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Introduction 

nnovation is one concept that has gained 

enormous popularity in both business research 

and practice (Nwankpa, 2017). Pinoy (2015) sees 

innovation as a specific tool for entrepreneurs. It’s 

the means by which the entrepreneurs take 

advantage of change for an innovated business or 

service. Innovation can be presented as a discipline, 

which is cultivatable or practical. The introduction of 

a novel or enhanced product, process, or service to 

the market place is innovation. It may include 

equipment, services, products, policies, processes 

and projects etc. As financial marketplaces become 

more dynamic, interests in the innovative processes 

and their management may increase manifolds. 

Innovation has been recognized to play an essential 

role in achieving a better performance within an 

organization. It represents the nucleus of the 

renewal processes within any organization. Until an 

organization changes what its offerings to the world 

are and the modes of creation and delivery of those  

I 
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offerings, it risks the prospects of declined growth and survival (Bessant, 

2015).  

Innovations can be implemented within organizations in relation to 

products, services, operations, processes and people. Gopalakrishnan and 

Damanpour (2019) defined product innovation as the creation of a novel 

product from new materials (totally new product) or the alteration of 

existing products in order to enhance customer satisfaction (customized 

and enhanced version of existing products). Product innovations are 

required by firms to cope with competitive pressures, changing tastes and 

preferences, short product life cycles, technological advancement (or 

contrarily technological obsolescence), varying demand patterns, and 

specialized requirements of customers (Siep, 2010). In production terms, 

process innovation can be referred to new or improved techniques, tools, 

devices, and knowledge in the manufacture of a product (Gopalakrishnan & 

Damanpour, 2019). Process innovation constitutes the sequence of 

employed by the researcher and questionnaire served as the instrument 

of data collection. The statistical technique was used for data analysis is 

Analysis of Variance (ANOVA). The findings revealed that product, 

process and market innovations all significantly affect and enhance 

productivity and patronage by institutions. Based on the findings, it was 

recommended that to allow for increased organizational performance, 

the variables of innovation strategies namely product, process, market 

and organizational innovation strategies need to be employed by 

organizations. More so, product and process innovation which are 

technology driven should be given proper attention with concerted 

efforts made to integrate it to the operations of the firms.  

 

Keywords: Innovation, Corporate performance, Manufacturing Firms, 

Organization, Product Innovation, Market Innovation, Process 

Innovation. 
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activities from the beginning of an initiative through implementation. It 

goes far beyond conducting a simple brainstorming session. 

Marketing innovation is the capacity to re-conceive the existing industry 

model in ways that create new value for customers, undermine 

competitors, and produce new wealth for all stakeholders, according to the 

organizational knowledge literature (Hanvanach, Droge & Calatone 2013). 

Marketing innovation is defined as that significant change in innovation that 

stems from the revelation of something new (Garcia & Calantone, 2012). The 

logic of marketing innovation emphasizes sales growth by shifting 

consumer demand from elastic to more inelastic market segments through 

the delivery of better value (actual or perceived) to the consumers (Hurley 

& Hult, 2018). Innovation in the workplace involves the implementation of 

new methods for distributing responsibilities and decision making among 

employees for the division of work within and between organizational 

activities and organizational units, as well as new concepts for the 

structuring of activities. The goal of innovation is to achieve corporate 

performance. To measure corporate performance in an organization, level 

of profitability, level of productivity, level of patronage, and industrial peace 

and harmony come to mind. However, in this study, the researcher used 

productivity, and patronage to measure performance.  In this direction, 

when the organization is achieving higher patronage through sales outlet/ 

branches, achieving high level of organizational productivity in line with 

employee high commitment, achieving reasonable expansion and 

maintaining industrial peace and harmony, it will mean organizational 

performance.  

 

OBJECTIVES OF THE STUDY  

The main objective of this study is to examine innovation and corporate 

performance of manufacturing firms. The specific objectives are to:  

1. identify the effect of product innovation on productivity; 

2. evaluate the extent market innovation affects patronage; 

3. examine the relationship between process innovation and market 

expansion; 
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RESEARCH QUESTIONS 

Based on the objectives of the study, the following research questions were 

posed for this study. 

1. To what extent does product innovation significantly affect 

productivity? 

2. What is the relationship between market innovation and patronage? 

3. What is the effect of process innovation on market expansion? 

 

RESEARCH HYPOTHESES 

Based on the objectives of the study and research questions, the following 

research hypotheses were formulated for the study. 

Ho1: Product innovation does not significantly affect productivity. 

Ho2: There is no significant relationship between market innovation and 

patronage. 

Ho3: Process innovation does not significantly enhance market expansion. 

 

CONCEPTUAL REVIEW 

Innovation  

Michael (2012) viewed innovation within the context of manufacturing 

industries as a means of developing and sustaining core competencies 

through development of internal capabilities, set ups of research and 

development departments, and strategized research scopes and 

investments. According to Wirtz (2010), innovation is the development and 

successful establishment of a technical, organizational, business related, 

institutional or social solution of a problem, which is perceived as 

groundbreaking and new, accepted by pertinent users and pursued by 

innovators in anticipation of an achievement.  

Houser et al (2016) stated that for success in innovation, organizations must 

take the needs of customers as paramount, and get them satisfied through 

innovative products/ services. However, further evidence in literature 

indicates the existence of at least eight types of innovation: Process 

Innovation, Product Innovation, Incremental Innovation, Radical 

Innovation, Administrative Innovation, Technology Innovation, Market 
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Innovation and Value Innovation (Seng et al, 2011). Companies that adapt 

their services and products to the needs and want of their customers tend 

to sell these products faster and gain sustainable competitive advantage 

over their competitors.  

 

Product Innovation 

Neely (2017) also defined product innovation as the creation of a novel 

product from new materials (totally new product) or the alteration of 

existing products in order to enhance customer satisfaction (customized 

and enhanced version of existing products). Product innovations are 

required by firms to cope with competitive pressures, changing tastes and 

preferences, short product life cycles, technological advancement (or 

contrarily technological obsolescence), varying demand patterns, and 

specialized requirements of customers. Product innovation is one of the 

most important components of competitive advantage to the organization. 

According to Loof and Heshmati (2006), product innovation offers future 

security to an organization from market competitors and threats. Product 

innovation is one important component of the growth process that 

surprises and delights the customer as they benefit from the new, 

differentiated and relevant changes (Loof & Heshmati, 2006). A successful 

product innovation provides a variety of products - a product mix.  

 

Process Innovation 

Process involves many functional aspects of an organization, including 

technical design, research and development, manufacturing, management 

and commercial activities. Bessant (2015), process innovation is most 

related to the creation of, or improvement in techniques, and the 

development in process or system. For instance, innovation in technology, 

skill, techniques, system and procedure used in the process of transforming 

input into output. In a production terms, process innovation can be referred 

to new or improved techniques, tools, devices, and knowledge in the 

manufacture of a product. Process innovation constitutes the sequence of 

activities from the beginning of an initiative through implementation. It 
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goes far beyond conducting a simple brainstorming session. The process 

combines both unconventional and conventional elements. It includes the 

existent consumer market trends and competitive analyses, but it also looks 

beyond them quickly.  

As an inspirational catalyst for breakthrough growth, it is maverick and 

entrepreneurial, rooted in a provocative, “all things-possible” perspective 

that demands radical thinking, challenging the status quo and calls for both 

left and right brain thinking from an organization’s stakeholders (Kotler, 

2011). According to Azaze and Haji (2005), process innovation is a team-

based approach which includes elements like facilitated workshop sessions: 

part information exchange, part exploration, part mediation, part creative 

invention and part improved theater. These sessions stimulate cross-

functional teams to look beyond the obvious answers and to explore and 

speculate about future possibilities.  

 

Marketing Innovation  

According to John (2009), market innovation deals with the market mix and 

market selection in order to meet a customer’s buying preference. 

Marketing innovation is the capacity to re-conceive the existing industry 

model in ways that create new value for customers, undermine 

competitors, and produce new wealth for all stakeholders, according to the 

organizational knowledge literature. Marketing innovation is defined as 

that significant change in innovation that stems from the revelation of 

something new. The logic of marketing innovation emphasizes sales growth 

by shifting consumer demand from elastic to more inelastic market 

segments through the delivery of better value (actual or perceived) to the 

consumers (Hurley & Hult, 2018).  

Moreira and Silva (2012) defined marketing innovation as an advancement 

which is the capacity of a firm to inventive or create new product leading to 

their marketing sustainability. Marketing innovation is defined as the 

upgrades in product design, estimating, situation, advancement, and the 

chance of survival. Market innovation needs to be done continuously by an 

organization because of the state-of-the-art marketing tools, particularly 
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through the internet which makes it possible for other competitors to reach 

potential customers across the globe at a rapid pace. Peters (2009) asserts 

that market innovation plays a vital role in fulfillment of market needs and 

in responding to market opportunities. In this respect, any market 

innovation has to be directed at meeting the demands and satisfaction of 

the customers. Marketing innovation should be taken as the key success for 

organization in business environment, particularly in strategic planning for 

future growth and for developing new products and services.  

 

Corporate Performance  

Various indicators such as effectiveness, efficiency, financial viability and 

relevance to stakeholders can be used to measure corporate performance. 

The existence of these multiple considerations means that, it is unclear that 

organizational purpose can be portrayed as unitary or that the multiple 

purposes of an organization are reliably consistent (March & Sutton, 2017). 

Richard (2009) further argued that a failure of measures to reflect an 

organization’s multiple constituencies may lead the organization to treat 

the satisfaction of others as pathology, rather than maintaining a healthy 

tension between them. The common measures used include financial 

measures such as return on assets, return on equity, amongst others.  

Additionally, the performance of an organization can also be measured by 
qualitative measures such as research and knowledge creation, resource 
generation, teaching and learning as well as competitiveness. This is the 
capacity of a system to meet demands for deliveries or performance. 
Product availability and deliverability can be used to express product 
performance. Domestic and global competition has made companies to 
strive for better ways of manufacturing products (Krajewski & Ritzman, 
2007). Thus if the Organization takes challenges as opportunities, and 
makes improvements in their current processes, they will be able to 
effectively face future threats (Krajewski, 2007).  
 

Customer Patronage 

According to Abdi (2014), the word customer or consumer patronage means 

a person or thing that eats or uses something or a person who buys goods 
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and services for personal consumption or use. People patronize 

organizations products/services at one time or the other. Customer 

Patronage is the support, encouragement, privilege, or aid that an 

organization or individual bestows to another (Carayannis, 2005). Customer 

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 a bank depends on how 

the customer perceives the banks services (Hooley, 2017). According to 

Ozor, (1998) patronage is the impulse desire and consideration within the 

consumer or customer which induce the purchase of goods or services from 

certain organization. 

 

Productivity  

Prokopenko (2006) defined productivity as the relationship between the 

output generated by a production or service system and the input provided 

to create this output. Kane (2015) defined the productivity as that which 

people can produce with the least effort. Because of its central importance 

to competitiveness and world prosperity, the topic of productivity has been 

a matter of interest since the beginning of industrialization. Productivity is 

perhaps one of the most important and influential basic variables governing 

economic production activities (Singh, Motwani, & Kumar, 2010; Tangen, 

2015). While high productivity can be a significant source of competitive 

advantage for companies (Grossman, 2013), it also contributes to the 

general well - being of a society.  

Due to the size of the manufacturing industry, productivity trends in this 

industry have notable effects on national productivity and on the economy 

as a whole (Allmon et al., 2010). Productivity is the ratio of what is produced 

to what is required to produce it. It measures the relationship between 

output and inputs. Also, productivity means how much and how well we 

produce from the resources used (Gronroos & Ojasalo, 2014; Calabrese, 

2012). Productivity is commonly defined as a ratio between the output 

volume and the volume inputs. In other words, it measures how efficiently 
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production inputs, such as labor and capital, are being used in an economy 

to produce a given level of output. 

 

Market Expansion 

Market expansion is calculated by taking the company's sales over the 

period and dividing it by the total sales of the industry over the same period. 

This metric is used to give a general idea of the size of a company to its 

market and its competitors (Michael, 2012). Investors look at market share 

increases and decreases carefully because they can be a sign of the relative 

competitiveness of the company's products or services. As the total market 

for a product or service grows, a company that is maintaining its market 

share is growing revenues at the same rate as the total market. A company 

that is growing its market share will be growing its revenues faster than its 

competitors.  

Market share increases can allow a company to achieve greater scale in its 

operations and improve profitability. Eccles (2011) submitted that 

companies are always looking to expand their share of the market, in 

addition to trying to grow the size of the total market by appealing to larger 

demographics, lowering prices, or through advertising. Neely (2017) 

contended that investors can obtain market share data from various 

independent sources (such as trade groups and regulatory bodies), and 

often from the company itself, although some industries are harder to 

measure with accuracy than others.  

 

THEORETICAL REVIEW 

Blue Ocean Theory  

This theory was propounded by Kim and Mauborgne in 1997. It is also known 

as value innovation, a concept originally outlined by Kim and Mauborgne in 

1997. They observed that companies tend to engage in head-to-head 

competition in search of sustained profitable growth. To the theorists, 

lasting success comes, not from battling competitors, but from creating 

blue oceans of untapped new market which encourage growth. Value 

innovation is the pursuit of differentiation and low cost, which creates value 
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for the buyer, the company, and its employees, simultaneously. Its aim is 

not to compete, but to make the competition irrelevant by changing the 

strategy of the playing field. The strategic idea behind the Blue Ocean 

theory raises and creates value for the market, while simultaneously 

reducing or eliminating features or services that are less valued by the 

current or future market. Blue ocean theory creates jumpstart in value for 

the buyers as well as for the company. It equips the organization with 

powers of creating unchallenged market space, breaking the value-cost 

tradeoffs while aligning the whole system of organization activities in 

pursuit of differentiation and low cost.  

 

Knowledge-Based Theory  

This theory was propounded by Grant in 1996. Its proponents argue that 

because knowledge based resources are usually difficult to imitate and 

socially complex, heterogeneous knowledge bases and capabilities among 

firms are the major determinants of sustained competitive advantage and 

superior corporate performance (Grant, 1996). A strategy based on 

knowledge determines efforts for innovation and might have a strong hold 

on their cost and performance. Additionally, newly acquired knowledge 

guides the succeeding innovation efforts. As a result of the innovation, the 

management of an organization creates new explicit knowledge on 

products and technologies. It also leads to the acquisition of tacit 

knowledge. More knowledge results in increase efforts for innovation; 

therefore innovations in the banking sector can be attributed to an increase 

in knowledge base. The word "Strategy" is mostly linked to the decisions 

and activities that concern the long-term interaction between an 

organization and its environment.  

 

EMPIRICAL REVIEW 

Odhiambo (2008) conducted a research on the innovation strategies being 

used at Standard Chartered Bank and concluded that with the advent of 

globalization, financial institutions have been forced to improve business 

methods to attract and maintain existing customers. Such innovative 
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strategies put a focus on all facets of the business operations ranging from 

customer care, technological advancement to better products in the 

market.  

Olu, Marius, Anca, and Florentina (2017) focused on the impact of 

innovation on the entrepreneurial success: Evidence from Nigeria. In the 

recent years, Nigeria has recorded an economic growth but with a trajectory 

which offers both positive and negative lessons regarding the innovation of 

business faced by many countries in Africa and elsewhere in the developing 

world. This study sought to test the relationship between innovation, the 

financial performance of company and firm’s competitive advantage. This 

was done through correlation and regression analysis. Data were analyzed 

using descriptive and inferential statistics. Hypotheses were tested at 0.05 

significant levels with the aid of parametric student t-test. The results 

revealed that there is a positive relationship innovation and the financial 

performance of company. A clear lesson from this study is that the future 

must include promoting innovation and entrepreneurship; in other words, 

business competitiveness depends on the creativity and innovativeness of 

its entrepreneurship. 

Namusonge, Willy & Olawoye (2016) determined the role of innovation on 

performance of firms on Nigerian stock exchange. The central objective of 

the paper is to look at the relationship between innovativeness and firm 

performance in Nigeria. The paper took critical interest in the contents of a 

number of studies which concluded that among Nigerian managers, lack of 

innovation, pro-activeness, aggressiveness, and aversion to risk-taking, 

which are critical factors for growth of SMEs, were found to be high in a 

study in 2007. The target population is 176 firms listed in the Nigerian Stock 

Exchange with financial returns as at August, 2014. Out of the population, a 

sample of 60 firms was taken. Methods of statistical analyses include mean, 

standard deviation, and Pooled, Random and Fixed regression models 

based on the preferences suggested by the Hausman specification test 

results. The results of panel analysis of the relationship between 

Entrepreneurial Orientation dimension –Innovation, and performance of 

firms listed in the Nigerian Stock Exchange, with returns on assets and 
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returns on equity as proxy revealed a negative relationship between 

innovation and returns on assets and innovation and returns on equity.  

 

GAP IN LITERATURE 

Many studies have been executed on innovation and corporate 

performance. However, the exact subject matter was not covered. Most of 

the studies cover innovation and employee performance, strategic 

innovation and organizational survival and strategic innovation and 

organizational transformation. Most of the past studies were done in 

banking industry with no emphasis on manufacturing firms as it is done in 

this study. Most of the past studies were not done within the south west 

Nigeria. Some studies which covered Nigeria organizations did not cover the 

organizations used in this study, and they did not cover the exact variables 

(product innovation and productivity, product innovation and patronage, 

and extent market innovation affects market expansion) used in this study. 

Based on the foregoing, it’s a fact that little or nothing has been covered on 

innovation and corporate performance using Nigerian Breweries Oyo State 

and Guinness Nigeria Plc Lagos State as the focal point. For that, research 

gap exist and there is need for this study.  

 

RESEARCH METHODS 

❖ Research Design: The descriptive survey design was used in this 

study. The reason is to enable the researcher collect data through 

primary source (i.e. questionnaire) 

❖ Population of the Study: The population of this study is composed of 

the entire permanent senior staff of Nigerian Breweries Oyo State 

and Guinness Nigeria Plc Lagos State. The organizations have a total 

number of 125 and 104 senior staff respectively, making a total of 229 

as the study population (Source: Personnel Units of the Firms, 2021). 

The senior staff were used because they are informed on issues 

relating to innovation in the organizations.  
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❖ Sample Size Determination: The researcher determined the sample 

size using the Taro Yamane’s formula as cited by Alugbuo (2002:18). 

The formula is:  

n =   N   

     1+N(e)2 

Where n is the sample size and N is the number of items in the population. 

The square of maximum allowances for sampling error or level of 

significance is represented by e. The researcher used 5% to represent the 

level of significance. Therefore, n is determined thus:  

 

Nigerian Breweries Oyo State  

n1 =         125      

     1 + 125(0.05)2 

n =       125     

  1 + 125(0.0025) 

n =       125     

  1 + 0.3125 

n =       125     

     1.3125 

= 95.2380   95 staff. 

 

Guinness Nigeria Plc Lagos State 

n1 =         104      

     1 + 104(0.05)2 

n1 =       104     

  1 + 104(0.0025) 

n1 =       104     

  1 + 0.2575 

n1 =       104     

     1.2575 

n1 = 82.703 = 83 

Total sample size = 178 
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❖ Sources of Data/Method of Data Collection: Both primary and 

secondary data were utilized in this study. 

a. Primary Data: The primary source is questionnaire. To address the 

research objectives, primary source of data were utilized. 

Respondents representing the various organizations were required 

to complete the (research instrument) questionnaire. The research 

questionnaires were used to collect data on product innovation, 

marketing innovation, process innovation and organizational 

innovation. The questionnaires contain close-ended questions and 

have various sections.  

b. Secondary Data: The secondary sources are journals, articles, 

internet, textbooks, and the records and publications from the 

organizations.  

❖ Data Analysis Technique: The statistical techniques that was used for 
data analysis include; simple percentage, mean statistics, and 
Analysis of Variance (ANOVA). Simple percentage was used to 
analyze the demographic variables of the respondents. Also, mean 
statistics was used to answer the research questions. Based on the 
result of the simple percentage, the researcher employed Analysis of 
Variance (ANOVA) to test the hypotheses. ANOVA was used because 
the objective of the study is to investigate and understand the traits 
and mechanisms of the relationship between the independent 
variable (Innovation) and dependent variable (corporate 
performance) of the research.  

 

Decision Rule 
Acceptance Ho: if f-cal  <  f- tab.  
Reject Ho: if f-cal > f-tab. 
Note F-cal = FF calculated  
Ftab  = F- tabulated  
 

DATA PRESENTATION, ANALYSIS AND INTERPRETATION 

In this chapter, the researcher presents and analyzes the data used for this 

study. The statistical tool used for data analysis is the Analysis of Variance 
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(ANOVA) using 20.0 version of Statistical Package for Social Sciences (SPSS). 

The p-value was used as the basis for decision.  

 

Data Analysis and Interpretation 

Table 1: Product innovation on productivity. 

S/N Questionnaire Items SA A SD D N EX X Dec 

1 Product innovation 

enhances the 

productivity of 

business  

78 55 15 10 158 517 3.3 Positive 

2 When there is product 

innovation, it adds 

value to efficiency in 

the organization 

67 41 26 24 158 467 3.0 Positive 

3 Product innovation 

leads to customer 

awareness  of firm 

products 

76 53 20 9 158 512 3.2 Positive 

4 Product innovation 

enhances output 

maximization of firm 

79 64 9 4 158 539 3.4 Positive 

5 Organizational 

expansion could be 

achieved through 

product innovation 

73 61 15 9 158 514 3.3 Positive 

Source: field survey, 2021. 

 

Based on data analyzed in Table 1, it was discovered items 1 - 5 were all 

positive. This is because item 1 has a mean of 3.3, item 2 has a mean of 3.0, 

item 3 has a mean of 3.2,  item 4 has a mean of 3.4, and item 5 has a mean 

of 3.3; hence all the items have mean scores more than 2.5 and above. It is 
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therefore concluded that product innovation significantly affects 

productivity. 

 

Table 2: Market innovation and patronage. 

S/N Questionnaire 

Items 

SA A SD D N EX X Dec 

6 Market innovation 

contributes to 

customer 

patronage 

71 42 19 26 158 474 3.0 Positive 

7 Sales volume could 

be achieved 

through market 

expansion and 

innovation 

66 37 30 25 158 460 2.9 Positive 

8 Market 

diversification leads 

to high sales 

52 30 40 36 158 414 2.6 Positive 

9 New market 

development 

contributes to 

customer 

acceptance of the 

products 

56 34 35 33 158 429 2.7 Positive 

10 Market 

segmentation 

enhances 

patronage 

50 48 25 35 158 429 2.7 Positive 

Source: field survey, 2021. 

 

Analyses in Table 2 that all the items 6 - 10 were all positive. This is because 

item 6 has a mean of 3.0, item 7 has a mean of 2.9, item 8 has a mean of 2.6,  
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item 9 has a mean of 2.7 and item 10 has a mean of 2.7; hence all the items 

have mean scores more than 2.5 and above. It is therefore concluded that 

there is significant relationship between market innovation and patronage. 

 

Table 3: Process innovation and market expansion. 

S/N Questionnaire 

Items 

SA A SD D N EX X Dec 

11 Process innovation 

enhances market 

expansion of 

business 

57 35 41 25 158 440 2.8 Positive 

12 The issue of 

technical design 

and product 

innovation 

encourages firm 

output 

maximization 

51 48 39 23 158 449 2.8 Positive 

13 Process innovation 

promotes efficient 

service delivery 

53 47 38 20 158 449 2.8 Positive 

14 Process innovation 

contributes to 

organizational new 

product 

development 

69 47 22 27 158 488 3.1 Positive 

15 Process innovation 

leads to 

organizational 

growth 

62 36 39 21 158 455 2.9 Positive 

Source: field survey, 2021. 
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It was discovered in Table 3 that items 11 - 15 were all positive. This is because 

item 11 has a mean of 2.8, item 12 has a mean of 2.8, item 13 has a mean of 

2.8, item 14 has a mean of 3.1 and item 15 has a mean of 2.9; hence all the 

items have mean scores more than 2.5. It is therefore concluded that 

process innovation significantly enhances productivity. 

 

TEST OF HYPOTHESES 

Ho1: Product innovation does not significantly affect productivity. 

Descriptive 

 N Mean Std. Dev. Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

1.00 5 65.8000 6.49615 2.90517 57.7340 73.8660 56.00 73.00 

2.00 5 54.800 8.89944 3.97995 43.7499 65.8501 41.00 64.00 

3.00 5 8.8000 2.58844 1.15758 5.5860 12.0140 6.00 12.00 

4.00 5 17.0000 6.36396 2.84605 9.0981 24.9019 9.00 26.00 

5.00 5 11.2000 7.52994 3.36749 1.8503 20.5497 4.00 24.00 

Total 25 31.5200 25.15472 5.03094 21.1366 41.9034 4.00 73.00 

 

ANOVA 

VAR00001 

 Sum squares df Means Square F Sig. 

Between 

group 

14285.040 4 3571.260 79.256 .000 

Within 

Groups 

901.200 20 45.060   

Total 15186.240 24    

 

From the SPSS output in Appendix II, the p-value is 0.00, which is less than 

the level of significance (0.05), therefore we reject the null hypothesis and 

conclude that product innovation significantly affect productivity. 
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Ho2: Market innovation does not significantly affect patronage. 

Descriptive 

 N Mean Std. Dev. Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

1.00  5 46.0000 5.70088 2.54951 38.9214 53.0786 41.00 55.00 

2.00  5 38.2000 7.01427 3.13688 29.4906 46.9094 30.00 48.00 

3.00  5 13.0000 3.87298 1.73205   8.1911 17.8089   9.00 18.00 

4.00  5 29.8000 8.22800 3.67967 19.5836 40.0164 19.00 40.00 

5.00  5 31.0000 5.14782 2.30217 24.6081 37.3919 25.00 36.00 

Total 25 31.6000 12.52664 2.50533 26.4293 36.7707   9.00 55.00 

 

ANOVA 

VAR00001 

 Sum squares df Means Square F Sig. 

Between groups 3002.400 4 750.600 19.660 .000 

Within groups 763.600 20 38.180   

Total 3766.000 24    

 

From the SPSS output, the p-value is 0.00, which is less than the level of 

significance (0.05), therefore we reject the null hypothesis and conclude 

that market innovation significantly affect patronage.  

Ho3: Process innovation does not significantly enhance market expansion. 

Descriptive 

 N Mean Std. Dev. Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

1.00  5 47.0000 6.24500 2.79285 39.2458 54.7542 42.00 56.00 

2. 00  5 42.6000 6.50385 2.90861 34.5244 50.6756 35.00 48.00 

3.00  5 11.4000  4.50555 2.01494   5.8056 16.9944   6.00 18.00 
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4.00  5 35.8000   7.79102 3.48425 26.1262 45.4738 22.00 41.00 

5.00  5 23.2000 2.86356 1.28062 19.6444 26.7556 20.00 27.00 

Total 25 32.0000 14.36141 2.87228 26.0719 37.9281   6.00 56.00 

 

ANOVA 

VAR00001 

 Sum squares df Means Square F Sig. 

Between Groups 4268.000 4 1067.000 31.290 .000 

Within Groups 682.000 20     34.100   

Total 4950.000 24    

 

From the SPSS output, the p-value is 0.000, which is less than the level of 

significance (0.05), therefore we reject the null hypothesis and conclude 

that process innovation significantly enhance market expansion.  

 

DISCUSSION OF FINDINGS 

In line with the hypothesis one, this study showed that product innovation 

significantly affects productivity. This could be confirmed in table 4.1. This is 

in line with the view of Neely (2017) who stated that product innovation 

contributes to organizational growth, output maximization, and business 

expansion. Also, Peters (2009) noted that productivity could be achieved 

through innovation practices. 

Based on the research hypothesis two, this study showed that market 

innovation significantly improves patronage. This could be confirmed in 

table 4.2. In this direction, Siep (2010) observed that market expansion and 

high level of patronage could be achieved through market innovation. Also, 

it has been asserted that high sales and customer acquisition is product of 

market innovation in business. 

In line with the hypothesis three, this study discovered that Process 

innovation significantly enhances market expansion. This could be 

confirmed in table 4.3. In tandem, Tran (2008) noted that process 

innovation contributes to business effectiveness and organizational 
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growth. Wirtz (2010) stated that innovation practice enhances 

organizational productivity and high performance. 

 

CONCLUSION 

Innovation is inevitable for businesses, especially those in production 

sector. Here, there is a combined effect of innovative strategies, product 

innovation, process innovation, market innovation, on organizational 

performance (productivity and patronage). This study concludes that 

innovation is a key determinant of organizational performance, as it helps 

an organization to discover new market, improve its products, and adopt 

more positive and acceptable methods of doing business. 

 

RECOMMENDATIONS 

Based on the findings from the study, the following recommendations were 

made. 

1. To allow for increased organizational performance, the variables of 

innovation strategies namely product, process, market and 

organizational innovation strategies need to be employed by 

organizations. 

2. Product and process innovation which are technology-driven should 

be given proper attention with concerted efforts made to integrate 

it to the operations of the firms.  

3. Considering the importance of innovation strategies to 

organizational performance, organizations as a matter of policy 

should ensure that their employees are knowledgeable about it and 

it is enforced in their operations. 
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