant effect on baker‘s ethnocentrism of flour from domestically grown wheat in 

Nigeria. There is no direct relationship hence no indirect relationship also. Ethnocentrism 

does not mediate the significant effect of collectivism on purchase intention. 

Conspicuous consumption has a significant effect on baker‘s ethnocentrism of flour from 

domestically grown wheat in Nigeria. Ethnocentrism mediates the significant effect of 

conspicuous consumption on purchase intention of flour from domestically grown wheat in 

Nigeria. Baker ethnocentrism has a significant effect with purchase intention of flour from 

domestically grown wheat. 

The relationship between cosmopolitanism and purchase intention reduced from .12 to .085 

and is still significant hence partial mediation is supported. The relationship between 

conspicuous consumption and purchase intention reduced from a coefficient of .40 to .122 

and highly significant hence partial mediation is supported. Also the relationship between 

conservatism and purchase intention is reduced from -.42 to -.126 hence taking absolute 

values, partial mediation is supported. Based on the calculated VAF, it is concluded that 

41.9% of the effect of cosmopolitanism on purchase intention is explained by baler 

ethnocentrism; 23.4% of the effect of conspicuous consumption on purchase intention is 

explained by the mediator baker ethnocentrism; and that 23.1% of the effect of conservatism 

on purchase intention is explained by baker ethnocentrism. Based on the rule of thumb all the 

three IVs have VAF within > 20% VAF < 80%, hence it is concluded that ethnocentrism 

partially mediates the relationship/effect between the IVs: cosmopolitanism, conspicuous 

consumption and conservatism) and the DV, purchase intention. 
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This study established that all the five socio-psychological antecedents of ethnocentrism: 

patriotism, collectivism, conservatism, conspicuous consumption and cosmopolitanism have 

statistically significant effect on the purchase intention of flour produced from locally grown. 

The study also established that while patriotism and collectivism have no significant effect on 

ethnocentrism, conservatism, cosmopolitanism and conspicuous consumption significantly 

affect customer ethnocentric tendencies toward flour from locally grown wheat. These have 

implications for the both the flour manufacturers as well as the wheat growers. Patriotism is 

love for one‘s country and once this love is entrenched it leads to the tendency to prefer home 

made products to foreign ones. Hence wheat growers should ensure that they consistency 

strive for quality like while the flour producers. This because increased quality will continue 

to entrench patriotic zeal in the minds of the consumers to continue to patronize the local 

wheat and the flour made from the wheat. 

Conservatism and collectivism are parts and parcels of culture and norms within a society. 

Since it is established in this study that the two constructs impinge on purchase intention of 

flour from local wheat. This calls for serious campaign among the manufacturers and 

especially the government through the Ministry of Information and its agencies to continue to 

campaign vigorously to entrench in the citizens the need for continue to patronize flour from 

local wheat. This campaign should focus on inculcating in the citizens and consumers that 

purchasing local wheat and the associated product flour is in the overall collective interest of 

the generality of the Nation. Also manufacturers and millers of wheat should strive to include 

some designs in their package to appeal to the minds of the conservative as well as national 

symbols that appeals to the patriotic and emphasize the collective ideals. 

This study also established that cosmopolitanism and conspicuous consumption have 

significant and statistical effects with purchase intention of wheat from locally grown wheat. 

Conspicuousconsumption in terms of the perceived rewards one expects due to favorable 

status dependent treatment in social interactions. Individuals have a high degree of sensitivity 

toward their social status, hence conspicuous consumption is considered as an expensive 

mode of signalling, but a profitable social strategy adopted by wealthier consumers and 

households. Human capital is observable and correlated with income. A signalling 

equilibrium in which poor individuals tend to spend a large fraction of their income on 

conspicuous consumption can then emerge. In conspicuous consumption, personality traits 

drive consumers‘ materialistic behaviour. It is therefore recommended that campaigns for 

purchase local wheat be consider the personality traits of their audience to make more 

meaningful impact. 

Cosmopolitanpeople are characterized by frequent travelling and meeting of people from 

different cultures, as well as by representing the voice of other cultures and deciding how 

they are perceived in their home country. Another important characteristic is an 

understanding of and desire for experiencing cultural differences expressed by 

cosmopolitans. Instead of being spectators, they want to be part of another culture.It has also 

being argued that cosmopolitanism results in greater homogeneity of purchasing behaviour of 

consumers across countries, whereas consumer ethnocentrism leads to greater heterogeneity. 

cosmopolitanism consists of three dimensions: ―the extent to which a consumer (1) exhibits 

an open-mindedness towards foreign countries and cultures, (2) appreciates the diversity 

brought about by the availability of products from different national and cultural origins, and 

(3) is positively disposed towards consuming products from foreign countries. These have 

implications for manufacturers as the advert and promotional campaigns must recognise these 

differences in preparing and presenting message appeals. 
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This study also confirmed that ethnocentrism positively and significantly affect buyers 

purchase intention of flour from locally grown wheat. Ethnocentrism gives consumers 

feelings of belonging and guidelines for buying behaviour, which can be acceptable to a 

group and contribute to various evaluations of foreign and domestic goods. In this regard 

both the government and producers need to come together in launching appeals that create 

and enhance ethnocentrism among the consumers.  

 

Contribution to Knowledge and Further Research 

The study analyzed the direct effects of the socio-psychological dimensions on baker 

ethnocentrism; as well as on purchase intention. It also tested the direct effect of 

ethnocentrism on purchase intention; as well as the indirect effects of the socio-psychological 

antecedents on purchase intention.  

 

Figure 4.8: The Research SEM model 

This model is therefore the contribution of the research to existing literature and to 

knowledge. 

This study utilized both demographic and impulsive variables. Demographic variables are 

dynamic, and the demographic variables used in this study relate to a particular and period. 

Hence further studies are required to track changing consumer demographics and how the 

impact consumer ethnocentrism as well as the socio-psychological antecedents. Data for the 

study were collected on cross sectional basis but further studies could be done with 

longitudinal data to track changes and dynamics in consumer ethnocentrism. The study was 

concerned with bakers in the southeast only. Further studies could be conducted with bakers 

in other regions as well as with other stakeholders in the wheat/flour value chain. 

Questionnaire was the only instrument used to collect data hence the study was purely 

quantitative. Further studies could conducted used mixed method design or on qualitative 

basis.   
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Abstract 

This paper discusses the need for manufacturing concerns in Nigeria to integrate 

sustainability into their marketing practices. The reason for this paper is that the firms in the 

country deny Nigerians the satisfaction of basic needs, preservation and improvement of 

natural resources with less  harm to the environment, human health and better business 

management. Its purpose therefore, is to draw the attention of these manufacturing 

businesses to the importance, advantages and benefits of sustainability marketing to them, 

buyers, society, economy and environment. And how it is simple for them to transit through 

individuals (employees) and institutional change of firms that build a sustainable and healthy 

society. That is the interest of sustainability marketing is healthy and sustainable eating, 

social marketing, ethical and sustainable issues surrounding business activities and 

marketing education. The paper is a prognosis research. Information was garnered from 

literature. A combination of methods was employed to gather materials. This was done in two 

stages. The first stage was researching researches and summaries journal publications. And 

the second stage was perusing abstracts and a select number of topics related to this paper. 

The concept takes its meaning from its definition that states an organization should satisfy 

the needs of its present consumer without surrendering the ability of future generation to 

meet their own needs. The introduction of sustainability marketing concept into firms would 

lead to building good brands image, better business performance, reducing waste, protecting 

the merchandise brand, gaining customer loyalty etc. Finally, the paper proposes the 

following: A broaden communication massage that include the benefits to the buyers, do not 

relied 100% on consumers’ research survey result. Work extreme hard to change the 

behavior of buyers, engagement of efficient and effective employees and conduct a market 

research survey scanning for relevant company opportunities.  

Keywords: Sustainable Marketing, Sustainability Marketing, Sustainable Production, Green 

Marketing, Consumer Knowledge.  

  

Introduction 

An overwhelming majority of Nigerians are very uncomfortable with made-Nigeria products 

and the conditions and their manufacturing processes. Nigerians‘ discomfort is as a result of 

their bitter experiences using these products. They therefore, hold the strong belief that these 

products are (i.e. lacking want-satisfying qualities); incomplete in weight and measurement, 

dishonesty in manufacturing processes, unwholesome and unsafe manufacturing premises 

etc. This demonstrates that business organizations in Nigeria do not focus on needs and wants 



The Academy of Management Nigeria 

 671 

of consumers; social issues, environmental issues, depleting natural resources, wellness of the 

society etc. (Effiong: Jan 25, 2018).  

For these organizations to survive; compete locally and globally, they should craft and adopt 

business strategy that would enable them make  profit by producing want-satisfying products; 

stay long in business; think of the safety of the society as well as cause the environment less 

harm; think of the generation next in terms of their product satisfaction and safety.  

In 2010, marketing sustainability provided solutions for these challenges to Nigeria firms. 

Marketing sustainability was the changing business philosophy and practices that has taken 

the driver‘s (driving) seat of consumer attention-what you market, how you market it, and to 

whom you market your products was the issue for marketers (Khera, 2011). 

Today, consumers in the country (because of digital marketing messaged want a better want-

satisfying quality and life improving products and are more involved in making the  world a 

better place. They accept and support businesses that manifest strong ethics and managers of 

human beings and the earth.  

Now would these organizations transit from present business practices to a sustainable 

healthy one through individual and institutional change? The answer is simply in marketing 

sustainability, i.e, adopting sustainability marketing strategy and sustainable economic 

marketing. For the interest of market concerns, sustainability marketing process involves 

healthy and sustainable  products, social marketing, ethical and sustainable issues 

surrounding business activities and marketing education.  

Sustainability marketing has no reasons to be difficult for firms in Nigeria to change to, 

because, nowadays, consumers pay very special attention and cherish social and 

environmental challenges. Abundance empirical survey results are available supporting the 

above statement.  These surveys have made available plenty of tools and advice on how to 

implement behavior change strategies and tactics and a remarkable reservoir polity, initiatives 

and example to learn from. And marketers getting customers to act on their good intentions 

represents the final boundary for sustainability.  

A study from National Geographic found that although the number of global consumers who 

say they are very concern about the environment; (61%) has increased since 2012. 

Sustainable purchasing behavioural attitude has actual dropped in the markets such as the 

USA, Germany, Japan and China. This has affected the value-action gap negatively. The 

great value action gap between what consumers say in surveys and their actual performance 

do seems to be at variance. 

Sustainability marketing or green marketing is a state in which a manufacturing concern 

concentrates its efforts and resources on social and environmental investments as a marketing 

strategy because it is the surest (and long-term profitable) way to build a long-lasting 

relationships with consumers while letting them know that they are important and so is the 

future generation.  

Admin (October 24, 2018) of sumas.com proffer that sustainability marketing is a 

fundamental shift in consumer communication styles that convey provocating health-felt 

stories rather than discounts and offers. It possesses the capacity and ability to take a 

backward step and worry less about short-term profits and also relies on long-term profits.  



Proceedings of the 14th Annual International Conference 

 672 

In summary, he (Admin), continued, saying that sustainability marketing is more customer 

centric than product centric of traditional marketing concept. This is so in that customers 

want to have knowledge of the following:  

 where the products come from,  

 how they are made,  

 who made t hem, and  

 how the said products can be recycled at the end of their lifespan.  

When customers are satisfied with the knowledge acquired, they regard the products as 

sustainable to them (customer), society and environment. Customers are environmentally 

conscious and they are interested in buying from marketing firms that are equally 

environmentally conscious. Hence, sustainability is important for marketers that want to keep 

and/or attract heavy customer traffic which philosophy has respect for the environment, 

society and economic development.  

In this 21
st
 century, firms in Nigeria should focus total and complete on environmental issues, 

social issues, commercial and social issues and commercial aspect in doing business 

competitively.  

Sustainability therefore, bolsters a perfect blend of environment, human health and total 

quality business management. In short it means organizations should use renewable resources 

rather than depleting resources which help in reducing polluting and hazardous waste.  

The corporate world has the moral duty to use natural resources and explore new resources 

with sustainable alternatives or options. For healthier society today, tomorrow and tomorrows 

to come.  

The purpose of this article is to draw the attention of those involved in marketing in the 

country to embrace the principles and practice of sustainability marketing; understanding 

fully the meaning, importance, benefits and advantages and disadvantages of a sustainable 

marketing organization. Also the strategies involved to be successful in the business.  

Methodology 

A combination of two research methods was adopted in collecting materials for this paper. 

This was done in two stages. The first stage was reviewing narrative and content summaries 

of related researches found in internet and intranet. The related papers were chosen 

inclusively and exclusively to build a theoretical framework.  

The second stage was reviewing abstracts and titles of a select research papers that can 

provide answers to the research objectives, from journals, magazine, newspapers and 

textbooks.   

What is Sustainability Marketing? 

A term takes its meaning or definition from a user‘s stage of development action. In business 

literature, there are plenty definitions of the term ―sustainability marketing‖. Hence, it means 

different things to different people. Herein two definitions would be stated and reviewed.   

Sustainability marketing is a better course to encourage eco-friendly aspects of an 

organization as long as the manufacturing concern does it the right way (story: Oct, 2018).  
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While Belz and Peattie (2012) decipher sustainability marketing to be the planning, 

organizing, implementing and controlling resources and the marketing programmes to meet 

the needs and wants of customers; while the organization will take into consideration the 

norms of society and the environment in order to achieve the organizations‘ objective(s) in 

the future. In continuation, they agreed that the organization need integrating sustainability 

market concept for identifying marketing strategy which will fulfill the needs of stakeholders 

in the present or future and allow for long term business life.   

A clinical review of the two above definitions signifies that sustainability marketing is a 

market strategy that holds firms that are very much concern with not only producing want-

satisfying products but also building and maintaining a healthy society, with no much harm 

caused the environment by individual and institutional change.  

Its characteristics could be enumerated as follows that:  

 the needs and wants of every member in the community or society are satisfactorily met 

and citizens feel safe, health and at the end enjoy the joy of happiness,  

 the society‘s economy is vibrant, abundance employment opportunities available and 

employees are well rewarded with living wages and  

 the environment is appreciated, protected and improved and minimization of 

environmental damages‘/harm (Stafford Borough Council). 

The concept of sustainability marketing is a constitution of the definition and characteristics 

of sustainability marketing. To this end, Kotler and Armstrong (2008) opine the concept of 

sustainability marketing maintains that the organization should meet the needs of its present 

consumers without endangering the ability of future generation to fulfill their own needs. 

If Nigerian firms embrace sustainability concept it would enable them enhance good brand 

image in the corporate business world. The organizations, firms practicing the conventional 

marketing concept ask ―what is the best way to market products in a situation of 

environmental worsening resources depletion, ever-increasing population and world 

poverty?‖ 

The answer is that the firms should fully and finally integrate the concept of sustainability 

marketing into the strategic planning for better performance of business.  

Sustainability marketing is interested on three principles, namely: social equity, economic 

viability and environmental protection.  

i. Economic viability: Unlike conventional marketing which purpose is profit 

orientation; economic viability is interested in the combination of environmental, 

social and economic purposes together. And environmental problem awareness could 

potentially help in the production of green products from natural resources. Thereby 

solving environmental challenges and promoting pollution reduction.  

ii. Social equity: This principle is a theory that raises the issues of poverty and provides 

solutions (answers) to the issues. Solutions might include poverty 

prevention/reduction strategies and addressing of problems caused as a result of social 

inequality; and evaluates the impact of community business and business‘s action of 

social responsibility.  

iii. Environmental protection: This challenge is similar to the challenge of ecology in 

the sense that it is biocentric or eco-centric. The living system, human system and 
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others systems are woven and related together. Each relies on the other for existence. 

This complete blend of the systems produces another network of relationships where 

they are co-beneficiaries. Worthy of note is that marketing does not help in natural 

resources usage but it encourages environmental conservation promotion and 

environmental behavioural as a part of the living system. 

Below find a self-explanatory diagram of sustainability marketing principles.  

 

  

 

 

 

 

 

 

 

Diagram 1: Sustainability and marketing/Maribel Mendoza’s Portfolio  

Sustainable marketing and sustainability marketing are erroneously used interchangeably to 
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Sustainable marketing is concerned with just building and maintaining long-term 

relationships with customers/consumers. This simply means that is focusing on creative 

enduring customer relationship. It is a subset of sustainability marketing. While sustainability 
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them, society, consumers and the environment. And also, keep the firms abreast with local 

and global competition and meet new challenges of the business world.  

Sustainability is fulfilling a firm‘s present needs as well as that of customers without 

endangering the dexterity of future generations to meet their own needs. It is comprised of 

three elements: 

– Economic development, social responsibility and environmental protection. While most 

person‘s simply associate sustainability with only environmental promotion. It is very 

much about people and wellbeing of the society as well. Hence, the mission of businesses 

is to plan, develop, implement and audit sustainability efforts in the organization that 

benefit the organization customer‘s, society and environment.  

– Businesses have different motives and/or reasons for integrating sustainability in their 

business. Some of the motives are presented herein:  

A. Benefits of becoming a Sustainable Business  

Trivedi, Trivedi and Goswani (2018) suggest differentiates the brand and increased customer 

retention and brand loyalty.  

i. Differentiates brands:- Sustainability marketing is the only true method in highly 

competitive market (like of Japan, China, USA etc.) to create brand differentiation. A 

business with better environmental and social performance records is in best position 

to efficiently and effectively compete and win better market share. When 

sustainability means and methods are better than that of competitors it brings about 

cost saving, efficiency and effective organizational performance. This is as a result of 

the production process, packaging, distribution and promotion reduces cost and 

increases effectiveness and efficiency in performance.  

ii.  Increased Customer Retention and Brand Loyalty: A consumer feels valued and 

develops brand loyalty if a firm is involved in dignifying environmental and socially 

responsible products, practices and brand values. And it guided by five sustainable 

marketing principles: consumer oriented marketing, customer value marketing, 

innovative marketing, sense-of-mission and societal marketing. Any firm that does 

these principles does change consumer behavior propelling them to increase brand 

equity.  

Sustainable marketing  has adopted a new communication style that help consumers select a 

product on the merit of available information and plays very pertinent role in strengthening 

awareness in the society.  

B.   Importance of becoming a Sustainable Organization  

In support of Trivedi, at el., eco-efficiency list the benefits of becoming a sustainable 

business as; enhanced brand and increase competitive advantage, increase productivity and 

reduced costs, improve financial and investment opportunity, minimize carbon risk and 

improve energy efficiency and increase employee retention and recruitments.   

Brand awareness leads to brand association. If consumer knows that a brand has that quality, 

that best satisfy their needs, they would purchase and continue purchasing that brand until its 

quality is reduced or lower. When consumers are aware that organizations are concerned of 
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their effect on the society and the environment, it positively effects their repeat purchasing 

behavior.  

C.   Advantages of becoming a Sustainable Organization  

There are advantages when sustainability is introduced into business operations. Six major 

advantages for practicing sustainability are: improved brand image and competitive 

advantage; increase productivity and reduce costs, increase ability of business to comply with 

regulation, attract employees and investors, reduce waste and make shareholders happy.  

Integrating sustainable marketing in business strategy is very important to businesses because 

it has something to do with human and business survival.  

What Sustainability Strategy to Use 

After deciding to integrate sustainability into marketing practice and procedure, a business 

then has to develop a game plan to win the market. This game plan is the most effective when 

it is an integral component of corporate strategy, defining how the organization will engage 

customers, prospects and face competition in the market arena for success.  

Herein, we could consider a marketing strategy to be a coherent marketing direction or a 

fundamental marketing logic by which a business unit intends to achieve its marketing 

objective. Therefore, it is simply the methods used by the firm to achieve its predetermined 

objectives.  

A well thought out marketing strategy consists series of tactics. And a tactics is competitive 

edge that an organization has over the other firms in the industry. 

There are two ways to develop a strategy. It can be developed either up-down (from strategy 

to tactics – from the management of firm to the market) or down-up (from tactics to strategy, 

i.e, from the market to the organization).  The author would advise that it is best to develop a 

strategy from the grassroots-bottom-up.  

There are five common strategies for sustainability marketing according to study.com. They 

are reviewed herein; 

i. Consumer-oriented marketing: This is the thinking or notion of a business that the 

consumer is the key to their survival, growth and profit. It a situation whereby a 

company markets its products and services from a consumer‘s perspective. The send 

out messages that reveal that the company is a better choice with regards to 

sustainable marketing. This is marketing that consumers could see from their own 

point of view.  

ii. Customer-value marketing: Sustainability creates customer and in turn customers 

create value for the firm. Customer value marketing is situation whereby an 

organization channels its total and complete efforts and resources into continuous 

improvement of added value to the offering. This is because, the firm believes that 

there is always room for the improvement of the offering. As it creates value for the 

customer, the customer would surely reciprocate by creating value for the firm. A 

case scratch my back, I scratch your back.   

iii. Innovative marketing: This strategy holds the doctrine that an organization should 

never cease researching to discover better methods of doing things, such as to develop 
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new products or new versions, new services and better way to market them with the 

help of effective communication. Note, non-innovative firms will surely lose 

customers to innovative ones.  

iv. Sense of-mission marketing: Sense of-mission marketing is that strategy that teaches 

an organization to determine an expansive mission that communicate to the society 

rather than just the product. This strategy assist company in developing clear, long-

term fundamental direction and also serves the best long-run interests. Some of these 

organizations practicing this principle make sure that their production process do not 

cause harm to people, creatures or the earth.  

The four core importance of successful sustainability marketing strategies are; innovation, 

collaboration, communication and commitment.  

 Innovation:- organizations must make changes in their products especially by 

introducing new production methods, new ideas of products. Turning the ideas into 

answers that add values from a customer‘s perspective. This is to meet wider needs of 

consumers and related to business values. Companies should incorporate innovation 

in their products, services and processes. If the innovation truly better lives, wealth 

and community well being then consumers develop love for the company and its 

products and/or services. Innovation should always induce efficacy and cost saving 

for consumers‘ expectation without endangering the organizational performance.  

 Collaboration:- Collaboration in the workplace is the situation when two or more 

people (often group) work together through idea sharing and thinking ot accomplish a 

common goal. It is simply teamwork taken to a higher level – synergy. In the case of 

sustainability in marketing it is a cooperation amongst entities /NGO‘s/government, 

supplier) to endorse the company as a sustainable one. This action allows companies 

develop greater trust and loyalty in the society collaboration therefore, supports the 

certification a claim is accepted in the society as beyond legal requirements.  

 Communication:- Organizations should send messages always to inform, educate, 

persuade and update customers their efforts towards social responsibility and 

environmental mollitication. So organization must distinctly promote their objective 

from ―marketing to mattering‖. It would be beneficial for companies to intimate 

consumers the following:  

– Social, ethical and environmental performance of thesis.  

– Moderate consumption without compromising on bottom line of the business 

value.  

– About their sustainable practices claims  

– What they have done in improving the community 

– Lastly, companies have to engage in effective communication and extensive 

PR strategies in order to impact greatly on consumers‘ perception about 

brands.  

 Commitment:- entails dedication, going the extra mile, ability to work hard and 

uphold infinite endurance. Staying committed to organization‘s goals. Commitment is 

the basic principle of success. Organizations should exhibit continual commitment 

towards sustainability practices, employees and consumers for soliciting public trust 

and educate customers about the effects of their buying behavior.  
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Conclusively, a good sustainable marketing strategy should integrate an organization‘s 

marketing goals, policies and tactics into a cohesive whole. It is partially derived from 

broader corporate strategies, corporate mission and corporate goals. It should flow from the 

firm‘s mission statement and also it should be influenced by a wide range of micro 

environmental factors.  

Sustainable Marketing Implementation Challenges 

There are some challenges that impede the smooth implementation of integrating 

sustainability into the principles and practices of manufacturing concerns in Nigeria. 

According to Infoguide (2016) some of the challenges are insecurity, poor power supply, 

corruption, inadequate and absence of some infrastructure, access to investment funds, 

government policies, lack of skill labour, employing competent/trustworthy staff etc.  

The Guardian reported that one obstacle against the implementation or success of 

sustainability marketing is that consumers are unhappy with marketers‘ messages that 

focused on eco-friendly aspects, better product‘s etc. that better the earth consumers buying 

and using the products then ask the unanswered question. Do these products better then or 

what is in it for us. Until firms provide good answers to the question(s) then well-intentioned 

campaigns will continued to struggle.  

The main and most market challenge is to persuade consumers to change to more sustainable 

behavior. Changing habits is not easy to come by.  

Change people‘s behavior to be more environmentally and socially responsible is a huge 

challenge.  

What most consumers or customer say in research surveys are at discrepancy with their 

purchasing decision, outcome and pattern. This action of theirs has altered the value-action 

relationship negatively.  

Consumer‘s today favour brands that have a positive impact on the world and, brands 

responding in different ways and through different strategies to meet these new demands.  

Plenty environmental issues affect sustainability. The eroded biodiversity throughout the 

earth because of economic sophistication and other factors threatens sustainability. 

Deforestation and modernization often lead to the damaging of natural habitats and resulting 

the migration of persons and amiable to new abode the comfortable.  

Finally, network for business sustainability (March 16, 2016) proposes top seven business 

sustainability challenges in 2016 and they are: collaborating for sustainability respecting 

human right, public policy and climate change, measuring and reporting sustainability, 

sustaining sustainability programmes and educating consumers. 

Sustainable Company Responsibility  

A sustainable company owes its trustworthiness to three entities, namely: society, economy 

and environment. It should attempt to maintain a balance between the three of them – 

economic development and the welfare of society, and the environment. Therefore, the 

sustainable company is expected to keep equilibrium between making profit and contributing 

positively to the development of the society.  

Here, we shall report the company‘s responsibility to each entity separately. 
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i. Economy: A sustainable company should be attentive of the trade-off between 

economic development and the welfare of society, and the environment; to enable it 

therefore, avoid socially harmful practices and contribute to activities that are socially 

beneficial. 

A firm‘s onus can be demonstrated in many ways such as economic growth, research 

and development, savings, cost, profits etc. Its main responsibility is to earn profit. To 

earn profits means that the firms understand the needs and demands of consumers 

whether it is quality, price, package etc.  

An organization has to effectively communicate to make consumers aware of 

sustainability answers that have been developed and how they will integrate with 

consumers and meet their needs.  

ii. Society: - The business should poise profit making activities with activities that 

benefit society. It involves developing business with a positive relationship with the 

society in which it operates. To the society, it should provide education, uplift the 

community increase standard of living and equal opportunities provision. These 

activities bring in social economic justification in fair trade, workers‘ rights and 

business ethics. That is the duties of business to the society in simple term, include; 

wealth creation, obeying laws and regulations, avoiding harm and reducing social ills 

(problems).  

iii. Environment:- A business should always be aware of its activities and how do they 

affect the environment. Like human beings, every business has the moral and ethical 

responsibility. It is free to do business; however it as it wants but only within the 

boundaries of regulations and other laws such as labour law, environmental laws and 

criminal laws.  

Here, environmentally friendly responsibility entails three aspects;  

 Using natural resources judiciously (rather better use renewable resources) so that it 

would for the future generation, 

 Environmental management and minimize the impact of pollution  

In addition to the above, the firm must engage in social environment, (environment justice, 

local and global natural resources and stewardship) activities and environmental economic 

(energy efficiency, subsidies/incentives for use of natural resources) activities.  

Conclusion  

It is a real shame for manufacturing concerns in the country inability to integrate 

sustainability in their marketing principle and practices. However, it is easy to integrate.  

Sustainability is also known as green marketing. The word ―Green‖ is a manifestation of 

youthfulness, wholesomeness (healthy) freshness, satisfaction etc. these qualities are the 

characteristics of sustainability marketing. Sustainable development is a pattern of growth in 

which resource use aims to meet human needs while preserving the environment, so that 

these needs can be met not only in the present, but also for generations.  

The three principles that guide the formulating its strategies are society, economy and 

environment. That is why a firm should be eco-friendly.  
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Eco-friendly firms reap better benefits, importance and advantages than conventional 

marketing firms. Therefore, there is wisdom in going sustainable for Nigerian firms.     

Recommendations   

This paper proposes the following suggestions in handling the problems of going sustainable.  

1. Setup sustainability committee:- Any company that intends to change from its now 

marketing strategy to sustainability one or improve its sustainable activities should set a 

committee which constitutes the chairman/CEO, Directors, top management and 

representatives of departments. The committee should be accountable for the 

sustainability strategy and performance of the business. It‘s main duty is to integrate both 

business and sustainability interests so that the company enjoys benefits such as increase 

in customer traffic for its brand image, operational waste reduction, protecting the 

merchandise etc.  

2. Conduct a market research survey with much focus on opportunities analysis:- Before 

changing to sustainability marketing strategies, the organization should scan and screen 

the macro environment for relevant company, opportunities that agree with firm‘s 

capacity and capability, to produce want-satisfying products that are eco-friendly, with 

this event the company will develop an innovative new idea that will open up new 

sustainable markets. An opportunity could be; underserved markets for specific 

sustainable products, few competitors in our business; emerging need for your products or 

services and press/media coverage of your business.  

3. Engage efficient and effective employees:-  Organization should engage healthy and 

energetic employees that would be more creative and productive. To keep them continual 

healthy, create a safe, non toxic environment – by serving them sustainable brand food 

during lunch breaks, nuts, organic fruits and vegetables. Encourage them, eat same at 

home. 

4. Waste reduction:- These should be good sustainable efforts in any organization to reduce 

waste. Investment in these efforts has remarkable on the bottom line, resulting in better 

sustainable products and savings. What had been saved, reducing waste would be 

redirected to other areas of the organization. 
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Abstract 

Compounding the fake and substandard products offerings in the Nigeria economy is the 

issue of effective customer service, particularly by small and medium scale enterprises 

(SMEs) owners who appear ignorant of the roles ideal customer service plays in sustaining 

the growth and sustainability of businesses.  It can be observed that most SMEs in Nigeria  

go into business venture without the knowledge and skills of how to satisfy 

customers/clients/patients which is the backbone of the success of any business venture that is 

out to provide goods or services to people effectively and efficiently.  Furthermore, many 

SMEs failures could be attributed to poor customer services.  This paper therefore did an 

academic literature review on the subject matter of customer service.  It started with the 

conceptual clarification of who is a customer and what customer service is.  Thereafter, the 

roles effective customer service play in driving growth and sustainability of businesses were 

discussed. Next, the impediments to delivering quality customer service and how they could 

be overcome concluded the paper. Based on the discussion, the paper suggested that every 

SME owner, and the would be entrepreneur, should have the knowledge and skills of 

delivering quality customer service. 

Keywords:  Customer, Customer Service, Growth, Sustainability, SMEs. 

 

Introduction 

Creating committed customers is the goal of successful organisations, particularly small and 

medium enterprises (SMEs). In Nigeria, rather than do this most SMEs treat their 

customers/clients/customers/patients/passengers (collectively referred to in this paper as 

customers) with levity in addition to offering fake and substandard products. Poor customer 

service can be regarded as the major problems of most SMEs owner in the country.Citing 

Babandi (2000), Feitt (2002) observed that most failures of SMEs in Nigeria  is due to 

numerous challenges facing the sector and lack of customer satisfaction is the major one.  

Speaking in the same vein, Jeremiah (2017) noted that, unless Nigeria SMEs prioritize a 

strong customer service culture by putting the satisfaction of customers first in product 

offerings as well as service delivery, projected economic growth in Nigeria may be a mirage.  

Phido (2018) cited in Jeremiah 2017) nailed it on the head when he opined that poor customer 

service can actually kill business and we have many businesses that have collapsed through 

mailto:stirruphumukoro@gmail.com
mailto:momohkarimailenoghena@gamil.com
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lack of it. Some good examples of industries where many businesses have failed on account 

of ineffective customer service are in airline and hospitality businesses (Jeremiah, 2017). 

To the best of our knowledge, SMEs in Nigeria are guilty of poor customer service.  They 

give promises and commitment they hardly keep. They seem not aware that with more 

educated customers, deployment of technologies, and sophistication in products/services, and 

tradition and culture, etc, customers are now sophisticated than ever before with majority of 

them difficult to be satisfied (Greenzy and Epley, 2014).  

This paper is therefore aimed at discussing efficient customer service to enlighten the 

numerous SME owners in the country and the upcoming ones. Consequently, the paper will 

focus on the followings: (1) who is customer, (2) characteristics of customers, (3) what is 

customer service, (4) business case of customer service, (5) dimension of customer service, 

(6) barriers to meeting customer service ,and (7), how to overcome these barriers. There will 

be conclusion and suggestions. 

Who is a customer 

The term customer is derived from the word custom which means habit. A customer is 

therefore a person who goes to a store habitually or frequently to purchase a product or 

receive a service.  Thus, it is their habit to buy from that particular store (Anderson, 1996).  A 

customer is a person who buys goods from a shop or business; a person of a specified kind 

with whom one has to deal with. However, in sales, commerce and economics, a customer - 

sometime known as a client, buyer, patient, - is the recipient of products, service, or an idea, 

obtained from a seller, vendor, or supplier via a financial transaction or exchange for money 

or some other valuable consideration (Wikipedia, 2018).   

Customers are an integral part of any business. They are the driving force for an organisations 

to manufacture, advertise and sell their goods (Ettore, 2001). Without customers there is no 

one to transact business with. 

Customer service 

Before defining the term, customer service, it is important we pinpoint some of the 

characteristics of customers. The following are some of the characteristics of customers: 

 Customers want and disserved quick service. Quality service is their right. 

 They want to interact with a live person or an employee who has all of the information, 

expertise, and tools necessary to help them completely and expeditiously. 

 Customer expectation are not only high, they differ according to age, level of education 

and socio-economic class, needs, preferences, buying behaviours, price sensibility 

(Kurtner and Cripps, 1997). 

 Customer purchasing powers are not the same. 

 Customers are the backbone of any business. 

 Customer wants to be heard. 

With the above characteristics in mind, customer service could therefore be defined as the act 

of taking care of the customer‘s need by providing and delivering professional, helpful, high 

quality services and assistance before, during and after the customer requirements are met. 

Williams, Ogege, and Ideji (2015) explained customer service to mean a quality product or 

service that satisfies the needs/wants of customers and keep them coming back. From the 

customers expectation perspectives, service expectations are met when customers are 
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provided with the right product/service at the right quality, at the right time, right price, and 

right place every single time (Anderson, 1996).  

Dimensions of Customer Service 

In the opinion of Anderson, Fornell and Lehmann (1994), effective customer service varies 

from company to company just as expectation of customers also differ but the key 

characteristics of quality customer service include: rapid and quick response time to service 

request, responding to all customer feedback (whether positive or negative), providing self 

service help document, and frictionless process for getting in touch with support.  But for  

Williams, Ogege, and Ideji, (2015), some elements of customer service which added to 

Anderson, Fornell and Lehmann (1994) opinion include: appearance, attentiveness, tact, 

guidance, flexibility, anticipation, communication, organisation, convenient days and hours 

of operations, friendly tellers, sales boys/girls that are sharp and knowledgeable about 

product, or service offering with good communication skills and problem solving skills and 

abilities. 

However, for a business to deliver on customer service that will satisfy their customers, the 

business should focus on the following which Zeithmal, Berry, and Parasurama, (1988) 

tagged: dimensions of customer service.  

 Access. It refers to how easily a service can be accessed and obtained.  That is the 

flexibility of working days and time, method of contact, and waiting time. 

 Communication. Addresses how information is conveyed to and received from 

customers among others.  It entails empathic listening, the use of  common 

language, and honesty about the products or services  

 Competence.  It deals with the level of skills and knowledge of the service provider 

about the product or service. 

 Courtesy.  It is indicated by friendliness and politeness of service providers. 

 Credibility.  It is the trust that customers repose in the organisation and the staff 

providing the service. 

 Reliability.  It implies the consistent performance or rendering of the right service at 

the right time right from the first time. 

 Responsiveness.  Willingness and readiness of employees to provide immediate 

service. 

 Security.  Absence of danger, doubt and risk.  It implies physical safety and 

confidentiality. 

 Understanding. Refers to how well the organisation understands its customers in 

their feelings about services being provided. 

Zeithmal, Berry, and Parasurama, (1988) however cautioned that not every one of the points 

listed above needs to be present for a customer to be satisfied because, as stated before, 

customers differ in their expectations.  For example, lodgers in hotels may be more concerned 

about security than the taste of the rooms; patients may take highly the reliability an hospital 

into consideration when seeking medical services just as passengers may value safety before 

other things when choosing a transporter. 
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Business case of customer service 

Customer service can make or mar a business venture. The literature is replete with benefits 

organisations could derive from effective customer service culture. Commenting on this 

Bowen and Chen (2011) said that just satisfying customer is not enough; they have to be 

extremely satisfied. Customer services activities or strategies are not an end themselves but a 

means to an end.  A dissatisfied customer is more likely to search for information on 

alternatives and more likely to yield to competitor overtures than satisfied customer 

(Anderson and Sullivan 1993).  Also, satisfaction is a reliable predictor of re-purchase 

intentions (Wang, Tang and Tang, 2001). Loyal customers are individuals who remain clients 

of their original suppliers even if a competitor propose more advantageous conditions 

(Bowen and Chen, 2011).   Customer satisfaction leads to customer loyalty and possibly 

customer retention as there could be no loyalty without satisfaction (Gebelein, Steven, Skube, 

Lee, Davis, and Hellervik, 2001).  

Furthermore, Gebelein, et al (2001), most satisfied and dissatisfied customers can talk up to 

about 20 friends about it. It is equally so for customers who calls to give you feedback and 

others who have unresolved problems.  Many studies (Anderson et al 1994, Eklof et al, 1999, 

Ittna and Larker, 1996; Fornell 1992; Anderson and Sullivan, 1993; Zeithaml, et al, 1988; and 

Reicheld and Sasser, 1990)) show strong positive relationship between quality of customer 

service and profitability in organisations.  .  

Barriers to quality customer service 

Discussed below are some of the barriers that impede the achievement of good customer 

service.  

Indifference. How a customer service agent approach a customer/client, or his/her attitude 

towards them is extremely important in customer service.  The quality of interaction between 

the agent and the customer always has bigger contribution to how customers evaluate his 

experience. A survey report shows that 78% of customers say that competent customer 

service representatives are most responsible for a happy customer experience (Reicheld and 

Sasser, 1990). 

Inattention.  The natural consequence of indifference is inattention to the voice of the 

customer. It creates a negative impact and makes the customer feel as though he/she is 

unimportant. Customers are  not only want to be heard they also want to be understood by 

businesses and offer solution to their complain or enquiries. They also want business to hear 

their feedback, complains, compliment, and suggestions.  They want organisations to notice 

what they say, react to it and respond. 

Lack of commitment.  Many of the times a customer‘s issue requires a follow up. In many 

cases customer service agent and a company as a whole do not have the necessary 

commitment to lead the customer to the end and ensure that the customer problem is solved 

and the customer is satisfied. 

Poor team work.  Some of the difficult customer service issues occur during a second 

interaction.  It may happen that the customer was served well during the first one but when 

his issue escalates to another person he gets in touch with he/she experience disappointment.  

The need to explain the issue a second time or third time, or sometime with different answers 

or different interpretation can greatly diminish customer experience. 
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Scripted communication.   Customer desire authenticity and dislike overly scripted service.  

Many companies, unfortunately, deviate into scripted communication with their customers.  

For example, machines (computers) are now programmed to respond to customers‘ enquiries. 

This happen for two reasons:  it happens because it is easier for a business to like this because 

of cost.  It also happens because companies do not trust the discretion of their employees that 

they can sort out clients‘ problem (Gebelein, et al, 2001).  So they give them canned 

responses to send to customers.  

Inconvenience access to support.  Technical aspects, of course, also matter in the customer 

experience, but most time this is lacking.  A business need to make sure its clients have easy 

access to support when it is needed.  They will highly appreciate the convenience.  One of the 

authors of this paper reported he once had this experience.  According to him, he bought an 

item of electronics from one of the electronic stores and he tried to return it with all the 

purchase receipt the following day because of, apparently, some factory fault.  The store 

owner told him that he was not the one that sold it for him that he should come back when the 

store attendant who sold it is around! 

Lack of customer personal data or insufficient use of it.  Customers find it important that 

the company has access to their previous transactions history and their personal details.  A 

recent survey (Deng, Yeh, and Sung, 2013) revealed that the degree to which customers‘ 

information is used by the company to provide a personalized solution is correlated to the 

degree to which customers perceive a cormapy or a business. Not collecting any customer 

information as well as collecting but not making use of it is equally damaging to how 

customer perceive their support.  

Low first call resolution rate.  Statistically, if customers get a solution to their problem in 

the first call, 92% are likely to continue using the company, 86% are likely to recommend the 

brand, 88% are likely to spread positive words of mouth about the brand (Grimm, 2015).  

These leads to much higher level of loyalty, advocacy, and better perception of organisation. 

But unfortunately, most businesses frustrate customers if they have issues to resolve with 

them. 

Delayed  response.  Some time you get to a restaurant very hungry and have to wait long 

before being served. Long hold time are one of the most frequent cause of complains and 

dissatisfaction by customers (Grimm, 2015).  This seems like the easiest thing to fix.  

However, many businesses still over look this important aspect of effective customer service. 

Ensuring high impact customer service 

A business may have fantastic product but if its customer service is unhelpful, unreliable, or 

just plainly hard to get in touch with, folks will hear about it and it will lose customers over it 

(Heath, 2020).   Heath discussed the followings as ways businesses could help in enriching 

customers experiences and satisfaction. 

Know your product.  Knowledge of the product or service model is very important to 

delivering quality customer service. Sellers or customer support agent should know the 

characteristics, uses as well as how their products are similar or differs from competitors‘ 

products. That means they need to be a product expert. Extensive knowledge of product or 

service model is an essential customer service skill (Chambers, 2020).  Ideally, businesses 

should believe in their products/services; be able to discuss features and uses of products in 

an insightful ways and show customers how the product can benefit them  –  not to mention 

abilities to troubleshoot anything that is not working right. 
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The business job is to help customers get the most out of their purchases and feel like they 

have gotten true value for their money. Chambers (2020) suggests that a business should 

make its goal to learn everything there is to know about its products and train agent on it so 

that you can amaze your customers with time.  

Maintain positive attitude.  Attitude is everything (Harrel, 2005) and a positive attitude 

goes a long way. Buttressing this, Gebelein et al (2007) noted that right attitude changes 

negative customer experiences into positive one.  They further opined that since most 

customer interactions are not face to face attitude should be reflected in language and tone of 

voice. The brain, according to Goldman (2007) uses multiple signals to interpret someone 

else‘s emotional tone, including body language and facial expression many of which are 

absent online.  

Creativity in problem-solving.   Over 200 adults interviewed, about 80% reported that they 

have stopped buying from some shops because of their experiences (Harris, 2010).  That is 

why a business should thrive on solving problems for customers and make it a central part of 

support role as there will always be a problem to solve. Do not be afraid to wow your 

customer as you seek to solve problem for them. You could just fix the issue and be on your 

way  but by creatively meeting their needs in ways that go above and beyond what they need 

will create customers that are committed to you and your product. 

Respond quickly.  A surprising 66% of people believe that valuing their time is the most 

important thing in any online customer experience (Leggett, 2016).  Customers just want an 

accurate relevant and complete answer to their question upon first contact so that they can get 

back to what they were doing before the issue arose.  Legget further reported that 53% of US 

online adults are likely to abandon their online purchase if they cannot find quick answer to 

their questions; 73% say that valuing their time is the most important thing a company can do 

to provide them with good online customer service.  Businesses should get back to their 

customers as quickly as possible and they should not be in a rush to get them off the phone to 

resolve their issues. 

Personalize service.  Knowing customers personally and treating them as individuals is key 

to quality customer service.  In this era of ICT, automation has its place in customer support 

but it cannot replace real people helping people.  It is important to note that 40% of customers 

say they want better human service.  That means they want to feel like more than just a ticket 

number.  They get angry when they are not being treated like an individual person, such as 

receiving boilerplate response, being referred to by a ticket number or being batted like a 

tennis ball to different people or places.  Customers want to interact with a person. So, for 

example, do not only know your customers names but also their birthdays, their interest and 

hobbies, etc.  It is part of the reason why many businesses send gifts to their customers on 

their birthdays. 

Help customers to help themselves.  Customers do not always want to talk to someone to 

get their problem solved.  Often, they want to quickly resolve their problem themselves.  

Among consumers, 81% attempt to take care of matters themselves before reaching out to 

live representative and 71% want the ability to solve most customer service issue on their 

own (Zeithaml, Berry, and Parasuraman, 1988). So, businesses should provide means or 

opportunities to try to help themselves before reaching out to live representatives. 

Focus support on the customer. Customers are the most integral part of your business and 

they come before products or service (Anderson, 1996).  Treat them like they are the centre 

of the business as they are. According to Smaby (2011), being human is good business.  To 
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support the assertion, Smaby noted that Southwest Airline in USA put this principle into 

practice in a very memorable way when one of its pilots held a flight back for some minutes 

to wait for a customer traveling for a funeral – they put the human before their target! 

Actively listening.  In the words of Marcus Aurelius, 2
nd

 Century Emperor of Rome, 

―Acquire the habit of attending carefully to what is being said by another; entering so far as 

possible into the mind of the speaker‖.  Paying attention to customer feedback include 

looking back over the data as well listening in real-time. Show customers that you hear them 

when they speak to you.  Listening increases the chances that you will hear your customer 

real problem and can actively solve them resulting in happier customers. 

Active listening also means you are mindful of customer‘s unique personality and current 

emotional state so you can tailor your response to fit the situation as customer service is not 

one-size-fits-all. 

Keep to commitment.  If a business promises something it should make sure it delivers on it. 

Customers should not be let down.  Keeping your word is about respect and trust.  When a 

service provider says he/she will get back to a customer within 24 hours and could not, offer 

something to make up for it.  If customer delivery goes awry, offer to replace it and refund 

money if need be. A business might lose something in the short term but gain a loyal 

customer in the long run. 

Interestingly, Greezy and Epley (2014) shows that customer do not feel extra grateful when 

you deliver more than you promised.  They do however, feel angry if you break a promise.  It 

is therefore better to under promise and over-deliver to make sure no important commitment 

is breached. 

Proactively helpfulness.  Going the extra mile is one of the most important thing a business 

can do to establish good customer service.  This is when a business has ticked all the boxes 

and still wants to do more.  Sometimes being helpful mean anticipating customers needs 

before they even articulate them.  In fact, sometimes customers may ask for one thing without 

realizing that they really need another (Lebed, 2015).  It is the business‘ job to anticipate their 

needs and provide for them. When customers feel like they are valued; like they are really 

special, they will keep coming back. This may be linked with the phenomenon of reciprocity 

in social psychology (Cherry, 2020).  This means that if you do something nice for your 

customers, they will want to do something in return – like buying your product. 

Conclusion 

Resulting from multiplicity of products and services, increased education and information 

technology, intense competition, customer service has become the building block of growth 

and sustainability in business – particularly for SMEs.  All the perused literature posit the 

idea of effective customer service delivery as one of the key steps for business growth and 

sustainability. It is therefore necessary for for businesses to know what customers value most 

and strive to satisfy them 

Individually, these elements of customer service experiences as discussed in the paper are 

essential but when combined they can fuel a powerful customer satisfaction in today‘s 

uncertain business environment where customers are increasingly difficult to be satisfied. 

In the light of the discussion, Small scale business owners should know that customers want 

to be treated like people by people; not a number in a long queue or by a machine.  Humanize 

them and your businesses will flourish. 
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Abstract 

This study investigated the relationship between supplier segmentation and business 

performance of oil servicing organizations in Port Harcourt. It was specifically aimed at 

determining the extent to which supplier segmentation relates with profitability and market 

share of oil servicing organizations in Port Harcourt. The population of the study consists of 

twenty-six (26) oil servicing organizations in Port Harcourt, which was fully sampled. 

Structured questionnaire designed in Likert five-point scale of strongly disagree to strongly 

agree was used to collect primary data from ninety-nine (99) staff in the managerial cadre in 

the twenty-six (26) organizations. The respondents were procurement managers, operations 

managers, physical distribution managers, and relationship managers. Pearson Product 

Moment Correlation was the statistical tool adopted to test the two hypotheses stated in the 

study with the help of the Statistical Package for Social Sciences (SPSS) version 22.0. From 

the analysis it was revealed that supplier segmentation has a weak relationship with 

profitability and a moderate relationship with market share. However, the results were 

positive and statistically significant. Therefore, the study concluded that grouping suppliers 

in distinct categories will help oil servicing organizations identify and engage appropriate 

suppliers to guarantee their chances of making more profits and increasing market share. In 

view of the foregoing, it was recommended that oil servicing firms should establish supplier 

segmentation criteria to identify and choose appropriately qualified suppliers to provide 

goods and services for their operations per time. 

Keywords: supplier segmentation, business performance, profitability, market share. 

 

Introduction 

The oil industry in Nigeria consists of firms involved in exploration, production and 

marketing of petroleum products within and across the frontiers of national boundaries, as 

well as servicing organizations that provide installation, maintenance and other essential 

services to those firms who are actually involved in the exploration and production activities. 

Specifically, the oil servicing organizations are firms that provide specialized equipments, 

skills and services needed for drilling, testing, production, maintaining and reclaiming crude 

oil wells, as well as fabrication and maintenance of oil installations. Many of these 

organizations develop and use highly advanced technology in their operations. The operations 

of these organizations are evolving. Traditionally, the oil companies are required to supervise 

and coordinate the activities of these specialist organizations in the relationship. However, oil 
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companies are focusing on their core businesses thus providing opportunity for service 

organizations to take full responsibility of their activities. 

Oil servicing activities are carried out by both local and foreign companies, some of whom 

are domicile in Port Harcourt. Very large amount of capital is required for this business, 

because of its strategic and sophisticated nature; involving relatively few buyers who buy in 

very large quantity. There is need therefore for oil servicing companies to get an 

understandable and fuller image of the firms that supply them materials so as to split them 

into distinct categories in order to identify a particular firm or group of firms that should be 

engaged per-time. Again, it is important for oil servicing organizations to build and maintain 

effective relationships with their suppliers to improve the procurement process because the 

finished products are capital intensive, and any shortfall can cause colossal damage to 

business operations and performance.  

The success of any firm is clarified by its performance over a specific timeframe in a given 

market activity or as the firm enters another market or offers another product. Organizations 

in the present highly competitive business environment must always assess their goals against 

performance and develop appropriate strategies to achieve their goals (Firoozeh & Tahere, 

2014). To a huge degree, the performance of a firm depends on the management‘s key 

decision and its execution. Considering the significance of suppliers to the accomplishment 

of firms‘ objectives, it is apropos for oil servicing organizations to develop and build 

effective relationships with their suppliers. One way is to divide the numerous suppliers into 

various categories with a view to identifying those suppliers which the firm should commit its 

resources for the provision of materials and services per time. This is the basic idea of 

supplier segmentation. Supplier segmentation involves dividing the various suppliers of an 

organization with a view to identifying those suppliers to which the firm can engage per-time. 

Supplier segmentation as a marketing tool when embraced is appropriate for improving 

procurement process, guaranteeing quality products and enhancing organizational 

performance. 

Considering the stiff competition in the global business environment, oil firms are 

experiencing rising exploration and production costs. To remain productive many oil firms 

have to reconsider their business strategies and have a radical rethink of their relationships 

with service organizations. In view of the above, it reasonable to argue that if oil servicing 

organizations do not identify suppliers that are critical to their operations and develop 

effective relationships with these firms the objectives of delivering value to their clients and 

capturing value from them in return will be difficult. That is to say that, their chances of 

satisfying their clients, making profits, optimizing operations, and remaining in business 

would be chimerical. In the face of these speculations, the researchers were motivated to 

investigate the relationship between supplier segmentation and business performance in the 

context of oil servicing organizations in Port Harcourt. The study is conceptualized in a 

framework as depicted in figure 1, and rooted in social exchange theory. 

 

 

 

 

 



The Academy of Management Nigeria 

 693 

 

  

            

            

            

            

          

 

 

 

Figure 1: Conceptual framework of the relationship between supplier segmentation and 

business performance 

Social Exchange Theory 

This study is founded on the social exchange theory developed by Homans (1958) and 

Thibaut and Kelley (1959) which holds that parties go into and maintain trade relationships 

with others with the desire that doing so will benefit them. In other words, individuals or 

organizations go into trade and create relationships since they expect that the result of such 

exchange or relationship will serve their advantage. In this manner, the relationship quits 

existing when they see that it can never again achieve the shared benefits. As indicated by the 

theory, each organization has something of significant worth that the other organization 

wants. Thus, the two organizations choose what to trade and in what amounts, and the 

resources traded can be economic or social or both. Economic resources consist of tangible 

items, such as goods, money, assets, information, advice, or services. Social resources consist 

of intangible items, such as social amenities, friendship, and prestige.  

Social trades depend on connections in which the two organizations believe that the other will 

genuinely meet their commitments in the long haul (Holmes, 1958). Jeffrey (2012) states that 

social trades will in general incorporate transient disparities or asymmetries between the 

exchanging parties, while monetary trades will in general be increasingly fair and 

symmetrical; and those social exchange connections involve uncertainties as to whether 

organizations will respond commitments or not. Thus, trust between organizations is a 

significant piece of social exchange theories. It might be hard for one to confide in the 

individual or organization that is into trade with one at the underlying state. However, as the 

organizations always respond for value got from the other party, trust starts to develop. 

Proving the prior, Blau (1964) states that normally social trades advance gradually with 

lower-value transactions happening at first, at that point bigger value trades happening when 

more elevated amounts of trust created. Trust can be created in two different ways: through 

regular and consistent reciprocation with the other party for benefits received from them; and 

through the slow extension of trades with the other party (Blau, 1964). In perspective on the 

abovementioned, the social exchange theory is reasonably appropriate to underpin this study 

which centers on how supplier segmentation can prompt the performance of oil servicing 

organizations. Oil servicing organizations must select and carefully manage the relationship 

they have with firms that provide materials to them. The relationship is commonly valuable 

to both organizations; i.e. the oil servicing organizations and the suppliers. 
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Supplier Segmentation 

Supplier segmentation is an important marketing tool that enables organizations to establish 

and maintain effective supplier relationship. Today, oil firms work with several suppliers to 

deliver their products. These suppliers give materials in various qualities, characteristics and 

volumes. Nonetheless, it is practically outlandish for an oil firm to create several distinct 

methodologies, so progressively productive way to deal with supplier relationship 

management is required. A standout amongst the most productive approaches to deal with 

this issue is through supplier segmentation. In spite of the fact that the segmentation strategy 

has been utilized in promoting (market segmentation) for quite a few years as a famous and 

well-examined approach, substantially less consideration has been paid to supplier 

segmentation (Kiarie, 2017). Supplier segmentation is a process that is concerned with 

stratifying all suppliers on the basis of a distinct set of criteria in order to gain a clear 

understanding of a buyer‘s supply base and its relevant aspects, and adapting resource 

allocations in reaction to the findings. 

It means getting an understandable and fuller image of the considerable number of material 

providers so as to split them into significant categories in order to identify appropriate 

categories that should be engaged per-time. It involves dividing the various suppliers of an 

organization with a view to identifying those that suppliers to which the firm can commit its 

resources for the provision of materials and services. Supplier segmentation as a marketing 

tool when embraced is appropriate for overseeing supplier maintainability. Segmentation as a 

procedure includes classifying all suppliers on a premise of a particular arrangement of 

criteria so as to pick up a reasonable comprehension of a purchaser's supply base and its basic 

angles, and making changes in the asset allotments in response to the discoveries (Kiarie, 

2017). 

Stratifying the suppliers‘ base of an organization allows the development of collaborative 

partnerships through the division of the suppliers‘ base into smaller classifications which are 

progressively sensible. This fits legitimately into the idea of vital supplier organizations, 

wherein the buyer will probably perceive the suppliers who the firm focuses to develop 

relationship with, those suppliers that the firm must work together with, and the suppliers that 

the firm could manage (Kiarie, 2017). It additionally empowers the buyer to figure out what 

sort of relationship to develop with the different suppliers and also the ability to bring 

together suppliers with similar characteristics thereby creating supplier clusters, cross 

checking supplier activities, and developing relationships with the right suppliers for effective 

business performance. 

Business Performance 

The performance a business is a function of many variables. In this respect, supplier 

relationship management has been described as one; and also as a unique function in business 

enterprises. The prosperity of any business is impossible without effective relationship with 

organizations that provide services and materials for the business. Any defect in the raw 

material will automatically translate into the finished product, therefore, for an organization 

to do well the organization must have a very good relationship with suppliers. Marketing 

managers have come under requirement to demonstrate the profitability of their marketing 

actions in an ongoing basis (Ramani & Kumar, 2008). Organizations pursue a number of 

different performance objectives at the same time. Managers therefore, often set goals and 

monitor performance from a balanced scorecard perspective using financial, customer, 
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internal, and learning based metrics, with the relative importance of particular metrics 

depending on the firm‘s strategy (Ambler, 2003). Supply chain and logistics managers are 

thus preoccupied with measuring procurement and distribution success. 

The performance of a firm is measured with successes especially in the areas of production, 

finance and marketing or generally the profit level of the organization. Furthermore, the 

achievement of a firm is indicated by its performance over a specific timeframe in a given 

market activity or as the firm diversifies into a market or launches a new product into the 

same or different market. Organizations in the global business environment must always 

assess their goals in relation to their performance in achieving their objectives (Firoozeh & 

Tahere, 2014). More so, the performance of a firm depends of the management‘s key 

decision and its implementation. Thus, without a better performance in the area of 

production, finance, or marketing the prospect for survival and growth is reduced. From the 

point of view of operations management, supply chain management has been identified as a 

key driver of both operational as well as financial performance (O'Brien, 2014). 

Consequently, oil servicing organizations must develop and manage relationship with firms 

who provide raw materials to them; since supplier connections can either represent the 

moment of truth an association's capacity to support clients effectively and efficiently while 

reducing cost and dealing with their assets adequately (Maram, Merihan, Sarah, Sara & 

Lobna, 2015).  

The measurement of an organization‘s operations can offer huge important data to permit 

management to observe activities, make forecast, improve inspiration and communication 

and identify issues. It is important to note that, this is an area of management in which it is 

difficult to state in definite terms the measure of business performance (Ebrahim, 2014). A 

critical review of writings on firm‘s performance uncovers that various measures have been 

utilized by analysts to quantify organizational wellness. Ebrahim (2014) identifies two groups 

into which performance measurement is classified, they are: accounting based and marketing 

based indicators. Firoozeh and Tahere (2014) in their study titled ―key indicators for 

organizational performance measurement‖ categorized business performance measures into 

four broad perspectives: ―financial, internal processes, customer and learning and growth.‖ 

Murugesan, Jayapal, Vinayagamoorthi, Kasilingam and Sigo (2016) advanced nine measures 

or indicators of business performance. They are profitability performance, growth 

performance, market value performance, customers‘ satisfaction, employees‘ satisfaction, 

environmental performance, environmental audit performance, corporate governance 

performance and social performance. This study adopted profitability and market share as 

measures of business performance put forward by Murugesan et al. (2016).  

Profitability 

Profit is the money related success a business firm accomplishes after all expenses related 

with the activities of the firm have been deducted. Nickels, McHugh, and McHugh (2011) 

posit that such expenses may incorporate compensations, wages, costs and other working 

costs. The capacity of a business undertaking to make benefit or how much a business is 

productive is known as profitability. It is a quantitative and money related measurement 

frequently used to evaluate a company's capacity to produce success in abundance of the mix 

of the considerable number of costs it caused on a given speculation during a particular 

financial year. As per Ejoh and Iwara (2014) researchers have distinguished Return on Assets 

(ROA) and Return on Equity (ROE) as the ordinarily concurred pointers of profitability; 

however any of them can be utilized to gauge productivity relying upon the goal of the 

organization. 
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Investors and scholastic analysts alike have asserted that profitability is a significant idea in 

business; and has gotten notable recognition as a measure of success for a long time in the 

area of trade. Athanasoglou, Sophocles and Matthaios (2005) posit that of the same relevance 

to organizations, are the variables that necessitate profitability. Profitability is no uncertainty 

a crucial objective of business adventures on the grounds that the long haul survival of a 

business concern is firmly attached to its capacity and ability to make profit. Despite the fact 

that the most frequently used and recognized measure of organizational wellness is 

profitability which is a quantitative measure; there are other measures which are non-

quantitative such as customer satisfaction. 

The endeavor of the organizations to boost profit is viewed as the objective conduct of the 

business person. Similarly as the discerning conduct on account of firms is profit expansion; 

and profit is essential to the way of thinking of the free undertaking framework. Profit, in 

accounting is a financial benefit conveyed to the proprietor in a beneficial market creation 

process (business). Profit is a proportion of gainfulness which is the proprietor's significant 

enthusiasm for money arrangement procedure of market creation. There is a plethora of profit 

measures in common use. Income formation in market production is always a balance 

between income generation and income distribution. The income generated is always 

distributed to the stakeholders of production as economic value within the review period. The 

profit is the part of income formation the proprietor can retain for himself in carrying out a 

business. Profit is one of the major sources of economic well-being because it means incomes 

and opportunities to create goods and services. 

Market Share 

Market share is the proportion of the total number of actual customers being served by an 

organization in relation to other organizations in a particular industry. Nwokah and Gladson-

Nwokah (2015) describe market share as the quotient of a total market that a firm is able to 

capture and serve. An organization's market share in the overall industry is an indicator of 

how well the organization is getting along in a market contrasted with its rivals. 

Organizations use market share to pass judgment or discover the viability of their marketing 

efforts and systems. Market share is concern with sales in respect to those of different rivals 

in the market. It is the percentage of the total sales in an industry that is earned by a particular 

organization over a given period of time. It is calculated by taking the company's total sales 

over the period and dividing it by the total sales of the industry over the same period. 

Market share is usually used to express competitive position. It is also generally accepted that 

increased market share can be equated with success whereas decrease market share is a 

manifestation of unfavorable actions by firms and usually equated with failure. In order to 

determine the success of an organization, some important indicators are identified which 

include profitability and market share. Market share assesses how well consumers patronize a 

given product in the marketplace (Gunasekaran, Williams, & McCanghey, 2005). Market 

share is also used to denote the market position of a firm in relation to other firms in an 

industry. More so, the bigger market share means better organizational health. In other words, 

small market share indicates that the firm is not doing very well. 

Market share is a prominent metric of marketing performance used by firms to assess the 

effectiveness of any revenue generating effort, including marketing campaigns, branding 

initiatives and customer relationship management programmes. The reason being that, market 

share shows how a firm is faring compared to its competitors. It also allows the firm to 

quantify the outcome of its strategies and tactical maneuvers on marketing wellness. In 
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addition, market share indicator enables management to monitor total market growth or 

decline, identify key trends in buyer behaviour and identify market potentials and 

opportunities.  

The comprehension of market share empowers the firm to impartially quantify estimating 

techniques, buyers‘ views of new items, advancements, faculty and other key business 

choices. Market share is a measure used to evaluate the endeavors of the promoting capacity; 

and is about the best proportion of the wellbeing of a business since it abstracts from factors 

that relate to a whole industry, and it is the segment of the market capability of the industry 

that an individual firm holds. For the most part, market share is increased through fulfilled 

and loyal customers. Hence, to improve its market share, the firm should strengthen supplier 

relationship management. 

Supplier Segmentation and Business Performance 

Suppliers Segmentation encourages a firm to recognize and deal with suppliers in a 

methodical way. It is profitable to choose suppliers and determine whether the relationship 

with the suppliers can bring about success to the organization in view of the extensive 

significance of the product provided. It is pertinent to note that, in making a system for 

supplier relationship management supplier, segmentation empowers firms to build up a 

structure which is sponsored up by various systems that can be embraced to deal with 

assorted suppliers accurately. In spite of the conceptualization of scholars with regard to 

supplier segmentation, several empirical studies have been conducted to determine its 

significance in organizational success. 

For instance, Jafar and Roland (2016) examined the importance of supplier segmentation to 

the manufacturing sector of Ghana; using selected manufacturing companies the in Eastern 

and Volta regions of Ghana as case study; based on the simple random, purposive, and quota 

sampling techniques 60 managers from these companies were sampled; and frequency 

distribution and percentages used to analyze the data. The study revealed that supplier 

segmentation is highly important to the Ghanaian manufacturing sector. Similarly, Kiarie 

(2017) tested the influence of supplier segmentation on the performance of large 

manufacturing organizations in Kenya using simple regression analysis to measure the level 

of significance and found a strong positive relationship between the variables. In view of the 

above, it is possible that supplier segmentation will relate positively to business performance 

of oil service firms in Port Harcourt. Thus, we state the following hypotheses: 

HA1: There is a significant relationship between supplier segmentation and profitability. 

HA2: There is a significant relationship between supplier segmentation and market share. 

Methodology 

The cross-sectional survey research design was adopted, specifically, the explanatory design 

to investigate relationship between supplier segmentation and business performance without 

any form of bias. The population of this study comprised of twenty-six (26) oil servicing 

organizations in Port Harcourt and the population was fully sampled. Structured 

questionnaire designed in Likert five-point scale of strongly disagree to strongly agree was 

used to collect primary data from ninety-nine (99) staff in the managerial cadre in the twenty-

six (26) organizations. The respondents were procurement managers, operations managers, 

physical distribution managers, and relationship managers. The research instrument was 

subjected to academic scrutiny to determine its validity. Again, to determine the reliability of 
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the research instrument, a pilot study (pretest) was conducted and the data were subjected to 

Cronbach‘s Alpha reliability test with a threshold of 0.70 set by Nunally (1978) as shown in 

Table 1. Pearson Product Moment Correlation was the statistical tool employed to test the 

hypotheses in the study. The analysis was done with the help of the Statistical Package for 

Social Sciences (SPSS) version 22.0. 

Table 1: reliability analysis of study variables 

S/N Variables Number of 

Items 

Cronbach's Alpha 

Coefficients 

1 Supplier Segmentation 5 0.928 

2 Profitability 5 0.946 

3 Market Share 5 0.850 

Source: SPSS Output 

Test of Hypotheses 

Two alternate hypotheses were tested in this study. The threshold for accepting results of the 

hypothesis is 0.05. That is, if the probability value is less than 0.05 the alternate hypothesis 

accepted. In contrast, if the probability value is greater than 0.05 the alternate hypothesis is 

rejected. 

Table 2: Results of Analysis 

 

Supplier 

Segmentation Profitability Market Share 

Supplier Segmentation Pearson 

Correlation 
1 .372

**
 .455

**
 

Sig. (2-tailed)  .000 .000 

N 99 99 99 

Profitability Pearson 

Correlation 
.372

**
 1 .913

**
 

Sig. (2-tailed) .000  .000 

N 99 99 99 

Market Share Pearson 

Correlation 
.455

**
 .913

**
 1 

Sig. (2-tailed) .000 .000  

N 99 99 99 

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

Discussion of Findings 

The analysis revealed there is a correlation coefficient of 0.372
**

 between supplier 

segmentation and profitability, indicating that there is a weak and positive relationship 

between supplier segmentation and profitability. Furthermore, the probability value is less 

than the threshold which means the relationship between supplier segmentation and 

profitability is statistically significant (N = 99, r = 0.372, p = 0.000 < 0.05). The analysis also 

showed that the correlation coefficient between supplier segmentation and market share is 

0.455
**

, indicating that there is a moderate and positive relationship between supplier 

segmentation and market share. Furthermore, the probability value is less than the threshold 

which means the relationship between supplier segmentation and market share is statistically 

significant (N = 99, r = 0.455, p = 0.000 < 0.05). This implies that, if oil servicing 
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organizations improve their supplier segmentation strategy it will bring about increase in 

profit and market share and vice versa. Therefore, we accepted the two alternate hypotheses 

which state that supplier segmentation has significant relationships with profitability and 

market share. Our study results are in congruence with the results of Jafar and Roland (2016) 

who investigated the importance of supplier segmentation to the manufacturing sector of 

Ghana. More so, findings of our study corroborated the findings of Kiarie (2017) that 

investigated the influence of supplier segmentation on the performance of large 

manufacturing organizations in Kenya. 

Conclusion 

In view of the findings of the study, it is concluded that supplier segmentation is an important 

technique that will enhacne business performance. Specifically, grouping suppliers into 

distinct categories will help oil servicing organizations identify and engage appropriate 

suppliers to guarantee their chances of making more profits and increasing market share. 

Furthermore, the success of businesses to a reasonable extent depends on supplier 

segmentation which will enable organizations to identify and engage the right suppliers that 

can give the needed quality of raw materials, at the right price, as well as the required level of 

technical services. Thus, through supplier segmentation, organizations can enjoy low cost of 

production, higher quality, better forecasting, and high profits and generally, business 

performance.  

Recommendations 

Based on the findings of the study, it is recommended that oil servicing firms should establish 

criteria to divide their suppliers into various categories in order to identify and choose the 

best qualified suppliers to provide services for their operations per time. 
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Abstract 

Driven by the overarching importance on energy management, and sustainable electricity 

consumption, and the need to examine contemporary issues on what motivates household-

consumers to behave sustainably, this paper examined how the smart meter technology 

primarily touted as a vital tool for electricity or energy management can be utilised to 

stimulate sustainable electricity consumption behaviour. Additionally, the paper examined 

the attitudinal-behavioural gap of household-consumers, utilising the Theory of Planned 

Behaviour (TPB) model along with the smart meter technology as a proxy for sustainable 

consumption behaviour. Using the snowball sampling technique, we sampled 150 households 

in an under-metered, semi-urban area, in eastern Nigeria. The dataset and the research 

model was analysed with the structural equation modelling technique with the aid of 

SmartPLS software. The findings indicate the combined strength of the smart meter and TPB 

model as a silver bullet for stimulating sustainable electricity consumption behaviour. 

Policy/marketing implications of the findings were highlighted. 

Keywords: Smart/prepaid meter, TPB model, sustainable electricity, energy-efficiency, 

Nigeria 

*Corresponding Author 

 

1. Introduction 

There has been an increasing concern in sustainability behaviour due to improving the 

standard of the living, drastic reduction in natural resources, and global climatic changes 

(Bilgen & Sarıkaya, 2018). Several calls have been made to advance research on 

sustainability factors (Biswas & Roy, 2015; Rosen, 1996). Whilst many factors can impact on 

the sustainable future of any country whether developed or a developing, supply and use of 

electricity and other energy resources remain crucial factor. For a country to achieve a 

sustainable future, Rosen (1996) reveals that attempts should be made to discover sustainable 
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energy resources and efficient means of using those resources. Energy resources and their use 

are vital for every country of the world, and a country that is interested in sustainable future 

should think towards energy resources that cost less environmental effect (Bilgen & Sarıkaya, 

2018). More especially as all energy resources lead to one form of environmental effects or 

another (Bilgen & Sarıkaya, 2018), and production and consumption of energy cause vital 

environmental impact (Kaygusuz & Bilgen 2009). However, overcoming these negative 

concerns can be partly resolved through conscientious effort in sustainable or efficient use of 

available energy resources. In line with the conscientious approach is the conformation of 

behaviour to environmentally-benign practices. Ishak's (2017) study clearly connects 

individual lifestyle behaviour to current unsustainable practices. Accordingly, Davoudi et al. 

(2014) argued that sustainability-based-consumption investigations should be centred on 

behavioural formation and changes especially in terms of energy consumption behaviour. 

This is not surprising because framing a sustainable development path as suggested by 

Biswas and Roy (2015) would require effective behavioural changes both in the production 

and willingness to adjust to pro-environment-benign practices. Hence most published 

researches on sustainable energy or efficient energy usage have been approached from 

behavioural and attitudinal perspectives (Enshassi et al., 2017; Ishak, 2017; Davoudi et al., 

2014; Maleviti et al., 2012; Sanquist et al., 2012).  

Although electricity consumption seems quite a difficult area within which to promote 

sustainable consumption, and households seem a particularly difficult target group (Fischer, 

2008), nevertheless previous studies have suggested that individuals and households should 

be the target for sustainable energy consumption policies (Davoudi et al., 2014). Gans et al. 

(2011) posit that residential buildings offer a natural target for policies that aim to reduce 

energy consumption and increase energy efficiency. Households/residential buildings account 

for a greater chunk of energy consumption (Enshassi et al. 2017; Davoudi et al., 2014; Gans 

et al., 2011) and this consumption is a key contributor to carbon dioxide (CO2) and Green-

House-Gas (GHG) emissions (Enshassi et al. 2017; Paetz et al., 2012). Therefore, 

formulating policies and strategies that aim towards reducing energy consumption which in 

turn will reduce CO2 and GHG emissions should be partly framed within the households. 

Hence, it is crucial that the factors contributing to sustainable energy consumption within the 

household be understood. Whilst there have been scanty studies on this area, the published 

outputs are in contexts different from Nigeria and the West African economy. And it will be 

preposterous for policymakers and users to base their plans and strategies based on findings 

obtained elsewhere. This study employs electricity prepaid meter system (PMS) alternatively 

called smart meter (hereafter referred as SM) – a tool for reading, monitoring energy 

consumption and efficiency as a proxy for examining sustainable electricity consumption 

behaviour. Darby (2010) maintained that the Advance Meter Infrastructure (AMI) or SM 

system remains one of the major initiatives that aim to encourage lower-impact energy use 

and reduce the amount of CO2 emissions. Bilgen and Sarıkaya (2018) implied that such 

technology allows improvement in energy conservation. Davoudi et al. (2014) and Paetz et al. 

(2012) argued that there could be a greater reduction in household energy usage if 

technologies such as the SM system could be rapidly adopted and used effectively. Therefore, 

it is not surprising that most studies on the SM system focused on household energy 

management (Paetz et al., 2012; Darby, 2010; Fischer, 2008). 

Whereas greater percentages of research on electricity-or-energy-based research revolve 

around the effect of consumption and willingness to accept prepayment billing in Africa 

(Oseni, 2015; Oseni, 2012), energy efficiency and cars (Arawomo & Osigwe, 2016), and 

electricity billing system and household consumption (Enshassi et al. 2017; Gans et al. 2011), 

Paetz et al. (2012) noted the importance of looking into consumers‘ attitude towards the SM 
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system. Pointedly, studies on SM and sustainable energy consumption behaviour are scanty 

as little is known about which factors motivate consumers to engage in SM systems (Oseni, 

2015), despite the surging interest in SM technology. Darby (2010) argues that consumer-

centric issues such as attraction, and/or motivation should form part of a future electricity SM 

research agenda. Thus in addition to exploring the role of the SM system as a silver bullet for 

stimulating households‘ sustainable electricity consumption, the paper also investigates their 

(household) attitudinal-behavioural gap towards the use of the system as a means of 

developing sustainable electricity consumption lifestyle. This inquiry, therefore, departs from 

earlier studies as it focuses on the determinants of SM usage on sustainable consumption 

among relatively under-studied semi-urban electricity household-consumers that are largely 

unmetered in Eastern, Nigeria.  

Formulating sustainable or efficient energy-use path is not all about developing energy 

efficiency measures and technologies, but a conscientious behavioural change in lifestyle 

(Davoudi et al., 2014; Stern 2005). Therefore, it serves to understand factors that can 

motivate individual to behave in pro-environmental-benign ways. Specifically, this paper 

aimed to (1) identify factors that drive household-consumers‘ interest in SM usage, (2) 

ascertain the effects of those factors on sustainable electricity consumption lifestyle, (3) test 

the applicability of the TPB on the SM deployment to electricity consumers. And finally, 

hope that the answer to the research topic will emerge at the end of this study. The rest of this 

paper is structured as follows: first is the literature review section – where we briefly looked 

at the background of the Nigerian electricity sector, then, the theoretical and conceptual 

framework upon which we developed a testable relationship. The research methodology 

section captured the research instrument and the measures, and data collection technique. 

Finally, results and findings as well as conclusions were discussed. 

2. Review of related literature 

2.1. Brief background of the Nigerian Electricity Sector 

The Nigerian electricity (power) sector has undergone several changes and reforms over the 

years. It is on record that electricity generation in Nigeria began in 1896 during the colonial 

era, and commenced full operation as a utility company in 1929 with the construction of Kura 

hydro-electrical power station in Jos. Over time it expanded in scope and evolved from the 

Electricity Corporation of Nigeria (ECN) in 1951 to the Nigerian Electricity Power Authority 

(NEPA) in 1988. To make the sector more robust, efficient and make power accessible to 

Nigerians, the Electric Power Sector Reform (EPSR) Act (2005) was enacted. This law 

opened the window for private participation; consequently, the sector was partially privatized 

and renamed the Power Holding Company of Nigeria (PHCN). Other subsequent reforms 

experienced in this sector are traceable to the EPSR Act of 2005. Following the passage of 

this law, the sector was unbundled into three core areas: the generation companies, 

distribution, and transmission companies, which were completed in 2013. The implemented 

privatization plan created six Generation Companies (GENCOs), eleven Distribution 

Companies (DisCOs) and the Transmission Company of Nigeria (TCN) – which is wholly 

owned by the government (World Bank, 2018). The EPSR Act (2005) also created the 

National Electricity Regulatory Commission (NERC) to monitor all operational and 

commercial performance of the Nigerian Electricity Supply Industry (NESI) and to protect 

consumers from exploitations (NERC, 2018).  

Despite many years of reforms and structural changes, the effect of improved electrical 

energy consumption is yet to be experienced in the economy. This outcome has been partly 
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attributed to total reliance on gas-driven electricity power in the power generation mix (NBS, 

2018; NERC, 2018) to the detriment of other natural power sources like wind and solar. 

According to NERC (2018) report, the share of electricity generation by sources of fuel 

account for 81.5% of electricity generated in the second quarter of 2018. Even in the third 

quarter, gas generated electricity varies within the ranges of 90, 197Mwh (highest) and 

57,357 (lowest), accounting for (85, 948.31 Mwh), while hydro generated electricity 

accounted for a meagre (30, 164 Mwh). Additionally, whenever there is an increase in the 

number of electricity-power generated, it does not always translate into an increase in the 

amount of electricity available for consumption, due to a combination of factors including 

inadequate gas supply, water management, transmission line limitation, and limited 

distribution networks (NERC, 2018). World Bank (2018) identified occasional sabotage of 

petroleum infrastructure and irregular supply of gas (which in some part is occasioned by 

payment arrears to gas suppliers) as factors militating against better service delivery. This 

consequently results in low access to electricity both for commercial purpose and private 

consumption. This view has also been corroborated by previous reports which stated that 

access to electricity consumption in Nigeria is quite low (World Bank, 2018; Oseni, 2012). In 

fact, Nigeria is top among countries in the Sub-Saharan Africa region with limited access to 

electricity and the second largest in the world (World Bank, 2018). With nearly over 180 

million population, the national electrification rate is estimated at 55% (World Bank, 2018), 

with up to 83.6% of the urban population having access to electricity (Businessamlive, 2018), 

while rural and semi-urban is estimated at a little above 38% (World Bank, 2018; Oseni, 

2012). Similarly, the level of access to electricity also varies across states with thirteen states 

having below 40% access, while Lagos state has close to universal access (World Bank, 

2018).   

As at now, four categories of customers exist in the market: the residential/households, 

commercial, industrial and public categories. Out of these categories, residential/household 

buildings account for over 59% of electricity consumed (Businessamlive, 2018) with 30-42 

Naira per Kwh tariff. With this wide deficit in electrification, the federal government of 

Nigeria plans to achieve 75% electrification by 2025 (NERC, 2018) and to achieve that, it 

would entail doubling the number of households or residential buildings in need of electricity 

(Businessamlive, 2018). The World Bank (2018) report revealed that for Nigeria to attain 

universal access to electricity by 2030, it would need to connect between 500,000 to 800,000 

households per year. These therefore present opportunities for sustainability research studies, 

to understand how efficient use of available electricity resources would help the 

government‘s efforts to attain universal access to electricity by 2030. Besides, it would help 

the government and companies to adopt and implement programs that will not only aim to 

promote and improve electricity supply but will also aim to the net reduction of GHG and 

CO2 emissions. It is beyond dispute that electricity is vital for economic growth and 

sustainability road map of any country. But access and utilisation can contribute to better 

sustainable plans. Thus, a good understanding of how to utilise and optimise available energy 

resources becomes necessary given its importance in helping a nation to build a sustainable 

energy future and reduce environmental impact.  

A major initiative towards achieving an efficient electrical energy-use is the use of SM 

system. Darby (2010) argues that the SM system remains one of the major initiatives that aim 

to encourage lower-impact energy use and reduce the amount of CO2 emissions. Other 

studies (see e.g. Paetz et al., 2012; Fischer, 2008) have corroborated this view, suggesting 

that it could be useful in reducing electricity wastage within households. So to achieve 

efficient utilization of electricity resources, coupled with the need to improve revenue 

collection, NERC has set out to monitor and pressurize DisCOs to implement full-scale 
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metering of all connected end-users (NERC, 2018). ―In particular, the commission monitors 

procurement process of the Meter Asset Providers (MAP) Regulations approved on the 8th 

March 2018 as a key strategy of fast-tracking closure of the metering gap in the industry‖ (p. 

12). The seriousness of their effort is also evident in the recent approval and certification of 

six metering service providers (MSP). From a review of available records, there seemed to be 

divergent figures on the number of connected electricity households. This is because, many 

consumers are illegally connected to the network and have not been captured in the billing 

platforms of DisCOs nationwide (NERC, 2018). But based on NERC (2018) report, the total 

number of connected customers is nearly 8million. Out of this number, more than 3.5million 

(about 45%) have been metered, meaning that the majority of the customers (about 55%) are 

still unmetered and are on estimated billing (NERC, 2018) (see Table1). The SM system 

offers the end-users the ability to be more accountable for their electricity consumptions 

(Darby 2010) because it enables consumers to monitor their consumption without delay and 

receive feedback on their daily consumption (Fischer, 2008). It is assumed that consumers 

lack awareness and knowledge of their electricity consumption due to its ―invisibility‖ nature, 

therefore, introducing some form of technical systems to make electricity use more visible 

should therefore encourage consumers to reduce wastage (Paetz et al., 2012; Fischer, 2008). 

Table 1: Household metering status by DisCos as of June 2018  

DisCos. Registered 

household as of 

June 2018 

Metered 

household as of 

June 2018 

% of metered 

household as of 

June 2018  

Metering gap as 

of June 2018 

Abuja 967,667 526,120 54.4 45.6 

Benin 856,292 548,261 64.0 36.0 

Eko  470,766 235,038 49.9 50.1 

Enugu  884,992 312,385 35.3 64.7 

Ibadan 1,613,635 687,652 42.6 57.4 

Ikeja 910,338 447,299 49.1 50.9 

Jos 486,198 170,409 35.0 65.0 

Kaduna 484,310 136,037 28.1 71.9 

Kano 508,640 101,732 20.0 80.0 

Port Harcourt 453,818 310,616 68.4 31.6 

Yola 337,220 71,580 21.2 78.8 

Total 7,973,876 3,547,129 44.5 55.5 

Source: NERC (2018). 

2.2. Theoretical framework and development of hypotheses 

The Theory of Planned Behaviour 

TPB remains one of the most cited and applied theories that aim to explain factors that 

motivate consumers to engage in one form of behaviour, including engaging in sustainable 

behaviours. TPB describes how behaviour is formed (Jalilvand & Samiei, 2012), and allows 

for a systematic examination of factors that can influence behavioural choices (Ajzen, 1991). 

Thus, it remains useful in predicting, understanding, promoting and remodelling lifestyle. It 

has also been useful in understanding consumers‘ disposition towards new and innovative 

technologies (Hsiao & Tang, 2014). The TPB is a successor to the Theory of Reasoned 

Action (TRA), which was developed primarily because of the lapses associated with its 

predecessor (i.e. TRA) (Ajzen, 1991). According to the TRA, attitude towards the target 

object and subjective norms surrounding the target object (such as opinions of important 

people) are influencers of behavioural intentions, while behavioural intentions act as 
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predictors of actual behaviour (Fishbein & Ajzen et al., 2011). One of the significant lapses 

of the TRA is the probability to predict behaviour under volitional control, but unable to 

completely predict behaviour when external constraints develop. Chang and 

Watchravesringkan (2018) posit that it is the neglected incomplete volitional control of 

consumers in the TRA model, which often influences their intentions to behave and their 

actual behaviour that necessitated attention on the TPB. Thus, Perceived Behavioural Control 

(PCB) construct was added in the TPB model to help take care of those lapses. Therefore in 

applying the TPB, a variety of studies have identified: attitude, subjective norms and 

perceived behavioural control as antecedents of behavioural intentions and actual behaviour 

(Ajzen, 1985). Even most of the studies in sustainable energy and energy conservation 

models (Ajzen et al., 2011; Davis et al., 2009), as well as other studies interested in exploring 

predictors of environmental and sustainability behaviour (Chang & Watchravesringkan, 

2018; Vermeir & Verbeke, 2008) have all applied the TPB framework. 

Smart Meter (SM), a means of developing sustainable electricity consumption behaviour 

2.2.1. Attitude towards SM 

Attitude is one of the most researched subjects in social psychology (Heeren et al., 2016), and 

explain a little percentage of human behaviour (Ajzen, 1985). It is defined as the cognitive 

assessment of an object or a targeted behaviour, and the belief held by a person over such 

behaviour or object. In the opinion of Ajzen (1991), attitudes represent ―the degree to which a 

person has a favourable or unfavourable evaluation or appraisal of the behaviour in 

question‖; such that the expressed behaviour can be positive or negative (Ajzen, 1991). So in 

essence, attitude explains the disposition of a person towards an object or behaviour. And the 

more favourable attitude a person has towards the behaviour or object, the greater the 

propensity of such person‘s intention to perform the behaviour (Jalilvand & Samiei, 2012; 

Ajzen, 1991). Studies have found that attitude can be an important predictor of behaviour 

when it is modelled at a specific set of object or behaviour (Heeren et al., 2016; Ajzen & 

Fishbein, 1977). Meaning that in trying to decipher antecedents of sustainable electricity 

consumption behaviour, attitude about a specific set of behaviour will be more predictive 

than the attitude that aims to address general electricity consumption behaviour (Heeren et 

al., 2016). However, whether a person engages in the behaviour, is dependent on the 

individual intention and the beliefs surrounding the behaviour (Heeren et al., 2016). Previous 

studies have supported this assumption, stating that the immediate determinant of behavioural 

intention is attitudes towards the target behaviour or object (Jalilvand & Samiei, 2012; Ajzen 

et al., 2011; Ajzen, 1991). Alsaggaf and Althonayan (2018) in their study of telecom users 

found that attitude impact on eWOM intention. Hsiao and Tang‘s (2014) study, found that 

attitude is the second most impacted factor of the TPB on the intention to use electronic book 

among undergraduates in Taiwan. Davis‘ et al. (2009) study applied the TPB framework in 

studying sustainable attitude and behaviour of non-academic staff of Griffith University, 

Australia, and found that individual attitude towards sustainability issues and pro-

environmental engagements are underlying factors affecting sustainability behaviour. 

Vermeir and Verbeke (2008) posit that a positive attitude towards the sustainable product is a 

good starting point to stimulate sustainable consumption. Ajzen et al. (2011) in a series of 

investigations applied the TPB framework in examining the role of knowledge in predicting 

behaviour with a focus on energy conservation. A part of the study found that the attitude 

component of the TPB is a strong predictor of behavioural intention and in turn influence 

actual behaviour. In a similar sustainability research study, Chang and Watchravesringkan 

(2018) found that environmental apparel attitude influences sustainable apparel buying 

intention. So going by the outcomes of these previous studies, we hypothesis that: 
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H1: Household-consumers‘ attitude towards smart meter is significantly related to 

behavioural intentions. 

2.2.2. Subjective Norms  

The second influencer of behavioural intentions is subjective norms (Ajzen, 1985). 

Subjective norms or social norms refer to social influences that impact on the performance of 

the behaviour. According to Ajzen (1991, p. 188), subjective norms is ―the perceived social 

pressure to perform or not to perform the behaviour‖. Jalilvand and Samiei (2012, p. 596) 

explained that a significant "component of the subjective norm is the normative belief or the 

individual's perception of a significant referent other's opinion about the individual's 

performance of the behaviour". In this line of thinking, Alsaggaf and Althonayan (2018) 

argued that pressures from society can influence individuals' intention to undertake or not to 

undertake certain activities. So in general, subject norms denote a person's belief that specific 

individuals (e.g. parents, colleagues, friends, spouse, children, etc.) think he/she should or 

should not undertake the behaviour and his/her motivation to submit to the views of these 

specific individuals (Hsiao & Tang, 2014; Fishbein & Ajzen et al., 2011). Therefore, the TPB 

views the role of social pressure to be important when the motivation to conform to that 

pressure is greater (Fishbein et al., 2011). The role of subjective norms as a significant 

determinant of behavioural intention is well documented in the extant literature, especially 

where the performance of the behaviour would result to a substantial and beneficial outcome 

for the performer (Davis et al., 2009). Studies within the sustainability research area support 

this view. For example, Yadav and Pathak (2017) study of green consumption behaviour, 

found that the subjective norm component of the TPB is a strong predictor of consumers‘ 

intention to purchase a green product. Vermeir and Verbeke (2008) also revealed that 

consumers who experience high social pressure to buy sustainable products have a higher 

behavioural intention towards purchasing them. Davis et al. (2009) characterised sustainable 

attitude and behaviour among non-academic staff members at Griffith University, Australia, 

and found that among many factors, "the individual‘s perception of social or institutional 

pressure to recycle and minimise waste at work‖ (p. 148), coupled with their perceived 

behavioural control are useful indicators that can predict behaviour. Other areas of research 

like in the telecom settings, Alsaggaf and Althonayan (2018) explained that subjective norm 

has a positive effect on two behavioural intentions: eWOM and switching intentions. 

Venkatesh et al. (2003) developed a unified theory of acceptance and usage of technology, 

among which social influence derived from the subjective norm, is an important determinant 

of user intention. Hsiao and Tang‘s (2014) study of e-book behavioural intention also 

supported the same claim. Based on these findings, we hypothesis as follows: 

H2: Household-consumers‘ subjective norm towards smart meter is significantly related to 

behavioural intentions. 

2.2.3. Perceived Behavioural Control (PBC) 

PBC is regarded as the third force influencing the behaviour towards an object (Ajzen, 1991). 

It examines whether a person has faith and confidence that is needed to engage in the 

behaviour (Heeren et al., 2016; Vermeira & Verbeke, 2008) or if there are obstacles that will 

influence the likelihood of engaging in such behaviour (Heeren et al., 2016; Ajzen et al., 

2011). Therefore, PBC assesses the ease or difficulty of undertaking the behaviour (Ajzen, 

1991). According to the TPB, it is the perceived control over the behaviour, as against the 

extent of control over the actual behaviour that directly impact on both the intention to 

perform the behaviour and the actual performance of that behaviour (Ajzen, 1991). Therefore 
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when a person feels that there is a lack of resources or opportunities needed to perform the 

behaviour, they are most unlikely to form strong intentions to perform the behaviour 

(Vermeira & Verbeke, 2008). Conversely, the more resources, opportunities, and experience 

a person perceive to possess, and the fewer obstacles anticipated, the greater their perceived 

control over the behaviour (Hsiao & Tang, 2014). Ajzen (1991) posits that the beliefs of 

individuals are the key factors to determine their attitudes, subjective norms, and perceived 

behavioural control. These beliefs can influence individual behaviour and performances. The 

control beliefs influence the individual perceived power to perform the behaviour (Chang & 

Watchravesringkan; 2018). The degree of control beliefs are significant for consumers that 

are unfamiliar with certain innovative technologies (Hsiao & Tang, 2014), and their abilities 

are certainly going to form part of the explanation for their behavioural intention and in turn 

their actual behaviour. In the case of the SM system, a lot of factors can influence the 

activation of performance. Control beliefs that relate to the presence or absence of requisite 

resources; essential skills, and the importance of those skills; adaption to lifestyle; ability to 

meet desired outcomes; situational and personal factors can be influential in forming 

behavioural intentions (Chang & Watchravesringkan; 2018; Jalilvand & Samiei, 2012) and 

actual behaviour.  Ajzen et al. (2011) found that within an energy conservation study, PBC is 

the strongest factor influencing behavioural intention. Chang and Watchravesringkan (2018) 

reported the same feat in their study of consumers‘ sustainable apparel buying behaviour. 

Heeren et al. (2016) also found that most of the variance in their sustainable behavioural 

survey was in large part explained by PBC. Even within technology and online behaviour 

studies, PBC is pivotal in influencing behavioural intentions (see, Hsiao and Tang, 2014; 

Jalilvand & Samiei, 2012). Based on these findings, we hypothesise that: 

H3: Household-consumers‘ PBC towards smart meter is significantly related to behavioural 

intentions. 

The direct effect of PBC on actual behaviour is also proposed in the TBP model (Ajzen, 

1991). When an individual perceives to have faith and confidence to execute the behaviour 

and feels that no external factor will impede the performance of the behaviour, they are more 

likely to engage in the behaviour (Davis et al., 2009; Ajzen, 1991). Previous studies 

confirmed this relationship. For example, Chang and Watchravesringkan (2018) found that 

PBC directly influences actual sustainable apparel buying behaviour. Heeren et al (2018) 

indicated that PBC is the most important factor driving sustainable behaviour. In the energy 

management study conducted in Gaza strip, Enshassi et al. (2017) found that PBC 

simultaneously contributes to households‘ energy savings behaviour and also creates strong 

intention in residents to engage in energy conservative behaviour. Therefore, consumers who 

perceive to have strong control beliefs will engage in sustainable electricity lifestyle-

behaviour. Thus, we hypothesise as follow: 

H4: Household-consumers‘ PBC towards smart meter is directly related to sustainable 

electricity consumption lifestyle-behaviour. 

2.2.4. Sustainable electricity consumption lifestyle behaviour (SCLB) and behavioural 

intentions 

The concept of lifestyle has long appeared in marketing literature and dominates within the 

consumer research and advertising fields (Eyre et al. 2012). But its significance in explaining 

behaviour has become paramount especially for advocating pro-environmental behaviour and 

sustainable future.  Lifestyle is a sociological term that has many meanings (Ishak, 2017). 

Eyre et al. (2012) contend that lifestyle is a unique mode of existence that is accomplished by 
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persons or group of persons through socially or culturally acceptable patterns. In essence, 

lifestyle is distinguishing features that explain the philosophy of a person or society in 

relation to their surroundings. Thus, ―lifestyle behaviour is long term oriented, focused on the 

future and include adopting a life philosophy [...]‖ (Paswan et al. 2017, p. 416). According to 

Sanquist et al. (2012), lifestyle is mostly conceptualised as a consumption pattern that is 

influenced by decisions made along one‘s life span, such as where to live, what profession to 

engage in, when to marry, etc. Even usage consumption decisions like what type of electrical 

appliance to buy or use, how and when to consume electricity, etc, are all combined 

explanation of lifestyle behaviour (Sanquist et al. 2012). Fischer (2008) contends that 

electricity conservation is all about behavioural modifications that start with choosing and 

purchasing energy-efficient appliances like a TV set, washing machine, computer equipment, 

or electric heater. Chunekar and Sreenivas (2019) argued that human behaviour is a key 

factor that affects household decisions to buy and use appliances including their decision to 

engage in conservative energy consumption.  

Previous studies believe that consumers' lifestyle affects their energy consumption in many 

important ways because of social, cultural, and economic factors (Eyre et al. 2012). Kempton 

(1993) posits that in the energy research studies, lifestyle consists of different combinations: 

culture; social class; consumer choices; behaviour; historical trends, and marketing strategies 

that drive end-users‘ energy consumption. Paswan et al. (2017) observed that sustainable 

energy lifestyle behaviour requires taking more substantive conservation actions to reduce 

energy usage.  Actions such as buying energy-efficient appliances, replacing traditional 

yellow light bulbs with more energy-efficient ones and generally altering behaviours that will 

result in higher energy-related consumption captures sustainable lifestyle (Paswan et al. 

2017). Going by these observations, it means that engaging in sustainable or efficient 

electricity consumption lifestyle is beyond procuring and using energy-efficient appliances, 

but having a conscious mindset to reduce electrical energy consumption would help modulate 

behaviour. About the TPB model, behavioural intention is central to the development of 

behaviours and represents the extent to which an individual intends to perform or not to 

perform the actual behaviour (Ajzen, 1991). Previous studies recognised the fact that 

behavioural intention is the immediate determinant to perform or not perform the actual 

behaviour (Heeren et al. 2016; Ajzen et al., 2011; Davis et al., 2009; Ajzen & Fishbein, 

1980). So in the context of sustainable electricity consumption behaviour, intention to use the 

SM is central to reducing electricity consumption and represents a conscientious effort to 

living a sustainable or energy-efficient lifestyle. We, therefore, hypothesise as follow: 

H5: Household-consumers‘ Intention to use smart meter is significantly related to sustainable 

electricity consumption lifestyle. 
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Fig 1: Research model 

3. Research Methodology 

3.1. Operationalisation of the research constructs 

Consistent with established practice in research methodology, the measures of the research 

constructs were operationalised based on existing scales in the literature. The measures on 

attitude were adapted from Jalilvand and Samiei (2012). Subjective norms and perceived 

behavioural control were operationalised based on Hsiao and Tang‘s (2014) study. Rauniar et 

al. (2014) provided the basis for the measure of behavioural intentions. Finally, the four 

measures that were utilised to assess lifestyle behaviour were adapted from Paswan et al. 

(2017). All the scale items (excluding demographics) were measured on a seven-point Likert 

format where 1 = very strongly and 7 = very strongly disagree. The scale items were face-

validated by senior academics that specialised in marketing research. The questionnaire had a 

brief introductory note about the study and the purpose of the study. Participants were also 

assured of confidentiality. The first part of the questionnaire was interested in finding out if 

the respondent has had or currently uses the electricity SM system. This was worded as a 

close-ended response option (i.e. Yes or No). Since our interest was on households that have 

used and/or currently using the SM, participants that indicated otherwise were restricted from 

further participation. 

3.2. Sample and data collection 

To achieve the objectives of the study, a survey method was employed using a quantitatively 

develop questionnaire. Household-participants were recruited through snowball sampling 

technique from a densely populated suburban area in one of the South Eastern states in 

Nigerian. This sampling technique was considered more appropriate for this study because 

our target population is a unique one, and not easy to reach (Biernacki & Waldorf, 1981) due 

to less distribution of the electricity SM system in Nigeria when compared with developed 

economies in Europe and America. To ensure greater access to participants, we explored the 

chain referral feature in snowball sampling technique – which helps to ―yields a study sample 

through referrals made among people who share or know of others who possess some 

characteristics that are of research interest‖ (Biernacki & Waldorf, 1981, p. 141). To initiate 
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referrals, we conveniently, but purposively approached households known to be using the 

electricity SM. This move is in line with Suri (2011) who explained that sample recruitment 

begins with a list of initial contacts that subsequently set up other referrals.  

To ensure that the quality of data generated is not in doubt, we incorporated the purposive 

approach, meaning that not all referrals made were recruited and permitted to participate in 

giving responses to the worded items. This practice aligns with Biernacki and Waldorf (1981) 

who suggested for researchers to deliberately monitor and control referral chains to ensure 

data quality. Another way the study ensured data quality was through eligibility verification 

of potential respondents. This was done through a third party (i.e. referral or locator), and by 

engaging the participants to share their experience of the SM system, as well as information 

on how electricity can be credited on the system (Biernacki & Waldorf, 1981). The survey 

lasted for two months. Out of 150 households recruited, 63 percent was considered valid and 

usable. This sample rate is higher when compared to previous studies with a similar aim (see 

Enshassi et al., 2017; Paetz et al., 2012; Ajzen et al., 2011; Davis et al., 2009). 

Analyses and Results 

Validity and reliability 

Hair et al‘s. (2014) a two-step approach for assessing measurement models was adopted. 

Construct validity was assessed with a focus on convergent and discriminant validity. For 

convergent to be established, the AVEs of each construct must be up to 0.5 and the indicators 

must load significantly on the t-value (Fornell & Larcker, 1981), while discriminant validity 

is established if each construct shares variance with its assigned indicator more than any other 

constructs (Fornell & Larcker, 1981). Hair et al. (2014) explained that in ascertaining 

discriminant validity, the square root of the AVEs must be higher than its corresponding pair 

in the correlation matrix. Table 2 shows that the AVEs of the seven constructs ranged from 

0.616 to 0.904 and their measurement indicators loaded with significant t-value at p<0.001 

level. Thus, convergent validity is established. Also, Table 3 shows that there is strong 

evidence of discriminant validity, as the criterion for establishing discriminant validity was 

not violated in all cases. As shown in Table 3, the square root of the AVEs (0.785 to 0.951) 

was far above their corresponding pairs in the correlation matrix. Therefore, the measurement 

model also demonstrates discriminant validity. 

Table 2: Items’ Factor Loadings, t-statistics, Reliability and Unidimensionality 

Latent 

variable  

Indicator Factor 

Loading 

t-value Cronbach 

(α) 

Composite 

reliability 

AVEs 

       

Attitude ATT1 

ATT2 

ATT3 

0.947 

0.957 

0.948 

56.498*** 

72.669*** 

47.066*** 

 

0.947 0.966 0.904 

Subjective 

norms 

SN1 

SN2 

SN3 

SN4 

0.882 

0.452* 

0.755 

-0.14* 

24.637*** 

2.230* 

7.859*** 

0.055* 

 

0.527 0.805 0.675 

Perceived 

behavioural 

control 

PBC1 

PBC2 

PBC3 

0.868 

0.624 

0.840 

36.437*** 

5.473*** 

19.402*** 

0.690 0.825 0.616 
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Behavioural 

intentions 

BI1 

BI2 

BI3 

0.945 

0.966 

0.902 

63.784*** 

77.152*** 

20.255*** 

 

0.931 0.956 0.879 

Sustainable 

consumption 

lifestyle 

behaviour 

SCLSB1 

SCLSB2 

SCLSB3 

SCLSB4 

0.707 

0.866 

0.852 

0.872 

5.507*** 

16.831*** 

9.259*** 

11.959*** 

0.853 0.896 0.684 

Notes: Significant levels are denoted as ***p > 0.001; *not included in subsequent analyses. 

Reliability was assessed through Cronbach α and composite reliability tests. For a 

measurement model to fulfil the criterion for Cronbach α, the identified constructs should 

attain a higher α score of 0.60 (Babin et al. 2008), or at least a 0.50 cut-off limit for moderate 

Cronbach α score (Hilton et al., 2004), while a 0.7 cut-off limit has been recommended for 

composite measure (Hair et al., 2014; Babin et al., 2008). As shown in Table 2 above, the 

reliability test output provided acceptable indices of internal consistency with the Cronbach α 

ranged from 0.527 to 0.947, while the composite reliability test scores ranged from 0.805 to 

0.966. These scores are far above their respective cut-off limits. Thus, we can conclude that 

the measurement indicators are internally consistent. 

Table 3: Construct Correlations and Square Roots of AVEs. 

Construct Attitude Behavioural 

intentions 

Sustainable 

lifestyle 

behaviour 

Perceived 

behavioural 

control 

Subjective 

norm 

      

Attitude 0.951     

 

Behavioural 

intentions 

 

0.734 
 

0.938 

   

 

Sustainable 

consumption 

lifestyle 

behaviour 

 

0.290 

 

0.387 
 

0.827 

  

Perceived 

behavioural 

control 

0.721 0.659 0.387 0.785  

Subjective 

norm 

0.476 0.500 0.167 0.426 0.821 

Note: Square roots of the AVEs are in bold print in the diagonal  

Structural model and test of hypotheses 

The hypothesised relationships were tested using the Partial Least Squares Structural 

Equation Modelling (PLS-SEM) procedure through the Smart-PLS software. The PLS 

technique was preferred in this study because of its robustness for testing predictive models 

using a non-normal data, and small and medium sample sizes, when compared with other 

SEM analytical tools (Hair et al. 2014). PLS-SEM is quite suitable when a study model 

causal-effect relationship with emphasis on prediction (Hair et al. 2014). So, since the data 
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employed in this study falls within the minimum threshold, and our model focuses on causal-

effect relationships, with interest on prediction rather than co-variation, PLS-SEM was 

considered the most appropriate tool for a stable result.  

The structural results as shown in Table 4 revealed that H1, H2, H3, and H5 were supported at 

p<0.01. Conversely, H4 was not supported at p<0.01. The result shows that attitude is 

significantly related to behavioural intentions (β=0.470, t= 4.650, p<0.01), while subjective 

norms have a direct linear effect on behavioural intentions (β=0.169, t= 2.172, p<0.01). PBC 

was found to be directly related to behavioural intentions (β=0.242, t= 2.259, p<0.01), but 

was unable to directly predict behavioural outcome in terms of sustainable electricity 

consumption lifestyle (β=0.234, t= 1.813, p<0.01). Even though the path coefficient was 

strong, the hypothesis test output loaded below the limit of acceptability. Furthermore, a 

strong relationship was found to exist between behavioural intentions and sustainable 

electricity consumption lifestyle (β=0.233, t= 2.090, p<0.01). The total variance (i.e. R
2
) 

extracted from each of the two behavioural outcome constructs of the TPB model, shows that 

behavioural intentions accounted for over 59 percent, while sustainable electricity 

consumption lifestyle shows a weak, but an acceptable total variance of 18 percent. The 

variance in behavioural intention was attained as a result of the combined efforts of the three 

antecedents of the TPB model: attitude, subjective norms and Perceived behavioural control. 

The 18 percent variance observed in the final model estimate came to be as a result of the 

contribution of behavioural intentions and its antecedents. 

Table 4: Estimated results of the structural model and hypotheses test output 

Parameter Direct and indirect effects Path 

coefficient 

Standard 

error 

t-value Result 

      

H1 Attitude → Behavioural 

intentions  

0.479 0.10 4.650** Supported 

 

H2 Subjective norms 

→Behavioural intentions 

0.169 0.78 2.172** Supported 

 

H3 Perceived behavioural 

control→ Behavioural 

intentions 

 

0.242 0.11 2.259** Supported 

H4 Perceived behavioural 

control→ Sustainable lifestyle 

behaviour 

 

0.234 0.13 1.813ns Not 

supported 

H5 Behavioural intentions→ 

Sustainable consumption 

lifestyle-behaviour 

0.233 0.11 2.090** Supported 

Notes: Significant level is denoted as **p< 0.01 

Discussions and Conclusions 

This paper set out to investigate three-broad objectives: first to explore and identify factors 

that drive the household-consumers‘ interest in SM usage, second, ascertained the effect of 

those factors on their sustainable electricity consumption lifestyle, and third, to uncover 

households‘ attitudinal-behavioural gap towards the use of SM as a means of developing 

sustainable electricity consumption lifestyle. All these objectives were simultaneously 

modelled around the widely applied TPB model which hinges on three antecedents: attitude, 
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subjective norms and PBC and two behavioural outcomes: intentions and actual behaviour 

(sustainable electricity consumption lifestyle). Findings showed that attitude, subject norms 

and PBC are factors that stimulate household-consumers' interest in SM usage and also direct 

influencers of behavioural intentions. This goes without saying that these factors are the 

determinants of behavioural intention. These findings, therefore, lay credence to the claim 

that attitude, subjective norms and PBC are antecedents of behavioural intentions (Ajzen, 

1985; Fishbein & Ajzen et al., 2011). Surprisingly, two items were indicated by our analysis 

not to be an important factor in the subjective norms construct. For example, SM users 

revealed that the society or external pressures do not contribute to their decision to use the 

system, either were they influenced by the effort of the Nigerian government. This means that 

users believed to be in full control of their decision and the power to either use or decline the 

use of the SM lie with them. The most influential components in the TPB model was found 

on the attitude construct, followed by the PBC construct. This suggests that the beliefs 

surrounding the use of the electricity SM system as a surrogate for sustainable lifestyle 

proceeds from a level of attitude, PBC and then subjective norms.  

Further, the general opinion that PBC directly influences behaviour was not supported in this 

study going by the insignificant t-value found in our analysis, even though the strength of the 

relationship between both constructs is high. This finding came as a surprise because most 

published research studies even those in energy areas support PBC and actual behaviour 

relationship (see Enshassi et al., 2017; Heeren et al., 2016; Ajzen et al., 2011). Our finding 

highlights lack of faith and confidence on the use of the SM system, and the presence of other 

obstacles impeding on household-consumers‘ ability to utilise the system as a means for 

sustainable electricity consumption lifestyle. A case for this result may be unfamiliarity of 

such innovative technology as noted by Hsiao and Tang (2014), which could be one of the 

factors discouraging users from undertaking sustainable lifestyle behaviour. Other factors 

could be control beliefs that relate to the presence or absence of requisite resources; essential 

skills and the availability of those skills; adaption of the SM system to household-consumers‘ 

lifestyle; the ability of the system to meet desired outcomes; situational and personal factors 

(Chang & Watchravesringkan, 2018).  

Additionally, the direct relationship between behavioural intentions and sustainable 

electricity consumption lifestyle behaviour was confirmed, thus supporting the notion that 

actual behaviour is a function of attitude, subjective norms, PBC and intentions (Ajzen, 

1985). It also suggests that electricity consumption is based on a set of beliefs, social 

influences, and situational constraints which are influenced by ones chosen lifestyle, choices, 

and institutional structures of the society, including those forces that determine the 

distribution and availability of electricity. Behavioural modifications such as procurement 

and use of electricity-efficient appliances, conservation of electricity, drastic reduction in the 

use of energy-consuming appliances, etc, are few of the pro-environmental behaviour 

reported to have been triggered as a result of using the SM system. The result of this 

investigation supports the applicability of the TPB model on the SM deployment across 

electricity consumers. It also demonstrates the potency of the SM system as a useful tool for 

stimulating household behavioural modification and consciously setting up users to consume 

electricity sustainably. However, the weak but acceptable variance or the coefficient of 

determination reported in the actual behaviour construct (i.e. sustainable electricity 

consumption lifestyle) indicates that there may be other factors that would burgeon or cause 

higher changes in sustainable electricity consumption behaviour. Nevertheless, our empirical 

result shows that the TPB is a useful model for predicting household-consumers‘ sustainable 

consumption behaviour and stimulating them to behave in an environmentally-benign way. 
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Policy/marketing Implication 

Taken together, this study has some interesting marketing-message framing and public policy 

implications regarding how to influence pro-environmental behaviour at different levels. 

First, current policies which promote the introduction and use of the SM system provide 

limited information on how the system will benefit end-users. Consumers seem to be 

confused about the benefit associated with this technological system vis-a-vis the estimated 

billing system. Thus, this study provides a springboard on how electricity providers can 

accelerate the adoption of the system, and also stimulate environmental-benign behaviour. It 

will be wise for an electricity provider to target all utilities-based messages on benefits, that 

is, direct benefits to the user and the benefit of having a ‗liveable‘ environment. The 

economic benefit associated with the use of the SM system offers consumers the opportunity 

to save more. Thus, this benefit attribute can be employed to awaken interest and invariably 

transform behaviour. Also, energy providers can base advertisement on emotional appeal 

showing how SM usage improve joy and happiness in homes to further co-opt consumers 

engaged in electricity theft or uses post-paid to migrate SM segment.   

The messages could also be anchored on the belief that to have a sustainable and reliable 

electricity supply would require a switch to the SM system – this would help reduce pressure 

on the national electricity grid. Good a thing, users have a favourable disposition towards the 

SM system, as such, it presents a strong platform for policymakers to harness in influencing 

the pro-environmental behavioural campaign. Effective policies have to take into account the 

importance of the social context of behaviour, while also renegotiating habits and 

encouraging new habit formation. An important aspect of this is to unlock existing behaviour. 

Put differently, to raise the level of behaviour from being just practical to deliberate and 

conscious. Achieving a greater increase in this behavioural change would be most effectively 

done at community interactions rather than individual meetings. Davoudi et al. (2014) are of 

the view that through place-based and group-based community engagement, reducing energy 

consumption could become the new social norm shaping both individual and systemic 

behaviour. Such community-based engagement/adverts can be targeted to internal residential 

occupants, and important players within the households (e.g., wives, children and other 

family members) and external peer-associates (like friends, opinion leaders, and, local 

groups). These social actors can combine seamlessly to drive electricity consumers‘ intention 

to install SM, because a typical consumer may be unprepared for SM usage, yet social 

pressure may awaken inaction.  

Limitations and future research agenda 

As with all empirical work, this study is subject to several limitations, and such limitations 

provided the springboard for future studies. First, the sample survey employed and the small 

dataset may limit the possible generalisation of this study. Second, although we made effort 

to recruit informants we believe to have experience with the use of the SM system, and are 

capable of giving responses to the worded items, individuals not interested in this kind of 

technology development, as well as those with strong reservations were probably not 

represented in the group and their views may not have been covered in our study. Further, the 

Nigerian government has intensified effort in recent time to meter greater percentages of 

households; this means that greater chunk of household-consumers will have a feel of the 

system, and of course, qualify as informants for future studies. Therefore in furtherance to 

this study, we suggest a larger sample size be utilised to see if the outcome would be the 

same. Our model indicates that there may be other factors that can be integrated with the TPB 

model to improve actual behaviour. We, therefore, recommend that as a future research 
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trajectory. Additionally, it would also be great if future studies will try to uncover other 

motives and barriers affecting individual decision-making on the use of the SM as a surrogate 

for sustainable behaviour, especially as this study found that other obstacles are impeding on 

the household-consumers‘ ability to utilise the system as a means for sustainable electricity 

consumption lifestyle. 
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Appendix: 

Adapted scale items 

Subjective Norms (SN) 

My households are very supportive of me using Electricity Prepaid Meter. 

I use Electricity Prepaid Meter because my friends and neighbours use it. 

People important to me think I should use Electricity Prepaid Meter. 

I use Electricity Prepaid Meter not because I want to, but because it has become a 

government-directed policy. 

Attitude (ATT) 

Using the Electricity Prepaid Meter is a good idea. 

It is a pleasant experience using the Electricity Prepaid Meter. 

I like the idea of using the Electricity Prepaid Meter. 

Perceived Behavioural Control (PBC) 

I would be able to use the Electricity Prepaid Meter. 

Using the Electricity Prepaid Meter is entirely within my power (control). 

I have the resources, knowledge and abilities to make use of Electricity Prepaid Meter. 

Behavioural Intention (BI) 

As for me I intend to continue using the Electricity Prepaid Meter. 

Even if I relocate to another apartment, I intend to use the Electricity Prepaid Meter 

http://documents.worldbank.org/curated/en/115731517496257028/Nigeria-Power-Sector-Recovery-Program.%20Accessed%20on%2012/01/2019
http://documents.worldbank.org/curated/en/115731517496257028/Nigeria-Power-Sector-Recovery-Program.%20Accessed%20on%2012/01/2019
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In the future I intend to leave or stay in an apartment with an installed Electricity Prepaid 

Meter system. 

Sustainable consumption lifestyle-behaviour (SCLB) 

Since I started using my Electricity Prepaid Meter, I reduced the usage of my air-conditioner, 

water heater and electricity cooker to save energy. 

I now conserve energy ever since I started using my Electricity Prepaid Meter. 

Since I started using my Electricity Prepaid Meter, I replaced the yellow bulbs in my 

household with white-bulbs and energy saving (efficient) ones. 

I now buy energy efficient appliances since I started using the Electricity Prepaid Meter. 
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Abstract 

This study specifically examined the effects of customer feedback management strategies on 

customer retention in Enugu metropolis: An Access Bank, UBA and First Bank customer 

experience. The population of the study consisted of customers selected from nine Access 

Bank, UBA and First Bank in Enugu metropolis. The study target population includes the 

undergraduate and post graduate student customers of Access Bank, UBA and First Bank in 

Enugu metropolis. Survey method was adopted for the study and the sample size of 384 was 

determined using Freud and William’s formula known as Z-score method. Cronbach’s alpha 

was used to determine the reliability of the instrument of 0.879. Questionnaire was adopted 

as the instrument for the collection of primary data and was distributed to the 384 students 

who returned 300 that were correctly filled. Analysis of data was conducted using simple 

linear regression statistical technique with the aid of SPSS software version 22. The study 

revealed that customer feedback management strategies have a significant positive effect on 

customer retention. Thus, customer feedback management is a robust service marketing 

strategy for attracting and retaining customers throughout their lifetime. The study therefore 

recommend that Access Bank, UBA and First Bank should continuously improve on 

managing customer feedback channels to make their customers more satisfied, delighted 

while increasing future revenue for the banks.  

Keywords: Customer feedback, customer retention, deposit money banks, South-Eastern 

Nigeria  

 

1.0 Introduction        

Customers engage in service coproduction process by rendering feedback about service 

quality and culture in order to improve a company‘s overall system design (products and 

services) (Raza et al., 2020). In fact, the success and failure of many organizations now 

depend on how efficient and effective they manage their customer feedback to differentiate 

themselves from competitors and win competitive advantage (Dah & Dumenyi, 2016). 

However, customer feedback is germane public relations conduit through which customers 

contribute their quota on the best approach to meeting their numerous demand and ultimate 

satisfaction. UBA (2018) added that it is an effective platform in which all customer touch 

points are dramatically managed. It is customer‘s involvement and contribution (Raza et al., 

2020) to marketing practices adopted by organizations as well as organization‘s proactive 
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capability in nipping customer problem in the bud (Shammout & Haddad, 2014; Nwosu, 

2001).   

It is a public relations oriented approach which adopts a two-way symmetrical means of 

conducting consumer research on how best to satisfy them by the banking institution 

specifically. In tune with this line of thought, Laketa, Sanader, Laketa and Misic (2015) 

posited that customer feedback a paradigm shift from traditional marketing that is based on 

lopsided information dissemination. It is a cheap and effective trajectory to obtaining robust 

information about customer requirements (Dah & Dumenyi, 2016; Heng, Kucukusta & Ekiz, 

2010). Fine tuning this assertion further Organizations improve on their products and services 

by gathering relevant information via customer feedback (Dah & Dumenya, 2016). 

Undoubtedly, gathering of customer data, quality services improvements, performance 

assessment assistance, organizational learning facilitation and crucial decision making are 

other benefits aside competitive advantage offered by opening up a customer feedback 

management channel in an organization (Dah & Dumenyi, 2016). In agreement with this, 

Eiriksdottir and Thorarensen (2012) noted that new product survival, quality improvement 

and corporate profitability are some benefits of customer feedback to a company.  

Customer feedback management is the process by which customer feedback is introduced 

into an organization‘s corporate strategy and operational processes (Stewart & QuestBack, 

2016). It is a process that hinges on the systematic compilation of customer feedback 

information, analysis of the information, distinct spreading and follow-up events. It is 

mainstream market intelligence component that companies use as an antidote to company 

recovery of customer service after customer had experienced service dissatisfaction 

(McCollough, Berry & Yadav, 2000). Essentially, efficient feedback management requires 

setting clear company objectives, shared responsibility, clear data presentation, professional 

IT manipulation, grassroots complaints exposition, robust policy integration and 

implementation, and thorough evaluation of the entire feedback process to ensure continuous 

customer services delivery improvement (Eiriksdottir & Thorarensen, 2012). 

Thus, while a lot of studies (Anjalika & Privanath, 2018; Goyit & Nmadu, 2016; Simon, 

Kafel, Nowicki & Casadesus, 2015) perceive customer feedback only as customer complaint 

about poor quality banking services (Shammout & Haddad, 2014), it is rational and 

imperative to understand that it also includes high and deluxe banking service which 

customers commend and advise that banks make continuous improvement to meet 

international benchmark (Eiriksdottir and Thorarensen, 2012). Barnsley (2017) noted 

compliments, comments and complaint as customer feedback variables. In their view, Dah 

and Dumenya (2016) observed that customers communicate their satisfaction and 

dissatisfaction to their services providers via customer feedback channels they develop. In the 

light of this, Wyse (2015) described customer feedback as important information, critique and 

criticism communicated by the customer to an organization who can make adequate use of 

such contribution about their products and services delivery to change their pattern of future 

behavior to suit customer demand. Hence, it entails passing information about loopholes in 

organization‘s services delivery process to help them make necessary adjustment and 

improvement (Kathuria, 2016).  

Emphatically, satisfying customers in this computer age has been very challenging as 

customers had grown highly knowledgeable, savvy, experienced and more demanding 

(Okolo, 2017) about marketing principles and practices. Interestingly, it has become an 

axiom that most companies are now in tune with customer expectation. In the marketing 

literature, Kotler, Armstrong and Opresnik (2018) had clarified that companies must try to 
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match customer expectation with performance (services delivery). According to them, when 

customers‘ expectations are met, they instantaneously become satisfied or experience what is 

known as cognitive assonance. Perhaps when companies render services beyond customers‘ 

expectation, they will move from being satisfied to becoming delighted. In contrast, when the 

performance of a company‘s services fall short of the expectation of the customers, they 

instantaneously become dissatisfied or experience what is known as cognitive dissonance.  

In addition, the beacon of hope for companies is that if they want to survive the monumental 

challenges posed by competition they must fight to become a victor by developing feedback 

channels through which they can collect, collate, process, analyze and interpret data and use 

their findings to understand customer services inclination firsthand and find efficacious 

means of handling their service yearnings judiciously (Sawant, 2016). Nowadays, successful 

companies solicit for customer feedback as a follow up to their services delivery process to 

indentify loopholes in their services delivery process aimed at rendering out-of-the-box or a 

state of the art services to them (Acees Bank, 2018; Zeithaml, Bitner & Gremler, 2006).  

Furthermore, customer feedback is a major indicator of customer retention (Msoka & Msoka, 

2014; Daniel, 2016). Generating feedback from customers is a prerequisite to discovering 

how customers can best be retained (Bjork, 2015). In line with this researchers noted that 

soliciting and understanding customer feedback is a trajectory for continuous service 

improvement and customer retention in the banking industry (Alnsour, 2013). In today‘s 

increasingly competitive marketing environment, customer retention is a real-time 

indispensable banking strategy (Emmah, Ogutu & Ondieki, 2015; Cohen, Gan, Yong & 

Chong, 2007).  Customer retention according to Mahapatra and Kumar (2017) is a customer‘s 

latitude or inclination to be bound in an everlasting relationship with a service provider, 

consequent upon excellent treatment meted out on the customer. Without mincing words, it is 

a strategic tool for gaining corporate advantage (Emmah et al., 2015). Kotler et al. (2018) 

argued that neglect for customer retention is like operating a leaky bucket. In other words, 

overemphasis on customer acquisition without corresponding retention is unprofessional. As 

a matter of fact, it will cost far more to attract a new customer than to retain old ones (Okolo, 

Agu, Obikeze & Ugonna, 2015; Msoka & Msoka, 2014). In their opinion, Dah and Dumenyi 

(2016) concluded that customers are treated excellently to attract their loyalty and total 

retention and indeed, customer feedback is a trailblazer to customer retention. Throwing more 

light on this, UBA (2018) posited that the feedback dashboard ensures the identification and 

implementation of improvement opportunities, improvement and standardization of all 

customer touch points in the banks, increasing customer satisfaction to improve customer 

retention and regular training and re-training of staff to keep abreast with the development in 

the banking industry.  

Nonetheless, attention of companies towards customer feedback is totally relegated 

(Eiriksdottir & Thorarensen, 2012) and two-way-asymmetric (lopsided) as banking services 

continue to degenerate despite customer contribution through feedback aimed at improving 

banking services delivery and retention of customers (Sashikala, 2015). Fouri (2015) warned 

that customer feedback channels must not be introduced into a firm‘s corporate strategy and 

culture if it intends not to implement it. Unfortunately, customers switch from one bank to 

another because of lack of commitment by management to practice real time customer 

retention strategies (Haripersad & Sookdeo, 2018; Emmah et al., 2015; Sashikala, 2015) via 

adequate customer feedback which will support the packaging and repositioning of banks‘ 

services to their customers. In lieu of this, Okolo et al. (2015) in their study revealed that the 

rate of customer retention in the Nigeria telecommunication industry is low. On this 

backdrop, this study hopes to fill a literature lacuna by investigating the effects of customer 
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feedback management on customer retention in deposit money banks in South-Eastern 

Nigeria which to the best of the researchers‘ knowledge has not been conducted in Nigeria. 

2.0 Review of Related Literature         

2.1.1 Customer Feedback  

Generating customer feedback is mainstream as it is very effective in helping an organization 

to design efficient and effective products and processes of service delivery (Cohen et al., 

2007). Customer feedback is provided as an aspect of an organization‘s after sales service or 

follow-up operation (Gupta, Belkadi & Bernard, 2017; Das & Hota, 2014). It pays off 

whether it is positive or negative (Fatma, 2014). It helps a firm to generate customer opinion 

after they had purchased a product or services; and subsequently use the information gotten to 

design future products and services (Mourtzis et al., 2018). Thoughtfully, the viability of 

customer feedback is that it is an acid cum litmus tests to know whether a firm is getting it 

right or wrong in terms of satisfying their customers by providing quality services (Fourie, 

2015). Basically, customer feedbacks are handsomely rewarded by customer-centric firms 

(Nasr et al., 2014; Eiriksdottir & Thorarensen, 2012). Karna and Junnonen (n.d.) asserted that 

customer feedback has many benefits to a firm and to customers. It helps a firm to make 

continuous service quality improvement, increases a firm‘s competitiveness, helps the firm to 

better identify and understand customer problems, boosts a firm‘s image and reputation, helps 

the firm to track its position with competition, gives the customers a sense of belonging by 

allowing them contribute their quota in the service delivering process and finally, it leads to 

customer satisfaction.  

However, customer feedback refers to effective customer opinion about a product or a service 

(Mourtzis et al., 2018). It is the direct information generated from consumers about the 

satisfaction or dissatisfaction they experience about certain products and services 

(Wonderflow, 2016). In a nutshell, it refers to all the information generated by consumers of 

certain brand of product. This information comes in many formats such as via one-on-one 

contact, text, photo, audio and video. Hallbera and Guorun (2012) perceive customer 

feedback as customer suggestions on services continuous improvements aimed at creating 

and delivering deluxe customer value. It focuses on generating ideas on how best to meet 

their insatiable requirements (McCarty, Daniels, Bremer & Gupta, 2005). It is evident that 

customer feedback processes feed the front end of product development and improve new 

product success rates (Flint, 2002). Osti (2016) remarked that customer feedback is a sine qua 

non to management services development, provision and overall decision making. It provides 

adequate marketing insights that can help management to improve consumer knowledge and 

experience and subsequently, enhance their service and brand performance.  

Moreover, sustomer feedback generates a dialogue process that allows companies to 

deliberately solicit, listen and respond urgently to services delivery yearnings of their 

customers (Vargo & Lusch, 2008). Some of the customer feedback channels used by banks 

include suggestion box; customer hotlines; emails, telephone, SMS, livechats, social media; 

bank website; 24/7 multi-lingual Customer Contact Center and customer service desk/toll-

free telephone lines (UBA, 2018; Access Bank, 2017). Aside these, Gupta et al. (2018) and 

Dah and Dumenya (2016) included one-on-one contact, online, social media, customer 

forum, guest comment card, customer surveys (physical and online) and in-room 

questionnaire. 
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Excitedly, post experience surveys are currently being tremendously used by service firms to 

elicit customer feedback concerning service quality, customer satisfaction and loyalty (Fatma, 

2014). Without customer feedback, it will be difficult for an organization to understand their 

customers‘ needs, satisfy them and correct avoidable mistakes that could ruin them forever 

(Fourie, 2015). Essentially, correcting service mistake will save the firm money, time, energy 

and other resources and thus, launch them into continuous service provision improvement 

aimed at meeting international best practice. Nasr, Burton, Gruber & Kitshoff (2014) posited 

that customer feedback can be either solicited or unsolicited. According to them, solicited 

feedback is encouraged by the company through the usage of tools such as surveys and focus 

groups that invite customers to tender their feedbacks. In contrast, unsolicited customer 

feedback relies in the desire and willingness of a customer to communicate his/her genuine 

services experiences. Thus, Day and Landon (2007) drew boundary delineation between two 

types of unsolicited customer feedback such as private and public communication. They 

referred to private communication as interpersonal communication while referring to public 

communication as that specifically addressed to the organization. Interpersonal 

communication of unsolicited customer feedback is manifested through word of mouth 

(WOM). In addition, other types of interpersonal feedback had been introduced consequent 

upon the rise in the use of the internet.  

Furthermore, Zeithaml et al. (2006) noted that there is no 100% service and will never be. 

Thus, customer expectation of unalloyed services is utopian. Banks develop customer 

advocacy by setting feedback loop via social media (Capgemini, 2014). They leverage on the 

social media because many customer depend on it nowadays for their communication 

effectiveness aimed at generating customer feedback concerning their products and services 

(Capgemini, 2014). According to Capgemini (2014), the customers and the banks‘ marketing 

department can interface via feedback loops to guarantee resounding two-way 

communication aimed at putting the customer into strict bank surveillance.  Interestingly, 

banks in Nigeria have adopted customer feedback strategies to better the services rendered to 

them. At UBA, the feedback channels include ATM booths, branch hotlines, 

suggestion/complaints box, customer fulfillment centre, web, email address and post (UBA, 

2018).  As a matter of fact, UBA (2018) added that in 2018, their customer feedbacks were 

highly appreciated. Having said that, the hypothesis is stated thus: 

H1: Customer feedback management has a significant effect on customer retention in deposit 

money banks in South-Eastern Nigeria. 

2.1.2 Customer Retention 

The best measure of quality in a service firm is customer retention and if firms must survive, 

it must consistently deliver value to customers (Kotler et al., 2018). In accordance with this, 

Arora and Gautam (2018) added that the marketing success of a firm is measured by rate of 

its customer retention. For Kotler et al. (2018), customer retention is a very powerful 

marketing and banking strategy (Auniel & Mokaya, 2018; Tamuliene & Gabryte, 2014) 

which has posed a serious threat to many businesses (Karim & Mahmud, 2018). It is the 

ability of the firm to adopt innovative out-of-the-box services plus customer relationship 

programs which serve as a decoy or a bait to acquire and retain customers sustainably 

(Arnold, Fang & Palmatier, 2011). For Haripersad and Sookdeo (2018), it boosts and sustains 

bank competitiveness. Customer retention can be defined as customers‘ commitment to 

consistently repurchase goods and services from a seller or service provider despite other 

attractive offerings projected towards them by competitors (Amadi, Anucha & Uwabor, 

2020). It refers to those strategic approaches adopted by companies that are projected toward 
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generating customer brand loyalty by reducing their brand fluidity and switching capabilities 

(Kebede & Kegegne, 2018). In fact, retained customers become loyal customers who 

voluntarily contribute latently (without notice by company) to a company‘s bottom-line by 

offering brand advocacy or ambassadorship to the company. Apparently, companies focus 

their marketing mix and marketing communications effort more on their existing customers 

to foster their retention (Haripersad & Sookdeo, 2018).  

Study revealed that banking staff disposition towards valuing customer feedback has a 

significant influence on customer retention (Auniel & Mokaya, 2018). In the same study, it 

was revealed that other constructs such as customer satisfaction, customer relationship 

strategies, service delivery and service quality have a positive relationship with customer 

retention. Similarly, it was revealed in a study conducted by Idrees and Xinping (2017) that 

service quality has significant positive relationship with customer retention. In support of 

service quality, Ibrahim, Mohd Tafik, Mohd and Saharuddin (2016) observed that 

organizations provide deluxe services as it is a pathfinder to customer retention. 

Moreover, the banking industry is highly competitive with banks not only competing among 

themselves but also competing with non-banks and other financial institutions (Hull, 2002). 

Most bank product developments are easy to duplicate and when banks provide nearly 

identical services, they can only differentiate themselves on the basis of price and quality. 

Therefore, customer satisfaction and retention is potentially an effective tool that banks can 

use to gain a strategic position and survive in today‘s roller coaster banking competitive 

environment. One strategic focus that banks can implement to remain competitive is to retain 

as many customers as possible (Ro King, 2005). The costs of acquiring customers to replace 

churned ones are high as the cost of attracting new customers is incurred at the beginning of a 

commercial relationship (Ouma et al., 2013). In addition, loyal customers exhibit repurchase 

behavior and if they are satisfied, they generate positive word-of-mouth for the company. 

Retained customers are ready to repurchase a service despite price increases and they can be 

seamlessly served. 

Further, customer retention is very important because it has a bearing on costs and 

profitability over time. Ro King (2005) also explained that customer retention involves steps 

taken by a selling organization in order to reduce customer brand switching. Moreover, 

successful customer retention starts with the first contact an organization has with a customer 

and continues throughout the entire lifetime of a relationship. Also customer retention is 

important to most companies because the cost of acquiring a new customer is far greater than 

the cost of maintaining a relationship with a new one (Kotler et al., 2018; James, 2012).  

2.2. Conceptual Model 

Figure 1 represents a proposed conceptual model for the study. The six oval shapes represent 

customer feedback strategies developed by the banks to solicit feedbacks that will be very 

relevant to them to acknowledge the feelings and aspirations of their customers concerning 

their products and services. The disposition of management is that through these feedback 

channels, they will be able to collect, tally, analyze, interpret data and use the findings to 

proactively package banking services the way it will suit and satisfy customer demands.  

UBA (2018) and Access Bank (2017) highlighted on the suggestion box; customer hotlines; 

emails, telephone, SMS, livechats, social media; bank website; 24/7 multi-lingual Customer 

Contact Center and customer service desk/toll-free telephone lines as major customer 

feedback channels used by the banks.  
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All these customer feedback channels are used to solicit, track, resolve, report and 

communicate to management on how customers feel about company services production 

processes aimed at continuously improving on service quality toward meeting globally 

accepted best practice and standard. These channels initiate robust and lasting two-way-

symmetric relationships between the banks and the customers by increasing switching costs, 

satisfaction and customer retention (Tamuliene & Gabryte, 2014). These feedback strategies 

according to Horsfall and Adiele (2020) build intimacy, trust, commitment between the banks 

and the customers leading to customer retention.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Proposed Customer Feedback and Customer Retention Model for Banks in Nigeria 

2.3 Empirical Studies on Customer Feedback and Customer Retention 

In Ho hotel in Ghana, Dah and Dumenya (2017) investigated customer feedback channels. In 

the study, it was revealed that suggestion box, telephone/mobile, personal email, social 

media, one-on-one contact, website, guest comment cards, in-room questionnaires and 

customer surveys/online surveys which were used by the hotel‘s guests as feedback channels 

have a significant impact on customer retention and loyalty. However, guests ranked 

suggestion box as mostly used and most effective medium and also, ranked one-on-one 

contact as their most preferred feedback channel of communication. In that study, structured 

questionnaires were randomly administered to 300 hotel guests.  Thus, out of the 300 

questionnaires distributed, 171 were duly completed and used in the data analyses. Tables 

were used to present the data in frequencies and percentages. Analyses of data were done 

using T-test and ANOVA analytical techniques with the aid of SPSS software version 22.  
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Study conducted by Hueng, Kucukusta and Ekiz (2010) to evaluate guest feedback channels 

in hotels in China revealed that the guest comment card is the feedback channel most 

commonly used by hotel guests. Also, it was revealed that the most effectively perceived 

customer feedback channel was the guest contact staff. The population of study was 248 hotel 

guests located in 6 four-to-five-star hotels in Shanghai China. Survey method was adopted 

and structured questionnaire instrument was used to gather primary data from 248 hotel 

guests. The sampling technique adopted was the convenience sampling technique as the 

guests were selected based on the willingness to participate in the survey. In June 2006, data 

was collected from respondents and Out of 600 questionnaires distributed, 281 were 

completed and returned, with a response rate of 46.6% in which descriptive statistics was 

used to explore the nature of responses. Then, 248 questionnaires were used for the final 

analysis of data which was done using T-tests and ANOVA analytical techniques. 

In addition, Omar et al. (2011) observed in their study conducted in Malaysia to examine 

whether there are differences in consumer behaviour among guests in terms of their 

perception of the use of suggestion box as customer feedback conduit to communicate to 

management during and after their stay in the hotel. It was revealed that culture and 

demographic variables have a significant influence on use of suggestion box which 

represented a feedback channel. Also, there was a significant relationship between the use of 

suggestion box; a feedback channel and improvement of hotel service. In that study, survey 

method was adopted and questionnaire was distributed by hotel staff to 200 guests lodging in 

a 4-star hotel located in Pulau Pinang, Kedah, and Perlis; in Northern states of Peninsula 

Malaysia, during the period of November 2010 till January 2011. 

Moreover, in a study conducted by Emma et al. (2015) to determine customer retention 

strategies adopted by banks in Kenya and also, to determine how effective each and every of 

those strategies is. It was revealed that product innovation, customer relationship and 

employee training have significant effects on customer retention. The study employed 

descriptive design, and the study population was 44 commercial banks in Kenya. The sample 

size of 44 bank managers was chosen as sample size because they were involved in strategy 

implementation. Questionnaire instrument was used to collect primary data and data were 

analyzed using mean and standard deviation. This is in line with Haripersad and Sookdeo 

(2018) who discovered that banks that embark on providing quality services to their clients 

will go a long way to retaining them. In another related study aimed at examining the factors 

that affect customer retention among Indian banks, it was revealed that timely service 

delivery, accepting faults and resolving them and solving customer problems with sincerity 

were the most important factors which affected customer retention intention. In their study, 

primary data was collected with the aid of questionnaire from 500 respondents who had either 

savings or current account, or both with the banks. Data was analyzed using multiple 

regression analytical technique (Mahapatra & Kumar, 2017). Similarly, Msoka and Msoka 

(2014) revealed in their study that customer service, quality of bank products, bank products 

pricing as well as services and customer satisfaction have significant effects on customer 

retention. In Tanzania, selecting 200 bank customers via convenience sampling technique, 

questionnaire was distributed to the 200 respondents and both multiple regression and Chi-

square data analytical techniques were adopted for the study as data analyzing instruments.  

Furthermore, using descriptive statistics, logical regression model and T-test statistics to 

analyze data in their study Muketha, Thiane and Thuranira (2016) revealed that trust, 

communication and service which were indicated to have 0.01 level of significance had 

positively influenced customer retention. The commercial banks studied were Equity, Kenya 

commercial and Barclay‘s banks operating in Meru Town. The study used descriptive 
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research design, stratified, systematic and simple random sampling methods. The population 

included 18,500 bank customers and 36 bank employees. The sample sizes were separately 

determined to be 182 for bank customers and 18 for employees of the bank. The closed-ended 

questionnaires were used as the research instruments. Pilot study was conducted to determine 

the validity and reliability of the research instruments.  

3.0 Methodology 

The researcher employed survey method by administering structured questionnaire to gather 

primary data from customers of Access Bank, UBA and First Bank in Enugu metropolis. 

Nine branches (3 each) from Access Bank, UBA and First Bank were conveniently selected. 

The branches include Access Bank UNEC, Access Bank Kenyatta and Access Bank Agbani 

Road; UBA UNEC, UBA Kenyatta and UBA Agbani Road, and First Bank Ogbete, First 

Bank Zik Avenue and First Bank Agbani Road. The scope covered customer feedback 

management and customer retention in Access Bank, UBA and First Bank respectively. The 

population includes customers of the above 3 banks selected using convenience sampling 

technique. The reliability of the study is 0.879 determined using Cronbach‘s alpha. The 

sample size was 384 determined using Freund and William‘s method of determining an 

unknown population. Out of the 384, 300 were correctly filled and validated. Analysis of data 

was done using simple linear regression with the aid of Statistical Package for Social 

Sciences (SPSS) software version 22. 

3.1 Data Presentation and Analysis  

Here, the data generated from the customers of the sampled deposit money banks in South-

Eastern Nigeria were presented in frequency tables and analyzed using statistical tool. The 

analysis was done with descriptive and inferential statistics with the aid of SPSS version 23.0.  

Table 1. Coded responses on the effect of customer feedback management on customer 

retention in deposit money banks in South-Eastern Nigeria. 

S/No Questionnaire items Strongly 

agree 

Agree Undecided Disagree Strongly 

disagree 

Total 

(Freq) 

Freq Freq Freq Freq Freq 

1 Customers retention 

will occur if suggestion 

boxes are provided for 

them to provide their 

opinions about bank 

quality services 

delivery 

216 67 11 05 01 300 

2 Customers retention 

will occur if they are 

provided hotlines in the 

branches where they 

can complain or 

contribute to services 

quality improvements 

201 72 14 10 03 300 
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3 Customers retention 

will occur if they can 

send their feedback via 

a 24 hour emails, 

telephone, SMS, 

livechat, social media  

179 

 

 

 

86 

 

 

 

 

17 

 

 

 

 

13 

 

 

 

 

05 

 

 

 

 

300 

 

 

 

 

4  

If customers can log in 

the banks‘ website and 

register their feedback 

they can be retained 

170 88 21 15 06 300 

5 If customers can 

deposit their feedback 

via a 24/7 Multi-

Lingual Customer 

Contact Centre, where 

they can call in to 

lodge complaints and 

make requests or 

enquiries about our 

products and services 

they can be retained 

181 81 20 15 03 300 

6 If customers can 

provide their feedback 

via customer service 

desks in many 

branches 

and toll-free telephone 

lines, they can be 

retained 

157 

 

 

 

 

95 

 

 

 

 

21 

 

 

 

 

17 

 

 

 

 

10 

 

 

 

 

300 

TOTAL 1104 489 104 75 28 1800 

Source: fieldwork 2019 

In Table 1, based on the aggregate response, a total of 1104 indicated strongly agree, 489 

indicated agree,104 indicated undecided, 75 indicated disagree, while 28 indicated strongly 

disagree respectively. This implies that customer feedback management has a significant 

positive effect on customer retention in deposit money banks in South-Eastern Nigeria. 

Hypothesis One 

H1: Customer feedback management has a significant effect on customer retention in 

deposit money banks in South-Eastern Nigeria. 

 

Table 2: Model Summary
b
 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .914
a
 .836 .836 .32703 .066 

a. Predictors: (Constant), Customer Feedback Management 

b. Dependent Variable: Customer Retention 
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Table 3: ANOVA
a
 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 488.468 1 488.468 4567.239 .000
b
 

Residual 96.042 898 .107   

Total 584.510 899    

a. Dependent Variable: Customer Retention 

b. Predictors: (Constant), Customer Feedback Management 

 

Table 4: Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.208 .050  24.035 .000 

Feedback .766 .011 .914 67.581 .000 

a. Dependent Variable: Retention 

            R = 0.914 

R
2
 = 0.836 

F = 4567.239 

T = 67.581 

DW = .066 

3.1 Interpretation 

Table 3 indicates that the regression sum of squares (488.468) is greater than the residual sum 

of squares (96.042), which indicates that more of the variation in the dependent variable is 

not explained by the model. The significance value of the F statistics (0.000) is less than 0.05, 

which means that the variation explained by the model is due to chance. In Table 2, R is the 

correlation coefficient and has a value of 0.914, indicating that customer feedback 

management has a significant and positive effect on customer retention in deposit money 

banks in South-Eastern Nigeria. R-square, the coefficient of determination, shows that 83.6% 

of the variation in customer retention is explained by the model. With the linear regression 

model, the error of the estimate is low, with a value of 0.32703. The Durbin-Watson statistics 

of 0.066 which is less than 2 indicates that there is no autocorrelation. However, customer 

feedback management coefficient of 0.914 indicates that there is a significant positive effect 

of customer feedback management on customer retention, which is statistically significant as 

shown in Table 4 (with t = 67.581). The hypothesis is, therefore, accepted. 

4.0 Discussion of Findings 

Findings revealed that customer feedback management has a significant and positive effect 

on customer retention in deposit money banks in South-Eastern Nigeria. (r = 0.914, p < 0.05). 

This is in tandem with Dah and Dumenya (2017) who investigated customer feedback 

channels in Ho hotel in Ghana. In the study, it was revealed that suggestion box, 

telephone/mobile, personal email, social media, one-on-one contact, website, guest comment 

cards, in-room questionnaires and customer surveys/online surveys which were used by the 

hotel‘s guests as feedback channels have a significant impact on customer retention and 
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loyalty. In line, Hueng et al. (2010) reported that customer retention can be achieved via 

customer feedback management in this era of intense business competition. 

4.1 Conclusion  

Customer feedback management is very germane in soliciting customer ideas and opinions 

concerning a firm‘s service production and delivery processes. It is a dramatic weapon for 

carrying customers along; giving them the right to proactively determine service needs and 

wants aimed at seducing them and retaining them for a lifetime. Indeed, customer feedback 

management has a significant effect on customer retention. Basically, customers switch from 

one bank to another because of poor quality services and absence of a feedback channel 

where they can commend, condemn, comment, critique, criticize and complain about poor 

quality services rendered by bank employees. As a matter of fact, poorly treated customers 

will surely switch to a competitor where there is high hope of better treatment. Certainly, the 

cost of losing one customer is by far higher than the cost of retaining another. In other words, 

it will cost more to attract a new customer than to retain an old one (Kotler et al., 2018). 

Therefore, banking firms must focus on customer retention by designing and implementing 

feedback channels to allow customers contribute their quota in the service production and 

distribution processes. Undoubtedly, immediate response to customer feedback will motivate 

management in packaging services that will meet and even beat international best standard 

and practice. 

4.2 Recommendations  

Based on the findings and conclusion of the study, the following recommendations were 

made: 

1. Banks should continuously solicit more customer feedback to help them improve 

customer service quality. 

2. They should elicit both positive and negative customer feedback to understand where they 

have not got it right and therefore tailor services to customer needs. 

3. Banks should encourage customer feedback from satisfied and dissatisfied customers to 

give customer a sense of belonging and improve satisfaction. 

4. Banks should use customer feedback to design future products and services to make 

customers more delighted. 

5. Bank staff should be trained on how best to manage customer feedback to reduce 

customer dissatisfaction and brand switching.  
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Abstract 

The purpose of this paper was to empirically reveal the effect of outdoor advertising media 

(billboard, lamp post and point-of-sales) on customer patronage of telecommunication data 

bundles. Cross sectional survey research design was adopted and primary data were 

collected from 232 subscribers of telecommunication in Nigeria using structured 

questionnaire. The data obtained were analyzed using simple linear regression. Findings of 

the study revealed that billboard, lamp post and point-of-sale advertising had significant 

effect on customers’ patronage of telecommunication data bundles. The study recommended 

that outdoor advertisement (billboard, lamp post and point-of-sales) should be used by 

telecommunication companies in creating awareness and increasing customers’ patronage of 

data bundles especially in a society where there is erratic power supply and inability of 

subscribers to have access to television and/or radio, print media (news paper, magazine 

etc.) advert. 

Keywords: Outdoor advertising, billboard, lamp post and point-of-sales and customer 

patronage 

 

1.  Introduction 

The adoption and application of new technologies and methods in the field of marketing have 

created various platforms for business organizations to reach their target markets and execute 

their marketing campaigns and operations. Specifically in the advertising world, new 

technologies and methods have created new tools and media for advertisers to execute their 

advertising campaigns to their target audiences in order to effectively achieve established 

advertising objectives (Henderson, Charlene & Cruz, 2018). The authors further observed 

that among the advertising tools and media created by new technologies are outdoor 

advertising, social media advertising, television advertising, mobile advertising, online 

advertising, display advertising, radio advertising, print advertising, to mention a few.  

Ukhaev and Viktoh (2012), asserted that outdoor advertising is a useful strategy adopted by 

business organizations to advertise products, services and ideas to intended target customers 

in order to create awareness, persuade and encourage customer patronage. In cities and towns 

with huge populations of busy working class individuals who barely have enough time to 

watch the television, listen to radio or visit social media platforms, outdoor advertising media 
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can be an effective and efficient way of bringing a company‘s advertising campaigns to such 

customers in a subtle but potent manner. This is because outdoor advertising campaigns are 

placed in strategic outdoor locations like busy roads, train stations, grocery stores, and 

locations with heavy commercial activity, so customers find it difficult to evade these 

campaigns due to the fact that they are just right in front of customers almost everywhere 

they turn (Khan & Farun, 2013). Similarly, Alexander and John (2012) maintain that outdoor 

advertising is one of the most easily accessible media of advertising due to the fact that it is 

placed in locations where customers visit almost on a daily basis such as schools, bus 

stations, major roads, shopping malls, highways, substations, business places and other 

consumer residential neighbourhoods.   

Wroblewski (2018) noted that billboard advertising is the adoption and utilization of 

billboards for the execution of advertising campaigns of business firms. It is the process of 

presenting and promoting an organization‘s products services or ideas using billboards as a 

medium. Lamp post advertising, in the view of Peer (2016), is the process in which business 

organizations use lamp posts on major roads or traffic lights to display, and promote their 

products and services to motorists and pedestrians. Furthermore, Bergeron (2014) views 

point-of-sale advertising as the process of advertising a company‘s products and services at 

places where they are bought using banners, danglers, sign posts, hangers, floor stand 

displays, among others. The advertisement is displayed at the point of purchase or where the 

purchase decision is made in order to encourage customers to engage in impulse buying 

actions in favour of the advertised item.  

The subject ―outdoor advertising media and customer patronage‖ has received vast research 

attention from scholars around the world. This is due to the importance of outdoor advertising 

and its widespread adoption by business firms around the world. However, there seems to be 

a lack of consensus among scholars on the nature of relationship between outdoor advertising 

media and customer patronage. While some scholars affirm the existence of a significant 

positive relationship between outdoor advertising media (Henderson, Charlene & Cruz, 2018; 

Osei & Annang, 2014; Kumingto & Wumbana, 2017), others refute the existence of such 

relationships between the variables (Ukhaev & Viktoh, 2012; Tao, Ming & Zhang, 2016).  In 

Nigeria were most persons leave their homes very early to catch-up with different activities 

of life,  the erratic power supply and people not interested to buy/read newspapers, the 

outdoor advertising seems to be an imperative marketing tool used in creating awareness and 

patronage for a firm‘s products. Against this backdrop, this study rigorously examined the 

effect of outdoor advertising media on customer patronage of telecommunication data 

bundles, Calabar, Cross River State, Nigeria. 

1.1  Objectives of the study 

1. Ascertain the effect of billboard advertising on customer patronage of 

telecommunication data bundles.  

2.  Determine the effect of lamp post advertising on customer patronage of data 

bundles.  

3.  Determine the effect of point-of-sale advertising on customer patronage of data 

bundles. 

 

1.2  Research hypotheses 

1. Ho: Billboard advertising has no significant effect on customer patronage of 

telecommunication data bundles. 
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2. Ho: Lamp post advertising has no significant effect on customer patronage of 

data bundles. 

3. Ho: Point-of-sale advertising has no significant effect on customer patronage of 

data bundles. 

2.  Literature review 

2.1  AIDA theory of advertising 

The AIDA model was propounded by Lewis (1961) is an approach used by advertisers to 

describe the different phases of consumer engagement with an advertisement. American 

advertising and sales Pioneer, Elias Elmo Lewis is largely credited for developing the AIDA 

model in 1961. AIDA stands for ―attention, interest, desire and action‖. It is an acronym used 

in marketing, which helps marketing managers develop effective communication strategies 

and communicate with customers in a way that better responds to their needs and desires.  

AIDA describes a series of events that occur to a consumer when he views an advertisement. 

Each letter of the acronym stands for the following: 

a) The ―A‖ represents attention or awareness, and the ability to attract the attention of 

the consumers.  

b) The ―I‖ is interest and points to the ability to raise the interest of consumers by 

focusing on and demonstrating the advantages and benefits (instead of focusing on 

features, as in traditional marketing) of the products. 

c) The ―D‖ represents desire. The advertisement should convince consumers that they 

want and desire the product or service because it will satisfy their needs. 

d) The ―A‖ is action, which leads consumers towards taking action by purchasing the 

product or service. 

Applied to this study, the AIDA theory suggests that telecommunication subscribers go 

through four (4) important stages when they are exposed to the outdoor media advertising 

campaigns and these stages include attention, interest, desire and action. According to the 

theory, the outdoor media advertising campaigns function by creating customers‘ awareness 

of the variety of internet data bundles available; generating consumers‘ interest and desire for 

the internet data bundles and influencing or encouraging positive action (in terms of 

patronage or subscription) from existing and potential; customers of the network. These 

outdoor media advertising campaigns may come in three (3) forms, namely: billboard 

advertising, lamp post advertising and point-of-sale advertising. These outdoor advertising 

media platforms are utilized by telecommunication firms to gain the attention, interest, desire 

and action (patronage or data subscription) of customers. However, the theory maintains that 

for outdoor media advertising campaigns to be effective at influencing customer patronage of 

internet data bundles, they should be creatively, attractively, and innovatively designed and 

executed in a way that clearly communicates the advantages and benefits of the internet data 

bundles to subscribers.  

2.2  Conceptual framework 

This study examined the effect of outdoor advertising media on customer patronage of data 

bundles. To determine the effect of the independent variable (outdoor advertising media: 

billboard advertising, lamp post advertising and point-of-sale advertising) on the dependent 

variable (customer patronage) of internet data bundles. The model below presents the 

hypothesized relationship between the independent variable and dependent variable in this 

study: 
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Fig. 2:    Conceptual framework 

Source:  Researcher‘s model (2019) 

2.3  Concept of outdoor advertising media 

Outdoor advertising is the adoption and utilization of out-of-home media to execute the 

advertising campaigns of organizations (profit and not-for-profit organizations). It is the use 

of outdoor media to advertise the products, services, ideas and activities of an organization 

(Henderson, Charlene & Cruz, 2018). According to Peasah, Abrantie and Mensah (2019), 

outdoor advertising is presented using various out-of-home media such as billboards, lamp 

posts, point-of-sale displays, promotional vehicles on the roads, among others. The authors 

define outdoor advertising as the non-personal and paid for presentation and promotion of 

ideas, goods and services by an identified sponsor using out-of-home media like billboards 

and sign boards or post. The authors further assert that the most important benefit of outdoor 

advertising compared to other advertising media is that the audience cannot discard or even 

click away from it.  

Outdoor advertising, also known as out-of-home media, is advertising that reaches the 

consumers while they are outside their homes. It is focused on marketing to consumers when 

they are "on the go" in public places, in transit, waiting (such as in a medical office), and/or 

in specific commercial locations (such as in a retail venue) (Wembley, 2011). In the view of 

Sesto (2018), outdoor or out-of-home advertising includes any type of advertising done 

outdoors to grab the attention of the target audience.  The most popular format of outdoor 

advertising is billboard advertising, but there are a range of other options, many of which 

now include digital components. Memphilia (2019) asserts that outdoor media advertising is 

an effective medium for advertising products and services to a wide range of audience in 

order to create market awareness and influence customer patronage. Furthermore, Nguyen 

(2018) opines that outdoor advertising is an effective way to market a brand. The author 

asserts that studies have shown that on the average, people spend about 20 hours per week in 

a vehicle and approximately travel more than 200 miles a week. Due to the amount of people 

being exposed to outdoor activities and locations, advertising using out-of-home media is one 

of the best ways of getting a message across to a company's intended target audience. The 

author further maintains that outdoor advertising is a reliable method an organization can 

employ to reach its target audience and gain fast attention. However, the author cautions that 

competition is high with outdoor advertising; therefore, a firm can only stand out with good 

graphic design, which will enable it gain massive consumer attention and significant 
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consumer responses. Hence, it is critical for an organization deploying outdoor media 

advertising campaigns to invest in high quality graphic design work in order to break through 

competitive clusters and grab customers' attention.  

2.4  Billboard advertising and customer patronage  

Wikipedia (2019) observes that a billboard is a large outdoor advertising structure (a billing 

board), typically found in high-traffic areas such as alongside busy roads. Billboards present 

large advertisements to passing pedestrians and drivers. Typically showing slogans and 

distinctive visuals, billboards are highly visible in the top designated market areas. Wikipedia 

(2019) further explains that the largest ordinary-sized billboards are located primarily on 

major highways or principal expressways and command high-density consumer exposure 

(mostly to vehicular traffic). According to Tucker (2016), billboard advertising is the 

presentation of a company's advertising campaigns to the target audience using billboards as 

the medium. In the view of Chaplin (2018), billboards are placed at high-traffic highways as 

well as along less-traveled roads in non-urban areas. Drivers see them almost anywhere 

because they are an efficient and cost-effective means of communicating information that is 

geographically important – the location of the closest chain fast food restaurant on the route, 

the nearest motel, or campgrounds at the next exit.  

Takana, Shinoto and Akudugawa (2018) opined that billboard advertisements are designed to 

catch a person's attention and create a memorable impression very quickly, leaving the reader 

thinking about the advertisement after they have driven past it. They have to be readable in a 

very short time because they are usually read while being passed at high speeds. Thus there 

are usually only a few words, in large print, and a humorous or arresting image in brilliant 

colours. Similarly, Abdul, Bansul and Mohammad (2017) maintain that billboard advertising 

is targeted at motorists, pedestrians and visitors of a given location, establishment or 

geographical area. The campaign is placed in high-activity or strategic city centers or 

locations where a significant number of consumers is likely to be found.  

Billboard advertising presents an organization's products and services; creates customer 

awareness about the existence of these products and services; and provides retailers' contacts 

and locations where purchases can be made. In doing so, billboard advertising facilitates 

customer patronage of products and services. Supporting the foregoing premise, the study of 

Timipre, Ebikabomo and Chidi (2018) revealed that billboard advertising, among other 

outdoor advertising media, had a significant positive effect on customer patronage of deposit 

money banks in Bayelsa State. Similarly, the study of Abdul, Bansul and Mohammad (2017) 

revealed that billboard advertising, among other advertising platforms, had a significant 

impact on customer patronage of fast-moving consumer goods in Yemen. 

2.5 Lamp post advertising and customer patronage 

A lamp-post is a tall metal or concrete pole that is fixed beside a road and has a light at the 

top. It is a tall post with a light mounted at the side of roads or in public places for 

illumination or directions. Lamp post advertising is therefore the execution of advertising 

campaigns through lamp posts mounted in busy roads, public spaces or highways for 

improved vehicular and pedestrian visibility (Bagwell, Walker, Kellerman & Ryan, 2016). 

The authors further maintain that lamppost advertising is one of the most traditional forms of 

outdoor advertising because of its ability to guarantee exposure in high traffic locations. 

Lampposts provide advertisers with the ability to specifically target their desired 

geographical locations and target specific consumers. It is desirable to advertisers because it 
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guarantees excellent visibility both night and day; offers eye-catching and desirable locations 

for daily audiences; remains durable, weather-resistant; and is cost effective.  

According to Tucker (2016), lamp post advertising is very similar to billboard advertising due 

to the fact that both advertising media are placed or mounted in public places like roads, 

streets, highways, overpasses, among others. However, they are different because a billboard 

is larger, wider, and has more capacity to contain many words and designs than lamp posts, 

which can only carry a few words and graphic designs. Similarly, compared to billboards, 

lamp posts are less expensive as an advertising medium, which is part of the reason why they 

are mostly being preferred by small sized enterprises. Timipre, Ebikabomo and Chidi (2018) 

assert that in addition to the cost-effectiveness of lamp post advertising, it also has the 

capacity to increase the visibility of an organization's campaigns thereby increasing brand 

exposure and awareness for its products and services. The authors further observe that an 

interesting feature of lamp post banners is that the same advertisement or banner can be put 

on a number of street lights in a sequence, hence increasing brand attention among drivers 

even in high-traffic areas. The repetition of the same advertisement makes people to 

remember the brand for a long time. The authors suggest that a firm can position lamp post 

advertisements beside schools, universities, terminal areas of buses, markets, business zones, 

malls, etc., to reach specific target groups. These lamp posts advertisements are directly 

hanged on poles with above head height or sometimes on eye level. This allows people to 

read the message easily. 

According to Abdul, Bansul and Mohammad (2017), lamppost advertising has the following 

advantages in a developed city:  it is a low cost advertisement; has a wide reach; allows firms 

to target specific age groups; easily attracts the masses; requires a small space; it is easy to 

locate; and it takes less time to make. The authors further maintain that lamp post banners are 

getting popular due to their simplicity and effectiveness. It has proven to be a boom for local 

brands by helping them to drive huge traffic at low costs. The only need is to create bright 

and noticeable advertising designs on banners to ensure the best returns. Business 

organizations across industries have utilized lamp posts to display their advertising 

campaigns on high-activity streets, highways and highly populated roads, thereby gaining 

massive awareness and customer patronage for their products and services.  

Supporting the foregoing premise, Peasah, Abrantie and Mensah (2019) found in their study 

that lamp post advertising, among other outdoor advertising media, had a significant positive 

relationship with customer patronage, customer loyalty and sales performance of 

telecommunications companies in Ghana. Also, the study of Takana, Shinoto and 

Akudugawa (2018) revealed that lamp post advertising, among other outdoor advertising 

media, had a significant positive impact on customer patronage of new mobile phone 

technologies in Tokyo. 

2.6 Point-of-sale advertising and customer patronage 

Point-of-sale advertising is a specialized form of outdoor media advertising in which products 

and services are advertised at the places where they are bought or sold (Tucker, 2016). 

According to Ahmed (2019), the main objective of point-of-sale advertising is to influence 

the customer to make a purchase, but there are several other objectives organizations may 

wish to achieve by point-of-sale advertising, such as: increase revenue through last-minute 

purchasing decisions of low-priced items; creating brand awareness by placing the point-of-

sale  display in high-traffic areas such as near the cash register or by the store entrance; 

building a meaningful customer experience by making it convenient to purchase products; 
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and creating customer engagement by using mobile marketing and offering personalized 

information or product discounts. 

In the view of Grandeur (2018), point-of-sale displays are in-store presentations and 

exhibitions of products and services along with relevant information in order to create 

awareness and encourage customer patronage. Effective point-of-sale displays increase 

customers' awareness and interest in the products/services on display and improve sales 

volume for the promoted products or services.  Point-of-sale advertising constitute an integral 

part of store atmospherics and play a useful role in retail store promotions. Furthermore, the 

author believes the following to be the objectives of point-of-sale advertising: driving brand 

image and brand sales; strengthening brand awareness and improving brand recognition at the 

point of sale; increasing sales and multiple sales through the presentation of merchandise, 

windows and point-of-sale material; creating comfortable, enjoyable, and exciting shopping 

environment for consumers; bringing about maximum product exposure; providing 

product/service information to customers; and generating additional sales through impulse 

buying. Also, Merritt (2016) presents the following as the advantages of point-of-sale 

advertising to business organizations: increase in brand awareness, versatility of display, 

cost-effectiveness, increase in sales, and increase in impulsive buying.  

As maintained by Tucker (2016), point-of-sale advertising is an important type of outdoor 

advertising media that uses special items and channels within the buying environment to 

encourage more patronage from customers. In a restaurant for instance, a customer may enter 

to buy a particular meal type, but there are various kinds of assorted meal displays at the 

restaurant. This may trigger the customer to engage in impulse or unplanned buying due to 

the point-of-sale display at the restaurant. Similarly, Takana, Shinoto and Akudugawa (2018) 

are of the opinion that point-of-sale advertising is effective at generating more sales at the 

place where a product is sold by influencing consumers to make impulsive buying decisions 

in response to appealing and well-designed advertising campaigns within or around the 

buying environment.  The authors further maintain that point-of-sale materials are used for 

executing advertising campaigns, exhibitions and presentations. As an effective marketing 

tool, well thought out and properly presented point-of-sale materials attract consumers' 

attention and promote a company's brand. Due to their appealing and informative nature, 

point-of-sale materials are capable of stimulating purchases directly at the point of sale. 

Supporting the assertions above, Tucker (2016) found in his study that point-of-sale 

advertising, among other outdoor advertising media, significantly improved customer 

purchase of electronic products in shopping malls in Ontario, Canada. Similarly, the study of 

Bagwell, Walker, Kellerman and Ryan (2016) revealed that point-of-sale advertising, among 

other outdoor advertising media, had a significant effect on consumer purchase behaviour 

towards automobiles in Michigan. Finally, it was found in the study of Abdul, Bansul and 

Mohammad (2017) that point-of-sale advertising had a significant impact on customer 

patronage of fast-moving consumer goods in Yemen.   

2.7 Empirical review 

This section reviews already-conducted research investigations on ―outdoor advertising 

media and customer patronage‖ in order to assess the methodologies and findings of previous 

researchers on the subject. The focus of this empirical review is on the following studies: 

Timipre, Ebikabomo and Chidi (2018) in Bayelsa State, Nigeria; Abdul, Bansul and 

Mohammad (2017) in Yemen; Peasah, Abrantie and Mensah (2019) in Ghana; Bagwell, 
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Walker, Kellerman and Ryan (2016) in Michigan; Tucker (2016) in Canada; and Takana, 

Shinoto and Akudugawa (2018) in Tokyo. 

Timipre, Ebikabomo and Chidi (2018) examined the ―effect of outdoor media advertising on 

customer patronage of deposit money banks in Bayelsa State, Nigeria.‖ The study aimed at 

determining the effect of billboard advertising, point-of-sale advertising, lamp post 

advertising and posters on customer patronage of deposit money banks in Bayelsa State, 

Nigeria. Using structured questionnaire, primary data were collected from 202 customers of 6 

deposit money banks in Yenegoa, namely: First Bank Nigeria Limited, United Bank for 

Africa Plc, Guaranty Trust Bank Plc, Access Bank Plc, Zenith Bank Plc and Polaris bank Plc. 

Simple linear regression in the Statistical Package for the Social Sciences (SPSS) was 

employed to test the null hypotheses developed for the study. Consequently, the study found 

that billboard advertising, point-of-sale advertising, lamp post advertising and posters had a 

significant positive effect on customer patronage of deposit money banks in Bayelsa State. 

Hence, the study concludes that outdoor media advertising had a significant positive effect on 

customer patronage of deposit money banks in Bayelsa State, Nigeria.  

Abdul, Bansul and Mohammad (2017) conducted a study on ―assessing the impact of outdoor 

advertising media on customer patronage of fast-moving consumer goods in Yemen.‖ The 

study focused on investigating the impact of vehicle advertising, lamp post advertising, 

billboard advertising, point-of-sale advertising and transit advertising on customer patronage 

of fast-moving consumer goods in Sana‘, Yemen. A combination of structured questionnaire 

and oral interview methods was adopted to elicit primary data from 158 consumers of 

packaged fast-moving consumer goods in Sana‘, Yemen. Multiple regression analytical 

technique was used to analyze the primary data collected for the study. It was found that 

vehicle advertising, lamp post advertising, billboard advertising, and point-of-sale advertising 

had significant impacts on customer patronage of fast-moving consumer goods in Yemen, 

while transit advertising had no significant impact in this regard. Therefore, the study 

concludes that outdoor advertising media had a significant impact on customer patronage of 

fast-moving consumer goods in Yemen. Also, Peasah, Abrantie and Mensah (2019) 

conducted a study on ―Evaluation of the relationship between outdoor advertising and 

marketing performance of telecommunications companies in Ghana.‖ Primary data were 

collected from 304 telecommunications subscribers in Accra, Kumasi, Takoradi and East 

Legon Regions of Ghana using structured electronic questionnaire (e-questionnaire). Pearson 

Product Moment Correlation in the Statistical Package for the Social Sciences (SPSS) was 

adopted to analyze the primary data elicited from subscribers. The findings of the study 

revealed that poster advertising, billboard advertising, lamp post advertising and retail 

advertising had a significant positive relationship with customer patronage, customer loyalty 

and sales performance of telecommunications companies in Accra, Kumasi, Takoradi and 

East Legon Regions of Ghana. On that basis, the study concludes that outdoor advertising 

was significantly and positively related to the marketing performance of telecommunications 

companies in Ghana.  

Similarly, Bagwell, Walker, Kellerman and Ryan (2016) examined ―outdoor advertising 

media and consumer purchase behaviour towards automobiles in Michigan‖. The purpose of 

the study was to highlight the effect of outdoor advertising media (billboard advertising, 

point-of-sale advertising, vehicle advertising and poster advertising) on consumer purchase 

behaviour towards automobiles in Michigan. Personal interview and structured questionnaire 

were the data collection instruments used to elicit primary data from 65 car buyers at 

automobiles dealers‘ factories and shops across Michigan. The study adopted simple linear 

regression to analyze the data collected with the help of the Statistical Package for the Social 



Proceedings of the 14th Annual International Conference 

 746 

Sciences (SPSS). Consequently, the findings of the study revealed that all outdoor advertising 

media tested (billboard advertising, point-of-sale advertising, vehicle advertising and poster 

advertising) had a significant effect on consumer purchase behaviour towards automobiles in 

Michigan. Therefore, the study came to the conclusion that outdoor advertising media had a 

significant positive effect on consumer purchase behaviour towards automobiles in Michigan. 

Furthermore, Tucker (2016) examined the ―effect of outdoor advertising on customer 

purchase of electronic products in Canada.‖ Semi-structured questionnaire was used to collect 

primary data from 78 consumers of electronic products at shopping malls in Ontario, Canada. 

Chi-square analytical tool was employed to test the primary data collected. The study 

revealed that point-of-sale advertising, retail advertising, posters, and billboard advertising 

significantly improved customer purchase of electronic products in Ontario shopping malls. 

Consequently, the study concludes that outdoor advertising had a significant effect on 

customer purchase of electronic products in Canada. Finally, Takana, Shinoto and 

Akudugawa (2018) investigated the ―Impact of outdoor advertising on customer patronage of 

new mobile phone technologies in Tokyo.‖ The aim of the study was to unravel the impact of 

billboard advertising, point-of-sale advertising, lamp post advertising and transit advertising 

on customer patronage of new mobile phone technologies in Tokyo. Primary data were 

elicited from 104 mobile phone users in Tokyo using email-delivered questionnaire copies. 

Multiple regressions in the Statistical Package for the Social Sciences (SPSS) was adopted to 

analyze the data collected. Subsequently, it was found that billboard advertising, point-of-sale 

advertising, lamp post advertising and transit advertising had significant positive impacts on 

customer patronage of new mobile phone technologies in Tokyo. Therefore, the study 

reached the conclusion that outdoor advertising had a significant positive impact on customer 

patronage of new mobile phone technologies in Tokyo.  

3.  Methodology 

This study was conducted in Calabar and adopted cross-sectional survey research design. 

This study adopted 246 subscribers. Cluster sampling technique was used for the study. The 

cluster groups were divided into Calabar municipal and Calabar south Local Government 

Areas. Both clusters were divided into wards and further reduced to enumeration areas 

obtained from zip codes (major streets). This study used primary data to arrive at findings and 

generalizations. The questionnaire was divided into two sections A and B.  Section A 

contained bio-data of respondents and section B consist statements related to the variables 

used in the study (billboard advertising, lap post advertising, point-of-sales advertising and 

customer patronage). Data obtained from the study were analyzed using simple regression 

analysis. 

4.  Results 

Hypothesis 1 

Ho: Billboard advertising has no significant effect on customer patronage of 

telecommunication data bundles. 
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Table 1 

Model summary of the effect of billboard advertising on customer patronage of 

telecommunication data bundles. 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .893
a
 .763 .760 2.386 

a. Predictors: (Constant), Billboard advertising 

 

Table 2 

ANOVA
a 
of the effect of billboard advertising on customer patronage of telecommunication 

data bundles. 

\Model 

Sum of 

Squares Df 

Mean 

Square F Sig. 

1 Regression 1319.966 1 1319.966 742.388 .000
b
 

Residual 408.913 230 1.778   

Total 1728.879 231    

a. Dependent Variable: Customer patronage 

b. Predictors: (Constant), Billboard advertising 

 

Table 3 

Coefficients
a 
of the effect of billboard advertising on customer patronage of 

telecommunication data bundles. 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 5.273 .606  8.703 .000 

Billboard advertising .523 .061 .893 8.590 .000 

a. Dependent Variable: Customer patronage 

 

Interpretation of result 

The results on Tables 1, 2 and 3 show the linear regression analysis of the effect of billboard 

advertising on customer patronage of telecommunication data bundles. Table 1 which is the 

model summary reveals that the correlation (relationship) between both variables (billboard 

advertising and customer patronage) is 89.3 percent (as seen in the R column), which 

indicates a very strong degree of correlation. The coefficient of determination (R
2
) of 0.763 

indicates that up to 76.3 percent of the variants in the dependent variable (customer 

patronage) is explained or predicted by the independent variable (billboard advertising). This 

implies that a unit change in billboard advertising will affect customer patronage of 

9Mobile‘s internet data bundles by up to 76.3 percent when other factors are held constant.  

The F-test (742.388, P < 0.05) statistic in Table 2 indicates that the overall prediction of the 

dependent variable by the independent variable is statistically significant; therefore, the 

regression model provides substantive evidence to conclude that billboard advertising has a 

significant effect on customer patronage of 9Mobile‘s internet data bundles. Also, the 

coefficient table (Table 3) shows that the independent variable (billboard advertising) 

significantly contributes to the model as the P value (0.000) is less than 0.05 error margin, 
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and the t-test result (t= 8.590) explains that the relationship between both variables is a direct 

and positive one. Hence, the null hypothesis is rejected, and the alternative hypothesis is 

accepted, leading to the conclusion that billboard advertising has a significant effect on 

customer patronage of telecommunication data bundles. 

 

Hypothesis 2 

Ho: Lamp post advertising has no significant effect on customer patronage of 

telecommunication data bundles. 

Table 4 

Model summary of the effect of lamp post advertising on customer patronage of 

telecommunication data bundles. 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .873
a
 .724 .720 2.700 

a. Predictors: (Constant), Lamp post advertising 

Table 5 

ANOVA
a 
of the effect of lamp post advertising on customer patronage of telecommunication 

data bundles. 

Model 

Sum of 

Squares Df 

Mean 

Square F Sig. 

1 Regression 1251.802 1 1251.802 603.569 .008
b
 

Residual 477.077 230 2.074   

Total 1728.879 231    

 

a. Dependent Variable: Customer patronage 

b. Predictors: (Constant), Lamp post advertising 

                                                            Table 6 

Coefficients
a 
of the effect of lamp post advertising on customer patronage of 

telecommunication data bundles. 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 8.241 .793  10.390 .000 

Lamp post advertising .185 .070 .873 2.665 .008 

a. Dependent Variable: Customer patronage 
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Interpretation of result 

The results on Tables 4, 5 and 6 show the linear regression analysis of the effect of lamp post 

advertising on customer patronage of data bundles. Table 4 which is the model summary 

reveals that the correlation (relationship) between both variables (lamp post advertising and 

customer patronage) is 87.3 percent (as seen in the R column), which indicates a very strong 

degree of correlation. The coefficient of determination (R
2
) of 0.724 indicates that up to 72.4 

percent of the variants in the dependent variable (customer patronage) is explained or 

predicted by the independent variable (lamp post advertising). This implies that a unit change 

in lamp post advertising will affect customer patronage of 9Mobile‘s internet data bundles by 

up to 72.4 percent when other factors are held constant.  

The F-test (603.569, P < 0.05) statistic in Table 5 indicates that the overall prediction of the 

dependent variable by the independent variable is statistically significant; therefore, the 

regression model provides substantive evidence to conclude that lamp post advertising has a 

significant effect on customer patronage of data bundles. Also, the coefficient table (Table 6) 

shows that the independent variable (lamp post advertising) significantly contributes to the 

model as the P value (0.008) is less than 0.05 error margin, and the t-test result (t= 2.665) 

explains that the relationship between both variables is a direct and positive one. Hence, the 

null hypothesis is rejected, and the alternative hypothesis is accepted, leading to the 

conclusion that lamp post advertising has a significant effect on customer patronage of data 

bundles. 

Hypothesis 3 

Ho: Point-of-sale advertising has no significant effect on customer patronage of 

telecommunication data bundles. 

Table 7 

Model summary of the effect of point-of-sale advertising on customer patronage of 

telecommunication data bundles. 

Model  R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .535
a
 .412 .408 2.740 

a. Predictors: (Constant), Point-of-sale advertising 

Table 8 

ANOVA
a of

 the effect of point-of-sale advertising on customer patronage of 

telecommunication data bundles. 

Model 

Sum of 

Squares Df 

Mean 

Square F Sig. 

1 Regression 712.068 1 712.068 161.065 .000
b
 

Residual 1016.811 230 4.421   

Total 1728.879 231    

a. Dependent Variable: Customer patronage 

b. Predictors: (Constant), Point-of-sale advertising 
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Table 9 

Coefficients
a 
of the effect of point-of-sale advertising on customer patronage of 

telecommunication data bundles. 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 10.789 .945  11.413 .000 

Point-of-sale advertising .042 .080 .535 4.525 .000 

a. Dependent Variable: Customer patronage 

Interpretation of result 

The results on Tables 7, 8 and 9 show the linear regression analysis of the effect of point-of-

sale advertising on customer patronage of telecommunication data bundles. Table 7 which is 

the model summary reveals that the correlation (relationship) between both variables (point-

of-sale advertising and customer patronage) is 53.5 percent (as seen in the R column), which 

indicates a strong degree of correlation. The coefficient of determination (R
2
) of 0.412 

indicates that up to 41.2 percent of the variants in the dependent variable (customer 

patronage) is explained or predicted by the independent variable (point-of-sale advertising). 

This implies that a unit change in point-of-sale advertising will affect customer patronage of 

data bundles by up to 41.2 percent when other factors are held constant.  

The F-test (161.065, P < 0.05) statistic in Table 8 indicates that the overall prediction of the 

dependent variable by the independent variable is statistically significant; therefore, the 

regression model provides substantive evidence to conclude that point-of-sale advertising has 

a significant effect on customer patronage of internet data bundles. Also, the coefficient table 

(Table 9) shows that the independent variable (point-of-sale advertising) significantly 

contributes to the model as the P value (0.000) is less than 0.05 error margin, and the t-test 

result (t= 4.525) explains that the relationship between both variables is a direct and positive 

one. Hence, the null hypothesis is rejected, and the alternative hypothesis is accepted, leading 

to the conclusion that point-of-sale advertising has a significant effect on customer patronage 

of internet data bundles. 

Discussion of findings  

Upon testing the first hypothesis, the findings revealed that billboard advertising has a 

significant effect on customer patronage of data bundles. This finding is supported by the 

study of Timipre, Ebikabomo and Chidi (2018), which revealed that billboard advertising had 

a significant positive effect on customer patronage of deposit money banks in Bayelsa State. 

This finding is also supported by the study of Abdul, Bansul and Mohammad (2017), which 

found that billboard advertising had a significant impact on customer patronage of fast-

moving consumer goods in Yemen. The implication of these findings is that billboard 

advertising has been proven to be an essential outdoor advertising media that significantly 

improves customer patronage of organizations regardless of industry or geographical location 

of application. When properly planned and executed, billboard advertising campaigns can 

significantly enhance the customer patronage of business organizations.  

The second hypothesis test revealed that lamp post advertising has a significant effect on 

customer patronage of telecommunication data bundles. This fining is backed by the study of 

Peasah, Abrantie and Mensah (2019), which found that lamp post advertising had a 
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significant positive relationship with customer patronage, customer loyalty and sales 

performance (marketing performance) of telecommunications companies in Ghana. Similarly, 

the finding is backed by the study of Takana, Shinoto and Akudugawa (2018) which revealed 

that lamp post advertising had a significant positive impact on customer patronage of new 

mobile phone technologies in Tokyo. The implication of these findings is that lamp post 

advertising has been proven to be an essential outdoor advertising media that significantly 

improves customer patronage of organizations regardless of industry or geographical location 

of application. When properly planned and executed, lamp post advertising campaigns can 

significantly enhance customer patronage as well as the marketing performance of business 

organizations. 

Finally, the third hypothesis test revealed that point-of-sale advertising has a significant effect 

on customer patronage of telecommunication data bundles. This finding is in harmony with 

the study of Tucker (2016), which also found that point-of-sale advertising significantly 

improved customer purchase of electronic products in shopping malls in Ontario, Canada. 

Also, the finding is backed by the study of Bagwell, Walker, Kellerman and Ryan (2016), 

which found that point-of-sale advertising had a significant effect on consumer purchase 

behaviour towards automobiles in Michigan. The implication of these findings is that point-

of-sale advertising has been proven to be an essential outdoor advertising media that 

significantly improves customer patronage of organizations regardless of industry or 

geographical location of application. When properly planned and executed, point-of-sale 

advertising campaigns can significantly enhance the customer patronage of business 

organizations.   

Conclusion 

In Nigeria were most persons leave their homes very early to catch-up with different 

activities of life and the erratic power supply have made the outdoor advertising an 

imperative marketing tool used in creating awareness and patronage for a firm‘s products. 

The study concludes that outdoor advertising media has a significant effect on customer 

patronage of data bundles. The outdoor advertising remains an essential marketing tool in 

ensuring product awareness and customer patronage. 

Recommendations 

1. Billboard advertising should be encouraged to provide customers with adequate 

information on available data bundles such as the benefits, subscription codes and validity 

periods of the plans so as to increase customer patronage.  

2. Lamp post advertising campaigns along busy roads and other strategic centers should be 

increased in order to extensively promote its internet data services to customers and 

obtain patronage.  

3. Adopt increase point-of-sale materials such as banners, danglers and hangers to displays 

promotional information about available data bundles to improve customers‘ patronage. 
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Abstract  

This paper examined the extent to which sustainable marketing strategy affected the 

corporate performance of the electronic sector in Rivers State, Nigeria. This study adopted 

the survey design where one hundred and thirty six (136) copies of questionnaire were used 

for analysis. The findings revealed a strong positive correlation between sustainable 

marketing strategy and corporate performance of the electronic sector in Rivers State. This 

implies that sustainable marketing strategy to a very large extent determines the level of 

customer satisfaction, customer loyalty and profitability that the electronic sector can attain 

over time. This paper therefore, recommends that the electronic sector should strive to 

sustain a high reputation for their loyal customer by providing them with reliable products 

and services that meet and exceed their expectation as to give them confidence in dealing 

with them.  

 

Keywords: Sustainable Marketing, Strategy Corporate Performance, Electronic, Firms 

Introduction 

The critical value of marketing lies essentially in the fact that human needs and wants are its 

major staring point and focus. Effective and efficient marketing performance is fundamental 

to the success and survival of any organization. It is an economic saying that nothing happens 

in an organization until the save tills, and what makes it till is marketing. Marketing is the 

sole of business, life blood, heartbeat, and sure route to corporate success. It keeps the cash 

flow moving steadily in the right direction, ensuring that every part of the company‘s 

operation has all it takes to function properly in developing a reliable and efficient process as 

a key component to improving the financial health of the company. Marketing is the total 

system of individuals and business activities designed to facilitate and expedite the creation, 

pricing, promotion and distribution of want satisfying products and services to present and 

potential customers within a dynamic environment. It goes beyond the organization into 

societal relationships that creates and delivers a better quality of life, environmental 

conservation, allocation of scarce resources and concern for people rather than only a 

material standard of living. Marketing ensures that customers want satisfaction is achieved 

and by so doing, it brings about sustainable organizational growth and profitability. 

Organizations are in business to make profit, and the only way to sustainable profitability is 

through sustainable customer satisfaction.  

Modern organizations, government and their people are leveraging on every opportunities 

and available resources to create value and satisfaction, of which marketing is a critical tool. 

mailto:lucyowonte@gmail.com
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Without the marketing function of business, the economy of any nation or organization will 

come to a dead end. No matter the economic climate, marketing considerations are the most 

critical factor in planning and decision making as posited by National Association of 

Manufacturers (Stanton, 1998). Many economies developed and developing have come to 

realize the value of marketing, and they are seen to be characterized by dynamism, witty 

innovations, efficiency and their sizes allows for faster decision making process. With the 

emergence of technology and globalization, marketing has become the largest fastest growing 

sector in the global economy. Marketing has increased the standard of living and quality of 

life of the Nigerian populace through the identification of needs and exchange of value aimed 

at customer satisfaction (Kotler and Armstrong, 2014). It is interesting to note that since 

conventional marketing is considered as mainly responsible for continuously increasing 

consumption, the goal of sustainable marketing is to promote sustainable consumer behavior 

and offer economic and environmental sustainability Sheth and Parvatiya (1995). In another 

development, Dam and Apeldom, (1996) linked sustainable marketing to the environment 

and even combine it with ecological and green marketing under the heading of environmental 

marketing with the aim of furthering sustainable economic development. 

Marketing is a tool for understanding who people are, what they desire and then organizing 

the creation, communication and delivery of products and services to meet their desires as 

well as the need of society and solve serious social problems (Serrat, 2010). Marketing 

involves changing seemingly interactable behaviours in composite environmental, economic, 

social, political and technological circumstances with quite limited resources. The basic 

objectives of marketing are to satisfy stakeholders and meet society‘s desires for improved 

quality of life. This requires strategy, long term planning approach that moves beyond the 

individual end user to groups, organization and society. The essence of marketing is to 

provide desired value to various publics by delivering satisfaction to carefully targeted 

customer groups. In a market oriented economy, all functions have a single mandate of 

providing customer satisfaction, and all activities are orchestrated to meeting customer‘s 

requirement. 

Customers needs are central to the operations of companies, be it marketing, finance or 

production. The companies ensure that the functional strategies are in line with corporate 

strategies of meeting customer‘s requirement in a most sustainable manner without any form 

of compromise to the future generation (Kumar and Meenakshi, 2013). Sustainable strategies 

are game plan adopted by management for competing successful in a chosen target market 

(Porter, 2004). It involves the analysis of the market and its environment, customer purchase 

behavior, competitive activities, customers needs and competencies of marketing 

intermediaries (Shere, 2014). It is also a broad range of strategies firms resort to in order to 

cope, beat or keep ahead of competitors and an avenue to seize strategic initiative and 

maintain a competitive edge in the market (Amit and Shiemaker, 2003). 

Sustainable marketing strategy has to do with meeting the immediate needs of consumers and 

business while also preserving or enhancing the ability of future generation to meet their 

needs. Whereas the marketing concepts recognizes that companies thrive by fulfilling the 

day- to-day needs of customers, sustainable marketing deals with socially, ethically and 

environmentally responsible actions that brings values that meets both the immediate and 

future needs of customers, the company and society at large. Sustainable marketing requires a 

smooth functioning marketing system in which customers, companies, public policy makers 

and other stakeholders collaborate to ensure responsible marketing action (Kotler and 

Armstrong, 2014). For this feat to be achieved, the company needs to consciously carry out 

activities differently than the competitors to convey a unique mix of value as to maintain an 
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edge over them. Maintaining an edge over rival companies involves developing an innovative 

ideas on how to attain cost leadership, focus and overall industry dominance using resources 

at the company‘s disposal. 

The essence of sustainable marketing and strategy is to satisfy customers by selecting a 

unique set of activities to be performed by an organization and achieving  efficiency in 

performing these activities (Kumar and Meanakshi, 2013). A company can perform better 

than its competitors if it can establish a difference in their products, services and mode of 

delivery and then maintain it. It must deliver greater value to customers, or deliver 

comparable value at lesser cost, or deliver greater value at a lesser cost. Delivering  greater 

value allows the company to charge a higher price and greater efficiency results in lower 

costs. Strategy requires a tailored set of activities. It is the creation of a unique and valuable 

position involving different set of activities. It is germane therefore, for companies carrying 

out the sales of electronic products, to design market offerings that delivers more value to the 

customers and other stakeholders than the competitors with efficient and improved products 

and services (Kotler and Armstrong, 2014). Marketing strategy is successful if consumers can 

see a need that a company‘s product can solve or offer the best solution to a problem.  For a 

successful strategy, the electronic firms must lay emphasis on the product/brand image in the 

consumers mind and position the product according to the customers like and dislikes, the 

brand which matches the desired image of a target market sells well (Bhatia, 2013). It is a 

fundamental belief that companies that satisfies the needs and wants of customers will 

achieve success, and remain in business, while those that fail or intentionally harm customers, 

others in the society or future generation will fail. Sustainable companies are those that create 

value for customers through their socially, environmentally and ethnically responsible 

actions. Companies today have come to recognize the need for positive consumer 

information, education and protection. Sustainable marketing concepts requires that 

company‘s marketing should support the best long-run performance of the marketing system 

and should be guided by five sustainable marketing principles that include: customer-oriented 

marketing, customer value marketing, sense–of-mission marketing, innovative marketing and 

societal marketing. (Kotler and Armstrong, 2014). 

Statement of the Problem 

Electronic firms operating in Rives State face challenges in trying to achieve excess in 

business. This has brought a huge set back on the firm‘s ability to achieving corporate 

performance despite the fact that they are operating in the oil rich region of the country and 

with the presence of multinational companies that might have need for electronic gadgets and 

equipments. This study is carried out to determine the technique that will enable the firms 

achieve their corporate goals in order to remain a float and relevant in the business world.  

The Concept of Corporate Performance  

Corporate performance is one of the most important construct in management. Corporate 

performance encompasses three specific areas of outcomes; financial outcome (profit, return 

on asset and return on investment), product market performance (Sales, market share etc) and 

stakeholders return (total stakeholders return, economic value added among others). 

Corporate performance focuses on the measurement of the aggregate effectiveness and 

efficiency of the organization. It is a recognized standard that ascertain operational efficiency 

and external performance of marketing activities as regards to electronic firms. (Velnampy, 

2013). Corporate performance is concerned about how metrics are formed and determined to 
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monitor market and performance trend using market dash boards to manage marketing 

performance (Halachini and Bouchet, 2005). 

Corporate performance depends upon customer satisfaction and being able to create greater 

value than the competitors. It is of outmost importance for firms to understand both 

customers and competitors. In understanding competitors, a firm can better predict their 

reaction to any, marketing initiative that the firm might make and exploit any weakness that 

they may have. (Kumar and Meanakshi (2013). 

It should be noted that satisfying customer alone may not guarantee total success, the real 

question is whether a firm can satisfy customers better than the competitors. Customer 

preference will depend on creating more value than the competitors. This extra value is 

brought about by establishing competitive advantage (Kumar and Meanakshi, 2013). 

The electronic firms in Rivers State, Nigeria, should strive to gain sustainable competitive 

advantage that will differentiate them in ways that cannot be easily copied by the 

competitors.  

Companies that compete primarily through low prices can be outwitted by competitors richer 

technology and money. A competitive advantage based on low price is essentially short-lived, 

unless the company has a clear cost leadership that will keep them going. A company can 

gain sustainable competitive advantage by creating partent-protected products, building 

strong relationship with customers, providing exemplary service and creating entry barrier 

like research and development or promotional budget to keep away competitors from 

imitating their products or services. (Kumar and Meanakshi, 2013). 

Customer Satisfaction 

The objective of all marketing effort is geared towards customer satisfaction. Satisfaction is a 

measure of difference between perceived service cost and expected service or product 

benefit.  Customer satisfaction is an overall attitude of customer towards a product or service 

or an overall emotional reaction to the difference between customers expectation and what 

they receive towards the fulfillment of some needs, desire or goal. It is an evaluation of how 

products and services delivered by a company meet or surpass their anticipation. Fornnell, 

(1992) posit that satisfaction is an overall retrospective judgment about how far expectation 

with regard to product or service has been met. Oliver (2007) defined satisfaction as the 

customer‘s fulfillment response. Satisfaction is attitude like judgments after a product or 

service has been purchased. It is influenced by customer emotional response, their attribution, 

expectation, perception of product, quality and service feature (Zeithaml and Bitmer, 2000). 

The success of marketing program is the recognition of the sovereignty of the customer, that 

the consumer is ―king‖ is evident if we consider how marketing activities revolves around 

attempts to satisfy the needs and wants of consumer and justifiers the existence of the 

marketing (Owonte, 2020). If the marketer is to meet the needs and wants of consumer, he 

must find out all that there is about the consumers (Kalu, 2012). In a competitive market 

place where business competes for customers, customer satisfaction is seen as a major 

differentiator and an increasingly key element of company‘s strategy. However, a well 

developed marketing strategies will enable the electronic firms achieve and sustain their 

dominant leadership position by delivering ―extraordinary levels of distinctive value to 

carefully selected customer group. Tracy and Wiersema, (2006) posit that to be successful in 

distinguishing themselves from the competition, organizations must have a precise 

understanding of the products or services they deliver and a clear definition of the target 
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market. These distinctive attribute, they say must be understood at all levels in the 

organization not only by executives, but also by frontline employees, as to achieve customer 

satisfaction that will impact on corporate performance of the organization. 

Customer loyalty 

The best customers are believed to be the loyal ones. They are willing to pay more than other 

customers and they act as word-of- mouth promoters for the company. According to Kumar 

and Meenakshi (2013) one sure way to earn greater profits is to win the loyalty of customers. 

People who feel and talk positively about a company and their products or services are also 

more likely to sell others to the company. Most companies measure customer loyalty purely 

on the basis of purchase behavior and do not conduct attitudinal surveys. Customers may 

keep buying from a company out of inertia and convenience but may not become advocates 

of the company. They will become product/service evangelist or advocate only when they 

feel positively about the company. Companies should have to be more useful and engaging 

with the customers so as to move them from being loyal customers to becoming advocates of 

the company and what they stand for (Kumar and Meenakshi, 2013).  

Oliver (1999) opined that customer loyalty is a deeply held commitment to repurchase or 

repatronise a preferred brand of product/service consistently in the future, thereby causing 

repetitive same-brand or some brand - set purchasing, despite situational influences and 

marketing efforts having the potential to cause switching behavior. This explains why some 

individuals can exhibits unconditional attachment and affection towards some electronic 

products and gadgets despite the challenges they face on the course of satisfying their desires. 

The company should concentrate on findings ways to engender positive feelings about the 

company among these customers. Depending upon the type of business it is in, the company 

should involve customers who show attitudinal loyalty to the company and its products in 

more activities of the company because of their emotional attachment to the company brand, 

this is because a customer who feels and talks positively about the company is the most 

valuable customer of the company. 

Profitability 

Profit is the legitimate goal of a business organization. Every business was established to 

generate profit for the stakeholders. Reasonable profits are required to keep stakeholders 

interest in running the business, and to increase the capability of the organization to serve the 

customer better (Hotst, 2013). Profitability is an index that gauges the level of growth 

recorded by a company over a given time period. Profitability is the quality of affording gain 

or benefit (Howley et al, 2005). Without profit the business will not survive in the long run. 

Moro (2012) observed that a company is capable of making profit when its earnings from the 

sales of its products or services are greater than the cost of purchasing the products. Profits 

are the accruals resulting from the sales of successfully executed business activities which 

exceeds experiences and costs. Profitability analyses enables managers to measure returns of 

a company in relation to sales, assets or stakeholders equity on. 

Sustainable Marketing Strategy 

Increasingly, companies are responding to the need to providing customers with the best 

products and services through qualitative decision making by considering customers wants 

and interests, the company‘s requirements and society‘s long-run interest. The company is 

aware that neglecting consumers and societal interest in a disservice to the consumers and 
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society. Sustainable marketing is concerned with sustainable development and offers 

marketers a holistic approach to make production more sustainable in order to meet future 

challenges and appeal to current consumers at the same time (Eisenbach et al, 2014). 

Marketing managers have struggled to translate these ideas into viable commercial 

prepositions using marketing strategies that create competitive advantage, build trust and 

develop new business opportunities. Moreover, marketers have often faced criticism for 

being part of the problem for pushing the consumption of unsustainable products and life 

styles. According to the experiences of one researcher, he said that, very few customers come 

out and say, I want products that help the environment, but that if we listen hard, we might 

hear them say, I want to do more with less, I want my life to be simpler. I don‘t want waste. 

These words have strong eco-efficiency under tone which gives us the incentive to keep 

delivering more value with less resource (Nnaboku, 2016). Bringing this consciousness into 

marketing and production activities saves the society of depletion and we get more products 

from little resources thereby growing the economy gradually. It is assumed that marketing 

and sustainability are set for head-on-on collision because marketing is about selling more 

while sustainability is about consuming less in trying to understand how marketing is used to 

achieve economic, social and environmental sustainability. Much attention is on marketing‘s 

role in understanding and changing consumer behavior attitude and behavior (Owonte, 2020). 

Marketing recognizes the key role of consumers as decision makers in moving towards 

sustainability, for example in reducing carbon dioxide emission recycling increasing waste, 

supporting fair trade initiative and adopting healthier lifestyles. Studying the current behavior 

of green consumers can provide important lessons in helping to spread sustainable buying 

behavior and to understand the reality of trying to operationalize green or ethical values in 

items of concrete purchase. (Nnaboku, 2016). 

Sustainability is a symbolic concern of modern business world as there is constant fret of 

preserving the resources for the present and future generation.  The preservation of the 

environment is the primary responsibility of companies because they are the dominant 

institution on the planet earth. It is of great importance to thoroughly address the social and 

environmental problems facing humanity (Hawken 2007). The UN Global Compact 

Accenture (2014), published a reported view of 1,000 CEOs on sustainable business 

practices, the report showed that despite growing commitment to environmental and broader 

sustainability issues global economy is lagging behind in term of action required to set 

society on a more serious sustainable pathway. A large number of the CEOs agreed that 

sustainability is the only free way for future business success but termed it as frustrated 

ambition due to the fact that the benefits are fewer compared to the efforts put into it (Krunal 

et al, 2028). In line with this report, McKinsey (2012) confirmed that many companies are 

successfully adopting principles of sustainability into their business practices, although they 

are not sure of the quantifiable value created out of it. Companies world over are now 

investing huge amount on saving energy, developing green products, holding their employees 

to achieve long-term growth and create business value. In another quarter, consumers and 

other stakeholders are mounting pressure on companies about the advancement of their 

expectations. Research showed that consumers and business investors are much interested in 

sustainable business practices.  

The sustained performance of companies can act as a decision making tool in consumer 

buying behavior (Krunal et al, 2018). According to Heck and Yidan (2013), adopting 

sustainable strategies creates win- win situation which benefits the company and the 

environment. However, relationship between sustainability strategies and business value has 
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not been adequately quantified. The main objective of any corporation in the world is 

creation of value for consumers as well as investor.  

Sustainable Marketing Strategy and Corporate Performance  

The rational for adopting strategy is to achieve a sustainable competitive advantage and 

therefore enhance business performance (Bharadwaj et al, 2012). The purpose of sustainable 

marketing strategy is customer satisfaction, retention and more specifically to enhance the 

long-term financial performance of the company. Sustainable marketing strategy serves as a 

key  instrument for improving  the financial performance of a company through the route of 

sustainable advantages. Sustainability of positional advantage leads to superior long-term 

market and financial performance (Owonte, 2016). For organizations to gain sustainable 

competitive advantage, they must have resourceful skill that will enable them to be valuable, 

rare among competitors, be imperfectly imitable and there must not be any Strategically 

equivalent substitute for their resourceful skill. Corporate performance is a successful mantra 

for companies geared towards ensuring long-term value as to gain competitive advantage. 

Kotler and Armstrong (2014) posit that, to gain competitive advantage in winning over 

customers with efficient and improved products and services, companies must adequately 

appreciate market value design that can deliver more distinguished offerings to customers 

than the competitors. Successful companies are those that develop effective response to 

changing market environment by defining market segments, developing and positioning 

products for those market segments and creating business value by limiting their 

sustainability vision and 21
st
 century consumer expectations (Owonte 2018). As posited in 

the report of UN Global Compact-Accenture (2014), ―The millennial consumer, coming of 

age economically and empowered by new technologies and social media, is driving new 

expectations of all institutions in society, especially business. Current consumers not only 

expect direct utility from the products and services but they also want to improve their health 

and community well-being. Again, due to economic cycle of global recession, consumers 

have become more ―Mindful‖. Consumers no longer find joy in excessive spending and 

heedless consumption. Their purchasing behavior and pattern reflects a new trend of 

―Mindful Consumption‖, consumers buying fewer products and fewer brands, and being 

more considered in their choices (Seth et al, 2011). 

Electronic Companies embracing sustainable marketing strategy should have holistic 

transformation of business model as their anchor point as it requires engagement of multiple 

stakeholders without compromising expectations of consumers (Grubor and Milovanor, 

2017).  Considering the fact that consumers are at the centre of any marketing activity and 

marketing is accused of relentless exploitation of planet resources, makes the role of 

marketing manager crucial; and thus, the way for business to embrace sustainable marketing 

practices is rocky. (Krunal et al, 2018). Great gap exist between corporations and investors 

for real value to be created out of sustainability practices (Alexender, 2015). The report of 

UN Global Impact Accenture (2013) showed that 93 percent f CEOs consider sustainability 

as an essential ingredients to their corporate business strategy for success. Moreso, similar 

studies carried out by the same body in 2014, showed that company investors were interested 

in sustainability practices and that 88 percent investors believed that sustainable marketing 

practice were major sources of competitive advantages. These views of investors and 

companies display an urgent need to show clearer links between sustainability and corporate 

performance. Some organizations are still skeptical about how significant sustainability 

marketing can enhance the value of industrial (B2B) and end users (B2C). most customers 

only care about price, delivery and functionality issues of the product; However, modern 
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marketers argue that sustainable marketing practice should be an integral part of company‘s 

marketing mix; in order to reduce the time spent in operational and delivery phases as this 

will eventually help companies to deal better with customers and gain corporate goal and 

value for the business‘s (Krunal et al, 2018). According to the report of world Business 

Council for Sustainable Development (WBCSD), Sustainable marketing is an inclusive 

approach and not a sole responsibility of the marketing Department. An inclusive approach 

recognizes action from all the people of organization involved in decision making.  

Corporate performance requires effort in the area of customer satisfaction, loyalty and 

thorough research and development. New product development is key for long-term success 

of electronic companies (Hooley et al, 2005). Sustainable marketing strategies can enable 

companies gain competitive advantage over the competitors and boost company sales. This 

makes us believe that sustainable marketing strategies has the ability and capability to 

enhance the corporate performance of electronic firms because it impacts on customer 

satisfaction, loyalty and profitability. Thus, we propose the following set of hypotheses.  

Ho1:  There is no significant relationship between sustainable marketing strategy and 

customer satisfaction.    

Ho2:  There is no significant relationship between sustainable marketing strategy and 

customer loyalty.  

Ho1:  There is no significant relationship between sustainable marketing strategy and 

profitability. 

 

 Specification of Model 

    

  

 

    

 

 

 

Fig 1: Conceptual Model of the Relationship between sustainable marketing Strategy and 

Corporate Performance.  

Source: Researcher‘s Conceptualization, 2010 

The theoretical model depicted in figure one show the relationship between sustainable 

marketing strategy and corporate performance (Customer satisfaction, customer loyalty and 

profitability) The framework illustrates the effect of the variables on each other as directed by 

the arrows within the context of the firms usage of sustainable marketers strategy.  
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Methodology  

The general purpose of the study was to examine the extent to which sustainable marketing 

strategy affects the corporate performance of the electronic sector in Rivers State. A total of 

244 registered electronic dealers in Rivers State formed the population of the study, from 

which a sample size of 152 was derived using the Taro Yamene formular. A convenient 

sampling techniques was adopted. Data was generated through the use of structured 

questionnaire, administered and retrieved through identified administrative channels in each 

company. Out of the 152 copies of questionnaire distributed, 136 copies were retrieved and 

usable for the analysis. The tests for hypotheses were done using Spearman‘s Rank order 

Correlation Coefficient and regression analysis.  

Analysis  

Statistical testing of hypotheses 

  Sustainable 

Marketing 

Strategy 

Customer 

satisfaction 

Customer‘s 

loyalty 

Profitability  

  Correlation 

Coefficient 

1.000 .931** .950** .954** 

Sustainable 

Marketing 

Strategy 

Sig. (2-tailed . .000 .000 .000 

 N 136 136 136 136 

 Correlation 

Coefficient 

.931** 1.000 .929** .928** 

Customer‘s 

satisfaction  

Sig. (2-tailed) 

 

.000 . .000 .000 

Spearman‘s 

 Rho 

N 136 136 136 136 

 Correlation 

Coefficient 

.950** .929** 1.000 .995** 

Customer‘s 

loyalty  

Sig. (2-tailed .000 .000 . .000 

 N 136 136 136 136 

 Correlation 

Coefficient 

.954** .928** .995** 1.000 

Profitability   Sig. (2-tailed) .000 .000 .000 . 

 N 136 136 136 136 

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

The result of the bivariate analysis between sustainable marketing strategy and the three 

measures of corporate  performance (Customer satisfaction, customer‘s loyalty and 

profitability) shows a very strong relationship among the variables which are statistical 

significant at (r =. 931**; .950** and .954**, n = 136 and p<0.05). Therefore, we reject the 

three null hypotheses on the bases of the significant level of the correlation. The result shows 

that 93% of customer‘s satisfaction; 95% of customer‘s loyalty and 95% of profitability in 

electronic firms can be explained by sustainable marketing strategy in the organizaitons. 
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Discussion of Findings  

The result above shows the coefficient (r= .931**; .950** and .954**) between sustainable 

marketing strategy and the three measures of corporate performance (Customer satisfaction, 

customer loyalty and profitability) which indicate a positive and significant relationship. On 

the ground of test of hypotheses, it indicated that strong and positive relationship exist 

between sustainable marketing strategy and corporate performance of the electronic sector in 

Rivers State. Based on the findings, the researcher strongly recommends, sustainable 

marketing strategy as a tools for increasing corporate performance in the electronic in Rivers 

State. 

Conclusion  

The study concludes that sustainable marketing strategy have a very strong associates with 

corporate performance of electronic firms in Rivers State. 

Recommendations 

Based on the findings of this study the following recommendations are made: 

 Sustainability of any business is very instrumental to the success of such a business. 

Consequently, electronic firms operating in Rivers State should strive to sustain a high 

reputation for their loyal customers by providing them with reliable product that meet and 

exceed as to give them confidence in dealing with them. 

 Electronic firms should have to be more useful and engaging with the customers so as to 

move them from being loyal customers to becoming advocates of the company and what 

they stand for. 

 Electronic firms world over should invest huge amount on saving energy, developing 

green products, holding their employees to achieve long-term growth and create business 

value. 

 Electronic firms embracing sustainable marketing strategy should have holistic 

transformation of business model as their anchor point as it requires engagement of 

multiple stakeholders without compromising expectations of consumers 

Practical Implications 

This study provides electronic firms in Rivers State ample ideas on how to use sustainable 

marketing strategy as a source of competitive advantage and for positioning of their 

organization towards greater height of achievement. 

This study also arms the electronic firms with strategy on how to attract, retain and grow their 

customer base which in turn improves their corporate performance. 
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Abstract 
The study is focused on ways sustainability and optimal performance can be achieved in 

Nigerian Polytechnics especially in this era of the global pandemic with dwindling revenues 

in the nation. With the economic challenges brought by the effect of the COVID-19 pandemic 

on the educational sector, it necessitates the need to adopt appropriate management skills 

and educational strategies to enable the diversification of the sources of education funding in 

order to be self-sustaining and adapting to changing circumstances in the next normal. 

Extant literature relating to the study was expansively reviewed in line with self-sustenance 

and strategic agility. The paper which uses content analysis and secondary data was 

anchored on the Performance Management theory in its theoretical framework. It was 

gathered from the study that Managers of the Polytechnics should think out of the box to 

explore the enormous untapped potentials that can help to leverage the higher education 

sector for superior performance and in the realization of global best practices in academics. 

Conclusively, the study calls for a re-evaluation of the internal capabilities of Polytechnics 

for productivity gains as reliance on only one source (government) of revenue can inhibit 

sustainable educational growth, global competitiveness and improved performance. Lastly, 

the study suggested that the management of public Polytechnics should embark on a strategic 

rethink and develop possible initiatives for proper repositioning for positive impact and 

service delivery thereby exploiting to their advantages the unique opportunities available in 

entrepreneurship, innovation, marketing and the global knowledge space. 

Keywords: Higher Education, Management, Self-sustenance, Sustainability,          

Strategic options 

 

1.1 Introduction 

Recent years have witnessed significant growth and investment in Nigeria‘s higher education 

sector with a focus on areas of sustainable educational advantages. Interestingly, the 

acquisition of technical/vocational education has been identified as the most veritable and 

comprehensive tool for technological growth, national and socio-economic development, 

individual socio-economic empowerment and poverty alleviation in Nigeria (Okafor, 2014). 

Hence, the Polytechnic education sector has in the last three decades experienced expansion 

of access through increase in enrolments and establishment of additional institutions in both 

the public and private sectors (Rowell & Money, 2018).  
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However, present economic realities in the sector has continued to reveal unsatisfactory 

results as most Nigerian public Polytechnics tend to be mired in a survival strategy rather 

than advancing beyond boundaries in order to thrive in a changing world. Despite having 123 

Polytechnics, Nigeria is still described as a technological backward country and the poverty 

capital of the world, suggesting that technical education achievements has remained abysmal 

(Otache, 2019).  More so, it is an acknowledged fact that most Polytechnics in Nigeria are 

experiencing major challenges which are threatening the attainment of good 

quality/functional education especially in the issues of under-funding, little autonomy, 

neglect, stigmatization and total dependency on the government for their utmost survival, 

sustainability and the realization of the Polytechnic mandate and purpose (Lawal & Atueyi, 

2017). This has resulted in the continuous blame game of poor performance and slow growth 

between Administrators of higher institutions and the Government/stakeholders in Nigeria 

(Ogwo, 2012).  

Sustainability is a mainstream issue in a world where the limited resources needs to be 

maintained or preserved. It focuses on meeting the needs of the present without 

compromising the ability of future generations to meet their own needs (Belz & Peattie, 

2012). The concept of sustainability is composed by three pillars – economic, environmental 

and social. Thus, with education being a vital ingredient in national progress and 

development of any country, there is need, critical and urgent to develop an alternative and 

comprehensive strategy that will help to re-position the Polytechnic education for better 

delivery on its objectives and goals in order to remain viable, make impact and be sustainable 

(Torkaa, 2010). Hence, in recent times, self-sustenance and strategic agility are approaches 

that are receiving increasing attention as today‘s Polytechnics are expected to evaluate their 

internal capabilities for productivity gains especially during challenging economic times as 

the COVID-19 Pandemic and the global crash in crude oil prices.  

Hence, the objective of this study is to examine the implications of inadequate funding of 

public Polytechnics on one hand and sustainable management on the other hand; with a view 

to understanding the underpinnings of possible strategies that seek a synergistic combination 

for total or partial self-sustenance. This is the crux of the study.  

2.1 REVIEW OF RELATED LITERATURE 

2.1.1 An Overview of the Nigerian Educational System in the 21
st
  Century 

The 21st century higher education is noted to be flexible, creative and challenging with its 

landscape being driven by growing complexities. It addresses a rapidly changing world filled 

with fantastic new problems as well as exciting new possibilities of creativity and innovation 

in the sector (Patel, 2003).  Regrettably, the Nigerian educational system is plagued with a 

malady of disastrous confluences; issues of gross under-funding, decayed infrastructure, poor 

quality staff and students, lack of relevant facilities/equipment, worsening unemployment of 

its graduates and inept and poor leadership, thereby them to schools in crisis (Peretomode & 

Chukwuma, 2007).  More so, many institutions of higher learning in Nigeria are unable to 

build enough lecture halls, students‘ hostels, equip laboratories and workshops and pay staff 

salaries, research grants, allowances and medical bills as and when due (Olannye, 2014). The 

acute shortage of educational facilities in institutions of higher learning in Nigeria due to 

under-funding has led to decline in the quality of higher education in the country.   
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Precisely, the Federal Government spending on education is below 10 percent of its overall 

budget. In 2002 it was 9.2%, 6.5% in 2003, 6.6% in in 2004; 8.206% in 2008 and 

increasingly slightly to 13% in 2008 while in 2012, only 8.42% of the national budget was 

allocated to education (Education Sector, 2020). In this year 2020, only 6.9% of the national 

budget was allocated to education indicating the failure of the government to prioritize 

education in Nigeria. Even though policy makers are quick to say that education is given 

second highest priority in the budget, this level of allocation is far below the 26% 

recommended by UNESCO. 

From the foregoing, the Nigerian government have not showed enough commitment towards 

adequate funding of higher education for its survival, growth and global competitiveness as 

the above percentage (6.9%) for 2020 has been further reduced to 6.7% due to the current 

pandemic ravaging the world. Again, while it is a fact that inadequate funding is not peculiar 

to Polytechnic institutions alone, it is being observed over the years that Polytechnics are 

usually the less funded in the tertiary sector, not minding the fact that technical and 

vocational education is capital intensive.  

2.1.2  The Concept of Self Sustenance and Strategic Agility   

Self-sustenance (self-reliant, self-sufficient) is seen as a situation where a person or an 

organization needs little or no help from others in running the affairs of its core business 

(Gutza & Jessica, 2005). It is a conception of development in which people of a given society 

are mobilized in order to transform their physical, technological, political, administrative, 

economic and social environments, for their general well–being and those of other humanity. 

Also, in the views of Nwankwo & Nwosu (1988) cited in  Pobish & Torkaa  (2012), self-

reliance is a  veritable tool and a development strategy which relies mainly on people‘s 

ability to bring about self-generating and self-sustaining socioeconomic and political system 

which is problem searching, problem learning and problem solving. 

On the other hand, strategic agility is referred to as learning to make fast turns and being able 

to transform and renew the Institution without losing opportunities and also as integration of 

technology, human resources and organization by creating infrastructure, granting flexibility, 

speed, quality and making it possible to respond quickly (Samer, 2013) cited in Otsupius & 

Akintaro, 2020. As astutely posited by Maja  (2015), adopting agility as a strategy helps in 

the transformation of internal operations as only the implementation of both the operational 

and strategic perspectives of agility may lead the Institution to the outstanding performance 

and high patronage to ensure competitive advantage in today‘s dynamic business 

environment. Thus, in a study by Onyema and Akanbi to investigate the influence of strategic 

agility on the perceived performance of manufacturing firms in Nigeria, it was gathered that 

strategic agility is measured by strategic sensitivity, collective commitment and resource 

fluidity. 

Thus, a system is self-sustaining and agile if it is strong, can adjust and adapt quickly to 

changes, can maintain itself and be able to survive alone without much support from other 

parties.  In contemporary years, most Nigerian Polytechnics‘ efforts are geared towards 

seeking possible options of survival via thinking out of the box and embracing creativity and 

innovation. However, to be in a healthy state without outside assistance (total or full self-

sustenance) requires a strong drive for new possibilities geared towards rethinking 

sustainability which should be clearly mapped out for superior performance.   
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2.1.3 Re-thinking Strategies for a Sustainable Future for Nigerian  Polytechnics 

The notion of ―re-thinking‖ refers to re-consideration, re-evaluation, review or re-examining 

a decision or conclusion that has previously been made in order to change or improve it 

(Cambridge Dictionary, 2020). In the context of this study, it points in the direction of 

insufficiency or inadequacy of existing approaches adopted in the management of higher 

educational institutions thereby necessitating a re-think of a more robust and sustainable 

approach. Thus, higher institutions need to do everything within their power to keep positive 

images with their various constituents, and one way to do this is to make use of the 

opportunities innovations, entrepreneurship and strategic alliances present. With the Nigerian 

institutions of higher learning undergoing various reforms to expand and access quality and 

efficiency in the educational system, understanding the concept of sustainability/strategic 

agility and integrating them for improved performance should be a top priority. 

2.1.4  Approaches to Self-sustenance and Strategic Agility in  Nigerian Polytechnics  

Below are some focused activities that could lead to sustainability in the public Polytechnics 

as identified by Dung-Gwom (2014); Okafor (2014) & Otache (2019); they include but not 

limited to: 

-        Agriculture: Poultry, Piggery, cattle rearing, Fishery, Palm Trees  (self-

sustaining oil), Apiary (bee hive), Cassava (garri and starch production), Special 

specie of cassava for Pharmaceutical  Industry, Processing of agricultural 

products etc. 

-        Big Business Center 

-        Private School – Early years (Montessori), Primary and Secondary. 

-        ICT – Website for effective communication and reputation management 

-        Printing Press 

-        BookShop 

-        Rentals (Canopies, bouncing castle, play toys, chairs and tables) 

-        Event centre – renting and management 

- A viable Block Industry (blocks, inter-locking etc) 

- A well-equipped Mini-mart with assorted products. 

-       Fruit extraction – Mangoes, pineapple, oranges, paw-paw and other fruits that 

generally waste away at the peak of their seasons 

-        Generation of own power – renewable energy (solar energy/wind energy) 

-        Tailoring and fashion outfit to meet and exceed the Polytechnic 

 community‘s needs. 

- Outfit for duplicating paper/office files production for internal use and 

 sales. 

- Outfit for tissue paper production. 
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- A Business School with Business/Management Consulting Unit. 

- Outfit for Tie & Die (Locally produced fabrics) 

- Investments in Arts, Sculpture and Painting for sales/exhibitions 

All of the above are viable alternative sources of generating incomes internally if well 

planned and executed. 

To integrate sustainability in the management of public Polytechnics, the following are 

critical nuggets to adopt: 

-        Adequate funding of Polytechnic education to promote practical teaching and 

 procurement of state-of-the-art equipment/tools  

-        Appropriate and conducive environment for both staff and students that will 

 engender proper monitoring and evaluation of all projects. 

-        Operating model should be based on transparency and meritocracy. 

-        Engagement of tested and experienced members of staff in leadership positions  and 

not by favouritism, nepotism or tribalism. 

- Capacity building (training and re-training of staff) to enhance shared 

 knowledge, interactions, expertise and best global practices.  

-        Procurement and installation of technical labs/workshops/studios with 

 contemporary equipment/tools 

-        Acquisition of ICT and other critical tools to makes the Polytechnics products 

 (students) competes with their contemporaries globally. 

- Value re-orientation with an open communication system that spreads 

 developmental ideas among all staff 

-        Quality assurance of teachers and teaching of all courses with a viable and well-

 motivated Quality Assurance team in place to ensure  compliance. 

-        Adequate compensation/recognition of self-motivated and committed 

 Polytechnic staff to boost commitment and contentment within the  institution 

- Management of Polytechnics should take concrete steps also intensify the war 

 against indiscipline and corruption from the highest to the lowest levels. 

- Advocating a paradigm shift from ―sharing the cake‖ to ―baking the cake‘‘, and  this 

re-orientation should cut across government official in charge of higher Institutions, 

the Management, staff and students. 

-        Government must avoid neglect, stigmatization, under-funding that inhibits the 

 educational environment from effective teaching and learning. 

 

 

 



Proceedings of the 14th Annual International Conference 

 772 

2.2 THEORETICAL FOUNDATION OF THE STUDY 

2.2.1 Performance Management Theory 

Increasing complexities in the functions of organizations led to the emergence of new and 

comprehensive concepts in organizational management. Thus, performance management 

theory has gained strong attention to improve results in the midst of challenging economic 

conditions. Performance management has been defined as management‘s systematic 

application of processes aimed at optimizing performance in an organization.  

Fig 1 - Performance Management Process 

 

Source: The Essential Management Toolbox of Performance Management (published  by 

John Wiley and Sons UK, January, 2008) 

Many organizations instead of waiting for external improvements such as market growth and 

technological advances, they looked into their internal capabilities for performance and 

productivity gains. Hence, performance management is the means by which an organization 

ensures that their employees understand how they can contribute to the organizational 

strategic goals. It focuses on the effective management of people in line with the 

organizational goals and objectives to enhance performance; and guarantees the creation of a 

working environment that will allow and enable people to perform their duties and 

responsibilities to the best of their abilities 

However, there is no single universally accepted model of performance management as 

various experts have explained the concept in their own ways. For the purpose of this study, 

we shall adopt the Goal setting theory of Performance Management: 
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The Goal Setting theory: This theory was proposed by Edwin Locke in the year 1968. This 

theory suggests that organizations should adopt a process for establishing a shared 

understanding about what is to be achieved, and how it is to be achieved, and an approach to 

managing people that increases the probability of achieving superior performance.  

The theory further underscore the relevance of three contextual variables – culture, climate 

and the strategic integration of human resource management as they are also related to more 

positive performance management outcomes.  

Thus, the theory believes that people or organizations can be characterized or defined 

according to the volume of awareness they have towards their problems and the degree to 

which they seek suitable solutions. Hence, it is useful for the study. 

3.0 Conclusion and Policy Implication 

To achieve accelerated growth in the higher education sector, the focus of today‘s higher 

institutions must of necessity shift to achieving self-sustenance and strategic agility facilitated 

by a strong corporate culture based on long-term growth strategies. Moreover, to achieve 

global competitiveness and sustainable development, it‘s important to take cognizance of the 

current economic realities.  

Thus, given the global realities of technological advancement and the next normal due to the 

pandemic, the Nigerian Polytechnics need to do everything within their powers to keep 

positive images with their various constituents/stakeholders. To do this, effective avenues of 

internally generated revenue and proper utilization should be prioritized in order to avoid 

over dependency on external sources. The study therefore suggests that the management of 

public Polytechnics should embark on a strategic rethink and develop possible initiatives for 

proper repositioning for positive impact and service delivery thereby exploiting to their 

advantages the unique opportunities available in entrepreneurship, innovation, marketing and 

the global knowledge space. 

Lastly, for Polytechnic education to contribute to the attainment of sustainable national 

development, it must continue to optimize the key sources of growth, expand its investment 

in critical areas, build a highly skilled world-class manpower, achieve total transformation 

through strategic consulting and co-creation; while consolidating on the gains achieved in the 

past years. 
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Abstract 

This study investigated the relationship between information sharing and process 

innovativeness of deposit money banks in Nigeria. The correlational research design was 

deemed pertinent and imperative in this study as it deals with a multivariate analysis of the 

relationship existing between the study variables such as information sharing (predictor 

variable) with its dimension as performance measurement and process innovativeness 

(criterion variable) with its measure as new procedures. The researcher selected all the 

twenty (20) deposit money banks with main branch in Port Harcourt metropolis in Rivers 

State, Nigeria as population for the study. The work was therefore a census study since the 

population of twenty (20) deposit money banks was a manageable size. The researcher 

purposively selected five (5) managerial employees from each of the twenty (20) deposit 

money banks making a total of one hundred (100) employees as respondents for the study 

under review. The researcher used both the primary and secondary data in the course of this 

study. The Pearson Product Moment Correlation (PPMC) statistic was adopted to test the 

hypotheses. The outcome of the study revealed that information sharing is positively and 

significantly related with process innovativeness. It was therefore concluded that adequate 

information sharing improves process innovativeness thereby promoting growth and 

expansion of deposit money banks in Nigeria. Based on the findings, the study recommended 

that, deposit money banks in Nigeria should engage highly motivated and innovative 

managers as a means to initiate, implement and sustain information sharing practice which 

will definitely lead to general organizational innovativeness, growth and competitive edge. 

mailto:dumopara@gmail.com
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Deposit money banks in Nigeria should passionately review, strengthen and increase the 

level of information sharing in anticipating of improving process innovativeness. Deposit 

money banks in Nigeria should through various managers support employees with access to 

required information especially for the development of new procedures. 

Keywords: Information Sharing, Process innovativeness, Performance measurement, New 

Procedures. 

 

Introduction 

Today, the banking sector is facing challenges resulting from the rapidly changing business 

environment, threatening their survival and long-term success (Easa, 2019; Jyoti & Dev, 

2015). Academics and practitioners alike realized the need to be innovative in order to face 

these challenges (Cheung & Wong, 2011). Innovation becomes one of the major 

characteristics required for organisational success in twenty-first century workplaces 

(Cekmecelioglu & Gunsel, 2013; Nakano & Wechsler, 2018). Researchers have been trying 

to identify the factors that stimulate and sustain innovation in organisations (Damanpour & 

Schneider, 2006; Han et al., 2016). The most significant factor that affect innovation is 

information sharing (IS) (Abbas et al., 2019; Bojica & Fuentes, 2012; Mittal & Dhar, 2015).  

Information sharing especially on performance measurement is a practice that has been found 

to encourage innovation. Specific and challenging goals in general serve to raise employee 

motivation and performance (Locke & Latham 1990). Performance measurement is therefore 

the process of collecting, analysing and/or reporting information regarding the performance 

of an individual, group, organisation, system or component. It is also the process of 

quantifying the efficiency and effectiveness of past actions. Performance measurement boosts 

employee motivation, morale, and physical, mental and emotional welfare and willingness to 

innovate. 

Deposit money banks have a long history of adapting to new technology and procedures. In 

their search for sustainable profits, deposit money banks are understandably motivated to 

seek out and implement process and procedural efficiencies and pursue innovations to grow 

income.  

Process innovativeness according to Gupta (2013) refers to the new procedures, policies, 

organisational forms and knowledge embodied in the distribution channels, products, 

applications, as well as customer expectations, preferences, and needs. Leonard and waldman 

(2007) posited that process innovation is seen as creating a new process and improving on the 

existing once. Process innovativeness is therefore the implementation of a new or 

significantly improved production or delivery method which includes significant changes in 

techniques, procedures, equipment and/or software. It is the capability of the firm to refine 

and enhance existing procedures and techniques. New procedures as an enhanced or a 

modified step-by-step sequence of activities or course of action (with definite start and end 

points) that must be followed in the same order to correctly perform a task is an aspect of 

process innovativeness in the service industry. 

Many studies have revealed that information sharing on employee performance has a 

significant relationship with innovativeness (Li-Chun & Liu C., 2008; Sarra & Mehrez, 2014 

& Hasan 2015). Studies have also shown that engaging in information dissemination of new 

strategies, process and procedures among employees is a crucial factor in the promotion and 
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sustenance of process innovation and innovative abilities of organisations (Phyra et al. 2015; 

Sarra & Mehrez 2014). Therefore the need to adopt information sharing in deposit money 

banks in Nigeria as a strategic tool and managerial practice to expand and enhance 

innovativeness has been advanced for proper research in this study. 

Operational Conceptual Framework 

 

 

Hypothesis 

H01: There is no significant relationship between information sharing and process 

innovativeness of deposit money banks in Nigeria. 

Literature Review 

The theoretical framework for this study is anchored on Information sharing theory. 

Information Sharing Theory 

The theoretical framework for this study is anchored on Information sharing theory. 

Information sharing theory provides an understanding of the factors that enable and constrain 

information exchange among individuals. It is based on the premise that ―organisational 

culture and policies as well as personal factors can influence people's attitudes about 

information sharing‖ (Constant et al., 1994). Constant et al. (1994) concluded that people‘s 

attitudes related to social and organisational factors actually moderate reciprocity and 

information sharing behaviour. Thus, the attitude considered in our case is willingness to 

share information (Bock et al., 2005; Van Den Hooff et al., 2012), which is shown by an 

individual‘s positive ‗attitude‘ towards others (De Vries et al., 2006). The fact that 

‗individuals‘ (and not companies or machines) share information requires insights from 

knowledge/information sharing literature where individuals/humans are the focus. De Vries 

et al. (2006) define willingness to share as the level to which a ‗person‘ is inclined to allow 

another ‗person‘ access to his/her information capital.  

Circumvention Innovation Theory 

Kane (1981) invented circumvention innovation theory. His postulation indicated that several 

aspects of government guidelines, bearing similar element of implicit duty, humiliate 

outcomes of profitability pursued by firms. In this regard, both market and regulation 

invention ought to be seen as part of the constant conflicting process in relation to self-

Fig. 1:  Operational conceptual framework showing the relationship between information 

sharing and process innovativeness.  

 

Source: Adapted from the works of Bowen & Lawler (1992, 1995) and Balachandran   & 

Process Innovativeness 

 

 New  
Procedures 

Information 

Sharing 

 

 Performance 
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regulating, political versus economic forces. Due to the uniqueness of the financial services 

industry, stricter regulations are imposed. Institutions rendering financial services deal with 

challenges such as decrease in profits as well as let down by management prompted by 

government restrictions hence achieving the least possible losses. Thus, invention is regularly 

brought about by desire to make profits as well as circumvent government rules. This model 

from Kane is considered not unrealistic.  

The theory evaluated the cause of innovation. Regulation invention theory was introduced by 

Scylla et al (1982).This theory describes inventions based on economic growth history. This 

model postulates invention and social regulation to be nearly related adding that economic 

regulation is influenced through regulatory changes. According to Scylla et al (1982), it is 

challenging to have room for innovation in the planned economy with pure free economy and 

tight regulation. Hence, any adjustment caused by reforms in regulation in the financial 

structure can be termed as financial innovation. The interaction between government and the 

market eventually creates the spiral growth process, described as, ―control-innovate, controls 

again-innovates again‖. This same model is considered to have seen the expansion of the 

scope of innovation with government activity being viewed to possess key stimulus to 

innovation. Financial control constrains innovation, and therefore rules and regulations that 

are considered the sign of financial control ought to be the direction of financial innovation 

and reform. 

Concept of Information Sharing 

Information sharing refers to the extent to which an organisation distributes information to its 

employees regarding policies, its relation to the general environment, and work-related goals 

(Boselie, Hesselink, Paauwe, & Van Der Wiele, 2000; Lawler, 1992; Pfeffer, 2005). It is a 

means of employee empowerment concerned with the distribution of useful information 

among people (employees), systems or oganisational unit in an open environment so as to get 

a job done effectively and efficiently. Information sharing such as communicating with 

employees on their performance is a practice that have been found to encourage 

innovativeness. Communicating to employees on what is expected in terms of performance 

and results is important. 

Information sharing is the exchange of information among Organisational staff to enhance 

competitiveness and effectiveness. Moberg et al (2002) assert that information sharing is a 

key ingredient for organisations that seek to remain competitive. Their study of supply chains 

in the United States shows that organisations have to understand the role of information 

sharing if they want to stay competitive and boost their profitability. Vidal & Moller (2007) 

assert that information sharing ―allow subordinates to adjust their effort to the organisation‘s 

prospects, which has a positive effect on overall surplus‖. Kreitner & Kinicki (2006) are also 

of the view that ―adequately informed employees have a significant competitive advantage‖ 

in terms of information sharing. Calo et al (2012), assert that information sharing also lead to 

improvement in decision making, improved communication, cost reduction and coordination 

improvements, among other benefits. Hatala & Lutta (2009) draw attention to barriers to 

information sharing. 

According to Landgon (1999, p. 54), ―objectives are still useful for the communication of 

performance intent‖. This argument is reinforced by Xavier, (2002, p. 33), who posits that 

clarifying expectations and the roles and responsibilities of employees through ―clear 

communications and feedback can improve manager and employee effectiveness‖. 

Additionally, Mills, (2002, p. 41) pointed out that ―people who see the connection between 
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their personal goals and the larger goals of the organisation will have a greater impact on the 

achievement of those goals than people who see no such connection‖ 

Concept of Process Innovativeness 

Process innovativeness is a tool to improve organisational efficiency. A firm may adopt new 

technologies, buy new machineries, train their employees and reorganise their processes to 

make a process innovation. Oslo Manual (OECD, 2005, p. 49) defines a process innovation 

as ―the implementation of a new or significantly improved production or delivery method. 

This includes significant changes in techniques, equipment and/or software.‖ Oslo Manual 

(OECD, 2005, p. 49) acknowledges that process innovativeness may decrease unit production 

or delivery costs to increase quality, produce or deliver new or significantly improved 

products. It covers new or significantly improved techniques, equipment and software in 

support activities namely accounting, purchasing, maintenance and computing. The 

implementation of new or significantly improved information and communication technology 

is a process innovativeness if it improves the efficiency or quality of a support activity 

(OECD, 2005, p. 49). Akyos (2006:4) acknowledged that process innovativeness can be 

defined as a new production method. Keizer et al. (2002, pp. 1-13) state that process 

innovativeness covers changes caused by new information and communication technologies 

to improve productivity and quality of support activities. Davenport (1993, p. 5) believes that 

process innovativeness consists of production, work, management and operational processes. 

Polder et al. (2010) believe that process innovativeness is improving logistics and 

manufacturing methods significantly or improving support activities such as accounting, 

information technologies, purchasing, and maintenance significantly. Olson et al. (1995) 

acknowledge that firms make a process innovation to decrease the production cost. Ettlie and 

Reza (1992) claimed that firms apply new processes and procedures to compete with other 

firms and satisfy their customers. Innovativeness, which is the capability of a firm to develop 

and introduce new products, processes and procedures (Damanpour & Gopalakrishnan, 2001; 

Garcia & Calantone, 2002; Wagner & Bode, 2014), belongs to this category of value 

generating capabilities (Wang & Ahmed, 2004). Process innovativeness refines and enhances 

existing procedures and techniques (Song & Montoya-Weiss, 1998; Garcia & Calantone, 

2002), which implies relatively narrower and more specific knowledge resource needs 

(Linderman, Schroeder, & Sanders, 2010), rendering the streamlined programs more efficient 

(Garcia & Calantone, 2002). Process innovativeness captures the introduction of new 

production methods, new management approaches, and new technology, which can be used 

to improve production and management processes and procedures. 

Process innovativeness is the result not only of combining and co-ordinating external 

resources to gain and internalize new knowledge, but also of legitimizing and conforming to 

normative standards and pressures. Innovation can be viewed as the process of creating 

something new and also as the actual outcome of that process. Johnson et al. (2000) suggest 

that in services, innovation can be in the form of radical innovation that creates new services 

for undefined markets, new services for existing markets, or new service offerings for 

existing customers. Alternatively innovation can be incremental in nature such as 

augmentation of the existing service line, changes in features of current services, and style 

changes. 

Bi, Sun, Zheng and Li (2006) contend that process innovation consist of the implementing of 

a new significant improve service delivery or production method that consist of equipment, 

techniques changes, procedures e.tc. Therefore, process innovativeness deals with new 



The Academy of Management Nigeria 

 781 

processes with improved production method with the aid of new techniques, equipment and 

skills and improved service delivery. 

Process innovativeness is concerned with how services are rendered. They include the 

organisational and technological components of organisations, together with inter-

organisational relationships. Recent changes in the management of public organisations have 

heightened the importance of internal organisational changes. Such changes include the New 

Public Management (NPM) movement of the late twentieth century, which placed emphasis 

on process innovativeness through its focus on business and managerial practices, and the 

more-recent changes associated with networked governance (Pollitt and Bouckaert, 2004; 

Agranoff, 2007).  

Methodology 

Research Design 

The study is correlational in nature, and is carried out in the natural environment where work 

proceeds normally (non-contrived setting). 

Population 

The population for this study includes all the deposit money banks licensed to operate in 

Nigeria. According to the Central Bank of Nigeria (CBN), the number of deposit money 

banks in Nigeria with operational permit totals twenty two (22). Given the insecurity nature 

of some part of the country, not all the deposit money banks were used in the study. Table 1 

below shows all the deposit money banks in Nigeria. 

Hence the sample size of one hundred (100) was chosen as follows: One (1) Branch manager, 

one (1) Operations manager, one (1) Human resources manager, one (1) Customer relations 

manager and one (1) Internet technology manager from each deposit money bank making a 

total of five (5) managerial staff from each deposit money bank and a final total of one 

hundred (100) managerial staff from the twenty (20) deposit money banks.  

Table 1: Distribution of Sample Size 

S/N DEPOSIT MONEY BANKS NUMBERS OF STAFF 

1 Access Bank Plc.  5 

2 Citibank Nigeria Ltd.  5 

3 Ecobank Nigeria Plc.  5 

4 Fidelity Bank Plc.  5 

5 First Bank Nigeria Ltd.  5 

6 First City Monument Bank Plc.  5 

7 Globus Bank Ltd.  5 

8 Guaranty Trust Bank Plc.  5 

9 Heritage Banking Company Ltd.  5 

10 Key Stone Bank  5 

11 Polaris Bank  5 

12 Stanbic IBTC Bank Ltd.  5 

13 Standard Chartered Bank Nigeria Ltd. 5 

14 Sterling Bank Plc.  5 

15 Sun Trust Bank Nigeria Ltd.  5 

16 Union Bank of Nigeria Plc.  5 

17 United Bank For Africa Plc.  5 
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18 Unity Bank Plc.  5 

19 Wema Bank Plc.  5 

20 Zenith Bank Plc. 5 

                      TOTAL                                                        100           

 Source: Survey Data, 2020. 

Methods of Data Analysis  

The hypotheses were analysed by means of the Pearson Product Moment Correlation 

(PPMC). The Pearson Product Moment Correlation was calculated on SPSS 21.0 version 

software package to establish the relationship among the empirical referents of the predictor 

variable and the measures of the criterion variable.  

Result 

H01: There is no significant relationship between information sharing and process 

innovativeness of deposit money banks in Nigeria. 

Table 2: Information sharing and process innovativeness 

 Info_sha Proc_Inn 

Info_sha          Pearson Correlation Coefficient 

                        Sig. (2-tailed) 

                        Sum of squares and Gross Products 

                        Covariance 

                        N 

 1 

 

2005.310 

20.256 

100 

.988** 

.000 

373.240 

6.290 

100 

Proc_Inn         Pearson Correlation Coefficient 

                        Sig. (2-tailed) 

                        Sum of squares and Gross Products 

                        Covariance 

                        N 

.988** 

.000 

373.240 

6.290 

100 

1 

 

2005.310 

20.256 

100 

Note: Inf_sha = Information sharing; Proc_Inn = process innovativeness; ** = correlation is 

significant at the 0.01 level (2-tailed).  

As shown from the data analysis using a sample size of one hundred (100) on table 2 above, 

the relationship between information sharing and process innovativeness is strong, positive 

and significant. Evidence show that Pearson product correlation coefficient is .988 and the 

probability value less than the critical value (i.e. r = .988, p = .000 < 0.01). In other words, 

information sharing is positively correlated with process innovativeness. This means, if 

deposit money bank employees strengthens their level of information sharing, process 

innovativeness will as well, increase. Therefore, the null hypothesis which states that there is 

no significant relationship between information sharing and process innovativeness was 

rejected, while the alternative hypothesis which states that there is a significant relationship 

between information sharing and process innovativeness was accepted. 
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Summary of Hypothesis 

Table 3: Summary of Hypothesis Testing Result 

S/N Hypothesis Result  Decision  

Ho1 There is no significant relationship 

between information sharing and process 

innovativeness of deposit money banks 

in Nigeria. 

 r = .988  

 p-value = .000 

 Reject Ho1 since p-value  

 < 0.01 significance level. 

 

Source: Survey Data, 2019 

Discussion of Findings 

Information Sharing and Process Innovativeness  

The test of the only hypotheses in this study revealed that the relationship between 

information sharing and process innovativeness is strong, positive and significant. This was 

shown by Pearson product correlation coefficient = .988 and the probability value less than 

the critical value (i.e. r = .988, p = .000 < 0.01). In other words, information sharing is 

positively correlated with process innovativeness. This means, if various managers in deposit 

money banks in Nigeria strengthen and increase their level of information sharing, process 

innovativeness will as well, increase. Therefore, the null hypothesis which states that there is 

no significant relationship between information sharing and process innovativeness was 

rejected, while the alternative hypothesis which states that there is a significant relationship 

between information sharing and process innovativeness was accepted. It was therefore 

observed in the present study that information sharing contributes to the development of new 

process and procedures among the deposit money banks. 

This finding is consistent with Enticott et al. (2009) who posited that information sharing 

among employees triggers product, process and service innovativeness which in turn triggers 

internal and external competitive comparative advantage against other firms whose 

employees have less access to information. And Rawan et al. (2018) who also posited that 

information sharing improves product development, processes, procedures and service 

improvement thereby leading to general organisational innovativeness, growth and 

competitive edge. 

Conclusions  

Drawing from the findings of this work, there is a proof that information sharing (predictor 

variable) as regards performance measurement of employees has a positive connection with 

process innovativeness (criterion variable) relating to the establishment and implementation 

of new procedures in deposit money banks in Nigeria. Adequate information sharing and 

dissemination by deposit money bank managers and employees is a sine qua non for process 

innovativeness. 

Recommendations 

As a result of the finding and conclusion of the study, the recommendations below are herein 

preferred: 

i. Deposit money banks in Nigeria should engage highly motivated and innovative 

managers as a means to initiate, implement and sustain information sharing 
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practice which will definitely lead to general organizational innovativeness, 

growth and competitive edge.  

ii. Deposit money banks in Nigeria should passionately review, strengthen and 

increase the level of information sharing in anticipating of improving process 

innovativeness.  

iii. Deposit money banks in Nigeria should through various managers support 

employees with access to required information especially for the development of 

new procedures. 
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Abstract 

The study on service quality and patronage of ABC and Peace mass transit services in 

Calabar metropolis was aimed at determine the effect of service quality dimensions such as 

tangibility, reliability, responsiveness, assurance and empathy on the patronage of ABC and 

Peace Mass Transit services in Calabar Metropolis. Based on the above, a survey research 

method was adopted in the study in order to obtain primary information through the 

administration of a semi structured questionnaire on 400 passengers of ABC and Peace mass 

transit services in Calabar metropolis. A response rate of 91.7percent was obtained and was 

further subjected to analysis using multiple regression. Based on the above, the study 

revealed that service quality dimensions such as tangibility, reliability and responsiveness all 

have a significant effect on the patronage of ABC and Peace mass transit services in Calabar 

metropolis. While assurance and empathy were not having an effect on the patronage of ABC 

and Peace mass transit services in Calabar metropolis. Based on the above, it was concluded 

that the provision of quality services remains an important consideration in a successful 

transportation business; and as such, it was recommended that   a great service can only be 

delivered on the basis of meeting with the passenger’s requirement by ensuring that the 

various dimensions of service quality such as tangibles, responsiveness, reliability are 

adequately combined in order to provide customers with a satisfactory transit service 

encounter. 

Keywords: Service quality, Tangibility, Reliability, Responsiveness, Assurance, Empathy, 

Patronage and Transit services. 

 

1.0 INTRODUCTION 

1.1 Background to the study 

All over the world, people travel a great deal. This  travel includes many inter-city and other 

long distance trips that most times crosses one or more state lines or international boundaries. 

This travel, often times are for the purpose of business, tourism, visit to friends and family 

members among others. Based on the above, the transportation sector according to Babbie 

(2004) in any economy remains a very vital sector  because most economic activities solely 

depends on its efficiency to move labour, consumers and goods between multiple 
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destinations. The transportation sector has generally, proven to be a key ingredient that is 

capable of stimulating economic growth and development of every nation. In fact the 

contributions of the sector on the economy of Cross River State cannot be underestimated; as  

the sector has continually proven to have pedalled the influx of tourists, business men and 

women whose activities have significantly contributed to the economic growth and 

development of the State. In today‘s society, technology has according to Polat (2012) 

created different means of transportation ranging from cars to buses, trains, airplanes, 

pipeline, space ships, submarines, etc. But however, the most dominant means of 

transportation in Nigeria according to Babbie (2004), has remained the road transport because 

of its affordability and proximity, which in turn accounts for over 90% of the internal 

movement of goods and passengers in Nigeria. 

In line with the above assertion, the study is limited to road transportation; as the sector has 

according to Patrick and Lawrence (2016) attracted several road transport companies who 

compete on daily basis for the patronage of travellers thereby making the transportation 

sector a highly competitive industry. The competitiveness of the transport industry especially 

in Calabar metropolis remains evident, as transport companies such as ABC, Peace Mass 

Transit, the Young shall Grow, Calculux, To and Fro, Pleasure Travellers etc aggressively 

canvass for passengers as early as 5:30am with their loud music and ringing of bells. In line 

with the above, transport companies are also adopting various strategies to ensure that 

passengers continually patronise their services over that of their competitors; by continuously 

striving to provide quality services to their customers. This is because in a service oriented 

industry such as transportation, delivering superior service quality is key to achieving 

customer patronage which in turn has a positive impact on market share, profitability and 

competitive advantage.  

Supporting the above view point, Gilbert, Veloutsou, Goode, and Moutinho (2004) 

maintained that in a highly competitive industry, attracting customers with dedicated and 

high quality services remains critical for the success of that business organization because the 

provision of quality services becomes one of the few means for obtaining a competitive 

advantage in the attraction of new customers and the expansion of the market share of an 

organization in the transport industry (Karin and Pervez, 2014). Thus, service quality as a 

term is defined by Agyapong, (2011) as the customer perception of how well a service meets 

or exceeds their expectations. Service quality is commonly noted as a critical prerequisite and 

determinant of competitiveness for establishing and sustaining satisfying relationships with 

passengers. Based on the above definitions of service quality, it remains evident that the 

customers (passengers) perspective in the definition of service quality remains very important 

because services as hypothesized by Parasuraman, Zeithaml and Berry (1988) entails three 

essential aspects, which are intangibility, heterogeneity, and inseparability which in turn 

makes it difficult to evaluate the quality of a service in comparison to that of a good.  

However, it becomes pertinent in the analysis of service quality (SERVQUAL) by customers 

to use the five dimensions of Tangibles (the appearance of physical facilities, including the 

equipment, personnel, and communication materials), 

Reliability (the ability to perform the promised service dependably and accurately), Responsi

veness (the willingness to help customers), Assurance (the knowledge and courtesy of 

employees and their ability to convey trust and confidence) and Empathy (the provision of 

caring, individualised attention to customers) in order to ascertain their effect on customers‘ 

behavioural intentions which could according to Bitner (1990), Bolton and Drew (1991), 

Boulding, Ajay, Staelin, and Zeithaml (1993), Cronin and Taylor (1994)  be customer‘s 
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patronage intentions and intentions to recommend the company to others as well as the 

willingness to pay more for the services of the organization.  

Hence, this study on service quality and the patronage of ABC and Peace Mass Transit 

services in Calabar Metropolis is aimed at determining the effect of the five dimensions of 

SERVQUAL which are Tangibility, Reliability, Responsiveness, Assurance and Empathy on 

the patronage of both Peace mass and ABC transport in Calabar Metropolis. 

1.2 Statement of the problem 

The relevance of the transportation sector to the growth and development of an economy 

cannot be underestimated as the sector has generally, proven to be a key ingredient that is 

capable of stimulating economic growth and development of every nation. In Cross River 

State, the transportation sector has continually proven to have pedalled the influx of tourists, 

business men and women whose activities have significantly contributed to the economic 

growth and development of the State. Based on the above relevance of transportation to the 

economy of the state, the sector should have remained a key asset of the government that is 

wholly owned and controlled by an agency of government ; in order to help curb the 

unhealthy rivalry among the ever increasing number of private transportation firms within the 

sector, and also help curtail the activities of zealous transport companies  whose intension 

remains to exploit innocent passengers with excessively high fares during festivity periods all 

in the name of providing quality services. 

However, the inability of the state government to effectively take control of the transportation 

sector by owning and dominating most activities in the sector have led to the rapid 

intervention of private transporters such as ABC, Peace mass transit, Calculux, Goshen 

Voyage, Cross country, To and Fro, Pleasure travellers, Ifasinschi motors etc whose activities 

have to an extent triggered more rivalry and stiffed the competition existing within the sector. 

Hence, the neglect of the transport sector by the state government to the hands of private tran

sporters has stiffened the competition experienced within the sector, and such competition 

has left most transport companies to adopt the service quality strategy as a panacea for 

ensuring continuous customer patronage because according to Agbi  and Adekunle (n.d), in a 

service oriented industry such as transportation, delivering superior service quality is key to 

achieving customer patronage. Thus, the problem of the study is that, do service quality 

dimensions such as Tangibility, Reliability, Responsiveness, Assurance and Empathy  have 

an effect on the patronage of ABC and Peace Mass Transit services in Calabar Metropolis? 

1.3 Objectives of the study 

The major objective of this study is to determine the effect of service quality on the patronage 

of ABC and Peace Mass Transit services in Calabar Metropolis. While the specific objective 

is to determine the extent to which the five dimensions of service quality such as Tangibility 

Reliability, Responsiveness, Assurance and Empathy affect the patronage of ABC and Peace 

Mass Transit services in Calabar Metropolis. 

1.7 Scope of the study 

This study focuses on determining the extent to which service quality dimensions such as 

Tangibles, Reliability, Responsiveness, Assurance and Empathy affect the patronage of ABC 

and Peace Mass Transit services in Calabar Metropolis of Cross River State.  
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1.8 Historical Background  

The historical background of both Calculux and ABC Transport is presented below. 

ABC Transport Plc on the other hand commenced operation in road passenger transportation 

on February 13, 1993 as an off-shoot of  Rapido Ventures with a view to running a modern 

road transportation system in Nigeria.In March 2003, Capital Alliance Private Equity (CAPE) 

acquired 30% shares of ABC Transport. With the acquisition, Capital Alliance (Nigeria) 

became stakeholders in ABC TRANSPORT, a partnership that re-positioned the company for 

greater performance. ABC Transport operates luxury bus services according to accepted 

international standards of road transportation. Its services are specially designed for 

distinguished travellers who would otherwise use air service. 

ABC operate within and outside Nigeria using ultra-modern terminals, with comfortable 

lounges in various cities like Lagos (Jibowu & Amuwo-Odofin), Aba, Owerri, Port-Harcourt, 

Abuja, Enugu, Onitsha, Umuahia, Jos, Mbaise, Bolade, and Accra (Ghana). They also have 

terminals spread across Nigeria with Calabar inclusive. ABC buses are dubbed with the 

company's trademark the Reindeer. The choice of the Reindeer as the company's symbol was 

made after a careful study of the peculiarities of the animal which is strong, fast and moves in 

herds.For the company's remarkable achievement in transportation, ABC Transport was 

adjudged the Best Transporter in Nigeria by the Chartered Institute of Transport, Nigeria and 

has since then consistently won the National Bus Operator of the Year Award along with 

other accolades by renowned bodies. 

Peace Mass Transit Limited on the other hand is one of the biggest and foremost inter-state 

travels company with over 3,000 buses spread across its terminals. PMT as it is fondly called 

travels the most routes in Nigeria because of its large fleet of buses and staff working in all its 

65 terminals located across states of the federation. Its major routes include Enugu, Port-

Harcourt, Onitsha, Ibadan, Lagos, Abuja, Jos, Akure, Ilorin, Delta, Calabar, Bayelsa, Minna 

and Benin to mention a few. Peace Mass Transit operates a pricing system that is affordable 

for all classes of people in Nigeria and its drivers are safety conscious and undergo training at 

FRSC. Also, speed limiters are installed in all vehicles for safety purposes and to reduce 

accidents on the highway. 

2.0 LITERATURE REVIEW AND THEORITICAL FRAMEWORK  

2.1 The Concept of Service Quality  

Service quality as a concept remains very significant in the service industry and as such it has 

received great attention by many scholars and practitioners such as Davidson,(2003)  Gilbert, 

Veloutsou, , Goode and Moutinho, (2004), Loizides,(2005); Petridou, Spathis, Glaveli, & 

Liassides, (2007), etc. Based on the above, No clear consensus according to Wisniewski 

(2001) has been built up on the definition of service quality. Traditionally, service quality has 

according to Parasuraman, Berry and Zeithaml  (1991) been explained as the gap between 

customer expectation about the service and perception of how the service has been 

performed. To Zaithaml and Bitner (2003) service quality is the overall judgment or decision 

to the superiority of a service. According to Akbaba (2006), service quality is defined as the 

result of a comparison established between the customers‘ expectation about the service and 

their perception of the actual services or the way such services are being provided. Based on 

the above definition, it can scholarly be opined that a definition of service quality without 

regarding the customers‘ perspective would amount to an inappropriate definition and as such 

the definition of service quality is summarized as a multi-dimensional construct commonly 
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regarded as customer judgements about service supplier and customer interactions and the 

service itself (Cronin and Taylor, 1992).In  line with the above definition of service quality, it 

becomes difficult to analyse service quality because according to Nilsson-Witell and Fundin 

(2005)  the expectation of consumers along with the processes as well as service outcome 

differ from customer to customer and also customers value a service differently based on 

their attitudes and diverse conditions in the sense that a service which is classified as fulfilled 

by one customer may still be expected by another.  

However, in a bid to clearly understand the concept of service quality, Conrad et al, (2005), 

as well as Wilkins et al.,( 2007) all maintain that customer expectation as well as all other 

factors by which customers compare their expectation with real service remains very 

important. And as such Lin (2005) opines that companies which cannot understand and meet 

their customer expectations would be out of market between seven to nine years. In line with 

the context above, to Parasuraman, Berry and Zeithaml  (1998) hypothesised the factors of 

service quality to include tangible, reliability, empathy, assurance and responsiveness and 

used a model called the SERVQUAL model to clearly explain the quality of services offered 

by service providers. 

2.1.1 Dimensions of Service quality. 

According to Parasuraman, Zeithaml and Berry (1998) the five dimensions of service quality 

include reliability, assurance, tangibility, empathy, and responsiveness. These dimensions are 

discussed as follows: 

1. Tangibility: tangibility is defined as the appearance of physical facilities, equipment, 

personnel, and written materials. In the transportation industry tangibility will refer to 

modern looking structures such as offices, new vehicles, well dressed employees (office 

staff and drivers), and a visually appealing environment. 

2. Reliability: reliability is defined as the ability to perform the promised service 

dependably and accurately. In a service environment it relates to whether the service was 

performed right at the first time, handling of customers service problems, right order 

fulfilment, accurate records, and fulfilment of promise made. Reliability with respect to 

physical products means if the product performs that which it‘s expected to do. In the 

transportation industry, the state of performance of the vehicles in transporting passengers 

from point A to point B, consistently adhering to the stipulated departure time, keeping 

accurate records and error free billing system will be a measure of reliability. 

3. Responsiveness: responsiveness is defined as the willingness or readiness of employees 

to help customers and provide prompt service. Johnston (2005) defines responsiveness as 

speed and timeliness of service delivery. It refers to timeliness and service capabilities to 

respond promptly to customer service requests. More specifically, in the transport sector, 

it indicates understanding the needs and requirements of the customer, easy operation 

time, attention to complaints and customers' safety in their dealings (Kumar et al., 2011). 

4. Assurance: assurance has to do with the knowledge and courtesy of employees and their 

ability to inspire trust and confidence. The inseparability of production and consumption 

and the co-production of services implies that the people providing the service play a 

significant role and therefore the perceptions of the assurance dimension will influence 

the overall perceived service quality. In the transportation industry service is a high 

involvement activity and all contact between frontline personnel such as drivers and 

passengers is important and complex. The assurance perceived by passengers can enhance 
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this interpersonal relationship with vehicle operators such as drivers and other personnel.  

The assurance dimension comprises of the following items: a courteous and friendly 

transport official; courteous and friendly support staff; confidentiality of customers‘ 

information; the ability of employees to inspire trust and confidence in a customer; the 

thoroughness of explanation of vehicle condition; how the staff make customers feel safe 

and relaxed in their transactions; and the honesty of employees (Ramsaran-Fowdar, 

2005). 

5. Empathy: empathy is defined as a caring and individual attention that the firm provides 

to its customers. It involves employees understanding their customers‘ needs, and 

offering individual attention by being approachable and sensitive to their needs. Empathy 

in the transportation sector will include understanding the specific needs of each customer 

and paying attention to them, making the customer feel welcome and operating 

convenient business hours.  

2.2 Meaning of Patronage. 

Patronage in clear terms is the acquisition of a product or service for direct or indirect use. 

People patronize organizations products/services at one time or the other. Patronage often 

times precedes loyalty because a customer who patronises a service and is fully satisfied with 

such service would become loyal to the service provided. Therefore, there is a strong 

relationship between patronage and loyalty. Patronage is burn out of a desire to be committed 

to an organization either based on its service quality or perceived service qualities. Hence, the 

extent to which a customer will patronize the services of an organization depends on how the 

customer perceives the services offered by the organization and how the customer also thinks 

and feels that the condition of the service environment is consistent with his / her personality. 

2.3   Conceptual Model 

This section seeks to reveal the effect of the dimensions of service quality on the patronage of 

ABC and Peace Mass Transit services 
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Fig 3: Conceptual Model 

Source: developed by the researcher. 

From the conceptual model above and available literature reviewed it shows that the quality 

of service is considered a critical success for contemporary service companies, and as such 

Service quality has a close conceptual, as well as empirical link to the patronage of services 

provided by service providers. This simply implies that improved service quality translates 

into favourable behavioural intentions, which in turn, leads to customer patronage. Therefore, 

the model reveals that the inculcation of the various service quality dimensions such as 

tangibles, reliability, assurance, responsiveness and empathy by a service provider in the 

rendering of his /her services would amount to customer satisfaction and a satisfied customer 

would show favourable behavioural intentions, like repeated patronage of the service 

providers‘ offerings. 

2.3.1   Tangibles and Patronage of Services 

The tangibles dimension of a service is the physical evidence of a service and according to 

Parasuraman et al., (1988) service tangibles are the physical quality such as facilities, 

equipment and personnel appearance. Based on the above definition, Rushton  and Carson 

(1989) divided service tangibles into (2) main features and they are Tangible surrogate and 

tangible benefits. Tangibles surrogate simply has to do with the physical surroundings of the 

intangible service while the tangibles benefit has to do with the physical result a customer 

receives from a service performance. In line with the above, Reddy, Buskirk and Kacke 

(1993) maintained that the key to success in the service industry is centred on  the general 

notion of making service intangibility more  tangible in order to enable customers have a 

basis for evaluating their Pre and after purchases. Based on the above general notion, Yator 

(2012) maintained that facilities like well-furnished reception desk, trained personnel, Clean 

Tangibles 
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surroundings can influence customer perceptions about the offerings of a service provider, of 

which when such perception when positive and satisfactory can amount to the patronage of a 

service provider by the customer. A study conducted by, Alsaqre (2011) on the effects of 

Tangible and Intangible factors on Customers‘ Perceived Service Quality in Hotel Industry in 

Al-Ladhiqiyah, Syria recommended that great attention must be given to all tangible factors 

of service quality because such factors have their influence on customers‘ loyalty as well as 

retention and are capable of bringing more profits to the organization.  

Summarily, A study conducted by Agbi and Adekunle (n.d) on Service quality and customer 

loyalty in road transport industry. The study was aimed at throwing more light on the 

relationships between service quality dimensions and customer loyalty in the road 

transportation industry in Benin City. The study showed that customer loyalty in 

transportation sector in Benin City is significantly affected by tangibility. 

2.3.2 Reliability and Patronage of Services 

Reliability as a service quality dimension is simply the ability to perform the promised 

service dependably and accurately. A study conducted by Daniel (2017) on  the effects of 

service quality on customer patronage among commercial banks in Kenya  revealed that 

reliability among other service quality dimensions positively have an effect on customer 

patronage  and  retention. Thus, it was recommended in the study that sincere interest in 

effectively delivering services to customers would in turn improve the overall service 

delivery process  herby leading to increase patronage by customers that is capable of 

increasing the overall profitability of the service provider. In line with the above result, Corry 

(2018) having identified the relevance of reliability as a service quality dimension proposed  

strategies to increase service reliability to include the ability of the service provider to keep 

information flowing in both ways, manage customers expectation pre-emptively, regularly 

review customers feedback and build a supportive service delivery culture, in order to keep 

them excited and consequently retain them. 

Summarily, A study conducted by Oyeobu, Oyebisi, Olateju and Sesede (2014) on the 

Assessment of the Effects Service Quality on Performance of  Road Transport Company in 

Nigeria. The findings of the study revealed that there is strong positive relationship between 

reliability and customer satisfaction. 

2.3.3 Responsiveness and Patronage of Services 

Responsiveness is simply the ability and willingness to quickly respond to customers‘ needs, 

inquiries, and complainants during service delivery. A study conducted by Nsiah and Mensah 

(2014) to discover the effect of service quality on customer patronage in the banking industry 

in Ghana with specific reference to Asokore rural bank Limited collected data through 

questionnaire administration on 100 customers and 20 employees of the bank. Of which its 

result reveals that among the service quality dimensions responsiveness in line with empathy 

plays the most important role in customer patronage and as such it was recommended that 

Asokore rural bank Ltd. to be able to retain its customers and increase the patronage of such 

customers, must pay more attention on being empathetic and responsive in their service 

delivery. A study conducted by Agbi and Adekunle (n.d) on Service quality and customer 

loyalty in road transport industry. The study was aimed at throwing more light on the 

relationships between service quality dimensions and customer loyalty in the road 

transportation industry in Benin City. The study showed that customer loyalty in 

transportation sector in Benin City is significantly affected responsiveness. 
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2.3.4 Assurance and Patronage of Services 

Assurance as a service quality dimension basically has to do with Knowledge and courtesy of 

employees and their ability to inspire trust and confidence. Assurance as perceived by 

Parasuraman etal  (1988) includes competence, courtesy, credibility and security. Assurance 

scholarly may be inferred to be the ability of employees to display competence, courtesy, 

credibility and security in any service encounter. In line with the above definition a study 

conducted by Kitapel, Ibrahim, Yaman and Gulmez (2013) on the paths from service quality 

dimensions to customer loyalty, an application on supermarket customers in Turkey revealed 

that assurance alongside other service quality dimension are important antecedents of 

satisfaction, and, also the satisfaction affects the results of customer patronage and retention 

such as positive word-of mouth and repurchase.  

A study conducted by Agbi and Adekunle (n.d) on Service quality and customer loyalty in 

road transport industry. The study was aimed at throwing more light on the relationships 

between service quality dimensions and customer loyalty in the road transportation industry 

in Benin City. The study showed that customer loyalty in transportation sector in Benin City 

is significantly affected by assurance. 

2.3.5 Empathy and Patronage of Services 

Empathy entails the provision of caring, individualised attention to customers during a 

service encounter, and according to Sulistya and Yeni (2018) empathy entails building an 

individualized relationship with the customer. Empathy as a dimension of service quality can 

enhance customer patronage in the sense that the development of a personal relationship with 

the customer often times gives the customer a sense of belonging during a service encounter. 

supporting the above view point Chan(N.d) as cited in Sulistya and Yeni (2018) maintained 

that empathy is aimed at  creating recognition  for each customer which in turn  builds 

customer loyalty, and a loyal customer  according to Rust, Zeithaml and Lemon(2000) would 

increase the frequency of his/her purchase and not move to other competitors.  

A study conducted by Oyeobu, Oyebisi, Olateju and Sesede (2014) on the Assessment of the 

Effects Service Quality on Performance of Road Transport Company in Nigeria. The findings 

of the study revealed that there is strong positive relationship between empathy and customer 

satisfaction. 

 

2.4 Empirical study 

Scholars such as Fisk, Brown and  Bitner, (1995); Davidson,(2003)  Gilbert, Loizides,(2005); 

Petridou, Spathis, Glaveli, & Liassides, (2007) have all maintained that service quality 

remains the most researched area in the service industry because of its perceived effect on 

customer satisfaction and Patronage. Based on the above a study conducted by Nsiah And 

Mensah (2014) on the effect of service quality on customer retention in the banking industry 

in  Ghana, Using 120 respondents reveals that there is a substantial positive relationship 

between the five variables of service quality,(Tangibles, Reliability, Assurance, 

Responsiveness and Empathy) and customer retention. Accordingly, the results of this 

research paper confirmed the theory of literatures regarding the relationship between service 

quality dimensions and customer retention.  
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Communication Effectiveness 

2.5 The Relationship Commitment Model  

The Relationship and commitment model was propounded by Sharma and Patterson (2000), 

this model shows the determinants of relationship commitment. The model consists of three 

factors, namely communication effectiveness, technical quality and functional quality, all 

affected by trust in the relationship which in turns affect relationship commitment. The figure 

below further clarifies the model. 

   

 

 

 

 

 

 

 

 

 

 

 

 

Fig 3. Relationship Commitment Model 

Source: Sharma and Patterson, (2000). 

From the above diagram, Crosby, Evans, and Cowles (1990), maintains that trust is simply 

the reliance on or confidence in, the process or person. Hence, the greater the level of trust 

the stronger the relationship commitments. Sharma and Patterson (2000) also defined trust as 

the belief that the services provider can be relied on to behave in such a way that the long- 

term interests of the buyer will be served. Morgan and Hunt (1994) further maintained that 

trust has a positive relation with the extent through which the firms share similar values. 

According to Sharma and Patterson (2000), service quality is divided into two main 

components, namely technical quality and functional quality. Technical quality is related to 

the actual outcomes or the core service as perceived by the client. Jansson and Letmark 

(2005) posit that the competency of the professionals in achieving the best return on 

investment for their client at acceptable levels of risks is viewed and technical quality is 

relevant to the promised service. Sharma and Patterson (2000) further argued that, functional 

quality is concerned with ‗what‘ is delivered and `how` the service is delivered. It is 

concerned with the interaction between the service provider and service receiver, and is 

assessed in a highly subjective manner. According to them, trust had a great effect on how 

quality is delivered, both in terms of functional and technical quality. The greater the quality 

perceived, the stronger is the relationship commitment. 

Trust  

Technical quality 

Relationship commitments  

Functional quality 
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In application of this theory to the study, transport companies in the provision of quality 

transit services to passengers, should always endeavour to win the trust of passengers in 

every transit service encounter through communication, functional and technical efficiency. 

By doing the above, passengers patronage, retention and loyalty would become a reality. 

3.0 RESEARCH METHODOLOGY  

The study adopted the survey research design. Etuk (2012) asserts that research design is the 

framework or the blue print for effective collection, measurement and analysis of data. The 

population of the study is the total number of elements the researcher intends to study and for 

the purpose of this study, the passengers of ABC transport and Peace Mass Transit in Calabar 

metropolis would constitute the population of this study. It is estimated hypothetically based 

on the interaction with operators of Abc and Peace mass transit in Calabar metropolis that 

patronage in total per day in Abc is over 200 per day while in Peace mass over 500 passenger 

a day across all their terminals in Calabar metropolis during off peak periods as at the time of 

the study. Based on the above, a hypothetical population of 700 passengers during off peak 

periods are considered as the population of the study. 

Therefore, the purposive or judgemental non probability sampling technique is considered 

appropriate for this study because according to Etuk (2010) the technique permits the 

researcher to select the sample that fits his /her purpose of study. Hence, in determining the 

sample size from the research population, the Taro Yamane formula is adopted because the 

population was placed at 700 passengers drawn from both  Abc and Peace mass transit in 

Calabar metropolis. Hence, the Yaro yamene formula is given below as  

           n   =            N 

           1 + Ne
2
 

                                      Where: n = sample size 

             N = population 

                   1 = constant 

                                      e = level of significance 

 

Where 5%  significance level will be used. And as such, N = 700, e = 5% = 0.05 

 

           n   =          700                     =               700        

                                             1 + (700 x 0.05
2
)     1.75 

 

             n    =  400 

 

To further carefully determine the  number of ABC transport and Peace Mass Transit 

passengers that would constitute the sample of the study the calculation is computed below  

ABC transport =  200    x 400 = 114 ABC transport passengers 

            700 

Peace Mass Transit = 500    x 400 = 285.7   

       700 

Approximately 286 Peace Mass Transit passengers  

Therefore, the sample size for this study is 400 passengers. Of which 114 passengers would 

be drawn from ABC transport and 286 passengers would be drawn from Peace Mass Transit 

in Calabar metropolis.  
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4.0 ANALYSIS 

 4.1 TEST OF HYPOTHESES 

HO: Service quality dimensions such as Tangibility, Responsiveness, Reliability, 

Assurance,  

Empathy does not have an effect on the patronage of ABC and Peace Mass Transit 

services in Calabar Metropolis. 

 

H1: Service quality dimensions such as Tangibility, Responsiveness, Reliability, 

Assurance,  

Empathy have an effect on the patronage of ABC and Peace Mass Transit services in 

Calabar Metropolis. 

 

Table 4.1.1: Regression model summary showing the effect of Service Tangibility, 

Reliability, Responsiveness, Assurance and Empathy on the Patronage of ABC and 

Peace Mass Transit services in Calabar Metropolis. 

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

Estimate 

1 .539
a
 .291 .281 1.98771 

a. Predictors: (Constant), Tangibility, Responsiveness, Reliability, Assurance, Empathy. 

Table 4.1.2 : ANOVA
a
 showing the effect of Service Tangibility, Reliability, 

Responsiveness, Assurance and Empathy on the Patronage of ABC and Peace Mass 

Transit services in Calabar Metropolis. 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 584.463 5 116.893 29.586 .000
b
 

Residual 1426.311 361 3.951   

Total 2010.774 366    

a. Dependent Variable: patronage 

b. Predictors: (Constant), Tangibility, Responsiveness, Reliability, Assurance, Empathy 

Table 4.1.3 : Regression Coefficients
a
 showing the effect of Service Tangibility, 

Reliability, Responsiveness, Assurance and Empathy on the Patronage of ABC and 

Peace Mass Transit services in Calabar Metropolis. 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 
(Constant) 1.903 .652  2.919 .004 

Tangibility .477 .045 .469 10.518 .000 
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Reliability .112 .052 .097 2.156 .032 

Responsiveness  .152 .045 .160 3.388 .001 

Assurance  .081 .050 .075 1.640 .102 

Empathy -.078 .046 -.076 -1.674 .095 

a. Dependent Variable: Patronage of ABC and Peace Mass Transit services.  

Interpretation of result  

The multiple regression analysis conducted above was to determine the effect of service 

quality dimensions such as service Tangibility, Reliability, Responsiveness, Assurance and 

Empathy on the Patronage of ABC and Peace Mass Transit services in Calabar Metropolis . 

Table 4.2.1 above summaries the statistics and the results of the analysis as shown in table 

4.2.2 and 4.2.3. The tables produced an R-square =.291, (F = 29.586) and (sig .001,< .05) the 

model has a correlation coefficient ( R) of .539
a
. Therefore, the result implies that service 

Tangibility (.000), Reliability,( 032), and responsiveness,( .001) all have a significant effect 

on the patronage of ABC and Peace Mass Transit services in Calabar Metropolis and as such 

the alternative hypothesis of tangibility(.000), Reliability,( 032), responsiveness (.001) are all 

accepted because their alpha value is less than .05 while their respective null hypothesis are 

rejected. Furthermore, Assurance (.102) and Empathy (0.95) does not have an effect on the 

patronage of ABC and Peace Mass Transit services in Calabar Metropolis because their p 

value is greater than .05. Hence, their alternative hypotheses is rejected and the null 

hypothesis is accepted. 

4.2 Discussion of Findings  

From the multiple regression analysis conducted above, the first hypotheses revealed that 

Service tangibility have an effect on the patronage of ABC and Peace Mass Transit services 

in Calabar Metropolis. Supporting this finding,, a study conducted by Agbi and Adekunle 

(n.d) on Service quality and customer loyalty in road transport industry revealed that 

customer loyalty in transportation sector in Benin City is significantly affected by the 

tangibility dimension of service quality. The tangibility dimension in the transportation 

industry encompasses the buses, park facilities, appearance of driver‘s etc.all the above 

factors to an extent determine how transit services are measured or evaluated. 

The second hypothesis reveals that Service reliability have an effect on the patronage of ABC 

and Peace Mass Transit services in Calabar Metropolis. Supporting this finding  a study 

conducted by Oyeobu, Oyebisi, Olateju and Sesede (2014) on the Assessment of the Effects 

of Service Quality on Performance of  Road Transport Company in Nigeria revealed that 

there is strong positive relationship between reliability and customer satisfaction in the 

transportation industry. Service reliability in the transport sector entails delivering the 

promised transit services dependably and accurately, and in order to achieve this service 

provider (transport companies ) need to keep information flowing in both ways, manage 

customers expectation pre-emptively, regularly review customers feedback and build a 

supportive service delivery culture, in order to keep them excited and consequently retain 

them. The third hypothesis reveals that Responsiveness of service have an effect on the 

patronage of ABC and Peace Mass Transit services in Calabar Metropolis. This finding is in 

line with the view of   Agbi and Adekunle (n.d) who maintained that at customer loyalty in 

transportation sector in Benin City is significantly affected by responsiveness of service 

providers to the service expection of customers. 



The Academy of Management Nigeria 

 801 

The fourth hypothesis revealed that Assurance of service does not have an effect on the 

patronage of ABC and Peace Mass Transit services in Calabar Metropolis. This finding is 

supported by Oyeobu, Oyebisi, Olateju and Sesede (2014) who all maintained that the effect 

of assurance on customer satisfaction is very negligible in the transport sector in Nigeria.  

Conclusively, the last hypothesis reveals that empathy does not have an effect on the 

patronage of ABC and Peace Mass Transit services in Calabar Metropolis. This finding 

differs from that of Oyeobu, Oyebisi, Olateju and Sesede (2014) who maintained that 

empathy constitutes one of the service quality dimension that accounts for 99%of of total 

success achieved in customer satisfaction in the transportation sector. 

5.0 Conclusion 

The study on Service quality and patronage of ABC and Peace Mass Transit services in 

Calabar metropolis have found out that due to the highly competitive market conditions in the 

transportation sector in Calabar, transporters especially ABC and Peace mass transit  are 

forced to deliver high-quality service to customers in order to improve the patronage of their 

services. Based on the above, it was concluded that the provision of quality services remains 

an important consideration in a successful transportation business, and as such,   a great 

service can only be delivered on the basis of meeting with the passenger‘s requirement by 

ensuring that the various dimensions of service quality such as tangibles, responsiveness, 

reliability are adequately combined in order to provide customers with a satisfactory service 

encounter. This is because a customer who is satisfied with a particular service encounter of a 

service provider would always return back to patronise the services of such a provider. 

5.1 Recommendations 

Based on the summary of findings and conclusion of this study, the following 

recommendations were proffered 

1. ABC and Peace mass transit  should always ensure that their park as well as the buses 

they use in conveying passengers in conjunction with other tansport facilities should be 

adequately maintained so that it remains physically appealing and attractive because the 

tangibles are the first point of contact with the customer and when considered appealing 

to them, it would lead to the patronage of their services. 

2.  ABC and Peace mass transit should always ensure that they remain reliable and true to 

their business operation procedures in terms of departure time, transport fare charges etc 

because reliability remains a very important service dimension that impact on the 

patronage of transport services. 

3. ABC and Peace mass transit  should continually seek to be quick  and proactive in 

responding to the queries of customers because  a successful service encounter is solely 

dependent on the customer, and a satisfied customer would continually patronise the 

service provider and a dissatisfied customer would speak ill of the services obtained from 

the service provider.  
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Abstract  

The purpose of the study was to investigate the effect of sustainable supply chain practices on 

petroleum marketing firms in the Nigerian oil and gas industry. The study adopted the the 

cross-sectional survey research design. The population of this study consists of the four 

hundred and fifty (450) independent petroleum marketers in Rivers State.  The sample size of 

this study was drawn from the four hundred and fifty (450) independent petroleum marketers 

in Rivers State. The sample size of this study was determined using the Yamane (1967) 

formula. This method was adopted to generate an appropriate sample size for the study from 

which generalization can be made on the entire population because the population is large. 

Thus, two hundred and twelve (212) independent marketers or their managers constituted the 

respondents of the study. The respondents include directors, station managers, station 

supervisors and depot representatives. The hypotheses were tested using the Pearson 

Moment Correlation Coefficient with the aid of the Statistical Tool for Social Science (SPSS 

version 22) The study revealed that there is a strong, positive, and significant relationship 

between the dimensions of sustainable supply chain management practices and the measures 

of corporate social responsibility. We therefore, concluded that significant relationship exists 

between sustainable supply chain management practices and corporate social responsibility 

of petroleum marketing firms in the Nigerian oil and gas industry. As a result, the study 

recommends that petroleum marketing firms should be encouraged to be socially responsible 

as the study has shown that it has a positive influence on its stakeholders. Also, they are to be 

socially responsible as this has been found to be attractive to its stakeholders and finally they 

are encouraged to engage in sustainable supply chain management practices as this would 

give them a completive advantage. 

Keywords: Sustainable Supply Chain Management, Economic Performance, Social 

Performance, Corporate Social Responsibility, Social Responsiveness, Social Responsibility 

 

Introduction  

The issue of corporate social responsibility has garnered a lot of interest both locally and 

internationally. However, there has been an age long question as to the classification of what 

a socially responsible action connotes. Earlier scholars like Bowen (1953) argues that ―social 

mailto:Stephen.owuso@gmail.com
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responsibilities of businessmen need to be commensurate with their social power.‖  Again 

Carrol (1999) (citing Davies 1953) points out that most work of earlier scholars on corporate 

social responsibility stems from ―the belief that several hundred largest business were vital 

centers for power and decision making and that the actions of these firms touched the lives of 

citizens at many point.‖ Morrison (2011) stated that ―many parties are affected by the 

decisions of large corporation including customers, employee, business partner and local, 

regional national and global communities. 

Sustainability is a central theme in recent time across and is gaining attention among several 

firms.  

It is a truism that the role of the Nigerian oil and gas industry is crucial to the survival, 

development and indeed growth of the national economy. According to, Ikechukwu, 

Obindah, and Iledare (2018) the sector accounts for well ―over 65% of the governments 

earning and nearly 95% of the foreign exchange earnings accruing to the country throughout 

the last decade, 2009–2018.‖ This indicate to a very large extent the critical role the sector is 

playing in the Nigerian economy. Annual budget has been known to be planned and pegged 

around the forecasted successes of the flow into the government accounts from the sale of 

crude oil (Ajie, and Ameh, 2018). Another indicator as to the very significant role the sector 

is playing in the national economy of Nigeria. The supply chains in the oil and gas sector is a 

complex of relationships involving many firms operating across the three tiers of the sectors. 

The supply chains play significant role in each of this tiers of the sector. According to, Alaba 

and Agbalajobi (2014) some firms are engaged in the exploration (upstream), while others are 

in transportation (midstream) and some are engaged in distribution and marketing of the final 

product(downstream). Raul, Narkhede and Gardas (2017) listed out the activities of firms in 

the downstream sector to include refining, marketing, wholesaling and retailing of the final 

petroleum products across a chain of gas stations and convenience stores  

Problem Statement  

In recent times several organizations have publicly made policy statement that they would 

improve on their corporate social responsibility performances especially as it relates to 

human resources in their supply chain management practices which, includes healthier and 

safer working conditions, increased pay, significantly improved benefits and lesser working 

hours.  Yet in spite of this steps taken by firms. There have been allegations that though an 

increasing number of companies pronounce their stand on supply chain social responsibility, 

via supplier codes of conduct or corporate social responsibility reports, concerns have been 

raised that for many firms, efforts in building a socially responsible supply chain are only for 

window dressing to improve their public reputation (Xia, Xingxing & Chunming 2015). As 

of today the bulk of the blame on product diversion, scarcity and inadequacies in the supply 

and distribution of the product across the nation is usually placed at the foot of these 

petroleum marketing firms. Scholars like (Peng and Poudineh, 2017; Yeeles and Akporiaye, 

2016) attribute most of the sustainability concern in the industry to supply chain operations of 

these marketing firms. Also, Raut et al. (2017) pointed out that the ―adverse sustainability 

challenges following operational failures vary among these three streams, with the 

downstream sector responsible for about 37% of the adverse occurrences, while the 

midstream and the upstream are responsible for 11% and 3% respectively. Natural causes 

account for the rest of the adverse occurrences.‖ Meanwhile, scholars like (Olujobi, oyewumi 

and Oyewunmi 2018) conducted a study to investigate the antecedent and consequences of 

supply chain sustainability practices of the oil and gas firms operating in the upstream and 

midstream. However, as Peng and Poudineh (2017) noted that a perusal of literature shows 
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limited report on the inherent challenges that arises from the supply chain management 

practices of petroleum marketing firms.  Again the few studies that exist did not actually 

focus on the issue of supply chain sustainability in the downstream sector (Prpich Sam and 

Coulon, 2019; Wan Ahmad et al., 2016).  Hence it becomes vital that we study the 

downstream sector with respect to its performance on supply chain. Therefore, with the 

revelation of this gaps in literature this study seeks to fill that void by investigating the supply 

chain sustainability practices in the petroleum marketing firms in the downstream sector of 

the Nigerian oil and gas sector 

Purpose of the Study 

To examine the nexus between supply chain sustainability and corporate social responsibility 

of petroleum marketing firms in the Nigerian oil and gas industry. Other sub-objectives 

include: 

I. To determine the nexus between economic performance and corporate social 

responsibility. 

II. To ascertain the nexus between social performance and social corporate responsibility 

Study Variable and Research Framework 

Study variable unveils the direction of the research work they serve as the skeletal structure 

upon which the entire work is built upon. This study has two major variable sustainable 

supply chain management which is the predictor variable with economic performance and 

social performance as dimensions. While, corporate social responsibility as the criterion 

variable with economic responsibility, ethical responsibility and legal responsibility as 

measures. In view of our research variable this study can be expressed in a functional 

relationship depicted below: 

 

SSCM = Sustainable Supply Chain Management 

EP = Economic Performance 

SP = Social Performance 

CSRP = Corporate Social Responsibility 

SR1 = Social Responsiveness 

SR2  = Social Responsibility 

 

CSRP = ʃ(EP+SP), where, 

EP = (SR1+SR2)……………….eqn1 

SP = (SR1+SR2)………………. eqn2 
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Fig.1.1 Conceptual framework of SSCM and CSRP 

Source: (Khosroshani et al.2018; Morrison,2011) 

Scope of the Study 

The study limits itself to petroleum marketers in Port Harcourt Metropolis. In other words, 

the geographical scope of the study is Port Harcourt Metropolis. The reason is such that the 

researcher can more conveniently reach the respondents for the study. 

Theoretical Foundation 

This study is anchored on the corporate social responsibility theory. According to Morrison, 

(2011) this theory argues that as a link of wealth and power, corporate organization are meant 

to use their resources to address the issues of society at large. He alluded to the fact that the 

more resources that a corporate organization accumulates, the more it should embark on 

CSR. In addition to satisfying its economic and legal obligations in an ethical manner, 

Morrison (2011) argues that ―the corporate organization should go beyond these basic 

responsibilities to be a ―good neighbor‖ to society.‖  
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Concept of Sustainable Supply Chain Practices 

Hong, Zhang, and Ding (2018) described sustainable supply chain practices as ―the 

management of human, materials, information and capital resources through the cooperation 

among various supply chain management firms that are committed to maintaining 

environmental, economic and social stability.‖ From this description we observe that 

sustainable supply chain practices involves the cooperation of firms that are committed to the 

ideal of a safe and healthy environment. They are concern about the adverse effect their 

operation has to the stability of the environment hence they are willing to collaborate to 

maintain a balance between their drive for profit and the stability of the environment, 

economy and society at large.  As Adam, Zakuan, Shettimah, Saif, Ali and Almasradi (2019) 

noted that the term ―sustainability‖ and ―environmental‖ are being used interchangeably is 

indicative of the significance of the context of the oil and gas industry where most of the 

adverse effect of the operations of the petroleum marketing firms has a huge bearing on the 

environment before it can be translated into the economic and social dysfunctions. Hence, 

they argue that ―Integrating environmental concerns into the entire gamut of a firm's supply 

chain is the essence of supply chain sustainability‖ (Adam et al. 2019). 

Economic performance 

Tang and Zhou (2012) described economic performance as the capacity of firms to maintain a 

balance between profitability and sustainability. They argue that maintaining such a balance 

in the long run requires firm to take a holistic view towards sustainable financial flow 

(profit), resource flow (planet) and development flow (people) Tang and Zhou 2012). Most 

for profit organization have a responsibility to make profit for their shareholders and are often 

under pressure from governments, customers, and various stakeholder groups to effectively 

incorporate sustainability issues into their supply chain operations. One of the most popular 

indicator to measure an organizations performance has always been the financial performance 

an antecedent of economic performance. According to, Shen, Wang and Lo (2012) the 

concept of the ―triple bottom line approach suggests that companies should consider social 

and environmental performance, not only financial performance, in their business 

operations.‖ Furthermore, they assert that ―with increasing awareness of sustainability, there 

is evidence that some consumers are willing to pay more for sustainable textile and apparel 

products.‖ 

Social performance 

Searcy (2013) described social performance as the measurement of social issue that triggers 

concerns in society. Klassen and Vereecke (2012) on their part defined social performance as 

the ―product/process-related aspect of operations that affect human safety, welfare and 

community development.‖ According to, Baske, et al. (2013) some of the metrics for social 

issues include: health and safety incidents; health and safety practices; product safety; 

economic welfare and growth. Wood (2010) described social performance as a set of 

descriptive categorization of business activities that focuses on the impact and outcomes for 

society, stakeholder, and the firms. In other word the social performance is the organization 

setting polices and action plan that would allow them to monitor and gauge the effect of their 

operation on the stakeholder‘s environment etc. Saniteerakul et al (2011) citing (Szekely and 

Knirsch 2005) proposed the 5 areas of social indicators for measuring and managing 

companies‘ social performance as follow:  

•  Human rights: with the rapid globalization of business, human rights performance in 

several countries is under scrutiny. 
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 • Labor/employment issues: standard issues such as health and safety, education, training, 

industrial relations, wages, benefits, conditions of work/employment, accountability, 

image/reputation and harassment. 

• Supplier relationships: contractual agreements with suppliers, supplier diversity and 

company policies on the screening of suppliers.  

• Community initiatives: involvement in local communities, contribution to the local 

economy, ensuring local wealth and skills.  

• Corporate philanthropy: donations, pre-tax profits and grant programs. 

Corporate Social Responsibility 

Bowen (2013) defined corporate social responsibility as ―an obligation to pursue policies to 

make decision and follow lines of actions, which are compatible with the objectives and 

values of society.‖ Here the scholar highlights the salient issue that guides social 

responsibility the organization values has to align with what is acceptable to the society and 

the wellbeing of the society. Morrison (2011) described social responsibility in terms of ―the 

belief that corporations have a social responsibility beyond pure profit. As such, he argues 

that corporations should employ a decision –making process to achieve more than financial 

success on the assumption that CSR is integral to an optimum long term strategy.‖ Here the 

emphasis of this description of CSR cab be observe to imply that corporations should be 

concern about their responsibility to the society at large and not to their profit making alone. 

Also, the decisions to embark upon corporate social responsibility can become a strategic 

option. Khosroshani, Rasti-Barzoki and Hejazi (2019) views CSR as the social aspect of 

sustainability. They anchored their view from previous studies such as (Qin, Mai, Fry, and 

Raturi 2016; Yang, Xie, Deng, and Hong, 2013) these study considered the fairness concerns 

of one or more one member of the supply chains in other word the study examined the 

rationality of being fair that existed among supply chain members  

Social Responsiveness 

Saniteerakul, Sekhari, Ouzrout and Sopadang, (2018) citing (Fredrick 1978) described ―social 

responsiveness as the capacity of a corporation to respond to the social pressure.‖ Meanwhile 

Sainiteerakul et al. (2018) opined that ―responsiveness provides an action counterpoint to the 

principle reflection of social responsibility.‖ In addition, Saniteerakul et al. (2018) stated that 

―social responsiveness contributes an action dimension that is needed to complement the 

normative and motivational concept of corporate social responsibility.‖ An earlier scholar 

Aekerman (1975) had suggested three features of a responsive organization. These include: 

1. Monitoring and assessing environmental conditions 

2. Attending to the myriad of demands by stakeholders and  

3. Designing plans and policies to responds to the changes in the environment.   

We can therefore, infer that the process of attaining social responsiveness lies in the ―how to‖ 

how does managers and organizations act with respect to environmental and stakeholder‘s 

expectations and conditions. 

Social Responsibility  

Tate, Ellram, and Kirchoff (2010) stated that social responsibility can be structured to include 

three principles. These principles are: legitimacy principle that affect the business as a whole, 

public responsibility principles which applies to particular organization and discretionary 

principle which specifically refers to the duties of individual employee as a moral agent. In 

analyzing the principle of legitimacy we find that society has the right to establish and 
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enforce a balance of power among its institutions and to define their legitimate functions 

(Saniteerakul et al.2011).  Tate et al. (2010) argues that the principle of social responsibility 

is dependent on the organizations duty to act affirmatively foe social wellbeing.  Meanwhile, 

Saniteerakul et al. (2011) argue that the principle of managerial discretion is based on human 

choice and will. Which they believe has its focus on the options and opportunities available to 

individual actors within their organizational and institutional contexts. They assert that ―the 

domain of discretionary responsibility typically has been operationalized as corporate 

philanthropy, or occasionally as corporate involved in public/private partnerships or 

collaborative social problem-solving ventures.‖ This argument has been put forward by Tate 

et al. (2010) when he declared that ―‗Managers are moral actors. Within every domain of 

corporate social responsibility, they are obliged to exercise such discretion as is available to 

them, toward socially responsible outcomes.‖ 

Empirical Reviews  

Economic Performance and Corporate Social Responsibility 

Blasi, Caporin and Fontini (2018) conducted a study on a multidimensional analysis of the 

relationship between corporate social responsibility and firm‘s economic performance. Their 

study unveiled interesting results regarding the nature of the relationship between CSR 

activities and economic performance. Indicating that there exist some sectorial specifics. For 

example, firms in the Oil & Gas sector have been known to invest more in all areas of CSR 

with an almost always-positive return on financial performance and a reduction of financial 

risk The meta analysis of the empirical studies conducted by Horvathova (2010) showed 

mixed results in assessing the relationship between CSR and companies' performances. 

However, some scholars have shown positive relationship between economic performance 

and CSR (Margolis and Walsh (2003), Rettab et al. (2009), Lin et al. (2009) and Sun (2012) 

showed that companies involved in CSR take advantage of the positive environments they 

have created. Meanwhile, other scholars found a negative relationship between the two. 

Vance (1975), Wood and Jones (2005), Brammer and Millington (2008), Anginer et al. 

(2008), Brammer et al. (2005) and Nejati and Ghasemi (2012) show that the market punishes 

companies' efforts to improve their CSR activities. Yang (2016) attributes this disparity to the 

time of the analysis he is of the view that the negative relationship may be seen in the short 

run but in the long run the relationship will ultimately be positive. 

In the light of the revelations from literature we therefore hypothesized that:  

Ho1: Economic performance does not significantly relate with social responsiveness in the  

petroleum marketing firms in the Nigerian oil and gas industry. 

Ho2: Economic performance does not significantly relate with social responsibility in the  

petroleum marketing firms in the Nigerian oil and Gas industry.  

Social Performance and Corporate Social Responsibility 

Scholars like (Varsei et al. 2014; Fahima and abbarzadeh 2016) argues that there is little 

consensus for the measurement of social performance as some authors use qualitative 

metrics. Hence social performance measures appear to vary considerably from the other 

performance measures, examples include safety, health, human rights, ethics, and 

philanthropy to mention but a few. Ashby et al (2012) stated that ―social performance is not 

limited to being measured exclusively within the boundaries of individual firms, but extended 
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to their engagement with both internal and external stakeholders including community, 

society, employees, buyers and suppliers 

Sohn et al. (2015) observed that information on firm‘s CSR, expressed by Corporate Social 

Performance (CSP) indicators has positive effects on a firm‘s attractiveness to job seekers. 

Meanwhile, scholars argue that stakeholder influence can drive a firms‘ social performance 

(Gualandris et al., 2015; Flammer, 2016; Servaes and Tamayo, 2013). Among internal and 

external stakeholders in the supply chain including buyers and suppliers, shareholders, 

customers, government. Extant literature on social performance in terms of the relationship 

with suppliers. Show a dependence on customers/suppliers (stakeholder integration) financial 

performance (Zhang & Huo, 2013). 

In the light of the revelation from literature we therefore hypothesized that: 

Ho3: Social performance does not significantly relate with social responsiveness in the 

petroleum marketing firms in the Nigerian oil and gas industry.  

Ho4: Social performance does not significantly relate with social responsibility in the 

petroleum marketing firms in the Nigerian oil and gas industry.  

 

Methodology 

The researchers adopted a cross-sectional survey research design. Data were collected 

through questionnaire drawn using Likert‘s Five-point scale, ranging from ―strongly 

disagree‖ to ―strongly agree‖. The predictor variable sustainable supply chain management 

used strategic economic performance and social performance as indicators while the criterion 

variable; corporate social responsibility was measured using social responsiveness and social 

responsibility. The population of this study consists of the four hundred and fifty (450) 

independent petroleum marketers in Rivers State (IPMAN Journal, 2015). The sample size of 

this study was drawn from the four hundred and fifty (450) independent petroleum marketers 

in Rivers State. The sample size of this study was determined using the Taro Yamani (1967) 

formula. This formula was deployed to generate an appropriate sample size for the study 

from which generalization can be made on the entire population because the population is 

large. Thus, two hundred and twelve (212) independent marketers or their managers 

constituted the respondents of the study. The data were analyzed and interpreted into 

meaningful information with descriptive, inferential statistical and the hypotheses were tested 

by employing the Pearson Moment Correlation Coefficient with the aid of the Statistical 

Package for Social Science (SPSS version 22). 

Table 1. Summary of Reliability Analysis  

S/N Variables Number of items Cronbach‟s Alpha Coefficient 

1 Economic Performance 4 0.877 

2 Social Performance 4 0.923 

3 Social Responsiveness 4 0.898 

4 Social Responsibility 4 0.912 

Source: SPSS output 2020. 

Result and Discussion  
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Ho1: There is no significant relationship between economic performance and social 

responsiveness   

 

Table 2: Correlation between Economic Performance and Social Responsiveness 

       Economic   Social  

Performance   Responsiveness 

 

Economic Performance Pearson Correlation   1  .840** 

    Sig.(2-tailed)     .000 

    N    190  190 

Social Responsiveness Pearson Correlation  .840  1 

    Sig.(2-tailed)   .000 

    N    190  190 

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

The result above in table 2 is indicative of a strong and positive relationship between 

economic performance and social responsiveness. As shown by the correlation coefficient of 

0.840. the probability value is less than the critical value i.e. 0.000< 0.05. thus, we reject the 

null hypothesis which states that there is no significant relationship between economic 

performance and social responsiveness. 

Ho2: There is no significant relationship between economic performance and social 

responsibility   

 

Table 3: Correlation between Economic Performance and Social Responsibility 

       Economic   Social  

Performance   Responsibility 

 

Economic Performance Pearson Correlation   1  .912** 

    Sig.(2-tailed)     .000 

    N    190  190 

Social Responsibility  Pearson Correlation  .912  1 

    Sig.(2-tailed)   .000 

    N    190  190 

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

The result above in table 3 is indicative of a very strong and positive relationship between 

economic performance and social responsibility. As shown by the correlation coefficient of 

0.912. the probability value is less than the critical value i.e. 0.000< 0.05. thus, we reject the 

null hypothesis which states that there is no significant relationship between economic 

performance and social responsibility. 

Ho3: There is no significant relationship between Social Performance and Social 

Responsiveness   
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Table 4: Correlation between Social Performance and Social Responsiveness 

       Social    Social  

Performance   Responsiveness 

 

Social Performance  Pearson Correlation   1  .932** 

    Sig.(2-tailed)     .000 

    N    190  190 

Social Responsiveness Pearson Correlation  .932  1 

    Sig.(2-tailed)   .000 

    N    190  190 

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

The result above in table 4 is indicative of a very strong and positive relationship between 

social performance and social responsiveness. As shown by the correlation coefficient of 

0.932. the probability value is less than the critical value i.e. 0.000< 0.05. thus, we reject the 

null hypothesis which states that there is no significant relationship between Social 

performance and social Responsibility. 

Ho4: There is no significant relationship between Social Performance and Social 

Responsibility   

 

Table 5: Correlation between Social Performance and Social Responsibility 

       Social    Social  

Performance   Responsibility 

 

Social Performance  Pearson Correlation   1  .874** 

    Sig.(2-tailed)     .000 

    N    190  190 

Social Responsibility  Pearson Correlation  .874  1 

    Sig.(2-tailed)   .000 

    N    190  190 

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

The result above in table 5 is indicative of a strong and positive relationship between 

economic performance and social responsiveness. As shown by the correlation coefficient of 

0.874. the probability value is less than the critical value i.e. 0.000< 0.05. thus, we reject the 

null hypothesis which states that there is no significant relationship between social 

performance and social responsibility. 

Discussion  

The result from the study shows that economic performance is significant and positively 

related to social responsiveness an antecedent of corporate social responsibility. This is 

consistent with the position of Sun (2012) who also found positive relationship between 

economic performance and CSR. Again the result revealed a positive and significant 

relationship between economic performance social responsibility an antecedent of corporate 

social responsibility. This position is in line with Lin et al. (2009) whose study showed that 

companies involved in CSR take advantage of the positive environments they have created 

via social responsiveness. 

Meanwhile, result from the study shows that social performance is significant and positively 

related to social responsiveness. This position is consistent with that of Sohn et al. (2015) 
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when they found that information on firm‘s CSR, expressed by Corporate Social Performance 

(CSP) indicators has positive effects on a firm‘s attractiveness to job seekers and finally 

social performance was found to be significant and positively related to social 

responsiveness. The position is consistent with scholars like (Gualandris et al., 2015; 

Flammer, 2016; Servaes and Tamayo, 2013 2013) who found that stakeholder influence (an 

antecedent of social responsiveness) can drive a firms‘ social performance. 

Conclusion  

Findings from the study revealed a significant strong and positive relationship exist between 

all the dimensions of sustainable supply chain management (economic performance and 

social performance and the measures of social corporate responsibility (social responsiveness 

and social responsibility. This suggest that firms that engage on sustainable supply chain 

management practices would gain competitive advantage as stakeholders especially customer 

would be willing to patronize such firms as they would see that such firms are making effort 

to consciously taking steps that includes healthier and safer working conditions, increased 

pay, significantly improved benefits and lesser working hours 

Recommendation  

Based on the finding and the conclusion of the study, it is therefore recommended as follows: 

 Petroleum marketing firms should be encouraged to be socially 

responsible as the study has shown that it has a positive influence on its 

stakeholders. 

 Petroleum marketing firms should be socially responsible as this has been 

found to be attractive to its stakeholders  

 Petroleum marketing firms are encouraged to engage in sustainable supply 

chain management practices as tis would give them a completive 

advantage. 
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Abstract  

This paper was inspired by a review of literature on alcohol beverage marketing that exposes 

the world population was drinking in increasingly harmful ways that have resulted in a 

plethora of avoidable medical expenses, psychological and social harms, and have done 

damages to human lives leading to early deaths. It is astonishingly difficult to find evidence 

that can inform policy appraisals in sub-Sahara Africa especially Nigeria. The identified 

evidence requirements include; research evidence of the size of marketing effects on the 

whole population and for policy-relevant population subgroups including heavy and binge 

drinkers, research to show the balance between immediate and long-term effects by providing 

information on time lag, duration and cumulative build-up of longer-term effects and 

research to show a range of comprehensive and partial marketing restrictions on 

consumption and harm, including effect estimates for population sub-groups. This paper 

suggests that these knowledge gaps can impede the evaluation and appraisal of existing and 

new policy interventions in Nigeria. Without understanding these research needs, researchers 

may neglect the required focus on this sub group. The cumulative effect of exposure across 

multiple marketing channels known as alcohol beverages marketing, targeting of messages at 

certain population groups and indirect effects of advertising on consumption have rarely 

been considered in Nigeria.. It is important that future research into marketing efforts in 

Nigeria are strongly anchored in theory that will help to measure effect that are well-justified 

so that the complexities of alcohol marketing efforts are fully recognised and appreciated in 

Nigeria.   

Keywords: Alcohol marketing, youth consumption,  Agenda 
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Introduction 

Literature reveals that statistics on global alcoholic beverages consumption and its related 

consequences should call for the concern of various stakeholders. The general consensus is 

that alcohol beverages consumption has increased rapidly in most recent years, not just 

among young people, but across world societies and population. The World Health 

Organisation by 2010 had confirmed that the world population was drinking in increasingly 

harmful ways that have resulted in a plethora of avoidable medical expenses, psychological 

and social harms, and have done damages to human lives leading to early deaths. It asserts 

that globally, 5.9% of all global deaths as at 2010 were attributed to alcohol beverages 

consumption (WHO 2015) and it also reported that as at 2010, 42% youth between the ages 

of 15-19 worldwide were reported to be current drinkers of alcoholic beverages.  

As at 2010, alcohol beverages was said to account for 5.5% of the global burden of disease 

and injury and also caused 4.9 million deaths (Lim et al. 2013). Research also showed that by 

2012, 6.4% of the deaths in Africa (224, 000 men; over 80, 000 women) were alcohol related, 

and 4.7% of people in Africa experienced disability-adjusted life years, due to alcohol 

consumption (Ferreira‐Borges et al. 2016). Although African countries are said to have lower 

per capita alcohol consumption rates quoted by WHO‘s Global Health Repository, the related 

burden of disease is disproportionately higher in Africa (DeBruijn 2011). 

The last few years have witnessed growing concern at the rising rates of alcohol  

consumption globally. Concomitant with this linear increase in alcohol consumption has been 

a 20% rise in hospital admissions among youth (Diment et al. 2007), equating to 20 children 

a day due to excessive alcohol use. Given the deleterious health and social impacts associated 

with problem drinking alcohol is now high on the social, political and public health agenda.  

The Monitoring Alcohol Marketing Practices in Africa (MAMPA) Project was a public 

health surveillance program devoted to monitoring alcohol marketing activities in the African 

region as well as youth exposure to these marketing activities.  The first project report was 

the subject of a World Health Organization (WHO) technical meeting in Brazzaville in 2012, 

where it was recognized that MAMPA had methodological limitations that precluded 

definitive conclusions about the extent to which alcohol marketing in four countries within 

Africa violated international guidelines regarding the exposure of young persons to 

potentially harmful advertising content.  

A combination of factors such as poor self-regulation of the industry in Africa (Mart 2011) 

and saturation of developed country markets is said to have subjected Africa to aggressive 

marketing efforts by western alcohol beverages marketers (DeBruijn, Ferreira-Borges, 

Engels,& Bhavsar 2014; Obot 2015). And the availability of home cooked brews tends to 

make the situation graver in Africa (DeBruijn et al. 2014). However, alcohol beverage 

marketing is majorly blamed by various stakeholders for youth consumption of alcoholic 

beverages (Babor, Caetano, Casswell, Edwards, Giesbrecht and Graham, (2010).  

It is a matter of debate if there is a causal relationship between exposure to alcohol marketing 

and young people‘s drinking behaviour DeBruijn (2011). Rehm, Mathers, Popova, 

Thavorncharoensap, Teerawattananon, and Patra (2009) and Nutt, King, and Phillips (2010), 

observed that as societal concern increases in relation to alcohol beverages consumption and 

alcohol-related harm, the attention on factors potentially influencing drinking behaviours of 
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youths should also grow. This has become unsurprising to observers given the potential 

exposure to alcohol marketing experienced by young people in today‘s world.  

Globally, evidence is pointing to alcohol marketing as one major factor that facilitates young 

people‘s drinking (Roberts et al. (2016); Smith & Foxcroft (2009) and Unger, Schuster, 

Zogg,  Dent, and Stacy (2003). Several detailed consumer studies, using  longitudinal cohort 

designs, have found small but significant associations between youth drinking behaviour and 

exposure to, awareness of, and involvement with alcohol marketing (Ellickson, Collins, 

Hambarsoomians, and McCaffrey (2005, 2007) and McClure, Stoolmiller, Tanski, Worth, 

and Sargent (2009). This has led advocacy within the public health domain to demand a 

complete ban on alcohol beverages marketing, arguing that it is pervasive and linked with 

youth drinking initiation, consumption levels and continued drinking (Anderson, 2009; BMA, 

2009; Godlee, 2009). Highlighting this point, Anderson et al.‘s (2009) systematic review of 

the existing longitudinal research on alcohol marketing found that 10 of the 13 studies 

identified were from the USA, one was from New Zealand and only two from Europe; in 

Belgium and Germany. The European Commission department concerned with health, also 

acknowledged the lack of European studies, and in response funded a multi-country EU study 

called the ‗Amphora Project‘ (European Commission, 2009) to under study this problem.  

There seem to be a dearth of studies that explore youths drinking behaviour as it relates to 

alcohol beverages marketing in Sub-Sahara Africa on one hand and the possible effects and 

consequences of such behaviours. The few predominantly quantitative surveys that are 

available in the sub region do not explore the social meanings attached to drinking practices 

nor do they shed light on potential behavioural intents and how these intents are mediated by 

activities related to the marketing of these beverages in these countries. The few that 

attempted to look at this behaviour see consumption patterns that are exacerbated by alcohol-

induced anxiety, social consequences in violence, accidents and self-inflicted injuries and 

how alcohol only contributes to risky sexual behaviours and mental health disorders. 

Abayomi, O., Babalola, O., Olakulehin, O., & Ighoroje, M. (2016); Chikere, E. I. C., & 

Mayowa, M. O. (2011); Dumbili, E. W. (2015); Odejide, O. A., Ohaeri, J., Adelekan, M. L., 

& Ikuesan, B. (1987).   TO BE EVIDENCED 

In line with World Health Organisation (WHO) agenda to generate population specific data 

on sub groups globally, this paper merely highlights that marketing researchers in sub Sahara 

Africa countries such as Nigeria, should direct their research focus to examining the roles, 

influences and consequences of alcohol marketing programs and the  impacts of cumulative 

alcohol beverages marketing as an integrative business model on youth alcoholic beverages 

consumption behaviour, their attitudes and outcomes and the sectoral and overall effects and 

consequences on theses on the economy of Nigeria.  

Alcohol marketing 

Meier (2010) define marketing as the process by which business brings its offerings and its 

customers‘ needs into alignment so as to maximise the satisfaction of the latter and profits of 

the former by classically using four tools to do this: product design, pricing, place and 

promotion. Cukier, Wettlaufer, Jackson, Minozzi, Bartholow, Stoolmiller and Sargent (2018) 

agreed that any form of marketing applied to alcohol is broadly in the ‘paid, earned, and 

owned media‘ that are often used simultaneously to increase brand equity‘ for alcoholic 

beverages and that these categories of media though overlapping are not mutually exclusive.  

Cukier, et al clarifies that ‗Paid media‘ is any type of marketing that is paid for by the 

company that owns the product and it includes traditional image advertising like television 
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and print media advertisements. While, ‗Earned‘ media is marketing that result from 

customer engagement created by people other than those who work for the brand and 

published on channels not owned by the brand that include press coverage, mentions on 

social media, shares and re-tweets and blog posts by people who are not connected to the 

brand. The ‘owned media‘ category includes content that is wholly owned and created by the 

company to provide some form of service or entertainment to a target group like social media 

channels -Face book page, Twitter feed, Instagram account etc and the brand‘s own blog 

posts and website. This definition of alcohol beverages marketing by Cukier et al is seen as 

broad and encompasses marketing strategies identified in past and more recent literature on 

the subject of alcohol beverage marketing. 

Alcohol Marketing and Research 

Martino (2017) observed that the stated intent of marketing in alcohol beverage industry is 

primarily to influence choice of brand among legal users and it uses favourable perception 

about alcohol and persuasive techniques to affect alcohol purchase decisions (Austin 2006). 

This marketing could interact with other variables such as alcohol control system, price 

policy and physical availability to significantly impact on drinking behaviours from this 

systems perspective (Burton 2017). As such the alcohol marketing landscape has evolved 

from a passive presentation of advertisements (e.g. print media and billboards) to a dynamic 

interface where consumers interact with and form relationships with brands Casswell (2012) 

and Barry, Bates, Olusanya, Vinal, Martin, Peoples, et al. (2015). Additionally, marketing 

strategies in this area are now informed by advanced statistical analytics targeting specific 

populations, (Chester, Montgomery, Dorfman, 2016). 

This sophistication though multi-faceted, operates across an ever increasing range of channels 

that includes: advertising (television, radio, cinema, press), sponsorship, new media (web 

pages, mobile SMS, social networking sites, pop-ups, email), branding, product design and 

packaging, new product development, price promotions and other promotional activity, 

branded merchandising, product placement, point of sale, distribution, experiential marketing 

and more (Casswell, 2004; Jernigan and O‗Hara, 2004; McCreanor et al. 2005). Petticrew, 

Shemilt, Lorenc, Marteau, Melendez, Torres, O‘Mara-Eves, et al. (2017) concluded that 

alcohol marketing effects are complex and need to be viewed from a systems perspective that 

is not limited only to one kind of study or a single set of outcomes. They pointed out that 

these ―systems‖ level considerations should go well beyond what could be covered in any one 

research, (Siegfried 2014). A full set of studies and outcomes on the matter that would 

include content analyses (to ascertain the plausibility of effects on behaviour), econometric 

studies of aggregate alcohol beverages consumption, individual-level, cross-sectional and 

longitudinal studies on behavioural intents, mediational analyses aimed at mechanisms, 

experimental studies of attention, brain cue-response, attitudinal response, and behaviour, and 

natural experiments are necessary and important (Cukier, Wettlaufer, Jackson, Minozzi,et al, 

2018). 

Alcohol Marketing in Nigeria 

Nigeria is estimated to have the highest annual alcohol consumption in Africa. NOTED 

An average Nigerian who drinks is said to consume about 12.28 litres of alcohol per annum. 

The alcoholic beverage drink market of Nigeria is one of the striving industries of Nigerian 

manufacturing sector, despite the industry being at the maturity stage of its life cycle. This is 

as a result of increase in disposable income, urbanisation and an expansion of drinking 

occasions. With the largest population in Africa and growing middle class along with large 

https://wikibizpedia.com/index.php?title=Picture_Trade:_Getting_Richer,_Trading_More&action=edit&redlink=1
https://wikibizpedia.com/index.php?title=Home&action=edit&redlink=1
https://wikibizpedia.com/Compact_Car_Market_In_United_Kingdom
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number of drinking – age consumers, there is a present significant growth opportunities for 

the industry in Nigeria.  

Nigeria‗s favourable demographics, with a populous and vibrant youth and growing middle 

class are contributing growth factors to alcoholic beverages marketing in Nigeria. The 

marketing communication by some alcohol beverages brands portrays these drinks as vitality 

enhancing beverage, thus attracting increasing number of youth to consume them. The 

country‘s rising middle class and the emerging young consumers are adopting consumption 

patterns similar to Western countries. The country‘s increasing urbanization and the rising 

number of female alcohol drinkers, especially in the large cities, such as Lagos, Port 

Harcourt, and Abuja etc and aspiration spending habits have also offers expansion 

opportunities and generated the demand for premium drinks. These 

favourable market scenarios have lured various multinationals to strengthen their foothold in 

Nigeria. 

The Nigerian cultural and traditional milieu is favourably inclined to and perpetuates alcohol 

use. Within this context, it is relatively difficult for various Nigerian government agencies to 

formulate, implement and enforce strong alcohol control legislation. This could be attributed 

to lack of reliable data for effective planning. As a result, the alcohol industry in the country 

leverages on this favourable milieu by presenting marketing actions in a cultural context; 

promote alcohol as a beverage associated with culture and celebration, as having medicinal 

values, exudes vitality, etc thus exacerbating the situation.  In Nigeria, there are not very 

stringent policies or measures regarding production and marketing of alcohol this unwittingly 

undermine the policy formulation and may have weakened the implementation processes of 

any policy.  

Nigeria Alcohol regulatory environment  

A number of countries have developed national alcohol policies and implemented actions to 

decrease drink–driving prevalence, limit access to alcohol and implement restrictions on 

alcohol marketing [15]. This encouraging trend is expected to continue in light of the 

readiness to combat Non-Communicable Diseases (NCDs) and their risk factors, including 

unsafe use of alcohol. This section presents a review of alcoholic policies of two cases of 

countries that have made individual effort to adopt measures as recommended by the World 

Health Organisation.  

The World Health Organization (WHO), has consistently pushed for member countries to 

give priority and accelerate the development of policies that will help to tackle the risk 

factors for Non-Communicable Diseases (NCDs). Though the country has not developed a 

comprehensive policy in line with the WHO global strategy, there are existing policy 

documents from health and non-health sectors that proposed actions for alcohol control. 

These are the 2013 and 2015 National Policy and Strategic Plan of Action on Non-

Communicable Diseases from the health sector [21, 22] and the Federal Road Safety Act 

(2007) from the safety and traffic management sector [24]. 

The document review of the Federal Road Safety Act (2007) was enacted by the National 

Assembly to guide and regulate the activities and functions of the Federal Road Safety 

Commission- a government paramilitary agency established in 1988 with the statutory 

functions of ensuring safety and traffic management in Nigeria. The Act only outlines actions 

aimed at promoting restricted access and availability of alcohol in order to counter drink-

driving aside several other mandates for the agency. These proposed actions are in tandem 

https://wikibizpedia.com/index.php?title=Home&action=edit&redlink=1
https://wikibizpedia.com/Pet_Food_-_Demand_Spurs_Increasing_Global_Trade
https://wikibizpedia.com/Pet_Food_-_Demand_Spurs_Increasing_Global_Trade
https://wikibizpedia.com/index.php?title=Towards_An_Integrated_Market_For_Seeds_And_Fertilizers_In_West_Africa&action=edit&redlink=1
https://wikibizpedia.com/index.php?title=Home&action=edit&redlink=1
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with actions recommended in the World Health Organization global strategy to reduce the 

harmful use of alcohol [13]. 

In Nigeria, there is no written national policy or action plan on alcohol control. Therefore, 

there is no national legal minimum age for on and off premise sales of alcoholic beverages, 

no restriction on on/off premise sales of alcoholic beverages as in hours, days, places, 

density, etc, legally binding regulations on alcohol marketing, of national monitoring system 

for alcohol beverages in country. The only national maximum legal alcohol concentration 

when driving a vehicle for all citizens set at 0.08 is abused with impunity. 

The extent of use of Multi-Sectoral Action (MSA) for the formulation of the 2007 Federal 

Road Safety Act is low. The extent of use of MSA for the alcohol policy actions outlined is 

reflected in the 2013 National Policy and Strategic Plan of Action on Non-Communicable 

Diseases. Currently the status of alcohol policy implementation in Nigeria is extremely poor 

for both the FRSC Act and the 2015 National Policy on the Control and Prevention of Non-

Communicable Diseases.  

A typical initiative which reflects Nigeria‘s overdependence on donor organizations for 

funding its alcohol controls is an initiative which is coughed in the ―drink responsibly‖ 

campaign slogan by brewers. This initiative is championed and funded by brewers, multi-

national alcohol industries and the International Alliance for Responsible Drinking (formerly 

the International Centre for Alcohol Policy [ICAP]). The initiative promotes moderate 

alcohol consumption rather than abstinence even among drivers. According to Dumbili et al, 

2013, the intervention is a charade that distracts and undermines efforts at proposing stronger 

legislation for alcohol control in Nigeria [12]. 

Nigeria Youth population and alcohol consumption  

World Population Review, (2019) summarized Nigeria as an African country on the Gulf of 

Guinea that is one of the most populous countries in the world with multiple cities boasting 

populations exceeding one million. A country with a total of 36 states, 774 Local 

Government Areas that are spread across it, the country has an estimated 75% urban 

population with over half of her population living in rural areas.  Many natives are moving 

into urbanized, developed areas to take advantage of job opportunities, education, transfer, 

conflict and civil issues and to avoid a life of poverty found in many of the smaller cities and 

villages in the country.  

In Nigeria, and as observed around the world, youth migration has become a critical issue in 

rural and urban areas. This migration is a serious issue for both the origin and destination 

points. Internal migration within countries is on the rise and people move in response to 

inequitable distribution of resources, services and opportunities or to escape violence, natural 

disasters or increasing occurrences of extreme weather conditions. The age group of interest 

is the 15- 35 years age bracket. The population of this bracket is estimated to be around 64, 

086,798 million.  

Globally, for the youths, alcohol use is associated with poor school performance (Balsa 

2011), increase the risk of injury, unplanned and unprotected sex (Hutton 2008) and 

contributes to a greater likelihood of developing alcohol use disorders later in life (De-Wit 

2000). It was related that young people who begin drinking before age 15 are 5 times more 

likely to develop an alcohol use disorder compared with those who delay drinking (Grant, 

1997). Moreover, youths who binge drink are also significantly more likely to engage in 

criminal activity and less likely to complete high school and be involved in clubs or activities 
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as compared to non-bingers (Hill 2000). While, its use in adolescence may have acute and 

prolonged neurobiological effects, (Clark 2008; Squeglia 2009), alcohol use is said to be the 

leading risk factor for death among 15 to 19-year-olds, and 20 to 24-year-olds (Mokdad 

2016). 

Economically, the burden of this alcohol use among this group includes costs related to 

health care, law enforcement and justice, property damage, and social work, along with 

indirect costs, such as loss of productivity and unemployment (Anderson 2006). Accordingly, 

alcohol attributable annual costs #by 2010 was $249 billion in the USA, $207.4 billion in the 

European Union and $12 billion in Australia by 2005 (Collins 2008; Sacks 2015 and Rehm, 

2012).  There are other costs attributable to alcohol use that are borne by non-drinkers and are 

more difficult to measure, such as harms from interpersonal violence, psychological distress, 

pain and/or suffering from domestic violence, marital separation and divorce, child and/or 

household neglect, poverty and abuse. All these have been termed― intangibles‖, and are said 

to contribute by reducing quality of life and induce suffering, both for the drinker and those 

around the drinker, (Anderson 2009; Navarro 2011; Thavorncharoensap 2009). 

Implications for alcohol marketing research 

Given the growing body of literature on alcohol beverages and its marketing, it is 

astonishingly and relatively difficult to find adequate evidence that can inform policy 

appraisals globally Meier (2010). Meier suggests that the areas where research evidence is 

required are; 

i. On effect sizes: research that is to provide evidence on the size of how alcohol 

marketing effects the whole population and other policy relevant population 

subgroups that includes drinkers, heavy drinkers, binge drinkers and abstainers. 

ii. On timing effects: research that will help to assess the balance between immediate 

and long-term effects, provide information on time lags, deviations and on the 

cumulative build up of longer-term effects of alcohol marketing and alcohol 

consumption on the entire population and these sub groups. 

iii. On Policy effectiveness: research to articulate the effect sizes for a range of 

comprehensive and partial (e.g. bans on specific promotions, channels or watersheds) 

marketing restrictions on alcohol consumption and harm, that includes the effected 

estimates for population and sub- groups. 

Without understanding the above complexities in measurement and to justify the measure of 

these effects on specific populations in Nigeria, it is essential that the local studies be directed 

at understanding and measuring the cumulative marketing effects of strategies and tactics that  

are strongly anchored in theories. The above knowledge gaps may impede the evaluation and 

appraisal of existing and new interventions policies in alcohol beverage marketing control 

programmes in Nigeria. 

To monitor alcohol consumption across a population, it is crucial to evaluate if national 

policies and approaches are being effective at reducing alcohol-related harm (World Health 

Organization: Regional Office for Europe, (2012); World Health Organization, 2010). 

Therefore, to translate the recognition that marketing is casually linked to consumption at 

least in young people into policy action in Nigeria, there is a need for quantitative estimates 

and qualitative assessment of the likely effectiveness of the range of possible counter 
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measures. National research needs to grow an evidence base that will link alcohol 

consumption behaviour to cumulative marketing efforts in Nigeria.  

The Research Agenda 

Changes in policies that regulate marketing environment can only be achieved by enforcing 

regulation of marketing activities. To do this, policymakers across the country need a clear, 

rigorous and consensual evidence base before they can act because policy-relevant research 

findings can influence such decisions ―involving millions of people and billions of dollars 

(Franke, 2001). For evidence to be convincing, a consensus among national experts is crucial 

and corporations will not willingly accept restrictions on their activities if they feel that the 

evidence base does not support them.  

To drive an interest in empirical studies that will provide useful data for the design and 

development of population-specific policy programmes by the various national bodies such 

as the Federal Ministry of Sports and Youth Development, Ministry of Education in Nigeria 

and other partners in the country in order to inform policy decisions and to guide their 

implementation, national research needs to provide an evidence-based advocacy tool on 

behalf of the youth. This will provide data for update of National Youth Development Index 

and Serve as an advocacy tool for state and local governments on the need to mainstream 

youth issues into economic and social policies, strategies and programs at their levels. 

To translate the recognition that marketing is casually linked to alcohol beverages 

consumption at least in young people into policy action in Nigeria, there is a need for 

quantitative estimates and qualitative assessment of the relationship or association between 

alcohol marketing and youth population and their consumption behaviour. To monitor 

alcohol beverage consumption across this population group is crucial in the effort to evaluate 

if national policies and approaches are being effective at reducing alcohol-related harm 

(World Health Organization: Regional Office for Europe, (2012); World Health 

Organization, 2010).  

Researchers should consider the National Strategic Plan. They should assess the various 

programs that derive from all these strategic plans. Youth consumption behaviour to 

alcoholic beverages should be considered as an input in order to ensure that alcohol beverage 

research is not seen in isolation. It must be reflected in terms of interpersonal, intra personal 

and wider society and within national frameworks so as to draw conclusions for public health 

model and to improve the ecological circle (Bronfenbrenner, 1994).   

Most of these studies should approached young people‘s alcohol-related behaviour from the 

perspective of a five-level framework based on the ecological approach, namely the 

intrapersonal, the interpersonal, the institutional, the community and policy levels. Research 

could be directed to focus on these five ecological factors mentioned above. Further research 

could be directed towards exploring in more detail the impact that the ecological factors are 

likely to have on the development of the young people as isolated factors or combined 

influence from their application.  

A reason for the proposal of this ecological approach is the relative ineffectiveness of 

national policies on alcohol consumption and lack of focus by these strategic plans. The 

impact of these social forces cannot be over emphasised. Therefore it is important to seek 

new approaches that will focus on youth and alcohol beverages consumption within the 

family context while maintaining the broad public health approach. There is a need for 

research into parental engagement in youth alcohol consumption and use as its being 
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undertaken in western countries. As this problem is under-researched, this approach will 

sought both new insights and generalisable findings by national research focus on this area. 

Although various strategies have been used in different ways in an attempt to reduce youth 

alcohol use, the problem has not been fully addressed. Adopting mixed methods research can 

help to fill some knowledge gaps related to patterns of and attitudes to alcohol consumption 

among youths, determined how selected national and local environmental factors are related 

to their alcohol consumption and established some relationships between parental 

engagement and youth alcohol behaviour in Nigeria.  

Youths are the future of any society and adolescence is a unique and complex time of life. 

Therefore, examining the needs and risks of this group is crucial for helping them develop 

healthy lives and remaining healthy through life. Studies could be conducted  to explore in 

more detail those aspects related to  community involvement and to find new ways to prevent 

young people from accessing alcohol, or, at least, to make sure that those who already 

consume alcohol are aware of the dangers involved and act responsibly. With the help of 

policies designed to promote the health and wellbeing of the young people affected by 

drinking, the community can find new ways to mitigate the risk of alcohol consumption.  

It is important to acknowledge that despite the need for high level policy action and further 

research in Nigeria, there are government and non-government agencies already involved in 

programmes trying to address youths‘ alcohol use problems. Understanding the problem is 

important. To do this effectively, research results need to be generated and communicated to 

this audience. Research findings should be disseminated to community practitioners working 

in the field of alcohol and youth consumption.  

It is the important to restructure the health care system in Nigeria to develop wellbeing in 

youths. The need for positive youth development to improve their competencies and 

capabilities and explained the responsibilities of parents, families, policy makers, 

professionals and communities to achieve these goals. These research would provide 

substantial new information on parental engagement, youth behaviour in relation to alcohol 

and other factors associated with their health.  The information arising from these researches, 

and the public health and ecological frameworks in which it will be set and policy guidance 

from the Ministry of Health, will be particularly useful for those interested in improving the 

lives and health of youths in Nigeria.  

Thus, to deepen the understanding of these associated factors future research is strongly 

suggested. A prevention program for the risky social factors, the lifestyle of youths and 

alcohol marketing effects which strongly influence the adolescent alcohol consumption 

behaviour in a positive or negative way could be promoted.  Objective and independent 

comparative research, between countries, to measure the effectiveness of advertising and 

marketing bans, statutory regulation, and self regulation, would be very informative and help 

guide appropriate policy responses.   

Given the wide range of potential research topics, it is recommended that a systematic 

approach to determining priorities areas be developed to guide the research community in 

Nigeria. Research into different parental styles, youth behaviour and the social and national 

factors affecting their behaviour may be related to marketing factors. As there are research 

models, constructs and instruments based on developed economies, Nigeria researchers 

should work either to adapt research questionnaires from other places or develop and validate 

new ones to use in Nigeria, given her complex nature. 
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Exploratory research examining the role of alcohol in social networking communications 

would enrich the knowledge base. The proliferation of alcohol marketing in below the line 

channels such as new media, sponsorship and viral marketing generates opportunities and 

indeed a requirement for good quality research to examine the extent, nature and impact of 

this activity. In Nigeria and as in many African countries, a major component of the alcohol 

marketing mix consists of sports and music sponsorship. A survey of current alcohol sports 

sponsorship using questionnaires to measure sponsorship activities within sports venues and 

clubs are necessary. Given that much of the annual spending on alcohol marketing in the 

Nigeria is tending towards channels such as new media and sponsorship, there are 

considerable opportunities for future research in these areas.  Indeed, research on areas not 

traditionally regarded as alcohol marketing such as sponsorship of music, traditional festivals, 

schools programmes etc is also warranted.  

 Although there is research in the US which suggests young people can be over exposed to 

alcohol marketing (Jernigan et al. 2007; Chung et al. 2009; King III et al. 2009), this has yet 

to be replicated elsewhere and the influence of level of exposure to alcohol marketing on 

drinking behaviour is largely unexplored. Recently the European Commission has 

commissioned research on the level of exposure of youth to alcohol marketing across certain 

media including television and new media, in several EU countries. Aside from this, the 

focus on alcohol marketing typically centres upon content rather than frequency of messages 

deployed on these various media.  There is need to Conduct researches that would involve 

interrogating data to assess the reach and potential exposure to alcohol marketing mix 

elements in Nigeria and survey research with various population strata to estimate levels of 

exposure.   

Future research could also consider the role alcohol marketing may play in normalising 

alcohol in our society. Research in the field of tobacco control has demonstrated that in the 

past, smoking was considered a normal behaviour, and that alcohol marketing contributed a 

normalisation effect (DiFranza et al. 2006; Brown and Moodie, 2009; Brown et al. 

2010)..Survey research could be useful to assess whether alcohol marketing does have a 

normalising effect, and whether certain policy and regulatory controls can be initiated to de-

normalise alcohol use among the youth in the Nigerian society.  

Research in this area could benefit from the inclusion of ethnographic research to help make 

sense of quantitative findings and understand the wider social context within which alcohol 

marketing and alcohol consumption operates. These ethnographic research can generate 

greater understanding and insight because it can often be carried out in a more naturalistic 

setting, for example by using observation techniques (Bryman, 2008). A holistic approach to 

research on factors influencing alcohol consumption and drinking cultures, utilising expertise 

from anthropology, psychology, sociology, marketing, biology and public health, could 

facilitate a more complete understanding of its role in society and identify interventions that 

would be more informed and improve policy responses.  

Longitudinal and cohort studies examining the impact of alcohol marketing on youth 

consumption behaviour are still possibilities for further research. These studies can measure 

data across several time points, including tracking young people into adulthood would be 

useful, indeed, if funding is permitted. Tracking research of this nature would be particularly 

valuable, especially given the dearth of research exploring the impact of alcohol marketing on 

adult drinking behaviour in Nigeria. In addition to these consumer studies, scholars such as 

Meier (2011) and Saffer (2011) have revisited the utility of econometric research on alcohol 
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marketing and youth drinking. Future research could investigate this applicability, potentially 

leading to a re-evaluation of the validity of econometric studies in this area in Nigeria.  

Conclusion 

An important consideration in relation to any suggestion on research in alcohol marketing 

and its effect on young people is the funding environment. There is demand for baseline data 

and expectations by policy makers, Jones (2011) has rightly pointed out that the difficulty of 

obtaining long-term funding to conduct such research may be a barrier. Indeed, the funding 

environment in Nigeria for academic research may currently be extremely poor, policy 

makers and research managers, have the ability to shape the funding environment, so that 

various studies outlined above can be attempted with local content.  It is therefore imperative 

that researchers in the field of alcoholic marketing research, state their case strongly to 

support their research proposals.  Therefore, it is important to acknowledge that although this 

work tries to offer a number of suggestions for future research on alcohol beverage marketing 

and youth drinking behaviour in Nigeria, the research list is not and cannot be exhaustive.  
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Abstract 

This article focuses on m-commerce as a catalyst for business growth in one of the online 

sales outlet (Jumia Nigeria). The objective of the study was to examine the relationship and 

the impact of mobile commerce on business growth. The population used for the study 

involves traders on Jumia Nigeria. Simple random sampling technique was used to select 120 

respondents and questionnaire was the instrument employed. Descriptive statistics such as 

mean, standard deviation was used to analyse the data. Pearson‟s Product Moment 

correlation was used in drawing conclusion. The outcome disclosed that as the rate of mobile 

commerce increases, if affects the rate of business growth as well.  The results further show 

that mobile business has a significant impact on business growth. It also revealed that the 

challenges that significantly influence mobile commerce include, lack of sufficient funds; 

market domination by large businesses; mobile commerce is not so much of complications to 

use; user interface on mobile is limited in resolution; lack of security; high cost of internet 

access; and poor quality of network service.  It was therefore recommended that there is a 

need for m-commerce awareness and this can be done by responsible organisations 

providing information on m-commerce, particularly due to best practices, success stories, 

opportunities and obstacles related to its use. Also, the government and the regulators should 

ensure they come up with consumer protection laws as this will boost the confidence of 

potential consumers in engaging in m-commerce activities.  

Keywords:  Mobile Phone, Business, Growth 
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Introduction 

It is no longer new to all and sundry that the Internet has staged significant position in our 

daily lives and activities; the Internet is now a medium for services instead of just an 

immobile repository of information, besides the new role of the Internet, we are witnessing 

rapid progress in the usage of wireless and handheld technologies.   Telecom organisations 

are offering new opportunities to users over mobile procedures such as cellular phones and 

personal digital assistants and reading emails and sending SMS messages between cellular 

phones is not new phenomenon but natural.  Mobile Commerce is the new development and 

is expected to drive the future enlargement of e-commerce, by being able to transact business 

over mobile devices which is an important step towards achieving anywhere and anytime 

paradigm. 

M-Commerce is an acronym of Mobile Commerce that is seen as any transaction, involving 

the transfer of ownership or rights to use goods and services, which is initiated and completed 

by using mobile access to computer-mediated networks with the help of an electronic device. 

Mobile- Commerce is the subset of e-commerce, which includes all e-commerce transactions, 

carried out using mobile or handheld devices (Golden, & Regi, 2013; Sharma, 2009).  

 

M-Commerce involves both buying and selling of items using the wireless devices like cell 

phones, personal digital assistants and other hand held devices at a near zero-cost method 

which is entirely depended on internet access.  Mobile Commerce includes all activities, 

directly or indirectly that facilitate exchange of goods and services through mobile telephony; 

before the advent of the electronic age, commerce used to be distinct by the physical presence 

of both the buyer and the seller, however, the recent internet presence is constantly promising 

computing and communications technologies like mobile phones that have been redefined for 

the business of banking and commerce.  Traditional boundaries and geographical locations 

are no longer a barrier and new opportunities have been made for banks and commercial 

organisations to reach and service the more and more informed and empowered customer 

base; this new practice is now another means and suitable way of performing business 

worldwide, this ground-breaking technique of doing business has broken down the 

environmental and literary boundaries of market where people initially visited markets to buy 

or sell (Obe & Balogun, 2007; Okolo, Ani & Ofoegbu, 2014).  By using M-Commerce, 

mobile applications, high-speed services can be accessed through the advanced devices that 

can be applied remotely wherever and at anytime.   Ibam, Boyinbode & Afolabi (2018) 

concluded in their study that e-commerce has made positive impact on the African economies 

however, lack of trust on business within and without the continent is a challenge and so the 

study advised that investment in e-commerce infrastructure in Africa (especially in Nigeria) 

will lead to swift economic growth in the continent.  M-Commerce is an advanced 

technology of e-commerce due to time and space limitation which are removed and 

something can be acquired at any given time they are needed.  Mobile commerce has 

engrossed enormous traffic due to its exclusive features and the crucial idea at the root of m-

commerce is that it is a pocket friendly shopping experience to the consumers (Afshar, 

Jahanshahi & Asghar, 2012; Khaliq, 2020).  It indicates that people will no longer be limited 

from completing their transactions anytime and this is possible because the internet and the 

phone are in the owners‘ possession at less cost. 

 



Proceedings of the 14th Annual International Conference 

 834 

Nigeria a part of African country with over 200,000,000 Nigeria is Sub-Saharan Africa‘s 

largest economy that depends greatly on oil as its chief source of foreign exchange earnings 

as well as government revenues even if she is also rich in other natural resources as; natural 

gas, petroleum, tin, iron ore, coal, limestone, niobium, lead, zinc and arable land; the speed in 

which M-commerce became popular in Nigeria is fascinating given the number of the users 

due to the convenience of the usage alongside the  logical prices of the goods and services 

online as well as the relieve of buying items without moving around because the stress of 

going to shopping malls in such places as Lagos, Port-Harcourt, Abuja, Calabar, Ibadan, 

Kaduna and Kano with the high rate of traffic which have population density is very tensed.  

Mobile commerce is fast becoming increasingly popular in Nigeria due to the convenience it 

offers and the logical prices of goods and services available online. Visiting stores can be 

quite stressful especially in cities such as.  The comfort of ordering for products from mobile 

phone has enhanced the growth of mobile commerce significantly in Nigeria but the 

introduction of online retail stores such as Jiji.com, Konga.com, Jumia.com, as well as other 

online shopping platforms have to turn a feasible choice for modern day Nigerians like their 

counterparts, Amazon, eBay and Aliexpress.  Olasanmi, (2019) cited Philips Consulting 

Online Shopping Report, informed that Nigeria records over One-Billion-Naira worth of 

transactions monthly with over 500 orders per day, this is a huge financial breakthrough.  

M-Commerce is considered to be motivating transformation in the way business is performed 

in many industries most especially in the telecommunications, information technology, media 

and financial services, it is highly essential due to how the expansion of the internet goes 

further than the static terminal of the PC, or  the television, for more quick, anytime, anyplace 

and anywhere context.   M-commerce should not be viewed as e-commerce with limitations, 

but rather as a unique form of e-commerce with its own unique benefits (Scornavacca & 

Barnes, 2006); but m-commerce is not a replacement for PCs; it is but new and greater 

powerful way to communicate with customers. Ubiquity, intimacy, time sensitivity and 

location awareness are key concepts that make mobile commerce so different from traditional 

e-commerce (Paavilainen, 2002).  The other difference between m-commerce and e-

commerce is the opportunity to connect information with objects in a more direct way than 

has been possible until now as it lets millions of people the entrance of web information 

services wherever they go; although the study of Kareem, Owomoyela & Oyebamiji, (2014) 

―the impact of e-commerce on business performance with particular reference to the selected 

supermarkets in Ibadan metropolis‖ proved that e-commerce adoption has significant impact 

on service operations, cost operation reductions and profit levels.  Khan & Uwemi (2018) 

contrasting the previous studies, the study was concerned with the opinion of the e-commerce 

operators‘ along with that of customers and it was interestingly disclosed by the customers 

and operators that the policy makers should design policies or plans to address the raising 

needs of the e-commerce customers in Nigeria.  (Yeo & Huang, 2003). Mobile is a suitable 

way for accessing communications mainly because of positioned mobile network is not just 

cost-efficient but it provides superior suppleness and convenience to its subscribers than 

landline telephone (Sanjay, 2007).   Again the advent of the mobile phone along with the 

internet, is incessantly bringing with it so many novelties and one of such has been the 

emergence of mobile commerce, which to a very large extent makes payment for goods and 

services not only quite convenient but also lithe for today‘s increasingly digitally confidence 

consumers; it seem to be another gold rush after e-commerce (Bang, Han, Animesh, & 

Hwang, 2013; Hsieh, 2007).  
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The recent Nigerian GSM technology introduction helped to enhance the marketing idea of 

mobile commerce and its performance that certain banks and other financial establishment as 

well as other service providers brought the idea of mobile commerce into their customer 

service accessibility options.   The key contributors to economic and business growth as 

measured by the GDP as an official statistical bulletin signifies that none has experienced 

exceptional growth like that of the telecommunication sector in Nigeria (Okolo, et al, 2014). 

This innovation is amazing as it was not how business is conducted several years ago and is 

not confined to Nigeria, as (Zibi, 2013) succinctly pointed out that ―the impact of the African 

mobile explosion has outsized the economy with the sector accounting for between 5% and 

10% of GDP in many African countries.   It therefore indicates that communication 

undoubtedly,  a foremost pivotal for the business growth which is the emerging trend in 

socio-economic growth that confirms a soaring premium being placed on Information and 

Communication Technology (ICT) in the homes, organisations and nations (Ijewere & 

Gbandi, 2012).  

Growth is expected phenomenon in any business, as its continued existence basically depends 

on its power to partake in the market alongside other organisations which hinders the 

possibility of eradication of small businesses (Rauch & Rijskik, 2013).   According to 

Penrose (2006), growth is the product of an inner course in the improvement of venture and 

an increase in worth and increase; hence Dobbs & Hamilton (2007) posit that ―Growth is 

defined as a change in size during a determined time span‖; it is apparent that every 

organisation must growth irrespective of its size at the initial stage.  Business growth means 

rising sales volume, resources, net profits and the likelihood of been at advantage of the scale 

of economies which will increase profits at long run.  The rate decline is essential if the 

industry is rising rapidly as the competitors are using price war in order to boost their market 

allocations.  There are two sets of thought prevailing among researchers; some suggest that 

the growth path followed by the enterprise is linear or predictable, and others suggest that the 

growth is fairly opportunistic term or unpredictable (Gupta & Guha, 2013). Growth-oriented 

organisations have a significant contribution in a nation's economic gain, but the concept of 

growth is different for different entrepreneurs.   Growth can be defined in terms of revenue 

generation, value addition, and expansion in terms of volume of the business. It can also be 

measured in the form of qualitative features like market position, quality of product, and 

goodwill of the customers (Gupta & Guha, 2013).  Whilst learning the growth of an 

organisation, it is necessary to recognize the notion of ‗the business‘ as well; the 

understanding of the growth of a business enterprise relies on the description of what the 

business is, how much it has fully fledged, its offerings to the market,  the resources it 

controls and its lawful structure.  One set of theories see the influence of enterprise size and 

age on growth, and the second set deals with the influence of unstable such as approach, 

organization, and the kind of the business owners on growth of the enterprise. (Mateev & 

Anastaso, 2010) argue that an organisation's growth is related to dimension and other detailed 

quality like financial arrangement and efficiency and that the whole assets that is, one of the 

measures of the venture volume has a direct force on the sales proceeds, but the number of 

employees, investment in R & D and other insubstantial assets do not much power on the 

growth predictions (ibid).   

The problem associated to this paper is the issue of physical safety of the deliverymen who 

will deliver the goods in good condition as well as the customers‘ financial safety that is 

susceptible to the external hackers. This study is conducted to answer the pertinent research 

questions to be able ascertain whether the use of M-commerce brings about a business growth 

or not.  Such questions as what is the gender of the founder, the amount of capital required at 

the time of starting the business, and growth strategy of the enterprise are very important 
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factors in predicting growth in an enterprise.  These have further highlighted that apart from 

human capital resources, the growth of an enterprise relationship between mobile commerce 

and business growth and how has mobile commerce impacted business growth in JUMIA 

Nigeria.   The objective of the study is to find the challenges of mobile commerce on business 

growth. 

While M-Commerce covers a wide variety of transactions, they can all be categorized as one of the 

four  

Types:  Mobile shopping is now possible through mobile optimized websites, dedicated apps, and 

even social media platforms like facebook, Instagram or pinterest that allow in-app purchases or 

linking to online stores (bigcommerce.com).  This allows mobile banking that does not deal with 

physical cash as it lessen the cost of handling transactions and the need for customers to visit a bank 

branch for non-cash withdrawal and deposit transactions.   This is known as mobile payment (also 

referred to as mobile money, mobile money transfer, and mobile wallet) generally refer to payment 

services operated under financial regulation and performed through mobile phones.  The study of 

Harriet (2018) divulges that mobile payment services emerge to have more benefaction than retail 

activities.   Mobile transfers have widened means of financial payments and the competence has 

won the trust of users; Osakwe & Okeke (2016) examined the factors facilitating M-Commerce 

growth in Nigeria through mobile Money (mMoney) usage, the study is done to tackle the issue of 

perceived usefulness of mMoney service and significant features such as affordability, convenience, 

branch bank distance, concern for ease of use, phone network failure, perceived trust, risk as well as 

perceived regulator assurance in the Nigerian context, including its pivotal importance to laying a 

solid foundation for m-Commerce growth in Nigeria and similar Sub-Saharan African. 

The table below is a report to confirm the fact that numbers of users of Internet within the 

African settings and it shows that the users increased tremendously as this year 2020.   Obe & 

Balogun (2007) study and considered the enabling technologies and emerging applications of 

mobile commerce in Nigeria, the study predicted the future of M-Commerce in Nigeria that 

the use of Personal Digital Assistants (PDAs) will continue to ascend, mobile workers will be 

more prevalent, networks will be wireless in five to ten years, M-Commerce will supplant E-

commerce, WAP gateways will be extensively employed by organisations in Nigerian 

because the cost of accessing this mobile services will shrink very much thereby linking the 

digital divide in Nigeria. 

The table below reveals the statistics of internet users in Nigeria which proved to be very 

high. 

AFRICA 2020 POPULATION AND INTERNET USERS STATISTICS 

AFRICA  

Population 

(2020 Est.) 

Internet 

Users 

31-Dec-2000 

Internet 

Users 

31-DEC-2019 

Penetration 

(% 

Population) 

Internet 

Growth % 

2000 - 2020 

Facebook 

subscribers 

31-DEC-2019 

Algeria  43,851,044 50,000 25,428,159 58.0 % 50,756 % 19,000,000 

Angola 32,866,272 30,000 7,078,067 21.5 % 23,493 % 2,244,000 

Benin 12,123,200 15,000 3,801,758 31.4 % 25,245 % 920,000 

Botswana 2,351,627 15,000 1,116,079 47.5 % 6,455 % 830,000 

Burkina Faso 20,903,273 10,000 3,704,265 17.7 % 36,942 % 840,000 

Burundi 11,890,784 3,000 1,154,568 9.7 % 38,385 % 450,000 

https://www.internetworldstats.com/africa.htm
https://www.internetworldstats.com/africa.htm#dz
https://www.internetworldstats.com/africa.htm#ao
https://www.internetworldstats.com/africa.htm#bj
https://www.internetworldstats.com/africa.htm#bw
https://www.internetworldstats.com/africa.htm#bf
https://www.internetworldstats.com/africa.htm#bi
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Cabo Verde  555,987 8,000 352,120 63.3 % 4,302 % 240,000 

Cameroon  26,545,863 20,000 6,128,422 23.1 % 30,542 % 2,700,000 

Central African 

Rep. 

4,829,767 1,500 655,466 13.6 % 43,597 % 122,100 

Chad 16,425,864 1,000 1,027,932 6.3 % 102,693 % 328,000 

Comoros 869,901 1,500 178,500 20.5% 11,800 % 178,500 

Congo 5,518,087 500 732,800 13.3 % 146,460 % 732,800 

Congo, Dem. Rep. 89,561,403 500 7,475,917 8.3 % 
1,495,083 

% 
3,117,000 

Cote d'Ivoire  26,378,274 40,000 11,953,653 45.3 % 29,784 % 4,758,000 

Djibouti 988,000 1,400 548,832 55.5 % 39,102 % 211,700 

Egypt  102,334,404 450,000 49,231,493 48.1 % 10,840 % 42,400,000 

Equatorial Guinea  1,402,985 500 356,891 25.4 % 71,278 % 100,600 

Eritrea  3,546,421 5,000 293,343 8.3 % 5,766 % 21,900 

Eswatini 1,160,164 10,000 665,245 57.3 % 6,552 % 255,200 

Ethiopia 114,963,588 10,000 20,507,255 17.8 % 204,972 % 6,007,000 

Gabon  2,225,734 15,000 1,307,641 58.8 % 8,617 % 743,000 

Gambia  2,416,668 4,000 442,050 18.3 % 10,951 % 370,100 

Ghana  31,072,940 30,000 11,737,818 37.8 % 39,026 % 4,900,000 

Guinea  13,132,795 8,000 2,411,672 18.4 % 30,046 % 2,008,000 

Guinea-Bissau  1,968,001 1,500 250,000 12.7 % 16,567 % 140,000 

Kenya  53,771,296 200,000 46,870,422 87.2 % 23,335 % 7,000,000 

Lesotho  2,142,249 4,000 682,990 31.9 % 16,975 % 445,600 

Liberia  5,057,681 500 624,610 12.3 % 124,822 % 537,000 

Libya  6,871,292 10,000 5,100,000 74.2 % 50,900 % 5,094,000 

Madagascar  27,691,018 30,000 2,643,025 9.5 % 8,710 % 2,317,000 

Malawi 19,129,952 15,000 2,717,243 14.2 % 18,015 % 500,200 

Mali 20,250,833 18,800 12,480,176 61.6 % 66,284 % 1,670,100 

Mauritania  4,649,658 5,000 969,519 20.9 % 19,290 % 796,900 

Mauritius  1,271,768 87,000 852,000 67.0 % 879 % 852,000 

Mayotte (FR) 272,815 n/a 107,940 39.6 % n/a 91,400 

Morocco  36,910,560 100,000 23,739,581 64.3 % 23,639 % 18,330,000 

Mozambique 31,255,435 30,000 6,523,613 20.9 % 21,645 % 2,448,000 

Namibia 2,540,905 30,000 1,347,418 53.0 % 4,391 % 692,400 

Niger  24,206,644 5,000 2,781,266 11.5 % 55,525 % 500,200 

https://www.internetworldstats.com/africa.htm#cv
https://www.internetworldstats.com/africa.htm#cm
https://www.internetworldstats.com/africa.htm#cf
https://www.internetworldstats.com/africa.htm#cf
https://www.internetworldstats.com/africa.htm#td
https://www.internetworldstats.com/africa.htm#km
https://www.internetworldstats.com/africa.htm#cg
https://www.internetworldstats.com/africa.htm#cd
https://www.internetworldstats.com/africa.htm#ci
https://www.internetworldstats.com/africa.htm#dj
https://www.internetworldstats.com/africa.htm#eg
https://www.internetworldstats.com/africa.htm#gq
https://www.internetworldstats.com/africa.htm#er
https://www.internetworldstats.com/africa.htm#sz
https://www.internetworldstats.com/africa.htm#et
https://www.internetworldstats.com/africa.htm#ga
https://www.internetworldstats.com/africa.htm#gm
https://www.internetworldstats.com/africa.htm#gh
https://www.internetworldstats.com/africa.htm#gn
https://www.internetworldstats.com/africa.htm#gw
https://www.internetworldstats.com/africa.htm#ke
https://www.internetworldstats.com/africa.htm#ls
https://www.internetworldstats.com/africa.htm#lr
https://www.internetworldstats.com/africa.htm#ly
https://www.internetworldstats.com/africa.htm#mg
https://www.internetworldstats.com/africa.htm#mw
https://www.internetworldstats.com/africa.htm#ml
https://www.internetworldstats.com/africa.htm#mr
https://www.internetworldstats.com/africa.htm#mu
https://www.internetworldstats.com/africa.htm#yt
https://www.internetworldstats.com/africa.htm#ma
https://www.internetworldstats.com/africa.htm#mz
https://www.internetworldstats.com/africa.htm#na
https://www.internetworldstats.com/africa.htm#ne
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Nigeria  206,139,589 200,000 126,078,999 61.2 % 62,939 % 27,120,000 

Reunion (FR) 895,312 130,000 553,000 61.8 % 325 % 544,000 

Rwanda  12,952,218 5,000 5,981,638 46.2 % 119,532 % 592,400 

Saint Helena (UK)  6,077 n/a 2,300 37.8 % n/a 2,300 

Sao Tome & 

Principe 

219,159 6,500 63,864 29.1 % 882 % 58,400 

Senegal  16,743,927 40,000 9,749,527 58.2 % 24,274 % 3,408,000 

Seychelles  98,347 6,000 71,300 72.5 % 1,088 % 71,000 

Sierra Leone  7,976,983 5,000 1,043,725 13.1 % 20,774 % 693,400 

Somalia 15,893,222 200 1,705,300 10.7 % 852,550 % 1,666,500 

South Africa  59,308,690 2,400,000 32,615,165 55.0 % 1,259 % 21,280,000 

South Sudan 11,193,725 n/a 887,722 7.9 % n/a 282,901 

Sudan 43,849,260 30,000 13,124,100 29.9 % 43,647 % 1,300,000 

Tanzania 59,734,218 115,000 23,142,960 38.7 % 20,024 % 4,271,000 

Togo 8,278,724 100,000 1,011,837 12.2 % 912 % 658,100 

Tunisia 11,818,619 100,000 7,898,534 66.8 % 7,798 % 7,445,000 

Uganda  45,741,007 40,000 18,502,166 40.4 % 46,155 % 2,471,000 

Western Sahara  597,339 n/a 28,000 4.7 % n/a 27,000 

Zambia 18,383,955 20,000 9,870,427 53.7 % 49,252 % 2,253,000 

Zimbabwe  14,862,924 50,000 8,400,000 56.5 % 16,700 % 994,000 

TOTAL AFRICA  1,340,598,447 4,514,400 526,710,313 39.3 % 11,567 % 212,911,701 

Rest of World  6,456,017,263 82.8 % 4,058,868,405 62.9 % 88.5 % 2,011,815,020 

WORLD TOTAL 7,796,615,710 100.0 % 4,585,578,718 58.8 % 100.0 % 2,224,726,721 

Source: Internet World Stats – www.internetworldstats.com.html 

Table 1:  Internet Users Statistics for Africa (Africa Internet Usage, 2020 Population Stats 

and Facebook Subscribers) 

Technology Acceptance Model (TAM) (Davis, 1989) propounded by Davis in 1989 is an 

renowned theorist in the field of IT and IS research. TAM is a theoretical extension of TRA 

(Jurevičiūtė, 2011), many empirical assessment have established TAM is a strong model in 

terms of technology acceptance for variety of IT-related fields (Eze, 2008).  Principal reason 

for initiating this model was to predict the acceptance of IS/IT and analyse problems when 

potential users use that new technology or system (Chandio, Irani, Abbasi, & Nizamani, 

2013). In recent research, TAM has been broadly used to envisage the use of various 

information technology fields like World Wide Web, word processing software, E-commerce 

and M-Commerce (Chong, Chan, & Ooi, 2012).  

https://www.internetworldstats.com/africa.htm#ng
https://www.internetworldstats.com/africa.htm#re
https://www.internetworldstats.com/africa.htm#rw
https://www.internetworldstats.com/africa.htm#sh
https://www.internetworldstats.com/africa.htm#st
https://www.internetworldstats.com/africa.htm#st
https://www.internetworldstats.com/africa.htm#sn
https://www.internetworldstats.com/africa.htm#sc
https://www.internetworldstats.com/africa.htm#sl
https://www.internetworldstats.com/africa.htm#so
https://www.internetworldstats.com/africa.htm#za
https://www.internetworldstats.com/africa.htm#ss
https://www.internetworldstats.com/africa.htm#sd
https://www.internetworldstats.com/africa.htm#tz
https://www.internetworldstats.com/africa.htm#tg
https://www.internetworldstats.com/africa.htm#tn
https://www.internetworldstats.com/africa.htm#ug
https://www.internetworldstats.com/africa.htm#eh
https://www.internetworldstats.com/africa.htm#zm
https://www.internetworldstats.com/africa.htm#zw
https://www.internetworldstats.com/africa.htm
https://www.internetworldstats.com/stats.htm
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Figure 1: Technology Acceptance Model      Source: (Chandio, et al 2011) 

As per TAM in figure 1, perceived usefulness, perceived ease of use and attitude influences 

the behavioural intention of people that pilots towards the real use of the system or 

technology (Davis, 1989).  Rogers E.M presented Innovation Diffusion Theory (IDT) in 1995 

and stated that technology diffusion can be intolerant by innovative features like complexity, 

relative advantage, trainability, compatibility, and observability (Chong et al., 2012). As per 

IDT, innovation is ―an idea, practice or an object which is perceived as new by individual or 

any other unit of adoption‖ (Vasileiadis, 2013).  Diffusion is ―the process in which an 

innovation is communicated through certain channels, over time, among the members of 

social systems‖ (Wu & Wang, 2005). It is acknowledged that only three key characteristics 

including complexity, compatibility and relative advantage have the most significant factors 

in the adoption of innovative products (Koenig-Lewis, Palmer, & Moll, 2010) and for the 

successful results, IDT has been extensively used by IT and IS researchers (Wu & Wang, 

2005).  Wu & Wang (2005) argued that there is a tremendous likeness between IDT and 

TAM in some constructs and both theories supplement each other.  

 

 

Source: Sahin& Rogers, 2006            Figure 2: Innovation Diffusion Theory 
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Question 1:   What is the relationship between mobile commerce and business growth? 

Pearson‘s Product Moment Correlation (PPMC) was employed to evaluate the relationship 

between the merged items on mobile commerce and on business growth.  

Question 2:    How has mobile commerce impacted business growth in Nigeria? 

To answer this research question, descriptive statistics was used to analyse the items on the 

impact of mobile commerce on business growth in Nigeria? 

The results obtained were presented in mean and standard deviation.  

Using the 4-points Likert scale (SD+D+A+SA), which is replaced with 1+2+3+4, the 

acceptable mean score is 10 divided by 4, which is 2.5. Hence, any item with mean score 2.5 

and above was acceptable as an impact of mobile commerce on business growth as presented 

in the table below: 

Descriptive Statistics for Relationship between Mobile Commerce and Business Growth 

 Mean Std. 

Deviation 

N R p Remark  

MOBILE COMMERCE 3.32 0.41 106 0.39 0.00 Significant  

BUSINESS GROWTH 2.83 0.89 106    

The results obtained from Table 4.3 shows that the relationship between mobile commerce 

and business growth is a positive relationship (r = 0.39). This probably suggests that as the 

rate of mobile commerce increases, the rate of business growth also increases.  

Descriptive Statistics for Impact of Mobile Commerce on Business Growth in JUMIA 

Nigeria 

Items  N Mean Std. 

Deviation 

It has made me to be better informed about how to do 

business 

106 2.99 1.10 

Online business with Jumia has increased my sales 

tremendously 

106 2.91 0.85 

My business has expanded because of mobile commerce 

with Jumia 

106 2.85 1.07 

More people now patronize me since I started with 

Jumia 

106 2.81 0.78 

Online business with Jumia has made me record increase 

in profit 

106 2.81 1.04 

Goods (stocks) are always available in my store so as to 

satisfy online customers 

106 2.74 1.14 

It has earned me recognition among my competitors 106 2.70 1.11 

The result obtained shows that all identified items were accepted impact of mobile commerce 

on business growth. In order, they are: It has made me to be better informed about how to do 

business (mean= 2.99); Online business with Jumia has improved my sales immensely 

(mean= 2.91); My business has expanded due to m-commerce through Jumia (mean= 2.85); 

More people now patronise me since I joined force with Jumia, and Online business with 

Jumia earned me increase in profit (Mean= 2.81, each); Goods (stocks) are always available 
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in my store so as to satisfy online customers (2.74); and lastly, It has earned me recognition 

among my competitors. 

This study examined the relationship, impact and challenges of mobile commerce on business 

growth with particular reference to JUMIA Nigeria. It can be deduced from the investigation 

of the data for research question one the outcome confirmed that the relationship between 

mobile commerce and business growth is a positive relationship this implies that as the rate 

of mobile commerce increases, the rate of business growth also increases.  This is in line with 

the study of Dobbs & Hamilton (2007) which posit that growth is viewed as an alteration in 

size during a resolute time duration also the study of Gupta & Guha, (2013) affirm that 

growth is seen in terms of revenue generation, value addition, and expansion in terms of 

volume of the business. It can also be measured in the form of qualitative features like market 

position, quality of product, and goodwill of the customers.  From the research question two, 

the result obtained showed that all the items identified in the questionnaire were recognized 

as impact of mobile commerce on business growth. So it can be said that the adoption of 

mobile commerce by Nigerian organisations will increase sales volumes, improve service 

operations, expand business base, gain advantage over competitors, and increase profit levels. 

These findings support the view that m-commerce significantly enhances the growth of 

business organisations. 

This study suggests that there is a need to communicate the benefits of m-commerce to those 

organisations that are yet to implement online business especially during the pandemic period 

which will hinder physical contact of many people trouping into market places and malls 

since there is no vaccine for the epidemic yet and the best offered solution is to keep safe by 

distancing oneself.   Also education sector can teach online in order to avoid the effect of 

unforeseen circumstances in the case of the COVID-19 pandemic wrecking the world at large 

that led to lockdown of worldwide. 
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Abstract 

This study aims at examining the extent to which government of Rivers State building of 

renewable solar energy will influence electricity sustainability in Rivers State. Drawing from 

technology acceptance model theory, this paper opined that the perceived usefulness of the 

solar grid in terms of been environmental friendly and being efficient to harness than the gas 

supplied to power stations to generate electricity in the area, makes it a better option to help 

solve the epileptic power supply challenges in Rivers State. The study took a subjectivist 

(idealist) view point since it adopted the ideographic methodology, anti-positivist 

epistemology and norminalist ontology. Hence, it utilized qualitative research method 

whereby findings were deduced from general literature. The findings of study revealed that 

renewable solar energy has a positive impact on electricity sustainability in terms of offering 

constant electricity supply which is environmentally friendly. It also discovered that with 

constant electricity supply through solar power grid, small and medium scale businesses in 

Rivers state will be repositioned to do better even during the post oil economy. Based on 

these findings, the researchers recommends that the government of Rivers State in 

collaboration with PHCN and other private organizations should build a solar powered 

electricity grid in Obio/Akpor to assist the Afam power station since this will help generate 

constant electricity and encourage businesses to thrive and pay their taxes which helps the 

government to run the state. Also that constant maintenance culture should be strictly 

adhered to keep the solar grid functioning when in place 

Keywords: Electricity sustainability, Solar energy, Technology acceptance model,  

 

1.0  INTRODUCTION 

Electricity supply is paramount for business survival mostly small and medium scale 

enterprises (SME) around the world, even in Rivers State, Nigeria. That is why Olatunjim 

(2019) asserts that ―electricity is required to power the machines in the agricultural and 

industrial sectors of the economy, thus the absence of stable electricity supply impinged 
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heavily on the ability of the productive sectors of the economy to render the required services 

to the citizens.‖ Hence businesses both small and big depends on electricity to operate, which 

lack of constant supply of electricity in some parts of Rivers State has made businesses run 

on diesel and petrol which add cost to customers who patronizes such business services and 

products. 

Since the discovery of crude oil, Nigeria has abandoned mass production and export of 

agricultural produce to rely heavily on crude oil as its major source of foreign exchange. 

Even the power sector in the south now utilizes thermal  power plants and relies on gas from 

Nigeria LNG limited(NLNG) to electricity producing companies to generate electricity which 

turns to debase the environment through adding to global warming and black suite due to gas 

flaring. There is a need for Nigeria to reposition itself to meet the trend that will come during 

post oil economy when global demand for crude oil will depreciate. Even the power sector 

needs to adopt newer environmentally friendly and renewable power source such as the solar 

power generation grid, to militate against environmental pollution and reposition small scale 

businesses through generating and distributing constant electricity supply for the businesses 

to thrive on.  

For any economy to develop, it‘s SMEs need sustainable electricity which will be available at 

all times to help boost business production and transactions. Unfortunately, most parts of 

Rivers state are yet to witness this due to the epileptic power supply to the environs by 

electricity distribution companies in Rivers state. This challenge is one area the government 

of Nigeria both at Federal, state and local level has failed to resolve over several decades. But 

resent technological advancement such as solar energy has proven to be a way out of these 

epileptic power supply generation in Rivers state, were power supply runs on fusil gas that is 

of high cost, pollutes environments through gas flaring and causes black suite, water and 

environmental pollutions and degradation. Hence solar energy could be seen as a means of 

repositioning large and small scale businesses in Rivers state to do better through generating 

constant uninterrupted power supply for the businesses to thrive and as well transforming the 

environment to be healthier and safer unlike the gas source of power that pollutes the 

atmosphere causing green house effect and environmental pollution in the form of black 

suite. 

Solar energy according to OpenEI (2012) is ―radiant light and heat from the Sun that is 

harnessed using a range of ever-evolving technologies such as solar heating, photovoltaics, 

solar thermal energy, solar architecture, molten salt power plants and artificial 

photosynthesis.‖ Vourvoulias (2020) argues that ―the energy sun provides to the earth for one 

hour could meet the global energy needs for one year.‖ And he went ahead to say that 

―undoubtedly, the sun is a powerful energy source, and even though we are not able but to 

collect a fraction of this energy, yet harnessing this power by installing solar panels can make 

a significant difference to the planet.‖ This new modern innovation of solar powered energy 

can serve as an alternative source of power supply to gas which pollutes the environs of 

Rivers State. Even India has currently harnessed the use of solar power grid and according to 

Bishnoi (2020) India in 2019 ―was ranked as the fourth most attractive renewable energy 

market in the world.‖ This study tends to investigate the impact government installation of 

renewable solar energy will have on generating constant electricity supply for businesses to 

thrive on within the context of Obio/Akpor local government area of Rivers State, and how 

this constant electricity supply can help reposition these SMEs in the state.  

 

https://en.wikipedia.org/wiki/Thermal_power_station
https://www.greenmatch.co.uk/about-us/authors-and-contributors#Aris-Vourvoulias
https://www.greenmatch.co.uk/solar-energy/solar-panels
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1.2 Statement of the Problem 

In an ideal situation, an oil producing area such as Rivers state that is rich in mineral 

resources is supposed to have constant electricity for rural and urban usage and for small and 

large scale businesses to thrive since the cubic meters of gas flared on daily bases in the 

region is enough to generate light that can serve the area. But within the context of several 

parts of Rivers state, epileptic power supply has bedeviled these areas inhibiting business 

growth, amidst environmental pollutions in the form of black suite caused by gas flaring, 

water and land pollution caused by oil spillage.  

This challenges if not address properly to generate an alternative power supply that is more 

environmental friendly and renewable and that will help reposition the businesses to grow, 

will leave the region debased by oil and gas pollution and impoverished when the 

international market reduces their demand for fossil fuel due to alternative innovative 

sources, while economy will crumble since businesses cannot thrive in an epileptic power 

situation. 

Affirming the plight of poor electricity supply in Nigeria, Akuru and Okoro (2014) asserts 

that ―the challenges faced by Nigerians in terms of electricity supply have been well 

documented in the power and electricity literature.‖ USAID (2020) suggests that ―Nigeria is 

the largest economy in sub-Saharan Africa, but limitations in the power sector constrain 

growth.‖ It went ahead to state that ―Nigeria is endowed with large oil, gas, hydro and solar 

resource, and it already has the potential to generate 12,522 megawatts (MW) of electric 

power from existing plants, but most days is only able to generate around 4,000 MW, which 

is insufficient‘ (USAID, 2020). Olatunjim (2019) on his own part states that ―electricity 

consumers in the country live with harrowing experiences of power outages for many days 

and at times months, though Nigeria is blessed with abundant sources of energy supply, 

which include renewable and non-renewable, but over time, the nation has been unable to 

harness them in order to put an end to the power crisis.‖ 

Then one may ask, is it that the government of Nigeria has not been trying to do something 

about the poor electricity situation in order to reposition small and medium scale business in 

this area to survive in this harsh economic reality? Although government of Nigeria has tried 

fixing and improving electricity through signing a ―six year power deal with German energy 

giant Siemens, which will result in the production of at least 25,000 megawatts of electricity 

by the year 2025‖ (Mules, 2019), even tried to revive SMEs through several means such as 

loan schemes which includes: Micro, Small and Medium Enterprises Development Fund 

(MSMEDF), GEEP loan (Government Enterprise and Empowerment Programme), CBN 

AGSMEIS Loan, also reduced taxations for businesses during covid 19 pandemic as 

in the case of Rivers state government, but have not looked at providing constant 

renewable electricity in Rivers State through solar powered grid since we have 

abundance of sunlight to power the technology. Hence our point of departure and this 

creates a lacuna which this study will try to fill by investigate the impact of 

renewable solar energy on electricity sustainability by PHCN power Distribution 

Company in Rivers state. 

1.3 Objective of the Study 

The main objective of this study is to investigate the impact renewable solar energy will 

have on generating electricity sustainability by rivers state government and how this 

sustainable electricity can help reposition SMEs in Rivers State to do better even during post 

oil economy. 
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2.0 Review of Related Literature 

2.1 Theoretical Foundation 

The theoretical underpinning to this study is the Technology Acceptance Model (TAM) 

theory by Fred Davis (1989) which suggested that for a new innovation to be accepted, two 

constructs comes to play which is perceived ease of use and perceived usefulness.  According 

to the theory, once the new innovation is perceived to be more useful than the previous 

technology (perceived usefulness) it will be adopted by users. So also if the new innovation is 

perceived to be easier to use (perceived ease of use) than the existing innovation will be 

adopted by users. This study tries to look at the adoption of a new innovation (solar power 

energy) that is more environmental friendly, renewable and cheaper than the gas turbine 

power generation used in Rivers state, hence is in line with TAMs construct of perceived 

usefulness and is then underpinned to the technology acceptance model theory by Fred Davis 

(1989). 

2.2 Concept of Renewable Solar Energy 

The term renewable energy according to Shinn (2018) is ―often referred to as clean energy, 

and it comes from natural sources or processes that are constantly replenished.‖ Hence certain 

energy sources are depletable and cannot be replenished easily such as fossil fuel and gases. 

But energy sources such as wind mill and solar energy are renewable and environmentally 

friendly. Looking at the new innovation of solar powered energy sources, they are renewable 

and efficient. That is why Zarma, Dioha, Tijjani and  Alhassan (2017) states that ―solar 

energy is considered as a renewable energy source because it does not destroy our ecological 

system and is present naturally in the environment.‖ Also, Energy Matter (2020) argues that 

―solar energy is a renewable free source of energy that is sustainable and totally 

inexhaustible, unlike fossil fuels that are finite, and it is also a non-polluting source of energy 

and it does not emit any greenhouse gases when producing electricity.‖ This is because, in 

River state and other oil producing regions in the Niger Delta Area of Nigeria, there has been 

issues of environmental pollution on both land, water and atmosphere in the form of black 

suite caused by fossil fuel mining such as crude oil and gas flaring, which solar energy does 

not have such harmful effect. 

In explaining solar energy as a renewable energy source, Gonçalves (2019) made it easier by 

stating that ―solar energy is one type of renewable energy, i.e., an energy that is produced 

using resources that replenish quicker than the rate at which humankind consumes it.‖ The 

technology utilizes the heat from the sun which is a free gift of God and is in abundance in 

Rivers State, and can never run out. Not that it is only renewable, but is cheaper and 

environmental friendly when compared to gas generated power supply. Shinn (2018) asserts 

that ―renewable power is booming, as innovation brings down costs and starts to deliver on 

the promise of a clean energy future. And she went further to say that ―this means that 

renewables are increasingly displacing ―dirty‖ fossil fuels in the power sector, offering the 

benefit of lower emissions of carbon and other types of pollution.‖ But this is yet to be seen 

in Rivers state in Nigeria. Most developed countries such as Germany, Italy, China, America, 

Japan, Spain, France, Belgium, and Austria have taken advantage of solar power to add to 

their electricity grid  (Almerini, 2019), while that is yet to be seen in Nigeria. Hence Rivers 

state government can take advantage of this renewable environmental friendly technology 

and build a solar power grid to add to the power supply in its environ and ameliorate the 

epileptic power supply crisis in the state. If this is not done, the epileptic power supply issues 

in Rivers state will continue. That is why Oyedepo (2012) argues that ―there is no doubt that 

https://www.nrdc.org/issues/clean-energy
https://youmatter.world/en/author/agoncalves/
https://youmatter.world/en/renewable-energy-definition-examples-benefits-and-limitations/
https://www.nrdc.org/revolution-now
https://www.nrdc.org/issues/clean-energy
https://www.nrdc.org/issues/dirty-energy
https://www.nrdc.org/issues/increase-renewable-energy
https://www.solarreviews.com/blog/authors/ana-almerini
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the present power crisis afflicting Nigeria will persist unless the government diversifies the 

energy sources in domestic, commercial, and industrial sectors and adopts new available 

technologies to reduce energy wastages and to save cost.‖ 

This call is mandatory since power outage has helped increase poverty since it cripples small 

businesses and increases cost of doing business through the use of power generating sets 

which runs on diesel and fuel. This is corroborated by The Council for Renewable Energy of 

Nigeria (2009) which made an estimation that ―power outages brought about a loss of 126 

billion naira (US$ 984.38 million) annually.‖ Not only does it cause hardship but contribute 

to environmental degradation such as black sooth through carbon emitted from generator sets 

and gas flaring. That is why Oyedepo (2012) claims that ―apart from the huge income loss, it 

has also resulted in health hazards due to the exposure to carbon emissions caused by 

constant use of ‗backyard generators‘ in different households and business enterprises, 

unemployment, and high cost of living leading to a deterioration of living conditions.‖ Hence 

there is urgent need for Rivers  State Government to embark on solar power project in order 

to help revitalize small scale businesses and lift many citizens from poverty and as well 

conserve the environment from pollutions cased by carbon emitted from constant generator 

usage and gas flaring. 

2.3 Concept of Electricity Sustainability 

Dictionary.com defined sustainability as ―the ability to be sustained, supported or upheld.‖ 

Hence looking at electricity sustainability, we are considering how green electricity could be 

supported and upheld over time. Lemaire (2010) defined sustainable energy as ―the practice 

of using energy in a way that "meets the needs of the present without compromising the 

ability of future generations to meet their own needs.‖  

World Nuclear Association (2020) argues that ―technology to utilize the forces of nature for 

doing work to supply human needs is as old as the first sailing ship, but attention swung away 

from renewable sources as the industrial revolution progressed on the basis of the 

concentrated energy locked up in fossil fuels.‖ This simply implies that renewable source of 

energy has been mans first move to generate electricity but was abandoned after science 

discovered fossil fuel and gas as alternative source of power generation. But with the adverse 

effect of fossil fuel and gas on the globe in the form of green house effect, science is 

reversing to dig more on how to use more environmental friendly means of generating power 

which is sustainable over time such as solar power. International Institute for Sustainable 

Developing (2015) states that ―to be sustainable, electricity systems must recover operating 

costs, invest for the future, provide reliable electricity and meet environmental and social 

objectives.‖ 

2.3.1 Measure of Sustainability 

Most academic scholars and researchers have tried measuring sustainability using different 

variables and indicators. Dalal-Clayton and Sadler (2009) measured sustainability using 

environmental, social and economic domains. Talking about environmental indicators, Dong 

and Hauschild (2017) in their study listed the following as environmental sustainability 

indicators: ―global warming potential, acidification potential, ozone depletion potential, 

aerosol optical depth, eutrophication potential, ionization radiation potential, photochemical 

ozone potential, waste treatment, freshwater use, and energy resources use.‖ For Economic 

sustainability indicators, Tisdell (1996); Labuschagne, Brent and van Erck (2005) listed the 

following as economic sustainability indicators: ―gross domestic product, trade balance, local 

government income, profit, value and tax, investments.‖ 

https://en.wikipedia.org/wiki/Energy
https://en.wikipedia.org/wiki/Global_warming_potential
https://en.wikipedia.org/wiki/Ozone_depletion_potential
https://en.wikipedia.org/wiki/Aerosol_Optical_Depth
https://en.wikipedia.org/wiki/Waste_treatment
https://en.wikipedia.org/wiki/Gross_domestic_product
https://en.wikipedia.org/wiki/Balance_of_trade
https://en.wikipedia.org/wiki/Investment
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Hence sustainability has been measured economically, socially and in the environmental 

domain. Now looking at electricity sustainability, it considers how to produce steady 

electricity and make it available over a long period time. Olatunji (2019) argues that ―two 

types of measures are available for determining access to electricity by business entities: the 

binary measure and the multi-tier framework developed by the World Bank.‖ He went ahead 

to state that ―the binary measure is the traditional method that measures access to electricity 

on two scales: available and not available.‖ Measuring it with just being available or not 

available was suggested not to be enough for business environments in developing countries 

(Odarno, Agarwal, Devi, & Takahashi, 2016). Therefore more suitable measures were 

designed by ―the World Bank in conjunction with International Energy Agency (IEA) which 

they called Multi-Tier Framework (MTF) and MTF classifies access to electricity on the 

basis of capacity, duration, reliability, quality, affordability, legality, health and safety‖ 

(ESMAP, 2014). Capacity according to Olatunji (2019) measures ―access to electricity on the 

basis of power supplied to households ranging from the very low of 5 watts to very high 

power supply of above 2 kilowatts.‖ Duration looks at ―the number of hours for which 

electricity is available per day, reliability is measured by the number of power interruptions 

per day, quality of electricity supply is measured by the level of voltage of power supply to 

households and business concerns, while health and safety measures the level of accidents 

arising from the use of electricity‖ (Olatunji, 2019). 

IAEA/IEA (2001) listed the following as economic Indicators for Sustainable Energy 

Development: ―energy use, production and supply; energy supply efficiency and end-use 

energy intensity; energy pricing, taxation and subsidies; energy security; and energy 

diversity.‖ Fan, Lin and Hu (2019) measured sustainable energy using energy price and share 

of green energy. In this study, we measured electricity sustainability using constant electricity 

supply and environmental friendly. 

2.4 Renewable Solar Power and Electricity Sustainability 

Renewable solar power electricity has been proven to help in creating sustainable electricity. 

That is why International Institute for Sustainable Developing (2015) argues that ―renewable 

electricity generation is an essential part of a sustainable energy future and an increasing 

number of governments are subsidizing the deployment of renewable energy technologies for 

electricity generation and the growth of domestic industries.‖ Since its source which is 

sunlight is always available in large amount, the solar grid can generate constant electricity to 

support business and house hold use. The challenge is the capacity to harness the sunlight.  

Zarma, Dioha, Tijjani and Alhassan (2017) assert that ―the use of renewable energy 

technologies like solar energy does not only increase energy access and aid in providing 

social amenities, it also has capacity to generate employment opportunities which will 

culminate in curbing rural-urban drift in Nigeria.‖ Hence government of Rivers State 

installation of solar powered grid to generate constant electricity supply for businesses and 

residents will also create jobs for the unemployed youths of the area.  Still on the importance 

of the use of renewable energy source such as solar energy as a means of generating steady 

electricity, Energy Mix Report (2020) asserts that ―Professor Rahamon Bello, Vice-

Chancellor, University of Lagos, Nigeria, noted that in order to enhance energy security and 

sustainability through the diversification of feedstock for power generation, the use of other 

renewable energy resources hitherto unused, such as solar has to be fully deployed in 

partnership with the private sector.‖ Hence he advocates the diversification of electricity 

https://www.ncbi.nlm.nih.gov/pubmed/?term=Fan%20C%5BAuthor%5D&cauthor=true&cauthor_uid=30871135
https://www.ncbi.nlm.nih.gov/pubmed/?term=Lin%20CY%5BAuthor%5D&cauthor=true&cauthor_uid=30871135
https://www.ncbi.nlm.nih.gov/pubmed/?term=Hu%20MC%5BAuthor%5D&cauthor=true&cauthor_uid=30871135
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generation to solar power grid and for the government to partner with private sectors in doing 

so rather than carrying the project alone. 

Once a state achieves a stable electricity power supply either through solar power grid, it 

helps small scale businesses to thrive and perform optimally at efficient cost. But epileptic 

power supply on the opposite disrupts business operations and increase cost due to these 

businesses use of alternative power supply sources such as diesel or petroleum generators. 

That is why Olatunji (2019) argue that ―the epileptic power supply in the country affects both 

the small and large industries.‖ Most research works have proved that the use of alternative 

power supply such as generating sets cost three times the power supplied through the national 

grid (Essien, 2001; Adenikinju, 2003). 

Idusuyi, Petinrin and Aliu (2012) conducted a study on ―utilization of solar energy for power 

generation in Nigeria and found out that the knowledge and experience gained in solar energy 

as an abundant and convenient energy source, can play a role in steering the nation toward a 

permanent and sustainable development.‖ 

Based on foregoing, we propose the following set of hypotheses: 

Ho1: Renewable solar energy has a significant impact on constant electricity supply in 

Obio/Akpor local government area of Rivers state. 

Ho2: Renewable solar energy has a significant impact on being environmentally friendly in 

Obio/Akpor local government area of Rivers state. 

2.5 Conceptual Operational Framework 

 

 

 

                                                                           H01 

 

                                                                                  H02 

 

 

Figure 2.1: Conceptual Operational Framework for the Relationship 

between Renewable Solar Energy and Electricity Sustainability. 

Source: Review of Related Literature. 

3.1    Research Methodology 

Social scientists have an objective (Positivist) and subjective (Idealist) views of their subject 

matter (Burrell & Morgan, 2006), and these are; ontological, epistemological, human nature 

and methodology. The objectivist conducts research based on scientific approach while 

idealist sees research from the non-scientific angle. 

RENEWABLE SOLAR 

ENERGY (RSE) 

ELECTRICITY 

SUSTAINABILITY (ES) 

CONSTANT 

ELECTRICITY 

SUPPLY (CES) 

ENVIRONMENTAL 

FRIENDLY (EF) 



The Academy of Management Nigeria 

 851 

 

Our philosophical stands in this study took a subjectivist (idealist) view point since it adopted 

the ideographic methodology, anti-positivist epistemology and norminalist ontology. Hence, 

the study utilized qualitative research method whereby findings are deduced from general 

literature.  

4.1   Discussion of Findings 

The objective of this study was to ascertain if renewable solar energy has a significant impact 

on electricity sustainability in Obi/Akpor local government area of Rivers State. Renewable 

solar energy was discovered to have a positive impact on electricity sustainability in terms of 

offering constant electricity supply and being environmental friendly. The study also found 

out that with constant electricity supply through solar power grid, small and medium scale 

businesses in Rivers state will be repositioned to do better even during the post oil economy, 

when the sales of oil in the international market will drop drastically due to new innovative 

alternative technologies. 

The foregoing findings as seen from the literature review are believed to be premised on the 

fact that solar power energy are renewable environmental friendly energy which the source 

sunlight is in abundant in Rivers state and is cheaper to harness than fusil gas electricity 

supply.  

5.1 Conclusion 

From the review of literature findings, we where led to conclude that: 

1. There is a positive relationship between renewable solar power generation and 

electricity sustainability in Obio/Akpor L.G.A in Rivers State. 

2. That constant power supply through solar energy will reposition SMEs to do better 

even during post oil economy. 

5.2 Recommendation 

This study hence recommends that: 

1. The government of Rivers State in Collaboration with PHCN and other private 

organizations should build a solar powered electricity grid in Obio/Akpor to assist the 

Afam power station since this will help generate constant electricity and encourage 

businesses to thrive and pay their taxes which helps the government to run the state. 

2. Constant maintenance culture should be strictly adhered to keep the solar grid 

functioning when in place. 

3. Adequate government security measures should be put in place to militate against 

vandalisation and stealing of the equipments in the facility. 
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Abstract 

This work was focused on the needs, hurdles, and the solutions for the virtualization of the 

healthcare system in Rivers State. High medical transportation costs, transportation risks, 

shortage of healthcare facilities especially in the rural areas, and convenience in accessing 

healthcare services, if virtualized, were the necessitating factors (the needs) of virtualization 

of the healthcare system as discussed. The hurdles discussed were medical infrastructural 

deficit, face-to-face oriented culture and resistance to change, epileptic power supply, poor 

network condition, and low digital orientation of both service providers and healthcare 

consumers. The solutions consisted of more investment in medical infrastructure, 

reorientation and sensitization via media houses, improvement and alternation of power 

supply, upgrade by network service providers, and enhancement of hands-on computer 

education. The work concluded that a healthcare system that adopts virtualization will bring 

about improvements in the healthcare system. It will reduce medical transportation costs and 

risks, and substitutes for shortage of healthcare facilities especially in rural areas. The study 

recommended, amongst other things, that the healthcare sector in Rivers State and the entire 

nation of Nigeria should encourage employees and management to go virtual in service 

delivery by setting up and easing access to digital devices and technologies, improving and 

alternating power supply, and enhancing hands-on computer education. 

Keywords: Virtualization, Healthcare System, Virtualization Needs, Virtualization Hurdles, 

and Virtualization Solutions.  

 

INTRODUCTION 

A healthcare system consists of all organizations, people, and actions whose primary intent is 

to promote, restore, or maintain health (Pallipedia, 2019). It includes efforts to influence 

determinants of health as well as more direct health-improving activities. This system is 

therefore more than the pyramid of publicly owned facilities that deliver personal health 

services. It includes, for example, a mother caring for a sick child at home, private healthcare 

providers, behavior change programs, vector-control campaigns, health insurance 

mailto:Zeb-obipi.isaac@ust.edu.ng
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organizations, and occupational health and safety legislations. It includes inter-sectoral 

actions by health staff, for example, encouraging a ministry of education to promote female 

education, a well-known determinant of better health. 

This work conceives a healthcare system as one by which healthcare is made available to the 

population and financed by government, corporate organizations, and individuals. In a larger 

sense, the elements of a healthcare system include the following: (1) personal healthcare 

services for individuals and families, available at hospitals, clinics, neighborhood centers, and 

similar agencies, in physicians' offices, and in the clients' own homes; (2) the public health 

services of maintaining a healthy environment, such as control of water and food supplies, 

regulation of drugs and safety intended to protect a given population; (3) teaching and 

research activities related to the prevention, detection and treatment of diseases; and (4) third 

party coverage of system services ((i.e health insurance). In every organized society, these 

elements function for the healthy living of every individual in that population.  

Healthcare system virtualization is the process of bringing healthcare services (including self-

services) closer to healthcare seekers by enhancing easy and swift communication between 

them and caregivers via digital technologies that run on phones, tablets, desktops laptops and 

customized devices. Such a process allows healthcare seekers to easily access their medical 

records via their personal platforms with a healthcare centre. In this process, healthcare 

seekers can also lodge their complaint(s) to the hospital via their platforms and the healthcare 

centre responds in no time. A virtualized healthcare system allows for live chat involving 

texts, voice and video calls between a healthcare giver and a patient, and health issues can be 

discussed such that a patient can even be instructed on how to go about a certain self-service 

(Nasi et al., 2015). The essential things needed to make such system a reality are digital 

devices and technologies, reliable network services and power supply. With these in place, 

virtualizing a healthcare system is possible both in urban and rural areas. With such a system 

in place, issues such as high transportation costs, transportation risks and shortage of 

healthcare facilities especially in rural areas can be taken care of to a great extent.  

Several long term issues such as shifting of data towards the cloud, increased security 

requirements, new technology requiring new hardware/software, and experienced IT 

(information technology)  professionals in healthcare, are driving healthcare systems to move 

to virtualized network (West, 2018). By using virtualized networks, healthcare organizations 

are reducing costs, providing higher levels of patient care, improving security and enhancing 

network efficiencies. Hospitals, large healthcare systems or clinics can focus on 

implementing emerging technologies to support better patient outcomes, rather than spending 

excess cycles managing their physical data centers and networks (Healthcare IT News 

Australia, 2018).  

The healthcare system in Rivers State and Nigeria at large can go virtual, as this will provide 

more efficient access to shared records, better security and easy transition to mobile devices. 

Such a system must have a Hospital Information System (HIS), an interactive system which 

contains a comprehensive, detailed and frequently updated information of the services, 

patients, and healthcare practitioners in the healthcare centre of use. Healthcare virtualization 

could be the key to working through some of the hang-ups that can prevent effective and 

efficient information sharing between health systems, hospitals and large physician practices 

by eliminating the need to physically meet in order to exchange health data or request any 

documents within a care setting (National Academy of Science, 1997). Healthcare is one of 

the industries that can stand to benefit the most from virtualization, especially virtualization 

in its mobile form. Since electronic health records (EHR) need to be shared between different 
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doctors, specialists and facilities, it is more important than ever for that information to be just 

as easily accessible as it is secure (Luxon, 2017). This is very needful, especially in a time as 

this where there is high medical transportation costs, transportation risks, and shortage of 

healthcare facilities especially in rural areas. These problems associated with a non-

virtualized health system necessitated this study with a view to finding the solutions; and the 

details of which have been schematically presented in Figure 1. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Elements in Virtualization of Healthcare System in Rivers State. 

Source: Authors (2020) 

VIRTUALIZATION NEEDS OF HEALTHCARE SYSTEM IN RIVERS STATE  

The need for virtualization of the healthcare system in Rivers State as stated previously 

relates to high medical transportation costs, transportation risks, shortage of healthcare 

facilities especially in rural areas, and convenience in accessing healthcare if virtualized. 

High Medical Transportation Costs: Medical transportation is the conveyance of a patient 

from home or one healthcare centre to another through highly trained drivers in company of 

emergency medical technicians and paramedics that provide medical services that may be 

needed to ensure safe arrival. Medical transportation enables patients to reach their 

destination quickly and efficiently. There are emergency and non-emergency medical 

transportation (Luxon, 2017). The emergency medical transportation includes basic life 

support ambulance (for patients who need medical assistance while in transit, and are 

provided bandages, EpiPens, cardiac monitoring, splints, oxygen tanks, and other medical 

supplies on board at all times) and advanced life support ambulance (one in which 

paramedics administer shots, medication, monitor vitals, and stabilize the patient for transport 

to an emergency room or trauma unit). Non-emergency medical transportation is a 

professional service to transport individual(s) with a health condition or injury that does not 

pose an immediate threat. Non-emergency medical transportation includes wheelchair 

transportation (for patients who are confined to a wheelchair or who cannot walk on their 
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own), courier medical transport (used to transport human blood, organs and other biological 

matter to and from hospitals and research facilities), stretcher medical transportation 

(specifically for patients who suffer from back conditions or who cannot sit upright), and 

flight escort services (for patients who are well enough to travel by air but require medical 

supervision because they cannot converse or sit upright).  

All of these services are not done for free. As a matter of fact, they are expensive and a whole 

lot of the population in Rivers State cannot conveniently pay for these; considering the 

economic situation, especially this one occasioned by the deadly corona virus pandemic. It 

therefore becomes a necessity that medical services in Rivers State are virtualized. This will 

reduce frequent transportation of patients, since the patient can easily report the situation to 

their physician or medical centre and medical advice given. If patients can stay in their 

homes, run test(s) that can be reported to their doctor just-in-time and advice given, there 

would not be need to transport such patients to the hospital anymore on that issue at that 

moment. Same applies to patients who notice complication(s) or other issues and report to the 

doctors assigned to them. Such patients get attended to on time. A virtualized healthcare 

system permits that patients have their individual online portals with the medical centre they 

are registered with, and this can be accessed by both parties (healthcare centre and patient) 

(James, 2016). With this on ground, patients can easily view their medical history and all 

activities going on their pages from which they can retrieve information, communicate and 

get feedback from their medical. 

Transportation Risks: Another issue that necessitates virtualization of the healthcare system 

in Rivers State is transportation risks. The security nature in the State, as it is also across the 

country, makes it very risky for anyone to constantly move from one place to another. People 

get kidnapped, robbed, killed, raped, etc. Some of the means used in transporting the patients 

are not also in good working condition fit for patients‘ transportation (Onyeme et al., 2019). 

All of these and more pose risks for the patients. As such, it will be good news for the 

healthcare system in Rivers State to be virtualized so that patients will not need to travel 

unnecessarily.  

Shortage of Healthcare Facilities: Most of the healthcare centres in the rural areas in Rivers 

State lack essential facilities for their service delivery.  The labs are not well equipped, 

wheelchair and stretchers are insufficient, rooms and bed spaces are inadequate, patients 

suffer discomfort due to lack of things like TVs, fans, air conditioners, wifi, power, etc.; all 

these make patients to seek medical attention in urban areas (Onyeme et al., 2019). This 

shortage of healthcare facilities is a major situation that causes patients to move to urban 

locations for healthcare services; even though facilities in the urban centres also suffer similar 

problems to some extent. This is not healthy as it makes the patient spend more on 

transportation fare and medical bills. A patient in this situation is also exposed to 

transportation risks, and therefore, a virtualized healthcare system is needed in Rivers State 

for all medical centres.  

Convenience in Accessing Healthcare Services if Virtualized: Accessing a virtualized 

healthcare service is convenient for the healthcare givers and the patients. This is so because 

patients can stay at the comfort of their homes and offices without panic to interact with their 

healthcare centres or doctors as the case may be via digital technologies as made available by 

the healthcare centre. A virtualized healthcare system allows for collaboration between 

healthcare workers and patients, data storage, costs saving, security, which are all advantages, 

and they ensure convenience on both ends of the healthcare service delivery (Mohammed, 

2018). There is convenience in accessing healthcare service if virtualized, since speed of 
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service delivery is ensured as a result of swift medical attention. It is quicker to get to interact 

with your healthcare giver on chat, voice and video call, enabled by the customized digital 

technology which may even lead to you carrying out a self service and report just-in-time to 

him/her. This is much faster and convenient than going to the hospital, where the doctor may 

not even be disposed for your visitation (Balidwin et al., 2017). We therefore need a 

virtualized healthcare system in Rivers State.  

COMPONENTS OF VIRTUAL A HEALTHCARE SYSTEM 

There are lots of applications/software that are used in a virtualized healthcare system. For 

the sake of this work, some components (applications/software) from Mohammed (2018) and 

Ventola (2014) works have been envisioned to help make a virtual healthcare system a reality 

in Rivers State. 

Patient Mobile Portal Application:  A patient mobile portal application is an electronic 

portal that enables patients have access to medical services via electronic devices (e.g. 

smartphones, tablets, laptops, desktop PCs, and some customized devices) by connecting 

with their doctors and healthcare centres (Stephen, 2018). With a patient mobile portal 

application, patients can stay connected, administrative duties can be reduced, there will be 

no need to repeat information, patients can be educated on how to effectively and efficiently 

manage their health, and payment and billing statements can be easily accessed. With such an 

app as this in place, healthcare seekers across Rivers State can easily access medical services 

via their electronic devices or other customized devices as the case may be. 

Clinical and Diagnostic Applications: These apps allow practitioners to gather, evaluate, 

and share data about their patients (Kumar, 2018). They may include the ability to access 

electronic health records (EHRs) on the go, view lab results, or perform digital imaging. 

Built-in symptom checkers help providers and patients diagnose illnesses and injuries 

quickly. Such applications even allow for hassle-free patient scheduling. Doctors and other 

healthcare practitioners across Rivers State can make use of these applications to access and 

monitor patients, from which they can gather, evaluate, and share data about their patients. 

This would help birth a virtual healthcare system in Rivers State.   

Remote Monitoring Apps: Remote monitoring apps allow patients to remain at home while 

still under the (virtual) care of their physician (Balidwin et al, 2017). Not every condition 

needs to be managed in a clinical setting. Practitioners can keep track of their patient‘s heart 

rate, oxygen level, blood glucose readings, blood pressure, and other pertinent healthcare 

information without the need for office visits. Remote monitoring apps, being applications 

that ensure patients get medical attention virtually from their healthcare providers, also apply 

to mobile health providers. Mobile health apps may include electronic visit verification 

(EVV) that logs who provided which services to whom, plus when and where it was 

delivered. This type of compliance information will be required of many providers in the 

coming years.  

Healthy Living Apps: These applications are designed with patient engagement in mind. 

Healthy living apps, being virtual healthcare applications, track health metrics such as diet, 

exercise, heart rate, and sleep (John, 2016). Pregnant women can even use apps about fetal 

development. Patients with diabetes or heart disease may benefit from apps that offer a diet 

plan tailored to their specific circumstances. 

Store-and-Forward Telemedicine: Store-and-forward telemedicine is also called 

―asynchronous telemedicine.‖ It is a method by which healthcare providers share patient 
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medical information like lab reports, imaging studies, videos, and other records with a 

physician, radiologist, or specialist at another location (i.e virtually) (Ventola, 2014). It is 

unlike email, but it is done using a solution that has built-in, sophisticated security features to 

ensure patient confidentiality. Store-and-forward telemedicine is an efficient way for patients, 

primary care providers, and specialists to collaborate because they can all review the 

information when it is convenient for them. The approach gives patients access to a care team 

that can be comprised of providers in different locations, even across long distances and in 

different time zones. Store-and-forward is particularly popular for diagnoses and treatment 

with certain specialties including dermatology, ophthalmology, and radiology. 

Laboratory Information System (LIS): Laboratory information system is an integrated and 

comprehensive software used for the collection, storage, and retrieval of data from clinical 

laboratories (Mohammed, 2018). It automates the flow of all information related to a total 

testing process (Lukic, 2017). In the last few decades, medical laboratories have experienced 

dramatic transformation due to automation and development of information technology. 

Electronic request enhances the quality of communication between laboratory and clinicians. 

Moreover, LIS performs automated printing of receipts and bills for analysis which patients 

pay at admission desk. Printing of patient‘s informed consent for venipuncture is also 

automated (Lima-Oliveira et al., 2015). By entering patient‘s information and test orders in 

LIS, it generates electronic invoice for health insurance organization, without any further 

need for additional actions of admission personnel. Complete electronic register of patients is 

printed at the end of the day so that personnel are not required to manually write paper 

register. Having an automated system such as a LIS is what a difficult time as we have it 

today (Covid-19 pandemic) calls for; patients‘ information can be collected, stored, and 

retrieved efficiently and with ease. Such information can even be related to patients virtually. 

Radiology Information System (RIS): A radiology information system (RIS) as a 

component of a virtualized healthcare system is a networked software system for managing 

medical imagery and associated data (Rouse, 2017). This is another class of automated 

healthcare software that can be utilized in healthcare centres to swiftly run patients‘ radiology 

data, which is what should really be obtainable in a virtualized healthcare system. A RIS is 

especially useful for tracking radiology imaging orders and billing information, and is often 

used in conjunction with Picture Archiving and Communication System (PACS) and Vendor 

Neutral Archives (VNAs) to manage image archives, record-keeping and billing. A RIS is a 

computer system designed to support operational workflow and business analysis within a 

radiology department. A RIS is also a repository of patient data and reports, and contributes 

to the electronic patient record. As RIS has evolved, its applications have widened to include 

other departments and imaging specialties such as nuclear medicine, radiotherapy, endoscopy 

and so on. Where a RIS supports these additional specialties, it may be more accurately 

described as an Imaging Information System (IIS). A RIS supports a wide range of functional 

requirements which overlap with functionality provided by other hospital information 

systems and PACS (for example, appointment scheduling, work lists and digital dictation). In 

an integrated solution, it is acceptable for other systems to provide this functionality provided 

the overall operational workflow and business analysis requirements are satisfied by the 

integrated solution. 

Nursing Information System (NIS): Nursing information includes data collected by nurses, 

data used by nurses, data about nursing activity, and data about the nursing resource 

(Toromanovic & Masic, 2010). Nursing information system is an automated healthcare 

system software that allows for a wide scope of health data, capturing and processing health 

and health-related data of broad diversity, scope and level of detail (Toromanovic & Masic, 
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2010). According to Mamta (2014), nursing Information Systems (NIS) are computer 

systems that manage clinical data from a variety of healthcare environments. These systems 

are made available in a timely and orderly fashion to aid nurses in providing and improving 

patient care. And in the day to day nursing practice, a Nursing Information System can be 

applied to model the processing of data, information, and knowledge within a computer 

system. It processes the nursing data to information and thereafter to nursing knowledge. For 

nurses‘ aid and delivery of patient care, nursing information systems provide certain features 

such as patient charting, staff scheduling, clinical data integration, decision support, etc.  

VIRTUALIZATION HURDLES OF HEALTHCARE SYSTEM IN RIVERS STATE 

All of the healthcare components discussed above, if adopted in the healthcare system in 

Rivers State, would help bring to reality a virtualized healthcare system where patients can 

remotely access healthcare and issues such as high medical transportation costs, 

transportation risks, shortage of healthcare facilities, and certain inconveniences can be 

warded off to a great extent. It would also create an avenue for patient-doctor(s) and patient-

healthcare centre collaboration, as well as ease of healthcare access, since there is assurance 

of convenience in accessing a virtualized healthcare system. Systems such as LIS, RIS and 

NIS can at times get their data virtually and relate the information same way to the patients 

and healthcare givers. However, there are hurdles to virtualized healthcare system in Rivers 

State. These are examined in this section of this paper. 

Medical Infrastructure Deficit: Medical infrastructure is a key pillar supporting the 

fundamental aim of promoting improved standards of care and wellbeing for all patients, 

together with a good experience of the healthcare system. Infrastructure must integrate the 

hospital, as the centre for acute and inpatient care, into the broader health care system, and 

should facilitate the seven domains of health quality – patient experience, effectiveness, 

efficiency, timeliness, safety, equity and sustainability (Buckler et al., 2016). To Luxon 

(2017), medical infrastructure refers to the built environment and supporting elements such as 

equipment, access, information technology (IT), systems and processes, and sustainability 

initiatives and staff. On the whole, these interwoven facets should enable patients to move 

seamlessly, with their privacy and dignity maintained at all times, from initial referral 

through local hospitals to specialist tertiary centres and discharge to appropriate care, 

whatever the age or social circumstances of the patient. Indeed, the elements that make up a 

healthcare infrastructure (built environment, equipment, access, information technology (IT), 

systems and processes, sustainability initiatives and staff) must be available in good condition 

and accessible by patients and caregivers for effective and efficient healthcare delivery 

(Department of Health, 2015). Here in Rivers State, the reverse is the case. There is obvious 

deficit of the elements, especially in the rural areas. The environment is nothing to write 

home about; patients and healthcare givers suffer shortage of equipments; there is little access 

to mental health support, healthcare facilities, and all relevant hospital information. The 

utilization of information technology (IT) is still in the infant stage, and the level of 

governance and staff structure are substandard.  

Face-to-Face Oriented Culture and Resistance to Change: In this part of the world, so 

many believe that they have to see the doctor or anyone in charge on a face-to-face 

interaction before their health issues can be taken care of sustainably. They do not believe 

that they can lodge their complaint(s) on their portal with the healthcare centre and they get 

their issue(s) cleared on time. They do not also believe that they can interact with the doctor 

or anyone in charge via a digital device that allows for chat, voice or video call and they also 

get all or part of their problems solved. There is always this strong feeling in them that when 
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they meet with the doctor in person, then their health challenge gets better solved than the 

other way round.  

Epileptic Power Supply: Power supply poses another hurdle to virtualization of healthcare 

system in Rivers State.  According to Allen (2017), the issue of inadequate power supply in 

the healthcare system has been the reason for some deaths and complications recorded. The 

digital gadgets and technologies that are used to virtualize a healthcare system all need good 

power supply to be feasible. We have situations where the public power supply is in a sorry-

state and the centre-owned power generating facility is also in a critical situation. Twenty 

hours public power supply is not a reality in any part of Rivers State. Only few private 

healthcare centres can boast of twenty to twenty-four hours power supply. A study on 

challenges faced doing business in Nigeria indicates the biggest obstacle is the lack of 

electricity (Cervigni et al., 2013). Today, Nigeria scarcely generates less than 5000MW of 

electricity (NERC, 2016), not good enough to efficiently and effectively power one of its 36 

states. The absence of reliable energy supply has also left the rural population socially 

backward, since electricity is required for the basic developmental of services such as clean 

piped-water, health care, telecommunications, and quality education. Poor access to 

electricity have played a great part in a declining manufacturing sector due to reduced 

competitiveness, translated into youth unemployment estimated at about 60 percent (Pollet et 

al., 2016). This situation will definitely hinder the achievement of virtualization in Rivers 

State healthcare system, because a steady power supply is needed for all healthcare systems 

and homes in Rivers State for this to happen.  

Poor Network Condition: To successfully virtualize a healthcare system, good network 

condition from network providers such as Glo, MTN, 9mobile, Airtel, Spectranet, Smile, etc. 

is needed to get all necessary gadgets and technologies connected. The network situation in 

this part of the country, especially in the rural areas, is poor for most of the network 

providers. Chats, voice and video calls are not without hitches each time they are carried out 

here.  They are most annoying when it comes to making video calls (being what is needed 

much often in a virtual healthcare system) with apps such as Skype, Zoom, WhatsApp, 

Facebook Messenger, etc. This is attributed to poor network condition in Rivers State and the 

entire Nigeria.  

Low Digital Orientation of Service Providers and Healthcare Consumers: Another 

hurdle to virtualization of the healthcare system in Rivers State is that healthcare service 

providers and its consumers are poorly oriented when it comes to digital life. A lot of them do 

not have access to smart phones and other digital facilities. How can a person be digitally 

oriented when he/she does not have access to the facilities and technologies that are used for 

digitalization? A good number of those who have access to these facilities and technologies 

do not know how to effectively and efficiently utilize them; their level of digital literacy is 

low. To a great extent, this would hinder digital communication on both sides, which is a 

hindrance to virtualization of the healthcare system in Rivers State.  

VIRTUALIZATION SOLUTIONS 

In order to address the aforementioned hurdles to the virtualization of the healthcare system 

in Rivers State, and to respond to the need for virtualization, the researchers have charted out 

the way forward in terms of appropriate solutions.  

More Investment in Medical Infrastructure: Public/private partnerships are highly needed 

in the healthcare industry in Rivers State, with the government often providing land for the 

project as well as security for investments. Patrick (2018) said that Nigeria suffers a heavy 
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burden of infectious diseases, particularly malaria, and experiences frequent outbreaks of 

water-borne diseases such as cholera which, in some instances, requires hospitalization. He 

additionally asserted that Nigeria has been witnessing an increase in the incidence of non-

communicable diseases, which often lead to hospitalization if the condition is not well-

managed. 

This increase in incidence of chronic and infectious diseases sets up an immense pressure to 

diagnose and treat these faster and in a cost-effective manner. But the challenge, especially 

here in Rivers State is dearth of healthcare infrastructure. The government of Rivers State 

should therefore create an enabling environment for both public and private investment in the 

healthcare system providing infrastructure fit for virtualization. This will help increase the 

amount of medical infrastructure across the state, which will increase access to healthcare as 

well as the chances for its virtualization in Rivers State. 

Reorientation and Sensitization via Media Houses: Media houses such as print media 

houses, radio and TV stations in Rivers State should assume responsibility of orienting, 

reorienting, and sensitizing everyone on the need for virtualization of healthcare in Rivers 

State, as well as the abolishment of face-to-face oriented culture. As part of social 

responsibility, individuals and corporate organizations in Rivers State should approach the 

media and pay for such services that will be of general benefit. Media houses should as well 

do the same as part of their social responsibilities. By so doing, the issue of face-to-face 

oriented culture and low digital literacy will be taken care of to a great extent. It is important 

to note that this can also be achieved through other means aside media houses; especially the 

new media, social media. 

Improvement and Alternation of Power Supply: In Nigeria, for many years, businesses 

irrespective of size, location, export orientation, and ownership have faced a tough situation 

because of power outages (Iarossi & Clarke, 2011). The power supply through the Power 

Holding Company of Nigeria (formerly, National Electric Power Authority) has proven to be 

very unreliable. All firms in Nigeria and especially Rivers State experience power outages 

and 85 percent own power generating sets (Saifuddin et al., 2016). The inadequacy of 

electricity supply is a fact of life in Nigeria. This makes many Nigeria-based industries and 

manufacturing sectors uncompetitive, and drags down annual GDP growth. For instance, 

according to Todd and Gleave (2014), a major cell phone provider, MTN Nigeria operates 

6,000 generators across the country. Not only do generators cost a fortune upfront but 

monthly fuel expenditures are very high. MTN spends more than $5.5 million US Dollars 

monthly on diesel to generate power for 19 hours daily (Todd & Gleave, 2014). The Nigerian 

Government through its Power Holding Companies (PHCs) should diversify their power 

supply through appropriate infrastructure development and the utilization of the abundant 

renewable energy resources present which will not only stabilize the electricity supply but 

also improve the energy security. It also becomes imperative for most industrial or 

commercial establishments or even individual consumers to acquire diesel standby power 

generating plants. Healthcare centres in Rivers State should accept this power supply reality 

in the country and therefore make alternative provisions in order to constantly have access to 

power supply for the smooth running of healthcare services.  

Upgrade by Network Service Providers: The poor network situation in Nigeria entirely has 

called for upgrade by these network providers, such as MTN, Airtel, Glo 9mobile, Spectranet, 

Smile, etc. They should mount more of their masts across the State in both urban and rural 

environments in order to increase their network coverage. This will enhance communication 

via texts, chat, voice and video calls using diverse digital platforms, and so on for patient-
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doctor communication. This also means that the hurdle of poor network condition will be 

eradicated.  

Enhancement of Hands-on Computer Education: Hands-on computer education is the 

process of obtaining computer literacy supported with trainees having access to the needed 

computer devices and technologies in the process. Simply put, hands-on computer education 

is computer training by doing. Healthcare centres across Rivers State and the entire Nigeria 

nation should invest on hands-on computer education of their employees and managers. 

Individuals should as well do same for their personal digital upgrade. With this in place, the 

issue of low digital orientation of both healthcare service providers and consumers will be a 

thing of the past. This will also pave way for smooth and effective communication between 

healthcare service providers and seekers across board. 

THEORETICAL FRAMEWORK 

This work is anchored on two theories, which are Diffusion of Innovation Theory and Socio-

Technical Theory. 

Diffusion of Innovation Theory: This theory by Rogers‘ (1962: Odu, 2017) postulates that 

individuals and social systems will adopt new technologies and innovative ideas at different 

points and subsequent outcomes from the system get determined by the point an innovation is 

accepted into a system. The assumptions of the theory are as follows: 

i) There will always be a disparity in the level and time at which individuals within a 

given social system adopt new ideas, techniques, and technology.  

ii) Individuals and arms of institutions that adopt innovations early will naturally 

outperform late adopters and the laggards.  

The implication of this theory is that as healthcare systems across Rivers State and the entire 

nation make effort to delve into virtualization, there will be disparity on how and when 

healthcare service providers and consumers accept this new lifestyle. Hurdles such as medical 

infrastructural deficit, face-to-face oriented culture and resistance to change, epileptic power 

supply, poor network condition, and low digital orientation of both service providers and 

healthcare consumers will definitely cause some variations in the manner and time that they 

will adapt to a virtualized healthcare system. From the second assumption, the theory predicts 

that healthcare service providers and consumers who accept virtualization early enough will 

outperform those who will accept it later.  

Socio-Technical Theory: The socio-technical theory is attributable to Eric Trist, Ken 

Bamforth and Fred Emery, during the World War II era, based on their work with workers in 

English coal mines at the Tavistock Institute in London 

(https://en.wikipedia.org/wiki/sociotechnicalsystem, 2017). The theory is made up of two 

main constructs joined together: ―socio‖ has to do with people and society while ‗technical‘ 

has to do with machines and technology. The term ―socio-technical‖ refers to the 

interrelatedness of social and technical aspects of an organization. The socio-technical theory 

holds that business organizations are made up of human beings working together in social 

groups using equipment, tools, methodologies and knowledge to achieve desirable changes in 

the system and to bring about the achievement of corporate goals as well as outperforming 

competitors (Walker et al., 2016). This theory asserts that changes in organizations and the 

capacity of organizations to compete favorably in the market are influenced by demands from 

the environment which brings changes in an organization. The socio-technical theory 

https://en.wikipedia.org/wiki/Eric_Trist
https://en.wikipedia.org/wiki/Fred_Emery
https://en.wikipedia.org/wiki/Tavistock_Institute
https://en.wikipedia.org/wiki/London
https://en.wikipedia.org/wiki/sociotechnicalsystem
https://en.wikipedia.org/wiki/Organization
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describes how societal changes provoke or necessitates changes in the techniques, 

procedures, infrastructure and technologies used in organizations (Norris & Moon, 2005). 

The socio-technical theory is founded on two cardinal assumptions:  

i) The interaction of social and technical factors creates the conditions for successful (or 

unsuccessful) system performance (Read et al., 2015). These interactions are 

comprised partly of linear ‗cause and effect‘ relationships, the relationships that are 

normally ‗designed‘, and partly from ‗non-linear‘, complex, even unpredictable 

relationships, which are those that are often unexpected.  

ii) Optimizing either the socio, or far more commonly the technical, tends to increase not 

only the quantity of the unpredictable, ‗un-designed‘, non-linear relationships, but 

those relationships that are injurious to the system‘s performance (Read et al., 2015). 

Thus, the second principle of sociotechnical theory hinges on joint optimization; 

asserting that improving only one aspect of the organization (e.g. workforce) and 

abandoning the other element (technical computer systems, and other knowledge 

management infrastructure) will be detrimental to the system. Both the human and 

technological resources of an organization must be optimized simultaneously for 

expected results to be achieved.  

The implication of the joint optimization principle of socio-technical theory in the healthcare 

sector is that increase in hands-on computer training of both healthcare service providers and 

its consumers will not birth the anticipated virtualized healthcare system until other factors 

such as digital gadgets and technologies, investment in medical infrastructures, improvement 

and of power supply, and upgrade by network service providers are fixed. Considering the 

high medical transportation costs, transportation risks, shortage of healthcare facilities 

especially in rural area, and convenience in accessing a virtualized healthcare service, it is 

pertinent for the healthcare system to go virtual in order to deal with all of these 

considerations. 

CONCLUSION AND RECOMMENDATIONS 

A time such as this Covid 19 pandemic period, where everyone has been asked to practice 

physical and social distancing as part of measures to safeguard themselves from being 

infected by the virus, there are calls for everyone to reduce their rate of movement. This 

means that no one should travel or move around except when it becomes very necessary. It 

therefore becomes a necessity for the healthcare system in Rivers State and the entire Nigeria 

nation to be virtualized so all healthcare seekers can stay at the comfort of their homes and 

access medical services. This work therefore concludes that a healthcare system that adopts 

virtualization, considering the convenience in accessing a virtualized healthcare system, will 

definitely avert the issue of high medical transportation costs, transportation risks, and 

shortage of healthcare facilities especially in rural areas, having in place setup and access to 

digital gadgets and technologies, more investment in medical infrastructures, reorientation 

and sensitization via media houses, improvement and alternation of power supply, upgrade by 

network service providers, and increase in hands-on computer education. 

In the course of the paper, a number of recommendations were offered. However, for our 

purpose here, the following specific recommendations have been considered appropriate: 

1. The healthcare sector in Rivers State and the entire nation of Nigeria should 

encourage employees and management to go virtual in their service delivery by 
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setting up and easing access to digital devices and technologies, improving and 

alternating power supply, and improving on hands-on computer education.  

2. Individuals, corporate organizations and the government of Rivers State and Nigeria 

should as well encourage a virtualized healthcare system where patient mobile portal 

application, clinical and diagnostic application, remote monitoring apps, healthy 

living apps, store-and-forward telemedicine, laboratory information system, radiology 

information system, and nursing information system will be utilized by investing 

more in medical infrastructures, reorientation and sensitization of the entire populace, 

and improvement of power supply. 

3. Network providers in Rivers State such as MTN, Airtel, 9mobile, Glo, Smile, 

Spectranet, etc. should ensure an effective and efficient network service upgrade 

across the entire states in order to aid uninterrupted and smooth connection and 

communication with all electronic devices and technologies in a virtualized healthcare 

system.   
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Abstract 

The purpose of this study was to review literature on social capital and organizational 

sustainability to identify hypothetical relationships and an operational model that can guide 

future research. The review identified bonding social capital and bridging social capital as 

empirical referents of social capital while economic, environmental and social (triple 

bottom) lines are the measures of organizational sustainability. The study proposed 6 

hypothetical relationships based on an operational framework of the study variables. The 

study recommends that organizations need to pay attention to social capital as a way of 

enhancing organizational sustainability.  

Keywords: Social Capital, Bonding, Bridging, Environmental Sustainability, Economic 

Sustainability, Social Sustainability   

 

Introduction 

There has been a change in the context under which organizations operate as ―trends such as 

climate change, globalization, demographic change and social inequality have created a 

significant challenge to the traditional business model with its focus on shareholder value‖ 

(Wales, 2013:38). These have made organizational sustainability gain prominence in 

organizational research in recent times in the light of the dynamic global economy that 

increasingly requires that business success must incorporate not only short term economic 

gains but the preservation of future generations. According to Cella-De-Oliveira, (2013: 962) 

sustainability ―is a popular theme in society and has also entered organizations under the 

denomination Organizational Sustainability (OS)‖. One of the predictors of organizational 

sustainability that has recently gained widespread research attention across many different 

countries is social capital. The question then is, what role does social capital play in 

enhancing organizational sustainability?  Social capital, emphasizes a shift in focus from 

individual action to group (social) action. This is in recognition that though individuals are 

‗intelligence carrying beings‘ (Ozaki 1991), they can not work in isolation to achieve 

organisational goals. For, as pointed out by Johnnie and Nwasike (2002), one of the distinct 

characteristics of being human is the fact that man lives his life in groups with people.  

In this empirical review therefore extant literature are examined to identify the existence of a 

possible relationships between social capital and organizational sustainability. In so doing, 

this study sought to reveal the theoretical precepts surrounding social capital and the 

influence they bear on organizational sustainability by highlighting the components of social 

capital and the measurement indicators of organizational sustainability in a bid to produce a 
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operational framework that shows possible hypothetical relationships that can form the basis 

for further empirical analysis.  

Conceptual Review on the Major Study Concepts   

Social Capital 

There are as many postulations on social capital as the number of proponents of the concept. 

This makes it a little bit difficult to fully understand the concept. Ponthieux (2004) notes that 

the main difficulty with social capital is that the same expression covers several ideas. This 

view is also captured in the 2001 review on social capital by the Social Analysis and 

Reporting Division Office for National Statistics which notes that there are many possible 

approaches to defining social capital much to the exasperation of anyone trying to research it. 

The review reports that: 

There are many definitions attached to the concept which leads to 

justifiable confusion about what constitute ―social capital‖. This has been 

exacerbated by the different words used to refer to the term. These range 

from social energy, community spirit, social bonds, civic virtue, 

community networks, social ozone, extended friendships, community life, 

social resources, informal and formal networks, good neighbourliness and 

social glue. Within these there are different conceptualizations depending 

on the theoretical background which contribute to conceptual confusion 

(6). 

Beugelsdijk and Smulders (2003) therefore argue that there is not a single unified or 

generally accepted theory of social capital but explain that the field of social capital is 

interdisciplinary. This, in their opinion, is the reason for the different theories of social 

capital.  

Indeed, the scope of social capital varies considerably in the literature. But in providing an 

overview of the ‗Social Capital Initiative‘, the World Bank Social Development Family 

Environmentally and Socially Sustainable Development Network in April 1998 asserts that 

the narrowest concept of social capital is associated with Putnam. The ‗Social Capital 

Initiative‘, as in Kasozi (2004), identified three concepts of social capital. The first of these is 

Putnam‘s (1993) view that social capital as a set of horizontal associations facilitates co-

ordination and co-operation to the end that members of the community benefit mutually. The 

second concept is based on Coleman‘s (1998) view that social capital is a variety of different 

entities, with two elements in common. These common elements consist of aspects of social 

structure, as well as social capital being a facilitator of the actions of the members in an 

association. The third and final view explains social capital from the perspective of the larger 

socio-political environments that provide the basis for development of norms and as well 

shape social structure. Each of these concepts contributes to our understanding of social 

capital at the micro (within-the-work-organization) level as adopted in this study.       

Putnam (1993) who is acknowledged to have popularized the concept (Ponthieux 2004) 

posits that ―social capital refers to features of social organization such as networks, norms 

and social trust that facilitate coordination and cooperation for mutual benefit‘ (Putnam 1993, 

p.35). It emanates from the idea that relationships constitute a major resource just as other 

forms of capital within the organization (Larsen, Harlan, Bolin, Hackett, Rex and Wolf, 

2004). Social capital is thus viewed as the stock of formal or informal social networks that 

individuals use to allocate goods and services (Rose 1998). It is an outcome of the 
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institutionalization of social relationships in social structure (Pantoja 1999). These social 

relationships are both formal and informal as identified by Rose (1998), and generally 

concern economic returns from networks of social relationships (Pargal, Huq and Gilligan, 

1999). Extending this view, Portes and Sensenbrener (1993) argue that social capital is 

constituted by certain expectations for action within a collectivity that affect the economic 

goals and goal-seeking behaviour of its members.  

From the foregoing, it can be adduced that social capital emphasizes the role of social 

networks in the achievement of organizational goals. The networks according to Nahapiet 

and Goshak (1998) enhance access to, and exchange of information, enforcement of contracts 

and focusing on a shared vision and collective goals. Social capital, it can be argued, 

emphasize civic engagement and shape the attitudes of organizational members. This 

however happens over a certain period from when the individual first comes into the 

organization as a member. Within this period, and through the process of socialization and 

integration, the individual‘s cognitive and emotive frames are reconfigured to conform to the 

larger social organizational context. Lawler, Mohrman and Ledford (1998) therefore posit 

that organisations may increasingly realise that they have to do a good job of balancing the 

organizations needs for cost competitiveness and performance with the development of 

satisfying work relationships that can attract and hold individuals who are the source of 

competitive advantage.  

Empirical Referents of Social Capital 

Two conceptual forms of social capital have been identified by Putnam (Friedman 2002, 

Beugelsdijk and Smulders 2003, Larsen et al 2004). These are Bonding Social Capital and 

Bridging Social Capital: 

Bonding Social Capital 

Bonding Social Capital can be thought of as a kind of ‗Sociological Superglue‘ that 

reinforces ties of loyalty and support (Friedman 2002). Here the emphasis is that the people 

involved are members of the same community and have knowledge of each other. The 

relationship between organisational members is made stronger by bonding social capital. The 

bonding social capital enforces a closer tie in a homogeneous group (Beugelsdijk and 

Smulders 2003). Central to bonding social capital in Kasozi‘s (2004) view are the value 

process of trust, reciprocity, civic culture including tolerance, inter-group co-operation, and 

voluntarism.  

Bonding social capital emphasizes group cohesion and as the name implies, it brings people 

who already know themselves closer. This however has a disadvantage for, as Beugelsdijk 

and Smulders (2003) posit, bonding social capital has a negative effect on the degree of 

sociability outside the close social circle. But since work organisations are open systems, 

there is need for a ‗social balancing and alignment‘, thus Bridging Social Capital.  

Bridging Social Capital 

Bridging Social Capital establishes the link for people in a heterogeneous relationship. 

Putnam (2000) according to Beugelsdijk and Smulders (2003) defines ‗bridging social 

capital‘ as bonds of connectedness that are formed across different social groups. It is to this 

effect that Friedman (2002) asserts that Bridging Social Capital breeds outward-looking 

networks and can bring together people from a variety of backgrounds, as well as create new 

common ground. Paxton (1999) refers to it as cross-cutting ties, and Larsen et al (2004) 
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explains that it occurs when members of one group connect with members of other groups to 

seek access or support or to gain information.  

Bridging social capital is particularly important for work organisations that have global 

outlook because of the invaluable nature of information in global competition. Domestically 

bridging social capital is also important for organizations that have new entrants from time to 

time or even cross posted members from different backgrounds and orientation. In such cases 

such work organisations create an opportunity for integration and acceptance of her new 

members into the already existing social context. Induction and orientation exercises are 

therefore undertaken. Both bonding and bridging are distinct forms of social capital that have 

some different antecedents (Larsen et al, 2004). It is however important to note that they both 

emphasize social connections and are both determinants of civic action. Having examined the 

concept of social capital, we will now turn the searchlight on the concept of organizational 

learning. 

Organizational Sustainability 

The concept of sustainability has become prominent in global academic discuss since the 

declaration of the Sustainable Development Goals (SDGs) by the United Nations in 2015. 

This is ―in response to these weaknesses that resulted from poor resource management‖ 

(Rasouli and Kumarasuriyar, 2016: 23). Even though the word sustainability has been in the 

lexicon of human society for centuries, it‘s origin as a policy concept is however traced to the 

Brundtland Report of 1987 (Kuhlman and Farrington, 2010). Since its origin, the meaning 

ascribed to it has been reviewed. The Brundtland Report, according to Kuhlman and 

Farrington (2010: 3436) ―was concerned with the tension between the aspirations of mankind 

towards a better life on the one hand and the limitations imposed by nature on the other hand. 

But the alterations in the meaning of the concept has continued with the passage of time as 

succinctly captured by Wales (2013: 39) who stated that: 

Colbert and Kurucz (2007) identify the colloquial definition of sustainability as 

being to ―keep the business going‖, whilst another frequently used term in this 

context refers to the ―future proofing‖ of organizations. Boudreau and Ramstad 

(2005), refer to ―achieving success today without compromising the needs of the 

future‖. 

Despite these changing meanings of the concept, Miidom, Nwuche and Anyanwu (2016:40) 

highlighted the general meaning of sustainability given by Brundtland (1987) as 

―development that meets up with the needs of present situation of the society and the 

organization without compromising the condition of future of the generation to come to 

achieve their own needs‖. This definition suggest that organizational sustainability is not only 

concerned about short term business gains but also about the future of state of the resource 

base from which the business draws to make those gains thus giving due consideration to the 

wellbeing of future generations. This is explicitly stated by Kuhlman and Farringto‘s (2010: 

3441) position that sustainability is about ―maintaining well-being over a long, perhaps even 

an indefinite period‖. To this end, Akhtar (2014: 88) posit that sustainability is all about 

―meeting the needs of an organization‘s direct and indirect stakeholders    such    as    

shareholders,  employees,    clients, communities etc, without compromising its ability to 

meet the needs    of    future    stakeholders    as    well.  
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Measures of Organizational Sustainability 

There is strong evidence in literature that shows that there are three measures of 

organizational sustainability. For instance, Wales (2013: 39) argues that ―sustainable growth 

encompasses a business model that creates value consistent with the longterm preservation 

and enhancement of financial, environmental and social capital‖. This is supported by the 

view of Colbert and Kurucz (2007), who iterate that sustainability ―implies a simultaneous 

focus on economic, social, and environmental performance‖. This argument suggests that one 

of the three identifiable indicants of organizational sustainability are economic, 

environmental and social sustainability. This is further affirmed by the position of Kuhlman 

and Farrington (2010: 3436) who posit that in the course of time, the concept of sustainability 

―has been re-interpreted as encompassing three dimensions, namely social, economic and 

environmental‖.  Thus Hollingworth (2009:1) identifies that one way the sustainable 

organization is defined  to view it as one that ―contributes to sustainable development by 

delivering simultaneously economic, social and environmental benefits‖, which is  referred to 

as the ‗triple bottom line‘ (Hollingworth, 2009; Cella-De-Oliveira, 2013; Mohd Zawawi and 

Abd Wahab, 2019). For, ―the focus of sustainable management is on analyzing firms‘ 

performance based on achieving the triple bottom line‖ (Horak, Arya and Ismail, 2018:2) 

Environmental Sustainability 

The environmental line of the triple bottom line, according to Alhaddi (2015: 6) ―refers to 

engaging in practices that do not compromise the environmental resources for future 

generations. Mohd Zawawi and Abd Wahab (2019: 2) explain that ―the environmental 

measurements are generally taken as the amount of natural resources used, the residue left by 

their operations, as well as any other environmental costs or activities, such as spillages, 

nitrogen discharge, suspended solids discharge, wastewater reuse, environmental savings and 

incentives, ecological training costs, environmental information availability, etc.‖ Such issues 

are environmental impact from the activities of organizations are at the front burner in the 

sustainability discuss. 

Economic Sustainability 

The economic line of the triple bottom line, according to Alhaddi (2015: 6) ―ties the growth 

of the organization to the growth of the economy and how well it contributes to support it‖. 

But Rasouli and Kumarasuriyar (2016:27) identified two perspectives to economic 

sustainability as they identified that ―some scholars assume that the key theme in defining 

economic sustainability is the relation between economic growth and the use of natural 

resources‖, while ―others believe that the core concept is based on the long-term performance 

of capital‖. Looking at both views, it can be argued that economic sustainability therefore 

centers on economic performance measurements, which according to Mohd Zawawi and Abd 

Wahab (2019: 2) are ―generally taken for profit and loss factors, such as profit growth, sales 

growth, returns on equity or assets, after-tax income, transportation costs, marketing 

costs,etc.‖ Atkinson, et al. (2007: 45) captured in Rasouli and Kumarasuriyar (2016:27) argue 

that ―if sustainability means leaving future generations with at least as many opportunities as 

we have today, then the way to achieve this is by passing on to future generations a level of 

capital that is at least as high as ours today‖. This happens where organizations add economic 

value to ―the surrounding system in a way that prospers it and promotes for its capability to 

support future‖ (Alhaddi, 2015: 6). 

 

https://iveybusinessjournal.com/author/mhollingworth/
https://iveybusinessjournal.com/author/mhollingworth/
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Social Sustainability 

Social sustainability demands that organizations be socially responsible citizens by paying 

attention to labour relations and the wellbeing of society at large. Mohd Zawawi and Abd 

Wahab (2019: 2) state that ―social performance is considered which generally refers to the 

physical impact which a company has on the local community and on employees, measured 

by, for example, lost time, injury frequency, reliability of supply, overall customer 

satisfaction, workforce stability or job security, the cost of health protection for employees, 

employment rates, the number of business partnerships, the percentage of workers with work-

related diseases, etc.‖  

Empirical Review of the Relationship between Social Capital and Organizational 

Sustainability 

Literature shows that a number of studies have examined the relationship between social 

capital and organizational sustainability. khtar, Ismail and Hussain (2014) in their study on 

―Social capital and organizational sustainability: Case of Malaysian SMEs‖ examined the 

impact of structural (networks), relational (relationships) and cognitive (value) social capital 

on sustainability with a sample of 335 service and manufacturing SMEs and found that on a 

general note, social capital has a significant influence on organizational sustainability. More 

specifically, they found that structural and relational social capital significantly influences 

sustainability whereas cognitive social capital does not. Similarly, Fotovvat, S., Safari, K., 

Zayyari, K. &  Boostani, S, (2014), in A study on relationship between social capital and 

sustainable development, empirically examined the association between the empirical 

referents of social capital and sustainable development in the city of Salmas, Iran using a 

sample of 384 respondents. The researchers found that: 

a positive and meaningful relationship between three components of social capital 

and sustainable development including social cohesion, social participation and 

social security. However, the study does not confirm the relationship between 

social trust and sustainable development (Fotovvat, S., Safari, K., Zayyari, K. 

&  Boostani, S, 2014: 2117). 

Also, Killerby (2001) argues that there is a strong link between social capital and both 

environmental protection and social outcomes. In the study on ―Social capital, participation 

and sustainable development: recent examples of inclusive consultation in New Zealand‖, the 

author found a strong link between community consultation, which is a function of social 

capital, and sustainable development outcomes.  

None of this studies so far examined assessed the influence of Putnam‘s (1995) typology of 

social capital that has the two dimensions of bonding and bridging social capital. There are 

however studies that focus on this typology of social capital. One example is the study carried 

out by Kusakabe on ―Social capital networks for achieving sustainable development‖. 

Adopting a case study design, the study focused on Japan, and examine how social capital 

associates with better achievement of sustainability goals. The study concluded that social 

capital relates positively to sustainability. Based on the foregoing, the following hypotheses 

are formulated: 

H1: There is a significant relationship between bonding social capital and economic 

 sustainability. 

http://growingscience.com/beta/authors/karam+Safari/
http://growingscience.com/beta/authors/Karamollah+Zayyari/
http://growingscience.com/beta/authors/Somayeh+boostani/
http://growingscience.com/beta/msl/1713-a-study-on-relationship-between-social-capital-and-sustainable-development.html
http://growingscience.com/beta/msl/1713-a-study-on-relationship-between-social-capital-and-sustainable-development.html
http://growingscience.com/beta/authors/karam+Safari/
http://growingscience.com/beta/authors/Karamollah+Zayyari/
http://growingscience.com/beta/authors/Somayeh+boostani/
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H2: There is a significant relationship between bonding social capital and environmental 

 sustainability. 

H3: There is a significant relationship between bonding social capital and social 

 sustainability. 

H4: There is a significant relationship between bridging social capital and economic 

 sustainability. 

H5: There is a significant relationship between bridging social capital and environmental 

 sustainability. 

H6: There is a significant relationship between bridging social capital and social 

 sustainability. 

 

The hypothesized relationships are illustrated with a operational framework: 

 

 

 

 

 

 

 

 

 

 

Figure 1: Social Capital and Organizational Sustainability 

Source: Desk Research 2020 (Putnam‘s (1995) typology of social capital; Elkington‘s (2004) 

triple bottom lines of organizational sustainability) 

Conclusion 

This empirical review set out to examine the relationship between social capital and 

organizational sustainability. The paper identified the triple bottom line that has been 

associated with building organizational sustainability. These lines (economic, environmental 

and social), which are regarded as the main features of organizational sustainability are 

considered to be influenced by structural, relational and cognitive social capital based on the 

outcome of the review of extant literature, hence the formulation of 9 research hypotheses 

and the conceptualization of the perceive relationships. The study recommends that the 

hypotheses developed in this paper should be further examined empirically.  
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Abstract 

This study examined the extent to which government participation in social marketing 

practice on sex commercialization has reduced the risk of sex related diseases, the danger of 

ripping practice and the menace of baby trafficking factories caused by sex-

commercialization in Nigeria. A descriptive survey research method was adopted in the 

study. A population of 193,392,500 Nigerians was determined, using Taro Yamene sample 

size formula. A sample of 400 persons obtained was served with questionnaire comprising 

fifteen (15) item questions. The reliability co-efficient of „r‟ .83, from a test-retest reliability 

method was obtained. The data was analyzed with simple percentage and mean score test. 

Result showed that “the government participation in social marketing practice on sex 

commercialization has to a “very low extent”, reduced the risk of sex related diseases, the 

danger of ripping practice and the menace of baby trafficking factories caused by sex-

commercialization in Nigeria”. It was therefore, advisable that the government should 

proactively embark on consistent, pragmatic social marketing campaign with the use of one 

thousand youths from each local government areas to sensitize the public against the risk of 

related sexual diseases, the danger of ripping practice and the menace of baby trafficking 

factories in the country.  

Keywords: Social Marketing Practice, Sex Commercialization Threats, and Government 

Participation 

 

INTRODUCTION 

In 1971, Kotler and Zaltman in their studies of ―Nonprofit Oriented Business Intention‖, 

focused on social marketing practice being a nonprofit oriented type of marketing that creates 

and delivers responsible marketing values through creation of responsible behaviors and 

attitudes in the society (David and Johnson, 2016).  The drive intent of this decision was 

mailto:komenegoodnews@gmail.com
mailto:feegalo2018@gmail.com
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associated with the reduction of unethical, indecent and violence behaviors that fails to agree 

with societal norms and values of the society. This was not out of context in consideration of 

the threats of sex-commercialization resulting from irresponsible and unethical behaviors in 

the society. In view of this, several research reports on the danger of sex-commercialization 

has be traced to ripping, child trafficking, mass spread of HIV/AIDS, secret and willful sex 

donation of gonococcus, syphilis and gonorrhea that caused barrenness; kidnapping, baby 

production factory and baby trafficking practices associated with cons-pirated armed robbery 

practice that resulted in social threats to the society (Banune, 2010) and (Donu and Babara, 

2015). To confirm this, David and Johnson (2016), established that irregularities of sex-

commercialization have been responsible for the barrenness and death of many unfaithful 

men and women in the society.   

This adds meaning to the fast growing increase in the hazardous impact of sex-

commercialization that demands for more government attention now than ever. This calls for 

the need to practice more proactive social marketing practice in the society. Hamilton and 

David( 2016) defined social marketing as an act of using social devices to correct an existing 

bad or negative social behaviors, attitudes or unethical practices of individuals or group of 

people into more positive result oriented behavior by means of guiding, advising and 

persuading them to refrain from such negative social behaviors in the society. On the other 

hand, Bonalo (2016) opined that social marketing is defined as the techniques of using social 

campaign to create and promote responsible behaviors that enhance the social wellbeing of 

the individual or group and the society as a whole. 

In line with this, it was observed that Nigeria government participation in social marketing 

practice seems to have lack social marketing value in the correction of unwanted social 

behavior in the society. Deekor and Lenton (2016) identifies that Nigeria government has not 

been engaging in a wide spread public campaign against the dangers of sex 

commercialization and its related social hazards because of the personal interest of the top 

political leaders in the practice. This is connected with the recent fast growing rate of 

unhealthy and unacceptable social behaviors in the society. The threats resulting from sex 

commercialization therefore seem to lack merit of social marketing correction mechanism. 

According to Bonalo (2015), sex commercialization is the act of engaging in sexual practice 

for money making purposes. Banune(2010) described it as sex commodification by viewing 

sex as a commodity in trade for sell. In this vein, some men pay their fellow men for 

engaging in homosexual practice with them. Also, some good-looking wealthy women 

(popularly called sugar mummies) usually engage in similar sexual practice with young boys 

whom they pay some money to sex them to gain sexual satisfaction. However, the practice of 

sex commercialization among men and women is a common practice in Nigeria where sex is 

viewed as a valued commodity to be sold and bought with money. On the other hand, woman 

to woman sex for payment is also a form of sex-commercialization. This situation calls for 

the rhetoric question, asking ―To what extent, does Nigeria government participation in 

social marketing on sex commercialization reduce sex related dangers caused by sex 

commercialization in the society?‖   

The conventional content of this question, forms the background of this study upon which its 

research thrust is built to examine the extent to which government participation in social 

marketing practice on sex commercialization has reduced the risk of sex related diseases, the 

danger of ripping practice and the menace of  baby trafficking factories caused by sex-

commercialization in Nigeria. 
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STATEMENT OF THE PROBLEM      

The fast growing rate of unacceptable social behavior that threatens the wellbeing of the 

society in the recent time was traced to sex commercialization in Nigeria environment. 

Conventionally, it is evident that sex commercialization cannot be absolutely separated from 

the current health hazards of social vices associated with baby production factories and baby 

trafficking practice, kidnapping, child trafficking, female commercial sexual trafficking 

practices, armed robbery practice, spreading of harmful sexual diseases; and other forms of 

socio-economic criminal practices going on in Nigeria.  Fundamentally, it remains apparent 

that social marketing practice produces positive values, which its result orienting impact on 

human behavior is helpful; but sex commercialization contributions negatively to the 

wellbeing of the society and to people that practice it.    

To a large extent, the increasing hazards of sex commercialization have not only put the 

citizens into serious social threats but it has extensively caused endless production of 

troublesome children who are irritants and terrors to the wellbeing of the society (Donu and 

Babara, 2015).  This is traceable to the fast growing rate of unemployment, economic 

hardship, and poverty in the country that forced thousands of men and women, boys and girls 

into irresponsible social practices of sex commercialization in the country. Social marketers, 

societal elites, public health practitioners, and social human right crusaders therefore, asked: 

―Whether Nigeria government is actually participating in social campaign, seminar, 

publicity, social work and media appeal against the dangers of sex commercialization in the 

country as done in the persuasion of people to use mosquitoes net, use car seat-belt, stop 

smoking, stop casual sex for HIV/AIDS‘ prevention, and avoid drunkenness and reckless 

driving (Okon, 2013)‖.  Benee (2017) established that Nigeria government has given little or 

no attention to effective social marketing practice, which curtailing the social menace of sex 

commercialization in the society.   

 Having noticed the negative impacts of sex commercialization and the seeming inactive 

government participation in social marketing practice, it becomes expedient for this study to 

examine the extent to which government participation in social marketing practice on sex 

commercialization has reduced the risk of sex related diseases, the danger of ripping practice 

and the menace of baby trafficking factories caused by sex-commercialization in Nigeria. 

PURPOSE OF THE STUDY  

The main purpose of this study is to examine the impact of government participation in social 

marketing   practice on the threats of sex commercialization in Nigeria. To achieve this 

purpose, the study specifically considers it useful to examine:  

1. whether the government participation in social marketing practice on sex 

commercialization has reduced the threats of sex related diseases in Nigeria.          

2. whether the government participation in social marketing practice on sex 

commercialization has reduced the dangers of ripping practice in Nigeria.     

3. whether the government involvements in social marketing practice on sex 

commercialization has reduced the menace of  baby trafficking factories  in Nigeria.

  

RESEARCH  QUESTIONS  

The following research questions are used as guide in this study.   

1. To what extent does the government participation in social marketing practice on sex 

commercialization reduced the threats of sex related diseases in Nigeria? 
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2. To what extent does the government  participation in social marketing practice on sex 

commercialization reduced the dangers of ripping practice in Nigeria? 

3. To what extent does the government involvements in social marketing practice on sex 

commercialization reduced the menace of  baby trafficking factories  in Nigeria?   

SIGNIFICANCE OF THE  STUDY  

The significance of this study will be traced to the benefit of social marketing practice as 

provided by the government to members of the society to enable them understand how social 

marketing practice improves the social wellbeing of individuals and the society as a whole.  

Firstly, it will help the government reduced the rate of social vices and unethical behaviors in 

the society. Secondly, members of the society will afford the opportunity to understand the 

negative implications of sex-commercialization if not corrected with the use of social 

marketing practice.  Significantly, the study will provide new knowledge that will enhance 

the wellbeing of the individuals, students, scholars, researchers, and the society by helping to 

reshape the social image and values of the citizens. Furthermore, the study will afford the 

government and individuals the opportunity to adopt more proactive social marketing 

protection approach that will add value to the standard of living in the society if, the 

recommendations of the study are considered useful. Indeed, the study will assist and enable 

students, scholars and researchers to understand more about the relevance of social marketing 

on sex-commercialization concerning the social wellbeing of individuals and the society. 

Thus, students and scholars will also stand the chance use the referenced literatures cited in 

the study for related academic works in the future.  

REVIEW OF RELATED LITERATURE     

Concept of Social Marketing  

Social marketing is a nonprofit oriented type of marketing practice designed to provide 

sustainable social instruction, advice or guide against terrible, immoral and negative social 

behaviors of individuals or group of people in the society (Dumadi and Koateh, 2015). On 

the other hand, social marketing is the application of marketing strategies and tactics that 

alter or create behaviors that provide positive effects on the targeted individuals and/or the 

society as a whole (Hawkins, Best and Coney, 2000). A conceptual design of social 

marketing practice suggested in Donu and Banaba (2015) was traceable to the submissions of 

this study in the diagram presented as follows: 

 

                                                                            practice                                                                

to  reduce 

                                                                                                                                                          

To ensure 

                                                                                     

 

 

Fig1: Social marketing components of government concern for sex-commercialization in the 

society. 
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The diagram above seeks to explain why and how the governments practiced social 

marketing flows with focus on the reduction of the dangers of sex commercialization that 

resulted in sex hazards, menace of babies‘ factory trafficking, and ripping practices. Alema 

and Jomiraf (2017) relates that the social wellbeing of the society may be questionable if sex 

related commercial behaviors in the society is associated with armed robbery, kidnapping, 

conspirated brutal  killing for ritual, assassin ripping and, child trafficking among other social 

vices.  Fundamentally, the belief that social marketing practice is guided by ethical and moral 

principles, demonstrate proactive efforts used to discourage socially unethical behaviors that 

promote social vices in the society.  Sindabole (2017), opined that the absence of social 

marketing practice in a society is conventionally harmful to the social wellbeing of the 

residents.  Chanyi (2016) adds that social marketing practice start from the family where the 

parents creates positive values, morals and norms in the children that make up the society.  

Deekor (2016) asserts that the act of creating responsible character is a social activity that 

creates reputable behaviors that anchors on traditional norms, values and ethical culture of 

the society.  The relationship between effective practice of social marketing and sex 

commercialization is a function of ethical and moral orientation that aimed at correcting 

wrong behaviors of individuals or group of people in from a negative end to a positive result 

oriented end.  This tends to explain that when there is a gap between the outcome of sex 

commercialization and social marketing practice, negative tendencies becomes the outcome. 

Alema and Jomiraf (2017) confirms that the value of social marketing is the judicious 

function of creating social awareness on the usefulness of ethical and moral behavior in the 

society. 

THEORETICAL  FRAMEWORK 

This study anchored on ‗Teleology theory‘ to explain the act of human behavior which 

focuses on morally right and acceptable practice that produce the desire result. The result 

may be anything desire by the individual to satisfy his or her interest.  This includes the 

desire for pleasure, personal growth, knowledge or other self interest. The key criterion of the 

theory is ―The consequences of an act or behavior‖.  Hence, teleology is some time referred 

to as consequentialism.  In this vein, teleology is expressed in egoism and utilitarianism.  

Egoism therefore defines the acceptable behavior as that which maximizes consequences for 

an individual. This relates that the focus of moral philosophy is defined by egoism as the act 

or behavior that promotes the greatest good for one self.  This can also be called ethical 

egoism.  

It is therefore, obvious to note in this study that the expression of „teleology theory‟ in 

egoism and utilitarianism justifies that the wellbeing of the individual and the society stands 

to be secured if or when every person embark upon behavior that its consequences yields the 

greatest benefit. Utilitarianism component of the theory seeks the greatest good for the 

greatest number of people and further insisting on actions that are considered to be right 

when they fall in proportion to behavior that promote happiness; and promote sadness when 

they practice wrong behavior. In this study, the application of the theory to social marketing 

practice relates that individual behavior or action ought to be morally right and acceptable, 

for the greatest benefit of individual and the society as a whole. Therefore, sex 

commercialization in practice resulted to sorrow and sadness at the end; because it produces 

greater negatives impact as the consequences.   
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The basic intend of social marketing in the philosophy of teleology theory is thus, focused on 

the consequences of actions that affect the individual or group of people by their decision and 

the society as a whole. Such actions and consequences are corrected not only by correcting 

behaviors that will lead to happiness of the individual that perform the action; but to various 

group of people in the society that will be affected the action. Deekor (2016) affirms that 

social marketing practice and its positive result oriented consequences caused by individual 

behavior cannot therefore be absolutely separated from the basic intend of teleology theory. 

This implies that social marketing practice is positive result oriented. Chanyi (2016), affirms 

that social marketing is viewed as behavior guiding device, designed to creating positive 

behaviors in an environment to produce the greatest benefit and happiness desire for a 

successful society.   

On this note, the theory as contain in egoism and utilitarianism justifies the primary intention 

of social marketing practice that aimed at ensuring the social wellbeing of individuals and the 

society by promoting positive results oriented consequences of an action or behavior.  In this 

study, it will not be out of context to assert that the relationship between teleology theory and 

social marketing practice is significant enough to produce the greatest benefit and happiness 

expected or desire in the society.  Thus, Sindabole (2017), adds that social marketing practice 

is a social activity that reshape, redirect or guide against the wrong behaviors of individuals 

or group of people into a more responsible social manner that enhance the wellbeing of the 

society. The limitation of teleology theory, by being silence about how the negative 

consequences of an action can be corrected, establishes theoretical gap which the study of 

social marketing seeks to correct by turning the negative consequences of an action into a 

more positive one to yield the greatest benefit.  

EMPIRICAL REVIEW     

The empirical review of this study considers the review of related studies in the following 

order.  

The World Health Organization (2016), in an experimental survey research, reported 

evidence of greater and deeper effects of HIV related sexual hazards discovered to have 

caused the death of thousands of people in Africa because of ineffective health 

communication approach. A 76% increase in HIV/AIDS spread among the rural residents 

was known to harm the future work force in Africa. The result affirms that ―Social marketing 

on health communication impact has been very low‖. It was advisable that more sustainable 

health information on the negative impact of HIV/AIDS should be adequately provided in the 

rural areas. The relevance of this study was traced to its concern for the health wellbeing of 

people in Africa where Nigeria is one.   

Ogbugu and Cajietan (2016), carry out a study of environmental health education on sexual 

violence in Rivers State. The objective of the study was to examine the impact of sexual 

violence on the sustainable health protection in Rivers State; using a survey research method 

with which 22 question items was served on a sample of 400 respondents. Data collected and 

analyzed were tested using Pearson moment correlation and t-test statistics. Result obtained 

revealed that the relationship between environmental health education and sexual violence in 

Rivers State was not positive enough to produce sustainable health impact on human health 

protection. Hence, it was recommended that Rivers State should develop robust national 

policy on environmental sexual violence and health education. The implication of this 

finding is that since poor health education and sexual violence was harmful,  
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Dumka (2010) studied ―Ripping Practices and Social Threats in Nigeria‖.  The objective of 

the study was to find out whether there is a significant relationship between ripping practices 

and social threats in Nigeria. The study adopted 20 questions, administered on 350 

respondents from community duelers in Kaduna State. Data collected were analyzed with the 

use of Pearson product moment correlated coefficient. Result obtain reveals that there is a 

significant relationship between ripping practices and social threats in Nigeria.  

Kemnu and Yuogon (2017) carried out a study of the Menace of Sex Co-modification and 

Child Trafficking Industry on the social wellbeing residents in South Africa.  The study seeks 

to investigate whether the Menace of Sex Co-modification and Child Trafficking Industry 

has negatively affected the social wellbeing of residents in South Africa.  Data obtained with 

the use of 24-item test questions was administered to a sample of 350 respondents in the 

cities. The data were analyzed with the use of Z-score statistics. Result obtained revealed 

that: ―There is a negative impact of Sex Co-modification Menace and Child Trafficking 

Industry on the social wellbeing of residents in South Africa‖. It was advisable that the 

government should employ more proactive health care and life security attention to the social 

wellbeing of residents on the sex co-modification menace and child trafficking industry in 

South Africa.  The study of social marketing and its objectives was not examine in the 

review, thus, establishing empirical gap upon which the research thrust of this study is built.  

METHODOLOGY     

The descriptive survey method of co-relational research design was adopted to provide detail 

investigation of the procedure used to establish the relationship between social marketing 

practice and threats of sex commercialization with preference to government participation in 

the practice. The study used the descriptive mean score statistics and simple percentage test 

method for analysis of data obtain for the study.  A.set of questionnaire containing 15 item 

questions was structured and administered on respondents drawn from Eastern, Southern, 

Western, and Northern Nigeria. A modified 4-point Likert scale format cited in (Uzuaguru, 

2002), was used in designing questionnaire needed to generate data for analytical 

computation of the mean score statistics and simple percentage test. The study was carried 

out in Nigerian where the citizens were randomly drawn from Eastern, Western, Southern, 

and Northern part of the country.  The population of this study was 193,392,500 Nigerians 

(See Nigeria National Population Commission Census  Web-site).  A sample size of 400 

persons was obtained for the study, using Taro Yamene‘s sample size techniques at 0.5 

percent level of significant cited in Ani (2012). Purposive sampling technique was adopted, 

using equal percentage approach of 25% of the sample size (400), to ensure adequate 

representation and distribution of the questionnaire among the different strata of the 

population.  The primary source of data was used with a structured questionnaire to elicit 

relevant responses from 400 respondents. With the aid of five research assistants, out of the 

four hundred (400) questionnaires administered to respondents, only three hundred and sixty 

eight (368) copies being 92% was returned, while thirty two (32) copies being 8% was not 

returned.  

The variables investigated in this study were operationalized, using ―Social Marketing 

Practice and Threats of Sex Commercialization‖ to measure the impact of government 

participation in the practice to reduce harmful sexual diseases, ripping practices, and the 

menace of baby trafficking factories that are promoted by sex commercialization.  The 

validation of the research instrument was confirmed by three research experts (two from 

marketing department and one from measurement and evaluation department), whose 

observations, modifications, views, suggestions and recommendations of the instrument 
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confirmed its face and content validities. The reliability of the instrument with the use of 185 

copies of a structured questionnaire administered; shows the computed reliability test result 

of  R=.83. This indicated considerable evident of reliability in the relationship between the 

two set of reliability test of the instrument.       

METHOD OF DATA ANALYSIS 

Out of the 400 questionnaire administered on the respondent, 368 copies of the questionnaire 

were retrieved successfully and used for analysis. The responses obtained were organized, 

processed and tallied together to get their frequencies, and data generated was analyzed. 

Research questions in the study were tested with the use of descriptive statistics, specifically 

with the mean scores and simple percentage test method. In order to  

interpret the mean and percentage result, the benches used in this study are interpreted as 

follows: 1.00- 1.99(10%-29%) stands for very low,  2.00 – 2.99(30%-49%) shows low 

extent, 3.00 – 3.99 (50%-69%) stands for moderate extent, 4.00 & above (70%-100%) 

stands for high extent,  were employed in the study for interpretation and decision making.  

 DATA PRESENTATION, ANALYSIS AND RESULTS  

The data generated for the study are therefore presented, analyzed and interpreted as follows:  

Number of Questionnaires Distributed. 

 The total numbers of questionnaire that was distributed and returned. 

                     Table 3:     Total Number of Questionnaire Distributed and Returned  

Categories of 

Respondents 

Number  

Distributed 

Number  

Returned 

Number  

Not  Returned 

Males 162(40%) 148(37%) 14(3%) 

Females 238(60%) 220(55%) 18(5%) 

Total 400(100%) 368 (92%) 32 (8%) 

         Source:   Field Survey   Data    2020 

Social Demographic Data of Respondents. 

Social demographic information concerning respondents used for this study is presented on 

table 4 and 5 below. 

           Table 4:  Distributions of Respondents by Age 

Age Bracket                     Frequency                                                                      Percentage                                                          

18 -25                           63                                                                                    16% 

26 -35                          132                                                                                    33% 

36 -45                          120                                                                                    30% 

46 -55                            85                                                                                     21% 

Total:                              400                                                                                    100% 

                 Source:  Survey   Data    2020   
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The table above shows the  analysis of the various age brackets within the age bracket of  18-

25, 26-35, 36-45, 36-45 and 46 – 55; which have the frequency distribution values of  

63(16%),  132(33%), 1120(30%) and 85(21%) respectively; in confirmation of 400 copies of 

questionnaire administered at100% distribution rate to the respondents. 

Distribution of Questionnaire by Gender Respondents‟ Categories  

The analysis of how copies of questionnaires were distributed to select the different 

categories of respondents used for the study.  

Table 5:    Distribution of Questionnaire by Gender to Selected Categories of 

Respondents  
Respondents  

Categories  

 Students              Workers               Traders              Businessmen             Total 

Males                    97(24%)           52(13%)                     78(20%)                   6(2%)              233(58%)       

Female                   97(24%)          45(11%)                      20(4%)                    5(1%)              167(42%)       

Total                    194(48%)           97(24%)                     98(24%)                  11(3%)           400(100%)       

            Source:   Field Survey   Data    2020 

The table above shows how the questionnaires were distributed to male and female 

respondents in the     categories of students 194(48%), workers, 97(24%), Traders 98(24%), 

and businessmen 11(3%) respectively; to confirm a total distribution of 400(100%) 

questionnaires.  

TABLE 6: To what extent does the government participation in social marketing 

practice on sex commercialization reduced the threats of sex related diseases in 

Nigeria? 
                                                    Item                                                                                                                       SA         A             D          SD       TOTAL         X       DEC 

1. 

   

The absence of government widespread campaign 

against sex commercialization and its related 

sexual diseases has increased the rate of barrenness 

among men and women in the society.  

 102/408  130/190    64/128   72/72     798/368        2.16     -V                                                        

(28%)     (35%)     (17%)     (20%)      100% 

(A+SA) = 232      (D+SD) = 136                           

2 

  

The absence of government widespread campaign 

against sex commercialization has promote 

extensive spread of HIV/AIDS among men and 

women in the society. 

82/328   122/366      48/96   116/116    906/368     2.46     -V 

 (22%)     (33%)        (14%)   (32%)      100%         

(A+SA) =  204        (D+SD) = 164                           

3 

 

Widespread harmful sexual diseases resulting from 

sex Commercialization has attracted regular 

preventive attention of the government in a 

widespread campaign.   

70/280    73/219      113/226   112/112   837/368   2.27    -V                

 (19%)    (20%)         (31%)     (30%)     100% 

(A+SA) = 143         (D+SD) =  225                                     

4  Regular public condemnation of sex 

commercialization related health and hazards has 

been publicly condemned by the government in the 

society. 

52/208    86/258     131/262    99/99     827/368    2.24     -V  

 (14%)     (23%)     (36%)      (27%)       100% 

(A+SA) = 138       (D+SD =   130                            

5 Social marketing practice aimed at mass reduction 

in sex commercialization by the government has 

extensively attracted public attention in the society.  

 81/324    45/135    137/274   108/108   841/368    2.28    -V                  

 (22%)     (12%)      (37%)     (29%)         100%   

 (A+SA) = 126       (D+SD ) =  245                                  

Total   Percent                                                                                                      46%                 54%      =              100%     

Grand  Mean                                                                                                                                                                           

2.28  - V 

 Source:   Field Survey Data    2020  

The descriptive content of the question presented on the table above, clearly shows the total 

grand mean value of 2.28 that fall within 2.5 - 3.00(30%-49%) showing a “low extent” in 
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confirmation of the 54% disagreed responses obtained in support of the opinion that: ―The 

government participation in social marketing practice on sex commercialization has to a “ 

low extent”, reduced the social threats of sexual diseases caused by sex commercialization in 

Nigeria‖.  However, 46% of the response obtained was low and it was considered contrary to 

the opinion or answer obtained.  

TABLE 7:   To what extent does the government participation in social marketing 

practice on sex commercialization reduced the degree of social dangers of ripping 

practice in Nigeria? 
   

S/n 

                                                 Item                                                                                                                     SA              A                D          SD         TOTAL          X       DEC 

1. 

   

The government has extensively 

promoted widespread information 

against ripping practices caused by 

sex commercialization in the 

society.  

100/400   129/387    72/144      67/67      998/368        2.71      - V                                                        

   (27%)      (35%)     (20%)      (18%)      100% 

 (A+SA )  =  229       (D+SD) =  139                           

2 

  

The government frequent 

condemnation of sex 

commercialization impelled-

ripping practice has reduced the 

growing trend of sex 

commercialization in the Society 

 134/536   100/300    62/124    72/72     1032/368       2.80       - V 

   (36%)      (27%)       (17%)     (20%)      100%         

  (A+SA)  =  234        (D+SD)  = 134                           

3 

 

The trend in government regular 

efforts in the widespread of 

information against sex-

commercialization has created 

great reduction in incessant cases 

of ripping in the society.   

103/412   121/363     74/148     70/70      993/368       2.69      - V 

 (28%)      (33%)        (20%)     (19%)      100% 

(A+SA) =   224         (D+SD)  = 144                                     

4  Ripping of females in the society is 

highly connected with the 

government uncontrolled effort on 

female sex involvement in sex 

commercialization  

122/488   113/339      49/98      84/84     995/368        2.70      - V 

  (33%)      (31%)       (13%)      (23%)     100% 

(A+SA )  =  235        (D+SD  =  133                            

5 The current increasing trend of sex 

related ripping practice in Nigeria 

today is caused by un-influenced 

sex commercialization violent 

practices not properly guide against 

by the government.    

107/428   138/414     72/144    51/51     1037/368       2.81      - V                  

   (29%)      (38%)      (20%)     (14%)      100%  

  (A+SA ) =  245        (D+SD) = 123                           

Total      Percent                                                                                   63%                    37%       =            100%     

Grand    Mean                                                                                                                                                                               

2.74  +V 

      Source:   Field Survey Data    2020  

Based on the descriptive content of the question presented on the above table, the total grand 

mean value of 2.74 confirms the 63% agreed responses that fall within 2.5 - 3.00(30%-49%), 

indicating a ―low extent” in favour of the view that ―the government participation in the 

practice of social marketing on sex-commercialization has to a low extent, reduced the level 

of dangers in ripping practice in Nigeria‖.  However, 37% of the response generated was low 

and it was considered contrary to the opinion or answer obtained.  
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TABLE    8    To what extent does the government involvements in social marketing 

practice on sex commercialization reduced the menace of  baby trafficking factories  in 

Nigeria?   
S/N Item                                                                                                                     SA              A             D              SD     TOTAL      X     DEC 

1. 

   

The menace of baby trafficking caused 

by sex commercialization has 

extensively increased because of the 

government low influential impact on 

the public  attention.   

60/240    57/171   110/220    140/140   368/771    2.09     +V                                                        

 (16%)     (16%)     (30%)       (38%)      100% 

 (A+SA) =  117     (D+SD)  =   251                           

2 

  

The low level of government social 

campaign against sex-

commercialization has  

expansively contributed to the menace 

of new born babies‘ trafficking, 

organized   

from the in baby factories.   

62/248   50/150   129/258     127/127   368/ 783     2.12     +V 

 (16%)    (14%)      (35%)        (35%)      100%         

(A+SA) =  112     (D+SD)  =    256                           

3 

 

The practice of trafficking new born 

babies resulting from sex-

commercialization has not been 

constantly guided  against by the 

government in its widespread public  

campaigns.   

47/188   53/159    137/274    131/131   368/752      2.04     +V                

 (13%)    (14%)      (37%)       (36%)       100% 

 (A+SA) =  100    (D+SD)    = 268                                     

4  The government discouraging 

influence against the practice of sex-

commercialization as connected with 

baby trafficking  has been low enough 

to generate positive response  

from members of the society.   

54/216  56/168    121/242    137/137   368/763       2.07    +V       

(15%)    (15%)      (33%)      (37%)       100% 

 (A+SA) = 110     (D+SD)    = 258                            

5 

 

The guide against sex-

commercialization practices and the 

menace of new  

born babies‘ trafficking by Nigeria 

government  lacks expansively merits 

in the society.  

141/564  127/381   51/102     49/49     368/ 1096    2.97    +V                  

 (38%)      (35%)    (14%)     (13%)       100%  

 (A+SA ) = 268    (D+SD)  =  100                           

Total     Percent                                                                                                                                           62%                

38%      =        100%     

Grand   Mean                                                                                                                                                                                                                 

2.26  +V 

Source:   Field Survey   Data    2020 

In line with the descriptive content of the question shown on the table above, 62% of the 

respondents agree was in confirmation of the total grand mean value of 2.26 that fall within 

2.5 - 3.00(30%-49%), indicating a “low extent” which authenticate the result that ―the 

government involvements in the practice of social marketing on sex commercialization has to 

a “low extent” reduced the menace of baby trafficking factories in Nigeria. However, 38% 

of the response generated was low and it was considered contrary to the opinion or answer 

obtained. 

DISCUSSION OF RESULTS 

Based on the computed grand mean result of 2.28 in table 6,  2.74 in table 7, and 2.26 in table 

8; and its related supporting total percentage result of 54% in table 6,  63% in table 7,  and 

62% in table 8 respectively, reveals ―The extent of government participation in social 

marketing practice on sex commercialization is low, and the degree of the low participation 

was not fruitful or better to reduced the threats of sex related diseases, the danger of ripping 
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practice and the menace of  baby trafficking factories  in Nigeria‖.  Also, this result was 

separately confirms based on the empirical findings and/or observations deduced from the 

review of related literature in Ogbugu and Cajietan (2016); Dumka (2010); Donu and Babara 

(2013);  Dumadi and Koateh (2015); Kemnu and Yuogon (2017); and  Danhagu (2018); who 

confirmed the content validity this result in the view that: ―The extent of government 

participation in social marketing practice on sex commercialization was not only discovered 

to be low by the result of this study, but it also revealed that the government lack positive 

social marketing merits  by its inactive participation to reduced the threats of sex related 

diseases, the danger of ripping practices, and the menace of baby trafficking factories in 

social marketing practice in the country‖.  

CONCLUSION 

Based on the analysis of the data collected, analyzed and interpreted, the study reveals that 

―The government participation in the practice of social marketing on sex-commercialization 

has to a low extent, reduced the threats of sex related diseases, the danger of ripping practice  

and the menace of  baby trafficking factories  in Nigeria‖.  In line with this, the study 

concludes that the increase in the rate of sex commercialization associated with sexual 

violence is caused by the government inability to participate effectively in consistent social 

marketing practice, linked with inconsistent public education on the risk of sex 

commercialization, and the implication of punitive measures on related sexual abuses. This 

conclusively relates that the threats of sex related diseases, the danger of ripping practice, and 

the menace of baby trafficking factories in Nigeria is on the increase based on the 

government low involvement in the practice of social marketing in the country. 

RECOMMENDATIONS  

Based on the conclusions drawn from the study, the following recommendations are made:  

1. The government should proactively embark on consistent social marketing campaign on 

the threats of sex commercialization and the risk of related diseases by employing service 

one thousand youths in each local government through ministry of information. This will 

help to control the risk of sex commercialization.  

2. The government participation in social marketing practices on sex commercialization 

should be proactively regularized with more unique social marketing campaign technique 

to reduce the health danger of ripping practices in the country. This will help to create 

more social awareness on the health risk of ripping practice and its legal punitive 

implications.     

3. The government should formulate Sustainable Social Control Policy (SSCP) on the 

reduction of sex commercialization by creating and financing social campaign groups 

that will sensitize the public against the menace of baby trafficking factories and the legal 

implications.  
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Abstract 

Individually owned e-businesses in developing countries like Nigeria have been observed to 

hit the exit stage in their business cycle too early. This spurred the researchers to conduct a 

survey to assess the contribution of business ethics to survival of individually owned e-

businesses in Nigeria, particularly in the face of the global COVID-19 pandemic crisis. From 

a survey of 384 e-business owners using a structured questionnaire administered 

electronically, the study found a negative and significant effect of the Business Ethics 

practices of e-businesses in Nigeria on their survival. The study therefore recommends that, 

in the face of global economic social crisis like the covid19 pandemic, businesses, especially 

individually owned e-businesses, should make concerted efforts to adopt and comply to the 

highest ethical standards in businesses in order to survive the trying times and beyond in 

business.  

Keywords: Individually Owned e-Businesses, Ethics, Survival, Electronic Survey, COVID-19 

 

Introduction 

Small businesses and their importance has been emphasized in both practice and literature for 

their social and economic benefits. Micro, small and medium enterprises as a sector of a 

nation‘s economy account for a large portion of that nation‘s gross domestic product (GDP). 

They also create a lot of employment opportunities for the people of that nation through their 

business activities. Consequently, small businesses reduce the burden of unemployment on 

the government and contribute to the nation‘s growth, development, and wellbeing (Olofu & 

Onana, 2018).  

The 21
st
 century has ushered in technologies that have made electronic business (e-business) 

a viable option for many businesses and entrepreneurs (Wuyep & Onana, 2019). All a 

prospective or current businesses owner needs to take advantage of the e-business model is 

access to an internet enabled device and data. Even without a dedicated business website or 

blog, e-business can still be conducted using third party platforms. In other words, the entry 

barriers to e-businesses in the contemporary 21
st
 century are minimal.  

mailto:ruthandah68@gmail.com
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According to a report by the small and medium enterprises development agency of Nigeria 

(SMEDAN) (2017), In Nigeria, there are several e-businesses that can hardly be counted or 

accounted for, even by the corporate affairs commission (CAC) or SMEDAN. This is 

because many e-businesses in Nigeria are not registered with the proper authorities. They 

usually take the form of item sales by individuals via popular social media platforms like 

Instagram, Whatsapp, Facebook, Linkedin and Telegram; anyone can pick up any internet 

enabled device and selling anything online to anyone without little to no restriction. These 

individual unregistered e-businesses are the kinds of e-businesses that this study focuses its 

thrust on. 

We believe that this model of business has made it easy for people to jump into 

entrepreneurship without major restrictions and with little to no capital. People are enabled to 

create employment opportunities for themselves and other people, relieving the burdens of 

unemployment and poverty with little to no government intervention.  

However, a report by OECD (2020) stated that the coronavirus (COVID-19) pandemic has 

created major disruptions in the economy and the life of businesses, whether or not they are 

able to continue their operations. These disruptions are creating a wide range of impacts on 

companies and many of them are struggling financially. The COVID-19 crisis has also 

exposed major vulnerabilities in company operations and supply chains linked to conditions 

of work and disaster preparedness (OECD, 2020). 

Furthermore, the OECD (2020) report posited that the ways that companies respond now to 

the range of responsible business conduct (RBC) issues in the COCID-19 crisis will have 

lasting repercussions for their balance sheets and productivity during the recovery period. 

Companies taking proactive steps to address the risks related to the COVID-19 crisis in a way 

that mitigates adverse impacts on workers and supply chains are likely to build more long-

term value and resilience, improving their viability in the short term and their prospects for 

recovery in the medium to long term.  

Consequently, this study posits that for smaller businesses like the individually owned e-

businesses in particular, the COVID-19 crisis should be a wake-up call towards adopting and 

implanting ethical businesses practices of the highest standards. We believe that business 

ethics can become a viable way to attract and retain customers for business sustainability and 

survival. Hence, the reason for this empirical inquiry into assessing the effectiveness of 

business ethics for survival of individually owned e-businesses in the face of the COVID-19 

global pandemic crisis.  

Statement of the Problem 

Despite the advantages of the e-business model, it has its issues. For instance, there are little 

to no quality assurance or consumer protection measures. This could be because these 

businesses are so small and hardly traceable. Since there is no policing structure or system for 

these individually owned e-businesses, customers and the general public can only hope that 

the businesses adopt and adhere to strong ethical codes of conduct so that their customers can 

feel safe, be satisfied and continue patronage.  

However, the researchers have observed from a focus group discussion that many of these 

individually owned e-businesses do not last up to six months or a year before they fold up. 

Some of them hardly even have more than one sales batch. We believe this phenomenon to 

be as a result of unethical businesses activities engaged in by the business owners leading to 

mismanagement and the consequent business early business exit.  
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This necessitated an empirical inquiry into the effect of business ethics on businesses 

survival. Similar studies in the past like Ebitu and Beredugo (2015) as well as Enofe, 

Ogbeide and Oghenero (2015) assessed the effects of business ethics on business 

performance and corporate growth respectively. The researchers have not observed any 

previous studies that assessed the contribution of business ethics to survival of e-businesses 

in developing economies like Nigeria. This is the gap the present study sought to fill.  

Research Question 

Arising from the problem of this study, the research sought to empirically answer the 

following questions: to what extent does business ethics affect the survival of individually 

owned e-businesses?  

Objective of the Study 

This research effort sought to assess the effect of business ethics on survival of individually 

owned e-businesses in Nigeria. This is in order to help provide recommendation on whether 

and how individually owned e-businesses in Nigeria can survive using business ethics even 

amidst the COVID-19 pandemic global crisis.  

Research Hypothesis 

This study sought to empirically test the following null hypothesis in line with the research 

problem, questions and objectives: 

Ho Business ethics have no significant effect on survival of individually owned e-

businesses in Nigeria 

Conceptual Review 

Business Ethics 

Business ethics is defined by Sexty (2011) as the rules, standards, codes, or principles that 

provides guidance for morally appropriate behaviour in managerial decision relating to the 

operation of the corporation and business‘s relationship with the society. To Heysel (2013) 

business ethics is a set of guidelines for business people to use to avoid making a wrong 

decision. Business ethics has evolved over the years, with growing concern to curtail the 

activities of managers in the management of the organization. Peters and Waterman, 1982, 

(as cited by Elias, 2005 in Enofe et al, 2015) show that nearly all highly performance firm 

have at the core a well-established set of shared values, particularly ethical values.  

Ethical code from organization to organization varies but its content or message remains the 

same all through as it is geared towards enhancing organizational performance. Ethical codes 

are aligned with the organisational culture, mission, vision and objective statement and the 

core values of the organisation in order to maximise corporate growth. Hosmer, 1994; and 

Jones, 1995 (as cited by Berrone, Surroca and Tribo, 2005 in Enofe et al, 2015) argue that 

ethics are good business investment because it generates positive externalities like trust and 

commitment with relevant stakeholders, which in turn assure long-term performance. 

According to Beer (2009) in Enofe et al. (2015), many of the Wall Street companies that 

collapsed during the economic crisis of 2008 result from their lack of focus on customer 

service, lack of clear business strategies, and their propensity to over prioritize profits at the 

expense of commonly accepted ethical practices.  
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Business Survival 

Survival refers to the ability to remain in business. It implies the ability of a business to 

continue to remain in operation despite various challenges it faces. Akindele, Oginni and 

Omoyele (2012) explain survival as the process of regularly managing the affairs of a 

business on a going concern basis and meeting the needs of all stakeholders. Most businesses 

function in a dynamic environment characterized by changing technology, competition, 

uncertainty, etc.,  that exert significant impact on their operations, and thus, these 

organizations are in a constant process of structuring and restructuring to stay relevant in their 

market (Adeoye, 2012). Such restructuring, according to Akindele, Oginni and Omoyele 

(2012) involve strategic planning and the development of a suitable system that would allow 

for effective utilization and maximization of resources for the ultimate aim of achieving the 

objectives of the organization. Ensuring survival is to prevent business failure, or where the 

business ceases operation or go into bankruptcy, which usually involves losses, as well as the 

inability of the business to meet financial commitment to creditors (Dun & Bradstreet, 1979, 

cited in Obasan, 2014). 

Empirical Review 

Research efforts on business ethics and organizational outcomes have been conducted in the 

past. Some of them include the work of Ogbonna and Ebimobowei (2012) who evaluated the 

effect of ethical accounting standards on the quality of financial reports of banks in Nigeria. 

They found out that ethical accounting standards affect the quality of financial reports of 

banks in Nigeria. Saeidi, Saeidi and Bidi (2012) concluded that ethic contributes in 

performance of the business. It does not only bring profitability but also increase the 

customer‘s loyalty, helps in retaining customer, creates goodwill for the company and utilize 

the resources at their maximum level. 

Ndabahaliye (2013) assessed the impacts of employees ethical conducts to organization 

performance in Tanzania particularly DAWASCO. The researcher collected primary data 

using a questionnaire as well as the survey monkey software, also employed semi-structured 

Interviews, and documentary analysis which were flexible as well as sensitive to the social 

context. Data were quantitatively analyzed using the Statistical Package for Software System 

(SPSS) version 16 computer software. The study revealed that there was a significant 

relationship between employees‘ ethical conducts and organization performance.  

Saeed, Shakeel and Lodhi (2013) in their study on the impacts of ethical behaviour on 

employee performance using SPSS regression, found that ethical guidance and ethical value 

have positive impact on employee‘s performance. Which directly impact positively on 

organization‘s growth. Also Onyeaghala-Obioma and Anele (2014) in their study of 

adherence to ethics and performance of business organizations, using Spearman Rank Order 

Correlation and t-Statistic, found that there is relationship between adherence to ethics and 

performance of business organizations. This relationship was found to be significant.  

Enofe et al, (2015) carried out a study they titled business ethics and corporate growth. The 

study was carried out to ascertain the impact of business ethical code of conduct on corporate 

growth in the wake of several corporate fraud, misstatement and misrepresentation. The study 

employed the survey research design using questionnaire responses from 80 respondents. The 

Pearson product moment correlation was used to test the analysed data at 50% significance 

level. The study revealed that adoption of business ethical code of conduct and employee 

adherence to rules and regulations enhance corporate growth; while there is no significant 

relationship between corporate growth and corporate adherence to rules and regulations.  
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Ebitu and Beredugo (2015) investigated the relevance of code of ethics on guiding the 

performance of service industry and examined also their compliance level on the established 

code of ethics. The study adopted the descriptive research design while data were collated 

from 176 respondents cutting across selected Banks and GSM firms in Calabar, Cross River 

State. Their hypotheses were tested using Chi-square (X
2
). Their results showed that effective 

performance of service industry was dependent on code of ethics and that the compliance 

level of established code of ethics for service industry was high.  

However, all these studies had different dependent variables ranging from firm performance 

to employee performance, corporate growth and the likes. The researcher could not find any 

studies that assessed the effect of business ethics on survival of individually owned e-

businesses in particular. The present study filled this research gap and significantly 

contributes to the body of literature with major implications for both theory and practice. The 

study shows the effectiveness of business ethics in the survival of individually owned e-

businesses in a time of global social and economic crisis such as the novel COVID-19 

pandemic situation.  

Theoretical Framework 

Stakeholder Theory of Business Ethics  

Freeman 1984 (as cited by Elias, 2005) advocated the stakeholder theory of business ethics 

which states that business entities are responsible to many stakeholders which includes 

consumers, investors, employees, shareholders, government and the general public. Business 

ethics help management to align with their different interest groups in a bid to maximise their 

welfare. Stakeholder theory of business ethics can also set the stage for effective 

measurement of business social and overall performance by distinguishing between 

stakeholder issues and social issues.  

Business ethical codes of conduct help to resolve these issues confronting businesses. 

Stakeholder theory of business ethics provides a structure and rationale for understanding and 

explaining why building ethics into planning and operations is a sound management strategy. 

It provides a framework for understanding why businesses with records of ethical 

management might be expected to outperform competitors lacking this focus on the medium 

or long term measure by conventional financial and market test of performance (Clarkson, 

1998).  

Methodology 

This study adopted the survey research design. The population of the study comprises owners 

and managers of individually owned e-businesses in Nigeria, a developing nation/economy. 

This value is unspecified or infinite so the researchers purposively selected a minimum 

sample size of 384 using the Cochran (1974) formula for attaining sample size from an 

infinite population at 5% significance level. A structured 5 point likert scale type 

questionnaire was used to collect primary data for the study.  

The researchers used a custom developed instrument of 10 five-point likert scale type 

questions regarding business ethics and survival of e-businesses. Content and construct 

validity was ensured by careful vetting of the research instrument by three professionals in 

the research area. Furthermore, reliability and internal of the instrument was ascertained 

through a test administration of the instrument to 30 respondents outside the study‘s 

population to ensure readability and understandability of the instrument. More so, the 
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instrument had a good reliability with Cronbach‘s alpha coefficient of 0.89 which is higher 

than 0.70 as recommended by Nunnaly (1978). 

The research instrument was coded into google docx questionnaire tool, directed to and 

administered electronically to individual owners of e-businesses operating on Instagram, 

Whatsapp, Facebook, Linkedin and Telegram social media platforms because they are the 

most widely used in the country. The linear regression technique was used to analyse the data 

and test the research hypothesis from which inference was drawn.  

Findings and Discussion 

The linear regression technique was used for analysis in the study with the following model:  

EBSi = β0 + β1BETi + μi 

Where: 

EBS = E-businesses survival 

BET = Business Ethics 

β0 = Constant/Intercepts 

β1, = Parameter of determination 

  = Stochastic Variable (Error term)  

i = Signifying that the data is cross sectional data for individual observations  

The research instrument was electronically self- administered, to ensure 100% valid return 

rate. The responses were analysed as follows: 

Table 1: Descriptive Statistics for the Variables  

Stats EBS BET 

Mean 4.13 4.11 

p50 4 4 

Min 1 1 

Max 5 5 

Sd 0.71 0.72 

N 384 384 

Source: Researchers‟ Computation, 2020 

Table 1 above shows the descriptive Statistics for all the variables used in this study. The 

total number of observations for each of the variables is 384. The descriptive Statistics for E-

businesses survival (EBS) in North Central Nigeria shows the mean value is 4.13 and median 

of the responses is 4 implying that average of the responses on E-businesses survival were 

agreed. The minimum and maximum 1 and 5 respectively indicating that minimum response 

was strongly disagreed while the maximum response was strongly agreed. The standard 

deviation is 0.71. There is no indication of outliers in the data on EBS meaning there is no 

response in the data that would have dragged the mean value to an unrealistic figure deviant 

from the median.  
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The table shows that the mean value for Work Life Balance (BET) 4.11 and the median (p50) 

value was 4 indicating that the average responses for Business Ethics was agreed. The 

minimum and maximum value were 1 and 5 respectively indicating that minimum response 

was strongly disagreed while the maximum response was strongly agreed. The standard 

deviation was found to be 0.72 from the mean value. These values do not indicate presence of 

outliers.  

Test of Hypotheses and Interpretation of Results 

Table 2: Extract of Regression Results  

Independent 

Variable 

Dependent 

Variable 

Regression 

Coefficient  

Regression 

P-value 

F-

Statistics 

F-Stats 

P-Value 

R-

Square 

BET EBS -0.773 0.001 113.6 0.000 0.611 

Source: Researchers’ Computation, 2020  

The statistical decision rule of p-value states that the Null hypothesis (H0) should be rejected 

if P- value is less than alpha value (i.e. level of significance which is 0.05) and the alternative 

hypothesis (H1) is adopted, otherwise there is no sufficient evidence to reject and therefore 

the null hypothesis remains.  

Table 2 above shows that the regression model is fit to be used for the study as the F-stats is 

113.6 with a p-value of 0.000. The table further reveals the summary of the fitted model of 

R–square which is used to determine the percentage of variability in the dependent variable 

(e-businesses survival) that can be accounted for by a change in the independent variable 

(Business Ethics). The R–square value is 0.611 (61.1%). This implies that the variability 

changes in e-businesses survival in the study can be accounted for by Business Ethics at 

approximately 61.1%, while the other 38.9% can be accounted for by other variables not 

captured in the research regression model.  

The regression coefficient for Business Ethics and e-businesses survival in Nigeria is -0.773 

with a P-value of 0.001 which is less than alpha value (0.05) therefore the null hypothesis is 

rejected. This implies a negative and significant effect of the Business Ethics practices of e-

businesses in Nigeria on their survival. This indicates that continuation of the present 

Business Ethics practices of e-businesses in Nigeria would not lead to a significant increase 

in their business survival but a significant decline.  

This finding is consistent those of Ndabahaliye (2013), Onyeaghala-Obioma and Anele 

(2014) and Ebitu and Beredugo (2015) who found significant effect of business ethics on the 

organizational outcomes they tested. The study however does not agree with the outcome of 

the study by Enofe et al, (2015) who found that the relationship between business ethics and 

the tested organizational outcome was not significant from a correlation analysis at 50% 

significance level.  

Conclusions and Recommendations 

This study concludes in line with the above findings that, individually owned e-businesses in 

particular will continue to find it hard to survive if they do not adopt and adhere to business 

ethics practices. This study therefore recommends that, in the face of global economic social 

crisis like the covid19 pandemic, businesses, especially individually owned e-businesses, 
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should make concerted efforts to adopt and comply to the highest ethical standards in 

businesses in order to survive the trying times and beyond in business.  

This is because the global economy is in a crunch; individual and corporate customers are in 

search of the best possible offer for products and services. Customers are tightening and 

reordering their scales of preference, as well as weighing their options rigorously in every 

purchase decision. This means that only serious minded businesses would have enough 

customers to consistently break even and survive. Hence, the need for adoption and strict 

adherence to ethical business practices even in such times of global economic and social 

crisis.  
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APPENDIX A - QUESTIONNAIRE 

 (Coded into goggle docx for electronic administration) 

 

c/o Department of Business 

Administration 

Faculty of Administration 

School of Postgraduate Studies 

Nasarawa State University, Keffi 

Dear respondent,  

REQUEST TO PARTAKE IN ONLINE SURVEY 

We are conducting a survey into the effects of business ethics on survival of individually 

owned e-businesses in Nigeria. We need you to assist us by completing this questionnaire as 

accurately as possible. Your responses will be held highly confidentially and used strictly for 

only this academic purpose.  

Thank you. 

 

Best Regards, 

 

ANDAH, Ruth Angbazo, PhD
 

ONANA, Kingsley Iyimoga 

 

Key: Strongly Agree (5/SA), Agree (4/A), Undecided (3/U), Disagree (2/D), Strongly Disagree 

(1/SD) 

S/N Questions SA A U D SD 

5 4 3 2 1 

 BUSINESS ETHICS      

1 Individually owned e-businesses are mostly unregistered       

2 Individually owned e-businesses have little to no awareness of 

business ethics 

     

3 Individually owned e-businesses mostly have no guiding principles      

4 Individually owned e-businesses do not have codes of conduct      

5 There are little to no rules guiding individually owned e-businesses      
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 E-BUSINESSES SURVIVAL      

6 Ethical business practices are required for attracting new customers      

7 Ethical business practices retain customers and allow continued sales      

8 Ethical business practices facilitate maximum customers satisfaction      

9 Ethical business practices can help to beat stiff competition       

10 Ethical business practices can help businesses survive any crisis      

- Thank you for your time - 
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Abstract  

This paper assessed the effect of covid-19 on food security in Nigeria, using the prices of 

garri, one of the most staple food in Nigeria as a case study. The study‟s objectives are to: 

examine the variation in prices of garri before, during and after the covid-19 lockdown in 

Ondo State, Nigeria and assessed the effect of the lockdown on the prices of garri in the study 

area. The paper sought answers to research questions by using survey design, cluster, and 

random sampling techniques to select the respondents. Data were collected from respondents 

with the help of structured questionnaire. The respondents consisted of micro scale garri 

processors within Akure Metropolis, Ondo State, Nigeria. Data were analyzed with 

descriptive statistic (mean average and trend analysis). The study revealed that the prices of 

garri went up enormously immediately after COVID-19 lockdown, remained high for about 

four months after the lockdown and stabilised thereafter due to low purchasing power. The 

study concluded that, covid-19 affected the prices of garri in Ondo State, Nigeria. The paper 

recommends a proactive cushion plan to make garri readily available and affordable during 

any pandemic in Ondo State particularly and Nigeria in general. 

Keywords: [COVID-19; Garri, Prices; Food Security] 

 

1. Introduction 

Prior to March 2020, the pandemic ―Coronavirus (COVID-19)‖ was alien to Nigerians. 

However, in December 2019 various cases of pneumonia developed in Chinese city, Hubei 

region of Wuhan (Mazur, Dang & Vega, 2020; Tan, Zhao, Ma, Wang, Niu, Xu, … Wu, 2020; 

Albulescu, 2020a; Salisu, Akanni & Raheem, 2020), and this ailment was later acknowledged 

to be Coronavirus (Tan et al., 2020). Coronavirus spread to some countries in the world 

before march 2020, but the nature of the ailment was not understood. In March 2020, the 

virus spread to the entire world, and on the 11th of March 2020 the World Health 

Organisation declared a state of a pandemic (Laguna, Fiszman, Puerta, Chaya, & Tárrega, 

2020) all over the globe. There was a lot of concern and a feeling of uncertainty on what the 

oncoming crisis will lead to (Laguna et al., 2020). Then came the total lockdown, social 

distancing and some other restrictions. This led to the closure of informal and formal markets, 

falling incomes, constrained traveling, and stillness of majority of countries‘ economies 

(Cardwell & Ghazalian, 2020). Panic purchasing of food in several countries was noticed (Pu 

& Zhong, 2020). Nigerians started to shop specifically for food stuff within their localities. 

mailto:omotonia2013@gmail.com
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Stress from the barricade started having effect on supply chains, there was a slowdown in 

transportation and producing activities, which resulted in swift rise in the world‘s food prices. 

Yao, Zuo, Zuo, Lin, Huang and Zang (2020) stated, the continual blowout of the pandemic 

which led to panic buying, made a lot of people to stock a huge quantity of food and 

cautioned that If the swift blowout of the epidemic is not effectively checked, the world‘s 

food problem is anticipated to turn out to be more pronounced in the forthcoming months. the 

shutting of the traditional urban sales channels led to the failure of buyers to make planned 

purchases because the channel of distribution of goods were broken as a result of logistics 

restriction. Thus, the quantity of agricultural products‘ being marketed reduced intensely (Pu 

& Zhong, 2020). The lockdown coupled with the downturn economy (Torero, 2020), placed 

the food system under risk like never before and led to a rise in the number of people under 

malnutrition, hunger and poverty (World Food Programme (WFP), 2020). This can lead to 

poverty and hunger which are the second and third Sustainable Development Goals (SDGs) 

targeted to end by the year 2030 by the United Nations (UN, 2015). 

Garri which is a product from cassava is one of the major staple foods in Nigeria. Garri is 

eaten as meal almost daily by majority of households in Nigeria. Nigeria is the major 

producer of cassava in the globe (Knipscheer, Ezedinma, Kormawa, Asumugha, Makinde, 

Okechukwu & Dixon, 2007). Nigeria‘s cassava production rose from 34 million metric tonnes in 

2002 to 54 million metric tonnes (Elemo, 2013; Food and Agricultural Organization Statistics 

(FAOSTAT), 2015). This development made garri to be somewhat affordable and 

available to Nigerians. Hence, when other types of food like maize, beans, rice, 

groundnut become expensive, Nigerians rely on cassava products for survival. This 

is the extent to which cassava is important to Nigeria. However, (Pu & Zhong, 2020) 

warned that the present supply of stable food in their study area would not last long if the 

pandemic remains. Huang and Yang (2017) opined that if the pandemic persists, next 

season‘s production may drop intensely, while (Pu & Zhong, 2020) concluded that this could 

threaten the security of national food and have severe effect on the world‘s food system.  

Some researches have been carried out on the impact of COVID-19 pandemic on various 

aspects of life and sectors in numerous countries in the world. Examples are: Statistical 

analysis of impact of COVID 19 on India commodity markets (Shruthi & Ramani, 2020); 

livelihoods and food security in coastal communities in Vanuatu (Steenbergen, Neihapi, 

Koran, Sami, Malverus, Ephraim & Andrew, 2020); on household income and food security 

in Kenya and Uganda (Kansiime et al., 2020) and on household food management and waste 

(Principato, Secondi, Cicatiello & Mattia, 2020). However, researches on the effect of 

COVID-19 on the livelihood of people and sectors and on prices of food stuff in Nigeria are 

scarce. This study was carried out to fill this gap by examining the variations in prices of 

garri before, during and after covid-19 lockdown in Nigeria and assessing the effect of the 

lockdown on the prices of garri in the study area. 

Lockdown resulting from COVID-19 pandemic in Nigeria was first announced on the 30
th

 of 

March 2020 by the federal government of Nigeria. On that day, the government declared 

lockdown for 14 days. On Monday the 27
th

 of April 2020, the government declared curfew 

from 8pm to 6am, and on the 2
nd

 of May, the federal government announced the gradual 

easing of lockdown. On Monday the 29
th

 of June 2020, the government further extended the 

lockdown by 4 weeks with effect from 1
st
 of July 2020 to 27

th
 of July 2020. However, the 

government approved interstate movement outside curfew hours. The 2
nd

 phase of the ease 

lockdown was again extended by one week. On the 6
th

 of August 2020, the federal 

government further extended the 2
nd

 phase of the lockdown by another 4 weeks (Oyekanmi, 

2020).  

https://www.sciencedirect.com/science/article/pii/S2214785320358569#!
https://www.sciencedirect.com/science/article/pii/S2214785320358569#!
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Food insecurity takes place when problems occur at any level in the food production-

consumption chain (Expert Panel, 1990). However, the opposite is food security. Food 

insecurity is acknowledged to have taken place in the United States of America, when there 

is: (1) inadequacy in the type and amount of food needed for a healthy life (2) uncertainty 

about the accessibility and availability of food in the future or (3) the necessity to utilise 

socially unacceptable method to obtain food (National Research Council, 2006). Meanwhile, 

a sustainable food system is that system that makes sure that food nutrition and food security 

takes place for everyone in such a manner that the social, environmental and economic bases 

to produce food security and nutrition for forthcoming generations are not compromised 

(High Level Panel of Experts (HLPE), 2014). Micro enterprises are enterprises that employ 

five or fewer employees and family labour that are unpaid, while small enterprises are 

enterprises that carry on businesses in a formal sector with five to twenty workers (United 

States Agency for International Development (USAID) (2004). This definition was adopted 

for this study.  

2. Literature Review 

2.1 Effects of COVID-19 Lockdown on Food Availability and Security  

Restriction in mobility that resulted from COVID-19‘s Lockdown led to scarcity of labour 

and reduced production efficiency (Pu & Zhong, 2020). Most farm service providers stopped 

working as a result of fear of the virus or traffic restrictions (Wei and Lu, 2020). The 

continuous spread of COVID-19 and the various restriction measures will affect the 

traditional and upgraded domestic value chains in the short, medium and long term and prices 

would upsurge as a result of the turbulences in the distribution and trade flows chains 

(Arouna, Soullier, del Villar & Demont, 2020).). The world‘s food supply is expected to 

reduce and the circulation chain will be blocked, while the pressure from the barricade and 

ban of food exports would start to affect the supply chains of agricultural products and this 

situation would lead to a swift upsurge in the world‘s food prices (Yao et al., 2020). Thus, the 

pandemic is anticipated to affect the global supply and demand for services and goods, 

especially commodity and stock prices (Salisu et al., 2020).  Lockdown can also lead to the 

breakdown of local systems of food supply making the farmers to be unable to go to the 

market to sell their products (Arouna et al., 2020). COVID-19 has seriously affected the real 

economy, with a negative effect on transport, trade and tourism industry and therefore 

leading to local food shortages (Albulescu, 2020b). COVID-19 led to a momentous reduction 

in business travels, tourism, lowered business and consumer confidence, upsurge the rate of 

risk aversion in the financial system and fall in equity prices (Salisu et al., 2020). 

2.1 Empirical literature 

Udmale et al. (2020)‘s study on global food security in the context of COVID-19: A 

scenariobased exploratory analysis, identified the main players in the world food balance 

and potential implications of COVID-19 on the world cereal supply and Sustainable 

Development Goal (SDG) - 2 (zero hunger). The study revealed that developing countries, 

four from Asia, ten from Latin America, fifteen from Africa and six from Oceania, are the 

utmost susceptible to changes in food supply shocks, and concludes that the present 

COVID-19 pandemic is likely to cause temporary food insecurity across such susceptible 

countries. The impact of the pandemic may elongate as a collective effect on food security 

(Sustainable Development Goal - 2) and slowdown the economy, increase poverty, inhibit 

food access and supply, beyond 2020.  
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Cardwell & Ghazalian (2020) also carried out a study on COVID-19 and international food 

assistance: Policy proposals to keep food flowing. The study disclosed that COVID-19 

pandemic is distorting food supply and raising the necessity to seek for international food aid 

and food delivery. The study also revealed that a sequence of unparalleled shockwaves is 

draining the capability of food aid organizations to reach susceptible populations, and 

recommends three policy changes that can help to keep food flowing to the people in need. 

Firstly, the study recommends donor countries to prioritize their humanitarian expenditure on 

aid-allocation decisions. Secondly, it proposes that governments should exempt 

implementing agencies involved in food aid from trade barriers that hamper procurement in 

form of export restrictions and delivery, like import tariffs. Thirdly, it recommends that donor 

countries should allow for flexibility by freeing implementing agencies involved in food 

assistance, from shipping restrictions. All of these suggestions can be made without increase 

in spending. These suggestions are essential now that donor-countries‘ governments are 

going into economic recessions and therefore foreign assistance‘s budgets will be limited.   

Pu & Zhong (2020) also carried out a study on rising concerns over agricultural production as 

COVID-19 spreads: Lessons from China and revealed that there are rising anxieties over the 

effect of COVID-19 on agricultural production, which may pose significant danger to the 

long-term food supply and thus, food security in China. The results also disclosed that 

irrational restrictions would block the channels of outflow of agricultural products, destroy 

production cycles, deter essential production inputs, and destabilise production capacity. The 

study therefore recommends that, other countries, especially developing countries that are 

experiencing serious outbreak, to protect domestic agricultural production by learning from 

the experience of China. 

3. Methodology 

3.1 Study Area 

The study area, is Akure Metropolis, which is situated in Ondo State, one of the six states in 

South-Western Nigeria. Akure Metropolis is made up of Akure South and Akure North Local 

Government Areas of Ondo State, Nigeria.  In 1976, Ondo State was carved out from the 

former western state, when the Federal Republic of Nigeria increased the number of its states 

from twelve (12) to nineteen (19). The coordinates of Akure city are: 7°15‘0‖N 5°11‘42‖E 

and its population is 484,798 (National Population Census, 2006). The State lies between 

latitude 5° East of Greenwich and 6° to 8° North. The State is made up of humid tropics with 

swampy areas in the extreme south, dry savannah up lands in the northern parts of the state 

and tropical rainforest in far north. Ondo State occupies a total area of 15,500 sq. m with a 

population of 3,460,877 (National Population Commission, 2006).  
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Fig: 1a. Map of Nigeria Showing Ondo State      Fig: 1b. Map of Ondo State, showing             

                                                                                     Akure North and Akure South Local 

                                                                                     Government Areas which Constitute                   

                                                                                     Akure Metropolis. 

 Sources: Wikipedia 

3.2 Materials and Method  

Survey design and multistage sampling technique (cluster, proportionate stratified sampling 

and random sampling techniques) was used to select the respondents of the study. Ondo state 

was purposively selected because of Ondo State is one of the highest cassava producing 

States in the South West Nigeria (International Institute of Tropical Agriculture (IITA), 

2004), and due to the proximity of the State occasioned by the restriction in mobility during 

the COVID-19 pandemic. The population of the study was 74 garri processors in six (6) 

clusters within Akure north and Akure south Local Government Areas of Ondo State, 

Nigeria. These clusters and number of processors in each cluster include: Shagari village 

(12), Champion (6), Immigration (19), Benin park (16), Oke-Ijebu (5), Ologede (6) and 

Orange FM (10), totally 74 garri processors. Out of the 74 garri processors, 63 were selected 

by using Yaro Yamane (1967)‘s formula (n = N/1+N(e
2
). Where: n = Sample Size, N = 

Population of the Study, and e = error margin @ 5% (0.05). Since the processors in each 

cluster were not equal, the processors were selected from each cluster by using proportionate 

stratified sampling and simple random techniques. The number of selected processors that 

made up the sample size are captured on table 1. 

Table 1: Number of cassava clusters and number cassava processors selected from each 

cluster and used as sample size.  

No. of Each Cluster NO. of Garri Processors in 

Each Cluster 

NO. selected from Each Cluster 

and used as sample size 

1)     Shagari village 12 10 

2)     Champion   6   5 

3)     Immigration 19 16 

4)     Benin park 16 14 

5)     Oke-Ijebu   5   4 

6)     Ologede   6   5 

7)     Orange 10   9 

Total 74 63 

Source: Field Work, 2020   
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Data were collected from respondents with the help of structured questionnaire and personal 

interview. Sixty-three (63) copies of structured questionnaire were distributed to gather 

information from the selected cassava processors. However, only 56(88.89%) copies were 

retrieved from the processors. The distributor and collection of the copies of questionnaire 

were carried out with the help of trained research assistants. Data were analyzed with 

descriptive statistic (mean average and trend analysis). Cronbach Alpha was used to test for 

the reliability of the research instrument while the instrument was validated by two experts in 

the field of the study (Agriculture). The questionnaire comprised two sections, A and B. 

Section A was based on the socio-economic characteristics of the respondents, while section 

B consisted of questions whose responses made information available for the examination of 

the variation in prices of garri before, during and after the covid-19 lockdown in Nigeria and 

assessment of the effect of the lockdown on the prices of garri in the study area. Cronbach 

Alpha was used to test for reliability of the research instrument, and the coefficient of 0.762 

which is greater than 0.7 was attained. This revealed that the result is high and appropriate for 

social science.  

4. Results and Discussion of Findings 

4.1. Socio-Demographic Characteristics of the Respondents 

Table 2: Distribution of Socio-Economic Characteristics of the Garri Processors 

Personal Characteristics Frequency Percentage (%) 

Nationality    

Nigeria 56 100 

Others 

Gender 

Male  

Female 

 - 

 

7 

49 

    - 

 

12.5 

87.5 

Age Range (Years) 

20-29  

 

  4 

 

    7.14 

30-39  11 19.84 

40-49  28 50.00 

50-59  

60 years and above 

  8 

  5 

14.29 

  8.93 

Working Experience (years)    

1-10 16   29.0 

11-20 37 66.0 

21-30   3   5.0 

31-40  -  - 

Above 40  -  - 

Level of Education    

Primary School Cert  18  32.14 

Secondary/O‘ Level 8    14.29 

Vocational/Technical   3    5.36 

Polytechnic/University  -   - 

Not Educated 27  48.21 

Source: Field Work, 2020 

Table 2, shows that, 100% of the respondents were Nigerians, majority (87.5%) of the garri 

processors were women, while the remaining 15.5% were men. This result is in accord with 
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that of Okpeke and Onyeagocha (2015) whose findings revealed that 95% of garri processors 

in Isoko North Local Government Area of Delta State were females and Onwudiwe, 

Akarakiri,  Agbarajo, Onothoja, Agidi & Oyibo (2015)‘s study which disclosed that, cassava 

processing is one of the off-farm activities carried out by the rural women in Delta Central 

Senatorial District of Nigeria. Also, Odediran and Ojebiyi (2017)‘s study on cassava 

processors in Southwest Nigeria which revealed that 76.50% of garri and cassava processors 

respectively, were females.  

Also, 7.14% of the cassava processors were between the ages of 20 and 29 years, 19.84% 

were between the ages of 30 and 39 years, 50.00% were between the ages of 40 and 49 years, 

14.9% were between the ages of 50 and 59 years, while 4.93% were 60 years and above. This 

implies that a lot of the cassava processors were adults within productive ages of 40 to 49 

years. This finding is in agreement with the study of Muhammad-Lawal et al. (2013), whose 

study disclosed that majority of cassava processors in Kwara State, Nigeria, were within the 

age range of 40-59 years, and the study of Odediran and Ojebiyi (2017) who which disclosed 

that over 70 percent of cassava processors in Southwest Nigeria, were between the ages of 41 

and 60 years. 

Furthermore, the study disclosed that 29.0% of the processor had 1-10 years of experience, 

66.0% had 11-20 years of experience while the remaining 5.0% had 21-30 years, of 

experience. This means that the processors were experienced enough to make provide 

valuable information on subject matter. This result is in accord with the study of Ijigbade, 

Fatuase & Omisope (2014) which disclosed that, 64% of cassava processors in Kwara State 

had 11 to 20 years of experience, and the study of Okpeke and Onyeagocha (2015), that 

disclosed that, majority of cassava processors in Isoko North Local Government Area of 

Delta State had 11 to 15 years‘ experience. 

Moreover, 32.14 % of the beneficiaries were Primary School Certificate holders, 14.29% 

were Secondary/O‘Level certificate holders, 5.36% were Vocational/Technical education 

certificate holders, none of the processors had the Polytechnic/University education 

certificates, while the remaining 48.21% were not educated. This result disclosed that, a large 

number of the respondents were either not educated or had Primary School Certificate. This 

result is similar to the study of Oluwasola (2010), which disclosed that 80% of cassava 

processors in Oyo State, did not have more than primary school certificate. However, the 

result is different from that of Muhammad-Lawal, Omotesho & Oyedemi (2013), which 

revealed that, 33% of garri processors in Isoko North Local Government Area of Delta State 

had secondary school leaving certificates, likewise Tijani and Thomas (2011)‘s study which 

disclosed that 50% of its respondents went beyond secondary education. 

4.2 Prices (N) Per kongo of Garri in Garri Processing Factories in Akure North and 

South Local Government Areas and Average Price Per Month Before (November, 

2019-March, 2020), During (April 2020-July, 2020) and After (August-October, 2020) 

the COVID-19‟s Lockdown 

Table 2: Distribution of prices (N) per kongo of garri in garri processing factories in 

Akure North and South Local Government Areas and average price per Month 

before (November, 2019-March, 2020), during (April 2020-July, 2020) and after 

(August-October, 2020) the COVID-19‟s Lockdown 

Months/ 

Garri 

Processin

Shagar

i 

Villag

Champio

n 

Price of 

Immigratio

n Price of 

one Kongo 

Benin 

Park 

Price 

Oke-

Ijebu 

Price 

Ologed

e 

Price of  

Orang

e  

FM 

Averag

e 

Price of 
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g Factory e 

Price 

of one 

Kongo 

N) 

one 

Kongo 

N) 

N) of  

one 

Kong

o  

(N) 

of  

One 

Kong

o (N) 

one 

Kongo 

(N) 

Price 

of one 

Kongo 

(N) 

one 

Kongo 

(N) 

Novembe

r 

250 300 350 250 250 250 250 271 

December 250 300 350 250 250 250 250 271 

January 250 350 350 250 250 250 250 279 

February 300 350 350 250 270 250 250 289 

March 300 350 350 250 270 250 300 296 

April 300 350 400 250 250 300 300 307 

May 350 400 450 300 300 300 350 350 

June 400 400 450 300 300 350 300 357 

July 400 400 500 350 400 400 350 400 

August 400 400 500 370 400 400 400 410 

Septembe

r 

400 400 500 450 400 400 400 421 

October 400 400 500 450 400 400 400 421 

Source: Field Work, 2020 

 

 

 

Figure 1: A Chart Showing the average price of Garri, per Kongo, in Naira per Month before, 

during and after COVID-19‘s Lockdown 

Source: Field Work, 2020 
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Table 2 revealed that, the average price of a kongo (contains 10 cups of garri) of garri in 

November 2019 and December 2019 were N271 and N271 respectively. That of January 

2020 was N279, February 2020 - N289,  March 2020 - N296, April 2020 - N307, May 2020 - 

N350, June 2020 - N357, July 2020 - N400, August 2020 - N410, September 2020 - N421, 

and October 2020 - N421, These figures revealed that the prices of a kongo of garri in the 

study area increased by 3.5% from January 2020 to February 2020, increased by 2.4% from 

February to March 2020, increased further by 3.6% from March to April 2020, and increased 

enormously by 12.3% from April to May 2020, and the increase continued for about four (4) 

Months (April to July) and stabilised thereafter (till October 220). The enormous increment 

corresponds with the period when the lockdown in Nigeria newly commenced. This result is 

in agreement with the studies of Pu and Zhong (2020) and Yao et al. (2020) which revealed 

that, COVID-19‘s lockdown led to panic purchasing. This situation made a lot of people to 

stock huge quantity of food (Yao et al., 2020). The shutting of the traditional urban sales 

channels of distribution of goods as a result of logistics restriction led to food scarcity. Thus, 

the quantity of agricultural products‘ being marketed reduced intensely (Pu & Zhong, 2020). 

Notwithstanding the government‘s instructions for security officers not to restrict the 

movement of food dealers, drug sellers, hospital staff and other essential services, some of 

these rules were hardly obeyed. Hence, this discouraged some individuals involved in these 

essential services to stay locked down at home or pay some fees to cross security check 

points. This situation aggravated the scarcity of food and led to a swift rise in the world‘s 

food prices (garri inclusive). 

Although the average price of a kongo of garri increased in the month of May in Ondo state, 

Nigeria, the percentage increase from May to June 2020, reduced to 1.96%, it further 

increased by 10.8% from June to July 2020, reduced again by 2.44% from July to August 

2020, and 2.6% from August to September 2020, then it remained stagnant from September 

2020 till October 2020. Figure 1 shows a chart displaying the average price per Month 

before, during and after COVID-19‘s Lockdown. This result is in accord with Torero 

(2020)‘s study. The prices of garri rose from April 2020 till July 2020, and after that period, 

the people had exhausted their financial resources.  The lockdown pulled down the social and 

economic activities of the nation, and coupled with the downturn of the economy, the 

lockdown placed the food system under risk like never before and led to a rise in the number 

of people under malnutrition, hunger and poverty (World Food Programme (WFP), 2020). 

This situation of placed poverty and hunger which are the second and third Sustainable 

Development Goals (SDGs) targeted to end by the year 2030 by the United Nations (UN, 

2015), into doubt. 

5.  Conclusion and Recommendations 

This study revealed that the price of a kongo (contains 10 cups) of garri was fairly affordable 

at N271 to N296 before the COVID-19 lockdown, but price increment between 3.5% from 

January 2020 to February 2020 was recorded, and 3.6% from March to April 2020.  After the 

lockdown was announced in March 2020, the prices increased enormously by 12.3%, that 

was from April to May 2020, and it continued to increase for about four (4) Months (April to 

July) before it stabilised thereafter (till October 2020). The increase in the price was ascribed 

to panic purchasing as soon as the lockdown was announced, Thus, the quantity of 

agricultural products‘ being marketed reduced intensely and people stayed locked down at 

home. This situation aggravated the scarcity of food and led to a swift rise in the food prices 

(garri inclusive). However, the paper disclosed that, after the first few months into the 

lockdown, which pulled down the social and economic activities of the nation, and coupled 

with the downturn of the economy, people‘s purchasing power went down (there was lack of 
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finance to purchase enough quantity of food), the prices of garri stabilised thereafter, due to 

poverty and hunger which are the second and third Sustainable Development Goals (SDGs) 

targeted to end by the year 2030 by the United Nations (UN, 2015). Garri processors who 

could not afford to purchase other food stuff refused to sell their garri and used it to feed their 

families instead. This put the attainment of the mentioned goals and food sustainability by 

2030 into doubt. 

The paper therefore recommends a proactive cushion plan to make garri readily available and 

affordable during and after any pandemic in Ondo State particularly and Nigeria in general. It 

is also suggested that the government finds ways to reinforce the food supply chain and 

develop a sustainable food supply chain system that can stand the pressure occasioned by any 

pandemic in the future in order to avoid pushing people deeper into hunger and poverty by 

such pandemics.  
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ABSTRACT 

This study examined approaches to sustainable management education in the twenty-first 

century: A focus on Nigeria. The aim of the study was to examine the impact of sustainable 

development on management education in the twenty-first century in Nigeria, to analyze the 

implications of sustainable development on management education in Nigeria and to examine 

approaches that are necessary for the sustainability of management education in Nigeria. 

The study adopted the qualitative approach by extensive literature review of related subject 

areas. It was concluded that education for sustainable development must be centered on 

educating individuals within communities, to adopt sustainable ways of living in such a way 

that a balance in the economic, social and environmental aspects of nations can be promoted. 

It was also concluded that sustainable management education inevitably contributes to 

societal well-being and community development. Based on these, it was recommended that 

approaches to sustainable management education in Nigeria should have leaders and 

managers who are capable of integrating sustainability, who understands the long-term 

consequences of their decisions, and who will make decisions that benefit people, businesses, 

societies and the natural environment. It was also recommended that stakeholders in the field 

of management education should envisage a world that is sustainable and meet the needs of 

present generations without compromising the ability of future generations to do the same.  

Keywords: Sustainability, management education, sustainable development, sustainable 

leadership, integration. 
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1. Introduction 

Though the academic and business world are aware of the need for management education to 

better integrate course material and develop students capable of effective teamwork and 

general problem solving (Lee, 2008), several reasons makes it difficult to run integrated 

business curricula including lack of buy-in from faculty members who are already 

comfortable with teaching in their functional disciplines alone (Walker & Black, 2000). Also, 

sustainability has received growing attention in management education over the last two 

decades due to several factors. The Brundtland report (1987) and the presentations of the Rio-

1992 conference criticized the existing educational systems on how sustainability issues are 

taught, and put forth the idea that programs should incorporate education that would 

contribute to a sustainable society. Since then, the terms ―education for sustainability‖ and 

―education for sustainable development‖ have gained international usage (Shrivastava, 2010) 

which has necessitated new educational programs, research institutions and scientific 

publications, all with an emphasis on sustainability in management education, to emerged.  

Furthermore, UNESCO commenced the UN Decade of Education for Sustainable 

Development (2005-2014), with the aim of promoting and integrating the values of 

sustainable development into all aspects of learning in order to inspire behavioral change 

(UNESCO, 2005). Also, Beyond Grey Pinstripes, an initiative on research survey and 

alternative ranking of business schools that spotlights innovative full-time MBA programs 

leading the way in the integration of issues concerning social and environmental stewardship 

into the curriculum was developed. Additionally, Principles for Responsible Management 

Education (PRME), a global initiative that seeks to create a process of continuous 

improvement among management education institutions in order to develop a new generation 

of business leaders capable of managing the complex problems faced by business and society 

in the 21st century emerged. These initiatives demonstrate the drive towards sustainability in 

management education (Lozano, 2006). Moreso, over the last decade, educators have 

launched numerous courses, programs and initiatives in sustainability in management. Thus, 

a large number of management educators have contributed to transforming the method of 

training future business leaders and managers, based on the assumption that companies need 

to recognize their fundamental roles and responsibilities in achieving sustainable societies.  

A number of studies have been published on how to integrate sustainability in education, over 

the past several years, including studies focused on management education. Some of such 

studies include Kanashiro, Rands & Starik (2020); Benn & Dunphy (2009); Rands (2009); 

Ekpiken & Ukpabio (2014); Scott & Gough (2006); Lozano (2006); Rusinko (2010); Rusinko 

& Sama (2009); Oyeyoade & Araloyin (2019) and Starik (2006). Rusinko & Sama (2009) 

stated that sustainability in business education should be addressed both in the discipline, and 

across the business school. Scott & Gough (2006) suggested that the dimensions of 

sustainable development (e.g., environmental, social, and economic) should be addressed 

simultaneously for teaching sustainability. Lozano (2006) recommended an incremental 

approach with respect to sustainability in business education, whereby small groups can start 

out, and if successful, can expand. Rands (2009) stressed the need to educate students in ways 

that will help them to contribute to sustainable organizations and societies. Starik (2006) 

pointed out the importance of engaging multiple users of our academic and pedagogical 

research on sustainability. This paper examines the approaches to sustainable business 

education in the twenty-first century: A focus on Nigeria. 
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2 Theoretical framework 

The theory that fit this study is the sustainable leadership theory. This theory forms a 

theoretical foundation of moderation practice (Kantabutra, 2017). It offers a set of principles 

that guide organizational leaders to sustain their organization (Kantabutra, 2017). One of such 

principles is the long-term orientation principle which provide a rationale of how being 

moderate impacts sustainability of management education. Also, a long-term view is adopted 

by balancing the long-and short-term demands which is challenging but possible to achieve. 

As a matter of fact, maximizing profits now mortgages the future long-term position since 

sustainable prosperity requires a long-term view. This long-term view enables firms to 

outperform their competitors with a short-term view, because the long-term view impacts all 

aspects of sustainable companies, from corporate strategy to day-to-day operations 

(Kantabutra, 2017). Underscored by the sustainable leadership theory, sustainable companies 

view themselves as part of the society and being entrusted with the sustainable well-being of 

themselves for future generations. They manage to avoid change and uncertainty (Kantabutra, 

2017).  

In sustainable companies, executives taking a long-term view are hold accountable for the 

short-term and long-term consequences of their decisions and actions, allowing for long-term 

strategy formulation and planning. They do so via a design of compensation and incentive 

schemes based on the long-term corporate performance. Theoretically, moderation practice 

improves business sustainability by enhancing corporate capacity to go through difficult 

economic and social crises. It emphasizes the process of careful, reasonable decision-making 

that involves considering long-term and short-term consequences on the enterprise and its 

stakeholders (Kantabutra, 2017). The moderation practice also leads to prudent management 

of operational and policy risks and available opportunities, making the enterprise less prone 

to the impact of ad hoc hostile events (Kantabutra, 2017). 

3 Conceptualizing sustainability  

Sustainability is a process that helps create a vibrant economy and a high quality of life, 

while respecting the need to sustain natural resources and protect the environment. It 

expresses the principle that future generations should live in a world that the present 

generation has enjoyed but not diminished (UNESCO, 2005). From the viewpoint of the 

Association for the Advancement of Sustainability in Higher Education (AASHE), 

sustainability is seen as encompassing human and ecological health, social justice, secure 

livelihoods and a better world for all generations. Succinctly, sustainability is knowledge and 

practices in the utilization of natural resources that meet the needs of present generations 

without jeopardizing the ability of future generations to meet their own needs. It is about 

practices that support human, ecological, economic, and social vitality. 

Furthermore, sustainability is the ability to maintain, provide for or nourish something for an 

indefinite period without damaging or depleting it. In recent years, an understanding of the 

concept of sustainability has been firmly established by many scholars and researchers. 

Sustainability consists of three dimensions: the protection of natural environment, the 

maintenance of economic vitality and observance of specific social considerations about 

human development. The notion of sustainability can be understood in various meanings and 

is defined in many contexts as a technical term used in forestry; as an ecological term; as well 

as a new definition which refers to the development of humanity and of human societies (Di 

Giulio, 2006). Tapia-Fonllem, Fraijo-Sing, Corral-Verdugo & Valdez (2017) defined 
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sustainability as a concept that can be understood in two ways: as the possibility of continuity 

or, in its ecological meaning, as the maintenance of the ecological base of humankind within 

a time structure, indicating concern for the present and future.  

According to World Commission on Environment and Development (1987), sustainability 

refers to that which meets the needs of the present generation without compromising the 

ability of future generations to meet their own needs. It is about life, which is about self-

regulating entities who in harmony co-exist as part of a larger eco- system, in which output of 

one serves as input of some other species ensuring no wastage. It is a constructive concept for 

encouraging reflective practice in developing new managers and for dialectically challenging 

embedded assumptions in management and management education (Springett & Kearins, 

2005). Sustainability helps create a conducive environment. Therefore, academia and 

industry needs to work together to develop and strengthen these competencies to promote a 

responsible and sustainable society and that is possible through responsible management 

education as management students come from and go back to corporate settings (Springett & 

Kearins, 2005).   

There are various dimensions of sustainability such as environmental, social and economic 

sustainability. Examples of environmental sustainability include efforts to conserve and 

reuse. Examples of social sustainability include efforts to promote equity, diversity, and 

social justice. Examples of economic sustainability include efforts to reduce poverty and 

promote fair trade and survival. There is overlap between and among these dimensions of 

sustainability (Scott & Gough, 2006). According to the United Nations Educational, 

Scientific, and Cultural Organization (UNESCO; 2005), sustainability education must 

address all three dimensions, social, environmental, and economic, because this allows all 

people to develop the necessary skills, knowledge, and perspectives to make decisions to 

improve quality of life at all levels. Over the past several years, a number of studies have 

been published on sustainability including studies focused on business and management 

education. Some of such studies include Oyeyoade & Araloyin (2019); Benn & Dunphy 

(2009); Rands, 2009; Scott & Gough, 2006; and Lozano (2006); Rands (2009); Rusinko 

(2010); Rusinko & Sama (2009); Kanashiro, Rands, & Starik (2020) and Starik (2006). 

4 Impacts of Sustainability in Management Education in Nigeria 

The literature on management education for sustainability identifies three critical 

components: knowledge, skills, and attitudes (Rands, 2009). The primary outcomes of these 

components are: graduates gain an understanding of sustainability issues; they have the skills 

to act sustainably if they wish to; and, they have the personal and emotional attributes that 

require them to behave sustainably. This requires students to develop a critical skill-set 

through reflexivity, critique, and social action/engagement (Kearins & Springett, 2003). 

Critical and future-based thinking is required in both faculty and students, which is facilitated 

by communication and dialogue about contestable sustainability issues (Benn & Dunphy, 

2009). Rands (2009), developed a framework that applies the three components of 

knowledge, skills, and attitudes leading to three guiding principles: sustainable development, 

organizational responsibility and personal responsibility. 

However, the flowing effect of globalization in the form of changing business environment, 

economic uncertainties and economic meltdown has brought about lots of unprecedented 

challenges before organizations across the globe in recent years and Nigeria inclusive. 

Management education which prepares human capital for the jobs in organizations is 

expected to address these challenges along with intensifying competition, advancing 
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technology, increasing workforce diversity and accelerating complexity. However, the 

current management education in Nigeria is largely based on traditional capitalism where the 

focus is on profits and competitiveness rather than on a balance among ethics, profitability, 

social accountability and sustainability (Ojedokun, 2016). The corporate scandals, scams and 

global meltdown and their repercussions on people, organizations and countries in this 

interconnected world have created a compelling case for rethinking management education. 

Consequently, management education need to adopt a paradigm shift in its knowledge-

generating system, knowledge dissemination system and knowledge utilization system to be 

responsible and sustainable (Muff, Dyllick, Drewell, North, Shrivastava & Haertle, 2013).  

Furthermore, sustainability in management education has been the subject of several special 

journal issues (Kanashiro, Rands, & Starik, 2020; Ojedokun, 2016; Rusinko & Sama, 2009; 

Springett & Kearins, 2005; Starik, Rands, Marcus & Clark, 2010) containing multiple articles 

(Benn & Dunphy, 2009; Kearins & Springett, 2003; Rands, 2009), and books (Arevalo & 

Mitchell, 2017; Wankel & Stoner, 2009), as well as articles and chapters in volumes not fully 

dedicated to sustainability in management education (Rusinko, 2010; Starik, Kanashiro & 

Collins, 2017, Muff et al., 2013; Wankel & Stoner, 2009). 

5  Sustainable Development 

Sustainable development is actually a very expansive concept to define because it is 

continuously evolving. It tends to investigate and emphasize the development of the present 

without compromising the future of the upcoming generations (Brundtland commission, 

1987). However, the World Commission on Environment and Development (1987) defines 

sustainable development as development which meets the needs of the present without 

compromising the ability of the future generations to meet their own needs. Wiek, Bernstein, 

Foley, Cohen, Forrest, Kuzdas & Keeler (2016) defines it as the idea of economic growth, 

social development and environmental quality and the ability to sustain a consistent balance 

of interaction among these three systems for present and future redress of any nation. 

Moreso, sustainable development, according to a number of authors, should be 

operationalized (De Haan, 2010; Juárez-Nájera, 2016; Wiek et al., 2016). Barth & 

Rieckmann (2012) posited that education and learning are key pieces for achieving 

sustainable development. In this regard, participative methods are most effective for change 

in values among university members (Ferrer-Balas, Lozano, Huisingh, Buckland, Ysern & 

Zilahy, 2010), also for the instigation of social norms that influence the adoption of 

sustainable lifestyles (Tapia-Fonllem et al., 2017), and the promotion of universal values, 

anticipation of future consequences, responsibility, and even intelligence (Juárez-Nájera, 

2016). However, according to some scholars, the role of management education in the search 

for sustainability is an enigma (Fonseca, Macdonald, Dandy & Valenti, 2011). They observed 

that published papers on sustainability and higher education are dominated by studies of 

education for sustainability, ecological of physical operations, university policy, and case 

studies. The curriculum design that includes sustainability issues constitutes one of the 

preferred practices of universities (Barth & Rieckmann, 2012)  

Furthermore, sustainable development can be seen as a process of improving the range of 

opportunities that will enable people to achieve their aspirations and full potential over a 

period of time while maintaining the resilience of economic, social and environmental 

systems. Basically it comprises a knowledge base which revolves round three basic concepts 

which are the economy, the environment, and the society. Many nations of the world have 

embraced the need for education to achieve sustainability. Education is believed to be the 
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activity of preserving, developing and transmitting the culture of people from one generation 

to another (Arevalo & Mitchell, 2017) and it is necessary for sustainable development. It is 

seen as a right just like a right to have food or freedom of speech. It is a passport to human 

development. It opens doors and expands opportunities and freedom. It contributes to 

fostering peace, democracy and economic growth of the citizenry. It enables the people to 

develop the knowledge, values and skills to participate in decision making about them, 

individually, collectively and globally.  

6 Management Education for Sustainable Development 

Management Education for Sustainable Development is a transformative learning process 

that equips students and teachers with new knowledge and ways of thinking needed to 

achieve economic prosperity and responsible citizenship while restoring the health of the 

living systems upon which lives depend on. Management education is also conceptualized as 

a means of empowering students to develop the knowledge and understandings, skills and 

attributes needed to work and live in a way that safeguards environmental, societal and 

economic well-being, both for present and future generations (UNESCO, 2005). However, to 

develop a citizenry that is capable of living in harmony with nature and that does not impose 

unbearable and unsustainable burdens on nature (the ecosystem), it is important to empower 

people with the knowledge, skills, values, dispositions and capabilities required to do so. 

Leaders world over have agreed that it takes education to develop these knowledge, skills, 

values and dispositions required for sustainable development. Hence, Education for 

Sustainable Development (ESD) becomes important and crucial to attaining the SD goal of 

raising a sustainable literate and conscious citizenry (UNESCO, 2005).  

Moreso, it has been emphasized that management education plays a critical role in 

sustainable development. Education is a lifelong process that enacts the betterment and 

quality of human well-being, and it can be fundamentally used to reshape the relationship 

humans have with nature for the purpose of promoting the health and well-being of people 

and sustenance of the planet. Education for Sustainable development play a prominent role in 

achieving economic, social, cultural and environmental development since it is structured to 

bring about the education of individuals in terms of developing the knowledge, skills and 

competencies necessary to live sustainable lifestyles and create sustainable livelihoods 

(Chinedu, Wan-Mohamed & Ajah, 2018). Therefore, education for sustainable development 

should be holistically integrated into management education and teachers as agents of change 

should be trained and prepared to take on the role of educating for sustainable development. 

According to Shohel & Howes (2011), there are three known approaches to education for 

sustainable development. They are: education about sustainable development, education for 

sustainable development, and critical education towards sustainable development.  Education 

about sustainable development (SD) is primarily aimed at developing a knowledgeable 

individual (Shohel & Howes, 2011), education for sustainable development centers on 

practical and contextualized learning about how to live a better life and how to care for the 

present and future of the earth (Openg, 2012) while critical education towards sustainable 

development focuses on building human capacity to think and act critically in relation to 

sustainable development goals. These all have potential strengths as well as limitations for 

use within a school system.  

7. The Need for Integrating Sustainability Principles into Management Education  

Sustainability requires leadership of the private sector, alongside with government and civil 

society, as the private sector holds much of the advanced technologies and management 
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systems that will be essential for the success of the sustainable development goals. 

Businesses needs to first act responsibly and then pursue opportunities to address sustainable 

development issues, with innovation and collaboration (Global Compact, 2016). A number of 

concrete initiatives have been developed to promote sustainability within the private sector, 

including ethical sourcing, social standards, audits and socially responsible investing 

rankings. For the private sector to enhance its participation in the achievement of the 

sustainable development goals, all parts of the business must be engaged. Also, for operating 

responsibly and taking the opportunities associated with the sustainable development goals, 

companies have to allocate resources to distinct departments, such as supply chain, human 

resources, research and development, finance, strategy, governance, government relations, 

community engagement, health, safety environment and security (Global Compact, 2016).  

Therefore, such relationship clearly demonstrates the need for interdisciplinarity and the 

ability to work with multiple stakeholders, internally and externally. Professionals from 

different departments must comprehend short-term and long-term consequences of their 

decisions to all stakeholders, properly managing the risks involved and also seizing 

opportunities to promote development. Understanding the concept of sustainable 

development and its social, environmental and economic aspects, including issues such as 

decent work conditions and climate change, is crucial for business leaders to drive their 

institutions to operate in a responsible and sustainable way. It is important to adopt 

approaches which highlight the relevance of sustainable development to leaders from 

different disciplines and perspectives (Arevalo & Mitchell, 2017). 

8. Approaches to Sustainable Management Education in Nigeria  

These approaches can be summarized as follows: 

1. Social emancipatory approach: This approach in learning reveals schools as sites of 

struggle and possibility, where spaces and tensions within these institutions offer academics 

and students the opportunity for resistance (Giroux, 1988). This approach is centered on 

participants critically reflecting on themselves and their organizational or social communities, 

and personal and social transformation are relationally linked to sustainability in education. 

2. Competitive approach: This approach advocates the use of competitive student teams 

for large scale simulations, bearing in mind that students‘ interdependence learning lies at the 

heart of competitive advantage which impacts sustainability in education generally (Stephen, 

Parente & Brown, 2002). 

3. Transdisciplinary approaches: this involves valuing pluralistic knowledge. 

Transdisciplinary collaboration moves further to building a collective understanding of an 

issue by including multiple disciplines and also all validated constructions of knowledge and 

their worldviews and methods of inquiry (Brown, Harris & Russell, 2010). Knowledge 

pluralism denotes recognition of the value in drawing from multiple sources of knowledge, 

including that from science, art, economics, or traditional native teachings, to build a holistic, 

integrated, or systems understanding, rather than understanding in a reductive sense.   

4. Participatory and experiential approaches: These approaches to sustainable education 

are also of interest to management scholars. For instance, Rands (2009) recommends the use 

of service learning e.g. campus directed sustainability activities which deepen applied 

learning on sustainability. Kearins & Springett (2003) attest to the power of participatory 

learning as an important contextual aspect of sustainable education that develops critical 

skills and reflexivity.  
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5. Team approaches: The benefits of employing teamwork extensively in a team include 

providing a ready means for students to address classwork difficulties collaboratively and a 

more collegial and supportive learning environment that ultimately enhances the learning 

process (Barnett & Muse, 1993). This is as a result of increasing demand for problem solving 

which has fostered interest in collaboration between educators for the sustainability of 

management education in Nigeria (Ojedokun, 2012).  

6. Interdisciplinarity Approach: Knowledge is usually fragmented in disciplines, in 

educational and professional environments, but interdisciplinarity can increase the ability to 

understand the complex challenges the world currently faces (Eagan, Cook & Joeres, 2002). 

To achieve sustainability in management education, integrating disciplines facilitates 

problem-solving as it promotes better understanding of each part that comprises a problem 

and fosters solutions which blend concepts from different disciplines (Summers, Childs & 

Corney, 2005). No one discipline can claim education for sustainable development for its 

own, but all disciplines can contribute (UNESCO, 2005). 

7. Pedagogical approach: This approach deals with methods of learning and inquiry 

generally which provides interactive, experiential, transformative, and real-world learning. 

Examples of pedagogical approaches include brainstorming, case studies, demonstrations, 

forms of dialogue, jigsaw, assignments, oral presentations, project learning, small discussion 

groups, voting, role-plays and simulations, debates, reflexive accounts, personal development 

planning, critical reading and writing, problem-based learning, fieldwork and modelling good 

practice. These methods can be applied to address sustainability in management education 

(Seatter & Ceulemans, 2017).  

8. The Matrix Approach: The matrix approach contributes to addressing the co-

curricular as well as curricular opportunities for integrating sustainability in management and 

business education. The inclusion of both curricular and co-curricular learning helps business 

schools to approach sustainability as a more holistic issue, which is the way that 

sustainability is approached by effective decision makers in effective organizations. This 

approach is flexible in that users can move between and among options, and can implement 

multiple options simultaneously. Users including faculty, staff, and administrators can start at 

whichever option (or quadrant) is most appropriate for them. It has the potential to address 

dimensions of sustainability beyond that of the environment including environmental, social, 

and economic/financial. It presents users with multiple options for integrating sustainability 

in management education and it educates students in ways that help them to contribute to 

sustainable organizations and societies (Rands, 2009). 

9. Interdisciplinary Approach: This approach often co-exist within a school organization, 

relating to the development over time involving a wide range of individuals and may have 

various hybrids. It has an intrinsic education for sustainable development quality, clearly 

implying a transformative and practice-based implementation strategy rather than a top-down 

approach (Holmberg & Samuelsson, 2003). It refers to the creation of cross-subject and 

cross-grade platforms. This approach is a school improvement process that is not based on 

pre-defined best practices, but on processes of continuous change and it has impact on the 

sustainability of education in general and management education in particular (Oyeyoade & 

Araloyin, 2019). 

9. Summary and Conclusions 

This paper has drawn from and extended previous research from the literature in order 

to develop and present a matrix of options with respect to approaches to sustainability in 
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management education. Waddock (2007) proposed that tomorrow‘s world needs leaders and 

managers who are capable of integrating sustainability, who understands the long-term 

consequences of their decisions, and who will make decisions that benefit people, businesses, 

societies and the natural environment. Therefore, stakeholders in the field of management 

education should try to envisage a world that is sustainable, and that meet the needs of 

present generations without compromising the ability of future generations to do the same.  

Moreso, as a wide, complex and dynamic concept, sustainability provides several 

possibilities in terms of educational interventions, which must accommodate the evolving 

nature of its concept (UNESCO, 2005). Sustainable management education inevitably 

contributes to societal well-being and community development given that the core principles 

which underpins sustainable development would be inculcated and developed within people 

as they learn to imbibe sustainable practices and make these a way of life. Therefore, 

education for sustainable development must be centered on educating individuals within 

communities, to adopt sustainable ways of living in such a way that a balance in the 

economic, social and environmental aspects of nations can be promoted.  

10. Recommendations   

The following recommendations were made: 

1. Sustainable management education in Nigeria should have leaders and managers who 

are capable of integrating sustainability, who understands the long-term consequences 

of their decisions, and who will make decisions that benefit people, businesses, 

societies and the natural environment. 

2. Stakeholders in the field of management education should envisage a world that is 

sustainable and meet the needs of present generations without compromising the 

ability of future generations to do the same.  

3. Educators should adopt the best approach to teaching sustainable management 

education based on the merit and circumstances of the situation. 

4. Faculties should develop and integrate new programs that address management 

education and sustainability issues. 

5. Proactive leadership should be available for a successful implementation of 

sustainable development in management education. 

6. There should be a collaboration between school institutions and society in achieving 

sustainability in management education. 

7. For sustainability to become effective and the purpose for which it is meant to serve 

to be achieved, it should be holistically integrated into the curriculum and institutional 

practices. 
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Abstract 

As long as the human society exists, social vices will remain inevitable. These social vices 

include cultism, thuggery, kidnapping, sexual abuse, fraudulent behaviours among many 

other vices. Given that the church has done its part in helping the society as a social change 

agent, there is scarcity of research on how effective the work of the church has been in 

developing nations especially in Nigeria. It is on this premise that the objective of this study 

is set to determine the role of church promotional activities in influencing a new convert‟s 

intention to change his behaviour. The population of study was One hundred and twenty five 

newly converted Christians. This is a complete enumeration method (Cenurs method) of three 

provinces that were involved in the believer‟s foundation classes as at the time the research 

was conducted. It was discovered that, the church‟s promotional activities play a significant 

role in influencing new believer‟s intention to change behavior. In order to successfully 

change the behaviour of people, churches must ensure that the social environments of these 

new converts are engaged in the process to ensure a long lasting change in behaviour of the 

newly converted Christians.  

Keywords: church, promotions, behaviour and social marketing. 

 

1.1 Introduction  

Pepper, Jackson, and Uzzell, (2011) described religion to be a kind of social network that has 

the potential to shift the behaviour of people in a direction that is more sustainable with 

respect to environmental restrictions, to promote social justice and to foster well-being. This 

means that religious organizations for example, the church serves as a social entity which 

helps people shift behaviour and identity. This shift in behaviour is usually a shift to a 

positive identity.  

The church has long been a major solution provider to socio-economic problems to the needy 

in Nigeria (Oladipo, 2000). Although the issue of marketing is sensitive when it comes to 

religious organizations, positive results can be achieved when it is applied (Angheluta, 

Strambu-Dima, & Zaharia, 2010). In an attempt to meet the needs of several market 

segments, the church must ensure that they remain faithful to their ideologies and theological 

teachings while at the same time embracing the changes that are necessary to remain healthy 

in a progressive environment (Wrenn, Shawchuck, Kotler, & Rath, 1995).   

mailto:Kayode.ojo@stu.cu.edu.ng
mailto:rowland.worlu@covenantuniversity.edu.ng
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Church marketing is a subset of social marketing since both concepts have a common goal of 

achieving the societal concept, which is to help the society as a whole. Social marketing uses 

the ideologies and applications of basic marketing to achieve noncommercial goals (Grier, & 

Bryant, 2005). According to Serrat, (2017), social marketing draws from a large pool of 

knowledge such as psychology, communication theory, sociology with practical roots in 

market research and advertising in order to influence a set of people to accept or reject a 

behaviour for the benefit of the society as a whole. 

The church‘s promotional activities like evangelism and distribution of tracts or hand bills 

can be used to attract people to the church in order for them to have a turn-around in lifestyle. 

The church provides messages in the form of sermons that help new believers change their 

mentality and mindset on social issues. In a world riddled with different social vices, the 

church provides moral compass in which the people use to navigate their world. The church 

also plays an important role in the lives of the people that belong to the society while religion 

helps provide direction or moral compass for the people. 

Ajzen (1991) stated that three belief constructs affect the behavior: the belief about 

consequences, expectations of important others and things that may support or prevent the 

behaviour. Numerous researchers have looked into the science of influencing behaviours for 

good for example (Kotler, & Lee, 2008; Cugelman, Thelwall, & Dawes, 2011; Hoek, & 

Jones, 2011). These behaviours include practising safe sex, stopping the use of alcohol while 

driving, stop texting while driving, improving diet, increasing exercises among many other 

behaviours (Gordon, McDermott, Stead, & Angus, 2006). Due to moral and economic 

corruption, coupled with the failure of the leaders, the Nigerian society is best described as a 

failed state (Adedibu, 2018). He further stressed that the void created by the Nigerian 

government due to the failure of statutory agencies in the federal and state arms to provide 

basic, economical and infrastructural amenities to its citizens has made churches to stand in 

the gap thereby filling the void in order to help surrounding communities.  

Several factors affect the successful change in behaviour from being a non-believer to a born 

again Christian. These factors range from the environment of the target, the family members, 

the friends that surround him or her and what the target perceives to be in his or her control. 

The church is seen as a community that helps people navigate difficulties of the social world 

(Smith, 2004). The church provides easily accessible means in which the sermons preached 

can reach the new converts and thereby lead to a change in lifestyle in the long-term.  

1.2 Statement of Research Problem 

As long as the human society exists, social vices would continue to come up in different 

forms (Ojo, Ugochukwu, Olumuyiwa, & Oliver, 2013). The authors argued that the rate at 

which social vices have escalated in Nigeria is beyond that which a writer can put to words. 

These social vices include cultism, thuggery, kidnap, sexual abuse, fraudulent behaviours 

among many other vices. Smith (2004) argued that although there is a rise in Pentecostal 

churches and born again Christians in Nigeria. Nigeria still remain one of the countries in the 

world ridden with lots of social problems for example poverty, corruption, crime and other 

immoral behaviours. 

The church as the server of the community (Oladipo, 2000) and the provider of solutions to 

social problems (Angheluta, et al, 2010) has played the role of a religious institution trying to 

curb all these social vices. 
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Given that the church has done its part in helping the society as a social change agent, there is 

scarcity of research on how effective the work of the church has been in developing nations 

especially in Nigeria. This work looks at the church as a non-profit organization and a social 

change agent by analyzing the role the marketing activity of promotion plays in influencing 

the new convert‘s intention to change behaviour. 

1.3 Objectives of the Study 

The main objective of this study is to determine the role of church promotional activities in 

influencing a new convert‘s intention to change his behaviour. 

1.4 Research Questions  

i) What roles do the church promotional activities play in influencing a new 

convert‘s intention to change his behaviour? 

1.5 Research Hypotheses 

i)  Ho: Church promotional activities do not play a significant role in influencing a 

new convert‘s intention to change behaviour. 

LITERATURE REVIEW 

2.1 CONCEPTUAL REVIEW 

Church Marketing as a branch of Social Marketing 

Kotler and Zaltman, (1971 p. 5) conceptualized social marketing as ‗‗the design, 

implementation, and control of programs calculated to influence the acceptability of social 

ideas and involving considerations of product planning, pricing, communication, distribution 

and marketing research‘‘. This definition leads to an early confusion as problems with what 

social marketing should focus on became the argument of the day (Andreasen, 1994). In 

order to clear the confusion surrounding the definition of social marketing. Andreasen (1994) 

proposed a definition that made behaviour change the bottom line of social marketing. He 

defined social marketing as the ―adaptation of commercial marketing technologies to 

programs designed to influence the voluntary behaviour of target audiences to improve their 

personal welfare and that of society of which they are a part‖ (Andreasen, 1994 p. 3). The 

definition explains social marketing to be the application of commercial marketing 

technologies on social programs in order to change human behaviour. 

Stevens, (2006, p. 77) defined church marketing as ―the analysis, planning and management 

of voluntary exchange between a church or religious organization and its constituents for the 

purpose of satisfying the needs of both parties‖. According to this definition, church 

marketing deals with the satisfaction of the needs of identified target audience through the 

design of products and services that are delivered at the right time and place (Mulyanegara, 

Tsarenko, & Mavondo, 2010). Horne, and McAuley (1999) describes church marketing to be 

the creation, understanding, communication and the delivering of values which are related to 

the consumers.  

Angheluta, Strambu-Dima, and Zaharia, (2010) stated that in order to improve loyalty, 

increase loyalty, and increase church attendance, certain marketing techniques should be 

applied. They also mentioned that adopting certain behaviours or preventing some could be 

the subject of religious marketing campaigns. Abreu, (2006) explains that religious products 
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deals with social behaviour while religious organizations‘ duty is to satisfy the needs of the 

people and improve the well being of the society. 

Stewart (1989) claims that for churches to be able to survive the continuously changing 

environment, the basics of marketing must be applied to the church‘s activities. Angheluta, et 

al., (2010) concludes that for church marketing to have a strong structure, there must be 

cooperation between religious leaders and marketing specialist. 

Social Promotions in church marketing 

This is the part of the social marketing mix activities that most resembles that of commercial 

marketing (Peattie & Peattie, 2003). Promotion involves evangelism, sharing of handbills, 

word of mouth, among other efforts the church involves in to get people to come to the 

church. According to Au (2000), promotion is the most used marketing mix element and it is 

considered to have positive image with the public and religious institutions.  

Theory of Planned Behaviour 

The theory briefly states that attitude towards an act, subjective norm and perceived 

behavioural control are indirectly linked to behavior through intention (Forward, 2009). The 

theory of planned behavior predicts the intention of an individual to engage in a behavior 

(Aladejebi, 2018).  

Behavioural Beliefs: These are beliefs about the consequences of a behavior (Ajzen, 2006). 

In this case living a better life through a change in beliefs about a religion. A belief in 

praying, reading the bible and going to the church, which will result in a change of lifestyle 

through a change in the moral compass. 

Attitude towards the Behaviour: This refers to the evaluations of the proposed behavior 

which could be good or bad (Forward, 2009). This is the perception of the target of going to 

the church, reading the bible and praying regularly. 

Subjective Norms: This is the perceived pressure from others to engage in the behavior 

(Ajzen, 2006). This pressure can come from the colleagues, friends and family.   

Intention: This can be turned into action depending on the level of motivation (Forward, 

2009). The intent to read the bible can result in reading the bible depending on other factors.  

Perceived Behavioural Control: This is the perceived level of difficulty seen by the target 

who wants to engage the behavior (Ajzen, 2006). It involves the level of difficulty it takes to 

pray and read the bible every day. 

2.2 THEORETICAL REVIEW 

The theoretical underpinning of this study is founded on the Marketing Mix Theory and The 

Theory of planned behaviour. 

Marketing mix theory 

According to Kotler, et al., (1991), the marketing mix theory is the most dominant thought in 

modern marketing because it gives the marketer a structure in which marketing tools can be 

controlled in order to compete in the market place. The marketing mix theory is credited to 

Jerome McCarthy (1960) who reduced the twelve components provided by Borden (1953) to 

four elements which are; Products, Price, Place and Promotion (Constantinides, 2006; Goi, 
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2009).   Marketing mix refers to the variables that the marketing manager can use to 

influence the market share (McCarthy, 1996). According to Chong (2003), the marketing mix 

originated from a single P, which stood for price in the microeconomic theory. The marketing 

mix has been very significant in the advance of both marketing philosophies and practice 

Möller, (2006). 

THEORY OF PLANNED BEHAVIOUR 

According to Ajzen, (2006), three considerations guide the human behaviour. These are the 

behavioural beliefs which is the belief one holds about the likely consequence of a behaviour; 

the normative behaviour which are the beliefs about the normative expectations of others and 

finally the control beliefs which explains the presence of factors that might aid the enactment 

of a behaviour or obstruct it.  

The theory of planned behaviour is one of the most widely researched intention model 

(Aladejebi, 2018). A person‘s attitude towards behaviour, subjective norm, and perception of 

behavioural control leads to formation of behavioural intention (Ajzen, 2006). The theory is a 

model that predicts a person‘s intention to engage in a behaviour. The behavioural intention 

depicts the individual‘s motivation to perform a certain behaviour. Attitude towards a 

behaviour is the degree of feelings (positive or negative) a person has towards the behaviour 

of interest. The subjective norm deals with the individual‘s view of the environment 

surrounding the behaviour. Perceived behaviour control deals with the confidence the 

individual has about performing the behaviour.   

2.3 EMPIRICAL REVIEW  

Dumanig, David, and Dealwis, (2011), researched on conversion narratives and the 

construction of identity among Christians in Malaysia. In their work, they explain that newly 

converted Christians share their experiences in a pattern of before, how, and after receiving 

Christ as their lord and personal saviour. Qualitative method was adopted in this study. The 

authors analyzed 15 conversion narratives delivered in 15 Sunday services and other church 

gatherings in a selected church. Their findings reveal that two distinctive identities are 

created. That is, an identity before and an identity after; and that after the conversion, a more 

positive and acceptable identity is usually projected. Although this study provides an outlook 

into the change in identity among newly converted Christians, it does not provide an outlook 

into marketing activities of the church. The study solely focused on testimonies given by the 

newly converted Christians without looking at various factors surrounding their decision to 

change for the better.   

Pepper, Jackson, and Uzzell, (2011) examined Christianity and socially conscious and frugal 

consumer behaviours. In carrying out this examination, the researchers distributed 

questionnaire to different households in socioeconomically diverse areas and different 

churches. Quantitative research method was adopted in this research. The study tried to look 

at the shopping pattern of consumers and their religion in the United Kingdom. The authors 

found out that Christianity has a positive but weak influence on sustainable consumer 

behaviours. The focus of this research is on the economical behavior of Christians. The study 

failed to look at the change in behavior of the respondents. 
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3.0 RESEARCH METHOD 

 The research method for this study focuses on the use quantitative approach. Specifically, the 

use of questionnaire will be adopted to facilitate the benefits of quantitative approach in 

research.  

3.1  Research Design 

Descriptive research was adopted in this study to test specific hypotheses and to examine the 

relationships between these hypotheses. Single cross-sectional design was used since only 

one sample of respondents is drawn from the target population and the information obtained 

from the sample was collected once. 

3.2.  Population of the Study 

The population of study was One hundred and twenty five newly converted Christians using 

complete enumeration method (Census method) from three provinces that were involved in 

the believer‘s foundation classes as at the time the research was conducted.  

3.3 Sources of Data Collection 

The study made use of primary data. Copies of Questionnaire were distributed to newly 

converted Christians from Living Faith Church Worldwide that are undergoing believers‘ 

foundation class at the three provinces selected (province 1, province 2, province 3). The data 

gathered were analyzed through the use of descriptive and inferential statistics with the aid of 

Statistical Package for Social Sciences (SPSS).  

3.4 Research Instruments 

The research instruments are apparatus employed to gather data for study and given answer to 

research questions Ojo, (2003). The research instrument used for this research work is 

structured survey, which was administered to respondents. The questionnaire was divided 

into Section A (Bio-data) which consists of information pertaining to the Gender, Age, 

Marital Status, Highest Educational Qualification, New birth period, period spent in church 

and the tribe they belong to. Section B and C consist of statements related to the study and 

used amodified four-point Likert scale (4-StronglyAgree, 3-Agree, 2-Disagree, 1-Strongly 

Disagree) to determine the level to which respondents are in line with each statement in the 

questionnaire.   

4.0 DATA ANALYSIS AND RESULT 

This section deals with the analysis, presentation, interpretation of the results of findings of 

data obtained from the field using primary data. 

Descriptive statistics of Promotion 

Variable Mean Standard 

Deviation 

Skewness Kurtosis 

PRM1 2.8737 .93675 -.139 -1.173 

PRM2 2.84211 .93758 -.389 -.722 

Table 7 shows the descriptive statistics of how the respondents view the promotion of the 

church. From table 7, it can be seen that the most emphasized view of the church‘s promotion 

mix was evangelism activities of the church (PRM2, mean = 3.1263) while the distribution of 
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hand bills  (PRM3, mean = 2.84211) was the least emphasized view of the promotional 

activity surveyed by the respondents. 

Descriptive statistics of Behavioural Intention and Change  

Variable Mean Standard 

Deviation 

Skewness Kurtosis 

I1 3.5684 .49792 -.281 -1.963 

I2 3.4421 .49927 .237 -1.986 

I3 3.2737 .64317 -1.057 3.019 

. From this table, it can be seen that the respondents intend to increase the number of times 

they attend church services in a week (I1, mean = 3.5684). 

Regression Analysis of the behavioural change of newly converted Christians: 

juxtaposition of social marketing theory and theory of planned behaviour. 

Hypothesis 

Tested 

Unstandardized 

Coefficient 

Standardized 

Coefficient 

T R2 F Sig Remark 

PRM     IT .178 .242 2.406 .059 5.791 0.018 Reject H0 

PRM: Promotion  IT: Intention 

Table 10 revealed the relationship between the church‘s promotion mix and the new 

converts‘ intention to change behaviour with R-Square being 0.059 which indicates the 

percentage of variance in the dependent variable explained by the independent variable. The 

value of 0.059 indicates that there is a variance of 5.9% between promotion mix and intention 

to change behaviour. From the results, the model in this table is statistically significant at 

0.018 which leads to the decision to reject the null hypothesis. Therefore, church promotional 

activities do play a significant role in influencing a new believer‘s intention to change 

behaviour with a F-statistics value of 5.791. 

DISCUSSION OF FINDINGS 

This research was carried out to analyze the behavioural change among newly converted 

Christians. Through the use of questionnaire, primary data was obtained from born again 

Christians that are undergoing bible foundation class from Living Faith Worldwide Church. 

The purpose of data analysis is to interpret the data collected from the respondents and to 

know if the hypotheses stated in the work should be accepted or rejected.  

Objective One 

To determine the role of church promotional activities in influencing a new convert‘s 

intention to change his behaviour. 

From the analysis, it was deduced that the church promotional activities play a significant 

role in influencing new believers‘ intention to change behaviour. The promotional activities 

involve the use of handbills, evangelism, personal referrals, television programs and several 

operational activities to entice people and encourage them to come to the church (Joseph & 

Webb, 2000). This hypothesis accepted is supported by the work of Shamout, (2016) which 

stated that promotional tools play an important role in stimulating the actions of people 

towards carrying out the behaviour the promotional activity is geared towards. 
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Contributions to knowledge  

This work has contributed to both scholarly theory and work place practice in the field of 

social marketing by providing a model in which the social organization‘s activities and the 

desired behaviour for change can be predicted.  

This work also contributes to the literature on church marketing in terms of providing a 

direction for religious organizations on what activity they should focus on. As seen in this 

study, the promotional activities played a significant role in influencing the intention to 

change for the better for the newly converted Christians. This means more effort (both 

financially and labour wise) should be applied to promotional activities of these religious 

organizations. 

Conclusion and Recommendations 

The research outcome shows that promotional activities of churches play a significant role in 

the intentions of new converts to change behaviour from the sinful life to a lifestyle of a born 

again Christian. In order to successfully change the behaviour of people, churches must 

ensure that the social environments of these new converts are engaged in the process to 

ensure a long lasting change in behaviour of the newly converted Christians.  

The authors recommend that this study can also be replicated with the use of other religious 

sects for example Islam, Buddhism and the rest in order to help know the extent in which 

these institutions affect the society as change agents. 
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Appendix 1 

Keys to Research Variables 

PRM1 A friend persuaded me to come to the church 

PRM2 I was aware of the church though the handbills that were distributed. 
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ABSTRACT 

This study has examined the impact of employee training on corporate productivity. Two 

research questions as well as two hypotheses were formulated. The study made use of survey 

method. This is to ensures that plan and procedure are critically examined objectively and the 

instrument used is suitably implemented. Cronbach alpha was used to determine the 

reliability index which gave a value of 0.79% showing that the instrument is reliable. The 

researcher used simple linear regression model based on the Statistical package for Social 

Sciences (SPSS) computer software (version 20.0) to test the hypotheses.  The findings from 

the first hypothesis shows that since the slope (0.581) in the model is positive, it implies that 

there is a significant relationship between training and quality of production. Also, the study 

shows that since the slope (0.897) in the model is positive, it implies that there is a significant 

relationship between training and quantity of production. However the study recommends 

that management and staff of Nigeria Breweries and PZ Cusson should explore other areas of 

human capital development and implement these rear resources for effective corporate 

productivity.  

Keywords: Employee, Training, Corporate productivity 

 

1. Introduction 

Organizations are established to achieve certain predetermined goals. The pursuit of these 

goals therefore necessitates the training of workers. Workers are critical to the attainment of 

organizational goals. However, their diversity in background, experience, education and 

exposure endows them with diverse skills, beliefs, value systems and orientation. Since they 

are hired to pursue organizational goals both as individuals and teams in the organization, it 

becomes imperative that their skills, capabilities and orientations must be consistent with the 

job they are hired to do. Training of employee is therefore the needed bridge to fill this gap. 

According to Agulanna and Awujo (2005), training is ―a learning process by which people 

acquire skills, concept, attitudes or knowledge to aid in the achievement of goals. By defining 

training as a process, the implication is that it is continuous. Training is therefore essential for 

increased productivity and corporative stability. Workers ought to be trained even as they 

work. There are lots of needs for training. According to Iweguo (2009), training is conducted 

―to improve performance deficiency, to enhance organizational viability and the performance 

process, to cope with new technological advancement; to increase productivity efficiency and 

mailto:EKWUTOSIOZIMS@GMAIL.COM
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to increase job satisfaction since training can improve the employee self esteem‖. There are 

various conditions for effective training since training is an activity and opportunity designed 

to enhance the skills and ability of individuals in their current areas of employment, the 

following conditions according to Njoku (2007) are essential for effective training: 

individuals must be motivated to learn, standards of performance should be set for learners; 

learning should have guidance, appropriate techniques should be used; the learner must 

receive reinforcement of current behaviour and time must be allowed to enable the learner.  

According to Alugbuo (2007), training is basically the acquisition and improvement in skills 

and knowledge needed to achieve a better performance at work. Omole (2001) posits that 

training is any process concerned with the development of aptitudes, skills and abilities of 

employees to perform specific jobs with a view to improve productivity.` 

In the view of Redmond (2007) training is a public or private education programme directly 

applicable to work situation. He averred that an organization may have workers with the 

ability and determination, appropriate equipment and managerial support and yet productivity 

fall below expected standards.  

Indeed, there are various training techniques, Armstrong (2003) reveals that the training 

techniques include: on-job techniques namely demonstration, coaching, mentioning, job 

rotation, planned experience, action learning, assignments and multi-media training. Ugo 

(2008) is of the view that there are various benefits of training. According to him, training 

improves individual, team and co-operate performance in terms of quality, quantity, output, 

speed and general productivity. It increases the commitment of employees to the organization 

by making them identify with the mission and objective of the organization.  

It is the desire of this study to examine the impact of employee training on corporate 

productivity. The area of corporate productivity this study examines include the quantity of 

production as well as the quality of production.  

1.2 Statement of the Problem 

It is not yet clear how training impact on corporate productivity in the area of quantity of 

production as well as quality of production. This is because most studies have examined the 

impact of training with little or no emphasis on the corporate productivity in the area of 

quantity of production as well as quality of production. This study would examine the extent 

of relationship between training and corporate productivity with these two indicators of 

corporate productivity.  

3. Research questions and Hypotheses. 

The appropriate research questions were as follows- 

(a) what is the relationship between training and the quality of production? 

(b) what is the relationship between training and the quantity of production? 

The following hypotheses have been put forward for the study namely- 

Ho1: There is no significant relationship between training and the quality of production.  

Ho2: Training does not relate to quantity of production. 

4. Scope of the Study 

The scope of the study covered three aspects namely; the geographic, content and the unit 

scope. 



Proceedings of the 14th Annual International Conference 

 940 

The study was carried out using selected manufacturing firms in Imo and Abia State. These 

firms are Nigeria Breweries Plc Awommama and PZ cusson Plc Aba. 

The content scope examined the impact of training on corporate productivity. The corporate 

productivity was proxied using both quantity of production as well as quality of production  

The unit scope of this study constituted the management and staff of selected firms.  

 

5.  Review of Related Literature 

Conceptual framework 

INDEPENDENT VARIABLES    DEPENDENT VARIABLES 

Training        Corporate Productivity 

 

       Training    Quality of production 

     Quantity of production     

 

Source: Researchers Desk (2020) 

The Concept of Training 

A lot has been written and published concerning the concept of training and its meanings. 

Harrison (2005), opines that training is an organizational activity aimed at improving the 

performance of individuals and groups in organizational settings. To Harrison (2005), 

training has been known by several names, including employee development, human 

resource development, learning and development. 

Akanwa (1997), opines that training is an organizational effort aimed at helping an employee 

to acquire basic skills required for the efficient execution of the functions for which he was 

hired.  

Robbins and Decenzo (1998) sees training as the process by which individuals change their 

skills, knowledge, attitude and or behaviour. In this context, they therefore opine that training 

involves designing and supporting learning activities that result in a desired level of 

performance. In contrast, they posit that development typically refers to long- term growth 

and leasing, directing attention more on what an individual may need to know or do at some 

future time.   

In defining training, Tamunomiebi (2002), sees it as developing employee‘s capacity to 

perform by a systematic development of the attitude/knowledge/skill pattern required by the 

individual in a given task.  

It is the considered opinion of Agulanna and Awujo (2005) that training is one important 

strategy through which employers develop for the achievement of organizational objectives 

and the execution of business plan. According to (Brown 2002) training is a technique 

wherein the workers, i.e., operative staff, is given the direct instructions to perform their jobs 
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on the actual work floor. Charnov (2002) asserts that training is an educational process. 

People can learn new information, re-learn and reinforce existing knowledge and skills, and 

most importantly have time to think and consider what new options can help them improve 

their effectiveness and performance at work.  Milkorich and Boudreau (2002), state that 

training is a systematic process to faster the acquisition of skills, rules, concepts or attitudes 

that result in an improved match between employee characteristics and employment 

requirement. 

Reasons for Training 

According to Choo (2007), training is one element many Corporations consider when looking 

at advancing people and offering promotions. Although many employees recognize the high 

value those in management place on training and development, some employees are still 

reluctant to be trained.  

Choo states that training offers more than just increased knowledge. They offer the added 

advantage of networking and drawing from other‘s experiences. Drawing from the work of 

Cascio (1989), Agulanna and Awujo (2005) listed the following as the reasons for training 

and development of manpower in an organization;  

i. To improve performance efficiency  

ii. To match the employees activities with the job requirement and organizational need. 

iii. To enhance organizational viability  

iv. To lower the number and cost of industrial accident 

v. To cope with fast technological advancement and innovation 

vi. To improve the quality and quantity of workers. 

vii. To improve efficiency in productivity. 

viii. To reduce some behavioral changes in the employees. 

ix. To reduce the cost of production and minimize waste. 

x. To prevent skill obsolesce. 

xi. To increase job satisfaction since training and development can improve the 

employee‘s self-esteem. 

In her view, Diane (2011) opines the followings as the reasons for training in an organization:  

A. Increase Employee Morale and Performance; A training program may help increase 

both employee morale and performance. Offering relevant training programs send a message 

to the staff that professional development is a priority to the organization. Employees realize 

that both in- house and contracted training sessions cost the organization money and time 

which increase their skill set or learn new technologies will increase their efficiency on the 

job. 

B. Professional training may involve training in supervisory skills, customer service 

skills; communication techniques time management, organizational techniques and strategies 

as well as team building ideas. These developmental training modules may not focus directly 

on an individual‘s performance but can help the employee improve his skill set, improve how 

he manages other employees and can help reduce labour turnover. Leadership development 

helps prepare non-supervisory employees for future supervisory responsibilities and teaches 

current supervisors new effective strategies for leading and encouraging employees  
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C. Succession Planning: Training current employees for their future job responsibilities 

helps to develop employees see current employees from within. As within the organizational 

structure, they are motivated to participate in training programs in the hope of moving 

themselves. 

Training Techniques and Methods 

According to Moses (2009), there are two major types of training techniques: curative and 

preventive. Curative training technique is used to address problems that workers demonstrate 

while preventive training techniques are programs aimed at solving a future problem that may 

occur. Moses posits that curative technique is more emphasized in Nigeria.   

According to Nwachukwu (1988), there is no hard and fast rule as to how to select methods 

and techniques of training. He argued that the most popular training methods can be grouped 

into namely; 

i. On-the-job Training  

ii. Off-the-job Training  

On – the – job Training; Moses (2009) states that this kind of training from one department or 

unit to another. He posits that one advantage of on –the –job training is that it minimizes the 

problems of transfer of learning associated with the other methods of training. It can be an 

ongoing process that does not disrupt normal company operations.  

Ohadimma (2005) opines that a variety of on- the- job- training techniques may be employed 

by business organizations, some of which are;  

a) Induction/Orientation Courses; New entrants are introduced to formalize them with 

their organization, its background, structure, rules and regulations as well as personnel 

policies of the organization. In addition, such courses give the recipient some insight into 

their duties and responsibilities and also educate them on their rights and privileges in the 

organization. 

b) Job Rotation: This enables new employees to work with older ones in their sections. It 

is believed that as new entrants move from one job to another, they should acquire a wide 

range of knowledge of the activities in their workplace. 

c) Coaching; this is the process wherein the supervisor allows the subordinate (trainee) 

to work or perform the job and in the process, their errors are pointed out and corrected. 

d) Apprenticeship: Redmond (2007) describes apprenticeship as a system of learning a 

skill in the field of a craft or trade from experts in the field by working with them for a set 

period of time. He asserts that this method of training is employed when extensive practice or 

technical knowledge is required for performing a job. Egunyomi (1999) observes that this 

method combines job training with lectures. 

Off- the – Job Training: 

Tamunomiebi (2002) sees off- the – job training as a training method whereby the employee 

is removed from the job. He stated the followings to be the techniques used; 

i. Vestibule Training; This training techniques involves a situation whereby trainees 

learn on the actual equipment to be used on the job but are trained off the job. 
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ii. Roles Playing: Here, roles are created on imaginary situations and trainees are made 

to evolve a realistic behavior at solving them. This is a training programme where the trainee 

plays the part of a certain character or acts in event. Trainees are taught to do a job or make 

decisions the way a supervisor would have done it. Role playing challenges the imagination 

of the employee. It promotes retention by heightening imagination, Ingenuity, and 

resourcefulness. 

iii. Lectures: The instructor organizes the materials necessary and instructs the 

employees, this is direct and a better option when a large number of employees are to be 

trained on the same issue because it is cost effective. 

iv. Conferences: This method is used for the training of professionals and supervisors. It 

involves experience sharing and discussions at a group level. 

v. Internship: It provides trainees opportunities to gain practical experience associated 

with the profession. 

vi. Simulation: This is used to train workers in a simulated situation especially when the 

equipment is an expensive one. Armstrong(2003) in discussing the training techniques 

classified them into three namely;  

a. On – the – Job Techniques: In this group are, Demonstration, Coaching, Mentoring, 

Job rotation.  

b. On – the – Job or Off- the- Job: In this class are, Action Learning, Job(skill) 

Instruction/question and answers, assignment, Projects, guided reading, Computer based 

training, video, and multi-media training. 

c. Off- the- Job Techniques: In this class are, lectures, talk shows, discussions, case 

study, role playing, simulation, group exercise, group dynamics, interactive skill training, 

assertiveness training, neuro - linguistic programming, distance learning and outdoor 

learning. 

Corporate Productivity 

An understanding of the concept of productivity improvement program requires clear 

definition of the following concept issues, productivity programmes. According to Ulrich in 

(Sheriff, Alibaba, AliyuIdris 2012), productivity implies the level or degree of output 

achieved from a defined input. The ‗input‘ in most organizations is measure as 

material/equipment costs. Labour hours, or production costs. Output may consist of sales, 

earnings, and market share. Some organisational have proved that employee‘s knowledge, 

skills, abilities, attitude, motivation and behaviours affects productivity. 

The basis for improvement on employees‘ productivity being from the identification of 

organisation skills gap through skill gap analysis and proceeds with cocktails of training 

intervention strategies in order to fill skill gaps that is so identified. Prokepenko (2006) 

Defined productivity as the relationship between the output generated by a production or 

service system 
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Theoretical Review 

Human Capital Theory 

According to Luo (2010), the human capital approach regards training as investment in 

human capital. Thus, training is provided only when the benefit from productivity gains is 

greater than the cost of training. 

From the perspective of Classical Economic Theory, human capital considers labour as a 

commodity that can be traded in terms of purchase and sale. This classical theory very much 

focuses on the exploitation of labour by capital. However, unlike the meaning traditionally 

associated with the term labour, human capital refers to the knowledge, expertise, and skill 

one accumulates through education and training. Emphasizing the social and economic 

importance of human capital theory, Becker (2013) noted the most valuable of all capital is 

that investment in human being. Becker distinguishes firm-specific human capitals from 

general-purpose human capital. Examples of firm-specific human capital include expertise 

obtained through education and training in management information systems, accounting 

procedures, or other expertise specific to a particular firm. General-purpose human capital is 

knowledge gained through education and training in areas of value toa variety of firms such 

as generic skills in human resource development. Regardless of the application, Becker 

considers education and training to be the most important investment in human capital. 

 1 

 

Resources/Input    Education & Training  

 Outcomes 

 

  

Resources/ input                      Production process          

Earning/outputs 

 

    2 Citizenship processes       3           

Efficacy/output 

Figure 2.1: A Model of Human Capital Theory  

Source: (Swanson, 2011: 110) 

Relationship 1: represents the concept of production functions as applied to education and 

training. The key assumption underlying this relationship is that investment in education and 

training results in increased learning. 
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Relationship 2: represents the human capital relationship between learning and increased 

productivity. The key assumption underlying this relation is that increased learning does, in 

fact, result in increased productivity. 

Relationship 3represents the human capital relationship between increased productivity and 

increased wages and business earnings. The key assumption underlying this relationship is 

that greater productivity does, in fact, result in higher wages for individuals and earnings for 

businesses. As per conclusion, human capital does contribute to the organizational 

advantages and profits. 

The entire human capital continuum represented is assessed using return-on-investment 

analysis or cost-benefit analysis. The human capital theory is an important agent for boosting 

firm performance.  

The Technology-based Approach  

The technology-based approach regards training as a skill formation process. According to 

this approach, the expanded training in the contemporary period is driven by the rapidly 

changing technologies and work reorganization. Thus, training is provided because it satisfies 

the functional needs of an organization and equally contributes to human capital 

accumulation or skill formation. These approaches however, to a large extent overlooked the 

content of employee training, which could be a resultant effect of training design and training 

delivery style. 

Empirical Review  

A large number of studies have shown that training has a positive impact on employee‘s job 

performance (Chih et al., 2008; Awangm et al., 2010). Today‘s employee is in great need to 

update his knowledge if organization would like to get the best performance from him. It is 

often argued that training must be incorporated into a systematic and formal system if the 

goals of employees and corporation are to be attained. Acton and Golden (2003) indicated 

that well-engineered training initiatives lead to increased organizational strength, job-related 

employee competencies, and job satisfaction. Sahinidis and Bouris (2007) examined 134 

employees in Greek organizations after they had completed a training program. Their study 

supports that there is a significant correlation between the employees perceived training 

effectiveness and their commitment, job satisfaction and motivation. Khan et al. (2011) found 

a significant relationship between the employees training and their resultant performance in 

accomplishing different tasks in Pakistan. 

6. Methodology 

The study made use of survey method. This survey design used in this work ensures that plan 

and procedure are critically examined objectively and the instrument used is suitably 

implemented. The sample size of 371 was computed using Taro Yamene method by 

(Egbulonu 2007). The Management and staff of selected firms were reached with copied of 

questionnaire administered on the basis of convenience sampling method. The questionnaire 

was subjected to both the validity and reliability test. Cronbach alpha was used to determine 

the reliability index which gave a value of 0.79% showing that the instrument is reliable. The 

researcher used simple linear regression model based on the Statistical package for Social 

Sciences (SPSS) computer software (version 20.0) to test the hypotheses.  

7. Data Presentation and Analysis 
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In this section, the researcher used Analysis of variance (ANOVA) to test the three 

hypotheses stated in this study with the aid of statistical software known as the SPSS 

Software version 20.00. 

Table 4.1 

 

Questionnaire Return Rate 

S/N Categories  Questionnaire 

Distributed  

Questionnaire 

received  

% Questionnaire 

not received  

% 

1 Top 

management  

121 120 33.5 1 7.69 

2 Senior staff  146 138 38.5 8 61.5 

3 Junior staff  104 100 27.9 4 30.8 

 Total  371 358 100 13 100 

Source: Field Survey, 2020 

The data presentation above shows how questionnaire were distributed and how they were 

retrieved with their corresponding percentage. The researcher distributed 371 questionnaires, 

but 358 representing (96.5%) were returned, and non return questionnaire is 13 with (3.5%). 

Top management (120) representing (33.5%), senior staff (138) reflecting (38.5%), and 

junior staff as (100) representing (27.9%). 

 

8. Test of Hypotheses 

Hypothesis One 

H01: There is no significant relationship between training and the quality of production. 

The researcher used simple linear regression model based on the Statistical Package for 

Social Sciences (SPSS) computer software (version 20.0) to test the hypothesis. The data in 

Appendix II for the independent variable (Training) was regressed on the data for quality of 

production. This was aimed at establishing the relationship between training and quality of 

production.  

The SPSS output regarding to hypotheses one is displayed below; 

 

Descriptive Statistics 

 

Mean 

Std. 

Deviation N 

Qof P 12.4707 1.69688 358 

Traini

ng 
12.1089 2.14903 358 
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Model Summary 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .736
a
 .542 .541 1.14968 .542 421.698 1 356 .000 

a. Predictors: (Constant), Training   

 

 

 

    

 

ANOVA
b
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 557.390 1 557.390 421.698 .000
a
 

Residual 470.552 356 1.322   

Total 1027.942 357    

a. Predictors: (Constant), Training     

b. Dependent Variable: Qof P     

 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 5.430 .348  15.595 .000 

Training .581 .028 .736 20.535 .000 

a. Dependent Variable: Qof P     

Decision Rule 

Since the p-value (0.000) in the ANOVA table is less than the level of significance (0.05), the 

null hypothesis is rejected implying that there is a significant relationship between training 

and quality of production. Since the slope (0.581) in the model is positive, it implies that 

there is a significant relationship between training and quality of production.  

Hypothesis Two 

Ho2: Training does not relate to quantity of production. 

The SPSS output used for the data in the appendix regarding to hypotheses two is displayed 

below; 
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Descriptive Statistics 

 

Mean 

Std. 

Deviation N 

Qtyof P 12.4595 2.18709 358 

Training 12.1089 2.14903 358 

 

Model Summary 

Mode

l R 

R 

Square 

Adjusted R 

Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 
.881

a
 .777 .776 1.03424 .777 

1240.47

4 
1 356 .000 

a. Predictors: (Constant), Training       

 

ANOVA
b
 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 1326.869 1 1326.869 1.240E3 .000
a
 

Residual 380.794 356 1.070   

Total 1707.663 357    

a. Predictors: (Constant), Training     

b. Dependent Variable: Qytof P     

 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 1.597 .313  5.097 .000 

Training .897 .025 .881 35.220 .000 

a. Dependent Variable: Qtyof P     

Decision Rule 

Since the p-value (0.000) in the ANOVA table is less than the level of significance (0.05), the 

null hypothesis is rejected implying that there is a significant relationship between training 

and quantity of production. Since the slope (0.897) in the model is positive, it implies that 

there is a significant relationship between training and quantity of production.  

9. Summary of findings, Conclusion and Recommendation. 

The findings based on the analyses have shown that training has positively impact on the 

quality and quantity of production. This could be witnessed as the formulated hypotheses 
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accepted the fact that training there is a significant relationship between training and quantity 

of production as well as quality of production. The findings are in agreement with the 

empirical works of Acton and Golden (2003) and Sahinidis and Bouris (2007) who are in 

agreement that training has a positive impact on organizational strength, job-related employee 

competencies, job satisfaction and overall improvement in the quality as well as the quantity 

of production 

The result of the review indicated that there was an indication to the fact that organization 

that optimises the use of training their staff will gain competitive advantage and this leads to 

increase in both the quantity as well as quality of production. This supports key postulates of 

the main theories. There are commonalities of thought as to the impact of training and 

corporate productivity.  

Indeed, such a thread of thought runs through leaving little doubt as to the seemingly positive 

relationship between  training and corporate productivity.  

However the study recommends that management and staff of Nigeria Breweries and PZ 

Cusson should explore other areas of human capital development and implement these rear 

resources for effective corporate productivity.  
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 APPENDIX II 
S/N Training Quality of 

Production 

Quantity of 

production 

1 15 14 16 

2 14 13 14 

3 12 12 11 

4 14 13 14 

5 9 10 10 

6 12 12 12 

7 14 13 14 

8 14 14 15 

9 13 13 14 

10 11 11 11 

11 12 13 13 

12 16 14 16 

13 17 14 17 

14 13 13 14 

15 14 14 14 

16 11 12 11 

17 13 13 13 

18 11 12 12 

19 12 13 13 

20 12 12 11 

21 14 13 13 

22 13 12 11 

23 11 9 10 

24 10 8 8 

25 12 10 11 

26 11 14 10 

27 12 15 13 

28 9 11 10 

29 10 13 11 

30 11 14 12 

31 15 17 15 

32 11 12 12 

33 9 10 8 
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34 8 10 8 

35 9 11 10 

36 12 14 12 

37 16 15 15 

38 12 13 14 

39 10 12 12 

40 10 10 11 

41 15 14 16 

42 14 13 15 

43 12 12 12 

44 14 13 14 

45 9 10 10 

46 12 12 13 

47 14 13 14 

48 14 14 15 

49 13 13 14 

50 11 11 11 

51 12 13 13 

52 16 14 15 

53 17 14 16 

54 13 13 13 

55 14 14 14 

56 11 12 11 

57 13 13 13 

58 11 12 12 

59 12 13 13 

60 12 12 11 

61 14 13 14 

62 13 12 13 

63 11 9 10 

64 10 8 9 

65 12 10 11 

66 9 11 9 

67 10 13 10 

68 11 14 12 

69 15 17 13 

70 11 12 11 

71 9 10 9 

72 8 10 8 

73 9 11 10 

74 12 14 12 

75 16 15 15 

76 12 13 13 

77 10 12 11 

78 10 10 10 

79 15 14 16 

80 14 13 14 

81 12 12 10 

82 14 13 13 

83 9 10 10 

84 12 12 12 

85 14 13 15 

86 14 14 13 
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87 13 13 12 

88 11 11 11 

89 12 13 13 

90 12 15 17 

91 9 12 11 

92 10 13 12 

93 11 14 13 

94 15 17 16 

95 11 12 14 

96 9 10 8 

97 8 10 8 

98 9 11 10 

99 12 14 12 

100 16 15 17 

101 12 13 14 

102 10 12 12 

103 10 10 10 

104 15 14 16 

105 14 13 15 

106 12 12 13 

107 14 13 15 

108 9 10 10 

109 12 12 13 

110 14 13 14 

111 14 14 14 

112 13 13 13 

113 11 11 10 

114 11 14 15 

115 12 15 17 

116 9 12 11 

117 10 13 12 

118 11 14 13 

119 15 17 16 

120 11 12 14 

121 9 10 8 

122 8 10 7.5 

123 9 11 10 

124 12 14 12 

125 16 15 17 

126 12 13 14 

127 10 12 12 

128 10 10 10 

129 15 14 16 

130 14 13 15 

131 12 12 13 

132 14 13 15 

133 9 10 10 

134 12 12 13 

135 14 13 14 

136 14 14 14 

137 13 13 13 

138 11 11 10 

139 12 13 12 
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140 16 14 15 

141 17 14 16 

142 13 13 13 

143 14 14 14 

144 11 12 11 

145 13 13 13 

146 11 12 11 

147 12 13 12 

148 12 12 12 

149 9 10 8 

150 8 10 8 

151 9 11 10 

152 12 14 12 

153 16 15 17 

154 12 13 14 

155 10 12 12 

156 10 10 10 

157 15 14 16 

158 14 13 15 

159 12 12 13 

160 14 13 15 

161 9 10 10 

162 12 12 13 

163 14 13 14 

164 14 14 14 

165 13 13 13 

166 11 11 10 

167 12 13 12 

168 16 14 15 

169 17 14 16 

170 13 13 13 

171 14 14 14 

172 11 12 11 

173 13 13 13 

174 11 12 11 

175 12 13 12 

176 12 12 12 

177 14 13 14 

178 13 12 13 

179 11 9 10 

180 10 8 9 

181 12 10 12 

182 9 11 10 

183 10 13 11 

184 11 14 12 

185 15 17 15 

186 11 12 11 

187 9 10 10 

188 8 10 9 

189 9 11 11 

190 12 14 12 

191 16 15 16 

192 12 13 13 
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193 10 12 11 

194 10 10 11 

195 15 14 16 

196 14 13 14 

197 12 12 11 

198 14 13 14 

199 9 10 10 

200 12 12 12 

201 14 13 14 

202 14 14 15 

203 13 13 14 

204 11 11 11 

205 12 13 13 

206 16 14 16 

207 17 14 17 

208 13 13 14 

209 14 14 14 

210 11 12 11 

211 13 13 13 

212 11 12 12 

213 12 13 13 

214 12 12 11 

215 14 13 13 

216 13 12 11 

217 11 9 10 

218 10 8 8 

219 12 10 11 

220 11 14 10 

221 12 15 13 

222 9 11 10 

223 10 13 11 

224 11 14 12 

225 15 17 15 

226 11 12 12 

227 9 10 8 

228 8 9.5 8 

229 9 11 10 

230 12 14 12 

231 16 15 15 

232 12 13 14 

233 10 12 12 

234 10 10 11 

235 15 14 16 

236 14 13 15 

237 12 12 12 

238 14 13 14 

239 9 10 10 

240 12 12 13 

241 14 13 14 

242 14 14 15 

243 13 13 14 

244 11 11 11 

245 12 13 13 
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246 16 14 15 

247 17 14 16 

248 13 13 13 

249 14 14 14 

250 11 12 11 

251 13 13 13 

252 11 12 12 

253 12 13 13 

254 12 12 11 

255 14 13 14 

256 13 12 13 

257 11 9 10 

258 10 8 9 

259 12 10 11 

260 9 11 9 

261 10 13 10 

262 11 14 12 

263 15 17 13 

264 11 12 11 

265 9 10 9 

266 8 10 8 

267 9 11 10 

268 12 14 12 

269 16 15 15 

270 12 13 13 

271 10 12 11 

272 10 10 10 

273 15 14 16 

274 14 13 14 

275 12 12 10 

276 14 13 13 

277 9 10 10 

278 12 12 12 

279 14 13 15 

280 14 14 13 

281 13 13 12 

282 11 11 11 

283 12 13 13 

284 11 14 15 

285 12 15 17 

286 9 12 11 

287 10 13 12 

288 11 14 13 

289 15 17 16 

290 11 12 14 

291 9 10 8 

292 8 10 8 

293 9 11 10 

294 12 14 12 

295 16 15 17 

296 12 13 14 

297 10 12 12 

298 10 10 10 
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299 15 14 16 

300 14 13 15 

301 12 12 13 

302 14 13 15 

303 9 10 10 

304 12 12 13 

305 14 13 14 

306 14 14 14 

307 13 13 13 

308 11 11 10 

309 12 13 12 

310 16 14 15 

311 17 14 16 

312 13 13 13 

313 14 14 14 

314 11 12 11 

315 13 13 13 

316 11 12 11 

317 12 13 12 

318 12 12 12 

319 14 13 14 

320 13 12 13 

321 11 9 10 

322 10 8 9 

323 12 10 12 

324 9 11 10 

325 10 13 11 

326 11 14 12 

327 15 17 15 

328 11 12 11 

329 9 10 10 

330 8 10 9 

331 9 11 11 

332 12 14 12 

333 16 15 16 

334 12 13 13 

335 10 12 11 

336 10 10 11 

337 15 14 16 

338 14 13 14 

339 12 12 11 

340 14 13 14 

341 9 10 10 

342 12 12 12 

343 14 13 14 

344 14 14 15 

345 13 13 14 

346 11 11 11 

347 12 13 13 

348 16 14 16 

349 17 14 17 

350 13 13 14 

351 14 14 14 
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352 11 12 11 

353 13 13 13 

354 11 12 12 

355 12 13 13 

356 12 12 11 

357 14 13 13 

358 13 12 11 

Sum 4254 4392 4372 

Mean 11.88268 12.26816 12.21229 

Std. Dev. 2.108123 1.636212 2.188182 
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Abstract 

Some organizational climate and management practices that are driven by managers seems 

rather ineffective and kills creative potentials, abilities, and commitments of the employees. 

Also, many employers tend to diminish their employees job satisfaction with their poor 

tangible reward system. When employees cannot meet their primary and immediate needs 

due to poor visible work reward system that tends to limit job satisfaction and limiting their 

creative potentials. The specific objectives of the paper are to determine the impact of 

workplace environment on employees job commitment, and to analyse the effect of extrinsic 

reward on employees job satisfaction. This paper adopted survey design with the population 

of 109 members of the Micro-finance banks in Owerri. The sample size of 85 was selected. 

Data were collected from both primary and secondary sources, which were analyzed using 

Pearson product moment correlation and regression models. The findings revealed that 

workplace environment affect employees job commitment and increases the creative 

potentials of employees; and extrinsic reward impact on employee job satisfaction. Thus, the 

study concludes that employers should take into consideration the economically viable pay or 

salary of their employees, good working conditions, promotion, fringe benefits, bonus, 

commission and profit sharing, these factors to a large extent determine the level of job 

commitment and satisfaction of the employees.  

Key words: Organization, Creativity, Management, Motivation, Employee and Productivity. 
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Background of the Study 

Introduction 

Business organizations cannot survive or achieve the purpose for which they are been 

established without the resources; human and non-human elements. The most crucial is the 

human resources. In Muhammad et al (2019) the role of HR is more important than tangible 

resources because a human has to utilize tangible resources effectively and efficiently for a 

better outcome. They further state that the role of creativity is considered as an important 

factor in the performance of every firm in this era of highly competitive environment. Dubina 

(2005) cited Carayannis and Gonzales (2003) in today‘s dynamic business environment; 

creativity represents a key factor for economic success of organizations interested in long-

term competitive development. Firms using their employees‘ creativity had been shown to 

have conclusive advantages over those who neglect this factor. The employees come into 

organizations with potentials, knowledge, talents, capabilities, skills, creative abilities, talents 

and aptitudes, and attitudes. Organizations depend on these potentials to be competitive, 

grow, expand and survive in an unpredictable business environment. It therefore becomes 

imperative that these unique and important human elements must be properly harnessed. This 

however becomes the responsibility of the managers. 

Managers perform numerous roles in an organization, but according to Stachová et al (2018) 

the primary role of company management is to create an environment that promotes creative 

behaviour of employees, since the environment in which they work is one of the most 

motivating factors. The actions, attitudes and styles of managers towards employee creativity 

could make or mare the performance of employees. In Shin & Zhou (2003) in Sirkwoo 

(2015) past studies have shown that employees tend to engage in more rather than less 

creative behaviors when their managers exhibit certain leadership behaviors, including 

showing enthusiasm for new ideas and providing individualized coaching i.e., 

transformational leadership. Similarly, in Stachová et al (2018) leadership style and the 

development of abilities and skills of human capital, determine to a large extent company 

innovative direction.  

The creativity management approach existing in an organization could stimulate (motivate) 

the creative abilities of employee to contribute towards the achievement of the organizational 

goals. Motivation is one of the key factors of creativity. Others included expertise and 

creative-thinking skills (Amaile; 1998). 

Statement of the Problem 

Employees are human capital whose value could be properly measured and harnessed to give 

their best. However, the level and frequency of employee creativity is heavily influenced by 

organizational climate and management practices that are driven by managers. Some of these 

practices, principles, techniques, and methods are rather ineffective and would rather kill 

creative potentials, abilities, and commitments of the employees.  

Many employers tend to diminish their employees job satisfaction with their poor tangible 

reward system. Most employees feel demotivated when they cannot meet their primary and 

immediate needs due to poor work reward system thus, limiting job satisfaction and limiting 

their creative potentials.   
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Objectives of the Study 

The major aim of this paper is to investigate the effect of creativity management and 

employee productivity in the organization. However, other specific objectives are; 

i. To determine the impact of workplace environment on employees job commitment.   

i. To analyse the effect of extrinsic reward on employees job satisfaction. 

Research Questions 

ii. What is the impact of workplace environment on employee job commitment?  

iii. What is the effect of extrinsic reward on employee‘s job satisfaction?  

Statement of Hypothesis 

Ho1: There is no relationship between workplace environment and employee job 

commitment. 

Ho2:  Extrinsic reward does not affect employee‘s job satisfaction. 

 

Literature Review 

The Concept of Creativity  

The word creativity has received different meanings and definitions from different people 

especially scholars and entrepreneurs. According to Amabile & Pillemer
 
(2012) in Wenjing 

(2018) creativity has been a topic of interest for both scholars and practitioners for more than 

35 years. Danniel Burrus in Huffpost.com ―Creativity is a function of knowledge, curiosity, 

imagination, and evaluation. The greater your knowledge base and level of curiosity, the 

more ideas, patterns, and combinations you can achieve, which then correlates to creating 

new and innovative products and services‖  

De Bono (1996) in Antoniites (2003) defines creativity as the formulation or creation of 

something that was not previously available in its present state. Value is continually placed 

on or added to the new creation. This is compared to the work of an artist who is always 

creating something new, which consequently has a certain value. In Muzzio and Paiva Junior 

(2018) citing (Amabile, 1997) creativity is the process of creating ideas and entails the 

emergence of a new element capable of establishing new socio-economic standards, 

culminating in innovation. 

Creativity is differentiated from innovation. West (1999) in Sundgren and Styhre (2014) the 

terms creative and innovative often tend to overlap in much of the research and management 

literature. A distinction can be made between them by treating creativity as the generation of 

ideas for new and improved ways of doing things and innovation as the implementation of 

those ideas in practice, while from the views of  (Caniëls, Stobbeleir and Clippelee 2014; 

Baer 2012) in Muzzio and Paiva Junior (2018) creativity is considered to be an independent 

process that takes place before innovation, but with the relationship that creativity is linked to 

idea generation and innovation being related to the commercial application of such ideas. 

Creativity Management 
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The term has been discussed in different literatures. Dubina (2005) notes that there is an 

increased interest of business in creativity and that the management of creativity appeared as 

a special theoretical and practical discipline some years ago. He further states that creativity 

management has been developing on theoretical and methodological bases of such disciplines 

as Research and Development (R&D) management, creativity psychology, organizational 

behaviour and innovation management. The Encyclopedia of Creativity, Invention, 

Innovation and Entrepreneurship (2013) defined Creativity Management as a system of 

principles, methods, techniques, practices and instruments for managing employee in order to 

get the maximum effect for the organization according to its goals, objectives, employee 

contingent and available resources.  

In Muzzio and Paiva Junior (2018) creativity management increases organizational creativity 

and enhances innovation through management practices that integrate individual skill, 

leadership orientation, and cultural symbolism, thereby allowing continuous growth of 

creative action through the creativity spiral.  According to Muzzio (2017) this type of 

management results from the intersection of the divergent managerial view and the deviant 

managerial direction, in a context that requires an intense creativity to boost innovation. He 

further states that the organizational conditions converge with the creative individual, creative 

culture and creative leadership style. 

Xu and Rickards (2007) in Sirková e tal (2014) see creative management as the study and 

practice of management, drawing on the theories of creative processes and their application at 

individual, group, organizational and cultural levels. They state further that creative 

management has two important meanings: a formal sense - as a fifth stage in the practice of 

management, emerging from the historical theories and practices of management from earlier 

stages and; in a less, formal meaning which refers to a management style which will become 

associated with the emerging fifth stage of management. 

Dubina (2006) rather summarizes the definition and meaning of creativity management with 

the following features;  

 Generation and evaluation of new ideas, 

 Development of techniques for creative thinking, 

 Support, facilitation and development of employee creativity, 

 Encouraging and fostering creativity, 

 Organizing, monitoring and directing creativity, 

 Assessment of the effectiveness of different programmes for employee creativity 

development, 

 Construction of an optimal environment for creativity, 

 Elimination of blocks to creativity and 

 Creativity audit (creativity measurement and assessment of creative climate in a 

company). 
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Fig 1 

    Theoretical concept of Creativity Management 

 

 

 

 

 

 

 

                                 

 

Source: Muzzio, H and Paiva Junior, F.G. (2018). Organizational Creativity    Management:
 

Discussion Elements. http://rac.anpad.org.br. 

 

Workplace Environment and Employee Job Commitment 

Work environment pertains to the surrounding conditions in which an employee operates. It 

is composed of both physical conditions and work processes or procedures. According to 

Duru and Shimawua (2017) work environment has both positive and negative impact on the 

psychological well-being of the workers. They further state that work environment can be 

thought of simply as the environment in which people work.  

Oludeyi (2015) citing (Briner, 2000; Chandrasekhar, 2011) work environments have many 

properties, components or factors that may affect both physical and psychological well-being 

of workers. How well employees engage with factors in their working environments 

influences to a great extent their error rate, level of innovation and collaboration with other 

employees, absenteeism and ultimately, how long they stay in the job which is a function of 

their commitment towards work. They further identified the workplace factors that could 

make employees either to leave or stay, which included; role congruity, workplace incentives, 

performance feedback, mentoring/coaching, goal-setting, defined processes, supervisor 

support, job aids, environmental factors, physical factors, and opportunity to apply new skills.  

Allen and Meyer (1990) in Onyewobi, et al (2012) classified organizational commitment into 

three basic elements. The three component of organizational commitment includes affective, 

continuance and normative as the three dimensions of organizational commitment. He viewed 

affective commitment as the employee‘s emotional attachment to, identification with, and 

involvement in the organization. The continuance component refers to commitment based on 

the costs that the employee associates with leaving the organization. The normative 

component refers to the employee‘s feeling of obligation to remain with the organization. 

Extrinsic Reward and Employee Job Satisfaction 

INDIVIDUAL 
Motivation/communication 

/ learning/openness to 
change/openness to 

criticisms 

LEADERSHIP 
Availability of time/Challenges 

subordinates/Availability of 
resources/ Expanded training/ 

Favorable environment 

 

CULTURE 
Values ability/Tolerance for 
mistakes/Values the group/ 

Encourages divergence and a 
critical attitude 

http://rac.anpad.org.br/
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Bajracharya (2018) extrinsic rewards are the physical ones that come from an external source 

(employers) only. A properly designed extrinsic reward can also be emotionally attached with 

the employees as employees value such rewards. An extrinsic reward is also directly related 

to the job performance of the employees but it is not necessary that employees receive a 

reward every time they accomplish a task. It depends upon the policy of the company. They 

included pay, promotion, fringe benefit, bonus, commission, improved working condition and 

profit sharing.  Byars et al (2000) see extrinsic rewards as consisting of compensation given 

to personnel, either in the form of direct, indirect, or non-monetary compensation. According 

to them direct compensation is direct payment in the form of salary or basic wage, 

honorarium overtime or holiday, profit sharing, share distribution, and other bonuses based 

on personnel performance; and indirect award is all payments for the welfare of personnel 

such as accident insurance, old age insurance, vacation honorarium, sickness allowance. Non-

monetary rewards can be something the company gives extra to its personnel, such as a 

workspace that has a privileged location and facilities, special parking spaces, privileged 

degrees and personal secretaries. 

Some researchers have discovered that extrinsic rewards have directly and positively make 

impact on employee satisfaction (Farzana et al; 2016). In Duru and Shimawua (2017) job 

satisfaction is the extent to which a person‘s hopes, desires and expectations about the 

employment one is engaged in are fulfilled. According to them, when employees have a 

positive and friendly work environment, this can lead to job satisfaction which will in turn 

bring about increased productivity; and when there is hostile work environment, employee 

will not have the desired satisfaction and productivity will be adversely affected. 

Walker (1998) in Farzana et al (2016) explained that by awarding employees with rewards 

can increase the level of job satisfaction by doing this the organizational environment will be 

changed. By giving employees self respect job satisfaction can be achieved its highest goals 

and objective (Metzler, 1998).  

Theoretical Framework 

This paper is anchored on the Ability–Motivation–Opportunity (AMO) theory. AMO theory 

states that employees‘ performance in organizations is influenced by the presence of three 

work systems: ability-enhancing practices, e.g. using appropriate selection, hiring, and 

training instruments to improve employees‘ abilities; motivation-enhancing practices that is, 

designing practices to stimulate employees‘ motivation; and opportunity-enhancing practices 

that involve providing opportunities to enable employees to perform better (Cai et al; 2020).  

The theory according to Apelbaum, et al (2000) summarize that people perform well when 

they have the skills, knowledge and abilities to perform (A = abilities); when they have 

motivation to perform (M =motivation); and when they are provided with opportunities and 

support from an organization to perform (O = opportunity). The equation for this theory is p 

= f (Ability, Motivation, Opportunity). That is, to increase the three dimensions in pursuit of 

high employee performance, organizations can provide various HR practices: ability 

practices, motivation practices, and opportunity practices. 

This theory is relevant to this study in that it postulates the need to match ability with 

motivation to elicit desired performance from employees. Thus, this study is anchored on this 

theory since it gives an description of how the right performance can be generated from 

employees irrespective of their innate and learned abilities. 

Empirical Review 
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Humera and Muhammad (2016) conducted a research to find out the relationship between 

employee‘s creativity and its impact on performance of the firm. In their research they have 

taken a sample size of 70, using questionnaires. These questionnaires were made on (google 

form) in order to be environment friendly. Analysis was done using correlation coefficient 

and regression model. It was found out that most of the case was that if employee's are 

empowered that will have a positive impact on the performance of the firm. Empowering the 

employee would lead in utilizing the resources efficiently, effectively which will lead to 

maximizing the firm overall performance and market share as well. 

Duru and Shimawua (2017) carried out a descriptive research to investigate the effect of work 

environment on employee productivity; a case study of Edo City Transport Services Benin 

City, Edo State, Nigeria with a sample size of 133 selected participants. Data were collected 

using both primary and secondary data sources. The analysis was done using simple 

percentage method. It was concluded that good working environment increases individual 

output therefore leading to growth of the organization; and good physical working 

environment inspires workers to spend more time in their various offices, employees 

responded emotionally better towards the provision of good office environment by not 

absenting themselves unnecessarily from work, lateness to work and other negative attitude 

will be drastically reduced. 

Muhammad, et al (2019) carried out a study with the purpose to investigate the effect of 

motivation on employee‘s creativity in the NGO sector of Southern Punjab. Data were 

collected through 210 questionnaires from employees of the NGO sector in Southern Punjab, 

Pakistan. SPSS software was used to check the accuracy and significance of the hypothesis. 

The outcomes of this study showed that motivation has a positive significant impact on an 

employee‘s creativity. More specifically, the motivated employee‘s exposed fruitful 

creativity in their work which increased their performance. 

Research Methodology 

This study is a descriptive research and a survey design was adopted. Data were collected 

from both primary and secondary sources. The population of the study is made of the 109 

staff members of the eight (8) selected Micro-Finance Banks in Owerri metropolis. These 

banks were selected based on their accessibility for information and proximity to the 

researchers. The sample size of 85 was determined using Taro Yamane formula. Simple 

random sampling was adopted which allowed every element in the population the chance of 

being selected. 

Description of the Research Instrument. 

For the study, questionnaire was used as the research instrument, the questionnaire was 

designed using the Five-point Likert scale that ranges from Strongly Agree (SA), Agree (A), 

Undecided (UD), Disagree (D) and Strongly Disagree (SD). 

Strongly agree 5 points  

Agree   4 points 

Undecided  3 points 

Disagree  2 points 

Strongly disagree 1 point 
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Method of Data Analysis. 

The data collected from the respondents were tabulated and analyzed using descriptive 

statistics of table of percentage, mean and standard deviation. The hypotheses were tested 

using Pearson Product Moment Correlation and Regression analysis model aided by SPSS 

v21. 

Pearson‟s Correlation Coefficient 

r    =        n (∑XY) – (∑X)(∑Y) 

          √ (n∑X
2
-(∑X)

2
 (n∑Y

2
 – (∑Y

2
)  

Degree of Freedom (df) = n-2 

Decision Rule: We shall reject Ho if  tcal > tα/2  , v 

 

 

Data Presentation and Analysis. 

    Table 1   Administration of Questionnaire 

 

S/N 
No. Administered No. returned/ Percent 

of No. returned 

No. not 

returned/Percent of 

No. not returned. 

No. 

Administered 

% of No. 

Administered 

No 

Returned 

% of No. 

Returned 

No. not 

Returned 

% of No. 

not 

Returned 

1 85 100% 74 87% 11 13% 

Source: Field Survey, 2020 

 

The table shows that out of the 85-questionnaire distributed only 74 i.e. 87% were returned 

while 11 which represent 13% were not returned by the respondents after several 

unsuccessful attempts to retrieve them. 

   Questionnaire Analysis  

    Table 1 

S/

N 
QUESTION ITEM RESPONSES Descriptive Statistics 

 WORKPLACE 

ENVIRONMENT 

SA 

5 

A  

4 

UD   

3 

D      

2 

SD

1 

N X STD 

1 Workplace design helps in 

performing my duty. 

42 27 1 1 3 74 4.41 .920 

2 Provision of safety measures at 

work boost morale 

52 18 0 2 2 74 4.58 .828 

3 Task complexity affects my 

performance level 

23 45 1 2 3 74 4.12 .891 

4 Workplace incentive is required 55 17 0 1 1 74 4.68 .685 
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for optimum performance 

5 Support from ones superior 

enhances performance. 

41 29 2 1 1 74 4.46 .744 

6 Comfort ability of the working 

hours is necessary for job 

accomplishment. 

43 26 0 3 2 74 4.42 .907 

 EMPLOYEE 

COMMITMENT     

        

7 I enjoy providing best services to 

customers.  

44 28 0 0 2 74 4.51 .763 

8 I have high loyalty for the 

organization  

53 21 0 0 0 74 4.72 .454 

9 I am identified with the 

organization goals. 

30 32 3 6 3 74 4.08 1.070 

10 I am happy with the incentive 

offered to me by the 

management 

48 20 1 4 1 74 4.49 .880 

11 The organization is the good 

place to work 

49 20 1 1 3 74 4.50 .925 

12 Morale in the organization is 

good. 

36 32 1 3 2 74 4.31 .905 

From the table above, it has revealed that workplace design, safety measures, task 

complexity, workplace incentive, superior support and working hours are aligned with the 

employees nature of services to customers, loyalty to the organization, identification, 

happiness, attitude to the organization and his morale. 

Table 2 

S/N QUESTION ITEM RESPONSES  

 EXTRINSIC REWARD SA 

5 

A  

4 

U

D   

3 

D      

2 

SD

1 

N    X STD 

1 I am happy with the salary I receive 

in the organization  

27 3

9 

1 3 4 74 4.1

1 

1.01

5 

2 I enjoy good working condition 42 2

8 

1 1 2 74 4.4

5 

.830 

3 Promotion in the organization is 

regularly and as at when due 

22 3

9 

0 1

1 

2 74 3.9

2 

1.07

0 

4 The fringe benefits offered in the 

firm is commendable 

20 4

3 

4 2 5 74 3.9

6 

1.02

6 

5 I do receive bonus and commission 

for extra work perform 

12 5

8 

2 1 1 74 4.0

7 

.604 

6 I take part in profit sharing in the 

organization 

29 4

0 

0 3 2 74 4.2

3 

.869 

 JOB SATISFACTION         

7 I am happiness with my present job 

responsibilities  

35 3

3 

2 1 3 74 4.2

7 

.911 

8 I have attachment towards the work 

I perform 

12 5

7 

0 3 2 74 4.0

0 

.759 
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9 I get full credit for the work I do 45 2

6 

1 2 0 74 4.5

4 

.666 

10 I feel my suggestions count in the 

organization during decision 

making. 

37 3

2 

1 3 1 74 4.3

6 

.821 

11 I get feeling of accomplishment 

from my job 

43 2

5 

2 2 2 74 4.4

2 

.891 

12 I feel my superior recognizes my 

input with respect. 

36 3

5 

0 1 2 74 4.3

8 

.806 

 

The table above has revealed that salary, good working condition, promotion, fringe benefits, 

bonus or commission and profit sharing affect the employees‘ happiness on the job, feelings 

of attachment, acceptance, and recognition of opinions, accomplishment, and their attitudes 

to the superiors. 

Test of Hypothesis 1 

Ho1: There is no relationship between workplace environment and employee job 

commitment. 

Correlations 

 Workplace_Environ

ment 

Employee_Commit

ment 

Workplace_Environme

nt 

Pearson 

Correlation 

1 .814
*
 

Sig. (2-tailed)  .049 

N 6 6 

Employee_Commitmen

t 

Pearson 

Correlation 

.814
*
 1 

Sig. (2-tailed) .049  

N 6 6 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

 

 

 

 

                                                               Model Summary
b
 

Mode

l 

R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .814
a
 .663 .579 .14096 1.628 

a. Predictors: (Constant), Workplace_Environment 

b. Dependent Variable: Employee_Commitment 

ANOVA
a
 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 

Regression .156 1 .156 7.864 .049
b
 

Residual .079 4 .020   

Total .236 5    

a. Dependent Variable: Employee_Commitment 

b. Predictors: (Constant), Workplace_Environment 
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Test of Hypothesis 2 

Ho2: Extrinsic reward does not affect employee‘s job satisfaction. 

Correlations 

Correlations 

 Extrinsic_Motivati

on 

Job_Satisfaction 

Extrinsic_Motivat

ion 

Pearson 

Correlation 

1 -.864
*
 

Sig. (2-tailed)  .026 

N 6 6 

Job_Satisfaction 

Pearson 

Correlation 

-.864
*
 1 

Sig. (2-tailed) .026  

N 6 6 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Regression 

 

Model Summary
b
 

Mode

l 

R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .864
a
 .747 .683 .10318 1.504 

a. Predictors: (Constant), Extrinsic_Motivation 

b. Dependent Variable: Job_Satisfaction 

 

ANOVA
a
 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 

Regression .126 1 .126 11.789 .026
b
 

Residual .043 4 .011   

Total .168 5    

a. Dependent Variable: VAR00002 

b. Predictors: (Constant), VAR00001 

 

 

Interpretation of Results 

From the test of hypothesis 1, the Pearson correlation value of 0.814 shows that the 

relationship between Workplace Environment and Employee Commitment is positive. Hence 

Workplace Environment accounts for about 81.4% variations in the Employee Commitment.  
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The strength of the relationship is strong since the value is greater than 0.3. Since the 

significant 2-tailed P-value is 0.049 which is less than the P value of 0.05 (significant value 

by default) accept the Alternate hypothesis (Hi) which states that there is significant 

relationship between Workplace environment and Employee commitment. This result is in 

corroboration with Duru and Shimawua (2017) research to investigate the effect of work 

environment on employee productivity with conclusion that good working environment 

increases individual output therefore leading to growth of the organization; and good physical 

working environment inspires workers to spend more time in their various offices, employees 

responded emotionally better towards the provision of good office environment by not 

absenting themselves unnecessarily from work, lateness to work and other negative attitude 

will be drastically reduced. 

From the test of hypothesis 2, the Pearson correlation value of 0.864 shows that the 

relationship between Extrinsic Motivation and Job Satisfaction is positive. About 86.4% 

variations of Extrinsic Motivation is explained in the Job. The strength of the relationship is 

strong since the value 0.856 is greater than 0.3. The significant 2-tailed P-value is 0.026 

which is less than the P value of 0.05 (significant value by default) accept the Alternate 

hypothesis (Hi) which states that Extrinsic reward affect employee‘s Job satisfaction. 

Summary of Findings/Conclusion  

From the results of the analysis carried out, effective creativity management practices 

increase employees creativity and enhances their innovative abilities. Such practices and 

methods involved having a good workplace environment; good workplace design, provision 

of safety measures, workplace incentive, supportive superior relationship and comfortable 

working hours in no doubt boost the employees‘ commitment which results in getting the best 

from them.  

Moreover, other factors that could increase the performance of employees that management 

should take into consideration included the pay or salary, good working conditions, 

promotion, fringe benefits, bonus, commission and profit sharing. These to a large extent 

determine the level of job satisfaction of the employees.  

Recommendations 

 Managers should ensure that the workplace environment is conducive for employees to 

perform. In other words, workplace design, provision of safety measures, workplace 

incentive, supportive superior relationship and comfortable working hours are necessary 

to boost employees‘ productivity. 

 Most employees are motivated by the external factors such as the pay or salary, good 

working conditions, regular promotion, fringe benefits, bonus, commission and profit 

sharing. Hence, the managers should make provision for these factors to encourage 

employees‘ creativity. 

 Superior-subordinate relationship affects employee creative abilities and potentials. 

Hence good interpersonal relationship should be encouraged among the members of the 

organization.  

 

References 



The Academy of Management Nigeria 

 971 

Amaile, T. (1998). How to Kill Creativity. Harvard Business Review from Sept – Oct 1998. 

Retrieved from hbr.or. 

Antoniites, A.J. (2003) 

Apelbaum, E.; Bailey, T.; Berg, P. (2000). Manufacturing Advantage: Why High-

Performance Systems Pay Off. USA; Cornell University Press. 

Bajracharya, S. (2018). Intrinsic and Extrinsic Rewards with Examples. Retrieved from 

https://www.businesstopia.net/human-resource/intrinsic-and-extrinsic-rewards 

Baer, M. (2012). Putting Creativity to Work: The Implementation of Creative Ideas in 

Organizations. Academy of Management Journal, 55(5), 1102-1119. 

https://doi.org/10.5465/amj.2009.0470  2209601624 

Cai,W., Khapova,S., Bossink, B., Lysova, E., and Yuan, J. (2020). Optimizing Employee 

Creativity in the Digital Era: Uncovering the Interactional Effects of Abilities, 

Motivations, and Opportunities. Int. J. Environ. Res. Public Health 2020, 17, 1038; 

doi: 10.3390/ijerph17031038. 

Caniëls, M. C. J., Stobbeleir, K. and Clippelee, I. (2014). The Antecedents of Creativity 

Revisited: A Process Perspective. Creativity and Innovation Management, 23(2), 

96–110. https://doi.org/10.1111/caim.12051. 

Dubina, I. N. (2005). Managing creativity: theoretical approaches to employees‘ creativity 

development and regulation. International Journal. Management Concepts and 

Philosophy, Vol. 1, No. 4, pp. 334. 

Dubina, I. N (2006).Optimising Creativity Management: Problems and Principles. Int. J. 

Management and Decision Making, Vol. 7, No. 6, 2006. 

Duru, C. E.  and Shimawua, D (2017). The Effect of Work Environment On Employee 

Productivity: A Case Study of Edo City Transport Service Benin City, Edo State, 

Nigeria. European Journal of Business and Innovation Research Vol.5, No.5, pp.23-

39, October 2017 

Farzana, R., Aslam, S., and Qasim, A. N.  (2016 ) Do Intrinsic and Extrinsic Rewards 

influence the Job satisfaction and Job performance? Mediating Role of Reward 

System. Journal of Management Info 11(1), 16-34 (2016). 

Humera, S and Muhammad, Q (2016).The Impact of Employees‘ Creativity on the 

Performance of the Firm. Research Issues in Social Sciences 1(2016) 1-12. 

Muhammad, A., Aamir, H., Raheel, N., Hafiz, M. S., Madiha, A., (2019). The Effect of 

Motivation on Employee Creativity: Evidence from NGO Sector in Southern 

Punjab, Pakistan. The International Journal of Business of Business & 

Management. Vol. 7 Issue 2 pp161-166. ISSN 2321–8916. 

Muhammad, A., Aamir, H., Raheel, N., Hafiz,  M. S., Madiha, A. (2019). The Effect of 

Motivation on Employee Creativity: Evidence from NGO Sector in Southern 

Punjab, Pakistan. The International Journal of Business & Management.  ISSN 

2321–8916 

https://www.businesstopia.net/human-resource/intrinsic-and-extrinsic-rewards
https://doi.org/10.5465/amj.2009.0470
https://doi.org/10.1111/caim.12051


Proceedings of the 14th Annual International Conference 

 972 

Muzzio, H and Paiva Junior, F.G. (2018). Organizational Creativity Management: Discussion 

Elements RAC, Rio de Janeiro, v. 22, n. 6, art. 6, pp. 922-939, novembro/dezembro, 

2018, http://rac.anpad.org.br. 

Oludeyi, O.S. (2015). A Review of Literature on Work Environment and Work Commitment: 

Implication for Future Research In Citadels of Learning. HRM 2 2015 5 11. 

Onyewobi, L. O., Suleiman, B & Muhammad-Jamil, A. (2012). Job Satisfaction and Job 

Commitment: A Study of Quantity Surveyors in Nigerian Public Service. 

International Journal of Business and Management .Vol. 7, No. 5; March 2012. 

Sirková M., Ali Taha V., Ferencová M., Šafárik P.J. (2003). An Analytical Study on 

Organizational Creativity: Implications for Management. 

Sirkwoo, J. (2015). Leading Employee Creativity: The Relationship Between Leadership 

Styles. Review of General Management. Vol. 21, Issue 1, Year 2015. . 

Stachová, K., Hlatká, M., Stacho, Z., Kapustina, L. M., (2018). Motivation of Employees for 

Creativity as a Form of Support to Manage Innovation Processes in Transportation-

Logistics Companies. 

Sundgren, M. and Styhre, A. (2014). Managing Organizational Creativity. 

https://www.researchgate.net/publication/258217714. 

Wenjing, C. (2018). Awakening Employee Creativity in Organizations. A Dissertation.  

Printed by: HAVEKA. IBSN: 978 90 5383 350 6. 

West, M.A. and Richards T., (1999), Innovation in: Encyclopaedia of Creativity, Academic 

Press, London. 

 

 

  

http://rac.anpad.org.br/
https://www.researchgate.net/publication/258217714


The Academy of Management Nigeria 

 973 

KNOWLEDGE MANAGEMENT AND SUSTAINABLE 

DEVELOPMENT IN ORGANIZATIONS IN IMO STATE 

 

 
1
 Dr Iwueke Obinna C. 

obinnachukwumaiwueke@gmail.com 

08035503212 

 
2
Dr. Mrs. Nene Ugorji, 

ugorjinene@gmail.com 

08037808161 

 
3
Emele, Eze A. 

aemele@fpno.edu.ng 

08067205509 

 
1,3

Department of Business Administration & Management  

Federal Polytechnic Nekede Owerri. 
2
Department of Public Administration,  

Federal Polytechnic Nekede Owerri. 

 

 

Abstract 

The changes occurring globally demand effective utilization of human capital aspect of 

knowledge management by Nations. It is obvious that the present situation of Nigerians 

economy requires a knowledge driven type of management which is a new innovative 

productivity factor. This entails the use of knowledge as the main driver of growth, wealth 

creation and competiveness across all industries. But the main challenge in knowledge 

management in Nigeria organizations how to turn tacit knowledge into explicit knowledge. 

This study is set out to determine the relationship between knowledge management and 

organizational effectiveness. Descriptive survey technique was used with focus on 

organizations in Imo State. The population of the study was 2000, while the sample size was 

373. Questionnaire was the as main instrument for data collection while Pearson‟s product 

moment correlation coefficient was used to test the hypothesis. The findings reveal that there 

is a strong positive significant relationship between knowledge management and sustainable 

development through competitiveness variable. The study concluded that knowledge 

management is a key factor that will make organizations competitive. The study 

recommended that government should properly invest in the educational sector because its 

main source of knowledge workers, expertise, experience and also ensure that human 

resourcing policies and practices produce quality employees who can contribute to 

knowledge creation generation dissemination and sharing. 

Keywords: knowledge management, knowledge society, knowledge, sustainable 

development and competitiveness. 
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Background of the Study 

Introduction  

One of the challenges to Nigeria sustainable development can be traced to the neglect of the 

development of the human capital. Hence, it is basic that in our present knowledge based and 

driven world a nation‘s human capital is its most valuable asset. Knowledge society produces 

knowledge workers and also provides the platform for knowledge management. Knowledge 

management need knowledge workers to achieve goals that are very strategic to organizations 

success in a dynamic environment. English oxford living dictionary defines a knowledge 

society as a society based on the acquisition, dissemination and use of information especially 

by exploiting information technology. So, it creates, shares and makes obtainable to all 

members of the society knowledge that can be used to advance and better the situation of 

mankind. A knowledge society is concerned with ability to recognize, produce, process, 

transform, propagate and use information put together in the form of knowledge for human 

development.  

But knowledge management goes further to treat the knowledge as a key resource. 

Knowledge management is concerned with storing and sharing wisdom, understanding and 

expertise accumulated in an organization about its processes, techniques and operations. 

Invariable it is a process of transforming knowledge resources by identifying relevant 

information and disseminating it so that learning can take place. The key factor here is 

learning that ensures the sharing of knowledge with linkages of people. Information as they 

learn from documented experiences. 

Knowledge management promotes the cause of knowledge and creativity in the people which 

are critical to sustainable development because of the educational factor in it. Invariable 

knowledge and information are foundational to human development, innovation and creation 

of opportunities. Hence, managers need to be equipped and understand the changing 

characteristics of knowledge, skills, attitudes, capabilities and practices that demand 

development of multiple talents. The change in the world economy as a result of the COVID 

19 pandemic which is affecting Nigerians economy adversely has provided a window of 

opportunity for knowledge management to take over from crude oil production as the 

principal wealth creating resources for the Nation. Hence knowledge management is critical 

to the sustenance of the Nation‘s future since it has become a decisive factor of production. 

Statement of the Problem 

Lajsa and Llyod (2014) stated that with knowledge for everyone via technology as the agent, 

economic growth and development are achievable in Nigeria. But this has been constrained 

by poor educational and technological infrastructures which contribute to dearth of 

knowledge workers who are needed to transform tacit knowledge into explicit knowledge. 

Objective of the Study 

The general objective of this study is to determine the relationship between knowledge 

management and sustainable development of organization in Imo State. 

However, the specific objective is: 

 To determine the extent to which knowledge management relates to competitiveness 

of organizations, in Imo State. 
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Research Hypothesis 

This research hypothesis was formulated for this study 

Ho1: knowledge management does not have significant relationship with competitiveness of 

Organizations in Imo state. 

Literature Review 

Knowledge Management  

Scarborough et al (1999) defined knowledge management as any process or practice of 

creating acquiring, sharing and using knowledge, wherever it resides, to enhance learning and 

performance in organisations. They suggested that it focused on the development of firm-

specific knowledge and skills that are the result of organization learning processes. 

Knowledge management focused on both stocks and flows of knowledge. Stocks include 

expertise and encoded knowledge in computer systems. Flows represent the ways in which 

knowledge is transferred from people to people or from people to a knowledge data. 

Tan (2000) defined knowledge management as the process of systematically and actively 

managing and leveraging the stores of knowledge in an organization. Knowledge 

management is about the management and motivation of knowledge workers who create 

knowledge and also share it. 

Knowledge 

Knowledge is defined as what people understand about things, concepts, ideas, theories, 

procedures and practices. Also, it can be viewed as know-how or when it is specific and 

expertise. According to Ryle (1949) know-how is the ability of a person to perform tasks and 

‗‘know-that‘‘ is holding pieces of knowledge in an individual‘s mind. 

Blacker (1995) opined that rather than regarding knowledge as something that people have, it 

suggested that knowing is   better regarded as something that they do. He further stressed that 

knowledge is multifaceted and complex, being both situated and abstract, implicit and 

explicit, distributed and individual, physical and mental developing and statics verbal and 

encoded. 

Nonaka (1991) suggested that knowledge is held either by individuals or collectively while 

Scarborough and Carter (2000) were of the view that knowledge emerges from the collective 

experiences of work and is shared between member of a particular group  or community. 

Invariably, knowledge is possessed by both employees and their organizations. 

Organizational operational, technical and procedural knowledge are stored in data banks in 

the form of reports, libraries, policy, documents, manuals and presentations. These are often 

moved in organizations through information systems, meetings workshops, written 

publications and communities practice. Organizations that have poor record keeping often 

have problem of efficient data base. 

Employees in Organizations possess knowledge acquired through their own experiences at 

work that will not necessarily be shared formally or informally with their colleagues. The 

knowledge may be crucial to the interest and success of the organization but are lost if 

remains locked in the minds of employee or taken elsewhere by them when and if they leave 

the Organization. It is very common to see some employees hoard knowledge that are very 
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critical, thus, knowledge Management is key to unlock, identify and disseminate such critical 

Knowledge. 

Explicit and Tacit Knowledge  

Nonaka (1991) and Takenchi (1995) stated that knowledge is either explicit or tacit explicit 

knowledge can be codified- it is recorded available and held in database, in corporate 

intranets and intellectual property portfolios. While tacit knowledge exists in people‘s minds, 

often very difficult to articulate in writing and is acquired through personal experience. As 

suggested by Hassen et al (1999) it includes scientific or technological expertise, operational 

know-how, insights about an industry and business judgement. The main challenge in 

knowledge managing is how to turn tacit knowledge into explicit knowledge. 

Knowledge workers which are products of well planned development and training 

programmes are required to turn tacit knowledge into explicit knowledge. 

Drucker (1993) defined knowledge workers as individuals who have high levels of education 

and specialist skills combined with the ability to apply these skills to identify and solve 

problems. 

Argris (1991) commented that knowledge workers are the nuts and bolts of management. 

Strategies of Knowledge Management 

Hassen et al (1999) identified two approaches to knowledge management: 

The Codification Strategy: here knowledge is properly codified and stored in data base where 

it can be accessed and used easily. Knowledge is derived from the individual who developed 

it, made independent of the individual and reused for various purposes. The knowledge is 

stored in some form of electronic repository for easy retrieval and use by other people 

without contacting the person who originally developed it. Hence, it is people-to-document 

approach that is document driven. 

The Personalization Strategy: here, knowledge is closely tied to the person who has 

developed it and is shared mainly through direct person-to –person approach that involves 

ensuring that tacit knowledge is passed on, the exchange is realised by establishing networks 

and encouraging face-to-face communication between individual and teams by means 

informal conferences, workshops, communities of practices, brainstorming and one-to-one 

sessions. This strategy is critical because the knowledge is often unique to the person who has 

it. 

Hassen et al (1999) suggested that the choice of strategy should be contingent on what 

organization does and how it does it. They further established that organizations that use 

knowledge effectively pursue either the codification or personalization strategy 

predominantly and use the other strategy to support their first choice. They pointed out that 

firms that try to excel at both risking failing at both. 

The Concept of Sustainable Development and knowledge Management 

According to Omer (2008) sustainable development means that human environment should 

be seen as an asset, a stock of available wealth. But if the present generation exhaust this 

wealth without investment for the future then there will be no resources for the future 
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generation. Hence, there is need to invest in the development and training of people who will 

develop new resources for the future. 

Adjumo and Adejumo (2014) stated that sustainable development is a development that 

meets the needs of the present without preventing or compromising future generations 

capacity to meet their own needs. Invariably it means not exhausting resources faster than 

nature can replenish in meeting the needs of the present without compromising the ability of 

the future generations to meet their own needs. 

Ake (1989, 2001) opined that the development of nation is hinged on the development of 

people and planning of human activity towards the development of science and technology. 

Among the several factors that account for economic growth of any nation, knowledge 

workers is very vital, that is why most Nation‘s human development is hinged on articulated 

education. Having this pointer Nigeria, need to increase human capital development and 

training which is the only key to increase proportion of knowledge workers in leadership 

positions and in every sector. This will trigger on knowledge management which will help 

the nation to understand the pace of change, identify what knowledge is needed and share it, 

for organizations to survive and succeed in the future. Finally, knowledge management will 

ensure that adequate attention is given to people who are with the knowledge not technology 

which supports the process. 

In the work of Halawi, McCarthy, and Aronson, (2006), "Knowledge management and the 

competitive strategy of the firm", they posit that Knowledge management (KM) has emerged 

as a strategy to improve organizational competitiveness and the purpose of their study is to 

identify the relationship between KM and the firm's competitive advantage. The methodology 

adopted is the review of the existing literature on KM and strategy formulation and they 

utilize the resource‐based view approach as a lens for fitting KM with strategic planning. The 

concept of strategy and KM integration is introduced. The findings revealed that KM is an 

important tool for strategic planning and thus helps attain competitive advantage for 

organizations. 

Eugenie & Munene (2017) assess the mediating effect of innovation in the relationship 

between knowledge management and business performance of SMEs in Rwanda. The study 

used a cross-sectional survey design to collect the data on a sample of 250 SMEs and 

bootstrap method was used to carry out mediation analysis. The findings revealed that 

innovation fully mediates the relationship between knowledge management and business 

performance of SMEs.  

Also, Muhammad & Robin (2018) investigated the moderating effect of technology 

orientation as an index of knowledge management and organizational performance. Their 

study adopted a unified-multidimensional research framework by integrating two diverse 

literature streams of business intelligence analysis (BI&A) and analyzed their mutual 

association on the impact of organizational performance. Their findings established that 

technology orientation affects the relationship between knowledge management and business 

performance 

Methodology  

The study adopted descriptive survey design with questionnaire as the major instrument of 

data collection. The population of the study is made up of 2000 employees of organizations in 

Imo state while Taro Yamane formula was used to determine the sample size 373, but 301 
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respondents duly filled and returned the questionnaire which represents 90% Pearson product 

moment correlation coefficient (r) was used to test the hypothesis. 

Taro Yamane formula = n =    
 

  ( )    
 

n = Sample size, N = population, e = error margin 

Pearson Correlation Moment Correlation = r =     
          

(    ) (  )        (  )
 

Where  

R= correlation coefficient 

X and Y = variables of interest  

X = independent Variable knowledge management = 

Y= dependent variable (competitiveness) 

Decision rule 

Reject Ho if computed p value is less than 0.05 or 0.01 

Analysis of Data  

Table I: Knowledge Management Construct 

Question Items  No of respondents  

SA=5     A=4       D=3      

SD=2    UN=1 

1. Organizations values and norms emphasizes sharing 

knowledge 

28 26 71 21 15 

2. Organizations design and development hardly facilitate 

knowledge sharing through networks and team works 

17 106 5 10 9 

3. Human resources policies and practices, facilitates the 

hiring and retention of quality employees who create and share 

knowledge in the organization 

20 17 135 99 30 

4. There is existing framework to integrate and interconnect 

work of highly educated specialized and workers. 

6 9 82 201 3 

5. Workshops conferences and seminars have adequately 

enabled knowledge to be shared on person –to –person basis. 

8 21 24 207 58 

Source: field Survey 2020  
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Table I revealed the responses to the various variables in knowledge management which are 

critical in organizations effectiveness 

 

Table 2:   Organizations competitiveness construct  

Question Items  No of respondents  

SA=5       A=4        D=3     

SD=2       UN=1 

6. Management Development process that focus on 

knowledge development and sharing leads to employee 

creativity and expertise. 

103 129 31 23 15 

7. Effective motivation and rewarding employees to share 

knowledge facilitates higher productivity and creativity. 

151 126 11 7 6 

8. Developed organizational and individual learning process 

generates and disseminate knowledge required for formulation 

implementation of the right strategies. 

 

112 122 21 16 30 

9. Information, technology is not critical in capturing and 

codifying explicitly and tacit knowledge required for setting 

up database and management of change 

2 12 98 162 29 

10. Organizations collective expertise and its distribution to 

wherever and whenever it is needed do not affect profitability. 

5 43 202 42 9 

Source: filed Survey 2020 

Table 2 indicated the responses of the various variables which are important is organizations 

effectiveness (competitiveness) 

Test of Hypotheses  

Ho: knowledge management does not have significant relationship with organizations 

competitiveness in organizations in Imo State. 

Table 3 Descriptive Statistics 

 Mean Std 

Deviation  

N 

Knowledge Management constructs  1.9882 1.2658 301 

Organizational competitiveness construct 2.3818 1.2998 301 
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Table 4 Correlation Matrix 

 Knowledge 

management 

construct 

Organization 

competitiveness 

Pearson correlation significance (2 tailed) 1 .889 

Knowledge management construct; sum of 

squares and gross-product  

563.373 187,237 

Covariance 1.053 351 

N 301 301 

Pearson correlation  .889 1 

Sig (2 tailed) .000  

Organizational competitiveness construct: 

sum of squares and gross-products  

187.737 373.933 

Covariance .351 .695 

N 301 301 

 Correlation is significant at the 0.01 level (2 tailed) 

Discussion of Findings 

Table 3 showed that descriptive statistics of mean (M), standard Deviation (STD, Deviation) 

and the number of respondent (N) are display for knowledge management had mean of 

1.9882 and standard deviation of 1.2628 and 301 respondents. 

Table 4 which is the Pearson product moment correlation Matrix of knowledge management 

and organizations competitiveness in organizations Imo state reveals that there is a significant 

relationship (r=0.889) at the 0.005 level of significance. The p-value is 0.0000 less than α = 

0.05 

Using Pearson‘s moment correlation with the aid of statistical package for social science 

(SPSS v20) the HO is rejected since the computed p-value is 0.889, therefore knowledge 

management has a strong positive significant relationship with organizational 

competitiveness. The result agrees with the findings of Mecklenburg et al (1999) who 

pointed out that knowledge management allows companies to make best use of their 

employees creativity and expertise. Blake (1988) stressed that the resources-based view of 

firms suggests that the source of competitive advantage lies within the firm (i.e. in its people 

and their knowledge not how it positions itself in the market.) Chris (2003) supported the 

finding in his study where he stressed that the skills required to sustain future organizations 

will be those related with information and knowledge rather than industrial skills which is no 

longer a premise but a foregone conclusion. 

Glirmai (2000) corroborated this finding in his study where he revealed that education is the 

key to empowering Nigerians to obtain the right attitudes, skills and knowledge that would 

drive the achievement of the visions of the Nation. 
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Conclusion and Recommendation  

The world is moving with the trend of knowledge management which is creating knowledge 

workers that are changing the economic models of their nations. Nigeria cannot continue to 

solely depend on oil and gas sector rather he has to join the train of managing knowledge 

which includes proprietary of technologies and systems as well as the human resource for 

there to be sustainable development, in organizations in every sector. 

It is therefore recommended that: 

The Government should invest in educational sector adequately because it brings about 

knowledge skills, expertise and experiences needed to stir the economy in dynamic and 

changing times. 

The Government should create and develop adequate infrastructure that will facilitate 

knowledge creation dissemination and sharing. Especially communication. 

Human resourcing policies and practice should give rise to quality employee who can, 

contribute to knowledge creation and sharing in organizations. 

Development of performance management process and organizational structure that provide a 

platform for employees‘ development and sharing of critical knowledge, through networks, 

team works and practices. 

Organizations, workshops, conferences, and seminars should be geared towards sharing of 

valuable knowledge on a person to person basis. 

Organizations should develop effective process of organizational and individual learning that 

will create, generate, share knowledge and as well as facilitate efficient data base building 

and maintenance. 
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ABSTRACT 

This study on the effect of brand extension strategy on customers preference of Coca – cola 

products in University of Calabar focused on determining the effect of the elements brand 

extension strategy such as perceived quality, perceived fit and customer familiarity on 

customers preference of Coca – cola products .The study adopted a survey research design 

which enabled the administration of a structured questionnaire on the 246 respondents within 

the University of Calabar community who constituted the sample size of this study and were 

using a purposive non probability sampling technique. The responses obtained through the 

questionnaire were subjected to statistical analysis using regression analysis, which in turn 

reveal that extended perceived quality, extended perceived Fit as well as customer familiarity 

all have an effect on customer preference for Coca- cola products in University of Calabar. 

Based on the above result it was concluded that when an organization effectively adopts and 

implements a branding strategy with special focus on perceived quality, perceived fit and 

customer familiarity , such a firm is bound to enjoy the preference of its products by 

consumers because once the view of the customer towards the above considered element of 

the branding strategy are favourable, it therefore implies that the customer would to a large 

extent extend such favourable response to the extended products of such an organization. 

Hence it was further recommended that Coca- cola should always ensure that the quality of 

their drinks remain a paramount consideration within the organization by ensuring that 

quality test and measures are put in place to help spot deficiencies in the production process. 

Because once the customer perceives a drink to be of quality, it has been proven that such a 

customer would always attribute such perceived quality to other variants of the brand. 

Keywords: Brand extension strategy, customer preference, perceived quality, perceived fit 

and customer familiarity  

 

1.0 Introduction 
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The increasing competitive forces in the global markets are according to Bahram, Saeed and 

Marjan (2013) forcing companies to differentiate themselves from competitors in order to 

survive and take advantage of the current opportunities of growth in the market, and the only 

way to differentiate from competitors is according  to Keller (1993) the establishment of 

strong brands that allow companies to increase the efficiency of their marketing expenses. 

Thus Srivastava and Shocker (1991) opines that the importance of a brand to an organization 

is not only measured in terms of the competitive advantages that such a brand provides in 

their present markets but also in the future opportunities that such a brand can provide in 

untapped markets, which would to an extent enable a firm to enter a new market by using an 

existing, well-known brand name in order to reduce both the cost of launching new products 

and the risk of product failure. Thus, a brand according to The American Marketing 

Association is a name, word or phrase, mark, sign, symbol, design or a combination of them 

used to distinguish a seller or group of sellers products from that of competitors. Furthermore, 

Kotler and Armstrong (2009) maintain that a brand represents a seller or manufacturer's 

product. In line with the above definition of a brand, Martinez, (2011), as well as Bahram, 

Saeed and Marjan (2013 ) all maintain that the strategy behind the leverage of the company 

brand  to new markets, products or sectors is known as brand extension. Therefore, Brand 

extension according to Arslan and Altuna, (2010) is defined as using a successful current 

brand for the introduction of new categories of products to the market. To  Kalu, Anyanwu 

and Samson (2014) Brand Extension is simply  the means by which an individual or firm 

introduces a new product under an existing brand name for the purpose of accommodating 

new or emerging demand while retaining existing customers, whereby the initial product 

becomes a parent brand. A well-known brand name according to Grime, Diamantopoulos and 

Smith (2002) helps the company enter new product categories more easily and also give a 

new product instant recognition and faster acceptance. Hence, for an organization to 

maximally enhance the preference of their product by customers through a successful brand 

extension campaign it must according to Klink and Smith (2001) always consider the 

judgement of consumers as regard the extended product, because such consideration when 

favourable would according to Romeo, (1991) ease the transfer of beliefs and attitudes 

associated with the parent brand to the new product. 

1.1 Statement of the problem 

In today‘s highly competitive environment, building strong brands according to Betty (2013) 

remains an important goal to any organization because strong brands have proved to enhance 

firms‘ economic performance. Although, organizations launching new products to sustain 

their stand in the market seems to be an attractive marketing strategy but the disadvantages of 

conducting such a strategy may overweigh benefits because according to Calantone and 

Montoya-Weiss (2004), nearly 35% of newly launched products failed to successfully capture 

their market. The contributing factors for these failures include high advertising expenditures 

and increasing competition which to an extent leads to a situation where it becomes difficult 

for the new product to be sustained and be successful in the market. Based on the above,  

many firms especially  Coca – cola  have adopted the concept of brand extension which 

according to Keller( 2007) involves utilizing and applying the established core brand name to 

new products to capture new and unexplored market segments as their strategic tool to 

generate more revenues, reduce marketing costs and product failure rates. Therefore, this 

study  seek to ascertain how the perceived elements of a brand extension strategy such as 

perceived quality, perceived fit as well as customer familiarity with parent brand in relation 

to the extended product affect the preference of Coca- cola products by customers in 

University of Calabar. 
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1.2 Objective of the study 

The major objective of this study is to determine the effect of brand extension on customer 

preference for Coca- cola products in University of Calabar, while the specific objectives 

includes  

1. To ascertain the effect of extended perceived quality on customer preference for 

Coca- cola products in University of Calabar. 

2. To ascertain the effect of extended perceived fit on customer preference for Coca- 

cola products in University of Calabar. 

3. To ascertain the influence customer familiarity has on customer preference for Coca- 

cola products in University of Calabar. 

 

1.4Significance of the study 

This study remains significant in a number of ways, firstly it would be beneficial to Coca- 

cola drink bottling firms in Nigeria because the study would expose how consumer react to 

new product extensions which to an extent can be used to plan brand extension campaigns. 

This study would also increase existing knowledge to scholars on the benefits of brand 

extension strategies on the overall customer preference for a firm‘s product. 

1.5 Scope of the study 

This study is centred on the effect of brand extension strategies on customer preference for 

Coca- cola products in University of Calabar. And as such would seek to ascertain how the 

perceived elements of a brand extension strategy such as perceived quality, fit and customer 

familiarity can possibly affect the preference of customers for Coca- cola products in 

University of Calabar. 

2.0 THEORITICAL FRAMEWORK AND REVIEW OF LITERATURE 

This chapter is concerned in empirically identifying theories that would form the auspices of 

this study and also anchor the conceptual review of literatures on key terms such as perceived 

fit, perceived Quality, customer familiarity and customer preference. 

2.1 Theoretical Framework 

The theoretical auspices upon which this study would be anchored upon is the Associative 

network memory theory and the Brand relationships theory. 

2.1.1 The Associative –Network Memory Theory 

The associative-network memory theory serves as the overarching theory for understanding 

brand extension evaluations and their feedback effects. Knowledge of a brand in consumer 

memory is held as network of brand information nodes, referred to as schema (Keller, 2007). 

Generally, consumers have a positive associations about an original brand compared to a 

brand extensions launch that once introduced could get revoked, and as result of such 

association favourable attitudes and beliefs are been transfer to the extension due to the 

interconnectedness among the memory nodes. If consumers are satisfied (dissatisfied) with an 

extension, positive (negative) extension-derived associations are created that flow over to a 
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parent brand scheme, thus leading to a feedback effect (Sheinin,2000). Parent brand 

evaluation is operationalized as consumer perceived quality, fit and familiarity, which refers 

to consumers‘ overall knowledge of brands that is composed of brand associations held in his 

memory.  

Summarily, this theory is of the postulation that brand extensions capitalize on the qualities 

and strength inherent in a parent brand and favourable brands possess greater positive 

attitudes among consumers, which in turn according to Bhat and Reddy, (2001) facilitates the  

acceptance of a new product bearing the brand name . 

2.1.2 Brand Relationships Theory 

 This theory was advanced by Gummesson (2002) and pointed that there exist relationships 

among human beings. Consequently, brand relationships are defined from relationship and 

relational values that are more personalized in consumers‘ minds. Individual relationships are 

generated by individuals based on individual brand values‘ perception and brand experiences. 

Prior studies have examined the personal relationship components between a brand and the 

customers. And a study examined by  Fournier (1998) revealed that the brand relationship 

quality with customers  is multi-faceted and consists of six dimensions exceeding 

commitment or loyalty which include, commitment or nostalgic attachments, 

interdependence in behaviour, intimacy, love/passion, brand-partner quality and intimacy. 

The above author further suggested casual friends/buddies, arranged marriages, committed 

partnerships, best friendships, marriages of convenience ,compartmentalized friendships, 

childhood friendships, courtships, dependencies, flings, kinships, rebounds/avoidance-driven 

relationships, enmities, enslavements and secret affairs, as the metaphors‘ typology for 

customer and brand relationships representations. 

2.2 Meaning of Brand Extension  

Band extension lacks a generally accepted definition and as such Farquhar (2009)  defines 

brand extension in terms of two forms namely; line extension and category extension, thus 

where the parent brand name is used for new products which targets different market 

segments within same category of products which the new product is new in the product line 

is referred to as line extension while an extension category occurs when the existent brand 

name is a new product category‘s‘ entering into the market. Based on the above definitions, it 

can be deduced that brand extension is concerned with utilizing the successful existent brand 

name for entering new product category. Hence, many companies adopt various brand 

extension strategies because building a brand is very expensive and requires a lot of extensive 

effort during marketing to make customers accept that brand or even make them want to 

associate with it.  

2.2.1Types of Brand Extension 

Brand extension according to Shafqat and Yasir (2016) is discussed from various 

Perspectives, and as such below are the various types of brand extension: 

1.  Horizontal Brand Extension: Horizontal brand extension according to Pitta and Katsanis 

(1995) can be defined as extending a parent brand to a new product in the same product class 

or to a product which is completely new for a company. In horizontal brand extension, Chen 

and Liu (2004) maintained that core brand name is used on new entrant product. There are 

two additional types of horizontal brand extension and they include line extension and 

franchise extension. In line extension, parent brand name is used to enter into new market 
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Brand Extension 

segment with same product class and minor changes while Franchise extension use parent 

brand name to enter into new market with different product category. Under this extension, 

Kahn, (1998) maintains that consumers often welcome the different variety as it provides 

them with more choice that satisfies their variety seeking needs.    Furthermore, Stegemann, 

(2011) maintains that franchise extension is a high risk but existing and new customers are 

motivated to buy a very different product which has been created from existing brand names. 

The introduction costs are higher as compared to line extension due to customers‘ 

unfamiliarity with the product, which results in increased marketing communications 

expenditures and distribution channel cost. 

2. Vertical Brand Extension: Vertical extension is the second type of brand extension, in 

which a new brand is introduced on the basis of price and quality. Vertical extension is 

simply defined by Keller and Aaker (1992) as the introducing of a similar brand to the same 

product category while being different in prices and quality. This type of brand extension 

according to Xie (2008) can be divided into upscale and downscale brand extension. Upscale 

vertical brand extension is brand extension done on the basis of a higher quality and higher 

price point as compared to the parent brand while down scale vertical brand extension is 

extending a brand with lower quality and price. However, Dacin and Smith, (1994) 

maintained that vertical brand extension remains a most commonly used extension strategy 

but however it oftentimes might create negative impact on the core brand and evaluation of 

its extended product when is not perceived appropriately by consumers. 

 Hence, below is a diagrammatic representation of the types of brand extension. 

 

 

 

 

 

 

 

 

 

 

 

 

Fig.1: Showing the types of brand extension 

Source: Shafqat and Yasir (2016). Brand Extension Success Elements. 
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To manage brand extensions effectively, marketers need to understand the relations between 

the variables or elements constituting the brand extension strategy because according to 

Aaker and Keller,(1990),  Bottomley and Holden(2001), Volckner and Sattler (2006), Betty  

(2013),are used by consumers to evaluate the brand extension before a shift or transfer in 

attitude occurs. Therefore, the brand extension elements includes 

1. Perceived Quality: Perceived brand quality is one of the element of brand extension 

strategy, To Zeithaml (1988) perceived quality is simply the consumer‘s perception 

about quality of product in association with the brand and performance of product. 

Perceived quality is the customer‘s decision based on intangible knowledge of quality 

and not necessarily based on specific attributes. Very often the use of established brand 

names is a good way to reach quality perception and this perception may take different 

forms for different types of industry. Perceived quality directly influences buying 

decisions; especially when a customer is motivated or capacitated to make a detailed 

analysis of the purchase. According to Aaker, (2008) perceived brand quality may also 

sustain a premium price, increasing the brand‘s profitability and its brand equity. 

2. Perceived fit:  Perceived brand fit as an element of brand extension strategy shows how 

closely related (or similar/congruent) an extension is with the parent brand. Perceived 

Brand fit according to Park, and Milberg (1991) is not only restricted to product category 

similarity but also brand concept consistency. The authors further stressed the fact that 

two different bases are used by consumers to evaluate an extension‘s goodness of fit 

which are product feature similarity and brand concept consistency. Product feature 

associations according to Aaker (2008)  is based on product category, product 

attribute/functional benefits, application, technology, channel, user and brand personality 

and self-expressive benefits while brand concept consistency implies consistency with 

brand associations. A fit may exist in any one of the associations that are made about the 

parent brand. The strength of a brand highly depends on the associations that the 

consumers make when they come across the brand name. If a brand has strong 

associations or fit, it will evoke the transfer of such positive attitudes by customers to the 

extended or new product.  

3. Parent Brand Strength: this element of the brand extension strategy according to Keller 

(1993) suggests that parent brand strength consist of brand awareness, brand image and 

consumer response to brand. For a successful brand extension, it is necessary that 

consumers must be aware about parent brand because consumer response and brand 

image are important components that form the parent brand strength. 

4. Marketing Support: Marketing support has some sub dimensions like advertising 

activities, product benefits, distribution, and sales promotion. This element of the brand 

extension strategy according to Betty (2013) can be exploited by managers from various 

dimensions in order to influence the market in favour of product success. Furthermore, 

Mohammad and Ronaghi (2010), maintain that marketing support such as Advertising 

support isvery necessary when a new or extended product is introduced in the market. 

5. Familiarity: Familiarity according to Campbell and Keller (2003) simply refers to the 

brand knowledge in the customer‘s mind. To Keller (2008) brand familiarity is simply 

the number of product related experiences that have been accumulated by the consumer 

through product usage and advertising. Familiar brands are different from non-familiar 

brands because customers make different associations with familiar brands whether for 

their own or family use, through friends or a contact in the press or advertising. 
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Familiarity, especially when addressing goods with low involvement, can guide the 

buying decision. Where there is no motivation for deeper evaluation, this insight may be 

fundamental (Aaker, 2008). When a customer is familiar with a brand name, he/she has 

more favourable attitudes towards it as compared to brand names he/she is not aware of. 

Therefore, if a customer is familiar with the brand, this will have a positive effect on the 

image of the extended product.  

2.3 The Concept of Customer preference 

Customer preference according to David (2018) is defined as the subjective tastes of 

individual consumers, measured by their satisfaction with those items after they have 

purchased them. This satisfaction is often referred to as utility. To Anojan and Subaskaran 

(2015) Customer Preference provides a key to gain actual success only to those brands which 

match best to the current environment. Customer preference is often times regarded as an 

indicator of consumer demand, because consumer choices are not always determined by 

preference alone. Choices are often limited by a consumer‘s income or budget, compared to 

the cost of the item as well as the quality of the product and the perceived satisfaction to be 

derived from such product. Customer preference determines what products people will buy 

and such understanding give the marketer an indication of consumer demand. This 

information often helps the marketer to ensure that each product been produced meet demand 

and remains capable of satisfying the needs and wants of the consumer. 

In summary, as the preference for one product over another increase, one product may outsell 

the other even if the price is much higher. However, when the preference is negligible, then 

price and availability become the determining factors over which one brand will sell well 

than other brands. 

2.4 Conceptual Model  

The conceptual model below as developed by the researcher is considered for this study. 

 

 

 

 

 

        Parent  New Product 

            Extension 

         Brand    

 

Fig.2: A Conceptual model 

Source: developed by the researcher 

The conceptual model above seek to ascertain how the perceived elements of a brand 

extension strategy such as perceived quality (which is the consumer‘s perception about 

Elements of Brand Extension 

Perceived Quality 

Perceived Fit 

 

Customer Familiarity 

 

Customer 

preference 
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quality of product in association with the brand and performance of parent brand in 

association to the extended product), perceived fit (which shows how closely related (or 

similar/congruent) an extension is with the parent brand) as well as customer familiarity 

(which is the brand knowledge in the customer‘s mind from parent brands to new product 

extension) can affect the preference of consumers of Coca cola brands in University of 

Calabar.  

 

2.4.1 Perceived quality of Parent Brand in relation to New Product Extension and 

Customer preference 

According to Zeithaml (1988), perceived quality  is the customer‘s decision based on 

intangible knowledge of quality, not necessarily based on specific attributes. Very often the 

use of established brand names is a good way to reach quality perception and this perception 

may take different forms for different types of industry. Perceived quality according to Aaker 

(2008) directly influences a customers buying decision, especially when a customer is 

motivated or capacitated to make a detailed analysis of the purchase, it may also sustain a 

premium price, increase the brand‘s profitability and performance. Furthermore, Martinez 

and Pina (2003) maintained that as customers attitudes towards brands have an effect on 

brand image, perceived quality of the brand extension is also likely to affect post extension 

corporate image, and for customers the quality of the brand/product is an important aspect 

when forming a perception about the brand, and the customer evaluates the brand according 

to his/her perceptions of quality which is sometimes more difficult than actually delivering 

high quality. More so, according to Pina Martinez, Chernatony and Drury (2006), customers 

who have strong attitudes about the quality of a brand tend to transfer these positive attitudes 

to the brand extension and consumers‘ acceptance of the extension increases if the parent 

brand is perceived to be of high quality and therefore, a highly perceived quality of a parent 

brand by customers highly impacts the image of the extension.  

Summarily, a study conducted by Tajzadeh and Moghaddar(2003) on the impact of brand 

extension on new product from Customers‘ Perspective revealed  that when perceived quality 

of the original product indicates a proper quality and there is good fit between the original 

and the new product, the perceived quality will be better transferred from the original product 

to the new one and vice versa. 

2.4.2 Perceived Fit of Parent Brand in relation to New Product Extension and Customer 

preference 

Perceived fit is how closely related (or similar/congruent) an extension is with the parent 

brand. Perceived Brand fit according to Park, Milberg  and Lawson, (1991) is not only 

restricted to product category similarity but also brand concept consistency. The authors 

further stressed the fact that two different bases are used by consumers to evaluate an 

extension‘s goodness of fit which are product feature similarity and brand concept 

consistency. Product feature associations according to Aaker (2008)  is based on product 

category, product attribute/functional benefits, application, technology, channel, user and 

brand personality and self-expressive benefits while brand concept consistency implies 

consistency with brand associations. The strength of a brand highly depends on the 

associations that the consumers make when they come across the brand name. If a brand has 

strong associations, it will evoke positive attitudes in customers. It is important to note that 

how a business is defined affects the direction the brand extension is going to take. The 

definition of the business actually affects the associations made about the brand. Perceived fit 
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between the extension and the parent brand may depend on the transferal of current skills or 

assets to making the extension, the perceived product class complementarity; and the 

perceived product class substitutability (Keller and Aaker, 1990). In the same study,  Keller 

and Aaker (1990) also stress the fact that the customer's perception of the difficulty of 

making the extension has a positive relationship with the evaluations of the extension. If it is 

more difficult to manufacture an extension, the consumer has a more favourable attitude 

towards the extension as compared to an easily manufactured extension. Summarily, Czellar 

(2003) maintain that the perceived fit between the extension category and the existing 

product category of the parent brand refers to the match between the specific image of the 

extended brand and the parent brand. And according to Aaker and Keller (1990), if 

consumers‘ perceived fit (both perceived category and brand image) is high and the perceived 

quality of the core brand is high, then the attitude towards the extension is likely to be 

positive. But In a situation where a new extension is launched and consumers encounter a 

situation where he/she possesses information or experience of both the parent brand and the 

extended brand, in this particular situation, a consumer is likely to process information 

related to both the parent brand and the extended brand to see whether any fit exists. 

However, If consumers feel there is a degree of consistency between the brand and the new 

product the chances of acceptance increase (Lahiri & Gupta,2005). 

2.4.3 Familiarity with Parent Brand in relation to New Product Extension and 

Customer preference 

Familiarity according to Campbell and Keller (2003) simply refers to brand knowledge in the 

customer‘s mind .Familiar brands are different from non-familiar brands and Customers 

according to Betty (2013) make different associations with familiar brands whether for their 

own or family use, through friends or a contact in the press or advertising. How well a 

customer knows a brand shows how familiar he/she is with the brand. To Keller (2008) brand 

familiarity is the number of product related experiences that have been accumulated by the 

consumer (through product usage and advertising). Betty (2013) further maintains that 

customers tend to buy brands that they are familiar with. Experiments as cited by Aaker, 

(2004) show that even if customers are shown some words that have no meaning and later are 

motivated to pick the names that they like, most of them choose the nonsense words they 

have been shown before, and  the same applies to brand names. When a customer is familiar 

with a brand name, he/she has more favourable attitudes towards it as compared to brand 

names he/she is not aware of. Therefore, if a customer is familiar with the brand, this will 

have a positive effect on the image of the extended product.  

2.5 Empirical review 

Several studies have been conducted to establish the relationship and association between 

brand extension strategies and the preference of customers one of such perculiar study was 

the one conducted by Bahram, Saeed and Marjan,  (2013) on the effect of Brand Extension 

Strategies upon Competitive Advantage in Service Companies from Costumers point of View 

mong Parsian Bank and its Affiliated Service companies in Isfahan City. The study revealed 

that the results indicate that the probability of success and acceptance of brand extension in 

order to have a competitive advantage was majorly influenced by the Perceived product 

quality, perceived fit between the extended product and other products of the brand and 

consumer's attitude to extension. 

Another study conducted by Sylva, Aham,  Maduenyoghasi  and Ikechukwu,  (2014) on the 

Effect of Brand Extension Strategy on Marketing Performance of Coca- cola Bottling Firms 
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in Nigeria revealed that The study therefore concluded that the combined influence of 

Product Category similarity such as fit perception does provide strong leverage to firms‘ 

overall marketing performance. It was therefore recommended that provided firm‘s core 

brands are shielded from image-dilution, firms should continue to infuse fit perception of 

core brands on extended brands tailored to provide bundles of extra solution to demand, to 

accommodate all categories of consumers, and thus maintain corporate relevance while 

making profit through sustained growth rate of sales. 

3.1 Research design, Sampling Procedure and sample size determination  

The survey research design was adopted in order to enable the researcher obtain first hand 

data from consumers of Coca- Cola brands within the study area. The purposive/ judgemental 

non probability sampling technique was adopted in the study .This is because the sampling 

technique enables the researcher to choose the sample based on who they thinks would be 

appropriate for the study because the main objective of purposive sampling is to arrive at a 

sample that can adequately answer the research objectives. Therefore, in determining the 

sample size from the research population which is unknown the Top man formula was 

adopted 

Therefore, the Topman‘s formula is represented below as  

n  =Z
2
PxQ 

     E
2
 

Where n = Sample size; 

Z= confidence interval 

P = Probability of positive response. 

Q= Probability of negative response. 

E= amount of error that can be allowed. 

Therefore,. P is represented as 80%. While Q is represented as 20%, while Z is represented as 

96 and E is represented at5% 

Substituting into the above formula, 

n  =1.96
2
(0. 80x0.20) 

      (0.05)
2
 

n  =3.8416 x0.16     = 0.614656 

          0.0025     0.0025 

    n = 245.8   . Approximately 246 

Therefore, the sample size for this study is 246 consumers of Coca cola brands in University 

of Calabar. 

3.2 Data analysis technique 

The data collected in the course of this research work would be presented in tables and 

further analysed using simple regression analysis. This tool exists in the statistical package 

for the social sciences (SPSS) and is aimed at ascertaining the effect predicting variables has 

on the dependent variable. 
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4.0 DATA ANALYSIS 

This section of this study seeks to test the hypothesis formally stated in the course of this 

study and a 0.05 level of significance would be used for testing the hypothesis, 

Objective One  

H0: Extended perceived quality does not have an impact on customer preference for Coca- 

cola products in University of Calabar. 

H1: Extended perceived quality have an impact on customer preference for Coca- cola 

products in University of Calabar. 

Table 4.2.1: Model Summary showing the impact of Extended perceived quality on 

customer preference for Coca- cola products in University of Calabar. 

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

Estimate 

1 .482
a
 .233 .229 2.32687 

Predictors: (Constant), Perceived quality 

Table 4.2.2: ANOVA
a
 showing the impact of Extended perceived quality on customer 

preference for Coca- cola products in University of Calabar 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 400.503 1 400.503 73.971 .000
b
 

Residual 1321.091 244 5.414   

Total 1721.593 245    

Dependent Variable: customer preference 

Predictors: (Constant), perceived quality 

Table 4.2.3: Regression Coefficients
a
 showing the impact of Extended perceived quality 

on customer preference for Coca- cola products in University of Calabar. 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 3.940 .390  10.109 .000 

Perceived quality .442 .051 .482 8.601 .000 

Dependent Variable: customer preference 

 

Interpretation of result  
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The regression analysis conducted above was to determine the showing the impact of 

Extended perceived quality on customer preference for Coca- cola products in University of 

Calabar Table 4.2.1 above summaries the statistics and the results of the analysis as shown in 

table 4.2.2 and 4.2.3 produced an R-square =.233, (F = 73.971) and (sig .000,< .05) the model 

has a correlation coefficient ( R) of . .482
a
. Therefore, the result implies that Extended 

perceived quality have an impact on customer preference for Coca- cola products in 

University of Calabar because the sig. 000 is < .05. Hence, the alternative hypothesis stating 

that Extended perceived quality have an impact on customer preference for Coca- cola 

products in University of  Calabar is hereby accepted. 

Objective Two 

H0: Extended perceived fit does not have an impact on customer preference for  Coca- cola 

products in University of Calabar. 

H1: Extended perceived fit have an impact on customer preference for Coca- cola products in 

University of  Calabar. 

Table 4.2.4: Model Summary showing the impact of Extended perceived Fit on 

customer preference for Coca- cola products in University of Calabar. 

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

Estimate 

1 .172
a
 .030 .026 2.61671 

a. Predictors: (Constant), perceived fit 

Table 4.2.5: ANOVA
a
 showing the impact of Extended perceived fit on customer 

preference for Coca- cola products in University of Calabar. 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 50.880 1 50.880 7.431 .007
b
 

Residual 1670.713 244 6.847   

Total 1721.593 245    

Dependent Variable: customer preference 

Predictors: (Constant), perceived fit 

Table 4.2.6: Regression Coefficients
a
 showing the impact of Extended perceived fit on 

customer preference for Coca- cola products in University of Calabar 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 5.687 .524  10.853 .000 
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Perceived fit .215 .079 .172 2.726 .007 

a. Dependent Variable: Customer preference 

Interpretation of result  

The regression analysis conducted above was to determine the impact of Extended perceived 

Fit on customer preference for Coca- cola products in University of Calabar Table 4.2.4 

above summaries the statistics and the results of the analysis as shown in table 4.2.5 and 4.2.6 

produced an R-square =.030, (F = 7.431) and (sig .007,< .05) the model has a correlation 

coefficient (R) of .172
a
. Therefore, the result implies that Extended perceived Fit have an 

impact on customer preference for Coca- cola products in University of Calabar because the 

sig. 000 is < .05. Hence, the alternative hypothesis stating that Extended perceived Fit have 

an impact on customer preference for Coca- cola products in University of Calabar is hereby 

accepted. 

Objective Three 

H0: Customers familiarity does not have an influence on customer preference for Coca- cola 

products in University of Calabar. 

H1: Customers familiarity has an influence on customer preference for Coca- cola  products 

in University of  Calabar. 

Table 4.2.7: Model Summary showing the influence of Customers familiarity on 

customer preference for Coca- cola  products in University of Calabar. 

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

Estimate 

1 .404
a
 .163 .160 2.42973 

a. Predictors: (Constant), customer Familiarity 

Table 4.2.8: ANOVA
a  

showing the influence of Customers familiarity on customer 

preference for Coca- cola  products in University of Calabar. 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 281.115 1 281.115 47.618 .000
b
 

Residual 1440.479 244 5.904   

Total 1721.593 245    

a. Dependent Variable: Customer preference 

b. Predictors: (Constant), customer Familiarity 

 

Table 4.2.9: Regression Coefficients
a
 showing the influence of Customers familiarity on 

customer preference for Coca- cola  products in University of Calabar. 
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Model Unstandardized Coefficients Q t Sig. 

B Std. Error Beta 

1 

(Constant) 3.244 .572  5.676 .000 

Customer 

familiarity 
.629 .091 .404 6.901 .000 

Dependent Variable: Customer preference 

Interpretation of result  

The regression analysis conducted above was to determine the the influence of Customers 

familiarity on customer preference for Coca- cola  products in University of Calabar. Table 

4.2.7 above summaries the statistics and the results of the analysis as shown in table 4.2.8 and 

4.2.9 produced an R-square =.163, (F = 47.618) and (sig .000,< .05) the model has a 

correlation coefficient (R) of .404
a
. Therefore, the result implies that customer faniliarity 

have an influence on customer preference for Coca- cola products in University of Calabar 

because the sig. 000 is < .05. Hence, the alternative hypothesis stating that Customers 

familiarity  have an influence on customer preference for Coca- cola products in University 

of Calabar is hereby accepted. 

4.1 Discussion of findings 

The Effect Of Brand Extension Strategy On Customers Prefrence Of Coca – Cola Products In 

University Of Calabar has been determined and the impact of the various elements of a brand 

extension strategy such as perceived quality, perceived fit as well as customer familiarity 

with parent brand in relation to the extended product have  also been determined. 

H1: Extended perceived quality have an impact on customer preference for Coca- cola 

products in University of Calabar. 

The first hypothesis reveals that extended perceived quality have an impact on customer 

preference for Coca cola products in University of Calabar. Supporting this finding, Aaker 

(2008) maintained that Perceived directly influences a customers buying decision, especially 

when a customer is motivated or capacitated to make a detailed analysis of the purchase. 

Further supporting the above finding, Pina Martinez, Chernatony and Drury (2006), 

maintained that customers who have strong attitudes about the quality of a brand tend to 

transfer these positive attitudes to the brand extension and consumers‘ acceptance of the 

extension increases if the parent brand is perceived to be of high quality. 

H2: Extended perceived Fit have an impact on customer preference for Coca- cola 

products in University of Calabar. 

The Second hypothesis reveals that extended perceived quality have an impact on customer 

preference for Coca cola products in University of Calabar. Supporting this finding, Lahiri  

and Gupta (2005) opined that If consumers feel there is a degree of consistency between the 

brand and the new product the chances of acceptance  and preference by customers increase. 

Further supporting the above finding, a study conducted by Tajzadeh and Moghaddar(2003) 

on the impact of brand extension on new product from customers‘ perspective revealed that 

when once there is good fit between the original product and the new product, customer will 
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easily transfer perceived product quality and attributes from the original product to the new 

one and vice versa. 

H3: Customers familiarity has an influence on customer preference for Coca- cola 

products in University of Calabar. 

The last hypothesis reveals that Customers familiarity has an influence on customer 

preference for Coca- cola products in University of Calabar. Supporting this finding, Betty 

(2013) maintains that customers tend to buy brands that they are familiar with. More so, an 

experiment conducted by by Aaker, (2004) show that even if customers are shown some 

words that have no meaning and later are motivated to pick the names that they like, most of 

them choose the nonsense words they have been shown before, and  the same applies to 

brand names. When a customer is familiar with a brand name, he/she has more favourable 

attitudes towards it as compared to brand names he/she is not aware of. Therefore, if a 

customer is familiar with the brand, this will have a positive effect on the image of the 

extended product. 

5.0 Conclusion 

This study in conclusion maintains that branding extension strategies has a significant effect 

on the preference of customer‘s for Coca – cola products in the University of  Calabr. Based 

on such findings,  it is conclusively opined that when a n organization effectively adopts and 

implements a branding strategy with special focus on perceived quality, perceived fit and 

customer familiarity , such a firm is bound to enjoy the preference of its products by 

consumers because once the view of the customer towards the above considered element of 

the branding strategy are favourable, it therefore implies that the customer would to a large 

extent shift such favourable response to the extended products of such an organization.  

5.1Recommendations 

Based on the summary of findings and conclusion of this study, the following 

recommendations were proffered 

1. Coca cola should always ensure that the quality of their drinks remain a paramount 

consideration within the organization by ensuring that quality test and measures are 

put in place to help spot deficiencies in the production process. Because once the 

customer perceives a drink to be of quality, it has been proven that such a customer 

would always attribute such perceived quality to other variants of the brand. 

2. Coca cola should always ensure that the various attributes that are peculiar to their 

brands be incorporated to new product extensions because such attributes  are used by 

customers in deciding whether to transfer their preference to the new product or not. 

3. Coca cola should always endeavour to initiate programmes that are capable of 

educating as well informing customers about the peculiarities of their brands in order 

to get customers to familiarize with their products. Such programmes could be 

through effective advertisings and the use of sales promotion techniques to help 

stimulate customers‘ response to the organization drinks.  
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